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Preface 
Broadcasting Research Methods is a collection 
of original essays intended as an opening argu-
ment as to the nature and extent of broadcast 
research. In preparing this book, we recog-
nized an outstanding body of writing and re-
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of better understanding the social and indus-
trial nature of radio, television, and cable. We 
have been pleased that throughout the gesta-
tion of Broadcasting Research Methods, our 
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We are grateful to our contributors for their 

continued support of Broadcasting Research 
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our series editor, Bill Barke, and his co-
workers at Allyn and Bacon; and of Robert K. 
Avery of the University of Utah, consulting ed-
itor. Our thanks also to Grace Sheldrick of 
Wordsworth Associates, who served as our 
managing editor. 
We received considerable assistance in man-

uscript preparation from Barbara Fletcher and 
Susan Walter. 

Through periods of alternating despair and 
euphoria over the life of this undertaking, we 
have been sustained by the patience and good 
humor of our wives, Joan Dominick and Bar-
bara Fletcher. 

To all of these people and to the many col-
leagues and students who acted as sounding 
boards and advisers, we are most appreciative. 

J. R. D. 
J. E. F. 



This collection of original essays deals with re-
search method — procedures frequently used 
by researchers of the mass media, especially of 
radio and television. The intended readers are 
graduate students, advanced undergraduates, 
ad researchers. 

The essays fall easily into at least two cate-
gories — those dealing with techniques for con-
ducting research and those focusing on 
particular research problems, enumerating the 
various ways each problem has been addressed 
by the research reported in the literature. 
Within this second group of essays the research 
problems reviewed include those of primarily 
theoretical orientation and those oriented to 
the solution of applied problems. Applied 
problems are those of communicating organi-
zations, such as an instructional television con-
sortium or a commercial radio network. 

Theoretical problems are of a more abstract 
nature, aimed at deriving guiding principles to 
explain a variety of specific communication 
settings or to predict the outcome of communi-
cation undertakings. 

Neither the theoretical nor applied subcate-
gory is exclusive of the other, since theory en-
riches applied research, and the study of 
applied communication settings frequently 
bears rich theoretical fruit. Many research de-
signs used in studying the electronic media are 
designs developed especially for theoretical re-
search; the experiment is an instance. At the 
same time, theories in the communication field 
either are or will be tied to more general theo-
retical formulations of human behavior; such 
connections are inevitable and desirable. 

Procedures 
and Techniques 

The first three essays, by Wurtzel, Schreib-
man, and Carroll, deal with content analysis. 
Content analysis as a technique is frequently 
associated with study of the mass media, since 
the most extensive and dramatic uses of it have 
been in studies of the media. Wurtzel provides 
an overview of content analysis, summarizing 

Introduction 
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its history, enumerating the assumptions in 
which it is rooted, and noting its principal vir-
tues and shortcomings. 

Schreibman provides an important service 
for those who wish to discover an historic basis 
of comparison in studies of the electronic me-
dia. As she notes, there are only a handful of 
archives in the United States and Canada 
where a significant number of television 
programs have been preserved —significant 
enough to provide the basis for careful study. 
These archives are currently in a state of fo-
ment; many are new; others are now recogniz-
ing the value of the television recordings they 
possess. Few works have yet been published in 
which the systematic examination of these ar-
chived materials has been the research method. 
Schreibman provides a catalog of the televi-
sion archives, their principal holdings, and 
their procedures for accrediting and assisting 
scholars. 

One of the most active areas of content 
analysis of the electronic media has been the 
analysis of news—news coverage both of spe-
cific events and of particular individuals and 
countries, and prominent characteristics of the 
news. Carroll provides both a thorough guide 
to the present literature and practical advice to 
the would-be researcher involved in content 
analysis of news programming. 

Following these three essays on content ana-
lytic method and procedures are seven essays 
that connect research procedures developed in 
related disciplines to the study of particular 
problems in radio and television. Hocking, for 
example, provides an excellent synthesis of at-
titude measurement techniques. Attitude is an 
important if not preeminent concern in social 
psychology and also finds broad application in 
the study of the media. Attitudes are measures 
in the testing of mass media messages and in 
the assessment of the effects of a media mes-
sage on the public. 

Lull provides insights into the important 
contribution of anthropology, with its partici-
pant observation methods, to the study of me-
dia consumption patterns and to the study of 
the meaning of the media presence in our 
homes. Ethnographic studies provide rich data 
from relatively limited numbers of families, 

particularly useful in setting in better perspec-
tive other research about the impact of media 
on our lives. Ethnographic technique is also 
useful in generating new formulations for 
study and in establishing generalizations. 

Fletcher thoroughly reviews the various 
physiological variables used to study the mass 
media. He shatters two heresies about such 
measurement: that they are impossible to in-
terpret and that they are inevitably connected 
to emotion. He argues persuasively for inter-
preting physiological indices as indicators of 
the state of central nervous processing of com-
munication. 

It is an old saw that the economics of the 
media determine their direction. It is a rela-
tively new idea that the media should be stud-
ied with the same tools economists use to study 
other businesses and institutions. Litman in-
troduces the tools of economics as they might 
be applied to media industries. 

In marketing, segmentation is a first step in 
developing strategy for selling and distributing 
a product or service. Applying well-established 
segmentation procedures to the problems of 
broadcasting, cable, and satellite communica-
tions is relatively new. Gutman provides a bal-
anced and informative view of the state of the 
art in audience segmentation. 

Dominick addresses the thorny issue of es-
tablishing proof of causal relationships among 
a set of measured variables. He discusses at 
some length path analysis, a process for com-
paring various possible causal chains to see 
which is best supported by the data collected in 
a study. 
Wimmer reviews the form and uses of 

models in developing and understanding re-
search. Too few models in any form are regu-
larly used in broadcasting research, and 
Wimmer's discussion amounts to a call for 
action. The benefits that accrue to the judi-
cious use of explanatory and predictive models 
are well documented here. 

Policy research is designed to provide a ba-
sis for decisions about the future direction of 
an institution or of a campaign. Prisuta intro-
duces the policy environment of the United 
States Federal government, revealing both the 
interest in and reaction to social science re-
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search in particular. He argues strongly for a 
greater role for the researcher in the evolution 
of government policies. 

Bowes provides insight into a line of re-
search undertaken for its portent for policy. 
The communication of public institutions 
should respond to the needs of their constitu-
encies with communication, according to the 
premise of much of this research. Bowes 
chronicles the development of this reasoning 
and its elaboration in research. 

Theoretical 
and Applied 
Research Families 

Seven essays deal with theoretical perspectives 
on the electronic media. Williams's essay on 
agenda setting, for example, is an extension of 
work in anthropological, sociological, and po-
litical scientific research into the role or char-
ters of the institutions within a society. Agenda 
setting maintains that the media's role is to de-
termine the priority of concerns for both pub-
lic and private discourse. Williams concisely 
reviews both the procedures and consequences 
of research into agenda setting. 

The uses and gratifications approach pro-
vides an extension of the functional perspec-
tive currently present in nearly all of the social 
sciences. A functional definition of some part 
of our lives says that a thing is best understood 
by how we use it. Rubin traces the beginnings 
of this relatively young approach to the analy-
sis of the media, mapping both the principal 
research procedures involved and the seminal 
studies in the field. 

Gross and Morgan, writing about television 
and enculturation, are concerned with the 
ways that television, in particular, helps us to 
become who we are as members of our own 
groups and as members of the larger society. 
According to this perspective, television helps 
formulate the terms in which we conceive our 
world. 

Signorielli discusses the use of violence indi-
ces in television programming. This research 
provides important inputs to the process of 

policy formation both for the nation's pro-
ducers of programs and for the entrepreneurs 
who bring them into our homes. But it is im-
portant also for its stimulation and contribu-
tion to theories of individual development and 
enculturation. 

Meyer and Hexamer review research di-
rected at assessing the media's role in children's 
lives. Much of this work has been undertaken 
for its potential policy impact on television for 
children and on television advertising directed 
toward children. It also has more general bene-
fits in helping to understand the evolving role 
of nurturing children both by parents and by 
the institutions that society provides for the 
young. The special problems of conducting re-
search with child informants and respondents 
are discussed as well. 

Busby expands on one particular concern 
raised in many discussions of television and 
children, that the media prescribe sex-roles for 
both children and adults that are confining and 
inequitable. Research into sex-role stereotypes 
in the media has provided important insights 
into media practices that may unintentionally 
perpetuate the injustices of unfair distribution 
of opportunity within society. 

Studies of television composition inform 
the producer and director of the role of various 
production variables and also contribute to 
our understanding of the screen's aesthetics. 
Metallinos provides a thorough review and cri-
tique of the available literature and suggests 
useful research directions for the future. 

Bittner and Carroll reveal the application of 
research to the development and management 
of media programs with instructional and in-
formational goals. They discuss the systematic 
development of materials. 

It is true that, as with any collection of es-
says, this collection has not exhausted all pos-
sible subjects for essays on research in a 
burgeoning field of study—the electronic me-
dia. On the other hand, it is hoped that these 
clear and authoritative statements by some of 
the most productive workers in the field, with 
enthusiasm and with extensive citations, will 
incline scholar or student to find the path to 
other exciting research challenges in this field. 
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Techniques for 
Conducting 
Research 



Content analysis is one of the most widely used 
research techniques for understanding and 
evaluating broadcast messages. A review of 
mass communication research reveals hun-
dreds of content analysis studies that have 
been conducted and reported in the literature 
over the past few years.' Yet content analysis is 
also potentially one of the most misused and 
misunderstood research techniques. It there-
fore is important to understand how content 
analysis is conducted, how to interpret the 
studies, what the results of content analysis 
can tell us, and, just as important, what the 
results cannot tell us about communication 
messages. 

What Is 
Content Analysis? 

Bernard Berelson's classic definition of con-
tent analysis is: "a research technique for the 
objective, systematic, and quantitative de-
scription of the manifest content of communi-
cation."' George Gerbner elaborates further, 
stating: "The purpose of any content analysis 
is to illuminate or otherwise make apparent 
possible inferences about something that is not 
otherwise apparent."' 

According to Davis, content analysis origi-
nally developed from journalism studies con-
ducted on newspapers. Since words or column 
inches were easily counted, it was not difficult 
to quantify the way newspapers reported the 
news. Researchers quickly applied these tech-
niques to a variety of print media and subse-
quently to investigations of television and 
radio broadcasts.4 

As an example of a typical content analysis 
study, assume a researcher is interested in 
studying how women are depicted in television 
commercials. (See the essay by Linda J. Busby 
in this volume.) Obviously, the enormous 
number of commercials would make any sub-
jective evaluation unreliable and highly sus-
pect. We can only begin systematically and 
objectively to understand how women are 
shown in television commercials by establish-
ing specific criteria for counting and categoriz-

1 
Review of 
Procedures Used 
in Content 
Analysis 

Alan Wurtzel 
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ing the various ways they are portrayed. Then 
we can examine the frequency of occurrence 
for each category and draw some conclusions 
from the results. 

Content analysis is sometimes called mes-
sage analysis, because what we are really inter-
ested in learning about are the messages 
received by the audience. Many of these mes-
sages are purposive or, to use Berelson's term, 
manifest. In other words, these are messages 
expressly designed to be communicated to the 
audience. The issues contained in political 
speeches broadcast on television, the themes 
used in dramatic programs, and the daily story 
count for a local radio station are examples of 
content analyses that study manifest messages. 

Content analysis is also often used to iden-
tify another type of message — the latent mes-
sage. Although also communicating to the 
audience, the latent message is unintended or 
hidden. For example, Jackson-Beeck and 
Meadows used content analysis to compare the 
1960 Nixon-Kennedy television debates with 
the 1976 Carter-Ford debates. Since their in-
tention was to analyze the nonpurposive mes-
sages rather than to deal solely with spoken 
(manifest) content, they also analyzed such un-
intentional (latent) messages as the frequency 
of speech pauses or a candidate's nonverbal 
body language. Their study offered a new di-
mension to our understanding of the ways the 
total presentation of a candidate during a tele-
vision debate is an interaction of visual and au-
ral elements. It also added more to our 
understanding of the role and impact of televi-
sion in these debates than a single analysis of 
the issues that were debated. 

Sometimes content analysis is used to inves-
tigate messages that fall somewhere between 
the purposive and nonpurposive messages. For 
example, Dominick, Richman, and Wurtzel6 
were interested in how character problems 
were solved on children's programs. Since pre-
vious research had suggested children fre-
quently model what they see portrayed on 
television, the study was designed to make 
visible those trends in the problem-solving 
strategies to which children were most often 
exposed. 

Content analysis, a useful tool for the social 
scientist interested in understanding the inter-
action of television content and the television 
audience, also has some practical applications 
for the broadcast executive. For example, a 
content analysis of competing television news 
programs within a particular market can pro-
vide valuable data for producers and managers 
in diagnosing problems and in developing im-
provements. Comparing story frequencies, 
production methods, and other significant 
variables of news presentation from an objec-
tive distance can give important insights to 
people who are closely involved in the day-to-
day production of news. 

Similarly, content analysis techniques can 
provide programmers and broadcast standards 
managers with an objective view of their pro-
gramming. At ABC Television, the Develop-
mental and Social Research unit has worked 
closely with the network's Broadcast Stan-
dards and Practices unit to develop a system 
for quantifying the depiction of violence on all 
entertainment programs. The system is used to 
code every show before broadcast; it quanti-
fies behaviors and also develops a numerical 
weight for each program based on the type of 
violence, the victims of violence, and the out-
come of violence. This coding enables ABC 
Broadcast Standards to keep track of the levels 
of violence that appear on every show. It is a 
more objective measure than depending solely 
on individual editor judgments. 

Even though content analysis is a flexible 
and useful research and analytic tool, it is sus-
ceptible to many methodological and interpre-
tive pitfalls. Before discussing the techniques 
used in content analysis, it is important to un-
derstand exactly what content analysis can do 
and what content analysis cannot do. 

What Content Analysis Can Do 

Content analysis is a way to define objectively 
television or radio content. It is a method by 
which we make visible and quantifiable, signif-
icant behaviors, themes, character portrayals, 
production variables, and a host of similar ele-
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ments. Content analysis enables us to separate 
messages into their component parts. Content 
analysis is also a means by which we can iden-
tify and evaluate underlying relationships 
among various content elements that may not 
otherwise be apparent. Finally, content analy-
sis can help us develop hypotheses based on the 
manifest and latent messages inherent in all 
broadcast communication, hypotheses that 
can be researched subsequently through other 
studies. 

What Content 
Analysis Cannot Do 

Content analysis cannot provide information 
about how the audience perceives, interprets, 
or comprehends a message. Nor can content 
analysis, by itself, tell how a message affects an 
audience's attitudes or behaviors. Simply stat-
ing that a news program spends more time on 
national news than on international news does 
not automatically mean that viewers know 
little about foreign events. Stating that some 
programs contain more violent behavior than 
others does not necessarily lead to the conclu-
sion that people who watch violent programs 
will behave more aggressively than those who 
do not. All that content analysis can do is to 
tell us what messages exist and how often they 
appear, and to provide some systematic and 
objective way to evaluate the individual ele-
ments that together comprise a total communi-
cation event. 

Assessing the impact of messages on audi-
ences requires another research study. Quite 
often, a content analysis study serves as a pre-
liminary step in conducting further research. 
For example, in the problem-solving study 
mentioned earlier, Dominick, Richman, and 
Wurtzel first identified the three most preva-
lent types of problem-solving strategies on 
children's programming and divided them into 
three categories: aggressive solutions, assertive 
solutions, and passive nonsolutions. The re-
searchers next measured how these three 
problem-solving strategies were modeled or 
imitated by child viewers.' The identification 

of the problem-solving strategies was deter-
mined through content analysis, but the effect 
of the content messages on the particular audi-
ence of interest was investigated through a sub-
sequent experimental research study. 

It is important to examine carefully the con-
tent and category definitions that are used, 
since these often will affect the study results. 
For example, there have been many content 
analysis studies of how violence is depicted on 
television programs. Yet, the way the investiga-
tor defines violence is a crucial factor in deter-
mining the study's outcome. Some researchers 
believe that violence is any antisocial behavior 
regardless of context or intention. Thus, they 
would include the proverbial pie-in-the-face 
slapstick as well as more aggressive violent be-
havior. Other researchers believe violence defi-
nitions should not include such slapstick 
horseplay. Obviously, these two different defi-
nitions of violence would result in two dif-
ferent analyses of the same program. When 
comparing content analysis studies, it is crucial 
to be aware of the various definitions and cate-
gories used in each. 

Content 
Analysis Techniques 

We can divide content analysis into six basic 
steps: 
1. developing research objectives or 

hypotheses 
2. establishing the unit of analysis 
3. determining content categories 
4. selecting the sample 
5. coding and reliability 
6. analyzing data 

Developing Research 
Objectives or Hypotheses 

Since content analysis assumes that some con-
tent is present, a content study will invariably 
lead to the collection of some data. Unfortu-
nately, the certainty of results has led some re-
searchers to use content analysis as a fishing 
expedition in hopes of "teasing out whatever is 
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there." Naturally, studies are bound to uncover 
findings that are surprising or less than obvi-
ous. But a well-designed study, and ultimately 
a meaningful research project, should begin 
from a set of carefully developed research ob-
jectives or hypotheses. 

For example, a researcher is interested in 
knowing what kinds of programs appeared 
during the first years of public access on cable 
TV channels. The researcher's hypothesis was 
that if the public access channels were to fulfill 
their potential as a medium of local communi-
cation, the types of programming that were 
broadcast ought to reflect predominantly local 
issues and concerns. This basic hypothesis, or 
research objective, gave the study focus and di-
rection in order to answer the researcher's 
question.' 

Determining the hypotheses or objectives in 
advance also offers increased accuracy in de-
veloping content categories and in coding the 
material. In fact, the content categories and 
the units of analysis (two concepts discussed in 
detail later in this essay) are developed to ad-
dress specific questions and objectives, and 
they can be made more sensitive and discrimi-
nating once the study's objectives are clearly 
outlined. 

Unit 
of Analysis 

The unit of analysis (UOA) is whatever the 
content analysis researcher counts as a specific 
message or element of communication. The 
unit of analysis can range in size and complex-
ity from a single word to an entire program. 
For example, if one were interested in deter-
mining the kinds of themes most prevalent in 
television drama, the unit of analysis most 
likely would be the individual program. How-
ever, if one wishes to see how sex roles interact 
with major characters on prime-time drama to 
determine whether heroes, villains, and assert-
ive or aggressive characters were predomi-
nantly male or female, the unit of analysis 
would be each major character appearing in 
the show or shows under analysis. 

Obviously, defining the unit of analysis is a 

crucial decision that must be made for every 
study. The UOA determines what is counted 
and how it is counted; it will also affect the 
study's accuracy, reliability, and validity. 

The more obvious and clear-cut the unit of 
analysis, the easier the coding and the more re-
liable the study results. This does not mean 
that content analysis coding is easy; it is usu-
ally time consuming and boring and may be the 
least interesting part of a content study. But the 
fewer decisions that a coder must make on 
judgment or hunch in determining each unit of 
analysis, the more accurate the study results. 
For example, using a word as a unit of anaysis 
is clear-cut and unambiguous, since a word is 
an "either-it-is-or-it-isn't" situation. On the 
other hand, coding violent behavior and using 
a "violent action" or "aggressive incident" as 
the unit of analysis is less precise and requires 
more judgment calls by coders. These judg-
ment calls can ultimately affect the study's reli-
ability, since different coders can make 
different decisions. 

Related to the unit of analysis is the way the 
researcher decides to code each unit. The most 
common approach is simply to count the fre-
quency of occurrence. For example, in a study 
comparing television coverage of a presiden-
tial campaign, the unit of analysis might be 
each individual story that dealt with presiden-
tial politics. 

This approach permits comparison of the 
frequency with which a Republican or Demo-
cratic story appeared over a particular period 
of time. However, simply counting frequency 
of occurrence may not always provide the total 
picture. Assume a one-week count of presiden-
tial campaign stories on a television station re-
veals that fourteen news stories were devoted 
to Democrats and fifteen stories were devoted 
to Republicans. At first glance, the coverage 
appears about even. However, if, instead of 
counting every story, each story was timed to 
establish the amount of air-time devoted to the 
individual stories, a different sort of measure 
is involved. Adding up the air-time for each 
story yields a weekly total of air-time. Suppose 
the totals were thirty-seven minutes devoted to 
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the Republicans and forty-nine minutes de-
voted to the Democrats. It would thus appear 
that coverage was not as evenly balanced as the 
frequency count might have suggested. In fact, 
although the Republicans had one more story 
than the Democrats, the Republicans actually 
had twelve minutes or 25 percent less air-time. 

The point is that there is no correct or incor-
rect variable counting approach. Whenever 
possible, using more than a single measure is 
an excellent safeguard against the problems il-
lustrated in this hypothetical example. The 
unit of analysis should reflect the study objec-
tives or hypotheses, and the method of count-
ing should provide the researcher with data 
that best reflect the content material under 
study. 

Content Categories 

Each unit of analysis ultimately must be 
pigeon-holed into a particular content cate-
gory. The development of content categories 
naturally depends on the study's overall objec-
tives or hypotheses. For example, in Katz-
man's study of the various themes depicted on 
daytime serials, he had each content category 
represent a dramatic theme, such as "social 
problems," "criminal activities," "medical 
problems," and "romantic/marital affairs."9 
These broad categories were further subdi-
vided into more specific categories. For in-
stance, the "criminal activity" category was 
subdivided into murder, theft, blackmail, ille-
gal drug traffic, and so on. 

As a rule of thumb, content categories must 
be mutually exclusive and all inclusive. In 
other words, each category should be narrowly 
defined to permit fitting only one type of con-
tent within it. Yet when taken as a whole, the 
content categories together should encompass 
every possible message, behavior, or whatever 
other units of analysis exist in the sample pop-
ulation. 

Sometimes content categories must be de-
veloped based only on an intelligent guess, 
since, without knowing precisely what the con-
tent will be before doing the analysis, one can-
not always decide on a precise set of content 

categories. Problems develop with categories 
that are either too large and therefore catego-
rize many different kinds of variables in only a 
few categories, or that are too narrowly de-
fined and thus include only a few variables in 
many categories. 
An example of too large a category would 

be the use of two categories for analyzing news 
stories: (1) hard news and (2) soft news. It 
would not be difficult to categorize all news 
stories into either category, but the analysis 
results would be essentially meaningless. In-
cluded within the "hard" news category would 
be stories ranging from international affairs to 
strictly local issues and events. Obviously, a 
number of more narrowly defined subcatego-
ries under the larger hard news label would 
provide more insight into the story makeup of 
the news program. 
On the other hand, consider news stories for 

which so many different categories are devel-
oped that once coding is completed the re-
searcher is confronted with dozens of separate 
categories, each containing only a handful of 
news stories. Since the purpose of content 
analysis is to reduce the mass of data into a 
smaller number of categories so trends or rela-
tionships become more apparent, a large num-
ber of categories with relatively few items 
within each does not offer the researcher much 
help. The point is that the number of content 
categories developed by the researcher must 
tread the thin line between too many categories 
in which such fine distinctions are made that 
little data reduction is accomplished and too 
few categories resulting in little or no discrimi-
nation of content. 

It is not uncommon for a unit of analysis to 
be categorized into a number of different types 
of categories. For example, a television news 
story—which is a study's unit of analysis— 
may be categorized by story content, by visual 
presentation (film, videotape, anchorperson 
only), by aural presentation (voice-over, live 
sound, wild sound), and by camera shot (long 
shot, close-up, etc.). Within each content-
type, the rules of mutual exclusivity and all in-
clusivity remain in effect. However, the large 
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number of potential variables can offer a rich-
ness of research data for analysis. 

Sample Selection 

In most content analysis research, the pro-
grams, characters, commercials, news stories, 
or whatever the researcher must count are so 
numerous that to attempt to analyze each one 
would be virtually impossible. Consider a re-
searcher interested in evaluating the three 
nightly network newscasts during a presiden-
tial election campaign. Months worth of news 
programs would have to be gathered and ana-
lyzed. This would be extremely difficult and 
time-consuming. Also, the number of coding 
errors or other inaccuracies increases with the 
number of elements that must be analyzed and 
categorized. 

Rather than attempt to cover every newscast 
in the population, the researcher could select a 
sample of newscasts that —although fewer 
than the actual total —accurately represents 
the large population. If the sample were prop-
erly selected, a manageable number of pro-
grams would be coded, yet the results would 
still be generalizable to all newscasts broadcast 
during the time period from which the sample 
was drawn. 

There are many different types of sampling 
procedures, each with its own advantages and 
disadvantages. The researcher must first deter-
mine what makes up the overall population. In 
the case of the news study mentioned above, 
assume the population includes all network 
newscasts from the first primary until election 
day in November. Once the range of the re-
search population is determined, a small 
sample of programs must be selected that rep-
resents the larger whole. 

One method is to select at random one day 
per week for the time period in question and 
analyze all news shows broadcast that day. An 
even more sophisticated approach would be to 
select a sample of shows from the Monday of 
one week, shows from a Tuesday of the next, a 
Wednesday next, and so on, to eliminate any 
possible bias in the sample from differences re-
sulting from various days of the week. Authors 
of other research studies dealing with larger 

populations (say prime-time programming) 
might simply select a two-week period that the 
researcher believes is representative of the total 
season's programming and code every pro-
gram that appeared during prime time for the 
fourteen days. Of course, it is important for 
the two weeks to be from a normal time period 
so the sample does not reflect a bias due to sea-
sonal variations, such as during the Christmas 
holidays or during the ratings sweep periods. 

Another common sampling technique is to 
choose programs that are most popular among 
the audience group of interest to the re-
searcher. For example, a researcher concerned 
with network children's programming could 
select the top fifteen early evening and top fif-
teen Saturday morning programs that had the 
highest Nielsen ratings among children ages six 
to eleven. A sample of two or three of each of 
these shows would be recorded and analyzed. 

Proper sample selection is of crucial impor-
tance to a content analysis study. An unrepre-
sentive sample may have a built-in bias that 
does not accurately reflect the larger popula-
tion. Inferences that might be made about such 
a biased sample will not accurately mirror the 
larger group and can lead to inaccurate and 
misleading conclusions. 

Coding and Reliability 

Once the researcher has developed the unit of 
analysis and content categories and has se-
lected the sample, he or she is ready to begin 
pretesting. The easiest way to pretest is to se-
lect some randomly chosen materials from the 
sample group and try out the content analysis 
system. The pretest will give a good indication 
of whether the unit of analysis and content cat-
egory definitions are working and whether the 
overall system is appropriate for the research 
objectives. 

Generally, a number of individuals are as-
sembled to collect and code the data. The team 
approach is useful for two reasons. First, con-
tent analysis is usually a time-consuming task, 
and the more people coding simultaneously, 
the faster the data can be collected. Second, if 
only one person codes all of the content, any 
individual biases that might exist (consciously 
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or subconsciously in the mind of the coder) will 
be reflected in the data and can result in mis-
leading conclusions. However, if a number of 
individuals each codes the sample material sep-
arately, and if a comparison of intercoder reli-
ability is then made, it can be verified that the 
collected data are the result of the content 
analysis scheme and not the result of any per-
sonal bias. Of course, any intercoder difficul-
ties that do appear must be corrected and 
resolved before actually conducting the study 
and collecting real data. 

Reliability Coefficients 
The easiest way to verify that repeated mea-
sures of the same material are being coded sim-
ilarly by different coders is to conduct a 
reliability test. This means having two or more 
coders independently code some sample mate-
rial and then comparing the results. The for-
mula for the coefficient of reliability given by 
Holsti'° is: 

CR 
2M  

= 
NI + N2 

where M = the number of coding decisions on 
which two judges are in agreement and N, and 
N2 refer to the number of coding decisions 
made by judges 1 and 2 respectively. The CR is 
expressed as a correlation coefficient, where a 
maximum value of + 1 equals perfect agree-
ment, a score of zero equals no agreement, and 
a score of -1 equals perfect inverse agreement 
where as one score goes up, the other goes 
down. Generally, CRs will run from zero to 
+ 1. Usually a correlation of about + .80 (or 
80 percent agreement) is considered the mini-
mum required to demonstrate that the coding 
system is sufficiently reliable. However, this 
figure is arbitrary and depends on a number of 
factors. For example, if the unit of analysis 
and content categories are very precise and 
clear-cut, we would expect much higher CRs, 
.90 or higher. On the other hand, a researcher 
using more ambiguous and less obvious U0As 
and categories, such as those found in analyses 
of behaviors or in character portrayals requir-
ing many coder judgments, might consider a 

CR of .65 to .70 acceptable. Once the pretest 
shows an acceptable level of reliability is estab-
lished, the actual coding begins. However, the 
researcher should always perform a CR on the 
final data and report the CR when reporting 
study results. The coefficient of reliability is an 
important piece of information to consider in 
evaluating any content analysis research. It re-
flects the reliability and stability of the coding 
procedure on which the entire study is based." 

Data Analysis 
The data resulting from a content analysis 
sample are only estimates of the actual content 
of the larger population from which the 
sample was selected. In order to determine the 
reliability of an estimate, some form of infer-
ential statistical analysis should be conducted. 
The particular type of analysis that is used will 
depend on the type of data collected. For most 
studies, data can be divided into two basic 
types: (1) nominal or frequency data, and (2) 
score data. 

Nominal Data Nominal data are the clas-
sification of elements by name or category into 
discrete or mutually exclusive units. Sex, race, 
religion, or political party affiliation are com-
mon examples of nominal variables. Obvi-
ously, most content analysis studies also use 
nominal variables by sorting the various con-
tent elements into different categories. For ex-
ample, classifying the types of news stories on 
a network news program, determining the role 
characteristics of minority characters in 
drama, or analyzing the themes of daytime se-
rials are examples of CA studies that use nomi-
nal variables. 

The most commonly used statistical test for 
nominal or category data is chi-square (abbre-
viated with the symbol X2). Essentially, the chi-
square statistic helps the reseacher estimate the 
odds that the frequency distribution across 
categories observed in the sample occurred 
strictly by chance. If it can be shown that sheer 
chance does not seem a likely explanation for 
the frequency distribution found, then it can 
be assumed that the results in the sample are 
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also likely to be found in the larger population 
from which the sample was drawn. 

Score Data Score data differ from nomi-
nal data in that numerical scores can vary 
across a continuous range of numbers. The 
running time of a news story and the number 
of column inches in a newspaper article are two 
examples of score variables. 

The advantage of using score data is that a 
large group of figures can be summarized as a 
numerical average or mean. 

The dispersion of scores can also be indexed 
by using the standard deviation of the re-
sponses. This technique permits the measure-
ment and comparison of the amount of score 
variation from one sample or from one cate-
gory with another. 

As with nominal data, simply reporting dif-
ferent means does not necessarily indicate that 
the differences will apply to the larger popula-
tion from which the sample was drawn. In this 
case, a variety of parametric statistics (such as 
the t-test or analysis of variance) are used to 
provide the researcher with information indi-
cating whether the differences found in the 
sample can be reliably generalized to the larger 
population. 
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content analysis studies that deal with broad-
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casting, the Journal of Communication, and 
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2 
Searching for 
Television's 
History 

Fay C. Schreibman 

Although most people believe that television 
networks maintain a complete collection of 
past and current programming, they are mis-
taken. Most television programs, except for 
news and public affairs, are owned by produc-
tion companies independent of the networks. 
After a television show has been aired in its 
first run, contracted reruns, and syndication, 
the program is returned to the production 
company. The company then has the alterna-
tives of (1) finding another way to make money 
on the programs through distribution or sale, 
(2) leaving them on the shelf, (3) donating 
them to a television archive, or (4) throwing 
them out. Until recently Option 4 was often the 
unfortunate choice. Nonetheless, many tele-
vision programs are available to researchers at 
various archives throughout the country or 
through other sources, such as commercial dis-
tributors and private collectors. 

Identifying exact titles of programs avail-
able is not a simple process. Although there are 
many books on television programs that once 
existed, there are no comparative books on 
whether these programs survive and on where 
they can be found. Until such a resource is cre-
ated, many scholars in their search for past 
programs will be duplicating the efforts of ear-
lier researchers. 

This essay is a prelude to a comprehensive 
location listing (union list) of existing televi-
sion shows. It discusses available reference 
materials, archives, and organizations with in-
formation pertaining to television program-
ming. The reference materials are identified by 
title and the notation "R-(assigned number)." 
This refers to the Reference Appendix in-
cluded as a part of this essay. The Reference 
Appendix is an annotated listing of these 
sources, complete with ordering information. 
Major television archives and information or-
ganizations are noted with "A-(assigned num-
ber)," referring to the Archive Appendix, 
which contains descriptions of each institu-
tion. The presentation of these data is a step-
by-step procedural format outlining the best 
use of the described resources in accessing de-
sired programs. This approach incorporates a 
compendium of suggestions from television 



Searching for Television's History 17 

archivists and scholars of mass media experi-
enced in television research.' 

The same skills used for research in a library 
are effective in determining the existence and 
location of a past television program. It is not 
unlike locating an out-of-print book. The steps 
include identifying the exact title and publisher 
(producer), checking availability in the library 
or through interlibrary loan, consulting com-
mercial distribution sources, researching spe-
cial collections in libraries and archives, and 
contacting the library or archive to use the ma-
terials.' 

Locating 
a Television 
Program 

There are seven steps in locating a television 
program. Following these steps in succession 
will insure a thorough investigation with mini-
mum duplication of effort. 

Identify Exact Title of Program Be spe-
cific in all research requests. It is worthwhile to 
note as much information as possible about 
the program, including the exact and/or origi-
nal title, program episodes, talent, air dates, 
production company, production and direc-
tion staff, and sponsors. 

Several television reference books contain 
detailed program information: The Complete 
Encyclopedia of Television Programs (R-1), 
The New York Times Encyclopedia of Televi-
sion Programs (R-2), The Complete Directory 
to Prime Time Network TV Shows, 
/946-Present (R-3), and Total Television: A 
Comprehensive Guide to Programming from 
1948-1980 (R-4). TV Season (R-5), an annual 
publication that began with the 1974-75 sea-
son and unfortunately concluded with the 
1978-79 season, included all news specials and 
documentaries as well as entertainment pro-
grams. A new reference work, Universal Tele-
vision, 1950-1980 (R-6), is the first to survey 
all television series, telefeatures, pilots, and 
specials made by a particular production com-
pany. 

If a program is syndicated currently in the 
United States or abroad, it will be listed and 
identified by production company, current dis-
tributor, surviving episodes, and past title of 
series, in source books used by the industry. 
Broadcast Information Bureau (BIB) has pub-
lished three of these guides annually since 
1952: Series, Serials and Packages: Domestic 
Edition; Series, Serials and Packages: Foreign 
Language Edition; and TV Feature Film 
Source Book (R-7). 

For titles of episodes in a series, refer to 
Television Drama Series Programming: A 
Comprehensive Chronicle, which covers pro-
grams from 1947 to 1982 (R-8). A commercial 
service, Television Index, has complete prime-
time program information. Since 1949, the 
weekly publication Television Index (R-9) has 
identified current production facts. Also check 
past issues of TV Guide (R-10) back to April 
1953, when it began; and before that time, see 
New York Times television sections. 

Several books about particular series iden-
tify episode titles: All in the Family: A Critical 
Appraisal; Lucy and Ricky and Fred and 
Ethel: The Story of "I Love Lucy"; Fantastic 
Television: A Pictorial History of Sci-Fi: 
the Unusual and the Fantastic from Captain 
Video to the Star Trek Phenomenon and Be-
yond. . . The Twilight Zone Companion 
(R-11). Reference works about a particular 
genre of television programming have recently 
been published. For example: Children's Tele-
vision: The First Thirty-Five Years, 1946-81; 
Television Comedy Series: An Episode Guide 
to 153 Sitcoms in Syndication; and The Serials: 
Suspense and Drama by Installments (soap op-
eras) (R-12). 

Television newscasts since 1968 are rela-
tively easy to find. Consult Television News In-
dex and Abstracts (R-13) for descriptions of 
network evening newscasts of ABC, CBS, and 
NBC since August 5, 1968. This valuable re-
source is published monthly and includes a 
subject index. An annual index is also distrib-
uted. Many major libraries maintain complete 
sets of the Abstracts. 
CBS is the only network commercially to 

distribute transcripts of all their news pro-
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grams. Since 1963, the network has made 
available transcripts from CBS Evening News 
with Walter Cronkite, Face the Nation, 60 
Minutes, CBS Reports, CBS News Special, 
Magazine, 30 Minutes, and other programs. 
The CBS News Index is the finding aid to the 
CBS News Television Broadcasts; it is available 
only since 1975. Face the Nation transcripts 
and indexes of programs since 1954 are avail-
able separately (R-14). Transcripts of NBC's 
weekly news program, Meet the Press, can be 
purchased (R-15). Since 1981, transcripts of 
such ABC news programs as Nightline, This 
Week with David Brinkley, 20/20, and Close-
up documentaries are available (R-16). 

PBS's MacNeil/Lehrer Report index and 
transcripts have recently been released under 
the title of Broadcast Review and Index and 
begin with the 1976 programs (R-17). 

Searching for news documentaries is similar 
to locating titles of entertainment programs. 
Documentary in American Television and its 
sequel, The Image Decade: Television Docu-
mentary, 1965-1975, identify a number of pro-
grams in discussing the history of this genre 
(R-18). The encyclopedias previously cited in-
clude some documentaries, but only TV Sea-
son is complete in its listing of documentaries. 
Again, consult past issues of TV Guide and 
New York Times television sections for exact 
titles of these programs. The CBS News Index 
does not have a distinct section identifying 
documentaries, but storage of transcripts is by 
type of news program with one category listing 
for documentary. Consult the Index for the ex-
act codes to identify these programs. 

Contact the Local Public Library, College 
or University Library/Special Collections Di-
vision and Media Center, Historical Society, 
Museum A number of these institutions own 
collections of television programs and com-
mercials. If audiovisual resources are not cen-
tralized on a campus, then contact academic 
departments that offer broadcast-related 
classes.' Special divisions at universities that 
conduct research on mass media might main-
tain study collections of news and entertain-
ment programs:* Local television stations 
around the country have donated film footage 

to area historical societies and museums.' Con-
tact these sources before continuing your re-
search, because local institutions might 
maintain accessible collections of the televi-
sion programs being sought. 

Check Availability of Programs for Loan 
from a Library or Archive Network televi-
sion newscasts and certain news specials are 
available via loan agreement from the Vander-
bilt Television News Archive (A-23) and (for 
CBS news programs) from the National Ar-
chives and Records Service (A-14). At the mo-
ment, these are the only television materials 
that can be borrowed from an archive. Other 
libraries holding television materials should be 
contacted regarding their interlibrary loan pol-
icies. 

Rent or Purchase Material from a Commer-
cial Distributor Film and video distributors, 
such as Time/Life and Films Inc., rent and sell 
some television documentaries and a few dra-
matic programs. Titles available from these 
major companies are found in the following 
sources: The Video Source Book and The 
Video Programs Index (R-19), Educational 
Film Locator (R-20), NICEM's Index to Edu-
cational Videotapes and Index to 16mm Edu-
cational Films (R-21), and Film Programmer's 
Guide to 16mm Rentals (R-22). Most libraries 
and media centers maintain these resources 
and additional catalogs from other distribu-
tors. 

Several small companies not listed in the 
major finding aids sell old television programs 
either duplicated from a master, an original 
copy, or simply a copy. Quality of programs 
from these sources vary. For identification of 
the companies, see the annual "Video Software 
Marketers-Consumers" article in the June is-
sues of Videography.6 Only the names of the 
companies and genre of programs available 
are noted in this article, and consultation with 
Videography is advised for location of the dis-
tributors. In addition to these sources, past 
television product commercials of selected 
Clio Award winners are available for rent and 
sale.' 

The ABC, CBS, and PBS networks have 
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their own in-house divisions, ABC Video En-
terprises, CBS Resources Development and 
Production Department, and PBS Video, 
which distribute certain network programs. 
NBC contracts its distribution to an outside 
company, Films, Inc. Catalogs from these 
sources indicate titles available for rent or pur-
chase (R-23). 

Consult Major Television Archives on 
Holdings and Permission for Use If the tele-
vision program is not available commercially, 
the researcher must travel to the archive that 
maintains a reference copy of the program. 
The chief exceptions to this in-house-use-only 
policy are, again, for network evening news-
casts and most other news programs from the 
Vanderbilt Television News Archive (A-23), 
and for CBS newscasts and news specials from 
the National Archives and Records Service 
(A-14). Special loan agreements are involved 
to borrow materials from either of these ar-
chives. 
An archive is a special library, and use of ar-

chive materials is usually restricted to scholarly 
research. Only the Museum of Broadcasting 
(A-12) also permits entertainment viewing on 
an individual basis. Archive staffs welcome se-
rious researchers. To expedite service from 
these institutions, the following procedures are 
recommended: 

1. Be prepared with substantial information 
about the selected programs to be viewed. 
The exact title for each national run is im-
portant, because it is the major entry, and in 
most instances the only entry, in archive 
catalogs. The original broadcast title is pre-
ferred, although copies of later versions or 
reruns may be all that are available, and 
may be cross-referenced to the original ti-
tle. 

2. Check existing finding aids to archive col-
lections. Print catalogs of these collections 
are identified in the appendices to this ar-
ticle. For additional descriptions of ar-
chives, consult Motion Pictures, Television 
and Radio: A Union Catalog of Manu-
scripts and Special Collections in the West-
ern United States (R-24), Scholar's Guide 

to Washington, D.C. Film and Video Col-
lections (R-25), and AFI Education News-
letter (R-26). 

3. Contact the archive directly regarding its 
collection if the program is not identified by 
the previously cited sources. There is a good 
possibility of being referred to another ar-
chive collection, and in these instances, the 
researcher should maintain accurate notes 
on the person providing information at 
each institution and exactly what informa-
tion is conveyed. 

4. Make all requests to use the facilities in 
writing. Some archives accept appoint-
ments by phone, but it is best to follow up 
with a letter including supporting docu-
mentation from your sponsoring institu-
tion. Because both archive staff and 
viewing facilities are limited, be as specific 
as possible regarding research needs and 
make appointments for viewing far in ad-
vance. 

Under almost no circumstances will ar-
chive staff perform analysis of the collection 
for researchers. (See Archive Appendix for 
descriptions of archive collections.) 

Determine Whether the Program Exists at 
All If the program is not in the collections of 
the archives identified in the Archive Appen-
dix or in the alternative sources suggested by 
archive staffs, the researcher must determine 
whether the program exists at all. One proce-
dure is to consult Series, Serials and Packages 
(R-7) for information on the current distribu-
tor of the program. When the title is not listed 
in the current edition, check back issues until 
the title is identified.8 Contact the distributor 
or production company to negotiate use. If 
fees for viewing these resources are exorbitant, 
or if use is denied, or if the program is not 
listed in any issue of Series, Serials and Pack-
ages, the next step is to approach individuals 
who were involved in the original production, 
such as producers, talent, writers, sponsors, 
and advertising agencies. In many cases, these 
persons have obtained personal copies or own 
the rights to the television programs. 

Requesting permission to view these maten-
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ais is asking for a special consideration that 
may or may not be accommodated. It is help-
ful to remind individuals and distribution 
companies holding these rare programs that a 
donation of the show or episode from the se-
ries to a television archive would allow future 
use by all scholars and would relieve the cur-
rent responsibility they now assume as sole 
source of a part of broadcasting history. 

Contact the Television Archives Advisory 
Committee The Television Archives Advi-
sory Committee, now part of the National 
Center for Film and Video Preservation, 
American Film Institute, is the primary orga-
nization interested in locating past television 
programming. When researchers have ap-
proached owners of unique television materi-
als, the committee asks to be notified as a 
courtesy. The committee, representing the ma-
jority of archives and information sources 
identified in the Archive Appendix, meets an-
nually to exchange information on archival 
television collections, management, and pres-
ervation controls. Reporting to the committee 
one's success or failure in finding a program 
not housed in an archive would be of mutual 
benefit to television archivists and researchers. 
Information should be sent to: National Cen-
ter for Film and Video Preservation, American 
Film Institute, 2021 North Western Avenue, 
Los Angeles, CA 90027. 

Current procedures for locating a past tele-
vision program are complicated for many rea-
sons. Program producers, creators, and 
owners have not offered financial assistance 
nor donated enough shows to television ar-
chives. Funds needed to store, preserve, and 
catalog, and to pay archive staff to perform 
these and reference services for a growing col-
lection of audiovisual materials are enormous. 
Most of the accessible collections are located at 
universities, where external funding is neces-
sary for them barely to survive, or at govern-
ment institutions, which are inadequately 
funded to handle the massive amount of mate-
rial held. In general, the budgets of most ar-
chives are modest, especially when compared 
to the responsibilities they have. 
When additional monies become available, 

catalogs of collections may then be created, 
distributed, and made accessible via a national 
data base of television program information. 
Yet, the identification of archival holdings is 
only one element that will simplify the location 
of television programs; the preservation of and 
access to all existing materials in cooperation 
with the industry are badly needed. 

Future 
of Television 
Preservation 

Recent developments indicate a brighter future 
in the preservation of television programs. 
New legislation guarantees the availability of 
current television programming; new archives 
are being established; past programs continue 
to be located; and national and international 
efforts to promote television and film preser-
vation are gaining momentum. 

Before 1978, most television programs were 
preserved if they (1) had future monetary value 
to the original production company or current 
distributor, or (2) were donated to an archive, 
or (3) were part of a private collection. The 
Copyright Act of 1976 1° changed this practice 
by establishing the American Television and 
Radio Archives at the Library of Congress," 
by allowing libraries and archives to tape 
broadcast news programs off the air," and by 
stipulating that television program copies be 
submitted as part of the registration process 
for copyright protection." 

Although some television productions have 
been deposited for copyright for many years, 
the new legislation will increase the flow of ma-
terial. The American Television and Radio Ar-
chives, incorporated into the Motion Picture, 
Broadcasting and Recorded Sound Division of 
the Library of Congress (A-11), draws on the 
Register of Copyrights' materials for its collec-
tion. In certain cases, a notice of compliance to 
deposit a program can be sent to the copyright 
holder. Limited off-air taping also will be used 
to add to the archives' collection. 

Two important provisions of the Copyright 
Act are permission for libraries and archives to 
tape "audiovisual news programs" off the air 
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and to lend a limited number of these taped 
programs or excerpts. This section of the law is 
sometimes referred to as the "Vanderbilt 
Amendment." Practices of the Vanderbilt Tele-
vision News Archive (A-23) are cited in House 
Report HR 941476 and Senate Report SR 
94473 as appropriate interpretation and appli-
cation of the statute. The adoption of this 
clause into law ended a three-year CBS lawsuit 
against Vanderbilt for copyright infringement 
by taping and lending network newscasts for 
use off the premises:4 Certain libraries and ar-
chives now may house collections of television 
newscasts and news special events, as newspa-
per and news magazines back issues are stored. 
This is a major step in use of broadcast materi-
als for teaching and in research:5 

Other broadcast archives will continue to be 
created. Recently, the Jewish Archives of Film 
and Broadcasting was organized by the Jewish 
Museum to meet a specialized interest in the 
broadcasting field:6 Private collections are 
slowly being made available to existing ar-
chives or are being established as separate ar-
chives. The Diamant Memorial Library of 
Classic Television Commercials at Brooklyn 
College is an example of such an arrangement 
(A-6). 

Historic television shows and films continue 
to be discovered in Hollywood garages by heirs 
of television personalities or by people who 
bought the real estate, under tarps in ware-
houses:7 and even found buried in ditches:8 
There is no reasonable way to know when ma-
terials like these will appear, but archivists are 
always prepared for the occasion. Newspapers 
and magazines mention these discoveries. The 
American Film Institute (AFI) Education 
Newsletter (R-26) also contains current infor-
mation about archival resources in its "An-
nouncements" and "Profile" sections. 
A common problem among television archi-

vists in the United States and around the world 
is the preservation of videotape. Although 
standards of archival storage of tape have fi-
nally been established," the longevity of this 
medium is still unknown. The quality of video-
tape stock throughout the years has improved, 
as has videotape equipment. Each archive re-
ports a different rate of deterioration for the 

many kinds of tapes on which programs are 
stored. Research into this area conducted by 
the Bureau of Standards resulted in a report is-
sued in 1978. 20 The report concluded that 
videotape is not an archival medium for pres-
ervation, and thus that materials should be 
transferred to 16mm safety film, a costly and 
impractical suggestion. Videodisc was also 
mentioned as a possible alternative in future 
preservation because the nickel plate used to 
press the disc is regarded as an archival me-
dium. 21 However, developments in the video 
field for moving images are progressing slowly. 
Even though the technology exists, the expense 
involved in making a master for a few copies is 
prohibitive. Videodiscs are inexpensive to the 
consumer because of the large quantity being 
distributed. This problem is similar to one in 
the past of preserving one copy of an out-of-
print book, printed on poor stock, before the 
advent of photocopying and microfilming 
processes; the book would have needed to be 
typeset in order to make a few preservation 
copies, a cost most archives could not have un-
dertaken. 

The National Center For Film and Video 
Preservation was established in 1983 under an 
agreement with the National Endowment For 
The Arts and the American Film Institute with 
Robert Rosen as founding director. The pur-
pose of the center is to provide a permanent 
mechanism for coordinating and implement-
ing a national priority in media preservation. 
A major goal is to establish ongoing communi-
cation and interaction between the archival 
community and media production industry. In 
its initial stage, the NEA-funded aspects of the 
program focus on the film genre. The center 
assumed the role of secretariat for the Televi-
sion Archives Advisory Committee and is 
working toward establishing a program for 
television preservation. The center is currently 
coordinating a design for the National Moving 
Image Data Base to include television as well as 
video and film. Television programs are ac-
quired for deposit at the Library of Congress 
and other archives. 22 

The Board of Trustees at the Museum of 
Broadcasting, who represent the leadership of 
the broadcasting industry, are also concerned 
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about preserving the media. In 1984, the mu-
seum hosted a special meeting chaired by 
Frank Stanton, former president of CBS. Par-
ticipants were museum board members and 
other leaders in the field and videotape manu-
facturers who explored how the Museum of 
Broadcasting could assist in the preservation 
effort. 

International efforts to address the problem 
of television preservation are currently under 
way. In October 1980, this issue was discussed 
at the Television Archives Advisory Commit-
tee meeting. Individual members of the 
committee also attended the International 
Federation of Television Archives (FIAT) con-
ference held at the same time. The federation is 
an association of broadcasting companies' ar-
chival divisions from countries including 
France, England, Germany, Italy, the Nether-
lands, Chile, Brazil, Canada, and the United 
States; CBS is the only current institutional 
member from the United States with represen-
tation from the Library of Congress and Na-
tional Archives and Records Service. FIAT 
meets twice a year to exchange information 
about preservation and archive operations and 
to develop continuing education programs for 
the staffs of member institutions.n Coordina-
tion between these two major television ar-
chive organizations led to planning for the 
widespread promotion of research and the de-
velopment of an archival medium for televi-
sion programs. 

In October 1980, another important inter-
national measure was the adoption of the 
UNESCO resolution on the safeguarding and 

preservation of moving images. 24 The state-
ment strongly presented the need, importance, 
and obligation for nations to preserve film and 
television materials. Recommended proce-
dures for implementing protection for these 
media on national and international bases 
were also part of the resolution. Adoption of 
this policy helps archivists around the world 
gain support for acquiring and preserving tele-
vision materials. 

Television archivists have done a valuable 
job in locating, acquiring, protecting, catalog-
ing, and, with hoped-for technological innova-
tions, preserving television shows. In spite of 
these efforts, all past programs are still not 
available for research. Large gaps in the archi-
val collections will never be filled for various 
reasons. Some live broadcasts were never re-
corded, videotape masters were erased, film 
and kinescope copies were destroyed, or dis-
tributors and private collectors are maintain-
ing concealed collections. After fifty years of 
broadcasting, legislation finally ensures the 
preservation of current programming. But 
only through cooperation between the televi-
sion industry, television archivists, private col-
lectors, and you, the media researcher, can the 
years of missing programs be restored or ascer-
tained to exist. In following the process of lo-
cating past television shows, the researcher 
may discover a new collection or establish a co-
operative relationship with a program owner. 
Sharing this information with the television ar-
chivists is both a courtesy and an obligation to 
safeguard an important part of our nation's 
historic and cultural heritage. 

Archive Appendix 

This appendix summarizes the major televi-
sion collections in archives throughout the 
United States. It is not intended to describe 
each archive's complete holdings. Some radio 
collections and script sources are identified. 2s 
Two television information organizations, Tel-
evision Information Office (A-20) and Televi-

sion News Study Center (A-21), are included 
because referral to television archives is part of 
their services. Two private collections, Politi-
cal Television Commercial Archive (A-18) and 
Peter Vest Collection of the DuMont Network 
(A-17), are included because of the unique ma-
terials involved. Please note that a private col-
lector has no obligation to open a collection 
for research or any other purpose. 
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Information for this section was gathered 
from on-site visits to most archives, from tele-
phone inquiries, and from abstracts from the 
Television Archives Advisory Committee Pro-
file of Assembled Archives questionnaire. 

Because the materials are listed in this sec-
tion does not necessarily mean that they may 
be viewed. In most archives, only a duplicate 
of the original program, called a reference 
copy, may be viewed for research. 

Note: Read the body of this essay before 
contacting any of these archives. 

Entry Format 
Name 
Address 
Telephone number 

Description of Medium: 
TELEVISION — all videotape formats, kin-
escope, and film. 
RADIO—all recording formats. 
PRINT—scripts, manuscripts, clipping 
files, etc. 
REFERENCE —assistance in locating re-
sources besides archive's collection, print 
reference works, clipping files. 

Description of Genre: 
NEWS —newscasts, specials, newsreels, 
documentaries. 
ENTERTAINMENT— variety, comedy, 
drama, sports, music. 
EDUCATION — programs designed specifi-
cally for instruction by television. 
COMMERCIALS —political and product. 

Collection 
A brief description of the collections, in-
cluding dates of broadcast. 

Reference 
Nature of service by letter, phone, and/or 
walk-in inquiries and print reference mate-
rial and periodicals. 

Finding Aids 
Card catalogs, computer retrieval systems, 
lists, publications that identify the collec-
tion (accessible catalogs are identified also 
in the Reference Appendix). 

Use 
Eligibility of users. 
In-house: Hours, appointment procedures, 
and playback facilities. 
Mail requests: Materials available for loan, 
purchase, rent, or lease. 

Table of Entries 
ATAS-UCLA Television Archives 
Academy of Television Arts and Sci-

ences —University of California 
at Los Angeles 

Alfred I. duPont-Columbia 
University Awards in Broadcast 
Journalism 

ABC News Library Information 
Department 

American Film Institute—National 
Center for Film and 
Video Preservation 

Broadcast Pioneers Library 
Celia Nachatovitz Diamant 

Memorial Library of Classic Tele-
vision Commercials 

CBS News Archives 
George Eastman House 
George Foster Peabody Collection 
House Broadcasting System 
Library of Congress— American Tele-

vision and Radio Archives 
Museum of Broadcasting 
Museum of Modern Art 
National Archives and Records Ser-

vice 
NBC News Archival Services 
National Jewish Archive of Broad-

casting 
Peter Vest Collection from DuMont 

Television Network 
Political Television Commercial Ar-

chives 
Public Television Program Archive 
Television Information Office (TIO) 
Television News Study Center 
UCLA Radio Archives 
Vanderbilt Television News Archive 
Wisconsin Center for Film and The-

ater Research 

A-1 

A-2 

A-3 

A-4 
A-5 

A-6 
A-7 
A-8 
A-9 
A-10 

A-11 
A-12 
A-13 

A-14 
A-15 

A-16 

A-17 

A-18 
A-19 
A-20 
A-21 
A-22 
A-23 

A-24 
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A-1 

ATAS-UCLA Television Archives 
The Academy of Television Arts and Sciences 

Foundation 
Department of Theater Arts, University of 

California, Los Angeles 
Melnitz Hall, Room 1438 
Los Angeles, CA 90024 
(213) 206-8013 
TELEVISION/PRINT 
ENTERTAINMENT/NEWS/COMMER-
CIALS 

Collection (1947-present) 
Television: 20,000 titles concentrating on 
drama series, such as Hallmark Hall of 
Fame, The Alcoa Hour, and Story Theater, 
and comedy-variety shows, such as Texaco 
Star Theater (Milton Berle), The Jack Benny 
Show, The Smothers Brothers Comedy 
Hour, Colgate Comedy Hour, and Ernie 
Kovacs programs. Variety of political com-
mercials and documentaries on John E Ken-
nedy and Adlai E. Stevenson highlight the 
news programs in this collection. Edward R. 
Murrow's See It Now, David L. Wolper's 
March of Time series, and other documenta-
ries, such as "Making of the President" and 
"Race for Space," are also included. 
Print: 4,000 teleplays of some of the pro-
grams in the collection are held in the The-
ater Arts Library along with thousands of 
other documents on television history and 
production. Contact Audree Malkin, Head 
Librarian at the library, for use of these 
materials. 
(See A-22 for description of UCLA radio 
archives.) 

Finding Aids 
Card catalog: 15,000 titles. 
Print catalog: A Catalog of the Study Col-
lection of the Academy of Television Arts 
and Sciences, UCLA Archives, 1980 (R-27). 

Use 
In-house: Hours 9:00-5:00, Monday-Fri-
day, by appointment only. 
Playback facilities: (3) 16mm flatbed view-
ing tables, (4) 35mm flatbed viewing tables, 

(2) 3/4 " videocassette players and monitors, 
(2) '1/2" videotape players and monitors. 

A-2 

Alfred I. duPont-Columbia University 
Awards in Broadcast Journalism 

701 Journalism 
Columbia University 
New York, NY 10027 
(212) 280-5047 
TELEVISION/PRINT 

NEWS 
Collection (1977-present, complete; 1968-

76, partial). 
Television: Archive of local and national 
news, public affairs programs, and indepen-
dent productions that are recipients of the 
annual duPont Awards. Programs from the 
beginning of the awards in 1942 are cur-
rently being acquired. 
Print: Scripts, press releases, public re-
sponse, etc., of the programs. 

Finding Aids 
Chronological list. 
Broadcast Journalism: The Alfred I. 
duPont/Columbia University Survey 
(R-28). 

Use 
In-house: Hours by appointment only. 
Playback facilities: (2) color monitors, (2) 
3/4 " videocassette players. 

A-3 

ABC News Library Information Department 
2040 Broadway, Main Floor 
New York, NY 10023 
(212) 887-4374 

TELEVISION 

NEWS 

Collection 
Newscasts: Videotapes of entire newscasts 
(1976-present), kinescopes of entire news-
casts (1971-1975), audiotapes of entire 
newscasts (1963-present), film segments/ 
outtakes (1963-present), kinescope seg-
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ments/outtakes (1971-1976), videotape 
segments/outtakes (1976-present). 
News special events: Kinescopes (1966-
1974), videotape (1976-present). 
Other television news programs: Documen-
taries (film) (1965-present), 20/20 (1976-
present). 
Radio: [See National Archives (A-14), Mu-
seum of Broadcasting (A-12), and Library 
of Congress (A-11)]. 

Finding Aids 
Newscasts and outtakes: Computer system 
(including daily stories) STAIRS (1963-
present), card catalog (divided by subject, 
name, and location of individual film and 
video segments), transcripts (1963-present). 
Other television news programs: Documen-
taries (STAIRS), 20/20 (STAIRS). 

Use 
In-house: The archive's materials are stored 
at the Sherman Grinberg Libraries for a 
five-year period before being sent to ABC 
storage in Ft. Lee, New Jersey. Viewing is 
exclusively for ABC news staff. Outside re-
searchers may use the Grinberg Library only 
to view materials for purchase/lease of out-
take footage. Exceptions are rarely made to 
researchers for viewing since the operation is 
not designed as a reference library. A fee 
ranging from $500 to $1,000 per day is 
charged when approval is given for such re-
search. 
Playback facilities at Sherman Grinberg 
Film libraries: (3) color monitors, (3) 3/4 " 
videocassette players, (2) 16mm flatbed 
viewing tables, (3) 35mm flatbed viewing 
tables. 
Mail requests: Accepted only if items are 
specifically identified. Contact ABC Video 
Enterprises (R-23) for commercial distribu-
tion of programs. 
Purchase/licensing of materials: All film 
and videotape newscast segments without 
the voice or image of an ABC News corres-
pondent or reporter may be obtained via a 
licensing agreement. 
Contact Sherman Grinberg Film Libraries, 

Inc., 630 Ninth Avenue, New York, NY 
10036, (212) 765-5170, for prices on film 
and videotape segments, and royalty fees for 
commercial use of these materials. 

A-4 

American Film Institute 
National Center for Film and Video Preserva-

tion 
John E Kennedy Center for the Performing 

Arts 
Washington, DC 20566 
(202) 828-4070 
(The archives' administration is at the AFI Los 

Angeles address. Questions regarding the 
collection should be referred to the Wash-
ington, D.C., location.) 

TELEVISION/REFERENCE/PRINT 

ENTERTAINMENT/EDUCATION 

Collection (1930s-present) 
Television: Approximately 500 reels of en-
tertainment television program series, such 
as the Naked City, Abbott and Costello 
Show, and Fireside Theatre. The AFI archi-
val holdings are mostly deposited into the 
Library of Congress Collection (A-11), and 
informational inquiries on those titles 
should be referred to that archive. 
Reference and Print: American Film Insti-
tute, Louis B. Mayer Library, 2021 North 
Western Avenue, Los Angeles, CA 90027, 
(213) 856-7658, has 800 scripts of com-
edy, dramatic, and some educational 
programs and of some made-for-television 
movies. Books, periodicals, and clipping 
files on subjects and personalities, and pro-
grams on television. Telephone and mail in-
quiries honored. 

Use (Louis B. Mayer Library) 
In-house: Hours 10:30-5:30, Monday-Fri-
day. 

A-5 
Broadcast Pioneers Library 
1771 N Street, N.W. 
Washington, DC 20036 
(202) 223-0088 
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TELEVISION/RADIO/PRINT/REFER-
ENCE 

ENTERTAINMENT/NEWS/COMMER-
CIALS 

Collection (1944-1956) 
Television: 17 programs, including The 
Clock, Eisenhower and Nixon, and Meet 
the Man. 
Radio: Approximately 250 broadcasts, 600 
oral history interviews of broadcast pio-
neers, speeches, and radio-related programs 
Print: 300 scripts of radio and television 
programs. 
Photographs: 20,000 concerning television 
and radio. 

Reference 
Books, periodicals, and clipping files per-
taining to radio and television broadcasting 
history. Papers and scrapbooks of broad-
cast pioneers. Mail and telephone inquiries 
honored. Referral service to other broad-
cast sources. 

Finding Aids 
Television: title list. 
Radio: card catalog. 

Use 
In house: Hours 9:00-5:00, Monday-Fri-
day, by appointment only. 

A-6 

Celia Nachatovitz Diamant Memorial Library 
of Classic Television Commercials 

Brooklyn College 
Bedford Avenue & Avenue H 
TV and Radio Department 
018 Whitehead 
Brooklyn, NY 11210 
(212) 780-5558 

TELEVISION 
COMMERCIALS 
Collection 

69 commercials (2 hours) donated by Lin-
coln Diamant. 

Finding Aids 
Television's Classic Commercials; The 
Golden Years, 1948-1958 (R-29). Contains 
detailed information about all of the com-
mercials; scripts are included. Title list. 

Use 
Mail order: All commercials are available 
for purchase. Send 2 blank 60-minute, 3/4 " 
videocassettes plus $50 duplication fee 
(must be submitted together) to Jill Burger, 
c/o library. Three weeks delivery. 
In-house: Contact library for arrange-
ments. Fees will be charged. 

A-7 

CBS News Archives 
524 West 57th Street 
New York, NY 10019 
(212) 975-2834 

TELEVISION/RADIO 
NEWS 

Collection 
Newscasts: Videotapes of entire newscasts 
(January 1974-present), selected videotapes 
of entire newscasts (1960-1974), audiotapes 
of entire newscasts (1950-present), selected 
kinescopes of entire newscasts (1948-1960), 
film segments/selected outtakes used in 
newscasts (1950-present), videotape seg-
ments/selected outtakes used in newscasts 
(1959-present), videotape outtakes from 
newscasts (1959-present). 
News special events: kinescope (1952-
1959), videotape (1959-present). 
Other news programs: Documentaries (CBS 
Reports, CBS News Specials, CBS Special 
Reports) (1950-present); 60 Minutes, Mag-
azine, Face the Nation, In the News, 30 
Minutes (entire series). 
Radio: Radio network newcasts (such as 
World News and The World Tonight) and 
news specials are available at the National 
Archives (A-14). The collection ranges from 
the mid-1930s to 1940s. The university has a 
detailed card catalog for the collection. The 
CBS News Archives holds the complete col-
lection from the late 1950s to present, and 
materials are identified in a separate card 
catalog. Newscasts may be purchased by li-
cense agreement through CBS News Ar-
chives at a flat fee of $50 for reel-to-reel or 
audio-cassette tape. Collections of some 
CBS radio are located at the Museum of 
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Broadcasting (A-12), Library of Congress 
(A-11), and National Archives (A-14). 

Finding Aids 
Television newscasts, news programs, and 
outtakes: card catalogs (divided by subject, 
name, and location of individual film and 
videotape segments since 1953); transcripts 
(newscasts and news programs since 1963); 
computer (stores data from transcripts of 
all newscasts and public affairs programs 
since 1971 and every film and videotape as-
signment, whether aired or not, since 1975); 
CBS News Television Broadcasts (tran-
scripts of all CBS news programs since 
1963) and CBS News Index (index to tran-
scripts since 1975) (See R-14). 
Documentary films: internal shelf list. 

Use 
In-house: The archives' primary purposes 
are to provide data to the CBS News Divi-
sion, to service purchase requests for availa-
ble footage, and to assist outside television 
news researchers (priority in that order). 
Weekdays from 9:00-5:00, a special librar-
ian is assigned to assist people not affiliated 
with CBS. 
Researchers should call or write the archives 
to ascertain whether their research needs 
can be accommodated. Because the archives 
are not set up for large-scale public use, de-
cisions are made on a case-by-case basis. 
When permission is granted, an appoint-
ment is arranged. Researchers are permitted 
to use the card catalog. Once selections are 
made, a fee is charged for the librarian's re-
trieval of materials, use of viewing facilities, 
and computer searches. 
Playback facilities: (1) 3/4 " videocassette 
player and monitor, (1) 16mm flatbed film 
viewing table, (1) 35mm flatbed film view-
ing table, (1) audiotape reel-to-reel player, 
(1) audiocassette player. 
Mail requests: Accepted only if items are 
specifically identified. Contact CBS Broad-
cast International (R-23) for commercial 
distribution of programs. Consult the Na-
tional Archives (A-14) for newscasts and 
news specials that are loaned from its collec-
tion. 

Purchase/licensing of materials: Some film 
and videotape newscast segments without 
the voice or image of a CBS News corres-
pondent or reporter may be obtained via a 
licensing agreement. Contact the CBS News 
Archives for prices on film and videotape 
segments and for royalty fees for commer-
cial use of these materials. 

A-8 

George Eastman House 
International Museum of Photography 
Department of Film 
900 East Avenue 
Rochester, NY 14607 
(716) 271-3361 

TELEVISION 

ENTERTAINMENT/NEWS 
Collection 

More than 50 titles of television shows from 
1950s, including Camel News Caravan, Per-
son to Person, Tonight Show with Steve Al-
len, I Love Lucy, Hallmark Hall of Fame, 
Big Story, Dragnet, Mama, and Ding Dong 
School. 

Finding Aids 
None. 

Use 
In-house: Only available to scholars who 
apply in writing for use of the collection. 
Hours: 9:00-5:00, Monday-Friday, by ap-
pointment only. Fees: $10 per hour for view-
ing. 

A-9 

George Foster Peabody Collection 
Main Library 
University of Georgia 
Athens, GA 30602 
(404) 542-7462 

TELEVISION/RADIO 

ENTERTAINMENT/NEWS/EDUCATION 
Collection 

Archive for radio and television entrants for 
and winners of the George Foster Peabody 
Radio and Television Awards for Distin-
guished Achievement and Meritorious Pub-
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lic Service (1940-present). 
Television: 6,000 programs, including news, 
public affairs, children's programs, enter-
tainment, and those that promote interna-
tional understanding. 700-800 entries are 
received each year. 
Radio: 12,000 titles with the same subjects 
as for television (1940-present). 
Print: More than 200,000 scripts and other 
supporting documentation to programs 
(1940-present). 

Finding Aids 
Peabody Digest, listing all entries to most of 
the Peabody Awards competitions. Infor-
mation on programs for years in which Di-
gest was not printed is available at the 
archive. 
Card catalog, OCLC (computer), title in-
dex, subject index, special subject biogra-
phies. 

Use 
In-house: Hours by appointment only. 
Playback facilities: Reference copies of pro-
grams from 1974-81 are available to be 
viewed at the Media Department of the 
main library. Viewing copies are 1/2 " video-
cassette; radio is audio-cassette. 
Duplication: Programs may be duplicated 
only with the written permission of the 
copyright holder and through negotiation 
with the archive. Apply to Dr. William W. 
McDougald, School of Journalism and 
Mass Communications, University of Geor-
gia, Athens, GA 30602. 

A-10  

House Broadcasting System 
U.S. House of Representatives 
Washington, DC 20515 
(202) 225-8906 

TELEVISION 
NEWS 

Collection (March 19, 1979-present) 
Videotape and audiotape copies of House 
floor proceedings. 

Finding Aids 
Congressional Record should be used to as-
certain the exact date and time of material. 

Use 
In-house: No viewing or listening areas are 
available. Researchers are referred to Li-
brary of Congress, Motion Picture, Broad-
casting and Recorded Sound Division 
(A-11) for use of audiocassette copies. No 
videocassette copies are available at this 
time. 
Mail requests: All material is for sale; no 
rentals or loan service is offered. Requests 
should be in writing, including the date, 
time, and speaker(s) as printed in the Con-
gressional Record, and sent to Clerk of the 
House, Office of Records and Registration, 
1036 Longworth, H.O.B., Washington, DC 
20515, (202) 225-1300. 
Purchase fees: 3/4 " videocassette: $104-30 
minutes, $176-60 minutes; 1" reel to reel 
(type C format): $184-30 minutes; $272-60 
minutes, $24-30 minutes, $43-60 minutes, 
$32-30 minutes, $56-60 minutes. For fur-
ther information, contact Joan Teague at 
(202) 225-8906. 

A-11  
Library of Congress-American Television and 

Radio Archives 
Motion Picture, Broadcasting and Recorded 

Sound Division 
James Madison Building, Room LM 336 
2nd Street & Independence Avenue, S. E. 
Washington, DC 20540 
(202) 287-1000 Television/Video Film 
(202) 287-7833 Recorded Sound 

FILMS/TELEVISION/RADIO/PRINT/ 
REFERENCE SERVICE 

ENTERTAINMENT/NEWS/COMMER-
CIALS/EDUCATION 

Collection 
Television: More than 25,000 titles on film, 
kinescope, videotape, and video disc, in-
cluding entertainment, documentary, and 
news programs. More than 2,000 titles are 
added each year from programs registered 
in the Copyright Office and gifts from pro-
duction companies (1949-present). 
Radio: Approximately 50,000 recordings, 
including NBC news and entertainment 
programs since 1937; Armed Forces Radio 
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Service programs since 1942, which contain 
selections of radio news and entertainment 
shows of all networks; Office of War Infor-
mation and Voice of America program-
ming; National Public Radio Cultural 
Programming; and many off-air recordings 
(1924-present). 
Print: Scripts, transcripts, and summaries 
of programs registered for copyright are 
available. Some scripts and transcripts are 
located in the Manuscript Division, (202) 
287-5387. 

Reference 
Telephone, mail, and walk-in inquiries hon-
ored. Division has a reference collection of 
books and other publications about film, 
radio, television, and recording. Additional 
materials are available in the library's col-
lection through the General Reading Room. 

Finding Aids 
Television: Title card catalog; Catalog of 
Copyright Entries, Motion Pictures (two 
volumes, 1950-1969) plus semi-annual sup-
plements (includes television) (R-30); Tele-
vision Programs in the Library of Congress: 
Programs Available for Research as of De-
cember 1978 (R-30). 
Radio: Radio Broadcasts in the Library of 
Congress 1924-1941 (R-30), title card cata-
log, lists of specific collections. 

Use 
In-house: Only reference copies of materi-
als are available for in-house use only by se-
rious researchers. Write well ahead for 
appointment. Undergraduates must have a 
letter from faculty advisor. No charge for 
playback facilities. 
Television: Hours: 8:30-4:30, Monday-Fri-
day. Playback facilities: (3) 16mm flatbed 
viewing equipment, (3) 35mm flatbed view-
ing equipment, (1) 3/4 " videocassette player 
and monitor, (1) 1/2 " VHS videocassette 
player and monitor, (1) 1/2 " Beta videocas-
sette player and monitor, (1) video disc 
player and monitor. 
Radio: Sound recordings are available for 
in-house use only by serious researchers. 
Hours: 8:30-5:00, Monday-Friday, walk-in 
service; 8:30-5:00, Saturday. Appointment 

needs to be made during the week for Satur-
day use. Playback facilities: (2) audio cas-
sette, (7) phono discs (2 have 78 rpm 
capability), (5) open reel, (1) 8-track. 

A-12 

Museum of Broadcasting 
One East 53rd Street 
New York, NY 10022 
(212) 752-4690 
TELEVISION/RADIO 

ENTERTAINMENT/NEWS/COMMER-
CIALS 

Collection 
Television: More than 9,000 titles from the 
major networks, and some from public tele-
vision and foreign networks. Sampling of 
complete day of broadcasts from network 
affiliates and independent stations through-
out the United States (1939-present). 
Radio: 10,000 titles from ABC, CBS, NBC. 
Complete day broadcasts for September 21, 
1939; D-Day 1944; VE Day 1945; VJ Day 
1945; and assassination of Kennedy, No-
vember 22, 1963. NBC radio programs 
from 1927-1937; 1937-1969 are held at the 
Library of Congress (see A-11). Music and 
entertainment programs included (1920-
present). 
Print: 2,400 radio scripts; 1,600 are avail-
able for public use on microfiche (1927-
present). 

Finding Aids 
Card catalog: In-depth cross reference of 
programs by title, subject, production 
credits, date, network, genre, and cast. 
Print catalog: Subject Guide to the Radio 
and Television Collection of the Museum of 
Broadcasting (R-31). 

Use 
In-house: museum is open to the public for 
entertainment viewing. Some membership 
privileges. Allow members to reserve play-
back areas in advance. Serious researchers 
may make special arrangements with mu-
seum administration. All materials are for 
in-house use only. Hours: 12:00-5:00, Wed-
nesday-Saturday, 12:00-8:00 Tuesday. 
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Playback facilities: (23) carrels with 1/2 " vi-
deocassette, monitor, and audiocassette 
playback; (3) large viewing rooms for spe-
cial programs sponsored by museum; (63)-
seat theater; (40)-seat video theater. 
Fees: $3.00 donation requested from non-
members; $2.00 students, $1.50 senior citi-
zens, children under 13. Membership: $30 
per year; $20 for students, senior citizens, 
and nonresidents; $40 family; $125 contrib-
uting. 

A-13 

Museum of Modern Art 
Video Archives 
11 West 53rd Street 
New York, NY 10019 
(212) 708-9689 
TELEVISION 
ENTERTAINMENT/EDUCATION/COM-
MERCIALS 

Collection 
106 television programs about artists 
(1951-1974), 79 commercials (1953-1972), 
95 videotapes by artists (1971-present). 

Finding Aids 
Lists by artists. 

Use 
Archives are not available for use at this 
time. Viewing facilities will be available 
when new museum building is completed. 
Contact archives for current information. 

A-14 

National Archives and Records Service 
Special Archives Division 
Motion Picture and Sound Recording Branch 
Washington, DC 20408 
(202) 786-0041 
TELEVISION/RADIO 

NEWS 
Collection 

Newscasts: CBS Evening Newscasts and 
Morning News, Midday News, Newsbreak 
(daily) (April 11, 1974-present). Depart-
ment of Defense kinescopes—approxi-

mately 600 reels of television network news 
programs 1965-1976 that cover stories of 
interest to the Defense Department, includ-
ing Vietnam, arms limitation, and foreign 
relations news. 
News special events: CBS News Special Re-
ports (April 1, 1974-present). ABC and 
NBC selected news special events 
(1976-1982). Collection includes State of 
the Union addresses, impeachment hear-
ings, Humphrey memorial ceremony, Wa-
tergate hearings, 1976 Democratic and 
Republican conventions, 1976 election 
night, Carter's inauguration, Ford and 
Carter debates, and all televised presidential 
speeches. 
Other television news programs: Longines 
Chronoscope, a weekly series of 15-minute 
interview television programs on the CBS 
network, originating in New York, from 
June 11, 1951, until April 2, 1955. (Eleanor 
Roosevelt, Henry Cabot Lodge, Jr., Joseph 
McCarthy, Robert Moses, Dean Rusk, and 
John Foster Dulles are among the 460 indi-
viduals interviewed.) These programs are 
on kinescope and in the public domain. 
American Enterprise Institute (AEI) Public 
Debates of the 70's, 30 videotapes of pro-
grams broadcast on local television stations 
from 1972 to 1975. 
Other news resources: Universal Newsreels. 
(Entire library of newsreels from 1929-
1967, except from 1941 to 1944. The ar-
chives is currently securing copies of these 
years to complete the collection.) Viewing 
copies are available from 1956 to 1967 and 
indexed in a card catalog. The earlier nitrate 
copies of the newsreels eventually will be 
copied onto videotape for public viewing. 
Other newsreels: March of Time (Stock 
Film Library), 1935-1951; Fox-Movietone, 
1957-1963; Paramount News, 1940-1957; 
Hearst News of the Day, 1963-1967. (In-
dexed in card catalog.) CBS-WTOP radio 
newscasts (Washington, D.C.) (1937-1955); 
NPR (National Public Radio) newscasts 
(1971-1973) (continuing donation, five 
years' delay); ABC radio network newscasts 
(1945-1967). Copies of WTOP newscasts 
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and some other materials are available for 
purchase. 

Finding Aids 
Department of Defense Kinescopes: chron-
ological shelf list. 
CBS news and specials: CBS News Index 
and CBS News Television Broadcasts 
(R-14) since 1975, and Television News In-
dex and Abstracts (R-13). 
Longines Chronoscopes: chronological 
shelf list. 
American Enterprise Institute: chronologi-
cal shelf list. 
Radio newscasts: chronological shelf list. 

Use 

In-house: National Archives is open to the 
public from 9:00 to 5:00, Monday-Friday, 
excluding holidays. Researchers should call 
the Motion Picture Section, (202) 786-0041, 
0042, 0043, to identify materials to be 
viewed and to reserve playback facilities. 
The staff has experience helping researchers 
to use the collection effectively. Before en-
tering the Motion Picture Section, all re-
searchers must have a Researcher Identifi-
cation Card. (This may be obtained from 
Room 230 on the second floor of the Ar-
chives Building, Pennsylvania Avenue en-
trance.) There is no charge for in-house 
viewing. At this time, compiled excerpts 
from newscasts are not available through 
the National Archives. 
Playback facilities: Video: (1) 1/2 " reel-to-
reel, (1) 3/4 " videocassette, (1) color moni-
tor; film: (2) 16mm flatbed film viewing 
table (Steenbeck), (4) 35mm flatbed film 
viewing table (Steenbeck); audio: (3) reel-
to-reel (1) cassette; microform: (1) micro-
fiche reader. 
Mail requests: Only CBS News materials on 
3/4 " videocassette may leave the archives and 
are requested through standard interlibrary 
loan procedures. Orders are usually proc-
essed in fifteen business days. A fee of $5.00 
is charged for postage on videocassette. 
Check archives for current fees. 
Purchase of materials: Longines Chrono-
scope, AEI Debates of the 70's, and Univer-

sal Newsreels are available for purchase on 
videocassette. Check archives for current 
fees. 
Regional archive branches: Evening net-
work news programs and news specials may 
be viewed at presidential libraries and re-
gional archive branches. Consult each cen-
ter for specific procedures. 26 
The following presidential libraries have 
news programs other than those in the Na-
tional Archives collection in Washington, 
D.C.: Lyndon B. Johnson Library, 2313 
Red River Street, Austin, TX 78705, (512) 
397-5137; John E Kennedy Library, Mor-
risey Boulevard, Columbia Point, Boston, 
MA 02125, (617) 929-4500; Dwight D. 
Eisenhower Library, Abilene, KS 67410, 
(913) 752-4738; Gerald R. Ford Library, 
1000 Beale Avenue, Ann Arbor, MI 
48109, (313) 668-2218. For information 
on future presidential libraries, call (202) 
523-3212 (Presidential Libraries Depart-
ment of the National Archives). 

A-15 

NBC News Archival Services 
30 Rockefeller Plaza 
Room 902 
New York, NY 10020 
(212) 664-3271 

TELEVISION 
NEWS 
Collection 

Newscasts: Videotapes of entire newscasts 
(1975-present), selected videotapes and kin-
escopes of entire newscasts (1963-present), 
selected film and videotape segments 
(1950-1975), videocassettes from news bu-
reaus (field cassettes) (1976-present), Stock 
Shot Library (1 1/2 million feet of newsfilm) 
(1940-present), Space Library (110,000 feet 
of film donated by NASA, and NBC space 
materials) (1960-current). 
News special events: Kinescope (1940-
1950s), videotape (1950s-present) (both 
format dates not inclusive). 
Other television news programs: Docu-
mentaries (more than 3,000) (1950s-
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present); Prime Time (July 1979-present); 
Today Show, entire program (1976-
present), selected features (1952-present); 
Week-End (Oct. 1974-June 1979); First 
Tuesday (Jan. 1969-Sept. 1971, Jan. 
1973-Aug. 1973); Chronolog (Oct. 
1971-July 1972). 
Radio: (See Library of Congress A-11, 
and Museum of Broadcasting A-12.) 

Finding Aids 
Newscasts: Entire newscasts (May 1977-
present: computer; April 1975-April 1977: 
log); features and stock footage (1970, Aug. 
1974-current: computer; 1971-July 1974: 
computer, in process; 1963-1970s: log; 
1951-1969: abstracts by date); videocas-
settes from bureaus (1976-May 1977: 
computer; Washington, D.C. bureau, 
1976-1978: computer); Space Library 
(1961-present: computer). 
News special events: Kinescope (1940-
1950s: logs where available), videotape 
(1976-present: computer; 1950s-present: 
logs where available). 
Other television news programs: Documen-
taries (1978-present: computer; 1950-
1977: card catalog); Prime Time (July 
1979-present: computer; Today Show, en-
tire program (May 1977-present: com-
puter), entire program (April 1975-April 
1977: log), features (1963-1970s: card cata-
log); Week-End (Oct. 1974-June 1979: com-
puter/card catalog); First Tuesday (Jan. 
1969-Sept. 1971: computer/card cata-
log; Jan. 1973-Aug. 1973: computer/ 
card catalog); Chronolog (Oct. 1971-July 
1972: computer/card catalog). 

Use 
In-house: The purposes of the NBC Archi-
val Services are to serve the NBC news divi-
sion, assist outside researchers, and sell 
stock footage. Outside researchers should 
request use of the facility by mail, including 
references and purpose of study. 
Fees: Rates subject to change. NBC staff as-
sistance, $15.00 per hour; viewing, 3/4 " 
videocassette, $77.00 per hour; viewing, 2" 
quad videotape, $100.00 per hour; viewing, 
film, $25.00 per hour. 

Mail requests: Contact Films, Inc., for 
available NBC documentaries (R-23) 
Purchase/licensing of materials: All film 
and videotape newscast segments without 
the voice or image of an NBC news corres-
pondent or reporter may be obtained via li-
censing agreement. Consult the archive for 
price information and royalty fees for com-
mercial use of materials. 

A-16 

National Jewish Archive of Broadcasting 
Jewish Museum 
1109 Fifth Avenue 
New York, NY 10128 
(212) 860-1886 
TELEVISION/RADIO/REFERENCE 
NEWS/ENTERTAINMENT/EDUCA-
TIONAL/COMMERCIALS 

Collection (1949-current) 
More than 500 television programs and 100 
radio programs from American commercial 
broadcasting that have Jewish-related sub-
jects. Foreign broadcasts also included, 
public broadcasting, and the complete 
video recording of the trial of Adolf Eich-
mann. 

Finding Aids 
Annotated list. 
Computerized catalog (planned for 1985). 

Use 
By appointment only for serious research. 
Screenings of the collection are available to 
the public in the Jewish Museum's audito-
rium. 

A-17 

Peter Vest Collection from DuMont Television 
Network 

P.O. Box 2306 CS 
Pullman, WA 99163 
(509) 332-4748 

TELEVISION 
ENTERTAINMENT/NEWS 
Private Collection (1949-1956) 

Approximately 200 television shows from 
DuMont Television Network. The kine-
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scopes have been tramsferred to 3/4 " video-
cassette. 

Finding Aids 
Card catalog (in progress). 
Transcripts (1,400 of all shows in the collec-
tion). 

Use 
Unavailable for use at this time. Contact 
Donald Zimmerman at above address for 
current information. 

A-18 

Political Television Commercial Archives 
1821 Rosemary Road 
Highland Park, IL 60035 
(312) 831-2294 
(312) 648-4400 
TELEVISION/RADIO 
COMMERCIALS 

Private Collection (1952-present) 
Contains 8,000 political commercials, 
mostly television, ranging from 10 seconds 
to 30 minutes in length. Campaigns range 
from candidates for President and other na-
tional offices to local election positions, 
such as for mayor, judge, and school board 
officials. Good samples of nationwide local 
elections. Some foreign commercials are 
also included. 

Finding Aids 
List. 

Use 
Limited in-house use. Contact Julian Kan-
ter, Director of the Archives, for permission 
to use the collection. 

A-19 

Public Television Program Archive 
Public Broadcasting Service (PBS) 
475 L'Enfant Plaza. S.W. 
Washington, DC 20034 
(202) 488-5010 

TELEVISION/PRINT 
EDUCATION/NEWS/ENTERTAINMENT 

Collection (1953-present) 
50,000 nationally distributed programs: 
NET (National Education Service) (1953-

1970); syndicated programs from Educa-
tional Television Station Program Service 
(1965-1971); Public Broadcasting Service 
(1970-present); Public Television Library 
(1971-1980); PBS Video (formerly Public 
Television Library) (1980-present). 

Finding Aids 
Computer printout (1953-present). 
Inventory list, by title (1953-present). 

Use 
In-house: Limited, since at this writing, the 
archive no longer is functioning. Consult 
Salome Swaim. Preferable to contact copy-
right owner of program for viewing permis-
sion. 
Mail order: Consult PBS Video Catalog 
(R-23) for programs available for rent and 
sale. 

A-20 

Television Information Office 
745 Fifth Avenue 
New York, NY 10022 
(212) 759-6800 

TELEVISION REFERENCE 

ENTERTAINMENT/NEWS/COMMER-
CIALS/EDUCATION 

Reference 
Large selection of books, periodicals, re-
search studies, and clipping files covering a 
wide range of television-related subjects. 
Mail and telephone inquiries honored. 

Use 
In-house: Hours 9:30-5:00, Monday-Fri-
day, by appointment only. 

A-21 

Television News Study Center 
George Washington University 
Gelman Library 
2130 H Street, N.W. 
Washington, DC 20052 
(202) 676-7218 
TELEVISION REFERENCE 
Reference 

Selection of all available finding aids to 
available television news programs. Refer 
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rai service to television news archive collec-
tions, in particular, the Vanderbilt Televi-
sion News Archive. Finding aids include 
complete sets of Television News Index and 
Abstracts (R-13) and prepublication cop-
ies, CBS News Index and transcripts 
(R-14), and transcripts to MacNeil/Lehrer 
Report (R-17). Study guides available on 
location of news archive resources (R-32). 
Mail and telephone inquiries honored. 

Use 
In-house: Hours 8:30-10:00, Monday-Fri-
day; 10:00-6:00, Saturday; 12:00-10:00, 
Sunday. 
Playback facilities: The center provides 
video playback areas to television news re-
searchers. Contact the Head, Reserves and 
Media Resources, to arrange for use of the 
study areas. One video carrel with 3/4 " 
videocassette player and monitor. Fees may 
be charged for certain services. 

A-22 

UCLA Radio Archives 
Department of Theater Arts 
University of California, Los Angeles 
Melnitz Hall, Room 1438 
Los Angeles, CA 90024 
(213) 825-7357 

RADIO 
ENTERTAINMENT/NEWS/COMMER-
CIALS 

Collection (1932-present) 
Radio: 10,000 programs, including a large 
collection of Jack Benny shows; Fred Allen 
Show; Hallmark Playhouse; Hall of Fame; 
The Bing Crosby Show; Richard Diamond, 
Private Detective; George Burns and Gracie 
Allen Show; Beulah; and Arthur Godfrey 
Time are among the series held in the ar-
chives. 
Print: 1,700 radio scripts are held in the 
Theater Arts Library (see ATAS-UCLA Tel-
evision Archive, A-1). Jack Benny's papers 
and most of his radio scripts are held in the 
Department of Special Collections. 

Finding Aids 
Card catalog in progress. 

Use 
In-house: Available for in-house use only by 
appointment. The archives is the process of 
developing public services and should be 
contacted for current information. 
Playback facilities: (2) audiocassettes. 

A-23 

Vanderbilt Television News Archive 
Vanderbilt University Library 
Nashville, TN 37203 
(615) 332-2927 

TELEVISION 

NEWS/COMMERCIALS 

Collection 
Newscasts: ABC, CBS, NBC: weekdays 
(Aug. 5, 1968-present), some weekends 
(1971-Dec. 2, 1978), most weekends (Dec. 
9, 1978-present). From Aug. 5, 1968, to 
May 1, 1979, programs were recorded off-
air onto 1" reel-to-reel black-and-white 
video recorders, and on May 2, 1979, began 
to record in color onto 3/4 " videocassette. 
On Dec. 9, 1978, George Washington Uni-
versity Library started to record weekend 
newscasts in color onto 3/4 " videocassette for 
the Vanderbilt collection. Before that time, 
some of the weekend newscasts were taped. 
Beginning Jan. 1, 1977, all videotapes are 
electronically coded, displaying at the top 
of the screen the network, date, and time of 
broadcast. 
News special events: ABC, CBS, NBC, PBS 
(Aug. 5, 1968). Includes Democratic and 
Republican presidential conventions, elec-
tion night coverage, inauguration, and 
other programs about the electoral process; 
Congressional hearings, such as Watergate 
impeachment debate, Bert Lance hearings; 
Presidential Press Conference; and 
speeches. 
Face the Nation, Issues and Answers, Meet 
the Press (1970-present). 
Print: Transcripts from CBS lawsuit 
(1973-1976). 

Finding Aids 
Newscasts: Television News Index and Ab-
stracts (R-12) (Aug. 1968-present). 
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Vanderbilt Television News Archive 
APPLICATION FOR USE OF TAPE RECORDINGS 

—please type or print clearly — 

NAME TELEPHONE  
last first middle area code/number 

ADDRESS  
number street city state zip code 

INSTITUTION REPRESENTED (if any)  
name address department 

PROFESSOR OR SPONSOR GUIDING STUDY (if any)  
name title 

TERM OF LOAN  
date needed date pledged for return 

MATERIAL REQUESTED  
(if lengthy order or compilation, use tabular form or otherwise list) 

INTENDED USE OF MATERIAL  

(manner in which the material is to be used, including time and place of use and audience, is of interest to the Archive in 
evaluating its services) 

TAPE FORMATS: Reel Formats: 1 inch Ampex Type A 1/2 inch EIAJ-1 
Cassette Formats: 3/4 inch 1/2 inch Beta 1/2 inch VHS 
Audio Format. cassette 

NOTE: Depending on the extent and comprehensiveness of compilations, returned tapes may 
or may not be kept for later use. Unless the original user instructs otherwise, compilations will 
likely be erased. 

Public law 94-553 includes provisions effective January 1, 1978, regarding copyright in audio-
visual works and the archiving of television news broadcasts. Users of the Archive should be 
advised that some of the materials in the collection contain a notice of copyright and be guided 
by provisions of the statute in using materials from the Archive. 

LOAN AGREEMENT 
1. Tapes are on loan and are to be returned to the Vanderbilt Television News Archive by date 

specified above. 
2. Use of this material is subject to the stated service charges, including costs of any tape dam-

aged in use. 

signature date 
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DATE PAGE 

(Form for compilation tape orders) 

VANDERBILT TELEVISION NEWS ARCHIVE 
Please list items by network, chronologically, only one 

network per sheet. Copy form before use. NETWORK  

TOTAL FOR COMMENTS/ 
TIME VTNA DESCRIPTION START STOP 

News specials and other news programs: 
chronological shelf list. 

Use 
In-house: Hours 8:00-6:00, Monday-Fri-
day; weekend appointments are available 
with special arrangements of archive staff. 
Write or call the archive to reserve viewing 
areas and to identify materials needed. A 
fee of $6.00 per viewing hour is charged for 
academic uses and $10.00 per viewing hour 
for other uses. Academic uses are consid-
ered to be uses by students, faculty, and 
other people connected with academic insti-
tutions for instructional and research pur-
poses. 
Playback facilities: (2): 1" black-and-white, 
reel-to-reel video players and monitors; (2) 
3/4 " color videocassette players and moni-
tors. 
Mail requests: All newscasts and most news 
specials are loaned from the archive. Noth-
ing is sold. Vanderbilt performs a special 
compilation service in which news segments 

selected by the researcher are edited onto a 
single tape. This unique service saves both 
time and money. 
How to order: All requests for news items 
must be researched by the borrower. "Appli-
cation for Use of Tape Recordings" (page 
35), which is both an order form and loan 
agreement, must accompany all orders. 
Compilation orders require an additional 
form (included here) whereby the borrower 
lists each news item in chronological order 
by date, time, and descriptive heading for 
each network requested. Television News 
Index and Abstracts is the primary source 
for this information. 
Formats available: 1" reel-to-reel videotape; 
1/2 " reel-to-reel videotape; 3/4 " videocassette; 
1/2 " videocassette; audiocassette. 

Fees: 
Compilation 
tape (video 
and audio 

Academic Other 

$60 per hr. $100 per hr. 
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Duplicated 
video 

Duplicated 
audio 

A-24 

$30 per hr. $50 per hr. 

$12 per hr. $20 per hr. 

Wisconsin Center for Film and Theater Re-
search 

816 State Street 
The University of Wisconsin 
Madison, WI 53706 
(608) 262-0585 
TELEVISION 

ENTERTAINMENT/NEWS/COMMER-
CIALS 

Collection (1948-present) 
Television: Approximately 4,000 titles of 
entertainment series and specials, documen-
tary series, news specials, and commercials 
Print: More than 200 manuscript collec-
tions relating to film, television, and theater 
Photographs: More than 1,000,000 items 

relating to productions and individuals in 
film, television, and theater. 

Finding Aids 
Card catalog 
Collections of the Mass Communciations 
History Center, and the Wisconsin Center 
for Film and Theater Research (R-33) 
Sources for Mass Communications, Film 
and Theater Research: A Guide (R-33). 

Use 
In-house: All materials are available for use 
at Film and Manuscripts Archive, The State 
Historical Society of Wisconsin, 816 State 
Street, Madison, WI 53706, (608) 262-0585. 
Hours: Film Archive, 10:00-4:30, Monday-
Friday, by appointment only; Manuscript 
Reading Room, 8:00-5:00, Monday-Fri-
day, some Saturdays. 
Playback facilities: (5) 16mm flatbed film 
viewing tables, (1) 35mm flatbed viewing 
table, (1) 1/2 " reel-to-reel videotape player, 
(2) 3A" videocassette players, (2) monitors. 

Reference Appendix 

The following list of reference materials per-
tains to books, periodicals, catalogs, and doc-
uments that will help researchers locate 
television shows. It is an annotated ordering 
list for academics and librarians to build a 
print collection of television research materi-
als. Ordering procedures and information as 
of June 1984 are included where available. 

General Television Program Reference Books 
R-1 Vincent Terrace, The Complete En-

cyclopedia of Television Programs, 
2nd ed., 2 vols. (Cranbury, N.J.: 
A. S. Barnes, 1978). 
 , Television 1970-1980 (La 
Jolla, CA: A. S. Barnes, 1981). 

R-2 Lester Brown, The New York Times 
Encyclopedia of Television Pro-
grams (New York: Times Books, 
1977). 

R-3 Tim Brooks and Earle Marsh, The 

Complete Directory to Prime Time 
Network TV Shows I 946-Present, 
rev. ed. (New York: Ballantine, 
1981). 

R-4 Alex McNeil, Total Television: A 
Comprehensive Guide to Program-
ming from 1948-1980, 2nd ed. (New 
York: Penguin Books, 1980). 

Books and Periodicals That Identify 
Episode Titles 
R-5 Nina David, TV Season 1978-1979 

(Phoenix: Oryx Press, 1980). 
 , TV Season 1977-1978 
(Phoenix: Oryx Press, 1979). 
 , 1976-1977 (Phoenix: Oryx 
Press, 1978). 
 , TV Season 1975-1976 
(Phoenix: Oryx Press, 1977). 
 , TV Season 1974-1975 
(Phoenix: Oryx Press, 1976). (An-
nual Publication) 

R-6 Jeb H. Perry, Universal Television, 
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1950-1980 (Metuchen, N.J.: Scare-
crow Press, 1983). 

R-7 Titles available from the Broadcast 
Information Bureau (BIB) 
Series, Serials and Packages: Do-
mestic Edition; Series, Serials and 
Packages: Foreign Language Edi-
tion and supplement. 
TV Feature Film Source Book and 
two supplements. 
Ordering address: Broadcast Infor-
mation Bureau, Inc., 100 Lafayette 
Drive, Syosset, NY 11791, (516) 
496-3355. 
Most local television stations sub-
scribe to the BIB series and may be 
willing to donate the previous years' 
issues to your institution rather than 
throwing them away. 

R-8 Larry James Gianakos, Television 
Drama Series Programming: A 
Comprehensive Chronicle, 1959-
1975 (Metuchen, N.J.: Scarecrow 
Press, 1978). 
 , Television Drama Series 
Programming: A Comprehensive 
Chronicle, 1947-1959 (Metuchen, 
N.J.: Scarecrow Press, 1980). 
 , Television Drama Series 
Programming: A Comprehensive 
Chronicle, 1975-1980 (Metuchen, 
N.J.: Scarecrow Press, 1981). 
 , Television Drama Series 
Programming: A Comprehensive 
Chronicle, 1980-1982 (Metuchen, 
N.J.: Scarecrow Press, 1983). 

R-9 Television Index, 150 Fifth Avenue, 
New York, NY 10011. Descriptive in-
formation on current network 
prime-time programs. Weekly pub-
lication since 1949. Subscription to 
service is necessary in order to use li-
brary services for past information. 

R-10 TV Guide. Available from Triangle 
Publications, 100 Matsonford 
Road, Radnor, PA 19088. Past issues 
from April 1953 to 1979 are availa-
ble on microfilm. TV Guide 25 Year 

Index, one volume that covers all 
material in TV Guide except for the 
program listings, has recently been 
released. Orders for past issues and 
the índex are to be sent to Cathy 
Johnson, Microfilm Library, c/o TV 
Guide. 

R-11 Examples of books written about 
specific television series: Richard P. 
Adler, ed., All in the Family: A Criti-
cal Appraisal (New York: Praeger 
Publishers, 1979); also in paperback 
edition (Palo Alto, Cal.: Cambria 
Press, 1979). Gary Gerani and Paul 
H. Schulman, Fantastic Television: 
A Pictorial History of Sci-Fi, the 
Unusual and the Fantastic from 
Captain Video to the Star Trek Phe-
nomenon and Beyond ... (New 
York: Harmony Books, 1977). Bart 
Andrews, Lucy and Ricky and Fred 
and Ethel: The Story of "I Love 
Lucy" (New York: Dutton, 1967). 
Marc Scott Zicree, The Twilight 
Zone Companion (New York: Ban-
tam Books, 1983). 

R-12 Examples of reference work pertain-
ing to particular genre are: 
George W. Woolery, Children's Tele-
vision: The First Thirty-five Years, 
1946-1981. Part I: Animated Car-
toon Series (Metuchen, N.J.: Scare-
crow Press, 1983). 
 , Children's Television: The 
First Thirty-five Years, 1946-1981. 
Part II: Live, Film, and Tape Series 
(Metuchen, N.J.: Scarecrow Press, 
1984). 
Joel Eisner and David Krinsky, Tele-
vision Comedy Series: an Episode 
Guide to 153 TV Sitcoms in Syndica-
tion (Jefferson, N.C.: McFarland, 
1984). 
Raymond William Stedman, The Se-
rials: Suspense and Drama by In-
stallment, 2nd ed. (Norman, Okla.: 
University of Oklahoma Press, 
1977) (includes soap operas). 
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Identification Sources for Television News 
Programs 

R-13 Television News Index and Abstracts 
Abstracts of evening news programs 
for ABC, CBS, and NBC, with 
monthly and annual subject indexes. 
Distributed on three-month delay 
from current broadcast. Finding aid 
to Vanderbilt Television News Ar-
chive Collection (A-22). Annual 
subscription 12 issues plus index. 
Back issues on microfilm since 1972; 
August 1968-December 1971 on mi-
crofilm. Prepublication copies Ise 
per page. 
Ordering address: Vanderbilt Televi-
sion News Archive, Vanderbilt Uni-
versity Library, Nashville, TN 
37203, (615) 322-2927. 

R-14 CBS News Index, CBS News Televi-
sion Broadcasts, and Face the Na-
tion. 
CBS News Index (finding aid to CBS 
News Television Broadcast tran-
scripts) (1975-present). 
CBS News Television Broadcasts 
(transcripts of all CBS News pro-
grams) (1963-present). 
Face the Nation (separate transcripts 
and index of programs) (1954-
present). 
Ordering address: Microfilming 
Corporation of America, 1620 
Hawkins Avenue, P.O. Box 10, San-
ford, NC 27330, (800) 334-7501. 

R-15 Meet the Press. 
Microfiche transcripts of the NBC 
weekly news program beginning in 
1957. Subscription includes tran-
scripts and alphabetical listing of 
guests with program data. 
Transcripts (1957-present), $1008 
inclusive; individual year, $42. 
Ordering address: Customer Service 
Department, Micro Photo Division, 
Bell and Howell, Wooster, OH 
44691. 

Current subscription for paper copy 
may be obtained from Kelly Press, 
Inc., P.O. Box 8648, Washington, 
DC 20011, (202) 529-1600. Back is-
sues available since 1978. 

R-16 ABC news programs. 
Transcripts of the following news 
programs are available from Journal 
Graphics: 
Nightline (Sept. 28, 1981-present), 
PO# 234, $2.00 each. 
This Week with David Brinkley 
(Nov. 15, 1981-present), PO# 
247, $3.00 each. 
20/20 (April 30, 1981-present), PO# 
2020, $3.00. 
Close-Up (documentaries) (Dec. 21, 
1981-present), PO# 770, $3.00 
each. 
Ordering address: Journal Graphics 
(note: use PO# corresponding to re-
quested program), Ansonia Station, 
New York, NY 10023. 

R-17 Broadcast Review and Index. 
Index and transcripts of PBS's Mac-
Neil/Lehrer Report. 
Index (1976-present). 
Transcripts (1976-present). 
Ordering address: Microfilming 
Corporation of America, 1620 
Hawkins Avenue, P.O. Box 10, San-
ford, NC 27330, (800) 334-7501. 

R-18 Television Documentaries. 
William A. Bluem, Documentary in 
American Television (New York: 
Hastings House, 1965). 
Charles Montgomery Hammond, 
Jr., The Image Decade: Television 
Documentary, 1965-1975 (New 
York: Hastings House, 1981). 

General Educational Film and Videotape 
Title Locators 

R-19 The Video Source Book and The 
Video Program Index. 
Annual publication. 
Ordering address: The National 
Video Clearinghouse, Inc., P.O. Box 
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3, Department 40 AF, Syosset, NY 
11791. 

R-20 Educational Film Locator, 2nd ed., 
1980. 
Ordering address: R. R. Bowker 
Company, 1180 Avenue of the 
Americas, New York, NY 10036. 

R-21 Index to Sixteen-mm Educational 
Films, 7th ed., 1980. 
Index to Educational Video Tapes, 
5th ed., 1980. 
Ordering address: National Infor-
mation Center for Educational 
Media (NICEM), University of 
Southern California, University 
Park, Los Angeles, CA 90007. 

R-22 Film Programmer's Guide to 16mm 
Rentals, 3rd ed., 1980. 
Ordering address: Reel Research, 
Box 6037, Albany, CA 94706. 

R-23 Sources for catalogs of news pro-
grams for rent and/or sale produced 
by the television networks: 
ABC: ABC Video Enterprises, 1330 
Avenue of the Americas, New York, 
NY 10011, (212) 887-5706. 
CBS: For information or in-house 
distribution, and for a copy of The 
Best of Everything: CBS Broadcast 
International Program Catalog, 
contact CBS Broadcast Interna-
tional, 51 West 52nd Street, New 
York, NY 10019, (212) 975-8585. 
NBC: Films, Inc., 114 Wilmette Av-
enue, Wilmette, IL 60091, (800) 323-
4222. 
PBS: PBS Video Catalog, 475 L'En-
fant Plaza, S.W., Washington, DC 
20034, (202) 488-5220. 

Sources That Describe Some Television 
Archives 

R-24 Linda Mehr, ed., Motion Pictures, 
Television and Radio: A Union Cat-
alog of Manuscripts and Special 
Collections in the Western United 
States (Boston: G. K. Hall, 1977). 
$27. 

R-25 Bonnie G. Rowan, Scholar's Guide 

to Washington, D.C., Film and 
Video Collections (Washington, 
D.C.: Smithsonian Press, 1980). 

Sources of Information about Discoveries 
of New Television Archive Collections 
R-26 The American Film Institute (A FI) 

Education Newsletter. This publica-
tion was suspended with the May/ 
June 1983 issue but may be 
published again by Fall 1984. Five is-
sues per year. Complimentary sub-
scription when placed on mailing 
list. 
Ordering address: Education Liai-
son, American Film Institute, 2021 
North Western Ave., Los Angeles, 
CA 90027, (213) 856-7725. 

Catalogs to Television Archive Collections 
R-27 Catalog to ATAS-UCLA Collection 

(A-1): 
A Catalog of the Study Collection of 
the Academy of Television Arts and 
Sciences, UCLA Archives (San Ma-
teo, CA: Redwood Press, 1980). 

R-28 Marvin Barrett, ed., Broadcast 
Journalism 1979-1981. The Eighth 
Alfred I. duPont /Columbia Univer-
sity Survey (New York: Everest 
House Publishers, 1982). This is the 
most recent edition in a series of 
books published every two years. It 
reports on the duPont awards and 
trends in broadcasting. 

R-29 Catalog of CND Commercial Li-
brary (A-6): 
Lincoln Diamant, Television's Clas-
sic Commercials: The Golden Years, 
1948-1958 (New York: Hastings 
House, 1971). 

R-30 Finding aid to some titles in the Li-
brary of Congress collection (A-11): 
U.S. Copyright Office, Library of 
Congress, Catalog of Copyright En-
tries, Motion Pictures, 1950-1969 
(Washington, D.C.; U.S. Govern-
ment Printing Office). Semi-annual 
supplements. Television Programs in 
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the Library of Congress: Programs 
Available for Research as of Decem-
ber 1978 (working title) (Washing-
ton, D.C.: Library of Congress, 
forthcoming, projected 1985). 
James Smart, comp., Radio Broad-
casts in the Library of Congress 
(Washington, D.C.: Library of Con-
gress, 1982). 

R-31 Catalogs to collection at the Mu-
seum of Broadcasting (A-12): Sub-
ject Guide to the Radio and 
Television Collection of the Museum 
of Broadcasting, 1979, 2nd ed. 
(available from museum). 

R-32 Study guide exclusively locating tele-
vision news archives: Fay Schreib-
man, Television News Resources: A 
Guide to Collections (Washington, 
D.C.: George Washington Univer-

sity, 1980). 
Prepaid orders only. Order from: 
Television News Study Center, 
George Washington University, 
Gelman Library, 2130 H Street, 
N.W., Washington, DC 20052. 

R-33 Catalog of collections at the Wiscon-
sin Center for Film and Theatre Re-
search (A-23): 
Collections of the Mass Communi-
cations History Center and the Wis-
consin Center for Film and Theatre 
Research. Order from the archive. 
Sources for Mass Communications, 
Film and Theater Research: A Guide 
(Madison: State Historical Society 
of Wisconsin, 1981). Refers to print 
collections and if audiovisual mate-
rials are included. 

Endnotes 

1. The author thanks the following col-
leagues for their assistance in preparing 
this article: Lawrence Karr, former direc-
tor, Preservation, at the American Film 
Institute; Erik Barnouw, Professor Emeri-
tus, Columbia University; Barbara Hum-
phreys at the Library of Congress; and the 
Television Archives Advisory Committee 
for their constant support and for filling 
out a painfully lengthy questionnaire 
about their archives; William Adams, Di-
rector, Television and Politics Study Pro-
gram, and Michael Robinson, Director, 
Media Analysis Project, George Washing-
ton University, for taking time to review 
and criticize this work; Rosemary Hanes, 
a budding film archivist; and special 
thanks to Lawrence Lichty, Professor of 
Communications, University of Mary-
land, for sharing his knowledge in this 
field and for providing the environment in 
which to write this essay. 

2. The American Film Institute holds an an-
nual Film/TV Documentation Workshop 
designed for researchers, educators, and 

librarians. Some sessions describe how to 
locate film and television resources. Con-
tact Anne G. Schlosser, Head Librarian at 
the Louis B. Mayer Library, American 
Film Institute, Los Angeles, for more 
information about the next workshop. 
(A-4). Also consult Fay C. Schreibman, 
Broadcast Television: A Resource Guide, 
Factfile #15 (Washington, D.C.: Ameri-
can Film Institute, 1983). This is a general 
guide to the various information resources 
about television. 

3. Consult Peter Bukalski and Margaret 
Bults, eds., The American Film Institute 
Guide to College Courses in Film and 
Television (Princeton, N.J.: Peterson's 
Guides, 1980) for identification of the col-
leges that offer broadcast classes. The col-
leges are presented by geographic areas. 

4. Examples of this are at Antioch College, 
the Antioch Television Communications 
Study Center, and at the Massachusetts In-
stitute of Technology, the News Study 
Group, where selected news materials are 
maintained for specific research studies. 
The Annenberg School of Communica-
tions, University of Pennsylvania, holds a 
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particularly valuable collection of televi-
sion programs. Since 1968, Annenberg 
has taped one week per year of prime-time 
entertainment programming, which is 
used as the basic material in research for 
Cultural Indicators. The best known of 
these indicators is on violence, which has 
been used in reports for the National 
Commission on Causes and Prevention of 
Violence, the Surgeon General's Scientific 
Advisory Committees on Television and 
Social Behavior, the White House Office 
of Telecommunications Policy, and 
others. The only access outside research-
ers may have to these materials is through 
contract agreement for Annenberg re-
search staff to perform a particular analy-
sis. The vast amounts of data already 
surveyed about these programs cover 
trends in television content and viewer 
conceptions of social reality. For more in-
formation, contact Nancy Signorielli, An-
nenberg School of Communications, 
University of Pennsylvania, 3620 Walnut 
Street C 5, Philadelphia, PA 19104. 

5. This lists museums and historical societies 
that hold mostly donated local television 
news footage and have some entertain-
ment programs. 
California: Oakland Museum, 1000 Oak 
Street, Oakland, CA 94607, (415) 834-
2413 (KPIX newsfilm, 1950--); Sacra-
mento Museum, 1931 K Street, 
Sacramento, CA 95814, (916) 445-4209 
(KCRA, 1950-1970 + ); San Francisco 
State University, Audio Visual Center, 
1600 Holloway Avenue, San Francisco, 
CA 94132, (415) 469-2637 (KQED, 
1960-1980); Connecticut: Wesleyan Uni-
versity Archives, Olin Library, Church 
Street, Middletown, CT 06457, (203) 
347-9411 x2456; District of Columbia: Li-
brary of Congress (see description in Sec-
tion III, C, 1, above); Illinois: Chicago 
Historical Society, Clark Street and North 
Avenue, Chicago, IL 60614, (312) 642-
4600 (WGN, 1948-1977; Kukla, Fran and 
011ie, 1948-1957); Indiana: Indiana His-
torical Society, 315 W. Ohio Street, Indi-
anapolis, IN 46302, (317) 232-1882 

(WRTV and WRBN, 1960-1970); Indiana 
State Library, 140 N. Senate, Indianapo-
lis, IN 46204, (317) 232-3671 (WRTV 
and WRBN, 1972-1976); Maryland: 
Enoch Pratt Free Library and the Univer-
sity of Baltimore, Audio Visual Depart-
ment, 400 Cathedral Street, Baltimore, 
MD 21201, (301) 396-5430 (WMAR, 
1940s-current, in negotiation); Massachu-
setts: Boston University Libraries, De-
partment of Special Collections, 771 
Commonwealth Avenue, Boston, MA 
02215, (617) 353-3696 (general pro-
grams); Maine: Bangor Historical Society, 
159 Union Street, Bangor, ME 04401, 
(207) 942-5766 (local news collection); 
Mississippi: Mississippi Department of 
Archives and History, Box 571, Jackson, 
MS 39205, (601) 354-6218 (WLBT, 
1954-1971 and 1974-1981); New Jersey: 
New Jersey Historical Society Library, 230 
Broadway, Newark, NJ 07104, (201) 
483-3939 (New Jersey Public TV, Trenton, 
1970-present, in negotiation); New York: 
Buffalo and Erie County Historical Soci-
ety, 180 Race Street, Buffalo, NY 
14216, (716) 874-0670 (WKBW, WIVB, 
and WGR, 1962-present); St. Bernard's 
Seminary Library, 2260 Lake Avenue, 
Rochester, NY 14612, (716) 254-1455 
(television programs and scripts of the 
Bishop Fulton J. Sheen Show); North Da-
kota: State Historical Society of North 
Dakota, North Dakota Heritage Center, 
Bismarck, ND 58505, (701) 224-2666 
(W DAY, 1940s-1970s; Prairie Public Tele-
vision: local interviews); Ohio: Ohio His-
torical Society, I-71 and 17th Avenue, 
Columbus, OH 43211, (614) 466-1500 
(WCMH, 1967-1971; WTVN, 1965-1980; 
WGSF, 1966-1976; WBNS, 1952-1978); 
Pennsylvania: Temple University, Depart-
ment of Radio, Television, and Film, Phil-
adelphia, PA 19122, (215) 787-8423 
(WPVI, 1958-1962. Note: The Library of 
Congress holds KYW, 1950-1970s); 
Rhode Island: Rhode Island Historical 
Society, 121 Hope Street, Providence, RI 
02906, (401) 331-0448 (WJAR, 1952-
1976; WPRI, 1962-1978; WTEV, 
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1973-1975); Washington: Seattle Folklore 
Society, 1810 NW 65th Street, Seattle, WA 
98117, (206) 782-1919 (50 hours of kine-
scopes of blues musicians from 1960s, 
taped by local stations); University of 
Washington, Media Center, Seattle, WA 
98195, (206) 543-2100 (KOMO, 1954-
1970); Wisconsin: Nebel Public Museum, 
129 S. Jefferson Street, Green Bay, WI 
54301, (414) 497-3764 (WBAY, 
1953-1976; WFRV, 1968-1970s); Wiscon-
sin State Historical Society, 816 State 
Street, Madison, WI 53706, (608) 262-
2283 (WMTV, 1971-1973; WISC, 1969-
1975; WKOW, 1965-1979). 

6. "Video Software Marketers-Consumer," 
Videography (June 1983): 30-36. Updated 
annually. 

7. For more information, send requests to 
CLIO Awards, 336 E. 59th Street, New 
York, NY 10022. 

8. Television Information Office (A-20) has 
one of the few complete sets of Series, Se-
rials and Packages past issues. 

9. The author is chairperson of the Profile of 
Assembled Archives Subcommittee, Tele-
vision Archives Advisory Committee, and 
is interested in this information for the 
committee's files. 

10. General Revision of Copyright Law, Pub-
lic Law 94-553, October 19,1976. 

11. American Television and Radio Archives 
Act, sec. 113,90 Stat. 2601-2602 (1976), 2 
U.S. Code, sec. 170 (1976). 

12. This should not be confused with the re-
cent Supreme Court decision regarding 
off-air taping of television programs for 
home use known as the "Betamax Case." 
As a result of the lawsuit brought against 
SONY by MCA and Walt Disney Produc-
tions, the court ruled that anything broad-
cast may be taped in the home as long as 
the tapes are not used for commercial pur-
poses. Institutions, including educational 
organizations, such as archives, libraries, 
and colleges, may tape and retain news-
casts, news specials, and programs permit-
ted to be taped by the copyright holder; 
entertainment programs, documentaries, 
and such news programs as 60 Minutes 

may be recorded and retained for limited 
use; see Guidelines for Off-Air Taping of 
Copyrighted Programs for Educational 
Use: Thirty Questions Librarians Ask 
(Chicago: American Library Association, 
1982). For more information on the issues 
involved in developing these guidelines 
with the television industry and educa-
tional community, consult U.S. Copyright 
Office, Library of Congress, Conference 
on Video Recording for Educational Uses 
July 19-22,1977 (Washington, D.C.: U.S. 
Government Printing Office, 1978); and 
U.S. Congress, House Committee on the 
Judiciary, Off-Air Taping for Educational 
Use, Hearings before the Subcommittee 
on Courts, Civil Liberties and the Admin-
istration of Justice, 96th Cong., 1st sess., 
1979. 

13. "Deposits of copies or phonorecords for 
Library of Congress," sec. 407(e), 90 Stat. 
2579-2590 (1976), 17 U.S. Code, sec. 407 
(1976). 

14. For a bibliography on the CBS lawsuit 
against Vanderbilt, see William Adams 
and Fay Schreibman, eds., Television Net-
work News: Issues in Content Research 
(Washington, D.C.: George Washington 
University, 1978), 109-110; and Cosette 
Kies, "The CBS-Vanderbilt Litigation: 
Taping the Evening News," in John 
Shelton Lawrence and Bernard Timberg, 
eds., Fair Use and Free Inquiry (Nor-
wood, N.J.: Ablex, 1980). 

15. Consult Robert Schmuhl, ed., The Class-
room and the Newsroom (Bloomington: 
Indiana University, 1979), for samples of 
papers and curricula presented at these 
seminars. 
The Television News Study Center at 

George Washington University (A-20) 
offers equal access to past newspapers and 
broadcast newscasts. Several departments 
have taken advantage of this unique re-
source. Contact William Adams, Public 
Administration Department, and Robert 
Lichter, Political Science Department, at 
George Washington University, and Law-
rence Lichty, Radio-Television-Film Divi-
sion, University of Maryland, College 
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Park, for detailed information about ap-
plication of this resource in scholarly re-
search and teaching. 

16. "Jewish Archives of Film and Broadcast-
ing Created," New York Times (March 16, 
1980): 57. Note: Since the initial writing of 
this article in 1980, the author has become 
founding director of that archive; it 
opened on March 27, 1984. 

17. The discovery of the Peter Vest collection 
(see A-16) is an interesting and yet typical 
story of how missing collections of televi-
sion shows have been found. The discov-
erer, Donald Zimmerman, describes his 
discovery: 

The kinescopes were originally produced 
as a means of storage and distribution of 
television material produced at the Du-
Mont Telecenter in New York. Mr. Peter 
Vest was a make-up artist at that center for 
many years. The material in the collection 
was used and expendable in the eyes of the 
Network. The company felt the original 
negative material was surplus. Apparently, 
instead of the kines being hauled to the 
dump, Mr. Vest was permitted to take 
what he wanted home. During approxi-
mately 1950 to 1962 they were stored on 
Mr. Vest's patio covered by a tarp. 
Members of the family took more than 
half of the collection to the dump after Pe-
ter's death in 1%2. His wife, who died in 
1972, had no interest in the collection. The 
remaining kines were trucked to a small 
town in Iowa. Mr. Alan Vest, Peter's 
brother, stored the collection in Schaller, 
Iowa, in a popcorn warehouse. They re-
mained there for ten years. 
1 heard of the collection soon after my 
marriage to Linette C. Mogck of St. 
Cloud, Minnesota. Her aunt, Pearl Vest, is 
Alan Vest's wife. At first there was a de-
gree of confusion about the collection. 
They were mentioned to me as, 'movies of 
Captain Video and other TV shows.' I rec-
ognized some of the titles, but I knew that 
they were live TV shows and not films. I 
believed that the stories were a matter of 
vivid imagination on the part of the less 
specialized Mr. Vest. Upon our visitation 
to Iowa in 1972 I found the reels and boxes 

to actually contain kinescopes of the Du-
Mont Television Network. I knew the col-
lection was very important to the history 
of television. After several months of cor-
respondence and negotiations I was able to 
have the collection shipped to Pullman, 
Washington. I was named curator of the 
collection by Mr. Alan Vest which was ded-
icated to his brother, Peter. 
Since 1973 I have tried to find funding to 
research the collection. For a long time I 
only knew that I had 3,000 pounds of ma-
terials. Not until September 1977 did I re-
ceive any grant money to begin the work. 
A very small grant from the National En-
dowment for the Arts has allowed the ma-
terials to be dubbed into videocassettes. 

18. Sam Kula, "There's Film in Them Thar 
Hills," American Film 3 (July-August, 
1979): 14-18. Rare nitrate films of serials 
and newsreels from 1903 to 1929, thought 
to be lost, were recently found buried in 
the Yukon. Nitrate film is extremely in-
flammable, and the films were placed in 
the ground as landfill. 

19. James Wheeler, "The Long-Term Storage 
of Videotape" SMPTE (Society of Motion 
Picture and Television Engineers) Journal 
92:6 (June 1983): 650-654. 

20. U.S. Department of Commerce, National 
Bureau of Standards, Transfer of Mono-
chrome Video Information from Mag-
netic Tape to Motion Picture Film for 
Archival Storage, NBS Special Publica-
tion 480-31 (Washington, D.C.: U.S. 
Government Printing Office, 1978). 

21. "Firms Join Video Disc Upgrade Race," 
Electronic News (July 16, 1979): 19. For 
information regarding video disc technol-
ogy, consult the following articles: S. 
Rolph, "Disc Revolution," Datamation 
(February 1980): 147-148; "Videodiscs: 
The Expensive Race to be First," Business 
Week (September 15, 1975): 58-61; "New 
Television (video discs)," Forbes (June 1, 
1976): 24-29; Joe Roizen, "Future of Tele-
vision," Video Systems (June 1979): 
10-15. 

22. Other activities of the National Center for 
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Film and Video Preservation are distribut-
ing grants from the American Film Insti-
tute Preservation Program/National 
Endowment for the Arts, acquiring films 
for deposit primarily at the Library of 
Congress and other archives, serving as 
Secretariat for the Film Archives Advisory 
Committee, and developing special pro-
grams to travel around the country that 
exemplify the need for moving image pres-
ervation. The Center is also continuing the 
AF! Catalog project of films from 
1911-1920. For more information, con-
tact National Center for Film and Video 
Preservation, American Film Institute, 
2021 North Western Avenue, Los Angeles, 
CA 90027, (213) 856-7658. 

23. For more information about the FIAT or-
ganization, contact Fernando Rubio, Sec-
retaire General, Federation Internationale 
des Archives de Television, c/o RTVE, 
Centro Empresarial Somosaguas, Calle 
Saturno, 10-Madrid-23, Spain. 

24. United Nations Educational, Scientific 
and Cultural Organization (UNESCO), 
Special Committee of Government Ex-
perts to Prepare a Draft Recommendation 
Concerning the Safeguarding and Preser-
vation of Moving Images, Draft Recom-
mendation Concerning the Safeguarding 
and Preservation of Moving Images 
(Paris: CC-80/Conf. 208/3, March 27, 
1980). 

25. For complete information on location of 
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Radio and television are important sources of 
news and information for the American pub-
lic.' Consequently, scholars and critics of the 
broadcast media are interested in the nature of 
broadcast news content and the effects it may 
have on its audiences. To that end, this essay 
discusses approaches to the objective study of 
the content of radio and television news. The 
intent is to acquaint readers with various ap-
proaches to broadcast news content research, 
indicating the scope and direction of past stud-
ies and the orientation of further research. 

This essay categorizes broadcast news con-
tent studies by whether they described content, 
examined influences on the news, or consid-
ered effects it may have had on audiences. 
These categories provide a basis for assessing 
approaches to the study of broadcast news. 
The analysis of broadcast news should con-
sider previous work, as research and theory 
building can be compared to paving a road 
with bricks. Each piece of worthwhile research 
is an increment in building or testing a theory. 
Thus, each useful study of news content pro-
vides another brick or contribution toward the 
goal of understanding the process and implica-
tions of broadcast journalism. 

The Premise of Content Analysis 

Content analysis is a research procedure that 
can lead to conclusions about attributes of 
broadcast news, but it is not criticism of the 
news. Harwood defined broadcast criticism as 
a. . . making statements in which an event is 
compared with a standard of the event."2 
Young asserts that the critic serves as an influ-
ence in "... forming, educating and often 
swaying public tastes or opinions."3 But what 
distinguishes content analysis from criticism 
are the separate activities of analyzing and ap-
preciating style. Paisley notes that "One ana-
lyzes patterns of use and nonuse, conjunction 
and disjunction, emphasis and understate-
ment, and so on. One appreciates how effec-
tively or satisfyingly the creator has dealt with 
his chosen form and content."4 Smith clarifies 
this difference by categorizing the "ways of 
knowing" held by critics and scientists. Critics 
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should be fair and accurate in using sources, 
but there is no arbitrary limit on the kinds of 
support that can be used to arrive at a critical 
judgment. Where critics are concerned with 
evaluation, scientists are concerned with ex-
planation.' 

Thus, both the researcher and the critic as-
sess the content of broadcasting, but their cri-
teria are different. The researcher's goal, 
explanation, can be achieved only through a 
systematic, objective, and quantitative ap-
proach to the content. Whether that descrip-
tion is pleasing or the subject of scorn is better 
left to the critic. 

Characteristics of 
Broadcast News Content 

The unique nature of broadcast news must be 
understood if one is to produce meaningful 
analyses of its content. First, it is important to 
observe that the broadcast media, although 
effective disseminators of news and informa-
tion, are primarily entertainment or recrea-
tional in orientation. Many regular members 
of news program audiences are also heavy 
viewers of and listeners to entertainment. 
These nonselective or regular viewers and lis-
teners tend to watch and listen not by the pro-
gram, but by the clock. News programs, then, 
are a part of their ritual, constituting only a 
small portion of the total time they spend as 
members of the audience.6 

Like print news, television news and radio 
news are varieties of journalism. All consist of 
accounts and analyses of current events and is-
sues reported by on-the-scene observers em-
ployed by organizations established for that 
single purpose. All three media present their 
accounts in the context of dramatic structure, 
using similar themes, formulas, and symbols 
in recreating the actions that give meaning and 
identity to events. 

But differences among the media are signifi-
cant. For example, in comparison to newspa-
pers, television news is more coherently 
organized and unified. This difference is a con-
sequence of television's organization and 
presentation, in which time is the critical limi-

tation, as contrasted with newspapers, where 
space is the principal constraint. 

The effect of handling time causes the 
broadcast to be limiting. The format of news 
programming is prescribed, appealing to a 
nonselective audience with stories that are 
short and fast-paced. Material chosen for a re-
port must fit these demands. 

Limitations of time for radio and television 
news mean that many more stories, in much 
greater detail, are presented in newspapers. 
Furthermore, newspaper news is not presented 
with the intention that the reader consume it 
all, where the broadcast news story (indeed, 
the entire program) is designed to be wholly 
consumed. Therefore, radio and TV program 
elements are unified— a tightly structured 
whole— whereas newspaper stories have little 
planned relation to one another. 

News Content Questions 

Just as there are notable differences between 
broadcast and print news, there are varied ob-
jectives and information provided in studies of 
broadcast news content. The researcher inter-
ested in this subject has some presumed objec-
tive for an investigation. Such a goal should be 
clearly articulated as the "research question": 
What does the investigator wish to find out? 
The research question is a guide to the most ap-
propriate procedure for conducting the inves-
tigation. Consequently, content analysis may 
not prove the best method for achieving the 
stated goal for a study. 
An investigation of broadcast news content 

should also have a clear conceptual or theoreti-
cal objective. An analysis limited to describing 
the content will have little value unless it fos-
ters greater understanding of the nature of 
broadcast news. In other words, a content 
analysis should transcend the immediate study 
in order to add to our knowledge of the news 
process. If, for example, studies of television 
news coverage of the Vietnam conflict merely 
provide descriptions of what was broadcast, 
they would have little value beyond providing 
an historic record. But Bailey, for example, 
provides a general indication of network news 
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anchor personnel performance and the 
amount of interpretation of the news they con-
vey.8 His findings can be compared with obser-
vations made in other studies, thus serving as a 
basis for a hypothesis about news content that 
can be tested in subsequent research. Recent 
studies of American television news coverage 
of the Iranian crisis provide a case in point. 
These theses should extend our understanding 
of the news process and also provide a useful 
record of news coverage of that story. That ob-
jective is more likely to be met if the literature 
of television coverage of the Vietnam conflict 
has been considered. 

Therefore, any intended study should have 
a clearly stated purpose, indicating how an un-
derstanding of the broadcast news process, 
from conception of a story idea to reaction by 
an audience, might be furthered. The purpose 
should indicate the policy implications that 
might be given support or refutation as a result 
of the analysis. 
How one determines what to study is, of 

course, influenced by personal interest. After a 
researcher has identified the aspect of news 
content to be analyzed and has stated the spe-
cific goal or research question, the pertinent 
literature should be reviewed before stating hy-
potheses that serve as tests of the question. 
(Much of the literature should be assessed be-
fore or during the process of determining the 
research goal in order to justify the study.) 
Such a foundation is necessary if the analysis is 
to contribute to knowledge on the subject. 
Consequently, research contributing to under-
standing the news process must consider the 
complex production requirements, political 
and economic influences on news organiza-
tions, and the nature of news recipients. Unless 
demands on news organizations and the effects 
of content are considered, content analysis will 
be superficia1.9 

Approaches to the Analysis 
of Broadcast News Content 

The investigator should use some organized 
method of assessing the literature so that all 
pertinent reports of studies are considered in 

determining the scope of the new research. 
Any of several ways of categorizing these stud-
ies may prove workable.'° The following dis-
cussion, based on Gerbner's system of 
"cultural indicators," represents root questions 
for the study of news content by classifying the 
literature according to a larger context. With 
this scheme, findings that transcend specific 
reports to apply to other research questions 
can be more easily identified. 

Therefore, reports are classified according 
to whether they ask "What is?" "What is im-
portant?" "What is right?" or "What is related 
to what?" Research that addresses these con-
tent questions is categorized as (1) attention 
analysis, (2) emphasis analysis, (3) tendency 
analysis, or (4) structural analysis. 

Studies of "What is?" report on the distribu-
tion and frequency of attention to content at-
tributes. Studies of "What is important?" 
isolate the aspects important to the message 
system in analyzing content emphasis. Studies 
of "What is right?" are measures of tendency. 
They are concerned with how things are pre-
sented. Studies that ask "What is related to 
what?" analyze structure to determine rela-
tionships among components of the message 
system.'' 

Attention Analysis 

News content studies that ask "What is?" re-
port on the distribution and frequency of at-
tention to content attributes. Many analyses 
provide accounts of content presented during 
specified periods of time; the question of at-
tention to certain kinds of news content is the 
premise of other content research. 

Many such analyses provide support for 
considering policy changes in broadcast news 
content (that is, what should be "done" about 
"what is"). Recommendations can be based on 
evidence that can be categorized by whether 
they examined emphasis placed on content, 
compared content attributes, analyzed trends 
in content, or provided a record of what was 
broadcast. 

Emphasis Some studies consider what is 
given access but generally do not go so far as to 
assess reasons for stress or limitation in con-
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tent. Most authors use their findings as evi-
dence of needed policy changes. For example, 
Adams considered aspects of local television 
news content. In one report, he investigated lo-
cal TV news emphasis on public affairs com-
pared with other kinds of news. The second 
study examined TV station allocation of news-
cast time to coverage of the towns and cities in 
the viewing area. Similarly, Dominick consid-
ered the topic of representation of geographic 
areas of the country in network newscasts. 
Based on his findings, he suggested that news-
casts should systematically allocate more time 
to regional reports:2 Thus, implications for 
policy change can be drawn from analyses of 
emphasis in news content. 

Content Comparisons Many analyses of 
broadcast news compare the content of one 
version of the news with others. For instance, 
most studies of network newscasts are compar-
isons of content, even though the purpose of 
the research may be broader. Still, some analy-
ses make such comparisons their primary pur-
pose. An example is Fowler and Showalter's 
examination of network evening news selec-
tion and treatment; their purpose was to deter-
mine whether network editors exercised a 
common news judgment in choice of stories 
and order of presentation:3 

Trends An analysis may be concerned 
with "What is?" over time, identifying recur-
ring patterns in broadcast news to observe a 
structure in the content:4 Bailey reported 
trends in the networks' nightly news coverage 
of the Vietnam conflict. His analysis, limited 
to frequency, type, and subjects of stories, did 
not attempt to assess why content was mani-
fested in the observed manner. Bailey made the 
important point that more work was needed to 
analyze television coverage of that war. 13 

Records At the least, an accurate record 
of the content of broadcast news coverage of 
some situation or event provides a basis for 
predicting the kind of content to be expected 
under similar circumstances during another 
period. Such records may help the historian ac-
curately assess what information was dissemi-

nated during a particular period. 
Most studies that provide such records are 

analyses of political broadcasts. Meadow and 
Jackson-Beeck, for example, compared the 
content of the nationally televised 1960 and 
1976 presidential candidates' debates. Pepper 
provided another record of political events 
coverage with his analyses of network TV cov-
erage of election returns:6 The utility in de-
scribing attention given various subjects 
during specified periods of time may be in 
pointing to research questions not addressed in 
the immediate study. 

Emphasis Analysis 

Emphasis analysis examines aspects of televi-
sion news content that may be determined by 
perceptual biases —"What is important?" 
These are studies of who decides what content 
to emphasize or to exclude from news pro-
grams. Content analysis cannot determine the 
nature of the decisions that might affect news 
content, but it can identify attributes that are 
the apparent results of such decisions. Thus, 
content analysis might be teamed with some 
other research procedure to ascertain the rela-
tionship between components in the news dis-
semination process. 

Gatekeeper Studies An example of such a 
combination of methodologies is Bailey and 
Lichty's analysis of the NBC film report of the 
shooting of a suspected Viet Cong infiltrator 
on a Saigon street during the height of the Viet-
nam conflict. This gatekeeper study analyzed 
both the content of the report and decisions 
made by various news personnel that affected 
the version seen on the television sets tuned to 
the NBC Nightly News." 

Another perspective on the gatekeeper ap-
proach is in Robinson and McPherson's analy-
sis of network television news coverage of the 
presidential election campaign before the 1976 
New Hampshire primary election. The study 
could be considered a description of the pro-
cess of decision making, even though it fo-
cused on network organizational attributes, 
assessing the behavior of network news depart-
ments through their coverage of the cam-
paign.I8 
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What Is Left Out A promising area in 
news content research lies in assessing the less 
obvious aspects of content: not what "is," but 
what "isn't." The values held by gatekeepers 
and their organizations can be clarified by as-
sessing both the content that was broadcast 
and excluded. Lefever's missing news analysis 
considered the performance of network news 
reports and interpretation of national defense 
issues, asking whether the coverage was ade-
quate and balanced and whether all major 
options and viewpoints were given fair presen-
tation:9 This interpretation could be consid-
ered an analysis of network ideological bias, 
but it illustrates that content studies can also 
address the implications of what is not given 
attention in the news. 

Theme Analysis Robinson urged re-
searchers to continue to look at news content 
systematically and also to consider different 
models of news instead of accepting only one 
approach to analysis.2° One alternative goes 
beyond manifest content to consider symbols 
of interaction in news content. Bantz urged a 
descriptive-analytical approach instead of a 
statistical-predictive analysis, thereby identify-
ing themes in broadcast news. Similarly, Smith 
examined news content on the basis of whether 
it was structured as a limited repertoire of con-
sistent, predictable narratives, concluding that 
television news portrays political leaders as 
symbols of omnipotence. Bantz observed that 
particular themes (such as "loser") were 
present in news coverage of political cam-
paigns, and Bormann asserted that the major 
themes change through the communication 
system of a campaign, providing a persona of 
the candidates to the American electorate.2' 

These and other studies of symbols and 
themes in news broadcasts offer an important 
alternative perspective for the study of news 
content. At the least, they point to attributes 
that can be tested through more traditional ap-
proaches to analysis of content. 

Prediction Analysis A question fre-
quently asked in relation to the use of content 
analysis techniques is whether one can predict 

the effects of the message. The answer may be 
yes—if an outside measure of the response of 
the audience to the content can be validly as-
certained. 22 Outside measures considered here 
are found in research on agenda setting and 
causal analysis. 

The process of agenda setting by a news me-
dium can be described as presenting subjects in 
a broadcast that may tell the audience not what 
to think, but what to think about! 3 In an illus-
trative study, Williams and Semlak compared 
their content analysis of network television 
news with a survey of viewers to determine 
whether an agenda was set by watching. Simi-
larly, McClure and Patterson compared heavy 
and light viewer salience of issues presented in 
newspapers and network television news pro-
grams. Another orientation to agenda setting 
is Burriss and Williams's study, which exam-
ined the effect of television on the treatment of 
newspaper stories. A related examination of 
intermedia agenda setting effect, by Malaney 
and Buss, compared news wire service and TV 
news coverage." 

Causal Analysis Even though effects-
related studies are close to the approach of 
other studies cited earlier, some have used con-
tent analysis to examine the influence of con-
tent on audiences. And even though content 
analysis is not a test of causality, it can indicate 
possible effects. Thus, a study such as 
Levine's, which considered the possibility that 
"helplessness" could be learned from content, 
is mentioned here. Levine asked whether indi-
viduals who viewed helplessness models in 
news reports came to feel a lack of control over 
events. 25 Similarly, Haight and Brody investi-
gated whether presidential broadcasting influ-
enced public opinion about how the president 
was handling his job. They found that Nixon's 
use of television affected public opinion poll 
results. 26 

Tendency Analysis Tendency studies ask 
"What is right?" — Are certain people, themes, 
or subjects presented more positively than 
others? Perhaps the most common descriptor 
in such studies is whether content is biased to-
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ward or against a particular point of view. 
Bias, as described by Russo, is the quality of 
statements of opinion or of actual or supposed 
fact that would influence the viewer to support 
or oppose an official or his or her policy. An-
other interpretation of the concept of news 
bias is offered by Williams, who identifies 
qualities required to make findings of TV news 
bias remarkable. Williams asserts that estab-
lishing and clearly stating a norm of tolerable 
bias is both an investigator's right and a re-
sponsibility. 27 

One of the most controversial analyses of 
television news was by television critic Edith 
Efron, who concluded that network coverage 
of Richard Nixon during his 1968 campaign 
for the presidency was unfair. Stevenson et al. 
sharply criticized this conclusion for method-
ological flaws in the analysis." 

The news coverage of political campaigns 
has been the subject of many tendency or bias 
analyses, among the most extensive of which is 
Hofstetter's analysis of the 1972 presidential 
campaign. He found structural bias (discussed 
later) to be more prevalent than any instances 
of partisan favoritism.29 

Structural Analysis Ideological bias in the 
news is important. The question of other kinds 
of biases leads to considering relationships 
among components of message systems. Thus, 
structural analysis examines the proximal or 
logical association of components in news con-
tent. These structures may favor certain kinds 
of broadcast news and information. 

Probably the most frequently cited study of 
organizational influence on broadcast news 
content is Epstein's News from Nowhere. He 
describes the influence of a network news or-
ganization in great detail, but he does not actu-
ally deal with a detailed analysis of program 
content. Altheide, in Creating Reality, defines 
"news perspective" as the day-to-day opera-
tions of news work, which, by its organization, 
ingrains bias into the news report (for ex-
ample, removing reports of events from their 
context would leave the report biased). Of the 
general organizational studies, only Gans, in 
Deciding What's News, has described an anal-

ysis of broadcast news content to support his 
thesis of what is required and why it is pre-
sented that way?) 

Other researchers have observed that cer-
tain kinds of content will not generally be pre-
sented in television news due to a structural 
orientation (bias?) toward the visual content. 
For instance, stories may not be covered be-
cause they are too complex. A further bias is 
identified as television news preference for 
personifying and dramatizing.3' 

Another organizational influence was ex-
amined by Anderson. He attempted to deter-
mine the multimedia ownership influence on 
versions of news stories presented by broad-
cast stations and newspapers. Wirth and Wol-
lert broached this question with regard to 
public interest programming. 32 McNulty also 
examined organizational requirements, con-
sidering the content of CBS News documenta-
ries in relation to decision making within the 
organization that produced the programs. 23 

Visual Analysis Until recently, the visual 
content of news received little research atten-
tion. No doubt the reason for so few such anal-
yses was the high cost for equipment and 
research time, but the price of this lack of,,re-
search attention is a failure to consider a con-
siderable body of information being conveyed 
to audiences of news programs. 

The Vanderbilt Television News Archive 
and other such sources allow access to past 
television news broadcasts, and the home 
video recorders make convenient and rela-
tively inexpensive study of current broadcasts 
feasible. But whether the researcher analyzes 
the visual and aural content from video record-
ings or by another method, several techniques 
can overcome many procedural difficulties. 
Fyock suggests a useful procedure that in-
cludes ways to handle very complex material, 
thus allowing analysts to surmount many 
problems inherent in visual analysis. 24 
A study can be limited by ignoring visual at-

tributes; it can also be weakened by the way 
they are analyzed. Culbert suggests that re-
searchers analyze the symbolic nature of visual 
content that may be present in (or edited out 
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of) news reports. He stresses the need for plac-
ing visual material in a historic context. An-
other useful approach is Adams's proposal for 
analyzing three areas of inquiry in newscast 
visual content: visual images, as determined by 
factors outside the producer's control; produc-
tion factors—those aspects of visual image 
usually under the technical control of news 
personnel; and interaction between visual and 
audio messages in newscasts!' 

These perspectives are in some analyses of 
visual content of news broadcasts. The me-
chanics of television coverage of news were ob-
served by Whale, who concluded that the 
equipment that permits visual presence is ulti-
mately a hindrance to thorough coverage. 
Frank, who analyzed differences in nonverbal 
presentation of candidates in the 1972 presi-
dential election campaign, found clear differ-
ences in the kinds of shots used to show 
candidates. 

During the 1976 presidential campaign, sev-
eral studies were made of the televised debates 
between Gerald Ford and Jimmy Carter. 
Tiemens analyzed differences in camera fram-
ing and composition, camera angle, screen 
placement, and reaction shots, which, he con-
cluded, seemed to favor Carter. Another study, 
by Davis, concluded that Carter's greater eye 
contact with the camera served him well. Mes-
saris, Eckman, and Gumpert also analyzed the 
debates, concluding that structural character-
istics of television played a part in determining 
the nature of the confrontation between Ford 
and Cartel-26 

Other structural bias considerations have 
been observed by Jackson-Beeck and 
Meadow. In an exploratory study of commu-
nication content that is not manifest (issues 
and statements, for example), they considered 
such attributes as nervousness, speaking rate, 
and mistakes as conveyed during the 1976 pres-
idential debates. They assessed the feasibility 
of examining types of broadcast content iden-
tified as "unintentional message transmis-
sion," "unconscious use of speech within the 
context of substantive messages," and nonver-
bal content such as body language. Their ap-
proach appears to have value in identifying 

content attributes that can, in turn, aid in un-
derstanding both message originators and the 
possible effects of news coverage on audi-
ences. 37 

Such research goes beyond manifest content 
to assess attributes in news coverage that may 
be equal or more powerful influences on audi-
ence perceptions. They raise important ques-
tions for further study. 

Analysis 

Content analysis procedures are standard, as 
discussed in Alan Wurtzel's contribution to 
this volume. But news analysis may contain 
special problems of which the researcher 
should be aware. This discussion is, therefore, 
divided into five areas: (1) sampling, (2) units 
of analysis, (3) measurement, (4) validity, and 
(5) reliability. After considering these items, a 
procedure will be illustrated for analyzing 
news content that can increase the accuracy 
and reliability of the data. 

Sampling 

As Wurtzel pointed out in chapter 1, selecting 
the sample must consider variances in the nor-
malcy of the content, such as seasonal differ-
ences and audience rating periods. In selecting 
a sample of news broadcasts, normalcy be-
comes a critical problem!' For instance, the 
three commercial networks only recently be-
gan broadcasting weekend news programs, 
and those are sometimes preempted by other 
broadcasts. Another consideration would be 
the ratings dark weeks, when no national net-
work program ratings are ascertained. Many 
news specials and documentaries are usually 
scheduled during this period. In evaluating the 
content of network "instant news specials," 
one must consider the ABC regularly sched-
uled Nightline program, which usually covers 
news events that CBS or NBC might deal with 
in special broadcasts. On the local level, many 
television stations curtail their weekend news 
operations. Thus, if an important news story 
breaks on a day not included in the sample, 
representation of the news coverage by one 
network or station might be erroneous. For 
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any of several possible reasons, those news 
programs might present the information on 
the next broadcast day. If such variations are 
not considered, then all sources may not be 
compared equitably. 

Such sampling problems can be diminished, 
for network programs, at least, by checking 
the coverage of news stories in the Vanderbilt 
Television News Archive Index, which lists all 
network coverage or absence thereof. These 
patterns of coverage should be taken into ac-
count in selecting the sample. 

Units of Analysis 

Detail in content analysis is dictated by several 
considerations. Most important, the purpose 
for the study should indicate the specificity 
necessary. It should be sufficient to pursue the 
research question by testing hypotheses gener-
ated by it. 

Resources available to the researcher are 
also important. If transcripts or recordings of 
the news content can be obtained, considera-
bly greater detail for analysis is possible. How-
ever, the number of coders and the amount of 
time allocated for their efforts may limit the 
study. 

Another consideration is the usefulness of 
detail that might be included. This consider-
ation goes back to the purpose of the study (the 
research question). Visual detail might be ana-
lyzed, for instance, but is it pertinent to the re-
searcher's goal? Some researchers have 
assumed that such detail would be included in 
their studies until they addressed the question 
of its pertinence. 

The audience for the intended report should 
also be considered in deciding on the level of 
detail necessary. As reviewed earlier, there are 
a number of types of content analyses of 
broadcast news. Some studies consider bias in 
the several forms thus far identified; other 
studies are limited to describing what was 
broadcast. The audiences for these or other 
types of analyses might have different needs. 
For instance, once the what has been reported 
and assessed, audiences could be expected to 
demand studies with more specifically defined 
questions. 

Thus, the unit to be analyzed may be as 
broad as the whole news program or the news 
story—or it may be as narrow as individual 
words in the news content. Selecting the appro-
priate unit depends on the research question 
and availability of primary data. Conse-
quently, if the researcher wishes to determine 
what subjects were dealt with in news broad-
casts over a period of time, the appropriate 
unit for analysis would most likely be the news 
story. But if the question is whether news treat-
ment is favorable or unfavorable toward a par-
ticular point of view, perhaps the unit should 
be defined as statements, sentences, or even 
words. (A note of caution, though: The more 
specific the unit, the greater the likelihood that 
contextual meaning will be distorted.) 
A second important consideration is the 

availability of data sources for analysis. De-
pending on the research question, secondary 
sources such as program listings in major 
newspapers or in TV Guide may suffice. Other 
sources of news content information are news 
program logs (rundowns) maintained by net-
works and radio and television stations. The 
scripts for these newscasts may also be avail-
able. In some cases, it may be possible to ob-
tain access to the audio and, perhaps, to the 
video logging tapes many stations maintain. 
These tapes are a verbatim record of the news 
broadcasts. A valuable secondary source of in-
formation on network evening news content is 
the Vanderbilt Television News Archives In-
dex. The index includes information on the 
length, principal participants, and a synopsis 
of news subject treatment in each network's 
news program. Depending on the purposes of 
the study, such summaries may be adequate 
sources of data. Of course, the unit of analysis 
could be no more specific than the story. Infor-
mation sufficient for more detailed analysis 
could be obtained from audio or video record-
ings or from transcripts of the broadcasts. 

Measurement 

After establishing the unit of analysis and as-
certaining the availability of data sources, the 
researcher should determine the appropriate 
units for coding. Content categories (often re-
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ferred to as variables) are the operational mea-
sures for testing hypotheses formulated by the 
research question. 

Categories in a content study should ". . . 
reflect the purposes of the research, be exhaus-
tive, be mutually exclusive, independent and 
be derived from a single classification prin-
ciple."39 Coding can follow an archetypical 
statement plan, such as actor — act — object:2° 
Another scheme, discussed more fully below, 
might be called a decision-level approach. 
Both coding schemes include a kind of flow 
chart for decision making. An advantage in us-
ing levels of abstraction is that the coder's deci-
sions are made at the lowest level, giving the 
analyst more control over reliability and, per-
haps, also validity of the measurements of the 
content. 

Specificity of coding categories is an impor-
tant concern. Categories could be so narrow 
they virtually replicate the raw data. On the 
other hand, the investigator may discover that 
initial categories are so broad that little distinc-
tion can be made between attributes. Thus, 
content coded according to specific categories 
would permit better explanation of trends oc-
curring during short periods of time. Still, cat-
egories may be so narrow that they gather few 
cases in each division. 

Resolution of these important concerns can 
be found in coding schemes where initial cate-
gories are aggregated into broader, more ab-
stract levels for some phases of the analysis. 
For instance, it is possible to create indices by 
collapsing several content categories. As an ex-
ample, one might be able to justify a favorable 
coverage index by coding such categories as 
"video or anchor report" with higher numeri-
cal ratings if the candidates were shown on the 
screen, and higher still if a candidate actually 
spoke during the report. If the report about a 
candidate was the lead story in the newscast, 
this fact might provide another increment in 
the index. By combining the rankings coded 
for various content categories, an index of 
prominence of candidate coverage could be 
obtained. 

Another way to determine the appropriate 

range of content categories would be to allow 
for statistical manipulation. Factor analysis 
techniques, for instance, could identify a 
structure by which content categories tend to 
be associated, or "hang together."4' The use of 
such an analysis must be determined before 
coding categories are established, however, to 
ensure that data appropriate to this kind of 
analysis are encoded. 

The data coding procedure should accom-
modate the requirements and limitations of the 
computer analysis program package to be used 
(SPSS and SAS are two widely available statis-
tical packages). Otherwise, the researcher may 
be frustrated in achieving desired manipula-
tions of the data obtained in the content cate-
gories. 

One advantage of a content coding form 
duplicated on a mimeograph machine is its low 
cost (forms can even be duplicated on the back 
of used paper). Each unit of analysis should be 
coded on a separate form and inserted into a 
loose-leaf notebook for easy reference. A por-
tion of the page can be reserved for notes, 
making the coding forms into a reference book 
after the data have been punched onto com-
puter cards. 

Validity 

Much has been made of the need for a thor-
ough review of the literature and a careful 
statement of the question guiding the research. 
These are important aspects in establishing the 
validity of any study. 

Validity, as the term is used in research, is 
the test of whether a study measures what it 
purports to measure. In content analysis, the 
question of validity is often a judgment call. 
But if credible (that is, widely accepted) and 
authoritative studies are cited as precedents, 
the validity of the proposed method of analysis 
will probably be satisfactory to most critics. 
The researcher is responsible for knowledge of 
all the literature pertaining to the procedures 
proposed for a study. Using Efron's The News 
Twisters as the standard in guiding the analysis 
would probably generate considerable nega-
tive criticism. Consequently, the researcher 



Analysis of Broadcast News Content 55 

must be aware of the weaknesses in that study's 
methodology and of approaches accepted in 
the academic community. 

Reliability 

Reliability is the measure of consistency 
achieved in gathering the data for a study. The 
term indicates the likelihood that another re-
searcher would obtain similar results using the 
same procedures. But consistency in intra-
study data coding is as important as interstudy 
reliability. 

Reliability can be enhanced by using a panel 
of judges who agree on coding decisions. Cod-
ing can be done independently by judges who 
compare results, thus measuring intercoder re-
liability. Even if the analysis is conducted by a 
single coder, problems in consistency and thus 
in reliability can occur.42 

For coding to be consistent, an index of the 
choices in each content category (a coding dic-
tionary) should be compiled. Computers can 
be programmed to interpret word sequence ac-
cording to the analyst's scheme,43 but visual 
material or content context cannot be so easily 
identified. For instance, an angry reaction 
from the audience at a political rally could be 
interpreted as either positive or negative to-
ward a candidate. The context of the reaction, 
perhaps made in response to a remark by some 
member of the audience, could clarify the di-
rection. Similarly, the question of whether par-
tisan or opposing audience members were 
shown in the news report should be addressed. 
Such content judgments can be made only by 
viewing a news story. 

Still, when coding is done by persons rather 
than by machines, a communication problem 
is inherent. Judges must use a system that en-
sures consistency in coding according to pre-
determined criteria. When content category in-
crements are devised in advance (as they must 
be if computer coding is done), there is less 
chance of communicating unreliable informa-
tion among coders. Human inconsistencies— 
memory lapses, for instance—can affect the 
reliability of the coding process. 

Another problem is inclusiveness. The sub-

ject of an analysis may change strategy or di-
rection while the count is being made. 
Unanticipated content matter may be discov-
ered, and it should be accounted for. When the 
object of the research is to make specific infer-
ences about events and particular times and 
places, the analysis is made less precise if low 
frequency indicators are ignored. 44 Such tabu-
lations may be valuable when the analyst has 
prior or independent knowledge of their mean-
ing, role, and significance in the system under 
study. It would be important, for instance, to 
note the infrequency of discussion (that is, 
what is missing) of particular content in news 
programs if there is some outside measure of 
its importance. 
On the other hand, since broad categories 

will permit better inferences when content is 
presented over a fairly long period of time, use 
of specific content coding criteria could result 
in many categories with few entries in each. 
Fewer categories, representing a larger number 
of the units of analysis, should foster more 
meaningful interpretation of trends in content. 

The analysis of broadcast news coverage of 
a political campaign is a good example of the 
problem of unanticipated content increments. 
Even if a study is begun after the fact (after the 
election), it is unlikely that every campaign is-
sue could be identified before the coding is 
started. There is no reason to ignore content, 
no matter how obscure, when it pertains to the 
research question. All such increments can be 
included in the analysis without lessening 
either coding efficiency or the clarity of the 
question that motivated the study. 

Coding the Data 

The function of computer cards is to feed data 
to a computer for analysis. Computer cards 
are useful for the incidental purpose of main-
taining a coding dictionary of content catego-
ries. In content studies that use a computer for 
data analysis, a numeric code is assigned to 
each increment in a content category. To illus-
trate the use of computer cards in forming a 
coding dictionary for an analysis of news pro-
gram "subjects," a three-digit code would 
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allow up to 999 possible increments. (The con-
tent category, "subject," would be coded and 
punched in three sequential columns on com-
puter data cards for analysis.) 

Figure 3-1 shows how coding information 
for news program "subjects" could be dis-
played on computer cards to form a dictionary 
that accommodates a priori and unforeseen in-
crements in a category. For accuracy, dictio-
nary cards should be reserved for unforeseen 
increments and added to the "master deck." A 
code number is assigned to each new increment 
(program subject, in this case) when it is en-
countered during the coding process. If, for in-
stance, "juvenile delinquency" was not 
anticipated as a subject before the coder en-
countered a program on that topic, it would be 
assigned the first unused dictionary card, say 
"006." Card number "006" would eventually be 
repunched to display that code number and the 
assigned increment, "juvenile delinquency." 

The analyst can maintain a listing (printout) 
of the dictionary cards as a convenient record 
of all increments assigned in each content cate-
gory. Cards with unassigned chronological 
numbers are included in the master deck and in 
the master listing. When new increments are 
encountered, the topic is written on the first 
unassigned numbered card and on the master 
listing beside the assigned code number. Thus, 
the analyst always has a double record for all 
coding assignments. 

As new category increments are assigned 
code numbers, "master" cards would be 
punched. The original card would be placed in 
sequence in the master deck, replacing the 
numbered "blank" card. The master dictionary 
deck should be duplicated, sorted alphabeti-
cally, and distributed to each content coder. 
Dictionary decks can be stored in computer 
card boxes; cards can be divided alphabetically 
by inserting tabs in the decks. Since duplica-
tion and listing are so easily and inexpensively 
done at the computing center, each member of 
the research unit can receive current chrono-
logical and alphabetical listings of all coding 
dictionaries, along with duplicates of new en-
tries for his or her card dictionary. 

In studies examining many units of analysis 

(which probably require a considerable time, a 
large team of coders, or both), there is a possi-
bility of creating redundant category incre-
ments. For example, a program reporting on 
the Mafia may be encountered. Perhaps a pre-
viously assigned increment was "organized 
crime." Logically, programs about "the Mafia" 
would be coded as "organized crime." If a re-
dundant category code is assigned, a simple 
computer instruction can combine all units 
coded as "Mafia" with those coded as "orga-
nized crime." In all probability, the redun-
dancy would be discovered when the analyst 
scanned listings of the master dictionary deck. 
But, in any event, such an error could be recti-
fied before performing any analysis of the 
data. 

In Figure 3-1, some cards designate differ-
ent titles for category increments (topics) hav-
ing a common numerical code. The flexibility 
of the computer card dictionary allows analo-
gous designations for a single increment. 
Thus, the coder who thinks of "liquor" when 
the original designation for that topic is "alco-
holism" can still find and correctly code the in-
crement. By updating the dictionary, these 
cards also serve as a cross-reference to similar 
but separate increments. The abbreviation 
"SA" on such cards indicates "See Also: 'an-
other similar increment.' " 

Accuracy of the Coded Data 

When all units of analysis are coded and key-
punched, the analyst should make data card 
listings for each content category. Computer 
programs can readily sort the data deck by nu-
merical and alphabetical designations before 
listing the cards. Many computing centers can 
insert "blank" spaces on each side of columns 
of data representing each coded category, as 
shown in Figure 3-2. This procedure makes it 
easier to scan lists of data columns for errors. 
In Figure 3-2, the first three fields show the 
date for each broadcast (day, month, year). 

If space is reserved on each card for a title or 
for other descriptive identification, coding er-
rors can be more easily observed. For instance, 
a program entitled "Marriage and the Young" 
might be inadvertently coded with the subject 
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Figure 3-1 Coding Dictionary in Card Form 



Figure 3-2 Listing of Content Data Cards 

1773. 05 06 75 4 15 2000 3 2 1 16 42 50 1 5 2 1 FND OF THE HO CHI MINH TRAIL, THE (NPACT/BBC) 
1774. 24 06 75 4 05 2030 3 1 1 07 04 3 3 0 NOVA-WAR FROM THE AIR R 
1775. 10 08 75 2 10 1800 3 1 4 05 90 2 2 2 0 CONV W/ SEVAREID-FRANCIS FITZGERALD (FIRE-LAKE) 
1776. 19 09 75 4 05 1830 3 2 1 25 61 2 2 1 PEOPLE AT THE END OF THE TUNNEL, THE (REFUGEE) 
1777. 20 09 75 3 15 2330 3 3 1 25 61 63 2 1 WKND-NIGHTMARES IN THE DREAM FACTORY 
1778. 15 10 75 4 05 2200 3 1 1 27 54 2 1 SAY BROTHER (NATL ED)-VIETNAM 
1779. 18 10 75 2 05 1330 3 4 1 16 50 1 1 0 WAA-WHATS COMMUNISM ALL ABOUT (VN TAKE-OVER) 
1780. 28 12 75 2 10 1800 3 2 1 24 50 1 1 0 1975-A TELEVISION ALBUM (SVN REFUGEES, ARVN) 
1781. 05 01 76 3 30 2000 3 2 1 29 90 0 NEW WORLD-HARD CHOICES-AM. FOREIGN POLICY 1976 
1782. 31 01 76 4 10 2000 3 1 4 15 90 2 1 1 FIRING LINE: GEN WM. WESTMORELAND 
1783. 17 02 76 4 05 2000 3 1 4 15 90 2 1 5 1 BT LINES: DAVID HALBERSTAM 
1784. 30 03 76 3 15 2130 3 4 1 02 90 2 0 LIBERTY (HS KIDS PROTEST VN, KICKED OUT) 
1785. 02 05 76 2 10 1900 3 4 1 30 90 0 60M: HIRED GUN (MERCENARY, DECORATED IN VN) 
1786. 04 06 76 4 10 2000 3 1 4 15 90 2 0 FIRING LINE: THE INTIMATE LBJ (DORIS KEARNS) 
1787. 28 06 76 4 10 3 2 1 31 42 1 1 SIEGE OF DIEN BIEN PHU, THE 
1788. 03 12 76 3 10 2200 3 4 1 17 90 2 1 0 SOMETIMES SOLDIERS, THE 
1789. 09 01 77 2 10 1900 3 3 1 02 90 2 0 60M-AN AM TRAGEDY (KENT STATE, M/ANN DELVICCO) 
1790. 02 04 77 3 15 2330 3 3 1 35 95 91 0 3 0 WKND-A LONG WAY FROM HOME (DRAFT EVADE AMNESTY) 
1791. 85 06 77 2 10 2200 3 3 1 25 90 2 1 1 WHO'S WHO-THE MARSHALS PLAN (FX VP KY IN CAL) 
1792. 11 06 77 4 05 1830 3 1 4 15 90 2 BOOKBEAT-PATRICIA HANGEN (WIFE, WELLES) 
1793. 01 12 77 1 10 2200 3 2 1 28 54 92 2 1 ACU-CLASS THAT WENT TO WAR, THE 
1794. 25 12 77 2 10 1800 3 3 1 28 54 56 2 0 60M-PROFILE MAX FREEMAN (1ST VN VET TC) HEAD VA) R 
1795. 17 01 78 2 10 2000 3 2 1 28 54 2 4 1 CNS-CHARLIE COMPANY AT HOME-THE VETERANS OF VN 
1796. 01 04 78 3 15 2330 3 3 1 25 61 2 0 WKND-SVNESE REFUGEES IN WDC (NITE CLUBS) 
1797. 11 04 78 4 10 2100 3 2 1 23 50 1 5 1 VIETNAM-PICKING UP THE PIECES (SAIGON NOW) 
1798. 20 04 78 4 10 2100 3 1 1 23 42 91 1 2 1 WORLD-VIETNAM-30 MONTHS AFTER THE 30-YEAR WAR 
1799. 26 04 78 3 10 2200 3 2 4 15 90 2 1 1 0 GERALD R. FORD-PRESIDENTIAL DECISIONS 
1800. 04 05 78 2 10 1000 3 3 1 10 91 83 2 1 0 MAG-HE'S ONLY MISSING (GIRL SEARCH-MIA FATHER) 
1801. 16 05 78 4 10 2200 3 2 4 15 90 2 2 3 0 SOME OF THE PRESIDENTS MEN (VN & WGATE) 
1802. 07 06 78 2 10 2000 3 2 1 06 40 6 3 1 1 CNS: WHATS HAPPENING TO CAMBODIA? (E BRADLEY) 
1803. 11 06 78 1 10 2000 3 2 1 16 50 42 1 1 0 ANS: 1968-A CRACK IN TIME 
1804. 04 07 78 1 10 2200 3 3 1 10 93 2 1 20/20: PROFILE, ADM JAMES B STOCKWELL (POVV) 
1805. 25 07 78 1 10 2200 3 3 1 28 90 54 2 0 20/20: AGENT ORANGE-I (EXPOSED GIS GET CANCER) 
1806. 16 01 79 2 10 2000 3 2 1 25 61 0 1 CR: BOAT PEOPLE, THE (VN REFUGEES IN MALAYSIA) 
1807. 18 02 79 4 10 2000 3 1 1 25 61 63 1 1 FYI: LEGACIES OF VN (BOAT PEOPLE, AGENT ORANGE) 
1808. 04 03 79 2 10 1800 3 3 1 25 61 63 4 4 0 60M: OUR SECRET ARMY (MONG TRIBE, POP BUELL) 
1809. 31 05 79 1 10 2200 3 3 1 23 63 5 1 20/20: ONLY THE SIDES HAVE CHANGED (G RIVERA) 
1810. 07 06 79 1 10 2200 3 3 1 23 01 6 0 20/20: BEHIND THE LINES (RIVERA: LAOS REBELS) 
1811. 23 06 79 2 10 1900 3 3 1 25 61 0 0 60M: THE ISLAND (EXCERPT, CR: THE BOAT PEOPLE) 
1812. 01 07 79 2 10 1900 3 3 1 25 61 63 4 5 0 60M: OUR SECRET ARMY (MONG TRIBESMEN IN LAOS) R 
1813. 09 08 79 1 10 2200 3 3 1 05 90 2 1 2 0 20/20: BAEZ & FONDA (STATUS 6 YR AFTER US OUT) 
1814. 19 08 79 3 10 1300 3 2 4 25 90 2 1 BOAT PEOPLE (SEA REFUGEES, W/R CLARK, US REP) 
1815. 04 09 79 3 20 2100 3 4 1 29 90 0 0 WP: NO MORE VIETNAMS, BUT . . . (OIL & FOR POL) 
END DATA. 

OUA, SUBTSDE TPES., IRES., 2000, 132, KEY/ / .A, KEY/ .A,KEY/ .A,KEY// .A 
SORTSDE ESS 09/18-12:24 
INPUT RECORD COUNT: 1815 
OUTPUT RECORD COUNT: 1815 
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"organized crime." On spotting this apparent 
inconsistency in the listing, the analyst could 
refer to information from which the original 
coding decision was made to determine correc-
tions to be made on the data card. 

Title or other unit identification also facili-
tates anecdotal description as a supplement to 
numerical analysis. The listing is a guide to 
specific instances or patterns in the content 
and an index to finding direct quotations. 

Analysis of Data 

Very specific category increments can be 
coded, yet the study can accommodate the 
need for broader, more general concepts in the 
analysis. For example, Schutz constructed cat-
egories by breaking the decision process into 
dichotomous parts and rebuilding them in log-
ical clusters of unitary traits. 45 Stone et al. also 
worked from a "dependent category" scheme, 
breaking down levels of abstraction so that 
coding was done at the most concrete level. 
Thus, at each level of abstraction, the analyst 

Figure 3-3 Concrete to Abstract Coding Scheme 

had the option of more or less specific designa-
tion of content increments. 46 In ascension, 
each conceptual level served as an indicator of 
the lower levels of abstraction incorporated in 
the analysis. Carrying this concept forward, 
North et al. used such "entry words" as United 
States and Soviet Union in their study of inter-
national crisis. At their next level, the "tag con-
cept" for those entry words was nations. At the 
third level, tag concepts were aggregated to be-
come "generic language concepts." Thus, na-
tions and other tag concepts were designated as 
actors in the international crisis.° 

This concrete-to-abstract process, illus-
trated in Figure 3-3, represents the analysis of 
"inclusive" increments for the content category 
"news subject." Such entry words as "juvenile 
delinquency" and "white-collar crime" could 
be collapsed into the more general concept 
"crime." The resulting tag concepts could be 
aggregated to form a grander concept "law and 
order." 

The level of abstraction could be ascended 

Entry Words 
Level 1 

Tag Concepts 
Level 2 

Generic Language 
Concepts 
Level 3 

Juvenile Delinquency 
Organized Crime 
White-Collar Crime 
Political Kidnappings 
Street Crime (Muggings, etc) 
Rape 
Child Abuse 

F.B.I., The 
City Police 
Other Police Forces 
Other Federal Law Enforcement 

Lawyers 
Courts/Trial System 
Supreme Court of the U.S. 

Problems in Prisons 
Prisoner Rehabilitation 
Jails and Jail Problems 
Probation System 
Prison Parole 
Women in Prison 

Crime 

Law 
Enforcement 

Judgment 

Penalty 

LAW AND ORDER 
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even higher than illustrated in Figure 3-3 by 
collapsing units that led to the law and order 
generic language concept with other third-level 
categories. This would create a fourth level of 
abstraction, such as system order or social is-
sues. 

Summary 

The researcher who contemplates the analysis 
of broadcast news content should carefully ap-
praise the findings of previous research in 
broadcast news in devising a research question 
and establishing precedents for the new study. 

In proceeding with the content analysis, 
clear communication must be maintained 
among people working on an analysis (even if a 
single coder is involved). A computer card dic-
tionary will enhance coding reliability and ac-
commodate unforeseen content attributes. 
This documenting procedure also permits the 
delay of decisions about the level of content 
abstraction until coding is completed. The 
data thus obtained can be checked before they 
are analyzed by examining listings of the coded 
cards. 

Findings from analyses that follow such a 
procedure of documentation are more likely to 
add a substantive increment to knowledge of 
broadcast news content. 
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*The author would like to think Steve McDermott, 
Linda McAlister, and Dan Everett for comments 
on an earlier version of this essay. 

Even though no one has ever seen an attitude, 
the concept is extremely useful for social scien-
tists in a wide variety of disciplines, including 
broadcasting research. This essay introduces 
issues relevant to using attitudes as variables in 
empirical broadcasting research, including 
what attitudes are, why they are important, 
and, particularly, how they are measured. 

As many writers have pointed out, attitudes 
are probably measured more successfully than 
they are defined. Allport reviews sixteen defi-
nitions of the term attitude before offering a 
seventeenth of his own.' Other writers have 
listed as many as thirty such definitions.' An 
excellent discussion of definitional issues is 
presented in McGuire's chapter on attitudes in 
The Handbook of Social Psychology.' The 
present discussion will rely on Simon's defini-
tion: An attitude is a relatively enduring pre-
disposition to respond favorably or unfavor-
ably toward an attitude object.4 
An attitude object is the thing toward which 

the attitude holder is predisposed to respond. 
This could be a physical object, another per-
son, a social practice, a political institution, an 
ethnic or national group, an abstract con-
cept — in short, almost anything. 

For attitudes to be useful to social scientists, 
they must be relatively enduring. This is not to 
suggest that attitudes do not change over time. 
Of course they do, but the changes are usually 
not of a capricious nature. 

As predispositions, attitudes exist inside 
people's minds and thus cannot be observed di-
rectly. Their existence must always be inferred 
from observations of behaviors. We cannot 
observe people's attitudes toward the Rolling 
Stones. However, we can observe people 
standing in line for six hours to buy Stones' 
concert tickets; buying and playing Stones' al-
bums; verbalizing the opinion that the Stones 
are the world's greatest rock and roll band 
(opinions are usually defined as verbal mani-
festations of attitudes); indicating on a music 
preference questionnaire that the Stones are 
their favorite group; and so on. The researcher 
infers from these behaviors that the people ob-
served probably have a relatively enduring pre-
disposition to behave favorably toward the 
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Rolling Stones—that is, they have favorable 
attitudes toward the group. 

Finally, attitudes vary both in direction (fa-
vorable or unfavorable) and intensity (slightly 
unfavorable, strongly favorable, etc.). 

Why Measure Attitudes? 

Attitudes are important variables in broad-
casting research in at least three ways. First, 
audience attitudes can be thought of as influ-
encing other variables of interest to broad-
casting researchers. A researcher might be 
interested in the ways attitudes toward blacks 
influence choices to watch or not watch televi-
sion programs that feature black characters. 
Attitudes were used in this way by Hur in his 
study of the impact of the television series 
Roots on black and white teenagers.' He found 
that whites with favorable attitudes toward 
blacks were more likely to watch the series than 
were whites who had less favorable or unfavor-
able attitudes. This use of attitudes treats them 
as independent variables —attitudes are con-
ceived of as the cause of or as antecedent to or 
"predictor of" the dependent variable—media 
exposure, in this case. 

Second, audience attitudes can be thought 
of as influencing or mediating the effects that 
media have on audience members. Differing 
audience attitudes toward blacks may explain 
the different effects of exposure to the pro-
gram featuring black characters. Roots may 
have different effects on a racist viewer than 
on a viewer who has a favorable attitude to-
ward blacks. Hur, for example, found that 
whites who viewed Roots and who had favor-
able attitudes toward blacks indicated that the 
series was more enjoyable, more entertaining, 
and more informational than did white viewers 
with less favorable attitudes.6 Using attitudes 
in this way treats them as mediating vari-
ables — variables that help explain the fact that 
independent variables such as media exposure 
and attention affect different people differ-
ently. 

Finally, and perhaps most important, atti-
tudes themselves can be thought of as being in-

fluenced by the media. Broadcast researchers 
are interested in the effects of the broadcast 
media on listeners and viewers. Do political 
commercials affect voting? Do soap operas af-
fect the career choices of young women? Do 
children who watch Saturday morning televi-
sion programs influence their parents' cereal-
and candy-buying habits? These are important 
broadcast research questions. The indepen-
dent variable implied in each question is the 
level of exposure and/or attention paid to 
some part of the broadcast media. The depen-
dent variable—the thing the researcher be-
lieves to be affected by the independent vari-
able—is, in each case, audience behavior. Un-
fortunately, from the researcher's point of 
view, the affected behaviors may be difficult to 
observe in a systematic manner. Voting behav-
ior occurs in private. Career choices may be 
made years after exposure to soap operas. The 
researcher may not be present in the supermar-
ket when the child asks the parent for a partic-
ular brand of cereal. This difficulty of 
assessing the impact of the media on audience 
behaviors is, to some extent, alleviated by sub-
stituting audience attitudes as the dependent 
variable. Attitudes were used in this way in 
Atkin's study of the effects of broadcast news 
programming on children.' 

It should be pointed out, however, that al-
though attitudes are frequently used as depen-
dent variables within the context of a 
particular study, from the broader standpoint 
of the questions concerning media effects on 
audience behaviors, attitudes are intervening 
variables. Researchers construct intervening 
variables to account for internal and unobserv-
able psychological processes that in turn ac-
count for overt (and observable) behavior. 
Thus, attitudes can be thought of as interven-
ing between the stimulus—exposure to the 
media—and the response — voting, career 
choosing, parent influencing, and so on. In 
other words, the researcher postulates that the 
media do not have a direct effect on behavior 
but rather affect audience members' attitudes, 
which, in turn, affect behavior. Thus, it is as-
sumed that someone who has a highly favor-
able attitude toward a particular political 
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candidate is more likely to vote for him or her 
than is a voter who has a less favorable atti-
tude. Is this assumption justified? The answer, 
as we shall see, is a qualified "yes." 

The Relationship between 
Attitudes and Behaviors: A Caveat 

Inasmuch as attitudes are predispositions to 
behave, it seems reasonable to assume that, 
when given the opportunity, people will behave 
toward attitude objects in ways that are consis-
tent with their attitudes. Someone who has a 
favorable attitude toward the Rolling Stones 
ought to say so, buy and play their records, at-
tend their concerts, and so on. 

Surprisingly, most empirical studies of the 
relationship between attitudes and behaviors 
have found that attitudes and action are, at 
best, only weakly related.' The most famous 
study examining the attitude-behavior rela-
tionship was conducted in the 1930s by Rich-
ard LaPiere.9 He was interested in the 
relationship between prejudice (negative atti-
tudes toward a particular group) and discrimi-
nation (negative behaviors directed toward the 
group). Hotel managers were asked in a mail 
questionnaire if they would allow a Chinese 
couple to stay in their establishment. Many 
said no. However, when the same managers 
were confronted later with an actual Chinese 
couple requesting lodging, they contradicted 
their earlier expressed attitude and allowed the 
couple to stay. 
Why are attitudes and behaviors so often 

poorly correlated? First, situational factors 
can exert powerful influences on overt behav-
iors. A particular situation might constrain an 
individual from engaging in a desired behavior 
or it might require a behavior that is contrary 
to the person's attitude. Someone who does 
not have the means (money or time) to attend a 
Rolling Stones concert probably will not at-
tend even though he or she has a favorable atti-
tude toward the group. 

Second, specific behaviors are seldom the 
result of a single attitude. Whether we attend 
the Stones concert might be influenced by our 

attitude toward the Stones, toward rock and 
roll concerts in general, toward waiting six 
hours in line for tickets, and toward all the al-
ternatives we might do with the time and 
money required to attend the concert. Obvi-
ously, some people who like the group very 
much are not going to be at the concert. And a 
few people who have unfavorable attitudes to-
ward the group are going to be in attendance, 
perhaps because of their favorable attitude to-
ward a member of the opposite sex who 
wanted to see the Stones. 

Does the apparently weak relationship be-
tween specific attitudes and behaviors limit the 
usefulness of the attitude concept to the broad-
cast researcher? Somewhat. Does the weak re-
lationship invalidate its usefulness? Definitely 
not. Most researchers believe that, other things 
being equal, people who have favorable atti-
tudes toward something will behave more fa-
vorably toward that something than will 
people who have less favorable or unfavorable 
attitudes toward it. The problem, of course, is 
that other things are seldom equal. The intent 
here is to alert the reader to the complexity 
of the attitude-behavior relationship. Even 
though there is seldom a simple one-to-one re-
lationship between attitudes and behaviors, at-
titudes will continue to be useful variables for 
scholars of the broadcast media. 

Measurement Reliability and Validity 

To have confidence in the result of empirical 
broadcast research, the researcher, as well as 
consumers of the research, must believe that 
the measures used were reliable and valid. This 
section discusses these important aspects of 
measurement. 

Reliability 

Reliability refers to the extent to which a mea-
sure yields data — numbers — that are consis-
tent, dependable, stable, and predictable. The 
word reliability is used by measurement ex-
perts in much the same way as it is used in other 
contexts. A reliable employee, for example, is 
one whose behavior is dependable and predict-
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able; he or she will perform on the job next 
week just as today. The unreliable employee is 
not so predictable. He or she may perform reli-
ably today but next week may not show up for 
work. 

To understand measurement reliability, 
think of a person's response to any attitude 
scale or question as having two separate com-
ponents. One component of the response is 
systematic: repeated applications of the test 
yield identical responses. This component can 
be considered as representing the true attitude 
of the respondent. The second component is 
random and does not reflect the respondent's 
attitude. Perhaps a question was worded am-
biguously or a respondent sneezed as she indi-
cated her response, causing her pencil to miss 
the intended mark. Whatever the reason, re-
sponses to all attitude measures are to some ex-
tent affected by this random component. This 
nonsystematic random fluctuation is measure-
ment unreliability. The more a response is a 
result of systematic factors, the more reliable is 
the measure. Conversely, the more the re-
sponse is a result of random factors, the less 
reliable the measure. 
A completely unreliable measure would not 

measure anything; it would provide random 
data. If an attitude measure were repeatedly 
given to respondents and each respondent's re-
sponses bore no relation to his or her earlier re-
sponses, the measure would be completely 
useless—it would not be measuring anything. 
Data from such a measure would be unin-
terpretable. To the extent that the responses 
were identical each time the measures were 
given — or to the extent that any changes in re-
spondents' answers were systematic — the mea-
sure would be reliable. It would be measuring 
something, even if it were not what the re-
searcher intended. 

All attitude-measuring instruments are im-
perfectly reliable. Several factors detract from 
reliability. First, unclear or ambiguous test in-
structions or specific questions can contribute 
to measurement unreliability. Ambiguous 
questions can be interpreted in more than one 
way; and since such alternative interpretations 
are frequently random, they increase unreli-

ability. Thus researchers attempt to write in-
structions and specific questions clearly and 
unambiguously. Most researchers pretest atti-
tude questionnaires on small groups of respon-
dents who are similar to the respondents to be 
used in the actual study. Poorly worded items 
can thus be identified and rewritten or elimi-
nated. 
A second way to increase reliability is to in-

crease the number of specific measures of the 
same attitude. As the number of questions in-
creases, any random component in a respon-
dent's answers to specific questions becomes 
less influential in determining the respondent's 
overall score. The random fluctuations on in-
dividual questions tend to cancel each other as 
the number of questions increases. Also note 
that as additional measures of the same atti-
tude are added, reliability increases in gener-
ally systematic and predictable degrees. 

Another factor that can increase measure-
ment reliability concerns the circumstances in 
which the measures are administered. Most re-
searchers have experienced the frustration of 
examining a questionnaire that appears to 
have been filled out completely at random. 
Properly motivated respondents are not likely 
to do this. Thus, researchers make every effort 
to motivate respondents to fill out question-
naires or to answer interviewer questions in a 
conscientious manner. For this, as well as for 
ethical reasons, respondents should feel free to 
decline to participate in the research. 1° Finally, 
measures should be administered under well-
controlled and standardized circumstances. 
Measurement reliability usually decreases as 
the number of different circumstances under 
which the measures are administered in-
creases. For example, if the instructions to re-
spondents about how to answer questions 
differed, even slightly, from administration to 
administration, then measurement reliability 
could be reduced. 
An effort is made in most media research to 

assess the reliability of the measures used. This 
assessment is frequently included in the re-
search report to give the reader additional in-
formation for interpreting and evaluating the 
research. This assessment frequently takes the 
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form of a reliability coefficient, denoted r„, 
which has a range of 1.0 (completely reliable) 
to 0 (completely unreliable)» 

Validity 

Validity concerns the general issue of whether a 
measuring instrument (such as a question-
naire) measures what its user thinks it mea-
sures. Although this is a common way to think 
about validity, it should be emphasized that 
there are several kinds of measurement valid-
ity, and any measure is valid, if at all, only in 
the context of a particular use to which it is 
put. 

The three major types of measurement va-
lidity are content validity, criterion-related va-
lidity, and construct validity. There also are 
corresponding procedures for estimating how 
valid a measure is. 

The content validity of an attitude measure 
addresses the issue of whether the specific mea-
sures used are relevant to, and representative 
of, the content of the object toward which atti-
tudes are being measured. A researcher might 
be interested in measuring attitudes toward the 
tax-exempt status of religions. It would be pos-
sible to construct hundreds of relevant state-
ments (called items) about this issue, and 
respondents could be asked to indicate the ex-
tent to which they agree or disagree with each 
statement. (These are Likert-type scales, de-
scribed below.) However, the researcher can-
not ask respondents to answer hundreds of 
items. He or she must select a sample from the 
list of possible statements for inclusion in the 
actual measure. To the extent that the items in-
cluded are representative of all possible rele-
vant items, the measure will have content 
validity. 

Whether a measure has content validity is, 
to some extent, a subjective judgment. The rel-
evance and representativeness of specific items 
should be independently judged by several ex-
perts in the content of the attitude object — per-
haps members of the clergy for the religion 
example. An item that states: "The Genesis 
version of the Bible should be taught in the 
public schools," probably would not be rele-

vant to the content of the church taxation is-
sue. The statement, "Church income and 
property should be taxed like that of any pri-
vate business," probably would be. 

The basic idea of criterion-related validity is 
that a measure is valid to the extent that it en-
ables the researcher to predict the respondent's 
score on other measures believed to measure 
the same thing, or to predict a particular be-
havior of interest. The concern is not really 
with what is being measured as long as the 
measure predicts relevant respondent behavior 
or responses on the second measure. For in-
stance, if the goal of a research project is the 
practical concern of estimating voter turnout, 
a measure yielding responses that allow the re-
searcher to do this accurately is valid, regard-
less of what it is measuring. The interest is 
more in the criterion itself (voter turnout) than 
in the relationship between what is being mea-
sured and the criterion. Thus, a measure la-
beled the attitude toward voting scale might 
include items about past voting behavior, cam-
paign interest, attention to campaign advertis-
ing, political party affiliation, and education 
level. Although this scale measures a variety of 
things, it would have criterion-related validity 
if responses could be combined or weighted in 
such a way that voting could be accurately pre-
dicted. Criterion-related validity is often more 
useful in applied research than in theoretical or 
pure research. 

Construct validity is a complex and contro-
versial subject. As Kerlinger writes, "It bores 
into the essence of science . . . it is concerned 
with the nature of reality and the nature of 
properties being measured. . ."" In short, 
construct validity is concerned with what is be-
ing measured. 

The most easily understood method for esti-
mating construct validity is the known-groups 
technique. If the definition of the attitude be-
ing measured leads the researcher to expect 
that two groups of potential respondents will 
differ in their attitudes toward the object, a 
valid measure of the attitude should yield pre-
dictably different scores for the two groups. 
Thus, a measure of attitudes toward the pro-
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gressive income tax might be validated by giv-
ing the test to two groups who are likely to 
differ on this issue—liberal Democrats and 
conservative Republicans—and showing that 
the liberal Democrats, as expected, score 
higher (indicate more favorable attitudes) than 
do conservative Republicans. 
A second approach to estimating construct 

validity involves showing that scores on an at-
titude measure behave in theoretically ex-
pected ways in relation to other variables. For 
example, a broadcast researcher may hypothe-
size that the degree of attention that audience 
members pay to television commercials is in-
fluenced by attitudes toward the product or 
service being advertised (favorable attitudes 
lead to attention). If the measure of attitudes 
toward the product is correlated with measures 
of attention, this would be evidence for both 
the validity of the attitude measure and the 
usefulness of the theory on which the hypothe-
sis is based. The researcher might also have 
theoretical reasons for expecting the attitude 
measure not to correlate with certain other var-
iables. Demonstrating that the two variables 
were unrelated would be further evidence of 
the construct validity of the attitude measure. 
In other words, if relationships between a mea-
sure and other variables that are predicted by 
the theory are found, but other relationships 
that are not predicted are not found, then the 
pattern of results is evidence for the construct 
validity of the measure. 
How are reliability and validity related? Re-

liability is a necessary but not sufficient condi-
tion for validity. That is, for a measure to be 
valid, it must be reliable; but a reliable measure 
is not necessarily valid. For example, if a re-
searcher were interested in assessing a group 
of respondents' attitudes toward President 
Ronald Reagan, and if he or she asked them 
how many children the President had, the re-
sulting answers would probably be reliable but 
invalid data. Answers would be likely to be 
consistent and dependable. Respondents who 
today indicate that Reagan has four children 
would be likely to respond in the same way 
next week, too. But this response, "four," 

would probably not reflect their attitude to-
ward Reagan. 

Levels of Measurement 

In measuring height, the notion that an object 
three feet tall is half as tall as something six feet 
tall is taken for granted. Similarly, it is clear 
that the difference between three feet and four 
feet is the same as the difference between six 
feet and seven feet. It is thus tempting to con-
clude that someone who has an attitude of "6" 
toward something is twice as favorable as 
someone who has an attitude of "3," and that 
the difference between an attitude of "3" and 
one of "4" is the same as the difference between 
an attitude of "6" and one of "7." Depending 
on the level at which we measure an attitude, 
these conclusions may or may not be war-
ranted. 

The four levels of measurement are nomi-
nal, ordinal, interval, and ratio. Nominal mea-
surement involves assigning numbers to 
categories that have qualitative rather than 
quantitative differences. In effect, the number 
is used to name the category. If one basketball 
player wears a number 32 on his or her back, 
and another wears number 16, there is no im-
plication that 32 has more of something than 
16, let alone that he or she has twice as much of 
it. The numbers only differentiate and name 
the two players. 

Variables of interest to the broadcast re-
searcher that would typically be measured at 
the nominal level include sex, race, geographic 
region, political party affiliation, and medium 
of exposure (radio, TV, magazines, etc.). The 
advantage of calling something "1" and "2" in-
stead of male and female is that variables so 
labeled can then be analyzed, related, com-
pared, and so on, with the use of special statis-
tics for nominal scores. 

Attitudes are usually measured at least at 
the next level of measurement complexity, the 
ordinal level. This level involves indicating the 
order of magnitude of measurements. The ba-
sic relationship expressed by ordinal data is 
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that of "greater than" or "less than." For in-
stance, a respondent asked to rank order the 
sources of news information toward which he 
or she was most favorable, might say, "televi-
sion first, newspapers second, radio third, 
other people fourth, and magazines fifth." The 
researcher might assign a "1" to television, a 
"2" to newspapers, and so on. This procedure 
is ordinal measurement, because nothing is im-
plied about the size of the difference in the fa-
vorableness of the respondents toward sources 
that are adjacent along the scale. The differ-
ence between the respondent's attitudes to-
ward television and newspapers might be large 
or small, and it might or might not be the same 
as the difference between the respondent's atti-
tudes toward other people and magazines. 
Further, nothing is implied about the absolute 
magnitude of the respondent's attitudes to-
ward the five news sources. He or she could be 
highly favorable or not at all favorable toward 
all five. 

Interval measurement meets the same crite-
ria as ordinal measurement. In addition, the 
distance between adjacent scores are of equal 
intervals. The difference between two respon-
dents whose attitudes are "8" and "10" toward 
some attitude-object is the same as the differ-
ence between two other respondents whose at-
titudes toward the same object are "3" and "5." 
Although the issue is somewhat controversial, 
the numbers derived from most attitude scales 
are treated as interval data.'4 This measure-
ment allows the researcher to use more power-
ful statistics, which increase the chance of 
finding relationships between attitudes and 
other variables of interest. Is 

The fourth level of measurement complex-
ity, ratio measurement, meets all criteria of in-
terval measurement and also has a meaningful 
absolute zero point. Broadcast researchers use 
such ratio measures as number of hours of tele-
vision viewing. This is ratio measurement be-
cause it is conceivable for someone to watch 
zero hours of television during some specified 
time period. There is some question, however, 
whether attitudes should be measured with ra-
tio measures. 16 

Attitude Measurement Scales 

The most common way attitudes are measured 
in broadcast research is with scales. Scales can 
be used on questionnaires that respondents fill 
out themselves, in face-to-face interviews, or, 
with slightly more difficulty, in telephone in-
terviews. ° 

Many of the scales described here must be 
constructed according to elaborate procedures 
and pretested before being put to the substan-
tive use for which they are being created. When 
constructing attitude scales, the respondent 
group and the circumstances under which the 
scales are pretested should be as similar as pos-
sible to the eventual respondents and circum-
stances that will be part of the actual research. 
If, for example, the respondents who par-
ticipate in the actual study are to have their an-
onymity protected, then respondents who par-
ticipate in the measure-construction phase of 
the research should also be assured that their 
responses will be kept anonymous. 

All scales described, if constructed and used 
properly, can be reliable and valid measures of 
attitudes. 

Semantic Differential 

The semantic differential (SD) scale is a gen-
eral technique for measuring the meaning that 
an object has for an individual. Using the tech-
nique involves placing the name of the object 
at the top of a series of seven-point scales that 
are anchored by bipolar adjectives. The re-
spondent is asked to rate the object by placing 
a check somewhere along each scale. For ex-
ample, the following scales might be used to 
measure attitudes toward Ronald Reagan. 

Ronald Reagan 

good: • bad 
unfair : • fair 

The semantic differential, developed by Os-
good and his associates, has been widely used 
as an attitude measure. 18 Using a statistical 
procedure called factor analysis, the Osgood 
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group found that three general factors or di-
mensions of meaning—activity, potency, eval-
uation —seem to be measured by the semantic 
differential. The evaluative factor is generally 
assumed to measure attitudes. The bipolar ad-
jectives that typically anchor the evaluative 
scales include: pleasant-unpleasant; valuable-
worthless; honest-dishonest; nice-awful; 
clean-dirty; fair-unfair; and good-bad. Most 
measurement experts suggest, however, that a 
unique and appropriate set of anchoring adjec-
tives be developed for each new attitude object 
and respondent group:9 

The scales are scored by assigning a "1" if a 
respondent's mark is placed in the space next to 
the negative side of the scale, a "2" if the mark 
is in the next space over, and so on, up to "7," if 
the mark were next to the positive side of the 
scale. Typically, scores from several scales are 
added together to determine a composite score 
for each respondent. 

Thurstone Scales 

This approach is named for its main inventor, 
Louis Leon Thurstone. 2° Scales created 
through this technique are also called equal ap-
pearing interval scales. Constructing these 
scales involves five steps. (1) Writing at least 
100 statements about the attitude object. The 
statements should be a representative sample 
of all possible meaningful statements about 
the object —some should be very favorable, 
some very unfavorable, some moderately fa-
vorable, and so on. (2) These statements (items) 
are sorted by a number of judges (usually at 
least thirty) into eleven categories that appear 
to the judges to be equal distances apart. (3) 
The categories are assigned numbers from 
"1"— very unfavorable—to "11"— very favor-
able. For each statement, a value is calculated 
that is either the mean or median of the cate-
gory positions in which the item was placed. (4) 
A measure of the degree of agreement between 
judges about the correct category to which to 
assign each statement is calculated for each 
item. (5) A small number of items (usually be-
tween twenty and thirty) are selected for use on 
the final scale. Items are selected that represent 

all points on the eleven-point continuum and 
for which there was high judge agreement. 

The respondent in the actual research is in-
structed to select each item with which he or 
she agrees. His or her score is either the mean 
or median of the scale values for the items with 
which he or she agrees. If the scale has been 
properly constructed, then each respondent 
should agree with only a few items that should 
have values that are similar and reflect his or 
her "true" position on the attitude continuum. 
The following are examples of Thurstone 
items designed to measure attitudes toward 
any school subject. 21 The scale values for each 
item would not appear on an actual question-
naire. 

Scale Values 

10.2 

8.5 
5.5 

2.6 

1.6 

I would rather study this subject 
than eat. 

This subject is a good subject. 
I haven't any definite like or 

dislike for this subject. 
This subject reminds me of 

Shakespeare's play —"Much 
Ado About Nothing." 

This subject is a waste of time. 

Likert-type Scales 

Likert-type scales are also named for the prin-
cipal developer of the technique through which 
they are created, Rensis Liken!' They are also 
called summated rating scales. Likert items are 
widely used to measure attitudes, in part be-
cause they are considerably easier to create 
than are Thurstone items. 

Creating Likert-type scales involves these 
steps: (1) A large number of statements about 
the attitude object are generated that represent 
all points (favorable to unfavorable) along the 
attitude continuum. (2) Respondents are asked 
to indicate along a five- (or sometimes seven-) 
point scale the degree to which they agree or 
disagree with each statement. For favorable 
statements about the attitude object, a 
"strongly disagree" response is scored "1," 
"disagree" is scored "2," "neither agree nor dis-
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agree" is scored "3," "agree" is "4," and 
"strongly agree" is "5." The scoring process is 
reversed for negative statements. Each respon-
dent's answers to the specific items are 
summed to produce his or her total score. (3) A 
variety of techniques can be used to select the 
smaller number of items (usually around 
twenty) that are used on the completed mea-
sure. All techniques involve selecting items to 
which an individual's responses tend to agree 
with his or her total score for all the items. In 
other words, if a respondent is favorable to-
ward the attitude object as indicated by his or 
her overall score, a good item is one that also 
has yielded a favorable response from this sub-
ject. If a subject is negative toward the object, 
the response to the specific item should be 
equally negative. 

Examples of Likert-type items designed to 
measure attitudes toward feminism appear in 
Figure 4-1. 23 

Guttman Scaling 

Guttman scaling, named for its principal de-
veloper, Louis Guttman, 24 is sometimes called 
scalogram analysis or cumulative scaling. The 
basis of Guttman scaling is the notion that 
items can be arranged on a continuum such 
that a respondent who agrees with a particular 
item will also agree with all items expressing fa-
vorable (or unfavorable), but less extreme, po-

sitions toward the attitude object. Thus, 
statements have to be written so that accep-
tance of a very favorable item does not pre-
clude acceptance of less favorable items. To 
meet this criterion, all items on a Guttman 
scale must either be positive or negative toward 
the attitude object, differing only in magni-
tude of favorableness or unfavorableness. The 
technique through which items are analyzed 
and selected for a Guttman scale is sometimes 
called the Cornell procedure. 25 

Respondents are scored according to the 
number of statements with which they indicate 
agreement. Someone who agrees with most or 
all the statements, including those of high 
magnitude, receives a high score. Someone 
who agrees with only a few (or no) statements, 
necessarily those that are of low magnitude, re-
ceives a low score. 26 

The following is an example of a Guttman 
scale designed to measure attitudes toward flu-
oridation: 27 

Least favorable: 
A. It is all right for people to drink 

fluoridated water if they wish to. 
B. If people want fluorine in their 

water but can't afford it, it is all 
right for the city to pay for it. 

C. The city should publicize the 

Figure 4-1 Examples of Likert-style Items 

Women should be given equal opportunities with men for vocational and professional training. 

strongly 
disagree 

disagree neither 
agree nor 
disagree 

agree strongly 
agree 

Note: The same scales would follow each item. 
There is no particular reason that a woman standing in a crowded bus should expect a man to 

offer a seat. 
It is naturally proper for parents to keep a daughter, on the average, under closer control than a 

son. 
Women should accept the intellectual limitations of their sex. 
The general belief that women are by nature too high-strung to hold certain jobs is no more true 

than many of our superstitions. 
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availability of free fluorine for 
those who want it. 

D. The city should add fluorine to the 
water so that all people get it auto-
matically. 

Most favorable: 
E. The city government should 

require that all citizens drink some 
fluoridated water every day. 

Multidimensional Scaling 

Multidimensional scaling (MDS) is a class of 
techniques that use information about how 
similar or how different objects are, or are per-
ceived to be, in order to place them into special 
relationships with one another!' MDS is based 
on the work of Torgerson and Gulliksen. 29 
When MDS is used to measure attitudes, re-

spondents are given a list of attitude objects 
and asked to make judgments about the per-
ceived dissimilarity between each object. They 
are provided with an arbitrary psychological 
yardstick to apply in making their judgments 
of the distances between the objects. The yard-
stick is in the form: If object X and object Y 
are U units apart, then how far apart are object 
A and object B? In order to compare each atti-
tude-object with every other object, the re-
spondent is required to make n(n — 1)/2 
separate judgments, where n is the number of 
attitude objects. Thus, if there were five atti-
tude objects on the list, ten judgments would 
be required [5(5 — 1)/2 = 101—ten objects 
would require forty-five judgments. 

To use MDS meaningfully in measuring atti-
tudes, the researcher must know respondents 
to be favorable toward at least one attitude ob-
ject on the list. 

Media researchers Barnett, Serota, and Tay-
lor used MDS to examine attitude change dur-
ing a 1974 congressional election.n Random 
samples of voters were given an MDS ques-
tionnaire that included the following psycho-
logical yardstick: If John E Kennedy and 
Dwight D. Eisenhower are 10 political inches 
apart, how far apart are: 

Crime Prevention and the Republican 
Party  

Crime Prevention and Inflation   
Inflation and the Republican Party _ 

The complete list of attitude objects used by 
the researchers included: (1) crime prevention; 
(2) integrity and honesty in government; (3) the 
Republican Party; (4) inflation; (5) the Demo-
cratic Party; (6) Democratic candidate; (7) 
campaign reform; (8) busing; (9) ME; (10) Re-
publican candidate. 
ME was assumed to be the object toward 

which the respondents would be highly favor-
able, although the authors point out that other 
concepts such as "my vote" or "the ideal candi-
date" may have been superior. The larger the 
number of "political inches" the respondents 
perceived between themselves (ME) and a par-
ticular object, the more negative they were as-
sumed to be toward the object. 

The MDS questionnaire was administered 
to random samples of voters at three times dur-
ing the campaign. Based on the spatial config-
urations of the relationships between the 
objects found at the first administration, the 
researchers were able to advise one candidate 
about what advertising messages would be 
most likely to move him in the voters' collective 
abstract spatial configuration toward issues 
the voters favored and toward "ME," the vot-
ers themselves. 

Figure 4-2 displays a three-dimensional ar-
rangement or "plot" of the relationships be-
tween the ten attitude objects at the time of the 
first administration of the questionnaire. The 
numbers of the figure correspond to the num-
bers of the attitude objects listed above. This 
arrangement is designed so that the distance 
between any two objects approximates the av-
erage distance between the objects indicated by 
the group of respondents on the MDS ques-
tionnaire. 

The MDS procedure was also shown to be a 
better predictor of the election results than was 
a companion question, "If the election were 
held today, whom would you vote for?" tradi-
tionally used in political opinion polling. 
MDS is a relatively new procedure and has 

not been widely used as an attitude measure in 
broadcast research. Nonetheless, it has been 
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Figure 4-2 A geometric approximation of the 
distances between each attitude object at the 
first administration of an MDS questionnaire 
before a 1974 Michigan congressional election. 
(Barnett, Serota and Taylor, "Campaign Com-
munication and Attitude Change, Human 
Communication Research Volume 2 [1976]: p. 
233. Reprinted by permission of International 
Communication Association.) 

demonstrated to be a viable measurement tech-
nique that in some research applications can be 
superior to more traditional scaling.3' Its use 
will likely increase in the future. 

Hybrid Scales 

The scales presented thus far have generally 
been described in their pure form. Research-
ers, however, frequently use modifications of 

the various scale construction techniques or 
combine features of several measures. This 
section presents a small and nonrandom sam-
pling of these hybrid scales. 
A study by Atkin and Block that examined 

the impact of alcohol advertising on audience 
attitudes toward alcohol used three different 
types of scales. 33 First, attitudes toward the 
persons appearing in the ads were measured as 
in Figure 4-3. 

Next, respondents were asked about their 
attitudes toward particular brands of beer, as 
in Figure 4-4. 

Finally, respondents were asked about their 
attitudes toward a brand of bourbon, as in Fig-
ure 4-5. 
The Roper Polling Organization used the 

following modification of a Thurstone-type 
measure to assess the public's view on one as-
pect of the energy crisis: 33 

Here is a list of statements about the gasoline 
shortage (respondent given card). Which one 
of those statements comes closest to express-
ing your opinion? 

A. There is a very real shortage, and the 
problem will get worse during the next 5 to 10 
years. 
B. There is a real oil shortage, but it will be 
solved in the next year or two. 
C. There was a short-term problem, but it 
has been largely solved and there is no real 
problem any longer. 
D. There never was any real oil shortage— it 
was contrived for economic and political rea-
sons. 

Polling organizations frequently measure 
attitudes with questions that have dichoto-

Figure 4-3 Attitudes toward ad spokespersons as measured by Atkin 
and Block. 

Rate the people (or person) in 
view. 

Not 
Trust worthy 0 1 

Not 
Competent 0 1 

each ad by circling the number that most accurately reflects your 

Most 
2 3 4 5 6 7 8 9 10 Trustworthy 

Very 
2 3 4 5 6 7 8 9 10 Competent 
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For each of the following beers, draw a circle that shows whether your attitude is positive or nega-
tive. 

Budweiser 
Miller 
etc. 

Very 
Negative Negative 

- 
- 

Neutral 
o 
o 

Figure 4-4 Attitude toward brands of beer from Atkin and Block. 

mous response options. NBC News asked the 
following question of a national sample of 
adults: 34 

The new treaty between the United States and 
Panama calls for the United States to turn 
over ownership of the canal to Panama at the 
end of this century. However, this treaty has 
to be approved by the Senate. Do you favor 
or oppose approval of this treaty by the Sen-
ate? 

The technique of asking the respondent a 
direct question about his or her attitude and 
providing scaled response categories is com-
mon. Hocking used this procedure to measure 
attitudes toward a particular rock and roll 
band (not the Rolling Stones) and toward rock 
music in general" (see Figure 4-6). 

Other Attitude Measures 

Open-ended Questions 

Open-ended questions differ from closed ques-
tions in that the respondent is not given a set of 
categories from which to select a response. Ex-
amples are, "How do you like the way the Su-
preme Court of the United States is doing its 

Positive 
+ 
+ 

Very 
Positive 
+ + 
+ + 

job these days?" and "How do you feel about 
the Soviet invasion of Afghanistan?" 

Depending on the nature of the research 
project, open-ended questions can be useful as 
attitude measures. They may enable the re-
searcher to discover respondent attitudes that 
may not have been anticipated when the mea-
surement instrument was designed. They offer 
the potential for the researcher to gain a richer 
insight into the nuances of feeling that sample 
members may hold toward the object in ques-
tion. The use of open-ended questions can also 
be an effective means of increasing rapport 
with the respondent by allowing him or her to 
express his or her views in more detail. For this 
reason, it is generally a good idea to include a 
few open-ended questions on attitude measur-
ing instruments. Many respondents find long 
lists of closed-ended scale items boring or frus-
trating to fill out. 

Open-ended questions also have certain dis-
advantages and thus should be used judi-
ciously. They are time consuming—both to 
gather initially and to interpret later. Some re-
spondents ramble and give answers that are 
long and/or irrelevant. It is often difficult reli-
ably to code (assign numbers) to responses. 
Also, data derived from open-ended questions 
frequently do not meet all the interval mea-

Figure 4-5 Attitude toward one brand of bourbon as measured by 
Atkin and Block. 

Do you think Wild Turkey is a good brand or a bad brand of bourbon? Give it a rating score 
between 0 and 10 —10 is the highest possible score. 
Bad Brand 0 1 2 3 4 5 6 7 8 9 10 Good Brand 
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How would you evaluate the overall quality of this band? 
Extremely Extremely 
Bad : : Good 

In general, how much do you like rock and roll music? 
Dislike Like 
a Lot : : :  : : : : : : : :  : a Lot 

Figure 4-6 
Hocking. 

Attitude toward a rock and roll band as measured by 

surement assumptions and thus should be 
treated with less powerful statistics (see end-
note 15). 

Unobtrusive Measures 

All paper-and-pencil measures of attitudes, 
whether self-administered or administered 
face-to-face or in phone interviews, to some 
extent obtrude on the respondent. The respon-
dent is aware that his or her attitudes are being 
measured. This awareness has the potential to 
affect responses, especially when the attitude 
object is one for which some responses are per-
ceived to be more socially desirable than 
others. For example, broadcast researchers 
have found that television audiences indicate 
verbally that they have very favorable attitudes 
toward educational television. These reports, 
however, are apparently influenced by respon-
dents' beliefs about the social desirability of 
their answers, since other measures of the same 
attitudes (such as ratings) are not consistent 
with these verbal reports. 

In their book on unobtrusive measures, 
Webb and his associates argue that this, as well 
as other potential shortcomings of using 
"reactive" measures (questionnaires and inter-
views), can be minimized by using measure-
ment techniques that do not require 
respondent awareness of the fact they are be-
ing measured." A further theme of their book 
is that a shortcoming of much social research is 
the reliance on single measures. They point out 
that all measures are imperfect. "If a proposi-
tion can survive the onslaught of a series of im-
perfect measures, with all their irrelevant 
error, confidence should be placed in it."n 
They argue that unobtrusive measures can be 
important supplements to interviews and ques-

tionnaires. They describe three broad catego-
ries of such measures: physical traces, 
archives, and observations. 

Physical traces include erosion, in which the 
degree of selective wear on some material 
yields the measure; and accretion, in which the 
measure is some deposit of materials. Ex-
amples: A measure of the popularity of ex-
hibits in Chicago's Museum of Science and 
Industry was derived by finding that the floor 
tiles around the hatching-chick exhibit were re-
placed every six months. Tiles at other exhibits 
lasted years before replacement was required. 
One researcher measured the readership level 
of advertisements by counting the number of 
different fingerprints on the pages. 

Archives include the ongoing, continuing 
records of a society, and episodic and private 
records. Examples: Library records were used 
to examine one effect of introducing television 
into a community. Withdrawals of fiction titles 
dropped, but nonfiction titles did not. One re-
searcher attempted to measure air passenger 
anxiety by examining records on the sale of al-
coholic drinks in airports after major air 
crashes. 

Observations involve simply watching be-
havior and inferring that the person observed 
has an attitude consistent with the behavior. 
For instance, racial attitudes in two colleges 
were compared by observing the grouping of 
blacks and whites in classrooms. The degree of 
fear created by ghost stories was measured by 
observing the shrinking diameter of a circle of 
children. 

Perhaps the most widely known unobtru-
sive measure in broadcasting research is Ban-
dura's use of the Bobo doll in investigating the 
impact of violence in the broadcast media." 
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The independent variable in a series of studies 
was exposure to broadcast materials that either 
did or did not depict violent acts. The depen-
dent variable was the number of times that the 
child viewers struck a Bobo doll placed nearby. 
Bandura demonstrated, at least within the lim-
ited context of his procedures, that media vio-
lence can contribute to viewer violence. 

Obviously, the researcher is limited in using 
observations as attitude measures by the prag-
matic necessity of using behaviors that can be 
elicited from research participants. This is the 
reason for the reliance on paper-and-pencil 
measures and on interviews in the overwhelm-
ing number of broadcasting studies using the 
attitude concept. 

Summary 

This essay introduced attitude measurement. 
Attitudes were defined, and their use in broad-
casting research as independent, mediating, 
and dependent variables was explained. The 
concepts of measurement reliability and valid-
ity were discussed, as were the four levels of 
measurement complexity: nominal, ordinal, 
interval, and ratio. Commonly used measure-
ment techniques were described, including se-
mantic differential scales, Thurstone scales, 
Likert scales, Guttman scales, multidimen-
sional scaling, hybrid scales, open-ended ques- 11. 
tions, and unobtrusive measures. 
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5 
Ethnographic 
Studies of 
Broadcast Media 
Audiences 

James Lull 

Despite the fact that most media consumption 
occurs at home, little social research on broad-
casting has been conducted there. The family 
home is an intimate location. Particularly in 
this country, where emphasis is placed on pri-
vacy, the idea of invading the home to do social 
research does not appeal to most researchers. 
To date, naturalistic studies of families have 
been rare. Naturalistic studies of broadcast au-
diences conducted in homes are even less com-
mon. 

There are some exceptions. An observa-
tional study of seventeen "normal" and dis-
turbed families was undertaken by two Boston 
psychiatrists and their associates.' Henry 
wrote about five psychiatrically disturbed 
families after living with each for one week.' 
Lewis lived with Mexican and Puerto Rican 
families, observed their activities in relation to 
their histories, interviewed them, and recon-
structed their realities in his written accounts.' 

The famous videotaped ethnography of the 
William Loud family was aired on public tele-
vision. More recently, Wilkes documented the 
lives of Six American Families for public tele-
vision. He also wrote a short book about these 
families and the method he used.4 Lull devel-
oped a typology of the social uses of television 
by living with families and documenting their 
communication habits.' Reid provided a sym-
bolic interactionist interpretation of children's 
time spent watching television commercials us-
ing observations collected in homes.6 Other 
researchers have also begun to collect ethno-
graphic data on media audiences.' Naturalistic 
studies of audience behavior probably will be 
undertaken more frequently in the future. 

This essay provides specific methodological 
suggestions for researchers who intend to con-
duct observational studies of broadcast audi-
ences. Data also are presented regarding the 
effect of the observer on the family unit, with 
special attention to potential disturbances of 
family television viewing. 

Methodological Issues 

The ethnographer of family audience behav-
ior must be concerned with: (1) sampling, (2) 
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observational techniques, (3) stages of data 
collection, and (4) organizing and presenting 
data. This discussion focuses on lessons 
learned from research conducted during the 
past several years in Wisconsin and California, 
where observations and interviews of more 
than 300 families have been made for periods 
of three to seven days each. 

Sampling 
Depending on the number of families re-
quired, the sampling can be very time consum-
ing and frustrating. Nonetheless, as many as 
90 observers have been placed simultaneously 
in families previously unknown to them.' 
Through trial and error, an effective means has 
been found for locating families who will per-
mit extended observations in their homes. 

Random phone calls or neighborhood sur-
veys conducted to contact families initially 
have not worked well. Even the most conserva-
tively dressed representative with the most ap-
parently benign intent has been unable to 
convince subjects to open their doors for ob-
servation. Contact through some agency of 
importance to the family is usually necessary 
to gain access. These agencies include religious 
and educational institutions, places of work, 
community service groups, and clubs. If the 
agency is of great importance to the family (as 
in the case of religious or vocational institu-
tions), then families in the sample are likely to 
be homogeneous. 

Civic groups and clubs represent a wider 
range of family types. Even though there may 
be less emotional commitment to these organi-
zations when compared with religious or voca-
tional groups, most families still honor a basic 
commitment to community groups and respect 
the desires of their leaders, thereby increasing 
the likelihood that they will agree to partici-
pate. Groups such as girls clubs, boys clubs, 
Parent Teacher Associations, and community 
nursery schools have been especially coopera-
tive. Some family research requires that chil-
dren of a particular age be present in the home, 
and these agencies can be helpful. 
A successful approach to gaining groups' 

cooperation has been first to call their adminis-

trators, explaining the essential nature of the 
research program and requesting to address 
the next board meeting. At the board meeting, 
the general nature of the research project is ex-
plained, and the cooperation of the group is re-
quested. The researcher's affiliation with a 
local university and the noncommercial nature 
of the investigation are persuasive factors. The 
researcher describes an interest in studying 
"communication in families" or "family life" 
(never mentioning mass communication or 
television viewing). 

The executive group is asked to endorse the 
research project and to provide access to tele-
phone lists of their members or to allow a per-
sonal appeal for volunteer subjects at the next 
meeting of the general membership. Telephone 
calls, in which the research project is identified 
as being conducted cooperatively with the 
group, have been more productive of willing 
families than have been speeches to the general 
membership of these community groups. Both 
approaches have been effective, however. De-
pending on the project and the group, 25 to 35 
percent of the families contacted initially have 
been willing to participate. 

From families that agree to serve as sub-
jects, an additional 10 to 20 percent will not 
provide usable data for various reasons. Over-
sampling is necessary for studies that involve 
many observers and families. No effort has yet 
been made to determine whether the kinds of 
families who self-select into samples for ethno-
graphic studies are different from those who 
do not cooperate. Sampling procedures have 
generated an assortment of family types. 
Whether this assortment is representative of 
American families overall is a methodological 
consideration that has not been investigated. 

Families have not been paid when students 
do the observing and when the length of time 
involved is short. When inconvenience to the 
family is great, as in week-long stays, families 
have been paid a small amount of money and 
asked to provide food. Arrangements have 
sometimes been made, particularly with farm 
families, for the observers to perform certain 
work tasks in order to compensate for the in-
convenience they may cause.9 Observers have 
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not always slept at subjects' homes. Little data 
seem to be lost if the researcher leaves at bed-
time and returns the next morning. 

Observational Techniques 

The particular theoretical and conceptual con-
cerns that motivate a research project deter-
mine what qualifies as observational evidence 
and what the manner for documentation of 
family data should be. Naturalistic studies in 
communication, such as those that analyze 
conversational form, may require precise doc-
umentation of verbal interaction. Audio- and 
videotape recorders have sometimes been used 
to document conversations, but this technique 
has rarely been used in home settings. 

The use of electronic recording equipment 
to study family television viewing has been 
tried at least once but with limited success. In a 
study by Bechtel and his associates, television 
cameras were placed on top of the television 
sets of a small sample of families in order to 
document their behaviors while viewing. 1° Mi-
crophones were placed around the room in or-
der to record conversations and personal 
reactions to the shows. The scope of this re-
search project was limited only to the charac-
teristics of eye contact, physical movement, 
and talk patterns while viewing. These are in-
teresting considerations, but the ethnographer 
usually wants to learn more about the environ-
ment in which these behaviors are taking place. 

It is technically possible to pin small cord-
less microphones on each family member while 
a slow speed, multitrack audiotape recorder 
documents everything said during the observa-
tional period (one track on the recording unit 
assigned to each person). The difficulties with 
this approach are that the equipment is expen-
sive and the researcher has no record of where 
the taped comments were made. This latter 
problem can be overcome by continual note-
taking by the observer. In spite of the prob-
lems, such a technical device may prove to be 
suited to studying family life. 

Currently, the most effective method for 
documenting the activities of family life is still 
written notes made by the observer. Note-tak-
ing in the presence of families is an awkward 

task that must be done in a way that attracts 
minimum attention. Student observers may 
have an advantage since they can take notes in 
the guise of homework chores. This technique 
has often worked well in the study of media au-
dience behavior, since many families spend 
their evenings in front of the television set. The 
student observer, also seated in the viewing 
area but surrounded by homework, can easily 
take notes on interpersonal interaction that ac-
companies viewing. It is helpful to document 
conversations as they unfold, a goal facilitated 
by taking notes in this fashion. 

The natural breaks occurring during obser-
vational studies give the researcher time to take 
detailed notes about what transpired during 
the preceding minutes or hours. Reconstruc-
tion of the scene is more accurately accom-
plished when opportunities are created to take 
notes during the actual observational period. 
Additional notes can be made at bedtime. At 
first, many families are sensitive to observer 
note-taking, and it is sometimes difficult to be 
unobtrusive during early stages of the re-
search. Note-taking becomes less troublesome 
during later stages of data collection. 

Stages of Data Collection 

An ethnographer studying family life at home 
must first decide the length of the observa-
tional period for each family. The time unit 
must be sufficiently long to understand the 
family and to insure that the behaviors ob-
served are not staged for the researcher's bene-
fit, thereby obscuring valid identification of 
concepts and relationships. On the other hand, 
observation should cease when the important 
characteristics of social structure and process 
have been identified and documented. Seven 
days is often an excellent, time for reasons that 
will be discussed later. At least three days per 
family seems to be the minimum. 

It is necessary to establish rapport with fam-
ily members sufficient to insure the gathering 
of valid self-reports and accounts by subjects 
of the perceived attitudes and behaviors of 
others. The privacy of the home and the small 
number of subjects involved in family research 
may make the observer's presence more con-
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spicuous than in other settings. Nonetheless, 
the observer who is accepted into the family 
system can provide "camera-like views of the 
movements, conversations and interactions" in 
a way no other social research method can 
rival. 11 
When researchers live in the homes of fami-

lies, "stages of familiarity" or "stages of trust" 
develop. These stages vary from observer to 
observer and from family to family, but some 
basic techniques can help standardize the se-
quence of events and the time they require. 

The process typically develops in three 
stages. In the first stage, spanning roughly the 
first two days of observation, family histories, 
biographical sketches, and descriptions of the 
physical environment are the primary elements 
recorded. Time can be spent effectively noting 
everyday objects, such as home furnishings, 
clothing, ornaments, tools, domestic appli-
ances (particularly the location of television 
and radio receivers), and other machinery» 
This is a natural and convenient development 
since the researcher immediately encounters 
the physical aspects of the environment when 
the observational period begins. It is perhaps 
best to document these items right away any-
way, since their appearance may be more strik-
ing at first than later, when the researcher has 
become accustomed to the surroundings. 

Families often begin to reveal much of their 
past and present during the first day or two of 
observation. This revelation of personal infor-
mation is often produced with little or no stim-
ulation and makes the situation more relaxed. 
The researcher may feel more comfortable by 
saying something personal at this time, al-
though specific references to the objectives of 
the research program should not be made. 

Interaction sequences, family routines, 
communication habits, particular media uses, 
and more detailed personal information be-
come accessible to the researcher during the 
second stage of the research. Using a seven-day 
model for the period of observation, the sec-
ond stage typically begins late in the second 
day or during the third day. The researcher be-
gins to feel that the interpersonal dramas un-
folding are normal. 

During this second stage, the observer must 
create and sustain rapport with family mem-
bers while maintaining the disinterested eye 
and ear of the objective observer-reporter. He 
or she must also understand each family mem-
ber's acts from the actor's perspective while re-
taining an objective attitude toward the "actor 
and the action scene." 13 The close quarters of 
family studies can make the adjustment of the 
observer to the subjects, and their adjustment 
to him or her, difficult. The observer must en-
gage in enough conversation and physical ac-
tivity to appear and feel normally situated in 
the place of study, yet he or she must not lead 
conversation or direct behavior. Families can 
be asked directly not to alter their routines to 
accommodate the observer. Families must be 
confident that they are not being judged or 
evaluated by comparison to an external behav-
ioral norm. 

In research conducted in Wisconsin and 
California, observers participated in family 
routines for the duration of the observation 
periods. They ate with families, performed 
household chores, played with the children, 
and engaged in group entertainment, particu-
larly television watching. A successful method 
for achieving rapport with family members 
during the second stage was for the observer to 
participate in activities that were important to 
each individual. For instance, ethnographers 
of dairy farm families should be prepared to 
help milk the cows, do the barnyard chores, as-
sist in housework, and play with the young 
children. These behaviors help the observer be-
come accepted by each member of the group. 
Such gestures should not be sustained to the 
point where they begin to interfere with the 
natural manner in which the activities are con-
ducted. These moments of sharing labor have 
also proven useful for gathering additional in-
formation by means of informal questioning. 

Validity and reliability checks on specific 
observations, concepts, behavioral rules, or 
theory are usually the last data-gathering re-
sponsibilities in family research. This third 
stage occurs after the last day of observation 
has been completed. Independent interviews 
are conducted with each family member. These 
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question-and-answer sessions should be re-
corded on audiotape. They are unlike others 
that take place in social research since by this 
time an unusual degree of rapport has been es-
tablished between the observer and family 
members. This atmosphere contributes to re-
laxed, productive, and revealing interview ses-
sions. During these sessions, family members 
are typically willing to comment at length 
about their feelings regarding the issues raised 
by the observer and to report their beliefs and 
opinions about other family members. 

Organization and Presentation of Data 

Three or four forms of raw data typically exist 
at the conclusion of the research period. Writ-
ten materials include the notes taken by the ob-
server during the time spent with individual 
families. The observer also has written a sum-
mary at the end of each observation day. An-
other form of written material sometimes used 
is a standardized interview schedule, adminis-
tered to each family member during the final 
stage of data collection. Audiotape recordings 
are made by interviewing each family member 
at the conclusion of the observational period. 
Written transcripts are then made from the 
tape recordings. With these materials at hand, 
the ethnographer organizes and writes a re-
port. 

Written reports conform to one of three ba-
sic plans. First, if the ethnographer has studied 
family life with specific a priori research hy-
potheses in mind, the most effective way to re-
port the findings is to organize the evidence 
around these hypotheses. In exploratory, inter-
pretive, or phenomenological works, the re-
port can focus on individual family members 
or on communications phenomena distilled 
from the raw data. Third, a combination of 
these approaches may be appropriate. 

Some reports are book-length manuscripts. 
For instance, in one lengthy ethnography of 
family communication and mass media habits, 
each family was discussed in terms of its (1) 
family structure and communication patterns, 
(2) family media habits, (3) media habits of in-
dividual family members, and (4) particular 
communications phenomena (such as use of 

mass media to establish and demonstrate inter-
personal dominance, parasocial interaction 
with television and the maintenance of mar-
riage, television and exploration of interper-
sonal possibilities, natural viewing rights, 
regulation of program viewing, and successful 
role enactment), I4 
A simple but useful technique is to type all 

observational and interview notes that will be 
used in compiling the final ethnographic re-
port. After carefully reviewing the data for 
themes to be explored in the analysis, observa-
tions and interview comments are sorted by 
first cutting the typewritten pages into units of 
one observation each. Then the researcher re-
arranges the bits of data into topics with the 
proper internal consistency in each:5 Samples 
of conversation and descriptions of interaction 
patterns can be used to illustrate conceptual 
focal points. These data help the ethnographer 
of communication demonstrate the internal 
validity of areas to be developed theoretically. 
Finally, accurate and concise use of language 
facilitates ethnographic reporting, making the 
work credible and potentially useful to a wide 
range of readers. 

Observer Obtrusiveness: 
Some Recent Findings 

A common criticism of ethnography is that the 
presence of an observer in a naturalistic envi-
ronment must affect those who are observed, 
altering their behavior and thereby distorting 
the nature of the phenomena under study. The 
existence or magnitude of this problem has yet 
to be documented empirically; nonetheless, 
many researchers assume it to be true. Of 
course, every method of data collection in so-
cial research interferes in some way with the 
natural behavior of the individuals studied. In 
experimental or survey research, the investiga-
tor creates an unnatural event (the experiment 
with its artificial setting or the survey that so-
licits verbal re-creations of reality). In ethnog-
raphy, the investigator documents naturally 
occurring behavior but risks interference by 
being present. 
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Table 5-1 Was Your Behavior Affected by Observer's Presence? 

Yes olo 

Fathers (n = 68) 
Mothers (n = 82) 

Children (n= 179) 

N = 329 

14 
17 

48 
79 

20.6 

20.7 

26.8 

In a study of audience members' uses of 
television, 85 trained observers were sent for 
three days into the homes of families unknown 
to them:6 Observations of family communica-
tion, including media use, were made the first 
two days. On the third day, the observer asked 
a standard set of questions of each family 
member seven years of age or older. The inter-
view schedule included questions about pos-
sible effects of the observer's presence in the 
home. 

Fathers and mothers were equally likely to 
say that the observer's presence affected their 
behavior (Table 5-1), with one of five indi-
cating that they behaved differently. Children 
said they were only slightly more likely to be 
affected by the observer. 

Family members reported three major cate-
gories of altered behaviors (Table 5-2). Most 
family members who said their behavior was 
different indicated that they were nicer, more 
polite, or more formal than usual. This finding 
may, in part at least, be due to the short period 
of observation in this study. 

Family members more frequently believed 

that someone other than themselves was af-
fected by the presence of the observer (Table 5-
3). Generally, the person named as affected 
was one of the children. The child was usually 
said to be more animated or talkative, ploys 
apparently used to gain the observer's atten-
tion (Table 5-4). Respondents said the altered 
behaviors of other family members fell into 
three main categories: (1) animated-attention-
seeking-talkative, (2) nice-polite-formal, and 
(3) shy-nervous-quiet-inhibited. The reac-
tions reported about other family members 
were similar to the behaviors that emerged 
from the self-reports. 

Respondents strongly indicated that their 
television viewing was not altered because of 
the observer (Table 5-5). Parents and children 
both reported that, with few exceptions, their 
television habits did not differ with the ob-
server in the home. This is an encouraging 
finding for ethnographers of audience behav-
ior, since it indicates that even though some au-
dience members modify their behavior with 
the observer present, these changes apparently 
do not involve the disruption of routine pat-

Table 5-2 How Was Your Behavior Affected by the Observer's Presence? 

f 070 
No difference 
Nice-polite-formal 
Animated-attention-seeking-talked more 

Shy-nervous-quiet-inhibited 
Stricter 
Talked to observer 

Didn't specify difference 

250 

38 
12 

16 

2 
4 
7 

329 

75.9 

11.5 
3.6 
4.8 

0.6 
1.2 

2.1  

100.0 
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Table 5-3 Who Acted Differently? 

Jr % % (of individuals in subgroup) 

Father (n = 68) 
Mother (n = 82) 
Child (n = 179) 
Nobody 

18 
24 
87 

200 
329 

5.5 
7.3 

26.4 
60.8 
100.0 

26.5 
29.3 

48.6 

Table 5-4 How Did That Person Act Differently? 

1 070 
No difference 
Nice-polite-formal 
Animated-attention-seeking-talked more 
Shy-nervous-quiet-inhibited 
Stricter 
Talked to observer 
Didn't specify difference 

250 
38 
12 
16 
2 
4 
7 

329 

75.9 

11.5 

3.6 
4.8 
0.6 
1.2 
2.1 

100.0 

terns of television use. In the few cases when 
television watching was reported to be altered, 
the distribution of changes revealed no system-
atic trend (Table 5-6). Among the viewers who 
indicated that their amount of viewing 
changed, about the same number said they 
watched more television as less when the ob-
server was in the home. Only two of the 329 
who were questioned said that the television 
was turned off, on, or to a particular channel 
in order to accommodate the observer. 

Summary 

Ethnographic research is an interpretive enter-
prise whereby the investigator uses observa-
tion and in-depth interviewing to grasp the 
meaning of communication by analyzing the 
perceptions, shared assumptions, and activi-
ties of the social actors under scrutiny. This 
essay provides some specific practical sugges-
tions for observing families in their homes. 
The recommendations are intended to illus-

Table 5-5 Was Your Television Viewing Different because of Observer? 

Yes 07o 

Father (n = 68) 
Mother (n = 82) 
Children (n= 179) 

11 
12 
22 

45 

17.2 
14.7 
12.3 
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Table 5-6 What Were the Differences in Family Television Viewing? 

I oro 

No difference 
Watched more 

Watched less 

Watched different shows 
Different viewer arrangement 

Different viewer time 

Advantage for child 
More talk/activity 
TV for observer 

286 

18 

13 
1 
4 

2 

2 
1 
2 

329 

86.9 
5.5 
4.0 

0.3 
1.2 

0.6 
0.6 
0.3 

0.6 
100.0 

trate particular approaches to studying the be-
havior of broadcast media audiences. These 
recommendations do not exhaust the possible 
ways of conducting family ethnographies, nor 
has every methodological issue been discussed. 

Since ethnographic studies of audience be-
havior involve spending time in the natural 
environment where media messages are con-
sumed, a discussion of the effects of the ob-
server on family members has been presented. 
Data from a recent mass observation study 
demonstrate that the presence of the observer 
does not severely disrupt the normal behavior 
of families. Television viewing habits are infre-
quently disturbed under these conditions, and 
the changes that do occur are not systematic. 
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Studies of the mass communication process us-
ing physiological responses as measures are 
relatively rare, but an abiding suspicion that 
important and otherwise unavailable informa-
tion lies hidden in the human subconscious 
gives these studies great appeal. On the whole, 
such studies depend on measuring involuntary 
changes in the sympathetic nervous system as 
indicators of information processing ongoing 
in the central nervous system. The theoretical 
constructs to which physiological measures 
have been said to relate include emotional 
arousal, habituation, orienting, and attention. 

Interest in physiological measures endures 
because of these features: 

1. Physiological devices are completely stable. 
. . . This means that significant variability 
in the obtained data reflect changes within 
the subject and not in the measuring. . . . 

2. Physiological measures can be monitored 
continuously over time.. . . 

3. Physiological measures are derived solely 
from the individual, in contrast to many 
measures of social behavior which are de-
fined relative to the responses of a group. 
This means that greater differentiation of 
an individual's behavior in a social situation 
can be made by examining both socially di-
rected behavior and bodily activity.' 

The Three Nervous Systems 

Exciting fields of the life sciences today are the 
neurosciences — anatomy, biochemistry, and 
physiology—in which significant discoveries 
about the human nervous system are occurring 
with such frequency that keeping up becomes a 
major investment in time and study materials. 
For study purposes, the human nervous system 
can be divided into the central nervous system, 
the limbic system, and the autonomic system. 

The Central Nervous System 
The central nervous system of human beings 
differs from that of other animals. The spinal 
cord provides a two-way path for nervous im-
pulses to the body's striped muscles (muscles 

6 
Physiological 
Responses to 
the Media 
James E. Fletcher 
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that move the skeleton) and for sensory signals 
from the receptors of pain, temperature, 
touch, movement, and so forth. Sitting atop 
the spinal cord and amounting to an intricate 
elaboration of the cord are the structures of the 
brain — the neocortex (cerebrum), midbrain, 
cerebellum, and hindbrain (pons and medulla 
oblongata). These structures must work in the 
communicating adult; the neocortex of the 
cerebrum draws the lion's share of attention as 
the seat of learning, memory, feeling, lan-
guage, and expression. 

The Limbic System 

The existence of the limbic system had been 
postulated in 1878 by the French anatomist 
Broca, but it was named only about thirty 
years ago by MacLean.' The limbic system's 
functions are still not completely understood. 
This system consists of fifty-three regions and 
thirty-five associated tracts lying in a circular 
arrangement immediately below the cerebral 
cortex. Its connections to the central nervous 
system and to the autonomic system are exten-
sive, and its influence on them and on the en-
docrine system is important. The limbic system 
has a role in the harmonious integration of 
these systems in the body's response to its envi-
ronment. To date, systematic study of the lim-
bic system and its role in human 
communication has hardly begun. 

The Autonomic System 

The autonomic nervous system is identified 
structurally by its connections to the smooth, 
involuntary muscles of the body; it includes 
pathways running parallel to and outside of 
the spinal cord. Outside of the brain, it consists 
of two sometimes opposed subsystems — the 
parasympathetic and sympathetic nervous sys-
tems. 

The parasympathetic system consists of ner-
vous pathways extending from both ends of 
the spinal cord. From the head, these pathways 
are extensions of the cranial nerves; the largest 
is the tenth cranial nerve—the vagus. The 
parasympathetic system is also marked by the 
postganglionic synaptic transmitter chemi-
cal —acetylcholine. That is, when a neural 
signal crosses the synapses that flow from 

the ganglia of the parasympathetic system, the 
chemical acetylcholine forms to transmit the 
signal across the synapse. Hence, parasympa-
thetic pathways are also called cholinergie. 

The sympathetic nervous system is identi-
fied by a system of ganglia lying parallel to and 
outside of the spinal cord. Most postgangli-
onic synapses of the sympathetic nervous 
system are characterized by the chemical nor-
adrenaline as the synaptic transmitter. The ex-
ceptions are the nerves connecting the 
sympathetic system to the liver, adrenal 
glands, and sweat glands; these sympathetic 
nerves are cholinergic like those of the para-
sympathetic system. Because the postgangli-
onic synaptic transmitter substance for most 
of the sympathetic system is noradrenaline, the 
sympathetic nervous system is sometimes la-
beled adrenergic. 

As a general rule, the parasympathetic sys-
tem is classified as anabolic, "concerned with 
conservation, accumulation and storing of 
bodily energies."3 The sympathetic system is 
catabolic, "serving to facilitate all internal 
processes that aid muscular efficiency.'0 

The sympathetic nervous system is more 
frequently involved in studies of communica-
tion; this system alters the body to take in more 
information from the environment and pre-
pares the body to respond. 

How Physiological 
Responses Are Measured 

The typical physiological recording device is 
represented in Figure 6-1. 

The transducer, which converts some form 
of physiological energy into electrical energy, 
is the starting point of the measurement. In 
many cases, the physiological measurement of 
interest is an electrical signal in the body, which 
is picked up by electrodes. 

This signal from the electrodes or trans-
ducer passes through a signal conditioner pre-
amplifier, which modifies the physiological 
signal, making it easy to record or interpret. 
For example, the signal conditioner may be an 
integrator, which is a kind of electronic mea-
suring cup. The integrator is used with signals 
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Figure 6-1 Schematic diagram of physiologi-
cal recorder. 

that have no characteristic shape but are indi-
cators of gross nervous activity in some part of 
the body. When the integrator is in the circuit, 
a smooth line representing volume of electrical 
activity will appear on the chart recorder. An-
other important kind of signal conditioner is a 
filter, which allows only some electrical activ-
ity to pass. The filter might filter out all but a 
particular frequency or signal, or it might al-
low only fast rather than slow signals to pass. 
Most signal conditioners/preamplifiers in-
clude a line current filter, which can remove 
from the recording any effect of 50 or 60 hertz 
variation from the electrical power line. 

The amplifier is the key component of the 
system because amplification must be noise-
free, distortion-free, and high gain. The spe-
cial amplifiers used in physiological recording 
are called d.c. amplifiers, designed to amplify 
very small, low-frequency signals. 

The chart recorders used in physiological re-
cording are single channel (one pen) or multi-
channel (more than one pen); each channel 

may be curvilinear or rectilinear. In a curvi-
linear channel, the path of the pen point is the 
chord of a circle. This recording method is less 
costly but does bend the shape of the response 
recorded. A rectilinear pen writes perpendicu-
larly to the direction of the chart paper's move-
ment through the recorder. A rectilinear pen 
provides a true picture of the shape of a physi-
ological response but costs more. 

Many students of communication physiol-
ogy prefer to interface the physiological re-
corder directly to a computer, which reduces 
the time required to analyze the resulting 
record.' 

Central Nervous System Measures 

Three common physiological measures from 
the central nervous system are: eye movement, 
alpha wave, and electromyogram. 

Eye movement Eye movement indicates 
the viewer's relative interest in the parts of a 
visual image. The eyes' scanning movement is 
recorded photographically or electrically. The 
photographic method places a small lamp in 
front of the eye, which is reflected by the cor-
nea's relatively flat central portion. As the eye 
moves, the reflected light also moves, provid-
ing a continuous trace of movement that can 
be recorded by a motion picture camera or tele-
vision camera/recorder. In some eye move-
ment apparatus, the subject's head must be 
held stationary in a brace or with a mouthpiece 
bitten during viewing. 

The electrical measurement of eye move-
ment requires two channels of electrophysio-
logical recording. The eye, electrically speak-
ing, bears a polarity roughly like that of a 
battery, negative pole at the back of the eye-
ball, positive pole at the front. If an electrode 
is placed immediately to the right of the right 
eye and another to the left of the left eye, then 
as the eyes turn to the right the right electrode 
becomes positive and the chart recorder pro-
duces the wave form seen in Figure 6-2. 

As the eyes turn to the left, the right elec-
trode becomes negative with respect to the left 
electrode, with the resulting wave form shown 
in Figure 6-3. 
The up and down movement of the eyes is 
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Figure 6-2 Electrical recording of eye move-
ment (curvilinear). 

recorded in a separate channel from a second 
pair of electrodes, one above and one under-
neath one eye.6 

Electromyography Electromyography is 
the electrical recording of muscle potentials. 
As striped (skeletal) muscles contract, the sur-
face of the muscles changes polarity. The com-
mon method of measuring this phenomenon is 
to place one electrode over the belly of the 
muscle, the other at a reference site (such as the 
earlobe). The contraction of the muscle ap-
pears in the resulting chart recording as an ir-
regular series of bursts, something like Figure 
6-4. 

With an integrator in the coupler, the re-
cording looks like Figure 6-5. 

Each spike on the chart recording corre-
sponds to emptying an electronic measuring 
cup that accumulates irregular activity. A com-
monly measured muscle is the frontalis, which 
reaches from the eyebrow back over the top of 
the head. The activity of the frontalis muscle is 
taken as an index of postural tension or an-
xiety.' 

Electroencephalography — the alpha wave 
Electroencephalography, as the name implies, 

Figure 6-3 Electrical recording of eye move-
ment (rectilinear). 
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Figure 6-4 Electrical recording of muscle 
contraction (rectilinear). 

involves recording the potentials arising from 
the surface of the brain itself. So far as com-
munication studies are concerned, the so-
called alpha-wave of the electroencephalo-
gram has been most frequently studied. This 
electrical activity has a recurrent frequency of 
eight to thirteen hertz (cycles per second) and is 
a relatively large signal recorded from the oc-
cipital region (back point of the head to right 
or left of midline). One electrode is positioned 
on the scalp in the occipital area (special minia-
ture electrodes are used for recording EEG), 
the other at a reference site, such as the ear-
lobe. The self-report of a subject who is gener-
ating the alpha wave is that of restful alertness, 
not focused on immediate surroundings. The 
trace on the charge recorder (rectilinear) for 
the alpha wave may appear like that in Figure 
6-6. 
A number of options are possible as signal 

conditioners. A filter can separate the band of 
alpha frequencies producing a chart trace (rec-
tilinear) like Figure 6-7. Or, a more involved 
electronic circuit may yield percent time alpha, 
the proportion of all EEG activity in a unit of 
time that is alpha wave activity.9 

Autonomic Measures 

The most frequently used autonomic measures 
are pupil response, heart rate, respiration rate, 

Figure 6-5 Muscle contraction recorded with 
an integrator (rectilinear). 

II 
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Figure 6-6 Electroencephalographic record-
ing. 

blood pulse volume, skin conductance, and 
skin potential. 

Pupil response, changes in the size of the 
eyes' pupils, are triggered by signals in the sym-
pathetic nervous system and are taken as indi-
ces of attention. They have been and are used 
in advertising research and program testing.'° 

Pupil response is an increased opening of 
the pupil followed by a gradual recovery. It is 
recorded by a motion picture camera or a spe-
cial television camera focusing on the eye. If a 
film camera is used, then the vertical opening 
of the pupil is measured on a projection screen 
and relative changes in pupil size are the data 
entering analysis. The video camera used to re-
cord pupil response is a vertical scanning cam-
era, as contrasted with horizontal scanning in 
the conventional video camera. See Figure 6-8. 

The part of the camera scan traversing the 
image of the pupil is darker; this dark area is 
electronically measured and recorded on a pa-
per chart. Video devices for this sort of pupil 
response measurement are reliable and precise 
but relatively expensive." 

Heart rate can be taken as a measure of at-
tention (the heart rate response) or as an indi-
cator of overall anxiety." The physiological 

Figure 6-7 Alpha frequencies in the electro-
encephalogram. 
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Figure 6-8 Scanning of eye camera con-
strasted to that of regular video camera. 

measure taken may be the familiar electrocar-
diogram or a conditioned, direct reading of 
heart rate. The electrocardiogram (EKG) indi-
cates the heart's contractions as the electrical 
polarity of the heart's surface changes during 
contraction. This electrical activity of the heart 
can be picked up from electrodes placed any-
where on the body; a common electrode pat-
tern is placing one electrode at the right ankle, 
the other at the left wrist. A chart trace of the 
EKG (curvilinear) from this combination of 
electrodes might look roughly like Figure 6-9, 
called Lead II by clinical cardiologists). 

The various components of the heart con-
traction are designated by the letters P, Q, R, 
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S 

Figure 6-9 Electrocardiogram. 

S, and T, as indicated. The datum of interest is 
the R-R interval, or interbeat interval (IBI), 
the time between heart contractions. If the sig-
nal conditioner/preamplifier includes a car-
diotachometer, the EKG is converted to a chart 
trace like that in Figure 6-10. The height of 
each plateau indicates the rate of heart con-
traction for that beat. It is uncommon for a se-
ries of heart beats to be all at exactly the same 
rate. In a cardiotachometer trace, the heart's 
response to communication is readily visible." 

Respiration is the rate at which air is taken 
into the body. As part of attention, respiration 
rate suddenly slows or pauses then accelerates 
and returns to level. Respiration is one of the 
easiest measures to take. One method involves 
attaching a rubber tube around the chest. As 
the subject inhales, the pressure of the air in-
side the tube increases; this increase is recorded 
on the chart paper. A simpler technique is to 
attach a thermistor (a transducer that trans-
lates temperature into electrical signals) to the 
interior of the nostril. Exhaled air passing over 
the thermistor is warmer; inhaled air is cooler. 

Figure 6-10 Cardiotachometer recording. 

 1 

Figure 6-11 Electrical recording of respira-
tion (curvilinear). 

A recording of respiration (curvilinear) might 
look like Figure 6-11. Respiration can also be 
electronically translated by signal conditioner/ 
preamplifier to respiration rate, with the re-
sulting trace something like that of heart rate. 

Blood pulse volume and pulse rate can be 
recorded by a method known as photo-
plethysmography, an inexpensive and robust 
autonomic measure. It is the result of monitor-
ing the blood supply in the capillaries just be-
low the skin. When those capillaries are full of 
blood, they absorb more light; when they are 
not full, they absorb less light. The photo-
plethysmograph transducer contains a small 
lamp that illuminates the capillary bed beneath 
it. In the same transducer, a photoreceptor 
picks up the light reflected back from the capil-
laries and produces a chart trace (curvilinear), 
as in Figure 6-12. 

Pulse rate is the time distance between 
peaks in the record; blood pulse volume is the 

Figure 6-12 Curvilinear recording from pho-
toplethysmographic transducer. 
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relative pulse-by-pulse height of the recorded 
trace. Blood pulse volume is taken as an index 
of attention, and average pulse rate can pro-
vide an index of physiological arousal or readi-
ness to respond:4 

Electrodermal measures include skin resis-
tance, skin conductance, and skin potential. 
The oldest recorded physiological measure is 
the electrodermal, sometimes called GSR (gal-
vanic skin response):5 The phenomenon being 
measured is a change in the permeability of the 
skin to the potassium ion. I6 Two effector sys-
tems are apparently involved, both from the 
sympathetic nervous system. One system gen-
erally raises the permeability of the skin by ac-
tivating sweat glands, and the other increases 
the absorbing qualities of the sweat ducts:' 
These changes in the skin are interpreted to in-
dex attention, physiological arousal, and re-
sistance to learnine Electrodermal activity 
can be measured by passing a small electric 
current through the skin, recording the resis-
tance or conductance changes that occur with 
changes in skin permeability. An alternative is 
to measure the potential difference between 
the surface of the skin and the interstitial 
fluids. 

Skin conductance is the preferred method 
of measuring the electrodermal response when 
taken to index attention. Two small silver/sil-
ver chloride electrodes are attached to the 
palm-side, second joints of the index and 
middle fingers of the same hand. Each elec-
trode is filled with a surgical jelly, which is 
.05m sodium or potassium chloride. The elec-
trode is held in place by an adhesive collar. A 
constant voltage of .2 volts is placed across the 
electrodes. Skin conductance change is mani-
fest as a change of current passing in the cir-
cuit. 19 The typical short duration response 
would appear as a chart trace (rectilinear), like 
Figure 6-13. The height or amplitude of the 
trace is the datum recorded. Amplitude is first 
converted to its logarithm. 2° The average log 
amplitude of skin conductance change is the 
measure taken as representing the subject's re-
sponse to a message. 

Skin resistance is measured as is skin con-
ductance and produces a similar chart trace, 

Recovery Limb 

Amplitude 

Figure 6-13 Short duration skin conductance 
response. 

except that a constant current rather than con-
stant voltage is applied to the electrodes. For 
accuracy and safety, care must be taken that 
current at each electrode is in the range 4-10 
ilamps/cm2.21 The response amplitudes of each 
response are first converted to conductance 
(reciprocal of resistance), then treated as con-
ductance measurements!' The resulting mea-
sure is referred to in the methodological 
literature as average log conductance change 
(log Ac). 

Skin potential measurements reflect the 
same autonomic responses as do skin conduc-
tance and skin resistance measures. But in skin 
potential, the skin responses are measured 
without the addition of a small current to the 
body. Skin potential is measured from two 
electrodes, one on the palm or finger (the ac-
tive site) and one on the inside forearm (the 
reference site). The reference site requires 
some special preparation: the skin is abraded 
slightly with an emery board and electrode 
paste rubbed in before the electrode is at-
tached. The effect of this preparation of the 
reference site is to short the reference electrode 
to the fluids beneath the skin. The two elec-
trodes together measure the potential differ-
ence in millivolts between the interstitial fluids 
and the surface of the palm or finger. The two 
principal characteristic traces for this measure 
are seen in Figure 6-14. The uniphasic response 
and the negative-going component of the di-
phasic response in a skin potential record are 
the same responses that appear as the ampli-
tude of skin conductance and skin resistance 
records. 
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Figure 16-14 Two characteristic traces of the 
skin potential response. 

The positive-going component of skin po-
tential response is related to the steepness of 
the recovery limb of the skin conductance and 
skin resistance responses. Both seem to reflect 
autonomic activity at least partly independent 
of negative-going skin potential and of the am-
plitude of the skin conductance and resistance 
records. 

Long- and Short-Duration Responses 

Long- and short-term autonomic responses are 
of great potential interest to the communica-
tion scholar. Lynn reviews the evidence for 
long or tonic (generalized) reactions and short 
or phasic (localized) reactions to stimuli!' The 
tonic responses are of long duration and may 
last for as long as an hour in the case of some-
one awakened to alertness from sound sleep. 
The phasic responses are of shorter duration, 
perhaps two seconds. This relationship can be 
clarified by looking at Figure 6-15. In most 
physiological recording of natural behavior in 
human beings, tonic responses are seen only as 
shifts in base level, since the duration of physi-
ological recording may be relatively brief— 
matters of minutes. 

a. Tonic Electrodermal Response 

...... ,̂ 11». 

b. Phasic Electrodermal Response 

c. Combined Tonic and Phasic 
Electrodermal Responses 

Figure 6-15 Tonic and phasic electrodermal 
responses. 

Law of Initial Values (LIV) 

A law of initial values is assumed to operate in 
physiological records. 24 This law states that the 
size of a response to a stimulus will be a func-
tion of the prestimulus level of the responding 
system. All else being equal, the higher the pre-
stimulus level, the smaller and more frequent 
the responses. 

In light of the distinction between tonic and 
phasic responses, the law of initial values 
might be restated as the larger the tonic re-
sponse, the smaller and more frequent the pha-
sic responses that are superimposed on the 
tonic response. 

Autonomic Channel Limit 

The law of initial values suggests that there is a 
limit to the possible size of autonomic re-
sponses to a stimulus. The reason that phasic 
responses must be smaller following a tonic re-
sponse is that a ceiling effect begins to operate. 
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Figure 6-16 Autonomic channel limit is inferred by the law of initial 
values. 

Interpreting Physiological Responses 

The two principal interpretations of the com-
monly recorded physiological measures of an 
individual's attending to media messages are 
arousal and attention. Some writers represent 
these two concepts as rival explanations of the 
same phenomena. Here, however, arousal will 
be considered an adequate explanation of 
tonic autonomic responses, and both tonic and 
phasic responses can be interpreted as atten-
tion. 

Arousal 

According to Van Toller, the term arousal was 
introduced in the 1930s by Duffy. 25 Arousal re-
fers to a general activation of the sympathetic 
nervous system by a mechanism, or system of 
mechanisms, in subcortical areas of the brain. 
Arousal is a general, as opposed to specific, re-
action to stimuli, a kind of energizing of the 
body for response. Lindsley connected the no-
tion of arousal to an activation theory of emo-
tion?' This position and others related to it 
hold that arousal is a generalized condition of 
alertness underlying the intensity or strength 
of all human behavione 

Since the late 1950s, however, there has been 
growing opposition to arousal as an interpreta-
tion of sympathetic nervous response. 28 The 
bulk of this criticism has been on the basis that 
attention, particularly as defined by the orient-

ing response (OR), provides a better explana-
tion of sympathetic nervous response?' 

Attention—The Orienting Response 
Soviet neuropsychologist E. N. Sokolov has 
described three reflexive responses that the in-
dividual's autonomic nervous system makes to 
sensory information —orienting, adaptive, 
and defense responses?' 

The adaptive response is described as a local 
protective mechanism that triggers a specific 
local response to a specific change in the stimu-
lus environment. An example is the reflex that 
closes the pupil of the eye as scene illumination 
increases. Since adaptive reflexes involve rela-
tively fixed relationships between local stimuli 
and subcortical responses, they hold little in-
terest for the student of communication proc-
ess and will not be considered further here. 

The notion of the orienting response has 
stimulated as much research and writing in 
psychophysiology as has any other idea in the 
past several decades. Sokolov defined the ori-
enting response (OR) as a nonspecific reaction 
that better prepares ("tunes") a sensory end-or-
gan to receive information from a new stimu-
lus. 31 

Physiologically, the process is something 
like this. When the sensory end-organ gener-
ates neural information about a new stimulus 
in the immediate environment, neural mes-
sages arrive at the cerebral cortex, where they 
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are compared with stored recollections, or 
neuronal models, of earlier neural informa-
tion» If there is a match between the incoming 
sensory information and the cerebral neuronal 
models, then an inhibition signal is sent from 
the cerebrum to the reticular activation system 
(RAS) of the subcortex. The RAS, in turn, re-
stores the relative insensitivity of the sensory 
apparatus to prestimulus levels. 

If, on the other hand, there is in the cortex a 
mismatch between incoming sensory informa-
tion and the stored neuronal models, an activa-
tion signal goes to the RAS, which, in turn, 
"tunes," or sensitizes the sensory end-
organs through the sympathetic system. As a 
consequence, a greater volume of sensory in-
formation about the new stimulus will enter 
the cerebrum. This activation signal from the 
RAS to the sympathetic system is the orienting 
response (OR). 

As a result of greater volume of sensory in-
formation entering the cerebrum after the OR, 
a new neuronal model will be formed in the 

cerebrum. Then, a match between incoming 
neural information and the new neuronal 
model will occur. The match sends an inhibi-
tion signal to the RAS, causing the OR to dis-
appear. The inhibition of the OR to a new 
stimulus after a neuronal model has been 
formed is called habituation. 

The neuronal models formed in this mis-
match-OR-habituation process must be 
stored in number enough to reflect all the vari-
ety of experience with which an individual 
must deal, including physical characteristics of 
stimuli, words, syntax, meaning, and atti-
tudes. This process is summarized in the 
graphic model in Figure 6-17» 

Maltzman and Raskin list the specific physi-
ological measurements related to the OR as 
"depression of cortical alpha rhythm, the gal-
vanic skin response, pupillary dilation and a 
complex vasomotor response consisting of ce-
phalic vasodilation and peripheral vasocon-
striction."34 The reasoning of a number of 
workers connects the OR to the consciousness-

Figure 6-17 A graphic model of the process of the orienting response. (Copyright n 1971, The 
Society for Psychophysiological Research. Reprinted with permission of the publisher from "The 
Orienting Response as an Index of Mass Communication Effect," by J. E. Fletcher, PSY-
CHOPHYSIOLOGY, 1971, 8, 699-703.) 
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centered concept of attention." Attention has 
been thought to facilitate response and mem-
ory and to be a prelude to effective communi-
cation." 

In terms of information processing, the OR 
can be viewed as the process by which external 
stimulation becomes internalized, and neuro-
nal models can be equated with cognitions. 
The OR indicates that relatively more informa-
tion is being taken in from the environment— 
an excellent definition of attention. 

The OR and Entropy One inference pos-
sible from the neuronal model explanation of 
the OR is that the set of neuronal models in the 
cerebral cortex has some finite probability of 
matching incoming neural information from a 
given communication environment. The val-
ues of these neuronal models, together with the 
associated probabilities that the models will in-
hibit the OR, can be taken to represent the neg-
entropyn or combined certainties of the indi-
vidual in a given stimulus environment, since, 
if the models match all incoming information, 
no new models need to be formed, and the pat-
tern of stored cerebral experience satisfactorily 
accounts for, or organizes, the individual's 
communication surroundings. To establish a 
numerical value for each of the thousands of 
neuronal models and their associated proba-
bilities of relevance to even a narrowly defined 
set of communications would be extremely dif-
ficult, if not impossible. 

But, since attention (the OR) is elicited 
whenever the cerebrum does not have models 
adequately conforming to incoming sensory 
information, the OR can be viewed as an index 
to entropy or combined uncertainties of the 
stimulus environment, the relative probability 
that the OR will be elicited and the mathemati-
cal complement of cerebral negentropy. Atten-
tion (the OR) is thus an index of the entropy in 
a communication environment. 
When studying the likely effects of alterna-

tive media messages, the probability that some 
elements of a message will elicit the OR is 
equivalent to the probability that the cerebrum 
will take in for processing the neural informa-
tion that the OR will generate. If the messages 
are persuasive in objective, then those parts of 

the message requiring the listener's attention 
(elicit ORs) should be those important to the 
sender's persuasive intent. If other than the 
persuasive parts of the message elicit attention, 
the eliciting parts of the message may be said to 
be distracting. If, on the other hand, only the 
message parts important to the persuasive ob-
jective of the sender elicit attention, then the 
message can be said to be without distractions. 

Attention Triggered 
by More than Novelty 

Berlyne early recognized that novelty alone is 
not a sufficient explanation of the stimulus 
characteristics triggering the OR." Some mes-
sage features he identified as demanding atten-
tion are intensity, color, indicating stimuli, 
novelty, surprisal, complexity, uncertainty, in-
congruity, and conflict." These features can be 
simplified to three: (1) message features that to 
the individual are unpredictable (because they 
are novel, incongruous, inherently uncertain, 
or greater or smaller than expected in some re-
spect); (2) message features that imply an obli-
gation to act, either mentally or physically 
(because the receiver's name is called; a refer-
ence group norm is invoked; other previous ex-
perience involving threat or action is evoked); 
and (3) message features that are directly at 
odds with the policies or states then governing 
the receiver's behavior.4° 

Phasic and Tonic ORs Recall the long-
term (tonic) and short-term (phasic) division 
of autonomic responses. Do these two varieties 
of response distinguish varieties of attention 
(ORs) as well? Yes. Most of the discussion 
above, which reviews the attention-demanding 
features of messages, deals with phasic ORs — 
short-term attention. Tonic ORs can be viewed 
as setting the cerebral capacity to attend to sen-
sory information demands. As tonic OR in-
creases, the frequency of information demand 
from the cerebrum (phasic OR) will also in-
crease, but the amplitude of information de-
mands (ORs) will decrease (law of initial 
values). As individual capacity to attend to in-
formation increases, demands for information 
increase in frequency, but the amount of infor-
mation (size of the phasic OR) demanded will 
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be reduced. If two messages are presented, as 
an illustration, and if tonic attention is equal to 
both, the message producing the largest aver-
age phasic attention will produce the greatest 
retention. If, on the other hand, phasic atten-
tion to two messages is equal, then the message 
producing high tonic attention will be better 
retained. Some support for this corollary ap-
pears in a review by Levonian in which long-
term memory was reported to be facilitated by 
situations suggesting tonic and phasic ORs 
were simultaneously occurring.4' Other evi-
dence that the communication setting in which 
a message occurs is important in defining the 
information demand values of a message is 
provided in a study by Kennedy (1971), in 
which the effectiveness of television commer-
cials was shown to be influenced by the televi-
sion program setting in which they were 
shown. 42 

It should also be apparent that tonic atten-
tion must be a function of the sum of the 
phasic attention demanded by competing mes-
sages in the environment. This principle is im-
portant in studying relaxation messages, where 
the purpose of relaxation routines is to pro-
duce messages that reduce the information de-
mands associated with a communication 
setting. 

In the case of popular music, for example, 
what is it about such music that accounts for 
the common assertion by devotees that famil-
iar music is relaxing? Familiar music has low 
information demand values, since neuronal 
models of its characteristics had to be well es-
tablished before it could become familiar, and 
relatively small or no phasic ORs are elicited by 
music that is familiar. In a communication set-
ting where such music is present, the sum of 
the information demand values of all of the 
messages in the setting will decline. Hence, 
tonic ORs should decline in a setting character-
ized by familiar music. This result does indeed 
occur, as reported in a study of popular radio 
music. 43 

Curvilinearity of Attention and Retention 

More than three decades ago, Trenaman re-
ported his research of several years on the in-

terest levels of listeners to information 
programs of the BBC and their ability to recall 
the content of the programs." He found the re-
lationship between self-reported and listener 
interest in a program and retention of the con-
tent of a program to be curvilinear, as illus-
trated in Figure 6-18. 

When interest in a radio program was very 
low, retention of program content was also 
low—the common expectation. Often not an-
ticipated was that retention was also low when 
interest was high. 

The extreme of high interest might be the 
sleeping explorer who awakens to find a taran-
tula crawling up an arm. He or she is, no 
doubt, interested in the tarantula, but surprise 
or alarm will impede ability later to produce a 
good sketch of the tarantula. 

It is possible that the relationship of atten-
tion to retention is also curvilinear, so that 
both high and low levels of attention produce 
low retention. This result might occur if what-
ever cerebral neural traffic is required to estab-
lish neuronal models must traverse the same 
channels as incoming sensory information, im-
posing a ceiling on the combination of cerebral 
and sensory information that can be simulta-
neously transmitted in the cerebrum. When 
attention is increased to its upper limit, intra-
brain communication can be suppressed, in-
hibiting retention. 

Figure 6-18 Curvilinear relationship of reten-
tion and interest. 

Retention 

Interest 
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The optimum situation for learning—or re-
tention — would appear to be when attention is 
moderate, leaving unused channel space for in-
trabrain information processing. 
Of concern to message researchers is the 

problem of determining whether the message 
used as stimulus in a study is on the ascending 
or descending portion of the relationship curve 
between attention and retention. For the most 
part, the messages of radio and television (to 
the extent they have been studied) appear to 
fall on the ascending portion of the curve of 
this relationship. As attention increases, so 
does retention:e 

Another hint as to whether the level of at-
tention is in the range of increased attention/ 
increased retention can be provided by the 
defense response (DR). 

The Defense Response 

The defense response (DR), named by Soko-
lov, has been identified with the "startle" reac-
tion described in American and European 
literature. 46 The DR is manifest in a momen-
tary but marked increase in heart rate and 
blood pressure and positive-going skin poten-
tial.° It appears when the body is mobilized to 
resist. For example, subjects in an avoidance 
conditioning group experienced greater de-
fense responses:e 

Evidence also exists that retention of a mes-
sage is lower when the DR is elicited.° The de-
fense response is usually accompanied by an 
increase in the number of phasic ORs, so that 
an increase in sensory input to the cerebrum 
can occur at the same time as reduced cerebral 
efficiency. Since reduced efficiency, in turn, 
can occur in greater or lesser degree before to-
tal attention occurs, it is different from the 
enervating, high levels of attention described 
above. Nevertheless, its dysfunctional effect 
on retention is real and can provide insights 
into information processing overload. Because 
the autonomic indicators of the DR are rela-
tively sensitive, they can index levels of central 
nervous processing overload that occur within 
such small message elements as words and 
camera shots. 

Some Study Design Considerations 

Researchers prefer to use physiological vari-
ables in repeated measures study designs. In 
such designs, all subjects are exposed to each 
of a series of messages under study with order 
of message presentation rotated and balanced 
across subjects." Physiological measures will 
vary much more among subjects than will the 
paper-and-pencil instruments used in com-
munication research. A subject's measurement 
that is analyzed as to sources of variability in 
the measure consists of: 

a. Response produced by the test stimulus 
b. + Response increment or decrement char-

acteristic of the individual respondent's re-
sponse style 

c. + Influence of the communication environ-
ment 

d. + Error of Measurement 
e. = Measurement score recorded. 

It is (b) above that is at issue in repeated 
measures design. The factorial design by way 
of contrast requires a different group of sub-
jects to be exposed to each test message. In the 
factorial design, (b) and (d) are not separable. 
As a result, high variance between individuals 
increases the error component in factorial de-
signs. Since such high variance characterizes 
physiological measures, use of a factorial de-
sign materially reduces the probability that a 
difference in the responses produced by two or 
more test messages will be detected in a signifi-
cance test. 

Laboratory Setting 

It will also be apparent that physiological mea-
sures are appropriate primarily to laboratory 
research. The reason is not that the measures 
are difficult to use outside the laboratory, but 
that the influence of communication environ-
ment is considerable when a dependent mea-
sure is highly sensitive. The proper way to 
reduce the confounding influence of commun-
ication environment is by holding it constant — 
to the extent possible—in a laboratory study. 
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Production Variables Research 

Message and Program Testing 

The objective of message and program testing 
is to select from a set of messages or message 
elements those that will be included in a mass 
communication. In television advertising, for 
example, a set of possible television commer-
cials is prepared in execution form—perhaps 
as a comic strip or as a slide/tape show. These 
commercials are then shown to test audiences 
whose responses help the advertiser select 
which alternative should become a finished 
commercial. 

Later, when the commercial is in rough cut, 
more testing can indicate the strong and weak 
points of the composition, editing, or sound. 

Academic research in this area is properly 
addressed to (1) development of improved test-
ing procedures and (2) the discovery of prin-
ciples of effective mass communication!' The 
research is organized in similar ways in both 
cases. In the first sort of research, message 
stimuli are held constant while dependent mea-
sures and analytic routines are systematically 
varied. In the latter, dependent measures and 
analytic routines are held constant while mes-
sage stimuli are systematically varied. 

In both instances, the repeated measures de-
sign is employed, with message stimuli pre-
sented in each possible order to an equal 
number of subjects. Each subject is presented 
the stimuli and measured individually. 

Cultural Acceptance 

For academic and industrial purposes, it is im-
portant to judge the acceptability of a message 
or program in light of a specified group's cul-
tural standards. The identifying feature of this 
research problem is the recognition that cul-
tural standards are defined across the group in 
question—as opposed to being defined in a 
designated or recognized individual. As a con-
sequence, individual responses to the message 
or program in question are noise, while the re-
sponses characteristic of the group are signal. 

Mass registration of physiological re-
sponses as demonstrated by Hagfors is appro-
priate for studies of cultural standards!' In 

these studies, groups of forty subjects were 
measured simultaneously as they viewed fea-
ture films. Subgroups of twenty were recorded 
into a single channel of physiological measure-
ment. Some of these subjects' responses were 
additive because they occurred at the same 
time and in the same direction. Others were not 
additive and appeared to cancel one another. 

It can be argued that Hagfors's additive re-
sponses were those that were socialized. Sup-
pose that identical twins have always been 
exposed to Object I in exactly the same way. 
One might describe the response as socialized. 
As traces on a physiological chart, these might 
appear as in Figure 6-19. 
On the other hand, suppose that the twins 

are exposed to Object II after age twenty-two, 
when each has married and moved to a differ-
ent city. It is no longer anticipated that the ob-
ject will produce responses at the same time 
and in the same direction for both twins. The 

Figure 6-19 Additive nature of responses of 
theoretical twins identically socialized. 
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Twin B 
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situation might appear in a physiological chart 
as in Figure 6-20. In this case, the prominent 
additive response does not appear. 

Hagfors's recordings were records of the 
relatively socialized responses of a group — cul-
tural standards. Certain identifiable patterns 
of socialized response appeared to characterize 
his audiences of Finnish feature films. Figure 
6-21 shows the pattern that characterized best-
liked film passages and that Hagfors labeled 
beta." An indicator of the promise of this tech-
nique is that quantity of the beta pattern when 
considered with scores from a mood checklist 
produced multiple correlations in excess of 
+ 0.90 with actual box office records of the 
films involved. Figure 6-22 shows the actual 
pattern of a part of a Finnish comic film. 54 

Summary 

The physiological responses of interest to com-
munication researchers are primarily those of 
the autonomic system. Short-duration re-
sponses are referred to as phasic; longer-dura-
tion responses are called tonic. The most 
popular interpretations of these responses pro-

Figure 6-20 Additive nature of response of 
theoretical twins dissimilarly socialized. 

Exposure to Object 11 

Twin A 

 f. ay Twin B 

1  Twin A + Twin B 

Figure 6-21 Hagfors's beta pattern. 

ceed from conceptions of the orienting re-
sponse (OR) and the defense response (DR). 
Phasic ORs are best interpreted as attention— 
information being taken into cerebral process-
ing. Tonic ORs are best interpreted as capacity 
to attend. 

Cognitive efficiency and the OR seem to be 
related in a curvilinear fashion. Very high at-
tention and capacity to attend are associated 
with poor retention. 

The DR appears to reduce information 
processing efficiency, and it is sensitive to low 
orders of such inefficiency. 

Studies involving physiological measures 
need to be cast as repeated measures designs 
with stimuli presented in balanced order. 

Physiological measures may be particularly 
appropriate to studies of media production 
variables. 
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During the 1970s, economic analysis became 
increasingly important in the decision-making 
process at the FCC. This conclusion is easily 
illustrated by examining the Prime-Time Ac-
cess and Cross-Ownership Rules, deregulation 
of distant signal importation and exclusivity 
for cable, and the deregulation of radio. The 
role of economic analysis has been to develop 
theoretical and empirical models to assess the 
impact of new telecommunication services, to 
measure the consequences of concentration of 
ownership and control, and most recently to 
analyze the behavior of the television net-
works. This essay explores two important 
methods of economic research. The first 
method examines regression analysis that per-
mits the researcher to identify the determi-
nants of important economic phenomena in 
broadcasting. The second method explains 
some available operational techniques for 
measuring market concentration. 

Regression Analysis 

Regression analysis is one of the most impor-
tant tools for statistical analysis of economic 
issues in the media. It permits the estimation of 
functional relationships between a dependent 
variable and one or more independent (explan-
atory) variables. The following exposition is a 
basic summary review of simple and multiple 
regression analysis. The interested reader can 
consult a standard statistics text for greater de-
tail on these models.' 

Begin with a functional relationship derived 
from economic or communication theory be-
tween a random dependent variable Y and a 
fixed independent variable X.2 Consider TV 
station profits (before taxes) to be the depen-
dent variable and the corresponding market 
size of the station to be the independent vari-
able. Since market size is limited to positive 
values ranging from 10,500 ADI television 
households in the smallest market to 6.43 mil-
lion TV households in New York City, it is said 
to be a fixed independent variable. (ADI, Area 
of Dominant Influence, is an area designated 
by Arbitron Ratings to include all areas where 
the preponderance of television viewed is to 
the stations of the area so designated.) The hy-
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pothesized functional relationship is that TV 
station profits are positively related to the size 
of the market in which the station is located. 

It is now necessary empirically to estimate 
the shape and magnitude of this functional re-
lationship from a sample of observations. Sup-
pose the sampling procedure is to choose one 
station randomly from each of the 214 ADI 
markets. A scatter diagram for this two-varia-
ble model is shown in Figure 7-1. For each 
value of X (market size), there is a dispersion 
of values for Y (station profits)! This disper-
sion of values results from a number of ran-
dom causes (such as quality of management or 
sales effort), each producing a small deviation 
of the Yvalue from what it would be if the rela-
tion were perfectly deterministic. 

To simplify the analysis, assume that the 
dispersion of the y values is normally distrib-
uted for each fixed value of X, that the vari-
ance for each normal distribution is identical 
for each fixed value of X, and that the ob-
served values of Y are independent of each 
other.4 In Figure 7-1, note that for a market 
size of 200,000 households, the corresponding 
observed y values will be clustered around the 

Figure 7-1 Distribution of sample Y values. 
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mean y value of $1 million, with relatively 
fewer points near the extremes of $1.6 million 
and $.4 million. The expected value of station 
profits E(y) for a market with 200,000 TV 
households is best represented by the mean of 
y, $1 million. Follow the same procedure for 
each fixed value of X (i.e., x = 300,000, x = 
400,000, etc.), and the means of y are then con-
nected, as in Figure 7-1, to form a straight line. 
This straight line, the regression line, repre-
sents the estimated functional relationship be-
tween the dependent (Y) and independent (X) 
variables. In mathematical terms, the regres-
sion line is written as E(Y) = = a + bX, 
where a is the Y-interceRt, b is the slope of the 
equation, and E(Y) = Y is the expected value 
of the dependent variable. 

For an equation estimated to have more 
than one independent variable, the technique 
is known as multiple regression analysis. In the 
context of the previous example, it may be im-
portant to add another possible explanatory 
variable to help account for the variation in 
station profits in the sample. Add a second 
independent variable, X2, which represents 
whether the station is a network affiliate or an 

E(Y) = = a + bX 

200,000 400,000 600,000 800,000 

Market Size 
(ADI Households) 
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independent station. Since network affiliates 
receive high quality programming from their 
respective networks, their ratings (and hence 
revenues) can be expected to be higher than 
those of independent stations, which are re-
sponsible for their own programming. Thus, 
one expects a positive correlation between net-
work affiliation and station profits. 

In estimating this multiple regression equa-
tion, add one further assumption to the simple 
linear regression model: All explanatory vari-
ables are independent of each other. Serious vi-
olations of any of these assumptions will re-
duce the reliability of the regression estimates.' 
The multiple regression equation is expressed 
as: 

E(Y) =? = a + b,X, + b2X2 

Rather than a regression line, as illustrated in 
Figure 7-1, one now has a regression plane in 
three-dimensional space. 

To facilitate estimating regression equations 
for either the simple or multiple regression 
case, statisticians have developed a technique 
known as least squares estimation. The prin-
ciple of the least squares technique involves 
minimizing the sum of squared deviations of 
the observed values of Y from the mean of Y 
Simply, one must find the value of the mean 
that makes the required sum of deviations as 
small as possible. It has been demonstrated re-
peatedly that this estimation technique yields 
the best linear unbiased estimator (BLUE) of 
the underlying population regression line 
(plane) .6 

For the case of simple regression, the tech-
nique of least squares estimation generates two 
equations frequently called the "normal equa-
tions."' In mathematical terms, they are repre-
sented as: 

na + bEx =Ey 

aEx + bEx2 =Exy 

where n = number of individual observations, 
and x and y are the actual values of those indi-
vidual observations. These equations can be 

solved for the constant term (a) and the coeffi-
cient of the X variable (b), yielding: 

b = nExy — ExEy 

n E x2 — (E x)2 

Ey bEx 
a = — 

n n 

Since a and b are the principal components of a 
linear regression equation, the formal estima-
tion is now complete with E(Y) = ? = a + 
bX. Suppose a = $50,000 and b = 1.5; one 
can now substitute values for X (say, 2 million 
households) and obtain the best estimate of the 
expected station profits ($3.05 million). 

The procedure is identical for multiple re-
gression analysis, but the solution of the nor-
mal equations is more difficult. With two 
independent variables, the normal equations 
would be: 

na + b, E x, + b2 E x2 = E y 

a E x, + b, E x2, + b2 E x,x2 = E x,y 

a E x2 + b, Exix2 + b2 E x22 = E x2y 

To solve these equations for the constant term 
and b coefficient requires the use of sophis-
ticated matrix algebra.' Fortunately, many 
computer software packages and several pro-
grammable calculators can perform the neces-
sary calculations and yield the multiple 
regression estimating equation. 

Once the regression equation has been esti-
mated, one can determine how closely it fits 
the observed data—how reliable it is as a pre-
dictive tool. This process can also be thought 
of as measuring the amount of improvement 
(or reduction in the total error) due to the re-
gression line (plane). Variations in the ob-
served values of y are partly due to changes in 
the explanatory variable(s) and partly due to 
the impact of random disturbances. To decom-
pose the total variation of Y into its explained 
and unexplained components, one uses the 
means of Y (Y) for the entire sample as the 
base for comparison, since this grand mean 
would be the estimator for Y if no regression 
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line were used. Figure 7-2 shows that the total 
variation (error) for any observed y (say yi) is 
the distance between the observed point and 
the regression line (known as unexplained 
error) and the distance between the regression 
line and Y (known as the explained error). In 
mathematical terms, we have: 

(Y1 — Y)= (Y1 — + (S) — Y) 
total 
error 

unexplained 
error 

explained 
error 

This equation applies only to a single obser-
vation yl. To compute a summary measure for 
all sample observations, which is not depen-
dent on positive or negative values, square 
both sides of the equation and sum over all the 
observations in the sample. This process is rep-
resented mathematically as:9 

E(y _ 17, ) 2 E(y _ )2 E ó".; _ 1-7)2 

total sum unexplained explained 
of squares sum of squares sum of squares 

The closeness of fit of the estimating equa-
tion is then easily found by calculating the co-
efficient of determination. The coefficient of 
determination (R2) equals the explained sum of 
squares divided by the total sum of squares. It 
can range from 0 to 1; zero implies that no im-
provement is attributed to the regression, and 

Figure 7-2 Explained and unexplained errors. 
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1 implies that all variation in the dependent 
variable is explained by the estimating equa-
tion (completely determinate). Most equations 
in the social sciences have an R2 somewhere in 
the .25 to .75 range, with .50 being considered 
a reasonably good fit for cross-sectional data. 
For multiple regression, the same procedure is 
followed with only a difference in interpreta-
tion. R2, now called the coefficient of multiple 
determination, measures the closeness of fit 
(or reduction in error) of the regression plane 
to the observed y values and relative to the 
plane going through ( Y, X2 , X2 ... k ). 

The last important test is to determine 
whether the coefficients of the independent 
variables are important individual contribu-
tors in explaining the variance in Y. The coeffi-
cients have different meanings, depending on 
whether one is using simple or multiple regres-
sion. In simple regression, the coefficient b is 
the slope of the equation and measures the 
change in resulting from a unit change in X. 
In multiple regression analysis, the b coeffi-
cients are interpreted as measuring the change 
in S resulting from a unit change in the corres-
ponding X variable, all other independent var-
iables held constant. 

This procedure allows one to isolate each in-
dependent variable and test its separate impact 
on Y, having held all other influences con-
stant. This is the social scientist's equivalent to 
the pure scientist's method of laboratory con-

E(Y) = = a + bX 

Total Error 

Y 
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trol. Thus, multiple regression analysis per-
mits one to measure the impact on Y of a large 
number of explanatory forces acting simulta-
neously; it also allows each variable to be ex-
amined in isolation. Thus, it is a powerful 
statistical tool. 

To test for significance of each b coefficient, 
the null hypothesis states that the coefficient 
equals zero —that is, it contributes nothing or 
is totally unimportant in explaining the varia-
tion in the dependent variable. The alternative 
hypothesis can be that b * 0 or is positive or 
negative, depending on a priori theory. The 
calculated test statistic has a t distribution and 
equals the b coefficient divided by its standard 
error, t = b/Sh.w The statistical test procedure 
is the same for any 1 test. For example, if one 
has set up the alternative hypothesis as 1 * 0, 
then the two-tail test is appropriate and the 5 
percent level of significance is used (2½ per-
cent in each tail). The acceptance region for the 
null hypothesis is: 

., b , 
— tn-k- I. 2 1/2 e/o = = e n-k-I. 21/2 % SI, 

(where k is the number of independent varia-
bles in the equation and n is the sample size). 

If the calculated t statistic falls outside this 
region, the null hypothesis is rejected, and one 
believes with a 95 percent rate of certainty that 
the X variable significantly contributes to-
wards explaining the variation in the depen-
dent Y variable. Often, the researcher is 
interested only in the coefficient (and impact) 
of a single explanatory variable. Nevertheless, 
it is imperative that the full model be estimated 
so that the simultaneity of forces be permitted 
to exert its collective influence on the depen-
dent variable. It is also important that the re-
searcher have a priori theories and hypotheses 
concerning the expected sign of each coeffi-
cient for the independent variables. 

Applications 

Telecommunication researchers have used 
multiple regression analysis in many different 

economic contexts. Most applications have in-
volved policy issues or explanations of busi-
ness practices or phenomena. An in-depth 
analysis of several studies here illustrates the 
usefulness and importance of this statistical 
technique. 

In a recent study, Litman" attempted to es-
timate a ratings function for theatrical films 
first broadcast on network television during 
the 1976-77 season. He hypothesized that the 
TV ratings of theatrical movies (the dependent 
variable) were functionally related to a number 
of independent variables measuring the quality 
of the film in its theatrical run, the critics' eval-
uation of the film, the elapsed time between 
the film's theatrical release and network show-
ing (age), and binary variables I2 representing 
the day of the week and season in which the 
film was scheduled. The results, in Table 7-1, 
conform fairly well to the a priori hypotheses 
concerning the expected signs of the coeffi-
cients. Only the age variable and binary vari-
able for Friday telecasts were insignificant at 
the 5 percent level. The le of .657 means that 
nearly two-thirds of the variance in ratings is 
explained by the independent variables in the 
regression model. 

It may be instructive to interpret a few of 
the coefficients in Table 7-1. The variable X 2 

(adjusted theatrical rentals) has a coefficient 
of .095. This means that for every $1 million 
increase in theatrical rentals (adjusted for in-
flation) of a film during its theatrical run, one 
expects the network rating to rise by .095 rat-
ing points (all other independent variables re-
maining the same). Hence, if a network were 
considering telecasting one film with theatrical 
rentals of $10 million and another with rentals 
of $20 million, the $10 million differential 
could be expected to increase network ratings 
by 10 x .095, or .95 of one rating point. 

Similarly, if the film were scheduled for the 
peak viewership periods of fall or winter, its ex-
pected rating would be 4.677 rating ponts 
higher than films telecast during the spring and 
summer months. The average picture in the 
sample has an age of 3.741 years, an adjusted 
rental of $6.66 million, and a star rating of 
2.59 stars. If this film were shown during the 
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Table 7-1 Regressions on Ratings of Theatrical Movies [Dependent Variable: Ratings of theatri-
cal movies shown during the 1976-77 season (rating points)] 

Explanatory Variables Coefficients 

X1-Age (Years) 

X 2-Adjusted Theatrical Rentals 
($ Millions) 

X3-Star Ratings (# stars) 

X 4-Season (1 if fall or winter ) 
0 if spring or summer' 

X5-Sunday (1 if Sunday ) 
0 if otherwise 

X6-Monday (1 if Monday ) 
0 if otherwise 

X7-Wednesday (1 if Wednesday 
0 if otherwise 

X8-Friday (1 if Friday ) 
0 if otherwise 

Constant 

R2 

Sample Size (N) 

) 

— .027 
( — .161) 

.095 
(4.148)** 

— 1.193 
( — 3.162)** 

4.677 
(5.669)** 

6.562 
(5.819)** 

6.066 
(5.122)** 

1.992 
(1.795)* 
— .722 
( — .711) 

15.096 
(10.285)** 

.657 
118 

I = statistics in parentheses 
*Significant at the 5% level for a one-tail test 
**Significant at the 1% level for a one-tail test 

Source: Barry R. Litman, "Predicting TV Ratings for Theatrical Movies," Journalism Quarterly 56 
(1979), p. 592. Reprinted by permission from Autumn 1979 Journalism Quarterly. 

fall season on a Sunday night, it would earn ex-
pected ratings equal to: 

Y = 15.096 — (.027 • 3.741) + 
(.095 • 6.66) — (1.193 • 2.59) 
+ (4.677 • 1) + (6.562 • 1) 

= 23.77 rating points 

Regression analysis is sometimes used as an 
input to public policy decisions. An example of 
such use is the cross-ownership question. Dur-
ing the early 1970s, this hot issue questioned 
whether daily newspapers should be permitted 
to own broadcast outlets in the same local area 
where the newspaper operated. The commis-

sion had historically permitted such ownership 
as part of its policy of local ownership of 
broadcast stations. The Justice Department 
charged that cross-ownershp concentrated 
control of the marketplace of ideas into rela-
tively few hands and thus raised prices to ad-
vertisers. The broadcast lobby countered by 
saying that the joint businesses operated sepa-
rately and with independent editorial boards, 
and also that the many voices in the market-
place of ideas competed with other media for 
advertising dollars. 
Owenu tested the hypothesis that cross-

ownership was related to the prices charged to 
advertisers in both the newspaper and televi-
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sion markets. To isolate the impact of cross-
ownership, Owen first had to specify the 
complete model—all factors that jointly deter-
mine newspaper and television advertising 
prices. The television price model will be con-
sidered in greater detail. 
Owen theorized that the price per unit of 

time (the dependent variable) was functionally 
related to the quality of the station's programs, 
its potential reach, the demographic value of 
the market to advertisers, and various owner-
ship configurations. In more specific terms, 
the highest hourly prime time rate depended 
on the market size and whether the station was 
a VHF or UHF (reach); whether the station 
was an affiliate or an independent (quality of 
programming); median income of consumers 
in the market (demographic value); and fi-
nally, whether the station was cross-owned or 
competed in the market with cross-owned sta-
tions (ownership con figurations), I4 

The results in Table 7-2 closely conform to 
Owen's hypotheses. He used a log linear trans-
formation's for his nonbinary variables in 
order to make them conform to the linearity 

assumed in regression procedure. His R2 
equals .71, a good fit for cross-sectional analy-
sis. The crucial variable in the analysis is 
the cross-ownership binary. Owen found that 
cross-owned TV stations (everything else held 
constant) had higher advertising prices by 
about 15 percent than did stations not owned 
by local newspapers. In conjunction with his 
other result that cross-owned newspapers 
charge advertising prices about 10 percent 
higher, Owen notes, "No economist will be sur-
prised to find that monopolists charge monop-
oly prices. It is, nevertheless, interesting to 
confirm empirically this basic theoretical 
proposition." 16 

Owen's results were challenged by Lago" 
and others on the grounds that his regressions 
omitted two key variables measuring the news-
paper's circulation and the TV station's audi-
ence rating. These variables were thought to be 
crucial determinants of the advertising prices 
of newspapers and television stations, respec-
tively. When Lago included these variables, the 
cross-ownership binary turned out to be insig-
nificant for both the newspaper and TV price 

Table 7-2 Regression Results: Effect on Television Prices of Joint Ownership [Dependent Varia-
ble: Logarithm of Highest Prime Time Hourly Rate] 

Explanatory Variables Coefficient t-statistica 

Square of log population 
Household income 

Joint newspaper ownershipb 

VHF-UHF statusb 

Network affiliation statusb 

Competes with combination 
owned stationsb 

Intercept 

0.0539 

0.000057 

0.151 

0.540 

0.420 

23.7 

2.5 

2.5 

9.1 

4.8 

0.0741 1.6 
7.790 43.2 

R2 = .71 
Sample Size = 496 
at-statistics greater than 2.516 are considered significant at a .01 confidence level; 1-statistics greater 
than 1.960 are considered significant at a .05 confidence level; and t-statistics greater than 1.645 are 
considered significant at a .10 confidence level. 
bBinary variables 

Source: Bruce M. Owen, "Newspaper and Television Station Joint Ownership," The Antitrust Bulletin 
18 (1973), p. 806. c Federal Legal Publications, Inc., 157 Chambers St., New York, NY 10007. Anti-
trust Bulletin: XVIII, p. 806. 
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regressions. In other words, the cross-owned 
newspapers and TV stations charge no higher 
prices than similarly situated outlets owned by 
other interests. 

The important feature of this debate is that 
including or excluding a certain variable 
greatly influenced the policy recommenda-
tions. This example illustrates how this statisti-
cal technique can be misused, unless the 
complete model is specified and each variable 
justified by a priori theory. 
An important use of multiple regression 

analysis is the measurement of supply and de-
mand functions. The estimation of demand 
functions is particularly important to broad-
casters and advertisers, because the supply of 
advertising minutes is generally fixed and thus 
demand determines the market price. The typi-
cal demand function is expressed in the follow-
ing terms, with the expected signs of the 
coefficients listed above each independent var-
iable:8 

Quantity demanded for product A (QA) = 

f [Price of A (P,,), Price of substitutes for A 

(P8, + + + ), Price of complements 
for 

A(Pc, Income (i), 

Population (Pap),Tastes (t), time (t )]. 

Quantity demanded is: 
(a) Inversely related to price, since decreases 

in price (ceteris paribus) cause consumers 
to feel wealthier and at the same time 
divert income away from higher priced 
substitute goods toward the purchase of 
good A; 

(b) Directly related to the price of substitute 
goods, because, as their prices increase, 
the consumer switches out of them and 
into other goods, including good A; 

(c) inversely related to the price of comple-
mentary goods (goods used in conjunction 
with another good, such as coffee and 
cream), since increases in the comple-
ments' prices reduce their consumption as 
well as the product they are tied to; 

(d) Directly related to income, since higher in-
come means the consumer can afford 
more of all goods, including good A; 

(e) Directly related to population, since the 
greater the potential number of con-
sumers, the greater is the total need for the 
product in question; 

(f) Directly related to fashion trends for the 
good in question; 
Influenced positively or negatively by in-
stitutional policies; 
Directly related to peak buying seasons 
and inversely related to off-peak seasons. 

In addition, economists are concerned with 
the price elasticity of demand, which is the rel-
ative responsiveness of quantity demanded to 
price (ceteris paribus), I9 In mathematical 
terms, it is: 

(g) 

(h) 

price elasticity of demand 

(rid) — 

Since 

QA 
à PA 

% A Q, 

07o à PA 

Q A  
Q base 

=  PA  
P base 

A QA P base 
à PA Q base 

is the coefficient of the PA independent varia-
ble in the multiple regression equation, we can 
evaluate this coefficient at an appropriate 
price and output base (usually the means of the 
variables) to determine the elasticity. If 

I nd I > 1 

the output of the good is responsive to changes 
in price, or elastic. If 

1%1 < 1 

the good is unresponsive to changes in price, or 
inelastic. If 
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Ind' = 1 

there is a proportionate response, or unit elas-
ticity. Inelastic goods tend to be necessities, to 
account for only a small percentage of one's in-
come, or to have few available substitutes. In 
other words, inelastic goods provide the con-
sumers with little choice and will not signifi-
cantly curtail purchases (QA) with increases in 
price. This fact favors the supplier, who has a 
greater ability to raise prices without fear of 
losing customers to a substitute good. The op-
posite holds for elastic goods. 
Bowmad° estimated the advertisers' de-

mand for network television time using a mul-
tiple regression model. His formulation of the 
demand function uses price per home per min-
ute as the dependent variable. Price depends 
on: (a) the number of minutes of network ad-
vertising watched per month by all house-
holds; (b) the level of disposable income per 
month; (c) the season of the year; and (d) the 
unemployment rate, which is a proxy measure 
for slack in the economy. Bowman's sample is 
a time series of monthly observations for all 
the variables for the period of 1964-69. 

The results of his estimation closely con-
form to a priori theory. Only the unemploy-
ment variable was insignificant. Using the log 
linear transformation, the statistical fit (le) of 
his equation was .943. Bowman discovered 
that the elasticity of demand for network tele-
vision was .73, indicating that it is an inelastic 
product with few close substitutes. 21 He also 
found that the aggregate demand for advertis-
ing shifts up before Christmas (peaking in Oc-
tober) and reaches its lowest levels in the 
summer. Bowman correctly notes that knowl-
edge of elasticity measurement is crucial to 
FCC policymakers who are considering poli-
cies affecting the supply of advertising min-
utes. Changes in the supply of advertising 
minutes cause movements along the demand 
curve, and the impact on revenues can be esti-
mated by knowing the elasticity of demand in 
the relevant region. Examples of such policy 
changes are the Prime-Time Access Rules 
(1970), the proposals seeking to decrease the 
amount of advertising time on children's pro-

gramming, and the recent abandonment of the 
NAB commercial time limits due to the threat 
of antitrust litigation. 

Multiple regression analysis has also been 
applied to broadcasting in other interesting 
contexts listed here. The interested reader is 
encouraged to sample these articles. 

1. Litmann has developed a model to examine 
the issue of whether network-owned televi-
sion stations (O&Os) carry as much public 
service programming as non-network-
owned stations and also a model that exam-
ines the determinants of who watches and 
contributes to television evangelists. 

2. The FCC Network Inquiry Group has de-
veloped a model to examine the determi-
nants of the station clearance rate for 
network programming. 

3. Levie and Blau, Johnson, and Ksobiece 
have models predicting the selling price of 
television stations. 

4. Wirth and Thompsoe have developed a 
model that examines the determinants of 
the cost of license renewal. 

5. Park, Johnson, and Fishmann have devel-
oped a model to explain the variation in 
television station profits. 

Measures of Concentration 
in Telecommunication 

Many important and controversial issues with 
which the FCC has historically dealt involve 
questions of concentration of ownership in the 
telecommunication industries. Consider the 
history of FCC rulemaking in such areas as 
chain ownership, multiple ownership, cross-
ownership, and prime-time access. Each 
lengthy proceeding involved questions of con-
centration of power at the national or local 
level. The commission has historically favored 
a decentralized system of ownership in the 
United States on the theory that "the right con-
clusions are more likely to be gathered out of a 
multitude of tongues than through any kind of 
authoritative selection."28 These questions of 
concentration of control within and between 
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telecommunication industries will become in-
creasingly important with the emergence and 
viability of such new services as pay cable, di-
rect broadcast satellites, subscription televi-
sion, videocassettes, and video discs. This 
section examines some economic techniques 
used to measure the degree of concentration in 
various telecommunication markets. 

First, let us briefly review the economic 
concept of market structure. The essential dif-
ference between a competitive and noncom-
petitive market is in the distribution of power 
between the market and the firm. In a competi-
tive market, all power resides in the market 
mechanism; it is the ultimate regulator of con-
duct. The firm is a slave to the forces of supply 
and demand; it has few choices to make and no 
power to enforce its decisions. The market 
compels good performance, and consequently 
one expects the lowest level of prices, the great-
est degree of allocative efficiency and cost ef-
fectiveness, and the most rapid introduction of 
new products and technology under the per-
fectly competitive ideal market structure. On 
the other hand, the firm in a noncompetitive 
market has considerable control over its eco-
nomic destiny. It has significant power, as well 
as flexibility and discretion over price, output, 
advertising, and research and development ex-
penditures. The market mechanism has been 
shortcircuited and stripped of some of its regu-
latory powers. The results are usually higher 
prices, misallocation of society's resources, ex-
cessive costs, and retardation of technological 
change. 

Economists have defined such concepts as 
perfect competition, oligopoly, and market 
with theoretical precision; but it has not been 
easy to apply these abstractions to the context 
of real world industries. To prove concentra-
tion of power, the first step is to define the rele-
vant market in which the industry or several 
industries operate. Without such a definition, 
it would be impossible to detect whether there 
has been or threatens to be a "substantial less-
ening of competition or a tendency to create a 
monopoly." 29 The case of cross-ownership will 
highlight these problems. 

Does the relevant product market include 

all forms of local advertising (daily newspa-
pers, television, radio, weekly newspapers, 
etc.), or is each of these media separate and 
distinct? If one argues the former, then cross-
ownership can substantially lessen competition 
in the local advertising market. If one argues 
the latter, then cross-ownership is irrelevant, 
since the two media do not directly compete 
with each other. The question of defining the 
relevant market turns on whether newspapers 
and, say, television stations are close substi-
tutes in the minds of local advertisers. The 
cross-elasticity of demand is a generally ac-
cepted economic test for measuring the degree 
of substitutability between any two products. 

The cross-elasticity of demand is the relative 
responsiveness of changes in the quantity of 
one good (newspaper advertising) in regard to 
changes in the price of another good (television 
advertising).' If the two goods are substitutes, 
then an increase in the price of TV advertising 
should cause advertisers to switch some ex-
penditures from television into newspapers. In 
mathematical terms, the cross-elasticity of de-
mand can be expressed as follows: 

Cross elasticity of demand for good A with re-
spect to good B 

(71,4,B) = 

e' QA  
% A el _ Q base 

% A PB —  A PB  
P base 

A Q, P base 
=  à PB Q base 

Unfortunately, economists only describe cross-
elasticity measurements in the rather general 
terms of strong or weak. It is generally consid-
ered that goods with cross-elasticities near one 
are strong substitutes, and those approaching 
zero are weak. The cross-elasticity of demand 
can be easily calculated from the estimated de-
mand function described in the first part of 
this chapter. Since 

A QA  
A PB 
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is the coefficient corresponding to one of the 
independent variables in the multiple regres-
sion equation, it is simple to evaluate this coef-
ficient at an appropriate output and price base 
to derive the measure of cross-elasticity. This 
procedure can be followed for all independent 
variables considered to be substitute goods for 
the product in question. Regrettably, no such 
calculations were ever made in the long cross-
ownership proceeding. 

Once the relevant product market has been 
identified, the next step is to develop a measure 
for the concept of market concentration. It is 
known from economic theory that a concen-
trated market structure will have a relatively 
small number of large and powerful firms. To 
determine the size distribution of sales or as-
sets, several alternative measures are avail-
able.3' 

First, one could simply count the number of 
competitors operating in the product market. 
In the case of cross-ownership, if broadcast 
outlets, daily and weekly newspapers and mag-
azines are included as part of the product mar-
ket, then counting each competitor separately 
might give the impression of a large number of 
media voices (competition). Rosse and Der-
touzas,n following this procedure in counting 
the number of media voices for New York City, 
discovered 459 separate voices. The problem 
with this measure is that each media voice is 
given an equal weight, which masks the heavy 
influence of the television and daily newspaper 
outlets. Another example is to count the num-
ber of radio stations in Chicago and label this a 
competitive market without considering dif-
ferences in wattages among AM stations and 
differences between AM and FM stations. 
A second technique frequently used to illus-

trate concentration of power within a market is 
the Lorenz Curve,n which graphically high-
lights inequality of market shares among firms 
(or program categories). Suppose one wishes 
to illustrate the fact that network program-
ming is superior to syndicated fare, and that, 
as a result, network affiliates earn a dispropor-
tionately higher share of audience (and reve-
nues) during prime time. 

Examination of the Arbitron audience 

share for the New York market for the Novem-
ber 1981 sweeps reveals ten active stations dur-
ing prime time. The three VHF affiliates 
accounted for a 72 percent share of the audi-
ence; the three VHF independents accounted 
for 22 percent; and the other four stations (two 
public and two UHF independents) accounted 
for 6 percent. If audience shares were equally 
distributed, then the three VHF affiliates, 
which accounted for 3/10 or 30 percent of all 
stations in the market, should have earned a 30 
percent audience share. The fact that they 
earned more than twice that share while the 
lowest four stations (representing 40 percent of 
all the stations) earned only a 6 percent share 
indicates a maldistribution of audience shares 
in New York City during prime time. 

The Lorenz Curve for these data appears in 
Figure 7-3. The 45° line represents perfect 
equality; that is, 10 percent of the firms earn 10 
percent of audience share, 20 percent of the 
firms earn 20 percent, and so on. The bowed-
out curve represents the true distribution of 
shares. The more the Lorenz Curve departs 
from the 45° line, the greater the inequality of 
audience shares among the firms. One prob-
lem is associated with the use of Lorenz 
Curves. When there are relatively few firms in 
an industry— say, four—and market shares are 
almost evenly split among the four firms, the 
Lorenz Curve will nearly coincide with the 45° 
line. It would be wrong, however, to label this a 
competitive industry since the number of firms 
is so small. Under these circumstances, this 
technique should not be used to assess concen-
tration among the three networks or within a 
three- or four-station market. 

The most frequently used measure of con-
centration is the four- or eight-firm concentra-
tion ratio—a measure of the cumulative 
market share of the top four or eight firms in 
an industry or a market. Comparisons over 
time are often made to see if this concentration 
ratio has increased, thereby implying a greater 
degree of monopoly power within the industry. 
Handy rules to use with concentration ratios 
are: If the four-firm ratio is equal to or greater 
than 50 percent, or if the eight-firm ratio is 
equal to or greater than 75 percent, then the in-
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dustry or market is highly concentrated; If the 
four-firm ratio is between 33 and 50 percent, 
or if the eight-firm ratio is between 50 and 75 
percent, then the industry or market is moder-
ately concentrated. All other cases indicate the 
presence of some degree of competition within 
the industry or market. This sort of measure 
has been frequently used to assess national 
concentration of ownership among multiple 
cable system owners. 

One problem with the concentration ratio is 
that it can hide inequality of power within its 
own group. Two radio markets can have identi-
cal four-firm concentration ratios of, say, 40 
percent; yet, in one market, the distribution 
might be 25, 5, 5, 5, while in the other it may be 
10, 10, 10, 10. These two different distribu-
tions might have different meanings in terms 
of the nature of competition, even though the 
concentration ratios are the same. 34 Also, it is 

possible that the four- or eight-firm ratio 
might be relatively constant over time, but 
wide swings in individual firm market shares 
may have simultaneously occurred. These 
wide swings over time will have a different 
meaning than if the firms maintained constant 
shares over the time interval. 

Another useful measure of concentration is 
the Herfindahl-Hirschman (H-H) Index, 
which is calculated by summing the squared 
market shares of all firms in an industry or 
market. This index is desirable because it in-
creases as the number of firms declines and 
also as inequality among those firms rises. 

Thus, to the extent that monopoly power is 
correlated positively with both fewness of 
sellers and inequality in their sizes, the Her-
findahl-Hirschman Index comes close to be-
ing an ideal composite measure." 
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The H-H Index equals one, if there is a pure 
monopoly, and approaches zero if there is an 
approximation to perfect competition. Sup-
pose there were four firms, each splitting the 
market in equal shares; then the H-H Index 
would be .25. As a rule of thumb an H-H Index 
greater than .20 indicates a significant degree 
of concentration within the industry; an H-H 
Index between .10 and .20 indicates a moder-
ate degree of concentration within the indus-
try. The H-H Index for the New York television 
market described above turns out to be .194, a 
fairly high degree of concentration during 
prime time. 

In a recent article," Litman calculated H-H 
indices for the distribution of network time 
among nine program types for the 1974-78 
television seasons. The results are displayed in 
Table 7-3; the index ranges from .140 to .190, 
indicating a fairly high concentration of time 
among a few program types. This model was 
used as evidence to support the proposition 
that the networks imitated each other rather 
than presenting a balanced schedule of pro-
gramming. The decrease in the H-H Index 
after the 1975 season also demonstrates that 

the ascendency of ABC shook the industry and 
caused the networks to do more counterpro-
gramming and take more chances with infre-
quently used program types." 
A final method of measuring concentration 

is the market share stability technique. The 
basic theory behind this technique is that in an 
oligopoly market structure, firms will attempt 
to forge a spirit of cooperation, express or 
tacit, and come to an oligopoly consensus 
concerning the mutually beneficial prices, the 
distribution of market shares, and standard-
ization of industry-specific practices." To the 
extent that this consensus is complete in all ar-
eas of contact, the industry will be in a state of 
equilibrium, and market shares will be stable 
over time. On the other hand, if the industry 
has difficulty in establishing consensus, or if 
the agreement is inequitable to some firms, one 
should expect a disequilibrium state of widely 
fluctuating market shares over time. Hence, 
stability of market shares will be a proxy value 
for a shared monopoly power over time, and 
instability will indicate a competitive environ-
ment. 

The value of this measure derives from the 

Table 7-3 Aggregate Network Diversity (1974-1978 Seasons) 

Program Types 1974-75* 1975-76* 1976-77* 1977-78* 1978-79* 

General Drama 
Variety-Comedy 
Western-Early American 

Action-Adventure 
Situation Comedy 

Mystery-Suspense 

Feature Films 
Science Fiction 

Other 

7.9% 
4.6 

7.9 
10.3 

13.5 

29.4 

23.0 
0.0 

3.2 

Herfindahl-Hirschman Index 
= program share (S) .184 
i = I 

9.1% 
6.8 

4.6 

12.1 

15.9 

33.3 

15.2 

0.0 

3.0 

7.6% 
10.6 
4.6 
6.1 

18.9 
22.7 

20.5 

4.6 
4.6 

10.6% 9.1% 
7.6 7.6 
7.6 4.6 

6.1 6.1 

21.2 18.9 

16.7 15.2 

18.2 27.3 

7.6 6.1 

4.6 5.3 

.190 .156 .140 .159 

*Fall season schedule. 

Source: Barry R. Litman, "The Television Networks, Competition and Program Diversity," Journal of 
Broadcasting 23 (1979), p. 403. Reproduced with the permission of the Journal of Broadcasting. 
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fact that it gives a more accurate picture of the 
dynamic process of change within an industry 
or market than does an examination of four-
or eight-firm concentration ratios. The mea-
sure is calculated as the sum of the absolute 
value of change in market shares for all firms 
between two or more specific points in time. In 
mathematical terms, this is: 

E Si, — St, 1 

where S, is the share of the ith firm, and 
represents the time interval under investiga-
tion. Prisuta" and Litman4° have recently used 
this market-share stability technique to assess 
the degree of competition during the local tele-
vision newscast. One problem associated with 
the technique is that, under certain circum-
stances, a finding of market share stability can 
give an erroneous impression of significant 
market power and the corollary of poor eco-
nomic performance. Hence, this measure is 
best used in conjunction with one or more of 
the other techniques. Regrettably, no absolute 
standard has yet emerged to delineate market 
stability from instability. 

Summary 

This essay has examined several techniques 
that economists use to analyze telecommunica-
tion issues. Regression analysis is a flexible 
tool used to examine the functional relation-
ship between a dependent variable and one or 
more independent variables. By specifying a 
complete regression model, one can measure 
the individual and collective influences of a 
number of explanatory variables on a depen-
dent variable of economic interest. This form 
of analysis is useful for estimating demand 
functions, for predicting some economic phe-
nomena, as well as for isolating certain vari-
ables that have important policy ramifica-
tions. 

The second metholology related to several 
different techniques economists use to mea-
sure concentration of control (or of any other 

phenomenon) in the media. The first task was 
to delineate a relevant product market that 
contained close substitute goods. The measure 
used was the cross-elasticity of demand. Then, 
a number of similar methods were explained 
for indexing the degree of monopoly power 
within markets. These measures include Lo-
renz Curves, concentration ratios, the Herfin-
dahl-Hirschman Index, and a market-share 
stability index. 

The use of economic analysis in examining 
media issues is in its infancy. There must be a 
refinement of the techniques and a greater con-
centration of effort before its true value will be 
established in the marketplace of ideas. 
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This essay acquaints the reader with methods 
of audience segmentation, beginning with 
what segmentation is and what value it has. 
The nature of the data that the segmenter 
works with will be discussed, along with sev-
eral measures that can be calculated from these 
data. Next, some major methods of analysis 
used in segmentation are briefly described. Fi-
nally, examples of segmentation research that 
illustrate the application of these methods are 
presented. This essay does not show how to 
perform the statistical analysis required for 
each method; rather, it shows how these tech-
niques are applied, the types of questions the 
techniques are best suited to answer, and how 
to apply the output of these analyses to the 
original purposes of the research. 

Approaches to 
Audience Segmentation 

Segmentation in audience research refers to 
the process of dividing a large mass of poten-
tial viewers into smaller, homogeneous sub-
sets. The expectation is that these smaller 
subgroups will prefer and view different types 
of programs. Audience segmentation also per-
mits the researcher to probe more deeply into 
the desires and satisfactions of specific groups 
of audience members. Potential program ma-
terial can be evaluated more effectively by test-
ing it among audience segments that will 
ultimately choose to view the program when it 
is aired. 

Bases for segmentation can be discussed as 
general versus situation specific and as objec-
tive versus inferred. Figure 8-1' depicts this 
dual classification system. 

The two criteria for successful segmentation 
are that: (1) groups will be homogeneous with 
respect to some designated quality; and (2) a 
group identified in one market by a given seg-
mentation measure will be similarly identified 
in any other market. The first criterion implies 
that any basis used for segmentation (see Fig-
ure 8-1) will result in people similar on that ba-
sis being grouped together as a segment. The 
second criterion implies that the basis for seg-
mentation will apply to persons in regions 
other than the one used to develop the segmen-
tation scheme. Other essays in this book dis-

8 
Techniques for 
Audience 
Segmentation 

Jonathan Gutman 
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Loyalty Patterns 

Inferred Personality Traits 
Life Style 

Attitudes 
Perceptions and Preferences 

Figure 8-1 Alternative bases of audience segmentation. 

cuss the variables in each of these cells, 
variables available to the audience segmenter. 
This essay outlines the methods and data de-
mands associated with implementing the vari-
ous segmentation approaches. 

Comments on Viewing Behavior 

A discussion of viewing patterns precedes the 
discussion of techniques and data needs since 
the segmenters' ultimate interest is in behavior. 
Any method of segmentation must ultimately 
rely on behavioral differences for its justifica-
tion. Of course, the researcher can segment 
viewers on the basis of the amount of their 
viewing behavior and then describe the charac-
teristics of viewers in each behavioral segment. 
Nielsen and Arbitron periodically publish de-
mographic profiles of heavy, medium, and 
light viewers. Other studies have sought to un-
derstand light versus heavy viewers in terms of 
personality traits.2 

Another approach to analyzing behavior 
focuses on viewing choices. The program types 
in television' can be determined by content 
analysis or by using similarity ratings or pref-
erence data, as previously cited. However, in 
dispute is the existence of viewer-types, viewers 
devoted to specific types of programs. If pref-
erence data are analyzed, identifiable program 
types do emerge; but if actual viewing data are 
analyzed, program types are rarely obtainable. 
Suggestions as to why there may not be viewer 
types for specific types of programs are that: 

1. People do not always watch what they pre-
fer; set control, family dynamics, availabil-

ity (near a TV set when preferred program 
is on). 

2. People do not always like what they watch; 
much viewing occurs because others are 
viewing. Viewing occurs because a given 
program represents the least objectionable 
choice. 

This absence of viewing segments devoted 
to program types is explained in Goodhardt 
and Ehrenberg's.' Law of Duplicated Viewing, 
which states: "The percentage of the audience 
of any TV program who watch a given TV pro-
gram on another day of the same week is ap-
proximately equal to the rating of the latter 
program times a constant."' Header, Klomp-
maker, and Rust6 disagree with this view in 
their analysis of some Simmons data on view-
ing in the United States (data from Goodhardt 
et al. are based on viewing in the United King-
dom). This essay will not resolve these conflict-
ing views, but duplicated viewing might be 
solely a function of rating (percentage of 
homes with televisions tuned to a given station) 
and not of program content. The burden of 
proof is on the segmenter to show that the seg-
ments created using the techniques described 
below do display significantly different view-
ing behaviors. 

Measures Used in Segmentation Research 

Measures of Association 

In general terms, segmentation research rests 
on analysis of measures of association and 
proximity. The measure of association used 
most frequently is the product-moment corre-
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lation coefficient. The product-moment or 
Pearson coefficient is an index of the pattern 
of variation between any two vectors. For ex-
ample, two people may have the following 
scores (using a 7-point scale) on several vari-
ables (personality traits, attitudes, etc.): 

Person 
A 

Variables 
I 2 3 4 
5 7 6 
1 3 2 

5 
1 

5 
6 
2 

6 
5 
1 

The correlation between these two people 
would be 1 — a perfect correlation; yet person 
B is obviously lower on all variables than is 
person A. The high correlation would result in 
grouping together people with similar patterns 
of change in magnitude across variables (see 
Rummer for a discussion). The use of such a 
coefficient would not matter if one were form-
ing correlations among the columns of such 
persons by variables matrices: one is interested 
in which variables co-vary. This example, al-
though it might represent an extreme case, 
shows the dangers in using coefficients reflect-
ing pattern only. Most people who correlate 
highly across variables will tend to have similar 
scores on an absolute basis. The segmenter, 
however, should check the relations among 
people in the same segments on the variables 
used in the segmentation attempt to determine 
whether they really belong together before 
proceeding with analysis. 

Other types of coefficients consider magni-
tude as well as pattern (see Rummel' for a dis-
cussion). In the final analysis, the researcher 
often must determine options in terms of ob-
jectives. 

Proximity Measures — 
Distance and Matching 

Having discussed correlation measures, we 
now turn to distance measures. One basic deci-
sion the segmenter faces is whether to use cor-
relation or distance to capture resemblance 
among respondents (see Cronbach and Gleser9 
for a discussion of this issue). Two types of dis-
tance measures predominate—Euclidean or 
Manhattan (city block). The formula for com-
puting these distance measures is: 

Person 
A 

a il/a 

dg, = [E 
s= 

dg, = distance between case i and g on vari-
able L 
x = number of variables on which distance 

between cases is to be calculated 
Sil = score for case i on variable 1 
Se = score for case g on variable 1 
a = an exponent 
If a is 2, the formula computes the Euclid-

ean distance; if a is 1, the city block distance is 
calculated. Given the following data for two 
persons' preferences for four programs: 

— Sg, 

Preference for Program 
1 2 3 4 

5 3 1 2 
3 4 3 5 

the Euclidean distance between persons A and 
B would be: 

[(5_3)2 .4_ (3_4)2 + (l _3)2 + (2_5)11/2 

= [181 1 = 4.24 

Distance measures are usually clustered or 
scaled, as opposed to being factor analyzed; 
but it is possible to transform the dg, measures 
so they will be analogous to correlation coeffi-
cients (varying between 0 and 1) by dividing all 
distances by the maximum distance, 

= 1 dg,  clsg,  
dmax 

where clsg, is the scaled distance and dmax is the 
largest distance in the matrix (see Rummel'° 
for an illustration of this approach). 

Before discussing specific matching indices 
typically used in analyzing viewing data, the 
nature of such a matrix should be discussed. 
Typically, the matrix to be analyzed would 
have viewers as rows and programs repre-
sented as columns. Analysis can be made of re-
lations among the rows of such a matrix, or 
column relations can be analyzed just as in giv-
ing people factor scores and then clustering the 
factor scores, or in clustering principle compo-
nents obtained through factor analysis. 
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The values in such a person-by-program 
matrix would be zeros and ones, where 1 repre-
sents viewing, and zero represents not viewing. 
Many measures of similarity and distance are 
possible," but a few are more frequently used 
than others. Consider first the types of rela-
tions between any two given rows: 1,1; 1,0; 
0,1; 0,0. A 1,1 means both persons watch show 
1; a 1,0 indicates person 1 watches program 1 
and person 2 does not; 0,1 is the reverse of the 
1,0 situation; and 0,0 means neither person 
watched show 1. Two matching types of simi-
larity indices are most common -counting the 
number of 1,1 and 0,0 pairs, or all matches 
that can be divided by the total number of rela-
tions. The other index involves counting the 
1,1's (two people watching the same show, re-
ferred to as duplicated pairs) and dividing by 
the sum of 1,1; 0,1; 1,0 relations. 

Consider the following matrix of three per-
sons by five programs, where 1 indicates view-
ing and zero is nonviewing: 

Programs 

Persons a b c d e 

A 1 1 1 1 0 
B I 1 0 0 0 
C 1 0 0 0 1 

The above matching indices are calculated be-
low: 

ABC 

A A-B - 

B .6 

All Matches 

1,1 + 1,1 + 0,0 

= 3/5 = .6 

A-C -  

= 1/5 = .2 

C.2 .6 B-C - 

5 

5 

1,1 + 0,0 + 0,0 

5 

= 3/5 = .6 

1,1 Matches Only 

A BC 

A A-B - 
+ 1,1 

1,1 + 1,1 + 1,0 + 1,0 

= 2/4 = .5 

B.5 A-C - 
1,1 

1,1 + 1,0 + 1,0 + 1,0 + 0,1 

= 1/5 = .2 

C .2 .33 B-C - 
1,1 + 1,0 + 0,1 

= 1/3 = .33 

Note that A-C and B-C have the same num-
ber of 1,1 matches -one each. However, A-C 
shows more differences (1,0; 0,1) than does 
B-C. 

The choice between the two indices should 
be made based on the researcher's feeling 
about the meaningfulness of weak matches 
(0,0). Does the fact that two people do not 
watch the same programs contribute meaning-
fully to their similarity? Do we wish to empha-
size similarity among respondents in clustering 
at the expense of differences that might exist 
among them? 

Methods of Audience Segmentation 

Many sources for learning about techniques 
can be used to segment viewing audiences. This 
section describes the major analytical ap-
proaches (factor analysis, clustering, Q-meth-
odology, multiple discriminant analysis, and 
multidimensional scaling) and how to imple-
ment them. The research methodology of stud-
ies using these techniques is discussed by 
demonstrating the flow of analysis. 

The choice among analytic techniques for 
segmenting audiences largely depends on the 
nature of the data to be analyzed. However, as 
a general distinction, cluster analysis and mul-
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tidimensional scaling are more oriented to-
ward defining who is a member of each 
segment; the other techniques provide more in-
formation on the criteria used to form the seg-
ments. 

Factor Analysis 

Any matrix can be factored; that is, any table 
of numbers can be analyzed for its set(s) of 
patterned variation. We will assume that a ma-
trix consists of people as rows and programs 
viewed or preferred, personality traits, atti-
tudes possessed, or life style, as columns. Our 
interest in such a matrix might be in the corre-
lation between two variables as one moves 
down the columns from person to person (e.g., 
the correlation between person A and B, B and 
C, etc.) — see Figure 8-2. Or, our interest might 
be in the correlation between two rows as we 
consider the correlation between person A and 
B, B and C, etc., across variables. The former 
perspective is called R-factor analysis; the lat-
ter, Q-factor analysis. 

The correlation matrix is basic to most ap-
plications of factor analysis. In R-factor analy-
sis, the variables or columns of the matrix 
represent the values factored. In Q-factor 
analysis, the correlations among people (rows) 
are factored. Factoring a matrix means search-
ing for linear combinations among the vari-
ables (or people) as expressed in the correlation 
matrix. The factor loading matrix is one key 
output of factor analysis. It contains the corre-
lations between the variables (in R-type) or 
people (in Q-type) and the linear combinations 
(factors) that best reproduce the correlation 

Figure 8-2 Data matrix for factor analysis. 

Variable 

Person I 2 3 4 

A 3 4 5 3 
B 4 5 3 3 
C 3 3 5 4 
D 5 4 3 3 

coefficients in the original matrix. 
The factor matrix is rotated to obtain a 

more desirable solution. One popular criterion 
for rotation, simple structure, attempts to 
maximize the number of high loadings in each 
factor while minimizing the number of factors 
with high loadings for each variable. If using 
the R-type approach, people (rows) can be 
given scores on the factors (dimensions). These 
factor scores can then be clustered to form seg-
ments. If using Q-type factor analysis, the re-
searcher must determine from the original 
variables what makes the people loading on 
each factor similar (more will be said about 
this when discussing Q-methodology). Rum-
mell' and Gorsuch" contain useful discussions 
of this analytical technique. 

The two major approaches for using factor 
analysis in audience segmentation as specified 
above are: (1) factor the variables, give people 
scores on the factors, then cluster people using 
the factor scores (or use factor scores to de-
scribe respondent groups formed on other 
bases, such as viewing); and (2) factor the 
people across the original set of variables, then 
calculate profiles for people loading on the 
same factors (this approach will be discussed in 
the context of Q-methodology). One reason 
for using the first approach is that the patterns 
of relationship among the variables might not 
be clear, as often occurs when trying to seg-
ment audiences on attitudes, life style, or per-
sonality. Respondents might be asked to 
respond to many items, because the researcher 
does not know precisely which items are criti-
cal. Factor analysis can tell the researcher 
which items occur together or are answered in 
similar patterns by respondents. Once these 
common patterns of response are identified, 
the researcher can eliminate unneeded items 
and can tell which items pertain to particular 
areas of interest. The researcher may wish to 
use many items but to combine the ratings on 
subsets of items for greater stability. Using fac-
tor scores also helps equalize the impact of the 
various subsets of items in terms of their con-
tribution to differences among people. If one 
area had ten items and another only five, the 
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former would have twice the impact of the lat-
ter. 

For example, Frank and Greenbere ad-
ministered to respondents 139 leisure interest 
and activity items and 59 needs satisfied by lei-
sure interests, all to be rated on a four-point 
rating scale. Through principle components 
analysis (a type of factor analysis), the 139 
items were reduced to 18 interest factors and 
the 59 need items were reduced to nine factors. 
The 18 interest factor scores were subsequently 
used to group the respondents into segments. 
The nine need factors helped identify the na-
ture of the segments. 

In another study, Villani's collected re-
sponses on 214 personality and life-style items 
to be used in assessing television program audi-
ences. Although these items were based on pre-
vious research as well as on theory, factor 
analysis was used "to determine independent 
psychographic measures and appropriate 
weights for aggregating individual statement 
scores to form trait scores." 16 Thirteen person-
ality trait factors and 51 life-style factors were 
obtained. The associated factor scores were 
used to measure respondents' level of posses-
sion of these traits and life-style variables in 
subsequent analyses. 

Factor analysis can also be used to create 
predetermined groups that serve as a basis for 
profiling audience subsets:' Villani 19 used fac-
tor analysis to reduce raw viewing frequencies 
for 78 prime-time television programs into 19 
program types. In her analysis, regression was 
used to analyze the relationship between the 
viewing factor score for a particular program 
type and 68 variables (4 demographic vari-
ables, 13 personality factor scores, and 51 life-
style factor scores). Other researchers have 
suggested adjusting raw viewing behavior or 
program preferences for personal and schedul-
ing variables before factor analysis is ap-
plied:9 

The reader is encouraged to consider Ehren-
burg and Goodhardt'sw alternative to factor 
analysis. They suggest analyzing the actual re-
lationships in the observed data by asking what 
relationship, if any, holds across different sub-
groups of data. This is done by rearranging the 

order of the variables by the average size of the 
correlations in each row or column and by su-
perimposing on this numerical ordering any 
ordering that initial inspection or previous 
knowledge may suggest. Reducing the correla-
tions to a single digit allows any pattern exist-
ing in the data to be seen. Various a priori 
orderings can be tried out. At the least, such an 
approach would give the researcher a feel for 
the data that he or she would not get using tra-
ditional factor analysis. 

Cluster Analysis 
Cluster analysis offers a direct approach to 
separating people into groups so that people 
within groups are more similar to each other 
than to people outside their group. One pri-
mary decision of the cluster analysis user is 
what measure of resemblance between people 
to use. The section covering proximity mea-
sures discusses the alternatives. 

Having selected a measure of resemblance, 
the researcher must select a computation rou-
tine for clustering the profiles. Of the many 
computer programs available to perform clus-
ter analyses, two main types stand out — hier-
archical and nonhierarchical. The hierarchical 
approach begins with each point as a separate 
cluster. The two closest points are then placed 
in a cluster. Then, either another point is 
joined to this cluster or two separate points 
form a new cluster (depending on which set of 
points is closest together). Analysis proceeds 
until all points are joined in a single large clus-
ter. The BMD1321 clustering programs, the 
most readily available, offer three options for 
building up clusters: single linkage (defining 
distance between clusters as the shortest dis-
tance from a point in one cluster to a point in 
another cluster); complete linkage (uses the 
longest distance between objects in two clus-
ters as the measure of cluster distance); and av-
erage linkage (uses the average distance 
between objects in clusters as a measure of 
cluster distance). The nonhierarchical methods 
select cluster centers and assign objects within 
prespecified limits to these nodes. 

One could cluster either raw values (person-
ality, attitudes, life style, viewing behavior) or 
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factor scores derived from these values. The 
Frank and Greenberg n study used a hierarchi-
cal clustering algorithm to cluster respondents 
into 14 segments based on 18 interest factors 
obtained from 139 items. The 14 segments 
were then used as the basis for a cross-tabula-
tion foundation analysis to examine how they 
differed. 

Plummern reported on a cluster analysis of 
1,200 male heads of household using 300 A10 
(activity, interest, and opinion) measures. His 
approach for interpretation of clusters repre-
sents one method of interpreting clusters: 

Among men, the six-cluster solution ap-
peared to be the most meaningful, as further 
clustering produced either very small or diffi-
cult-to-interpret clusters. The cluster analysis 
generated a "cluster" mean score on each of 
the 300 A10 items with a resulting F ratio to 
indicate the level of differentiation between 
clusters. For each A10 item with a significant 
F ratio, the two clusters with the highest mean 
scores and the two clusters with the lowest 
mean scores were selected. Examination of 
each cluster's array of high and low mean 
A10 items provided an empirical lifestyle 
profile for each cluster. 24 

At the beginning of this quotation, note 
that the number of clusters was at issue. The 
question of how many clusters there ought to 
be can never be answered. The choice must be 
made in light of interpretability and the desired 
degree of group similarity (often referred to as 
amalgamation distance). The remainder of the 
quotation refers to the development of cluster 
profiles so as to "name" or identify the nature 
of the clusters. These clusters then became the 
bases for viewing behavior analysis. 

Discriminant Analysis 

Before discussing Q-technique, which differs 
from the other segmentation procedures, a 
brief comment will be made about two other 
methods for segmenting audiences— discrimi-
nant analysis and multidimensional scaling. 

The multiple discriminant analysis tech-
nique addresses whether profiles for two or 

more audiences are truly different. Massy25 
demonstrated this use of discriminant analysis 
using FM station audiences. Forty-seven mea-
sures on 239 families were reduced to 12 varia-
bles using factor analysis. The 12 variables 
were then used to predict which station each 
family listened to (was tuned to at time of in-
terview). 

The actual station listened to became the 
group to which each family was assigned. The 
resulting discriminant function equation was 
then used to predict to which station each fam-
ily listened. A comparison of the predicted sta-
tion with the actual station distinguished the 
station profiles (for the 12 variables). That is, 
if we can correctly predict to which station 
people listen (correctly predict group member-
ship) on the basis of demographic and life-style 
variables, then that station audience must dif-
fer from other stations' audiences. Johnsonn 
demonstrates how audience members might be 
plotted into the same space as objects. 

In another radio format study, Lull et al.n 
used multiple discriminant analysis to identify 
"which demographic indices provide the most 
information in differentiating types of listen-
ers for the formats." Two significant discrimin-
ant functions emerged from the analysis (pri-
marily revolving around age and education). 

Multidimensional Scaling 

Multidimensional scaling (MDS) can be used 
for segmenting audiences in several ways. The 
task in nonmetric MDS is to work backward 
from a set of rank-ordered interobject dis-
tances (e.g., rated dissimilarities for pairs of 
objects from most to least similar) to find the 
number of dimensions and the configuration 
of points such that the ranks of their computed 
interpoint distances most closely match the 
ranks of the input data. The way different per-
sons perceive television programs can be the 
basis not only for arranging the programs in an 
n-dimensional space but also for arranging the 
viewers in the same space. 

Preference data can also be the basis for ar-
ranging people in n-dimensional space. A 
preference matrix of persons by programs can 
be used to generate a person-by-person matrix 
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of Euclidean distances between people. This 
matrix can be input to a scaling program (e.g., 
TORSCA, POLYCON," etc.), which will ar-
ray the people points. It is also possible to use a 
rank-order preference matrix of persons by 
programs to array both programs and people 
in the same (joint) space. Needless to say, im-
plementing these procedures is complex. The 
cited sources can serve as a guide to this ap-
proach." There are definite limits as to the 
number of stimuli (objects plus respondents) 
that can be used in these techniques, and this is 
a major drawback in applying these techniques 
to segmentation analysis. 

Q-technique 
Q-technique is more than Q-factor analysis 
(correlating people), as Stephenson's' books 
indicate. Mechanically, the factor analytic as-
pects of the analysis are the same as obverse 
factor analysis, but the generation of the data 
sets it apart from traditional forms of analysis. 
Factor analysis, as we have seen, can be ap-
plied to many types of data—preference rat-
ings of programs, attribute ratings for 
program, viewing choices, self-assessments as 
in life-style analysis and so on. Q-technique 
implies that people are responding to state-
ments or other materials that allow respon-
dents to project something about themselves 
into their responses. 

At the heart of Q-methodology is the 
forced-choice method. The respondents rank 
order rather than rate many statements. To fa-
cilitate making the statements, respondents are 
asked to sort statements into a given number of 
classes on a quasi-normal frequency basis. The 
rows of the persons-by-statements matrix con-
taining the rank values are correlated, then 
factored. The loadings in the rotated factor 
matrix indicate which respondents cluster to-
gether. Interpreting clusters is similar to cluster 
analyses, wherein cluster profiles are gener-
ated. In this case, prototypical sorts are gener-
ated by obtaining an average sort for a person 
most representative of each cluster. 

Understanding Q-technique means under-
standing how statements are structured for Q 
studies. Fisher's methods for experimental de-

signs provide a basis for composing a sample 
that represents the (hypothesized) chief varia-
bles assumed to be relevant to a given behav-
ioral domain.' In the same fashion that people 
are selected to represent levels in a factorial de-
sign (e.g., two levels of sex — males, females; 
two levels of age—under and over 40), state-
ments can be selected to represent the levels of 
factors. This implies that the researcher should 
have some theoretical basis for the study, 
rather than merely throwing together a bunch 
of statements to use (this would be an unstruc-
tured Q-sample). 

As an example of the Q approach to audi-
ence segmentation, a study that the author 
conducted' using Q methodology will be dis-
cussed. Its basis was the functional purpose 
television plays in a person's life. A basic di-
mension on which statements were selected 
was whether they pertained primarily to pro-
gram content or to noncontent-related reasons 
for viewing. Three types of noncontent areas 
were included: (a) escaping, (b) facilitating in-
teraction, and (c) escaping boredom. Among 
content-related reasons were: (d) culture, (e) 
technical information, (f) keeping current, and 
(g) entertainment. Six statements were gener-
ated for each of the seven levels of the "Use 
Factor" (see Table 8-1). These statements were 
written by the author, although they need not 
have been; they could have been collected from 
articles or from short essays on "Why I Watch 
Television" written by a sample of viewers. 

The statements were given to respondents 
who read them and separated them in three 
piles —descriptive of this other viewing, non-
descriptive, and a neither category. Ultimately, 
the respondents had to sort the 42 statements 
into nine categories using the following distri-
bution: 

Most 
de- 2 
scriptive 

Least 
3 4 7 10 7 4 3 2 de-

scriptive 

Factor analysis is the analytic technique 
most frequently used to determine the patterns 
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Table 8-1 Statements Reflecting Uses of Television 

Statement Category 
Number Number 

6 e Watching television to learn about what 
stores to shop at 

10 b Watching television to give me something to 
talk about with my friends 

14 b Watching television with my family because 
it's a good way for the family to be together 

16 c Watching television because I am alone in the 
house 

23 g Watching television because TV is more 
interesting than other things I could do 

24 b Watching television to help fill in the lulls 
in conversation when company is visiting 

26 g Watching television because the programs I 
watch are very good 

28 d Watching television to listen to people with 
some of the finest minds in the country 

29 g Watching television because I enjoy it 

30 a Watching television to be alone when I can't 
be 

31 c Watching television because it requires so 
little effort 

33 a Watching television as a substitute for 
having company or going out to visit 

35 a Watching television because I'm too tired to 
visit with the family 

37 g Watching television for its entertainment 
value 

38 a Watching television to avoid having to think 
up things to say to others whom I may be 
with 

42 d Watching television to learn things that 
improve my mind 

46 b Watching television because other members of 
the family do 

47 f Watching television to stay in tune with new 
clothing fashions 

49 e Watching television when I have things to do 
that I don't want to do 

51 e Watching television to learn how to play 
sports better 

54 e Watching television because it occupies my 
time 
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Table 8-1 (cont.) 

Statement Category 
Number Number 

56 c Watching television to pass an hour between 
other activities 

57 c Watching television because there is nothing 
else to do 

59 f Watching television to keep abreast of 
national and international events 

60 f Watching television to keep informed about 
new ideas 

61 d Watching television to see programs about 
science or history 

63 d Watching television to see symphony 
orchestras and ballet groups I wouldn't 
otherwise be able to see 

66 d Watching television to see programs about 
famous painters or sculptors 

69 e Watching television to learn about what 
products to buy 

71 f Watching television for in-depth coverage of 
specific topics 

72 e Watching television to learn what's on sale 
77 e Watching television to learn how to become 

handier around the house 
78 d Watching television to see fine plays 

79 g Watching television to see my favorite TV 
series 

81 f Watching television to keep up to date on 
local news 

83 a Watching television to avoid having to play 
with the children 

88 b Watching television because I can learn how 
to get along better in social situations 

89 f Watching television to find out about 
tomorrow's weather 

91 b Watching television when I have friends over 
because it's easier to spend time with others 
when I have the TV on 

93 a Watching television to avoid having to put up 
with anyone 

95 g Watching television because I like to watch 
my favorite TV personalities 

97 e Watching television to improve my ability at 
doing the things I like to do 
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of similarity among people in the data. 
Schlinger" suggests guidelines for determining 
from the loading which persons shall be used 
to represent which factors (a minimum loading 
of 3 x 1/../N [three times the standard error 
of a zero order correlation] and significant 
loadings squared being twice the squares of the 
two next largest loadings). 
A matrix of the ranking of 42 statements by 

29 persons was factored using a principle com-
ponents analysis with varimax rotation (see 
Table 8-2). The underlined loadings are those 
that met the previously mentioned criteria. 

Table 8-2 Rotated Factor Loadings' 

The sorts of the persons selected to repre-
sent the factors are weighted in proportion to 
their loadings on the factors (see Schlinger and 
Stephensoe). These factor arrays represent 
prototypical sorts of a person with a high load-
ing on each factor (see Table 8-3). Interpreta-
tion is made after ordering the statements from 
low to high for each factor type and reviewing 
the differences. It is helpful if the statements 
used in the sorts represent replications of fac-
tors in an experimental design. Then, both the 
statement and the level it represents in the ex-
perimental design aid in interpretation. 

Respondents I II III IV V VI 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 

15 29 
16 06 

—02 23 
31 07 
22 57 
40 30 
40 27 
46 47 
77 12 
-5-ij 03 

—25 48 
65 —E 
70 02 
16 —02 
21 16 
24 01 

—05 06 
75 06 
13 80 
66 2-1 

50 
37 60 
66 12 
20 14 
17 25 
13 33 
52 38 
10 68 
7626 

17 —09 60 06 
01 11 ii 06 
04 50 64 23 

—10 07 09 15 
—01 38 45 —14 

19 59 —02 05 
—07 16 46 56 
40 18 05 28 

—00 25 10 —16 
—01 66 02 00 

18 13 35 18 
01 34 26 08 
31 25 23 —02 
21 09 13 81 
32 65 26 TC4 
76 n 22 15 
-1' —04 03 83 
05 —01 12 47 
14 18 17 —22 
41 17 —21 24 
31 16 16 11 
12 11 40 31 
39 15 16 06 
70 20 05 10 
b 13 —04 31 
19 75 09 06 
44 513. 32 —09 
07 25 06 41 
30 10 06 15 

'Decimal points omitted. 
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Table 8-3 Factor Score Arrays for Prototypical Factor Types for Six Factors 

Statement 
Number I II III IV V VI 

6 5.0 5.2 7.1 6.8 6.7 7.0 
10 4.4 7.4 6.8 5.3 6.5 3.5 
14 6.2 5.0 5.4 5.7 3.7 4.0 
16 5.7 6.4 5.0 5.3 5.5 4.5 
23 6.4 4.6 6.1 3.8 4.0 6.0 
24 8.0 7.8 6.6 5.2 5.0 5.0 
26 3.2 2.9 5.9 2.6 2.7 6.5 
28 3.3 4.8 5.6 2.4 5.0 7.5 
29 5.4 2.9 2.8 3.5 3.2 2.5 
30 6.8 6.3 5.3 6.0 5.0 4.9 
31 6.0 3.9 5.2 7.8 3.7 4.5 
33 7.8 5.9 6.9 5.5 4.3 5.5 
35 7.6 5.0 7.6 5.3 5.3 5.0 
37 3.0 1.7 2.9 2.7 2.5 2.5 
38 6.1 7.9 8.4 6.6 5.7 7.1 
42 3.0 6.4 1.7 3.8 4.0 1.5 
46 6.9 3.7 3.2 5.0 6.4 4.0 
47 4.4 6.9 5.8 4.5 8.2 5.5 
49 6.6 4.3 6.3 5.4 5.3 4.3 
51 4.3 6.1 6.4 6.9 2.3 5.9 
54 6.0 5.1 3.1 5.5 5.5 3.4 
56 4.3 3.2 3.5 5.2 7.5 2.9 
57 7.0 3.1 8.0 5.8 7.2 3.5 
59 1.4 2.1 3.3 1.8 1.3 4.1 
60 4.3 5.7 1.3 4.4 5.5 1.0 
61 3.0 3.4 2.9 3.5 6.2 6.9 
63 4.2 5.5 4.3 4.3 8.5 7.6 
66 5.2 5.4 4.0 5.6 4.7 8.5 
69 5.0 5.8 6.0 6.5 7.2 3.9 
71 3.2 3.0 3.3 4.0 5.5 5.0 
72 5.4 7.3 6.3 6.9 6.0 4.5 
77 5.0 6.1 5.7 8.2 5.7 5.1 
78 3.7 4.6 4.3 2.2 7.5 5.1 
79 3.2 2.7 3.6 1.8 2.5 4.5 
81 2.3 5.0 2.8 3.6 2.3 3.1 
83 5.9 6.7 5.3 7.3 4.7 7.9 
88 4.8 6.0 5.9 6.7 5.0 4.5 
89 2.9 3.5 5.2 5.9 2.3 4.1 
91 6.8 6.4 5.6 6.2 6.5 7.1 
93 7.6 5.4 5.0 7.2 5.7 8.5 
95 4.7 3.1 4.4 1.8 2.7 6.0 
97 4.0 5.6 5.4 5.2 5.0 5.5 
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Neff and Cohen restate Stephenson's claim 
for the factorial approach to generating state-
ments for Q studies: 

First, it is possible to apply the powerful tech-
niques of the analysis of variance to a single 
sorting array. Second, items have specified 
meanings (they represent the cells of the vari-
ance design). Third, the amount of error in-
volved in sorting the items is also specified in 
the within-cell or replication variance. 35 

If several statements represent a level of a 
factor in an experimental design structure, any 
differences in categories to which these state-
ments were sorted can be treated as error or 
randomness in sorting. This error can become 
the basis for determining whether respondents 
were internally consistent. 

Neff and Cohen suggest analyzing the Q-
sort data by treating the statements as repli-
cates of the factors (statement categories). The 
uses of television referred to in the statements 
in Table 8-1 are treated as seven levels of the 
"Use Factor," each replicated six times. Fol-
lowing Neff and Cohen, the factorial design 
was primarily assumed to be a means to obtain 
systematic coverage of the various potential 
uses of television. To ascertain the degree to 
which the statements fit the factorial structure, 
a variance analysis of each person's Q-sort 
could be carried out. 

Using the data reported in Gutman's36 
study, the first question to ask in this analysis 
concerned the internal consistency the respon-
dents demonstrated in their Q-sorts. Neff and 
Cohen suggest using an F ratio of (N/N-1)a/ 
MS,,. The variance is fixed by the Q-sort con-
straints; therefore, the numerator of the F 
ratio equals 4.0 (u comes from the distribution 
used in the Q study). If the denominator equals 
the within-cell variation, the more homogene-
ous the scores given statements within the same 
"use category," the larger the F ratio. With cc, 
35 (7 levels times 6 replications minus 1 — 7 x 
[6 — I] = 35) degrees of freedom, the F ratio 
has to exceed 1/56 for significance at the .05 
level. Of the 29 subjects, 12 sorts were inter-
nally consistent; at the .10 level, 15 sorts had 

significant internal consistency levels. 
Two aspects of these Q-sorts are apparent — 

the statements probably reflect the groups to 
which they belong; and improvement or re-
finement in the statements is desirable. Neff 
and Cohen also suggest a revised method for 
carrying out Stephenson's suggested variance 
analysis of the Q-sorts. Using their proce-
dures, in which the variance (4) becomes the 
denominator after adjustment by a sampling 
fraction — (N — K)/ (N — 1)— all the sorts 
were found to be significant. That is, at a gross 
level, all the sorts contained significant differ-
ences among the statement means by "use" cat-
egory. Therefore, even though all subjects 
were not internally consistent, their sorts were 
not completely random. 

Unfortunately, much of this significance 
seems due to the differences in social desir-
ability among the various uses of television 
viewing. The forced nature of Q-sorting com-
pensates for this to some extent. 

One frequent criticism of Q-technique is the 
ipsative or forced-choice nature of the data. 
The sorting method results in rank order data 
wherein responses are not independent. Tech-
nically, these data violate correlational and 
analysis of variance assumptions. Many re-
searchers feel strongly about this. Stephenson 
feels that large samples of statements reduce 
the impact of this problem (also see Kerlinger" 
on this point). Fletcher's has raised the issue of 
stability in criticizing Q-analysis as an audi-
ence segmentation technique. He makes the 
point that the correlations among respondents 
depend for their stability on the number of 
statements respondents are asked to sort. In 
the case of a sixty-four card sort, the 95 per-
cent confidence interval ranges from .25 to .75 
(the standard error of a correlation coefficient 
is 1/,TV7- ; the confidence interval is r ± Z(SE) 
or.5 ± 2 [1/,-6] ). 

As these are valid arguments presented both 
for and against the use of Q-technique, the 
reader will have to adopt a position he or she 
feels comfortable with. The author has found 
the forced-choice nature of the method useful 
in that people must choose how they want to 
represent themselves. It helps control for so-
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cial desirability bias and other forms of re-
sponse bias. Of course, ranking does eliminate 
elevation (mean level of response on a scale 
from consideration as well as scatter standard 
deviation). The researcher interested in com-
parative levels of response on life-style items 
for different viewer groups is advised not to 
use ipsative measures such as these. Kerlinger 
and others feel that the large number of state-
ments used in Q-sorts reduces the impact of the 
interdependence created by the ranking proce-
dure on the degrees of freedom. 

Summary 

This essay discussed many ideas about audi-
ence segmentation and techniques for carrying 
out audience segmentation research. Readers 
interested in audience segmentation must be-
come proficient in at least two areas. The first 
area is substantive, involving knowledge of hu-
man behavior, how people function, and what 
role viewing or listening plays in their lives. 
The second area is technical, including the 
techniques discussed here. 

This essay introduces the application of 
these techniques and indicates what the re-
searcher is attempting to do when segmenting 
audiences and how the various statistical tech-
niques relate to those objectives. 

Although the purpose behind the segmenta-
tion attempt will dictate its approach, there are 
two basic approaches. The researcher can seg-
ment audience members on their behavior and 
use demographic and psychographic variables 
as profile data. In the reverse approach, audi-
ence segments created by using demographic 
and psychographic variables are examined for 
their differential viewing or listening behavior. 

The author wishes to leave the reader with 
one overriding thought—people try to make 
the best choices they can. If we cannot under-
stand these choices, the fault lies with our 
methods, not with the people. Finding mean-
ingful, actionable audience segments is not 
easy. The researcher must bring to it all he or 
she knows about human behavior. All perspec-
tives, from communication theory to psychol-

ogy, sociology, anthropology, and consumer 
behavior, have to be brought to bear on the 
problem if success is to be achieved. 
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9 
Sustaining Causal 
Inference 
Joseph R. Dominick 

Broadcasting research, like all social science 
research, is concerned with explanation. A 
major part of the explanatory process makes 
cause-effect statements about specific varia-
bles in the environment. One method of 
arriving at cause-effect relationships is the 
experiment. By manipulating certain indepen-
dent variables, an investigator can usually 
isolate the individual effects of separate ante-
cedent variables on a single dependent varia-
ble. By using randomization, the experimenter 
can rule out with reasonable certainty possible 
unknown disrupting influences. Thus, after 
carrying out a well-designed experiment, the 
investigator can draw causal inferences on the 
basis of the results with some confidence.' 

Unfortunately, this situation becomes more 
complex when studying observational or cor-
relational data, especially in the survey situa-
tion where many unknown and outside 
influences usually operate. It is difficult to rule 
out the importance of these variables through 
randomization, and the investigator usually 
does not have adequate information about the 
temporal sequence involved. Unlike the labo-
ratory situation, the survey researcher usually 
does not positively know whether variable A 
preceded variable B, or vice versa. Because 
much broadcasting research falls into the sur-
vey category, this essay presents a brief over-
view of the problem of drawing causal 
inferences from correlational data. Even 
though correlation does not prove causation, 
the survey researcher's situation is not hope-
less. Thus, this essay first discusses several im-
portant concepts underlying the notion of 
causality and then briefly discusses commonly 
used statistical procedures that might sustain a 
causal inference based on nonexperimental 
data. 

The Meaning of Cause and Effect 

For an extended discussion of the philosophi-
cal implications of the concepts cause and ef-
fect, readers should consult the many writings 
on these topics.' 

In general, saying that one event "causes" 
another posits a crucial link between these two 
events. A change in the cause variable directly 
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produces a change in the effect variable. This 
change in the cause variable can be used to ex-
plain and understand the change in the effect 
variable. Thus, if we set a lighted match in a 
pile of gunpowder, and the powder explodes, 
we can say that the heat generated by the 
match and not some other factor is responsible 
for the explosion. 
Many writers have examined the cause— 

effect relationship by introducing the idea that 
certain conditions are necessary for others to 
follow and that some conditions are sufficient 
for others to follow. A necessary condition is 
one that must be present for some subsequent 
event to occur, although such a condition does 
not guarantee that the subsequent event will 
happen. For instance, being at least eighteen 
years old is necessary for a person to vote (the 
subsequent event), but being at least eighteen 
does not guarantee that the individual will in-
deed vote. On the other hand, a sufficient con-
dition is one that will always result in a 
subsequent event's occurrence. For example, 
arriving late at school may be a sufficient con-
dition for being sent to the principal's office. 
Of course, other factors, such as being unruly 
in class, might also culminate in a trip to the 
same office. Thus, arriving late is a sufficient 
but not a necessary cause. 

Two additional considerations complicate 
matters. In the first place, most variables used 
in mass communication research are not as 
neat and dichotomous as those in the above ex-
amples. Instead, they tend to be continuously 
distributed. Several writers have persuasively 
argued that where we dichotomize these vari-
ables can lead to substantially different con-
clusions about the nature of a causal relation-
ship.' Moreover, it is common to use 
statements of probability in discussing cause 
and effect. For instance, if you are exposed to 
someone with the flu, your chances of coming 
down with this illness are increased. We might 
say that such exposure "causes" you to become 
ill, although not all people so exposed will con-
tract the flu. Similarly, running a stop sign in-
creases the chances that a driver will be 
involved in a traffic accident. In this sense, 
running stop signs "causes" accidents, even 

though not all drivers who run stop signs are 
involved in mishaps. Consequently, this activ-
ity is neither a sufficient nor a necessary cause. 
We can now see that determining whether one 
event causes another is not easy. Nonetheless, 
scientists have developed a useful formal sys-
tem for demonstrating cause and effect, even 
though it does not satisfy all the issues raised 
here. 

Conditions for Demonstrating 
Cause and Effect 

Time Order 

We can speak of causation only when the cause 
precedes the effect. For example, we might 
want to know why people perspire. From our 
observations, we notice that when the temper-
ature increases, people start to perspire. Tem-
perature increase preceded perspiration. This 
is one reason we know that increased tempera-
ture causes perspiration rather than the other 
way around. 

In survey research, many variables are not 
easily classified into temporal order. When we 
collect data during a survey, our measurement 
of variables is usually simultaneous. Some-
times we can use logic to argue that A precedes 
B. For example, when correlating years of edu-
cation with income level, we can usually as-
sume that education came before income level. 
On the other hand, some cases are not this 
clear-cut. When studying the relationship be-
tween IQ and athletic ability, it would be diffi-
cult to argue which came first. Additionally, in 
some situations, two variables seem to cause 
one another. We might, for example, expect 
that social isolation might cause increased tele-
vision viewing; but it is also possible that exces-
sive viewing might prompt social isolation. 
Such situations are examples of reciprocal cau-
sation. There seems to be a clear back and 
forth interplay: a change in A produces a 
change in B, which, in turn, affects A. Without 
several surveys at different times, it would be 
difficult to assess the relative strength of each 
causal direction. 
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Association 

Causation can be said to occur only if some 
tendency for a change in A results in a change 
in B. If temperature increase did not produce 
an increase in perspiration, there would be 
considerable doubt as to the cause-and-effect 
relationship between these two variables. 
Thus, when we say that two variables are asso-
ciated, we mean that a change in one is accom-
panied by an anticipated and predictable 
change in the second. Various correlational 
statistics are useful in determining the degree 
of association between two variables. Remem-
ber, however, that not all variables that are re-
lated in a statistical sense are related in a 
cause-effect fashion; but a necessary condi-
tion of determining cause and effect is mutual 
association. 

Alternative Causes 

Before we can attribute effects to causes, we 
must fulfill another necessary condition. In or-
der to infer causation, we must eliminate all 
other possible causal interpretations. For ex-
ample, consider the situation in which three 
different groups of individuals are given large 
quantities of scotch and soda, brandy and 
soda, and whiskey and soda, respectively. On 
the basis of the first two criteria mentioned in 
this section, we might plausibly conclude that 
soda causes inebriation. The drinking of soda 
preceded the inebriation, and the amount of 
soda consumed was related to increased inebri-
ation. The actual cause of the inebriation, 
however, was due to the presence of a hidden 
third variable— alcohol — in the process. 

This example illustrates that a causal rela-
tionship can be questioned if it is possible to 
find another causal variable that makes more 
sense in explaining the phenomenon. An im-
portant function of theory is to help us dis-
cover and test important alternative variables 
as other causes of the concept under investiga-
tion. It is true, however, that we cannot investi-
gate the many alternative causes and thus can 
never conclusively prove that a causal relation-
ship exists. Nonetheless, if we can rule out 
plausible alternatives, then we can have more 

faith in the causal validity of the relationship 
under consideration. 

Causal Processes 

Before discussing the particular statistical 
techniques for sustaining causal inference, let 
us consider the problem's possible complexity. 
It is unlikely that a single independent variable 
will be the sole cause of a dependent variable. 
Human behavior and attitudes are usually too 
complex to allow for such a simple explana-
tion. 

Indirect and Multiple Causation 

In broadcasting research, as in most social sci-
ences, the variables we want to explain often 
involve multiple causes. As we shall see, we can 
follow certain statistical procedures to test for 
the importance of the role of several indepen-
dent variables. Even though we consider the 
possibility of multiple causation, we should 
never expect to explain fully all the variance in 
our dependent variable. The inevitable errors 
in sampling, data collection, and measurement 
will reduce our capacity to explain. 

Additionally, causation may be indirect. An 
independent variable, A, might affect depen-
dent variable C directly and indirectly, through 
another independent variable, B. In studying 
cause and effect, we usually try to distinguish 
between variables having a direct effect on the 
dependent variable and those having both di-
rect and indirect effects. 

Arrow Diagrams 

A common way to diagram causal processes is 
to use a system of arrows. An arrow indicates 
that one variable is thought to affect another; 
the direction of the arrow shows the presumed 
direction of influence. (We will later enlarge on 
these arrow diagrams until they become path 
diagrams.) Figure 9-1 shows a simplified ver-
sion of a model that might be used to explain a 
child's prosocial behaviors. Setting aside the 
substantive validity of the model, let us exam-
ine the usefulness of arrow diagrams in ex-
plaining a complicated causal relationship. 
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Parent's 
Education 
Level 

Child's 
Academic 
Achievement 

Child's Viewing 
of Prosocial 
TV Programs 

Figure 9-1 Sample arrow diagram. 

Child's 
Prosocial 
Behaviors 

Parents' education is seen to be a direct 
cause of the performance of the child's pro-
social behaviors and also exerts indirect effects 
through its influence on the child's viewing of 
prosocial TV programs. Academic achieve-
ment and viewing prosocial TV are posited to 
be in a causal relationship. When planning 
causal analysis, such useful arrow diagrams 
encourage the researcher to think in causal 
terms and to list all the relevant variables that 
can be included in an explanation and to begin 
to trace the possible causal processes. 
We should now emphasize that the tech-

niques of sustaining causal inference discussed 
below are not magical manipulations that will 
produce order and clarity from a mass of data. 
These techniques depend on sound theory for 
guidance. Identifying the key variables in an 
arrow diagram and describing the causal pat-
terns are difficult and require the help of a 
well-developed theory. Thus, inferring cause 
and effect using the techniques presented be-
low is not recommended for exploratory re-
search. 

Having looked at some problems and prom-
ises of causal analysis, let us now examine 
some commonly used techniques. The first 
pair of techniques are useful in cross-sectional 
analysis, where the investigator has data from 
only one time period. The second set of tech-

niques has been used when longitudinal data 
were available. The following sections pre-
sume a knowledge of basic correlational and 
regression techniques. 

Partial Correlation 

The easiest technique to use in sustaining a 
causal inference is partial correlation. Recall 
that one condition for cause and effect was 
mutual association. If it can be shown that the 
first-order correlation between the two vari-
ables was spurious (both the independent vari-
able and the dependent variable were related to 
a third variable that induced a common rela-
tionship), then we can reject the notion of one 
causing the other. (The formulae for comput-
ing partial correlation coefficients can be 
found in most basic statistics texts.) Remem-
ber, however, that the causal model posited by 
the researcher will bear on the interpretation of 
the partial r. For example, should the disap-
pearance of the correlation be interpreted as 
supporting an intervening model of cause 
(where A causes B, which, in turn, causes C) or 
a spurious model (where B causes both A and 
c)?4 

Path Analysis 

Path analysis was developed by geneticist Se-
wall Wright as a technique for studying the 
direct and indirect influences of variables pre-
sumed to be causes of other variables assumed 
to be effects. In survey research, where the in-
vestigator cannot manipulate or randomize, 
interpretations must be made with caution. 
Correlations can suggest cause-effect link-
ages, but explanation is arrived at on the basis 
of theory and logical analysis. Once the analy-
sis has been conducted, the investigator must 
decide whether the data are consistent with an 
explanatory scheme. If they are inconsistent, 
then doubt is cast on the theory. If they are 
consistent, the explanatory model is sup-
ported. This, however, is not the same as prov-
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ing a theory. For example, it is plausible that 
the same data can be consistent with two con-
tradictory models. To use a concrete illustra-
tion, here are two competing models: 

(1) A - - +B —>C (2)B - - +A —, C 

Model 1 suggests that A causes B, which, in 
turn, causes C. Model 2 suggests that B causes 
A. Correlations among the variables in these 
models could be consistent with both theories. 
Suppose, however, that A precedes B in time. 
Support might then be inferred for Model 1. In 
any case, the reason for deciding in favor of 
this particular explanation resides outside the 
data. Thus, path analysis and the other tech-
niques discussed below cannot "discover" 
causes. They are more useful in testing theory 
than in generating it. 

Path Models and Diagrams 

Consider the causal diagram in Figure 9-2. The 
variables with no straight arrows drawn to 
them (X, and X2) are called exogenous varia-
bles. Variables with arrows pointing to them 
(X3, X„ and X5) are endogenous variables. 
(Endogenous variables may also have arrows 
originating from them.) The curved double-
headed arrow between X, and X2 indicates that 
these variables may be correlated with one an-
other but not causally linked. In Figure 9-2, W, 
Y, and Z represent latent (or disturbance) vari-
ables. Path analysis assumes that the variation 
in the endogenous variables is never com-
pletely explained by the causal antecedents. 
Thus, while X3 and X, explain some variation 
in X5, other variables, not accounted for in the 
system, are also causing X 5. W, Y, and Z repre-
sent the causal variables missing from this 
analysis. These latent variables are important 
because under specified conditions,' the arrow 
from the latent variables to the endogenous 
variable is identical to the familiar coefficient 
of alienation, 1-1e, where R is the multiple 
correlation coefficient for a particular endoge-
nous variable. In addition, the presence or ab-
sence of intercorrelations among the latent 
terms has important implications for the type 
of causal system posited. 

Recursive systems Figure 9-2 represents a 
particular type of causal system. Note that the 

Figure 9-2 
sive model. 

Y 

/ 

X3 .....%%•., 

X3 '111"'"' Z 

X4 

\ 

W 

Path diagram illustrating a recur-

linkages are one-way; there is no mutual asso-
ciation among variables. The model posits that 
X, influences X3 but that X3 does not influence 
X,. When the system is made up entirely of 
one-way linkages, and there are no correla-
tions among the latent variables, we have a re-
cursive system. Recursive systems have the 
simplest structure and require the easiest math-
ematics. Unfortunately, these advantages are 
offset by the presence of the strong assump-
tions that no mutual influence is present and 
that the latent variables are not correlated. 

Rules for Reading a Path Diagram 
Wright's simple system for reading a path dia-
gram consists of two definitions and three 
instructions. The definitions are: (1) any corre-
lation between two variables can be decom-
posed into a sum of simple and compound 
paths; and (2) a compound path is equal to the 
products of the simple paths comprising it. 
The three instructions are: 

1. No path may pass through the same vari-
able more than once. 

2. No path may go backward on (against the 
direction of) an arrow after the path has 
gone forward on a different arrow. 

3. No path may pass through a double-headed 
arrow more than once in a single path. 

A path coefficient can be thought of as a 
measurement representing the independent ef-
fect of each causal variable on each endoge-
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X2 

1 
X3 

Correlation Matrix 

X1 X2 

X2 .50 

X3 .62 .76 

Figure 9-3 Path diagram for three variables. 

nous variable, provided everything else is held 
constant. Put another way, the path coefficient 
between variable A (assumed cause) and vari-
able B (assumed effect) tells how much of a 
change in B will result from a one unit change 
in A, assuming everything else is held constant. 
The usual symbol for a path coefficient is p 
with two subscripts. The first subscript indi-
cates the effect (dependent) variable; the sec-
ond, the cause (independent variable). Thus, 
in Figure 9-2, p3, indicates the direct effect of 
variable X1 on variable X3. 

Finding Path Coefficients Path coeffi-
cients can be found in a straightforward man-
ner using the familiar concepts of multiple 
regression. In fact, path coefficients are usu-
ally expressed as standardized regression coef-
ficients. Consider the simple three variable 
path diagram in Figure 9-3. 

Each endogenous variable (X2 and X3) can 
be represented by an equation consisting of the 
variables on which it is assumed to depend and 
a term representing the latent variables. The 
letter U represents these latent factors. Thus, 
in Figure 9-3, we can write three regression 
equations: 

=-

X2 = a + b,X, + U2 

X3 = a + b, X, + b2 X2 + U3 

where a is the intercept point and the b's are the 
appropriate betas as used in ordinary multiple 
regression. Now we will standardize our varia-
bles, setting a = 0 and rewriting the form of 
the equations as follows: 

Z I = U l 

Z2 — P21 Z1 

Z3 = p3i 

+ U2 

+ P32 Z2 1- u, 

where the p's are the standardized regression 
coefficients. We assume that the latent factors 
are not intercorrelated, and that they do not 
correlate with the variables in the equations in 
which they appear. With the information from 
Figure 9-3 and these equations, we can calcu-
late the p's for this model. First, let us take p21, 
the coefficient indicating the effect of X, on 
X2. Recall that: 

r12 = z. 2 
N 

Substituting the above equation for Z2 in the r 
formula: 

or 

I  r12 = r 7 " 7 — 
N 

+ U2) 

E Z,Z, EZ, U2 
ri2 — P2I 

N N 

But 

EZ,Z, 

N 

is simply the variance of a set of standard 
scores that equals one, and the correlation be-
tween variable 1 and U2 is assumed to be zero. 
Thus, 

riz = P2I 

That is, the path coefficient from X, to X2 
equals r12, which can be found from inspecting 
the correlation matrix. Note that two paths 
lead to variable X3 (p3, and p32). 

I  = —r 7 7 _ 3  
N 

Substituting for Z3 and simplifying by omitting 
the latent variable yields: 

I r 7 3 7 
r13 = W31 e-1 

or 
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E Z, Z2 
r13 = P3I E ZNIZI P32 N 

r13 = P3I + P32 r32 

We can read r,3 and r12 from the correlation 
matrix, but this equation still has two un-
knowns and cannot be solved. But it is possible 
to construct a second equation involving the 
same unknowns and treat the two as simulta-
neous equations and solve them using tech-
niques of basic algebra. The second equation: 

1 r,, = r 77 — 
N 

Again substituting: 

r23 = 
1 r7in 7 
N — v-,31 —21 /-32 7 % 

E Z2Z, E Z2Z2 
= P3I + P32 N N 

r23 = p31 r12 + P32 

As a consequence: 

= P2I 

r23 = P3Ir12 + P32 

r13 = P3I + p32 r2 

From the data in the correlation matrix, it is 
now possible to solve for the p's. 

P2I = ru = •5 

and 

•62 — P31 + (•5)P32 

;76 — (•5) P31 + P32 

Solving these two simultaneous equations 
gives us: 

P31 = .32 

P32 = •60 

and these values have been substituted in Fig-
ure 9-4. 

P21 = .5 

P31 = .32 1 
X3 

P32 = .60 

Figure 9-4 Path diagram with path coeffi-
cients computed from data in Figure 9-3. 

Analyzing a Correlation 
One advantage of path analysis is that it allows 
us to decompose a given correlation into its di-
rect and indirect components. A procedure for 
analyzing correlations is illustrated by apply-
ing it to Figure 9-4. Recall the original equa-
tions: 

r12 = P2I 

r13 = P3I + P32rI2 

r23 = P31 rI2 + P32 

A glance at Figure 9-4 reveals that variable 2 is 
affected solely by variable 1. The r12 relation-
ship is due completely to the direct effect of 
variable 1 on 2, as indicated by /321. Now exam-
ine the correlation between variables 1 and 3. 
Since p2, = r12, we can substitute and obtain: 

r13 = P31 + P32P2I 

Clearly, r,3 is composed of two elements: a di-
rect effect (p31) and an indirect effect through 
variable 2 (p32p2,). Using the same procedure 
for r23 yields 

r23 = P3IP21 + P32 

As a general rule, the total indirect effect in a 
correlation is found by subtracting its direct ef-
fect from the correlation between it and the de-
pendent variable. Table 9-1 summarizes the 
findings for our current example. 
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Table 9-1 Decomposition of Correlations in Figure 9-3 

Bivariate relationship X,X, 
.50 
.50 

Xi X3 

.62 

.32 
— .30 
.50 .62 
- - 

X,X3 
.76 
.60 
— 
.60 
.16 

Note that the decomposition of r„ led us to 
calculate the quantity P32P2I = • 16. This is a 
legitimate mathematical operation, but it is 
not a substantive effect, since it violates the 
causal ordering among variables. According to 
Figure 9-4, X, influences X2, and not the re-
verse. Thus, .16 is listed as a noncausal (spuri-
ous) component of the total X2 X3 relationship. 
Any interpretation of indirect effects must be 
made with the original model in mind. Not all 
indirect effects may be meaningful under the 
posited model. 

Model Testing 
Another application of path analysis is to de-
termine whether a pattern of correlations is 
consistent with a specific model. As we have 
seen, using path coefficients, we can generate 
the entire correlation matrix for all the vari-
ables in the system. Caution: When a given 
theoretical model has all variables connected 
by paths, the original correlation matrix will be 
reproduced regardless of the causal model em-
ployed by the investigator. As a result, repro-
ducing the correlation matrix when all the p's 
are used will not help a researcher choose a 
specific model. But what if the researcher were 
able to delete certain paths (in effect, setting p 
= 0)? With this technique, the correlation be-
tween two variables whose connecting path is 
deleted is seen as composed entirely of indirect 
effects. If, after deletion, the p's closely recon-
struct the original r matrix, one might con-
clude that the original pattern of correlations is 
more consistent with the revised and more par-
simonious model. This does not mean, how-
ever, that the model is true. In many instances, 
competing models might be equally parsimo-
nious and equally successful in reconstructing 
the r matrix. 

If after the deletion of some paths, we find 
large discrepancies between the original r ma-
trix and our reconstruction, we conclude the 
new model is not appropriate. We should also 
keep in mind that there are no rules as to what 
constitutes a "good" approximation of the 
original matrix. Some writers suggest a dis-
crepancy of <.05 as a rule of thumb, but even 
this could be exceeded in some situations in 
which the theoretical justification was strong 
enough.6 

Perhaps the best way to illustrate this tech-
nique of model fitting is with a hypothetical ex-
ample. (The data in this example are borrowed 
from political science.) Consider the three 
competing models of a four-variable relation-
ship diagramed in Figure 9-5. Table 9-2 con-
tains the original r matrix. 

For simplicity, we will report the path coef-
ficients directly. First let us examine Model A. 
The relevant p's are /32, = .50 and p3, = .74. 
From the model, r23 = P3IP21 = (.74)(30) = 
.37. Since the original ras seen in Table 9-2 was 
.64, it seems apparent that this model will not 
do an adequate job. Turning next to Model B, 
we will try to reproduce r31. In this model, p3, 
= .64 and /32, = .50. From the diagram, r,3 
= P32P2I = (.64)(.50) = .32. Since the orig-

Figure 9-5 Three competing models for the 
interpretation of a causal system. 
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Table 9-2 Correlations among Variables in Figure 9-5 

XI X2 X3 

X2 
X3 
X4 

.50 

.74 

.65 
.64 
.72 .82 

inal r was .74, this model is ripe for rejection. 

Next, let us examine Model C. The relevant .64, p42 = p's are p31 = .74, P23 = .33, and 

p43 = .61. Reproducing ru: 

ru = P3IP23 = (.74) (.64) = .47 

(original r = .50) 

So far, so good. 
Reproducing r1, (note the total number of 

possible paths): 

1)4 = P42P23P3I + P43P3I 

= (.33) (.64) (.74) + (.61) (.74) 

= .61 (original r = .65) 

Given the small discrepancies, Model C seems 
most appropriate. 

Nonrecursive Systems 

This discussion has assumed a causal system 
with a simple structure. Figure 9-6 shows that 
this path diagram incorporates a new feature. 

Figure 9-6 Causal model of a nonrecursive 
system. 

X 

X3 

Variables X2 and X3 are linked by reciprocal or 
mutual causation. They both affect each other. 

Unfortunately, the presence of nonrecursive 
systems such as that in Figure 9-6 makes it im-
possible to use the standard least squares re-
gression procedures, and new techniques must 
be used to estimate the path coefficients. It is 
possible to use matrix algebra to calculate 
these estimations, but a discussion of this tech-
nique is beyond the scope of this essay. Readers 
interested in pursuing this topic should consult 
the reading list presented by Capella.' 

Cautions in Path Analysis 

A potential user of path analysis should re-
member several cautions when deciding to use 
and in interpreting the results of this tech-
nique. One problem is multicolinearity (highly 
correlated independent variables). The pres-
ence of highly related predictor variables may 
lead to sizable standard errors for the regres-
sion coefficients. In addition, path analysis is 
susceptible to wrong interpretation if there is 
low measurement reliability. Using unreliable 
measurements would affect calculation of 
slopes, thus giving wrong estimations of the 
path coefficients. This difficulty is com-
pounded, because one variable measured with 
low reliability can affect the estimate of several 
path coefficients. Lastly, there are situations 
where the unstandardized regression coeffi-
cients may be more appropriate to use than the 
standardized coefficients.' 

Examples from Broadcasting Research 

Path analysis has not been extensively used in 
broadcasting research probably due more to 
the rudimentary state of theory than to a lack 
of methodological skill. Nonetheless, it may be 
useful to examine one or two of the existing ex-
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amples to see the technique's actual applica-
tions. LeRoy and Ungurait9 present a path 
model to account for the reasons behind an in-
dividual's voluntary contact with a broadcast 
station; they found that education was a key 
variable in the process. Christiansee used 
path analysis to specify the conditions under 
which television role models were likely to be 
important sources of information for adoles-
cent job aspirations. While the final model was 
not very successful in explaining a great deal of 
variation in the dependent variable, the path 
analysis findings did support much of the ear-
lier research results. Johnson" constructed a 
path analysis of the influence of several ante-
cedent variables on the acquisition of political 
information. Even though television availabil-
ity had some direct effect on the dependent 
variable, the most potent predictor variable 
was the level of family politicization (see Fig-
ure 9-7). 

Panel Data 

In some broadcasting research situations, an 
investigator has measured two (or more) vari-
ables on a number of individuals at two (or 
more) times. This approach is the longitudinal 
or panel technique. At least two different ap-
proaches are appropriate for sustaining a 
causal inference in this situation. 

Multiple Regression 

The first technique uses ordinary multiple re-
gression analysis. Multiple regression equa-
tions can be constructed to calculate the 
strength of a relationship between a presumed 
dependent variable at Time 2 and presumed 
predictor variables at Time 1. The situation is 
then reversed, and the corresponding beta 
weights can be examined to see if they are con-
sistent with a specific causal ordering. 

Cross-Lagged Correlation 

Another research technique appropriate for 
sustaining a chain of causal inference from 
panel data is cross-lagged correlation (also re-
ferred to as time-lagged correlation). Examine 
Figure 9-8 and assume that we have two differ-
ent variables (A and B) measured at two differ-
ent times; six possible correlations are present. 
The correlations between variables at the same 
time (rA,B, and rA,B2) are synchronous corre-
lations. Correlations between the same varia-
ble at different times are auto correlations. Of 
most interest are the correlations along the di-
agonal, the cross-lagged correlations (rA,B2 
and rB,A2). Comparing these two correlations 
allows us to answer this question: Is A a 
stronger cause of B than B is of A? If, indeed, 
A is a stronger cause of B, then we would ex-
pect that rA,B, > rB,A2. Conversely, if B 
causes A, then rB,A, > rA if:32. This is because 
an effect should be more correlated with a 

Figure 9-7 Johnson's model of politicization. (Norris Johnson, "Tele-
vision and Politicization: A Test of Competing Models," Journalism 
Quarterly Vol. 50 (1973): p. 455. Reprinted by permission from Sum-
mer 1982 Journalism Quarterly. 
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Time 1 

rill/42 

Time 2 

rBiB2 

Figure 9-8 Model for cross-lagged correla-
tion. 

prior cause than with a subsequent cause. Note 
that this technique does not establish A as the 
sole cause of B. It simply allows for a compari-
son between relative causal hypotheses. 

Even though this logic has certain intuitive 
appeal, cross-lagged correlation should be 
used with caution. To illustrate, let us redraw 
Figure 9-8, but we will adopt the path analysis 
notation discussed in the previous section (see 
Figure 9-9). 

According to the rules of path analysis, the 
correlations rA,B2 and rBIA2 can be analyzed 
as follows: 

rA,B2 = pB2A, 

rB,A2 = PA2B1 

+ rA IBI PB2B1 

+ rA,B, pA,A, 

Obviously, the cross-lagged coefficients are 
not simple functions of their underlying causal 
parameters, pB2A, and pA2B1. For example, 

Figure 9-9 Path analysis model for cross-
lagged correlation. 

rA 1BI (Al 

B1 

pA2A1 

pB2Bi 

let us fill in path coefficients, as displayed in 
Figure 9-10. 

Calculating the correlation coefficients 
from the p's gives rA,B2 = .72 and rB,A2 = 
.48, leading to a conclusion opposite from that 
of the path diagram. Because of this problem, 
some writers have recommended that the 
cross-lagged correlations should be compared 
only after partialling out the initial state of the 
variables. This procedure would seem indi-
cated, especially when much of an individual's 
score on A2 or B2 is due to Ai or B,. The conclu-
sion as to the relative effects of the variables 
would then be based on comparing partial r's 
(rA,B2 • B„ and rB,A2 • A,). This technique 
bears some similarities to the approach of path 
analysis. 2 

Other problems must also be considered. 
Changes in the reliability of measurement of 
the variables may influence the interpretation 
of the cross-lagged r's. If one variable in-
creases in reliability from Time 1 to Time 2, all 
other things being equal, there is a chance it 
will mistakenly be assumed to be an effect 
rather than a cause. For example, in Figure 
9-8, if A2 is measured more reliably than A,, all 
correlations involving A2 will be higher than 
those including A„ including rB,A2> rA,B2. 
Because of this, several researchers have urged 
that a "correction for communality" should be 
incorporated into the calculations:3 

To make matters murkier, it is not necessar-
ily true that only two causal hypotheses are in 
competition (A —› B; B --> A). A causal rela-
tionship can be either positive or negative. An 
increase in A can result in an increase in B or a 
decrease in B. Thus, in actuality four hypothe-
ses must be logically considered: A B; A => 

Figure 9-10 Path coefficients for model 
A2 shown in Figure 9-9. 

B2 

.2 
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B; B-4 A; B-1> A. To untangle this situation, 
certain authors have suggested computing a 
"no cause comparison base" against which 
each cross-lagged value could be compared. 
Thus, one would use the lagged auto correla-
tions and the synchronous cross correlations to 
estimate what each cross-lagged correlation 
would be in the absence of A --> B or B A 
causation. The obtained cross-lagged correla-
tions would each be compared to this value 
rather than to each other. Thus, an investigator 
could confirm two separate rival hypotheses at 
one time, and each hypothesis might be either 
positive or negative. (Of course, at some time, 
some of the four competing hypotheses can be 
ruled out on theoretical grounds as implau-
sible.) One method of obtaining this no-cause 
baseline is shown below. Using Figure 9-8, the 
baseline statistic could be found by: 

Baseline = rA 1BI + rA2B2 (\irA,A2 rBI B2 ) 
2 Tb 

where ro and Tb are the internal consistency 
components of the reliability coefficients for 
each variable. If we found, for example, that 
the baseline statistic was .45 and both rA,B2 
and rB,A, were .60, then we would conclude 
that A -1> Band B -±› A, assuming the .15 differ-
ence is significant. Had each been .30, our con-
clusion would have been A -1> B and B=.* A. 
Had rA,B2 been .60 and rB,A2 been .45, then 
A B. Unfortunately, the adequacy of this es-
timation procedure has been questioned.' 

Given these concerns, it appears that cross-
lagged correlations should be used to sustain 
causal inferences with some caution. When 
stationarity exists, that is, rA,A2 = rB,B, and 
rA,B, = rA,B2, the causal model would seem 
to have maximum interpretability. But there is 
doubt even in situations that demonstrate sta-
tionarity, since Campbell and Cook have 
shown that the presence of an unknown third 
variable that in fact causes the relationship 
between A and B will lead to mistaken assump-
tions about causality derived from the cross-
lagged r's." As a general rule, perhaps, the 
technique of cross-lagged correlation should 
not be used alone in arguing for a certain 

causal position but should be presented along 
with other techniques, such as path analysis or 
multiple regression, as a contributing argu-
ment for inferring cause. 

Examples from Broadcasting Research 
Probably the best known example of the use of 
cross-lagged correlation is the study by Eron et 
al. reported in the Surgeon General's Report 
on Television and Social Behavior. Eron and 
his colleagues had earlier determined the 
amount of TV violence viewing and aggression 
of 875 third graders. Ten years later, when the 
respondents were nineteen years old, compara-
ble data were obtained from 460 of the original 
875 subjects. The cross-lagged correlation 
among boys for TV violence viewing in the 
third grade and aggressive tendencies at age 
nineteen was .31, and the relationship between 
aggressive behavior in the third grade and tele-
vision violence viewing at age nineteen was .01, 
indicating support for the proposition that 
viewing causes aggression.' (Eron's conclu-
sions were also supported by a path analysis of 
the same data done by an independent investi-
gator.) In another example, Atkin' used cross-
lagged correlation to demonstrate that the 
viewing of news programs at Time 1 led to 
greater political knowledge at Time 2, rather 
than the reverse. (Atkin also used the multiple 
regression technique mentioned above to sup-
port this conclusion.) Other examples can be 
found in the work of Chaffee et al." and in an 
earlier study by Atkin.' 

Summary 

No statistical strategy can allow for completely 
confident causal inferences. The best a re-
searcher can hope for is a pattern of data that 
supports the causal model. Any model of cause 
and effect represents a particular and subjec-
tive point of view about the relationship be-
tween variables. Whether it makes sense 
depends on our knowledge of the subject mat-
ter. To paraphrase Wright, all methods of sus-
taining causal inference discussed in this essay 
will not accomplish the impossible task of de-
ducing causal relationships from correlation 
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coefficients. These techniques will allow an in-
vestigator to determine whether a proposed in-
terpretation is consistent with the data. 
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10 
Developing Mass 
Communication 
Research Models 
Roger D. Wimmer 

The word model refers to many things, such as 
a child's plastic airplane or a person who dem-
onstrates a fashion designer's new clothing 
styles, or an architect's detailed scale version of 
a bridge or building. A model is a representa-
tion of something else. The child's plastic air-
plane and the architect's scaled replicas 
represent the real, larger objects; the fashion 
model represents how other people might look 
wearing the designer's fashions. 

In these examples, the model is important 
either in demonstrating an idea or object, in 
saving time or money in construction of an ob-
ject, or in providing a miniature of a larger 
item so that details can be inspected or possible 
errors or difficulty anticipated. The simplest 
model is static, that is, not concerned with 
changes over time. A more complex, dynamic 
model is used when time and uncertainty are 
included. In each case, simplification of a new 
object or concept has taken place. Models are 
valuable in mass communication research be-
cause they can simplify complex processes. 

The preceding essays have demonstrated 
that research in mass communication can 
cover a wide variety of topics. However, re-
gardless of the specific area under investiga-
tion, one characteristic is always present: 
complexity. In every communication analysis, 
researchers deal not only with complex com-
munication situations, but also with human 
subjects who add further complications. Sub-
jects under investigation often defy predic-
tions developed through research (as with 
predictions of presidential contests from a 
study of how voters used the media for politi-
cal information); communication messages 
and situations refuse to remain static (as indi-
cated by the changing use of words and phrases 
and their accepted meanings); and researchers 
deal with constantly changing media (as 
shown, for example, by the technological de-
velopments in television, including satellites 
and videotape recording systems). 

The complexity of mass communication re-
search is not a barrier to investigation. Instead, 
it is an opportunity for explanation. Research-
ers in the communications field, as in all scien-
tific research, hold prediction as a primary 
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goal of research. On the way to prediction, re-
searchers must gain understanding and the 
ability to explain. Developing a model is often 
the first step in many studies. 

Mass communication research models, as 
with models of the communication process, 
can be developed in many ways. A simple 
mathematical model might take the form A 
= B + C, or a sophisticated and complex ver-
bal model might involve several paragraphs. 
This essay introduces mass communication re-
search models' in six steps: the definition of 
model, the value of models in mass communi-
cation research, classification of models, a 
morphology of models, the goals and objec-
tives of model development, and the criteria 
necessary for developing a model. 

Definition 

Most dictionary definitions of the word model 
incorporate three commonplace usages: as a 
noun to imply representation, as an adjective 
to imply a degree of perfection or idealization, 
or as a verb to indicate what something is like. 
Fundamentally, a model represents a simpli-
fied version of reality.2 

Capella' suggests that a model ". . . con-
sists of a set of formally stated relationships 
among concepts." Sereno and Mortensen4 sug-
gest that a model is ". . . an analogy, a repre-
sentation of relationships that supposedly 
determine the nature of a given event." Sereno 
and Mortensen stress that a communication 
model consists of an idealized description of 
an event, and that a model only replicates, or 
duplicates in abstract terms, the important fea-
tures of a communication event.' In relation to 
this idea, Barnlund indicates that a physical or 
symbolic model eases researchers' handling of 
the many variables in a given communication 
situation. 
A simplified model might provide insight 

into a problem of mass communication. This is 
the same simplification process as in the child's 
plastic airplane or the architect's scaled rep-
lica: a complex situation is represented by only 
a few parts. 

Each preceding definition provides some 
basis for understanding; a combination of the 
ideas may provide a statement more applicable 
to the material described here. In this essay, a 
model is considered to be a physical or sym-
bolic representation of the relationships 
among concepts or phenomena or their parts, 
usually with the intent of explanation and/or 
prediction. 

The astute reader may recognize that the 
definition of model is closely related to an-
other important term: theory. The similarity of 
these two terms has been controversial for a 
number of years. 

Theory has been defined by Kerlinger as a: 

. . . set of interrelated constructs (concepts), 
definitions and predispositions that present a 
systematic view of phenomena by specifying 
relations among variables, with the purpose 
of explaining and predicting the phenomena.7 

The two definitions are close, but the differ-
ences are important. Marketing researcher 
Ralph Day suggests that the difference be-
tween theory and model is one of semantics, 
since the word theoretical has come to mean 
the opposite of practical and useful.' Day sug-
gests that in place of the word theory, most re-
searchers have substituted the word model. 
Simon° suggests that a model is actually a mini-
theory, and that the terms model and theory 
are often used interchangeably. Nevertheless, 
other considerations more rigorously separate 
the two terms. 

Capella notes that a model is usually the 
first step in the development of theory, focuses 
on more limited problems than a theory and 
may comprehend a single, particular system 
rather than an entire class of systems.'° 

Another way to differentiate theory and 
model is to note that a model is often consid-
ered a subcategory of a theory. That is, the 
word theory is often used in the same sense as 
the biological term genus, whereas a model 
might be compared to a species. A theory tends 
to state a broad relationship between variables 
or events, and this relationship can be under-
stood by application of several different 
models. 
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Finally, consider the element of testing. A 
theory, according to scientific principles, must 
be testable. This is not a necessity for a model. 
A model in most research is a set of assump-
tions or postulates that are not directly tested 
but are used to generate testable hypotheses. 

To summarize, different types of models ex-
ist. In mass communication research, models 
are generally used as a beginning step in the de-
velopment of understanding the media. With-
out models, mass communication research 
would be more complicated. A model helps fo-
cus an investigation and leads to the develop-
ment of theories of mass communication. 

The Value of Models 

In mass communication research, models can 
be constructed to represent relationships and 
interactions between the media and consumers 
of the media, or the effects of the media in dif-
ferent communication environments, among 
others. For example, a researcher might de-
velop a model of the interaction between 
young television viewers and scholastic 
achievement in various school subjects. The 
model, a verbal model in this case, might be: 
Increased viewing of television causes a de-
crease in scholastic performance. 

At first glance, this model may appear to be 
a hypothesis, but in fact, the model is too 
broad. A hypothesis would need to include in-
formation concerning what constitutes an in-
crease in viewing and what constitutes a 
decrease in performance. In addition, not 
enough information is now available to allow 
testing this problem. The statement is too 
simple to be considered anything more than a 
model. 

Simplicity, or parsimony, is a primary value 
of a model. Models generally do not include all 
variables involved in the real situation; rather, 
they provide a simple picture of what might ex-
ist. 

However, although models may simplify a 
research situation, they can at the same time 
create difficulty. Some models might overlook 
or distort important variables. For instance, 
returning to the example of increased televi-

sion viewing and decreased scholastic perfor-
mance, such a model might be detrimental 
because of what it neglects. It does not con-
sider other possibilities that might influence 
poor performance in school; television might 
be blamed (because of the simplified model) 
for something on which it may have little, if any, 
influence. This oversimplification amounts to 
distortion, and an analysis based on this model 
may produce distorted results. 
A further potential problem in model devel-

opment is that a model might hide the real pur-
pose of a research study. Again to the example: 
The model might hide a real interest in teacher 
effectiveness in the classroom rather than in an 
outside influence of television. That is, models 
are developed with definite goals in mind (see 
essay 9 in this book). 

One additional complication with model de-
velopment is the tendency of models to become 
more complex as additional relationships and 
variables are added to the initial model. As re-
searchers look beyond the basic model and its 
applications, they consider further applica-
tions of the model, naturally adding more vari-
ables. However, for any model to be of value, 
it should be as simple as possible. The purpose 
of model development is simplification of real-
ity; and the simpler the model is, the better it 
will be understood. 

Although distortion through simplification 
might occur, the primary value of a model is its 
ability to handle many variables in a simplified 
manner to form a logical starting point for re-
search. A model alone will not answer a re-
search question. Instead, a model helps focus a 
researcher's ideas about an object or phenome-
non. 

Classification of Models 

This essay discusses three main model catego-
ries: (1) micro-macro models, (2) static-
dynamic models, and (3) deterministic-
probabilistic models.'' 

Micro-Macro Models 
A micro model focuses on small details of a 
particular situation or phenomenon. A macro 
model is used for a broader perspective and en-
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compasses a variety of events or phenomena. 
In other words, the macro model examines the 
relationships between a phenomenon and the 
system of which it is a part, whereas the micro 
model examines relationships and constructs 
interior to the phenomenon of interest. 

Reid" used a micro-model approach to ana-
lyze the factors involved in a child's response to 
television commercials. The phenomena of in-
terest were effects of television on the audi-
ence. Using a micro approach, Reid isolated a 
specific demographic group and a particular 
aspect of the media for analysis. He sought to 
discover whether differences in children's re-
sponses to television advertising and parents' 
handling of those responses are mediated by 
the parents' concern for their child's consumer 
development and by parents' enforced viewing 
rules. Extrapolating Reid's verbal description 
yields the pictorial micro model in Figure 10-1. 
The model indicates that Reid's approach iso-
lated a specific aspect of a phenomenon: media 
effects. The model allowed for flexibility of 
empirical analysis where a variety of details 
could be investigated. 

The macro model involves a broader topic; 
a researcher can make broader generalizations 
about a given situation. Minute details are of-
ten sacrificed for simplicity. 

Larson's" macro-model study investigated 
the broadcast brokerage industry. Considering 
that brokerage firms had not been analyzed be-

Figure 10-1 Reid model of media effects. 

Child 
Television 
Viewing 

fore Larson's study, the area could not justifi-
ably be dissected for scrutiny of individual 
variables. Larson considered the entire indus-
try — a broad-based analysis—including the 
history and development of broadcast broker-
age firms and the methods companies use to 
acquire properties for clients. 

Static-Dynamic Models 

A model is either static or dynamic depending 
on the time restriction placed on it. A static 
model represents a system or phenomenon at a 
single time; a dynamic model attempts to rep-
resent a system or phenomenon at successive 
times. An analysis of a ten-year history of 
broadcast advertising revenues for a particular 
station is considered a static model, since the 
revenue figures are fixed; the figures cannot 
change and are considered at a single time. I4 
On the other hand, if a model represents the 

effects of the past ten years of advertising on 
the income of the current year, the model is dy-
namic: the variables contained in the time 
frame are not fully determined and can 
change. This model represents a dynamic situ-
ation, not one measured at a specific time." 

The differences between static and dynamic 
models are shown in Figures 10-2, 10-3, and 
10-4. A static communication model might be 
pictured as in Figure 10-2. This simple model 
represents communication sent by a communi-
cator then received by another individual or 

Mediated by Parental 
Control of TV Viewing 
and the Child's 
Consumer Behavior 
Education 

Child's Reaction to 
Commercials; Effect on 
Family TV Viewing 
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Source Message Receiver 

Figure 10-2 Simplified static model of com-
munication. 

group in the same form. We know that com-
munication in real life does not operate on this 
level. Countless forms of interference exist be-
tween the source and receiver, not to mention 
that the receiver under most conditions can 
provide some feedback to the source. 
A more complete model of the communica-

tion process, developed by Shannon and 
Weaver, 16 more accurately represents commun-
ication (see Figure 10-3). Although this model 
by Shannon and Weaver more accurately de-
picts the process nature of communication by 
adding other variables and more closely indi-
cates the dynamic nature of the process, the 
model might still be too simple. Communica-
tion represents an ongoing and interactive 
process. A further addition to Figure 10-3 
demonstrates a more dynamic approach to 
model development in communication. See 

This dynamic model indicates the inevitable 
interference between a source and receiver and 
adds the possibility of feedback. The static 
models in Figures 10-2 and 10-3, in varying de-
grees, allowed for little or no interaction be-

tween source and receiver and did not portray 
communication as a process. The process ap-
proach is more clearly seen in the dynamic 
model in Figure 10-4. 

Deterministic-Probabilistic Models 

Models in this third category consider the rela-
tive uncertainty of an event or situation. A 
model that considers the possibility of further 
influential variables is considered probabilis-
tic. Also called a stochastic model, the proba-
bilistic model takes into account the possibility 
of additional influences; the deterministic 
model does not. 

Assume an interest in the broadcast engi-
neering problem of adding another television 
channel in a particular market (commonly 
called a drop-in). A deterministic model, or the 
if-then approach, might be: Another channel 
in the market will interfere with other channels 
currently in operation. A probabilistic model 
including intervening variables might consider 
other such variables as market size, revenue 
losses or gains for other stations, and potential 
audience size—not all of which can be une-
quivocally specified. The probabilistic model 
includes uncertainties; it is not an if-then ap-
proach. 

A Morphology of Models 

Models can take different forms and shapes, 
four of which are: verbal or prose models, pic-
torial models, mathematical models, and sim-

Figure 10-3 Shannon-Weaver model of communication. (Claude E. 
Shannon and Warren Weaver, The Mathematical Theory of Communi-
cation (Urbana: The University of Illinois Press, 1964) p. 34, Figure 1. 
Reprinted by permission of the University of Illinois Press.) 
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Figure 10-4 Dynamic model of communication. 

ulation models. However, keep in mind that 
other model forms do exist. 

Verbal or Prose Models 

The verbal model is often the least confusing 
approach to initial model development, but 
this form can become as complex as any other 
form. Often, a broad verbal model is devel-
oped with the intention of refining during later 
stages of research. 

The verbal model in Figure 10-5 demon-

Figure 10-5 Example of verbal model. 

Given that station advertising rates have not 
been increased in three years, what effect will 
a 10 percent increase in all rates have on the 
station's revenues from time sales, and on its 
advertisers? 

Possible Paths 

I. If rates remain the same, losses will increase 
due to inflation and increased operating ex-
penses. 

2. If rates are raised, competing stations may 
follow suit. This will lessen the effect of our 
raise on advertisers. 

3. An increase in rates will no doubt make 
some advertisers angry. Some will cancel 
contracts, others may refuse to buy time, 
others may reduce current schedules. 

4. Rates may be raised five percent this 
month, and five percent in six months to al-
leviate hardships on advertisers. 

strates that this approach is not always simple. 
The question the model asks is: Should our ra-
dio station raise advertising rates by 10 per-
cent? It is clear that a variety of responses are 
possible. A term more appropriate than simple 
when describing verbal models is preliminary, 
although further model development or refine-
ment might not always be required. A verbal 
model may, in fact, be the only model required 
in a particular research problem. 

Lasswell's I7 classic model of communica-
tion demonstrates another approach using a 
verbal model. Although the Lasswell model 
might appear too simple, an analysis of a com-
munication situation using the model can in-
volve a complex array of statements. 

Mathematical Models 
A mathematical model frequently offers a 
great deal of parsimony and precision to the 
model development process because symbols 
and numbers can represent ideas or objects. In 
Figure 10-7, the model considers the antici-
pated revenue for the station and the revenues 
with a 10 percent rate increase. Obviously, this 

Figure 10-6 Lasswell's verbal model of com-
munication 

Who? 
Says What? 
In Which Channel? 
To Whom? 
With What Effect? 
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model could include other variables that would 
increase its complexity, but Figure 10-7 serves 
as an example of the mathematical approach. 

Figure 10-7 shows a basic characteristic of 
mathematical models: they generally do not al-
low for extraneous variables (such as canceled 
advertising contracts in the example). The 
model attempts to present a closed rather than 
open representation of a system or phenome-
non. Mathematical models are usually precise 
and do not allow for ambiguity. Einstein's fa-
mous E = MC' allows for little flexibility, al-
though other considerations, such as entropy, 
must be included at some point. 

Mathematical models can be used in many 
ways in media research. Chaffee and Wilson 18 
developed a mathematical model to investigate 
entropy and agenda diversity in community 
newspapers in Wisconsin. Portrayal of vio-
lence on television is measured and based on a 
mathematical model:9 Sprafkin and Rubin-
steinn used a simpler mathematical model to 
investigate children's television viewing habits 
and prosocial behavior. 

Networks and other media-related organi-
zations use mathematical models for several 
areas of decision making. For example, a deci-
sion to produce a pilot might be determined by 
using the mathematical mode1 21 in Figure 10-8. 

Although mathematical models can be 
tested and analyzed through various statistical 
methods, the approach does have drawbacks. 
In many cases, a detailed verbal description, or 
a secondary model, must further explain the 
mathematical approach. 

Efficiency and simplicity are also problems 

Figure 10-7 Simple mathematical model. 

A = B + C 

where: 

A = Station revenue 

B = Expected station revenue at current 
rates 

C = Revenue anticipated with rate 
crease 

(1 — t) A[B V + (1 — s) CD L — 11> P 

where 

P = Cost of the pilot production 

V = Present value of expected broadcast 
revenue of an accepted pilot during 
the network run 

L = Present value of expected broadcast 
revenue of an accepted pilot in off-
network syndication 

K = Present value of the opportunity cost 
of producing the expected number of 
episodes of an accepted pilot 

B = Program owner's share in broadcast 
revenue from network run 

D = Program owner's share in revenue 
from off-network syndication broad-
cast after payment of distributor's fee 

t = Profits tax base 

A = Probability a pilot will be accepted by 
the networks 

C = Probability that an accepted pilot will 
be released into off-network syndica-
tion 

s = Network's share in profits from off-
network syndication 

Figure 10-8 Example of model used in mass 
communication. 

with the mathematical model. By eliminating 
the possibility (in many cases) that other varia-
bles can be involved, some mathematical 
models have limited use in the mass communi-
cation field. The mathematical model often 
cannot represent the dynamic nature of com-
munication. The hard sciences of physics, 
chemistry, and others use the mathematical ap-
proach more because these research areas deal 
with more static concepts and objects. 

Pictorial Models 
The pictorial model is an appropriate tech-

in- nique when a variety of possible solutions need 
to be explained in a simple manner. Pictorial 
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models are also excellent representations of 
concepts and objects for nontechnical individ-
uals to use as quick reference to a complex 
problem (see Figures 10-1, 10-2, and 10-3). 

One form of the pictorial model approach is 
the algorithm, or flow chart, shown in Figure 
10-9. Flow charts have become popular since 
the advent of high-speed electronic computers; 
many researchers in all fields use them in 
model development. Computer programmers 
use detailed flow charts to show the path of de-
cision making a computer must follow in order 
to solve a problem. 22 The flow chart presents to 
the computer a series of if-then statements in 
order to make a decision: if one thing happens, 
then go to the next step; if it does not occur, use 
an alternative route. 

As Figure 10-9 indicates, the algorithm 
chart method can be used in our example of in-
creasing advertising revenues through a rate 
hike. The sales manager could develop, or map 
out, the possible decisions (and their conse-
quences) that could arise with an increase in 
advertising rates. A simplified pictorial model 
allows for a quick glance at a complex prob-
lem. 

Simulation Models 

The simulation approach to model develop-
ment is an expanding method for problem 
solving in many research fields. This approach 
might not be the best method in our advertising 
example, but it should not be excluded while 
considering the problem. 

In each form, the simulation attempts to re-
enact a real situation and allows participants 
or researchers to play at decision making with-
out facing the consequences of the real situa-
tion. A simulation is basically an opportunity 
to practice or run through the decision-making 
process. The model represents a system from 
which the behavior of the system over time can 
be inferred. 23 For example, space scientists, 
notably at NASA, simulate with computers the 
atmosphere and characteristics of space and 
space flight. These simulations help techni-
cians prepare space vehicles and astronauts for 
conditions they might encounter in space. 

By using real flight conditions simulated in 

ground-based training facilities, airline pilots 
can learn how to operate aircraft under stress 
conditions without endangering passengers. 
The Federal Aviation Administration also uses 
simulations to re-enact conditions under which 
an aircraft crashed in order to determine what 
went wrong. 

Simulation is not restricted to space flight 
and air travel. Many commercial products and 
organizations prepare simulation exercises for 
management personnel, office workers, and 
many professions dealing with decision mak-
ing and people. Some parlor games invite play-
ers to simulate being lost in the wilderness or 
receiving a large inheritance. 

All simulations are instructive because par-
ticipants can enter a situation, react to prob-
lems and situations, and make decisions 
without facing any harm: the simulations are 
imaginary. The advertising example used in 
this essay could also benefit from a simulation 
model. For example, the sales manager could 
present the problem of increasing advertising 
rates to station personnel, who could then dis-
cuss potential problems and benefits. This pro-
cedure could also be used with advertisers who 
would be affected by the rate increase. Feed-
back gained from such a simulation would en-
able the sales manager to plan ahead in the 
decision-making process. 

Another simulation approach is the Delphi 
Technique, used to arrive at consensus about 
future developments?"' In the 1950s, the Rand 
Corporation established the Delphi Technique 
to "obtain the most reliable consensus of opin-
ion of a group of experts . . . by a series of in-
tensive questionnaires interspersed with 
controlled opinion feedback."25 

The Delphi Technique takes its name from 
the ancient Greek Oracle of Delphi, where a 
blind seeress would transmit forecasts from 
Apollo to those who consulted her. As Bachner 
and Khosla state:26 

In this case, "blind" is the key word because 
those who participate do not know who else is 
participating; thus, bias, which sometimes 
results when one may say something just to be 
opposed to someone else . . . is reduced. The 
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person running the Delphi program, there-
fore, would select recognized experts in a 
given subject or subjects but would not tell 
any of them who else is participating. 

The Delphi Technique involves sending out 
questionnaires to subjects who respond to the 
qualitative items. These responses are summa-
rized and returned to the participants. Further 
comments are received and again summarized. 
This procedure continues until the experts 
reach a consensus. Because of the time and ex-
pense involved, the Delphi Technique is limited 
to large companies or organizations that can 
afford the expenditures. It is easy to see how 
the Delphi Technique can be used in mass com-
munication research, such as in programming 
decisions, future directions for broadcasting, 
or ramifications of particular FCC decisions. 

Objectives of Model Development 

A communication model, as noted, can be 
constructed for a variety of reasons. Some 
models are designed to add general knowledge 
to a given area, others are intended to help 
solve a specific problem, and others are con-
structed to show what a final product might 
look like. Whichever purpose is intended for a 
model, the objectives for using such a proce-
dure are similar. 

The first step in model development is to de-
termine the specific purpose for the model: (1) 
classification; (2) descriptive or explanatory; 
and (3) predictive. The choice depends on the 
nature of the research and on what goal has 
been established for the research. 
A classification model attempts to develop 

procedures to identify classes, groups, or types 
of data. A researcher might wish to classify the 
various types of radio stations into specific cat-
egories of advertising revenue. A classification 
model, if clearly defined, would allow for such 
identification. 
A good classification model allows a re-

searcher to: (1) examine individual groups of 
things or events or data and simplify the infor-
mation to improve research techniques, and 

(2) compare similarities and differences among 
groups to create new categories of importance. 
For example, a researcher might be interested 
in reclassifying what is meant by major market 
in broadcasting. A model could include infor-
mation other than the usual population of a 
town or city; other variables might be included 
in the way market classification is established. 

The descriptive or explanatory model ap-
proach is used most often in mass communica-
tion research since it is intended to explain 
phenomena. For example, a descriptive model 
could try to explain how viewers process infor-
mation gained from the media and how they 
use that information in daily life. 
A descriptive model can help solve a prob-

lem or even make a general contribution to 
knowledge. It can suggest hypotheses for fur-
ther research or help determine what data 
should be collected!' 

Predictive models are designed to predict 
future events. Since prediction is a primary 
goal in all areas of research, this model is used 
often. In mass communication, a researcher 
might want to predict audience size, advertis-
ing revenues, or media use. However, the pre-
dictive model is not better than other 
approaches. A classification or descriptive 
model might need to be developed in order to 
collect enough information to use the predic-
tive approach. 

Goals of Models 

In general, research models are constructed 
with two criteria in mind. First, the model 
should be convenient in the sense that it aids in 
the research process. Developing a model that 
complicates and slows down research does 
little for the advancement of knowledge. Sec-
ond, a model should follow logically with cur-
rent knowledge in the area. Designing a model 
for research purposes that conflicts with cur-
rent information is not an intelligent use of 
knowledge. To use a simple example, a re-
searcher who designs a model to test whether 
"the earth is the center of the solar system" 
would not be reasoning with current data. Al-
though this is an exaggerated example, it is not 
uncommon to see model development (and re-
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search) based on an ivory tower approach, 
where a researcher disregards the current state 
of information. Research following the ivory 
tower approach often rediscovers data or re-
names concepts or objects—an illogical ap-
proach to scientific research. 

Criteria for Model Building 

Regardless of the type of model developed, or 
for what purpose, recognized criteria should 
guide any model development procedure. The 
criteria are flexible to allow them to fit any 
type of model under consideration. 28 

1. A mass communication model should 
have the ability to generate solutions to mass 
communication problems. This sounds simple, 
but the model developed should be precise 
enough to investigate the problem without in-
cluding irrelevant or unnecessarily redundant 
information. 

2. Mass communication models should be 
designed so that they help us understand the 
nature of the mass media. That is, all models 
should help in some way with understanding 
the processes, uses, or effects of mass com-
munication —as well as understanding the re-
search procedures of hypothesis development, 
data collection, and data analysis. 

3. Mass communication models need to 
limit the number of variables to be considered. 
Parsimony, or simplicity, is the key. Working 
with small problems involving a limited num-
ber of variables is usually more productive 
than developing a model nearly as complex as 
the phenomenon. Research usually proceeds 
more quickly when a major problem is broken 
down into its component parts. 

4. All mass communication models should 
be developed to avoid ambiguous variables. In 
other words, any word or phrase or mathemat-
ical statement must be defined both theoreti-
cally and operationally. An operational 
definition of a variable or concept assigns 
meaning to the term. For example, an opera-
tional definition of the term cake is the recipe 
from which it is made. 

Summary 

Model development in mass communication 
research is an important step in understanding 
the role and function of the mass media in our 
society. As a partial summary of the material 
discussed in this chapter, consider some of the 
more important research uses of models. 

First, mass communication models provide 
a frame of reference for solving communica-
tion problems. Models help focus any research 
study, and, through systematic model develop-
ment, mass communication researchers are 
better able to collect valuable information for 
investigation. Models provide an excellent 
starting point for research. 
A second important use of models is to help 

explain complex relationships existing between 
the many variables usually present in mass 
communication investigations. Through 
model development, researchers are better 
able to view relationships between variables 
such as the media and consumers. Models are 
an important exploratory tool. 

Third, models may help researchers make 
predictions. For example, researchers inter-
ested in the effects of the mass media during 
political campaigns may make substantial 
gains in understanding through model devel-
opment based on previous elections. Forecast-
ing any presidential election, for example, de-
pends entirely on models developed in pre-
vious years. 
A fourth important use of models is in the-

ory construction. Any theory, regardless of 
what field is mentioned, must be based on a 
substantial amount of information. Model de-
velopment is an effective method of organizing 
data collection. 
A final important use of models is to help 

eliminate irrelevant information involved in a 
research study. Considering that model devel-
opment is usually the first step in research 
(whether the model is simple or complex), re-
searchers must look at the problem under in-
vestigation; researchers can learn a lot about a 
problem through model development before 
the investigation actually begins. 
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This essay defines policy and policy research 
and separates policy research from its theory-
building counterpart. It discusses the potential 
importance of policy research and its value for 
both the public and the researcher. It also dis-
cusses the logic and methodology of policy re-
search and the most appropriate research and 
statistical designs to use when conducting it. 
The role of policy research in the policy proc-
ess is examined, with special attention given to 
the FCC. The writing style necessary for maxi-
mum exposure of research in the policy arena 
is discussed and suggestions offered for mak-
ing research more visible to decision makers. 

Policy and Policy Analysis 

Public policy has been defined as "whatever 
governments choose to do or not to do." This 
general definition can be appropriately applied 
to the formulation of communications policy 
in the United States and other countries. Con-
gress, the courts, the federal regulatory com-
missions, and the executive branch are 
involved in the complex process of communi-
cations policy development.' 

The motivation for policy development is 
also complex. It can stem from political pres-
sures, self-interest, traditional preconceptions, 
anecdotal evidence, and so on. It can also arise 
from systematic policy analysis, in which vari-
ous alternatives are evaluated with empirical 
data in an effort to arrive at the most efficient 
policy, as defined by previously agreed on ob-
jective criteria. 

Policy analysis is the focal point of policy 
research, which provides an opportunity to be-
come directly involved in the communications 
policy process. Policy analysis goes beyond the 
traditional academic tendency to observe, 
study, and comment on phenomena without 
directly affecting them. It carries with it a 
modus operandi different from that of theo-
retical, scholarly research. Its rewards and its 
risks are different as a result. 

11 
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A Definition of Policy Research 

Goals 

Policy research has three basic concerns: (1) 
measuring the impact of current and past pub-
lic policies, (2) predicting the impact of future 
policies, and (3) making this knowledge avail-
able to decision makers. 

Structure and Logic 

Policy research differs substantially from the-
oretical research, which is preponderantly de-
ductive. A general theory is formulated, from 
which specific hypotheses are derived and 
tested. Support for the hypothesis (albeit in an 
indirect way, stemming from failure to reject 
the null hypothesis) leads to support for the 
theory by inference. In policy research, the 
logic is often inductive. A specific problem or 
question is raised, leading to a broader, more 
general approach to the issue. Since govern-
ment reacts to specific problems or pressures, 
the research question must be solution-ori-
ented. 

Theoretical research is complex; policy re-
search strives for simplicity. Theory building 
calls for application of empirical results to a re-
finement and addition to a basic theory, in an 
attempt to account for all factors and explain 
as much variance as possible in the variable 
under study with a given set of predictors. The 
concern of policy research is the opposite. It 
attempts to establish what the impact of a par-
ticular policy is, was, or will be. It seeks the 
bottom line without concern for the interven-
ing variables. 

Theoretical research tends to be conserva-
tive. The researcher must be certain that the 
null hypothesis can be rejected before accept-
ing results as valid. In the policy environment, 
the necessity to choose between significantly 
different alternatives in a limited span of time 
prevents such a tentative approach. 

The major difference between the two is in-
tent. Scholarly research seeks to build theory; 
policy research seeks to answer specific ques-
tions. Both use the same methodology. Sam-
pling, surveys, experimental techniques, and 
statistical analysis are all part of policy re-

search. The difference is in how these methods 
are applied. Theoretical research seeks knowl-
edge as a way of understanding complex phe-
nomena; policy research attempts to answer 
such specific questions as, "Should this action 
be taken?" "What form of action is appropri-
ate here?" or "To what extent should this 
course of action be followed?" 

The Importance 
of Policy Research 

It is a recent development in the practice of 
governments to ask questions about the impact 
of policy! As a result, the researcher faces 
some hurdles in getting the message across. A 
basic challenge is the skeptic with the real-
world orientation who views academic re-
search as esoterica and abstraction, asking 
"What does it mean?" or "What relevance does 
this have for the problem before us?" 

Often, such a skeptic is an attorney, trained 
in verbalization and rhetorical logic rather 
than in quantitative, statistical logic; or an 
economist, critical of the allegedly soft data 
and controversial operational definitions of 
the communications researcher. 

It is hoped in empirical research that objec-
tive and systematic procedures will yield more 
useful information than other methods. Good 
policy research therefore has several obvious 
benefits—it can lead to public policies that in-
crease public benefit and reduce public costs. 

For the researcher interested in making 
findings policy-relevant, the main issue is 
packaging—not just the final product, but the 
entire research operation —so it can receive 
maximum attention from a small but impor-
tant audience—the decision makers. 

For too long, communications scholars 
have been aloof from the policy area. They are 
usually unaware of the details of government 
procedure and may not be sure of the specific 
issues being dealt with at a particular time. 
Most government agencies, however, like the 
Federal Communications Commission, tend 
to rely on information submitted to them. 
These commissions do publish requests for in-
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formation, but the requests are not widely dis-
tributed or noted. As a result, the commission 
may be unaware of relevant research findings 
available in the academic community. 

Most communications scholars limit their 
published findings to peer review through 
scholarly journals and academic meetings. 
This material is designed for colleagues who al-
ready have the conceptual and methodological 
background necessary to understand it. Infor-
mation in popular form is usually presented in 
the classroom or to consultant clients. 

Advantages of 
Academic Policy Research 

Despite the use of internal policy research at 
the congressional and regulatory agency level, 
the outside contributions of the academic com-
munity are essential to more enlightened policy 
analysis. The resources of academia are one 
reason. Strong academic departments have the 
staff, data processing hardware and software, 
motivation, time, support, and environment 
necessary for undertaking complex research 
projects. 

The atmosphere of the academic commu-
nity is a second factor. Political pressures are 
fewer, and credibility of the researchers is 
higher than in a government research environ-
ment. This input from a separate, independent 
source, well equipped to deal with the research 
questions involved in an issue, is important to 
good policy analysis. 

Access to Decision Makers 

Policy research may be an important, growing 
area, and academic research centers may be 
suited to perform it, but getting access to the 
decision makers is a crucial hurdle in the pro-
cess. Key decision-makers do not look for in-
formation but expect it to be delivered to them. 
The aspiring policy researcher must therefore 
become familiar with how a regulatory agency 
gathers information. 

Thanks to the new Administrative Proce-

dures Act (5 U.S.C.), this process is now more 
formal and open to greater public scrutiny. 
These improvements in formality and access 
permit initial input by the researcher and have 
the potential for review of other submissions, 
which the researcher can then react to individ-
ually. 

Two basic means of access are available to 
the researcher. The researcher can take a direct 
and active role by attempting to initiate a pol-
icy or policy change or can become involved in 
an ongoing issue by submitting material as 
comments or reply comments. 

Petitioning 

Taking an active role is the petitioning process. 
Under current administrative law and FCC 
policy, any concerned individual or group can 
file a petition urging commission action in a 
specific area. A petition for rulemaking rec-
ommends a specific rule change or addition. A 
petition for an inquiry requests a formal inves-
tigation of an issue. The inquiry is usually used 
when an issue is too complex and/or it is felt 
that too little is presently known about it for a 
rulemaking to be advantageous. 

Specific information on format and style 
can be obtained from the commission's Office 
of Consumer Affairs. The following checklist 
of basic guidelines will enhance the petition's 
chances of acceptance. 
A brief introduction presenting the overall 

intent of the petition along with a summary of 
its rationale is the appropriate way to begin. 
Next comes historical and legal background. A 
review of Pike and Fisher, law reviews, jour-
nals, and other legal reference materials will be 
appropriate here. Then, a brief review of pre-
vious empirical literature will be helpful. The 
information based on your research will be the 
major portion of the document. 

Finally, you must draw conclusions from 
your research in terms of specific policy 
changes and state those changes with specific 
reference to appropriate sections of either the 
Communications Act or FCC rules and regula-
tions. This final portion might be the most 
difficult. Academics are accustomed to inter-
preting the results of their work in abstract, 
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theoretical terms, rather than in the specifics 
of policy. In this regard, a joint filing may be 
of value. At the least, consulting a colleague 
familiar with law, regulation, and policy will 
be valuable. A legally oriented colleague will 
be able to structure the proposal in the practi-
cal, specific terms and concepts with which 
policy makers are accustomed to dealing. 

The work of Abel and Saxton exemplifies 
this approach. Their research centered on 
equal opportunity/affirmative action in the 
broadcast industry. Testing the allegation that 
broadcasters inflated job rankings by giving 
women official-sounding and managerial titles 
without related responsibilities, they com-
pared the listing on the stations' reporting 
forms with those in Broadcast Yearbook. They 
predicted that the number of women listed in 
the yearbook, which is used as an industry 
guide to key station personnel, would be 
smaller than the number listed on the FCC 
forms. They found a significant difference be-
tween the two, supporting the idea that some 
broadcasters might be giving female em-
ployees better sounding titles in order to make 
their affirmative action results look good. 

The traditional approach to research 
stopped here. Rather than submitting the find-
ings to a journal or presenting them at a con-
vention, Abel and Saxton filed a petition for 
rulemaking with the FCC, calling for a revised 
reporting form with more specific job catego-
ries and job information. They outlined the 
FCC's EEO enforcement history, other re-
search findings, and the rationale for their 
rulemaking. They then provided a specific 
model of the type of form they wished to see 
the FCC adopt, followed by the research mate-
rial itself. 

The result was significant. Instead of gath-
ering dust on a library shelf, or being heard by 
a handful of peers at a convention, the petition 
was the impetus to a major, wide-ranging in-
vestigation of commission EEO policy and fu-
ture options in this area. Other petitioners 
joined, and significant time and effort were al-
located considering new EEO policy. 

Under the Administrative Procedures Act, 
a regulatory agency such as the FCC must con-

sider any petition brought before it. Even a pe-
tition dismissed at an early stage in the policy 
process will be read and evaluated by a staff 
member and reasons for its rejection provided. 

Comments and Reply Comments 

A less direct and active approach is also avail-
able. In addition to initiating procedures, it is 
possible to comment on any ongoing issue be-
fore the commission. The commission files 
both formal and informal comments when 
considering an issue. The most effective proce-
dure is to file comments that are formatted and 
substantive enough to be categorized as for-
mal, thus receiving more than the cursory at-
tention given to the informal comments, 
usually consisting of the handwritten letters 
submitted by private citizens. 
When a petition is accepted, a formal 

docket is created, into which all formal com-
ments are entered and then opened to the pub-
lic. When preparing action on the docket, the 
staff must read, summarize, and evaluate each 
formal comment filed and indicate how it was 
considered in the final decision recommended 
to the commission. The commission also pub-
lishes a list of the comments received. Any in-
terested observer can file a comment, examine 
what others have said, and file reply comments 
on any docket. 

The best way to use this procedure is to keep 
informed via the trade press on the issues up 
for consideration. Then, by contacting the 
Consumer Assistance Office, the researcher 
can obtain the docket number, filing deadlines, 
and list of public comments to date. The re-
searcher can also be placed on a mailing list to 
receive information about upcoming issues 
that the commission might consider. Copies of 
particular filings can also be requested for fur-
ther examination. 

By comments, the commission means not 
just expository material, but all evidentiary 
data used in making a policy decision. There 
are obviously several flaws in this approach. 
One problem is the lack of knowledge about it. 
Many academics, observers, and other inter-
ested parties feel incorrectly that comments 
and/or material published in other places, 
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such as scholarly journals, will be read by deci-
sion makers. The staff applies little outside of 
docket material to its deliberations, relying on 
intuitive judgment. The commissioners ap-
proach an issue in the same way, relying on the 
staff summary and on information from their 
own offices. Therefore, it is essential to get 
one's material into the docket. 

The second problem is the lack of system-
atic and objective submission of data to the 
docket, or what the survey researcher might 
call response error (the experimenter might call 
it a selection problem). Only people aware of 
the inquiry/rulemaking and motivated to sub-
mit information are represented. By using the 
docket comments as a gauge of opinion, the 
commission omits those who do not know 
about the docket or those who do not file com-
ments. 

Often, the broadcasters are well represented 
in the docket file. For instance, a recent in-
quiry into public service announcements 
(PSAs) drew many comments with evidence to 
back up their claims from various broadcast 
stations that thought they were doing a good 
job and did not need any government prodding 
in this area. Naturally, stations not doing a good 
job would not file this information. Therefore, 
the docket provided an inaccurate indication of 
what was happening. Even though several com-
munications researchers have worked with 
PSAs in their analysis, these data are not usu-
ally submitted to the docket, where they might 
make a valuable contribution. 

Also, the process is adversarial. As a result, 
docket filings reflect certain human response 
tendencies. Filings against a proposed rule-
making or inquiry usually outnumber those 
supporting it, since it is easier to motivate a 
negative reaction than a positive one. 

The Research Agenda 

Given these weaknesses in the information-
gathering process, the researcher must keep 
advised of developments on the policy agenda. 
Often, the agenda for theoretical research and 
policy research are entirely different, which 
makes the process difficult. For instance, the 
commission recently focused on the dereg-

ulation of radio. The commission therefore 
needed information on radio audiences, their 
use of the medium, its effect on them, listening 
patterns, and so forth. Most researchers have 
neglected radio, however, studying the more 
contemporary and fashionable medium of 
television. The commission has also examined 
employment patterns in the equal employment 
opportunity/affirmative action areas, with an 
eye to revising these regulations. But broadcast 
research tends to be content oriented rather 
than structurally oriented, despite the obvious 
social aspects of the latter. 

Keeping in Touch 
with the Policy Process 

Several steps are necessary to keep informed. 
Some of these are obvious. Reading the fine 
print in the trade publications is a must. Your 
reading should also include the Federal Regis-
ter, which lists upcoming agendas and requests 
for proposals, and the Action Alert, which de-
scribes all upcoming FCC business. For addi-
tional output, the commission's Consumer 
Assistance Office can be of value. 

Informal contacts are important. Contact 
other people who have filed material or people 
who might do so or could contribute if they 
did. Fight the tendency of academics to work 
in isolation. Contact commission staff directly. 

Even though each government organization 
works differently, an example of FCC proce-
dure will make the point. A petition accepted 
for consideration is assigned a contact person 
who gathers material on the petition and for-
mulates a general position for the commission 
to take. This person is usually an attorney; ad-
ditional empirical research support is usually 
supplied. A call to the Policy and Rules Divi-
sion will determine which attorney, engineer, 
and/or policy researcher is working on a par-
ticular document. Once you have this informa-
tion, in addition to filing the material, send a 
copy to these people, following it up with a 
telephone call and/or letter so that you can dis-
cuss your contributions with them personally. 
You can clarify elements of your research they 
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do not understand or deem relevant. You will 
also assure maximum visibility for your mate-
rial and be able to get some help on the timing, 
style, and emphasis of possible future filings. 

Also, circulate your material to other key 
interested parties in the docket and to the com-
missioners themselves. It may be best to limit 
your submission to a commissioner who is 
more involved in that particular issue than 
others (information you derive from reading 
the trade press), so that it will be read at the 
staff assistant level, with a verbal summary 
passed on to the commissioners. Should some-
one comment on your submission, remember 
that you have the opportunity to respond. 

The timing of a submission is important. 
Ascertaining which topics are ripe to be acted 
on is a subtle process that can be observed with 
the right combination of close commission 
watching and personal contact with staff. A 
document submitted to an active docket is ob-
viously more valuable than one submitted to a 
dead-end issue. 

Writing the Policy Document 

Docket submissions require a writing style dif-
ferent from that in scholarly journals since 
they are for a different audience. The biggest 
difference in writing style is a greater focus on 
the consequences of research findings rather 
than a mere statement of these findings, with 
perhaps some discussion of their theoretical 
implications. 

Organization 

A scholarly article usually states a problem and 
its rationale, summarizes previous research 
and literature on the problem, presents hy-
potheses to be tested, and describes the meth-
odology used to test the hypotheses. The data 
and results of the hypothesis testing are then 
presented, with some tentative and limited 
conclusions drawn. 
A docket submission should be different. 

Results and implications should be clarified 
early in the paper and complexities included 
later or in footnotes or appendices. Statements 

and style should be clear, direct, simple, and 
jargon-free, even at the risk of oversimplifying 
or overgeneralizing. 
When addressing comments to an inquiry or 

rulemaking already under way, the best proce-
dure is to follow the direction of the notice it-
self. The notice usually contains a series of 
questions to which information and answers 
are sought. Other questions are implicitly con-
tained in the body of the document. 
A filing presented in this manner is easier 

for the staff to compare with other material in 
the docket and keeps their attention. 

Repetition is also important. The broadcast 
news story is a better model than the scholarly 
broadcast article. The article's introduction 
should contain the major conclusions and rec-
ommendations, which can be amplified and 
discussed in detail later and again summarized 
at the close of the article. 

Style 

Remember that you are writing for a lay audi-
ence. The fact that your audience lacks full fa-
miliarity with communication terms, symbols, 
and jargon does not mean, however, that they 
lack opinions on the issues. Their opinions of-
ten result from personal experiences, anec-
dotal data, and/or philosophical or intuitive 
judgments. The academic article that goes 
against the grain and is counterintuitive might 
be rejected on its form alone. 
A good approach is to delete jargon and the 

qualifications and tentative statements com-
mon to research attempting to build on theory. 
Be direct, general, and attempt to get a few key 
points across. 

Be direct in discussing the policy ramifica-
tions of your research. Do not count on policy 
makers to draw inferences from it, since they 
are not used to dealing with this type of mate-
rial. At the risk of restating the obvious, indi-
cate what you think are the most self-evident 
points. 

Supporting material should be kept out of 
the way. Literature reviews, tables, method-
ological discussions, citations, and the like 
should appear in footnotes or appendices. 
Footnoting is preferable to notation in the 
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Modern Language Association or American 
Psychological Association style; it is more fa-
miliar and seems more precise. Remember that 
the policy maker is interested in conclusions, 
and this interest should be facilitated. Sup-
porting material can always be examined later, 
and a few appendices or long footnotes go a 
long way toward uncluttering the copy for 
readability. Another idea is to precede a long 
document with an executive summary, a few 
pages summarizing the text following. 

Methodological Considerations 

Statistical analysis also should be considered 
carefully. Most policy makers do not have a 
firm grasp of statistical techniques or con-
cepts. Such terms as significance may be mis-
understood, and probabilistic thinking may 
have to be clarified. Keep in-depth statistical 
analysis at the basic level, reporting only the 
most important results in the body and relegat-
ing other information to footnotes or appen-
dices. Repeating data displayed in tables 
within the text may seem redundant but is nec-
essary. Do not count on tables to carry the mes-
sage; highlight them and describe the most 
important information in the body of the text. 
Tables present a maze of numerical informa-
tion to the untrained observer and might be ig-
nored or misunderstood if left unexplained. 

In designing policy research projects, recall 
a general bias among policy makers—that sur-
veys are more generalizable and reliable than 
are laboratory experiments. Field experiments 
are also preferable to the lab, but less preferred 
than surveys. The field survey is considered, at 
the intuitive level, to be more consistent with 
real life; other types of research are of limited 
value because of their artificial or laboratory 
conditions. Even though such negative experi-
mental effects as the Hawthorne Effect are 
now thought by academics to be less a problem 
for validity than once imagined,' experiments 
are seen as artificial by policy makers. The 
more your research can be demonstrated to 
have occurred in a natural environment with 
limited artificial constraints, the more it will be 
recognized as valid, despite the precision and 
control of a laboratory experiment. 

The same holds true for statistical analysis. 
Some tests might be precise and accurate; how-
ever, more powerful and robust tests will make 
the product more acceptable. Tests indicating 
significance more easily than others are gener-
ally considered to be more powerful tests. 
They run the risk of ascribing significance to a 
relationship where there is none, but they are 
less likely to miss a significant relationship 
where one actually exists; missing such a rela-
tionship is considered the worse of the two 
evils in policy research. This attitude contrasts 
with theoretical research, where falsely dis-
proving the null hypothesis is considered a 
greater problem. Robust tests maintain their 
value even if some of their assumptions are vi-
olated. This flexibility is important in policy 
research, since policy makers are seeking in-
formation of value under many conditions and 
circumstances. Some elegant, complex, and 
precise statistical analysis is more often subject 
to a highly conditional environment, since 
more assumptions must be met. Thus, the ro-
bust test, capable of generating accurate data 
under a wider variety of conditions and cir-
cumstances, is preferred in the policy environ-
ment. 

As a consequence, correlation and regres-
sion analysis seem to be favored over analysis 
of variance and similar nonlinear analytical 
techniques. Linear concepts are easier to deal 
with because of their capacity for graphic rep-
resentation, their tendency to assume causal 
and/or directional flow, and the degree to 
which they can be used in trend analysis. The 
preference for survey and field research, the 
prominence of econometrics, and the com-
plexity of ANOVA techniques are probably all 
factors in this unstated preference. 

Econometrics have also given the social re-
searcher concepts for describing and choosing 
among policy alternatives. Policy can and 
should be discussed in terms of its human cost 
effectiveness and cost-benefit balance, as op-
posed to theoretical abstraction. Cost effec-
tiveness analyzes the effectiveness of different 
policies given identical costs. Cost-benefit 
analysis considers the marginal, or increased, 
value and cost of a particular program as it is 
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extended. It is reasoned that the scope of a pro-
gram should be enlarged until it costs more to 
expand the program than the benefits it pro-
vides.' 

Other Considerations 

Research Directions 

Current approaches to policy provide an addi-
tional challenge to the communications 
scholar. Sensitivity to First Amendment con-
siderations and political pressures has led to a 
deemphasis of content regulation, which has 
been countered by an emphasis on regulation 
of industry structure, business practices, per-
sonnel matters, institutional tendencies and 
procedures, and so on. For most of its history, 
communication research has taken the direct 
route of examining and discussing communi-
cation from a content-oriented perspective. 
Even in recent years, despite the recognition of 
the complex social, psychological, and other 
factors impacting on human communication, 
emphasis has centered on content rather than 
on the overall communication process. 

To have maximum policy input, the re-
searcher must focus on the research's noncon-
tent aspects, even if dysfunctional effects of 
certain communication outcomes are deter-
mined by many intervening variables. Now, 
the researcher must emphasize these variables 
and seek change in areas other than direct reg-
ulation of content. 

Personal Factors 

The difficult decision to enter the policy envi-
ronment includes making professional value 
choices. Academic research, with its emphasis 
on theory building and knowledge generation 
for its own sake, will have little direct policy 
impact. Therefore, the researcher must bend 
the internalized rules under which he or she has 
been trained. 

There are benefits and risks both to the 
communications discipline in general and to 
the individual scholar for participating in pol-
icy research. The benefits include increased 
visibility and credibility for the discipline and 

the researcher plus the potential for greater re-
search funding and placement opportunities 
for students. More effective competition with 
economics and the more traditional social sci-
ences for these scarce resources is likely. The 
personal satisfaction of seeing one's work ap-
plied directly to real problems and having a 
positive impact on society is another benefit. 
Social benefits from an organized, systematic, 
and objective approach to increasing the infor-
mation available for policy decisions are also 
possible. The more accurate information a 
policy maker has to work with, the greater the 
chances of making the right decision. It is a 
small but important step toward the experi-
menting society that other researchers have ad-
vocated. 

There are risks as well. Other academic re-
searchers may scoff at the weaker methodol-
ogy and lack of theory-oriented analysis. 
People conducting research involving sensitive 
topics may be accused of taking sides and sell-
ing out to business, government, or whoever is 
sponsoring the study or looks favorable in the 
result. On volatile issues, the researcher can be 
caught between two hostile sides. In general, 
the researcher seeking policy relevance for his 
or her work must be resigned to frequent, hos-
tile, and uninformed criticism of both method-
ology and findings. 

The natural resources for good policy re-
search exist in the communications field. The 
periodicals and journals of the discipline are 
filled with articles that apply to policy deci-
sions yet that are unused because their ap-
proach is perceived as tangential, ambiguous, 
and tentative or because of the impenetrability 
of jargon. Providing clear and direct versions 
of this material to the right parties would en-
sure a greater role for communications re-
search in the policy environment. 

Summary 

Policy research is concerned with measuring 
and predicting the impact of current and fu-
ture public policy and making this information 
available to decision makers. The methodol-
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ogy and research techniques are similar to 
those of theoretical research, yet important 
differences in the two exist. 

Poiicy research is less conservative in its ap-
proach and less methodologically complex and 
rigorous. Its approach is inductive rather than 
deductive. It strives for simplicity and flexibil-
ity of design in order that a few basic questions 
may be answered. In doing so, it sacrifices the 
completeness of results that complex theory-
building may require. 

The policy researcher must be active if he or 
she is serious about making significant contri-
butions to policy decisions. The policy arena is 
unfamiliar with empirical analysis and makes 
no special effort to seek it out. Research pre-
sented to the policy maker must be clear, to the 
point, jargon-free, and stylistically stream-
lined. Tentative and overly complex conclu-
sions must be avoided. Specific questions the 
policy maker might have must be answered di-
rectly. 

Even though this approach sacrifices to 
some extent the goals and intent of theoretical 
research, it holds the potential for increased 
impact for the research performed by the com-
munications scholar. 
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12 
Assessing 
Consumer 
Information Needs 
John E. Bowes 

The past decade has been a time of consumer 
unrest, if not outright dissatisfaction. Govern-
ment, corporation, and public utility have 
been chastened in the face of organized pro-
test. Consumer protection agencies have been 
established or strengthened at all government 
levels. Corporations have initiated hot lines to 
handle complaints and information requests 
and have increased institutional advertising to 
convince the public of their worth. Utilities 
scramble to explain rate hikes and conserva-
tion needs.' The media, print and broadcast 
alike, have tried to research consumer infor-
mation needs to serve their audiences better, to 
increase circulation, and to meet public service 
pressures from community and government.' 

Such efforts have largely been intuitive 
occasionally hurried responses to alleged con-
sumer information needs. Little of the estab-
lished advice on measuring information needs, 
as we will discuss later, has held up well across 
most situations that professional communica-
tors face. The few conceptual designs that help 
information professionals cope with consumer 
information problems often have been suspect 
in terms of their applicability to real-life set-
tings. The pressures of the past decade have 
made the development of better models and 
measures of consumer information needs a 
matter of increased urgency.' Most communi-
cation researchers realize that American indus-
try and big government have a communication 
gap with the citizen. There is less agreement on 
how best to identify the consumer's informa-
tion needs and to bridge existing information 
gaps. Unfortunately, broadcasters cannot 
shun the problem. Public service responsibili-
ties and the popularity of news magazine pro-
grams featuring consumer issues command 
their attention. 

This essay critically reviews assumptions 
and methods traditionally used to determine 
information needs, particularly as they con-
front broadcasters. The first part outlines sev-
eral difficult problems in many consumer 
information need assessments. A second sec-
tion examines several useful models—efforts 
to cope with the problems previously de-
scribed — in the context of actual field re-
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search. Our interest is not in providing strict 
cookbook instructions for curing the ills of 
consumer need assessment; rather, it is to offer 
some basic conceptual directions and practical 
examples of how broadcasters and others in 
similar roles can make these assessments more 
faithful representations of consumer informa-
tion needs. 

Problems in Determining 
Consumer Information Needs 

Not everyone has questions for your answers 
or problems for your solutions. Only some 
people see information as a solution to their 
needs—consumer or otherwise. Asking ques-
tions is recognizing that solutions are informa-
tion-based; it is almost a reflexive act of the 
educated and self-reliant. Studies of economi-
cally and educationally disadvantaged groups, 
for example, suggest that fatalism, luck, or the 
intervention of an outside force share atten-
tion with information seeking as a way to re-
solve problems.' In one study of "problem 
perception" in audience ascertainment re-
search, 10 percent of respondents could not 
name a single national or local problem. These 
individuals tended to be urban minorities with 
minimal education and economic security— 
people who often need consumer information 
the most.' In short, the population's need for 
and use of consumer information vary consid-
erably. In many instances, especially in giving 
information to low-income clients, people 
needing information the most are least likely to 
attend to and use it effectively. This situation 
frustrates information providers. 

Not everyone has the same questions. Many 
information providers cannot understand vari-
ability. After all, normative assumptions about 
the typical media consumer provide comfort-
ing targets for programming and advertising 
campaigns. The broad appeal campaign is sat-
isfying in that one information set handles 
most people and costs are minimized. But the 
cost in ultimate effectiveness among people 
most needing the information can be consid-
erable. 

Communication scholars have recognized 
this point and have moved from hypodermic 
media concepts based on direct, powerful in-
formational and attitudinal influence to a view 
encompassing the variability of motivation 
and need among the audience. The question of 
media influence on needs and their satisfaction 
focuses more on what the consumer wants 
than on what media provide.' 

Unfortunately, this viewpoint learned by ac-
ademic researchers has had only limited im-
pact on people outside this group. Information 
needs are still largely adduced through norma-
tive research more intent on finding similari-
ties than in segmenting the audience into 
differing target groups with different needs 
and receptivity to information. Broadcast 
public affairs and consumer information con-
sequently remain "mass" in a wholly undiffer-
entiated way. However, advertisements and 
increasingly entertainment content are often 
sculpted for specialized audiences. The in-
crease in advertising effectiveness from target-
ing well-defined audiences has been amply 
demonstrated. An equally attentive effort 
should be made for consumer information 
needs. 

Situations affect information needs. The 
normative trap extends beyond averaging au-
dience and perceived needs to the situation in 
which the need arises. Detailed information 
might be useful in one instance because the so-
lution is complex and time available permits 
study. Another situation might present an 
emergency, requiring fast advice, free of much 
detail via electronic media. Timing, public ac-
cess, and the ability to tailor to individual need 
must be considered. 

One example of this accommodation is the 
practice of providing taped information via 
telephone by insurers, consumer agencies, and 
government. Callers can select information on 
a variety of topics from a live operator who 
then connects them to the playback machine.' 
Of course, the caller determines when and 
where contact is made. The ability to choose 
tapes allows some matching of message to spe-
cific need and time for an extended reply from 
the recorded expert. The speed of access suits 
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the crisis nature of many medical problems. 
The system also offers a level of anonymity to 
the caller in asking about personal matters. Pe-
riodically tabulating the frequency of requests 
by tape as well as requests made but not 
matched by appropriate tapes provides a crude 
but useful running evaluation of the system. 

The careful reader will doubtless find prob-
lems with this system. People seek medical ad-
vice as much for the personal contact and 
concern of the provider as for the information 
itself and see little comfort in a taped message. 
The tape for a medical question cannot restate 
answers in simpler terms or add detail. How-
ever, the system accommodates a variety of 
needs in some situations. 
A Seattle television station uses this ap-

proach in cooperation with a voluntary group 
to resolve consumer-merchant disputes and 
warn about shoddy business practices.' 
Trained volunteers maintain a call-in service to 
answer individual problems. The broadcaster 
has a successful vehicle to advertise the service 
and can gather case studies from call records 
for feature stories. The records, when aggre-
gated weekly, indicate trends and changes in 
consumer problems. The service has stopped 
fraud schemes and faulty civic services. 

Both projects provide systems that can de-
fine information needs for particular users; the 
situation produces the need and strategies that 
yielded effective solutions. Neither project 
used traditional information campaign for-
mats or unusual technologies or practices. 
Both avoided untested assumptions about 
what the public needs to know. 

Information providers can have less in com-
mon with their clients than they think. Social 
scientists are sensitive to observer-actor confu-
sion: mixing up one's own perception of infor-
mation needs with those of the observed 
subjects of study. The ideal of an information 
need study is to reflect needs as the client per-
ceives them. Inarticulate, frightened clients are 
common where information may be most 
needed. Clients often seek resources, services 
and emotional support rather than informa-
tion. Pressure to attend and follow informa-
tion may not be understood as helpful and may 
be viewed as a barrier.' 

Observer-actor confusion is common in 
checklist efforts to survey information needs. 
Respondents who are not allowed to reply in 
their own words must reply in terms imposed 
by survey makers. This occurrence can circum-
scribe the true variety of needs among the pop-
ulation: questions focus answers.' Tests 
comparing checklists and fixed-response ques-
tionnaires against situations where consumers 
are free to respond in their own terms show the 
bias of the former." Much depends on the re-
searcher's skill in anticipating to a reasonable 
degree the likely categories of need present in 
the sample. Yet it is the situation of not being 
able to discern needs that first prompts the re-
search! 

This dilemma has been best treated by com-
bining open or free-response questions with 
more structured items that aid recall and con-
front respondents with competing categories 
when ranking needs. The critical impact of 
question-asking approaches is best shown by 
Greenberg et al.'s study of ascertainment 
methodologies.' The importance of commu-
nity problems determined by frequency of 
mention among a sample responding to open-
ended items showed no relationship to impor-
tance determined by selecting problems from 
possibilities provided in a close-ended ques-
tion. The broadcaster must use open-ended 
items to catch new, unanticipated problems as 
well as close-ended lists to prompt recall and 
provide comparison. 

Communication may not occur at the begin-
ning of the job but at the end. Many broad-
casters may see their job beginning with 
construction of a media message and ending 
with its successful receipt. Viewing consumers 
as passive recipients (attentive or not) of media 
information ignores their active, situational 
use of the information. But to understand this 
activist stance, one should consider events that 
lead to as well as result from communication. 
What circumstances induce people to seek in-
formation? What leads them to prefer certain 
kinds of sources over others? For the informa-
tion professional, this view acknowledges that 
information for consumer needs must respond 
to situations. For the researcher, this view im-
plies that communication is the consequence 
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of events, not necessarily a beginning that ends 
in consumer problem-solving. In the same way 
that new program decisions are rooted in audi-
ence analysis and in the demography of partic-
ular audience tastes, consumer information 
needs must be treated by continuously testing 
current assumptions about the audience for 
new trends and need situations. 

There is an additional perspective—the eas-
ily forgotten cliché that communicating needs 
is a reciprocal process—that consumer infor-
mation professional and client must maintain 
a dialogue. This process permits information 
programs to be adjusted to changing needs and 
situations. It also suggests that information 
professionals may have to help people articu-
late needs, just as responses help articulate in-
formation programs. 

This point suggests an important concep-
tual confusion about consumer information 
needs. In one sense, need implies a consumer 
actively seeking sources and assistance. In a 
different sense, the information professional 
may sense an unrealized need. Is an unrealized 
need really a consumer information need? Per-
haps it is, as attested to by the profusion of 
outreach information programs spawned by 
social service agencies. But, as suggested ear-
lier, if consumers do not see needs in informa-
tion terms, the professional's task differs from 
when they do. What becomes important in this 
distinction is prior concern, perhaps interest of 
the consumers in their need. Information pro-
fessionals often hope to provoke need when 
none is apparent. In short, the distinction be-
tween information seeker and provider be-
comes blurred when the provider attempts to 
recruit seekers. 

In summary, our brief critique of consumer 
information need research developed the fol-
lowing points: 

• Information is not universally viewed as the 
solution to problems. Even though informa-
tion can lead to solutions, its value in this 
role might not be recognized. The assump-
tion that receipt of information leads to con-
sumer action is faulty. 

• Professional communicators frequently are 
caught in a normative trap, assuming a 

homogeneity to their clients/audience that 
does not exist. More important, responsive-
ness of consumer information programs to 
such differences might be the key to their ef-
fectiveness. 

• Observer-actor confusion can allow inad-
vertent substitution of the researcher's view 
for that of the consumer. The subtlety of 
question-asking is an important aspect of 
this problem. 

• Communication may be more effectively 
viewed as the outcome or result of preceding 
events, rather than as the beginning of the 
professional communicator's job. Under-
standing the evolution of information needs 
is a key to the communication strategy used 
in responding to them. 

• Communication on information needs is a 
reciprocal process. Communication profes-
sionals might have to create community 
discussion of needs and elicit feedback in-
formation once programs are operative to 
see if modification and adjustment are 
needed as conditions change. 

• Consumers recognizing their needs should 
be distinguished from those who do not. 
One must consider consumers' previous con-
cerns about problems. Building a sense of 
need where it exists wastes resources. 

Useful Models 
and Research Examples" 

Developing conceptual models useful to infor-
mation professionals has been a slow process 
and their application in the broadcast environ-
ment has been glacial. Several prominent cor-
porate researchers have lamented the apparent 
missing link between their research on infor-
mation policy and the research of the academic 
community. As one writer stated, "Academic 
and business research are sometimes so diver-
gent, it is difficult to believe that they are ad-
dressing the same kind of task."' Carter finds 
both camps doing similar things and vulner-
able to the same criticism—they are not gen-
erating enough good questions with both 
conceptual and applied payoffs.' By offering 
several conceptual alternatives to traditional 
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normative research, one risks the suggestion 
that the examples are blanket prescriptions for 
doing good research. Instead, they should 
serve as examples only of meeting certain criti-
cisms voiced above, constrained by time, situa-
tion, and budget. The intent is to encourage 
readers to experiment with potentially better 
methods of conceiving social reality in their re-
search. 

One familiar approach to consumer infor-
mation needs is what one public relations re-
search specialist, Glenn Broom, labels the 
"corporate-public definitional-agreement ap-
proach."' In this context, public relations op-
erationally includes measurement, analysis, 
and influence of public concern. Its purposes 
are to determine gaps between the institutional 
and public point of view and then to close the 
difference via a persuasive campaign. The ob-
ject is to create a shared opinion or agreement 
based on persuasive communication from in-
formation provider to consumer. 

The risk is that agreement measures only 
similarity of evaluation. There is no certainty 
that the principals share the same object or 
definition of what is being evaluated. Two par-
ties can agree, without realizing that each has 
different referents in mind. The danger is that 
disillusionment and misunderstanding replace 
short-term apparent satisfaction of informa-
tion needs when the information provider and 
consumer discover that they constructed 
agreement on different anchors. 
An example might clarify matters. The Inte-

rior Department commissioned the author and 
a colleague to study the extent to which the 
public, community leaders, and state officials 
in North Dakota agreed on regional develop-
ment.' Initially, agreement appeared quite 
high. All parties saw regional development as a 
positive venture. The difficulty, when exam-
ined, was that each party based a favorable 
evaluation on different ideas. Citizens saw en-
hancement of the local economy and jobs for 
youth. State officials saw increased revenues 
from industry and energy. Community leaders, 
the pivot of information flow between citizens 
and government, saw enhancements to tour-
ism, local industry, and schools. On the sur-

face, agreement seemed strong. But intensive 
discussions revealed that citizens were worried 
about crowding in schools, farmers were con-
cerned about hiring labor in competition with 
high wages from new industry, and state gov-
ernment was worried about competition for 
water between farmers and industry. It was 
clear that advantages for one group could be 
disadvantages for another. Also, many nega-
tive issues were submerged in information 
about advantages, aimed at securing agree-
ment.' Most citizens of the region had not 
heard enough about negative impacts to begin 
asking questions about them, and they had not 
carefully considered their neighbors' compet-
ing needs. The region's media also had not 
realized the conflicts embedded in apparent 
support. They reported government press re-
leases, reinforcing the climate of consensus. 

Critical to this study were orientations to-
ward regional development shared by major 
subgroups in the population. Agreement was 
meaningless without the sharing. To measure 
its level, we needed to assess the orientations of 
the three major subgroups involved in regional 
planning. What characteristics did each group 
assign to regional development? This approach 
was developed from Chaffee and McLeod's in-
terpersonal coorientation model," wherein the 
information specialist examines the character-
istics assigned by each group and each group's 
estimate of the characteristics assigned by 
others. 

By contrasting the view each group esti-
mated for the other two against the view re-
ported by those groups, the error in sharing 
perceptions could be calculated. Information 
programs could then be structured to address 
these gaps, trying, in effect, to raise awareness 
of major differences people had underlying 
their apparent agreement. In practice, the 
study's results forced better disclosure of nega-
tive impacts to citizens and leaders. Commu-
nity leaders were least accurate in perceiving 
the viewpoint of major parties involved in the 
development, so the state government relied 
on them less as a guide to citizen information 
needs and opinions. 

Even if information professionals know 
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three groups involved in regional development assessmenC 

their clients' perspectives and needs, a problem 
remains in choosing and evaluating media to 
reach them. Media are selected for many rea-
sons that have been extensively measured, in-
cluding cost, readability, design, and interest. 
The volumes of readership research testifies to 
the importance of selecting the right channel. 
But the situations motivating us to access in-
formation vary. It is hard to make blanket 
statements about people's source preferences 
in the face of such flux. What can be learned 
from the situations that lead consumers to 
want information in the first place? 

Grunig's study, conducted among em-
ployees of the National Bureau of Standards 
(NBS) in Maryland examined information 
seeking in sixteen situations.' Four major con-
cepts were operationalized: 

• Problem Recognition: The extent one recog-
nizes something is "missing or indetermin-
ate" in a situation and stops to consider it. 

• Constraint Recognition: The limits one per-
ceives on personal freedom to act or con-
struct one's own behavior. 

• Referent Criterion: The extent to which one 
knows what to do in a problem situation. 

• Involvement Level: The range of communi-
cation behavior from active information-

seeking to passive processing in behalf of a 
problem situation. 

These variables were grouped into sixteen 
combinations characterizing how situations 
can be perceived. Hypotheses were developed 
about the nature of communication in each 
combination. For example, in the highly de-
centralized NBS organization, it was hypothe-
sized that professional employees would 
actively seek information relevant to their own 
research but only passively process informa-
tion on administrative and other organization-
wide problems. Other hypotheses were 
formulated for administrative and nonprofes-
sional employees. From the data obtained, it 
was possible to construct profiles of employee 
types based on their situational use of informa-
tion (e.g. for research, administrative matters, 
etc.). One could then identify which informa-
tion sources (supervisors, various in-house 
publications) each employee type found most 
useful. 

This study concluded that employee media 
contained much information about situations 
that employees did not perceive as involving 
them. Second, the study isolated employee 
profiles that differed in information needs and 
strategies necessary to serve those needs. These 



180 Broadcasting Research Methods 

profiles and the situational variables on which 
they were built provided a useful conceptual 
basis for suggesting revisions in NBS's strate-
gies for in-house media based on a better 
knowledge of how employee information 
needs arise. 

Extending this approach to the broadcast 
treatment of consumer information needs sug-
gests careful selection of target audiences 
based on situations in which this type of trans-
mission best accommodates certain needs. 
To a degree, this has already been determined 
through trial and error with ratings. Traffic in-
formation is useful to commuters listening to 
car radios. Weather information is useful in 
the morning and late evening for planning. In 
short, Grunig suggests moving from a largely 
intuitive trial-and-error approach to an ap-
proach that systematically researches specific 
target audiences in terms of situation, timing, 
media used, and need. 

The consumer's motivation to seek infor-
mation is often a critical variable in informa-
tion need studies. Surely information need 
implies existing consumer motivation. In prac-
tice, information professionals attempt not 
only to determine needs but also to promote 
need to serve some goal. For the social pro-
gram advocate, it is not practical to discover 
and fulfill consumer information needs if no 
consumer action or change results. The con-
nection between behavior and consumer in-
terest or concern is difficult to examine. Ad-
vertisers, for example, are familiar with testing 
the effects of various advertisements in pro-
moting a new product. Monitoring sales from 
stores before and after the ad or between com-
parable districts receiving different advertise-
ments provides some evidence on the strength 
of this link. But for many information needs 
assessments, such a process is too costly and 
involves behaviors less visible and easily 
counted as new product purchases. Moreover, 
even in such clear-cut situations, the influence 
of interest, concern, or motivation remains 
elusive." 
A study of attitudes toward garbage dis-

posal alternatives by Stamm, Dervin, and 
Laing" illustrates an attempt to examine link-

ages among concern, knowledge, media use, 
and a willingness to act. Did knowledge pro-
mote concern about the environment, or did 
concern lead to gaining more knowledge? To 
what extent does media exposure influence or 
become influenced by concern and knowledge 
about environmental matters? What is the 
joint influence of these forces on willingness to 
adopt environmentally sound solid waste han-
dling practices (such as use of returnable con-
tainers, avoiding throw-away paper products, 
sorting garbage for recyclables)? The literature 
contained little a priori rationale for claiming 
one causal sequence over the other. To cast 
some empirical light on the question, the 
strength of seven correlational models were 
tested, each examining a different sequence. 
Indices of knowledge and concern about solid 
waste management were developed and tested 
in all possible sequential and simultaneous pat-
terns to see which best fit the data. 

The sequence of events has strong implica-
tions for what steps policy makers take in deal-
ing with the public's information needs. 
Common approaches are to increase knowl-
edge or to provide information to close the gap 
between concern and willingness to act (see 
Figure 12-2a). 

The results did not clearly favor this pattern 
over other possible orderings, but knowledge 
and concern both strongly and positively im-
pacted willingness (Figure 12-2b). Media, 
when added to the model, showed strong links 
to knowledge and forged an indirect link to 
willingness. Concern, by comparison, was not 
strongly enhanced by the media and seemingly 
made its own contribution to willingness (Fig-
ure 12-3). 

Figure 12-2 Causal patterns for three vari-
able system. 
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Figure 12-3 Possible causal pattern for four-
variab:e model. 

It is difficult to equate the concern of this 
study with information need, but the sugges-
tion of motivation exists in both concepts. 
These findings suggest that both concern and 
knowledge contribute to desired outcomes (en-
vironmentally sound practices), but that media 
seem to influence knowledge without arousing 
concern. In this sense, campaigns designed to 
satisfy existing needs and concerns might have 
influence, whereas campaigns that attempt to 
generate both need and the knowledge to sat-
isfy the need might be less successful. The 
question deserves further study and it should 
spur information professionals to clarify their 
use of need: whether they intend both to create 
and satisfy it or to respond to an established 
prior need. The public information announce-
ments that broadcasters help produce and 
transmit often seem to assume need and an at-
tentive public. This presumption should not go 
untested. 

Edelstein's' decision-making context is an-
other useful conceptualization of information 
need. Based on a model of cognitive processes 
by Carter,' Edelstein asked respondents to 
specify problems and possible solutions in 
their own words, indicating which solutions 
they could accept, would reject, or were unde-
cided on. For solutions that could not be de-
cided, respondents were asked if they had 
questions and needed additional information. 
Respondents were asked to explain whether 
available information was helpful and to de-
scribe the usefulness of existing information 
sources in helping them resolve indecision. 

From this information, it was possible to 
characterize the complexity of the respon-

dents' decision making. Did they have only 
single reasons for supporting or rejecting alter-
native solutions or were multiple reasons 
given? Were reasons mixed (both positive and 
negative) or were they either positive or nega-
tive? 

The study demonstrated complexity to be a 
powerful predictor of communication behav-
iors. People with complex as opposed to unidi-
mensional (simple) structures, for example, 
were more likely to perceive interpersonal 
communication as an opportunity to exchange 
information and points of view. They were 
more likely to find some sources (especially 
television) and content not useful and to have 
lower overall use of the mass media. This ex-
ample of people who differ cognitively in solv-
ing the same problem shows the variability of 
source preference and content sophistication 
that must be satisfied in effectively meeting in-
formation needs. It may suggest to broadcast-
ers that they alone cannot efficiently meet 
some information needs. 

The common thread throughout these stud-
ies is a better recognition of how individuals 
differing situationally, cognitively, and in 
terms of motivation vary in using information 
sources. We have also examined how informa-
tion providers can be better evaluated in terms 
of their recognition of consumer perspectives. 
Several studies by Dervin have attempted a 
comprehensive integration of these character-
istics in examining "sense-making."' 

According to Dervin, successful informa-
tion providers come to "understand how 
people make sense in their lives and on their 
jobs regardless of whether or not they use our 
(information) institutions at all or use them in 
ways we expect them to."' Many efforts to 
make sense fall short of informational profes-
sionals — thinking of oneself, consulting 
friends, and complaining are informal mecha-
nisms. Complaining might not solve problems 
but the complainer might feel better. What are 
evident in this view are the informality and the 
responsiveness of the information seeker to the 
demands of the moment and resources at 
hand. What is in jeopardy in this view is the 
formal, institutional structure —experts, li-
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braries, classroom instruction. These places 
are not as responsive to the moment and situa-
tion when information is needed. 

If one accepts this perspective, what are the 
implications for people trying to discover and 
serve consumer information needs? Dervinn 
recommends the following steps: 

• Allow the respondent to identify trouble-
some real-life situations where it was neces-
sary to understand what was happening. 
This assures the relevance of the informa-
tion need topics to the respondent's life, con-
trasting to the checklist approach where 
need structure is provided by the informa-
tion provider. 

• Try to find out what happened to the respon-
dent in an actual information need situa-
tion. What gaps in information were 
encountered; when in the course of events 
was information sought? Knowing this, the 
provider may have insight into how infor-
mation should be provided. 

• Ask how the individual obtained and used 
information, and from what sources in par-
ticular situations. This is in contrast to tradi-
tional methods of asking people how often 
they use institutional information sources 
without regard to the situation they were in. 

• Determine the unique questions the individ-
ual wants information for. A traditional 
classification of "neighborhood problem" 
may actually be for the individual a "bad 
neighbor's barking dog." There is a social 
overlay here that is not comparable to an-
other identically cast "neighborhood prob-
lem" such as too much traffic on local 
streets. The steps an information profes-
sional might recommend in each instance 
could vary greatly. 

• Emphasize the personal sense-making of the 
individual — how one resolved confusion, at-
tained understanding. Traditional research 
has focused on information needs when the 
individual did not necessarily view his or her 
problem in just that way. Delivery of infor-
mation cannot be assumed a sufficient solu-
tion to a problem situation. One has to be 
able to apply information to problem solu-

tions in a way that can be personally man-
aged and understood. 

Essentially, this perspective asks those 
studying information needs to move closer to 
the client —to understand that information re-
sources are not always used as we expect, that 
people cope with information sources as they 
are, not as we might wish them to be. For the 
broadcaster, these recommendations suggest a 
direct form of monitoring consumer needs: 
that personal contact with people expressing 
problems in their own terms and setting is de-
sirable for people directly responsible for con-
sumer information programs. Operation of 
telephone action lines, attendance at commu-
nity meetings, and monitoring of civic agencies 
that receive consumer questions (libraries, ex-
tension agents, schools) are means of achiev-
ing this less idealized, more realistic view of 
consumer information needs. 

Summary 

The central theme of this discussion has been 
the making of normative assumptions in con-
sumer information research. A failure to ap-
preciate the heterogeneity of consumers has 
resulted in research that, although successful 
in describing the market for well-targeted 
products, has not been as successful in describ-
ing the market for information. One should 
not confuse methods at the root of creating 
need as market demand for commodities 
with trying to determine existing needs from 
frequently inarticulate, hard-to-understand 
people. This confusion of purpose and mind-
set is possibly a prejudice of well-educated 
professionals: to see others as they see them-
selves — people who question and seek solu-
tions with information. 

The research described has, on the whole, 
broken with much of the conventional wisdom 
of marketing and public opinion research. 
Each study attempts to apply basic communi-
cation concepts such as reciprocation, shared 
understanding, decision-making, and process. 
In doing so, it is possible to picture consumer 
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information needs more realistically. Grunig's 
findings suggested which publications were 
most useful to employees in certain situations. 
Bowes and Stamm's studies showed distortions 
in a communication network between the citi-
zen and government presumed to be accurate. 
The work of Stamm and his colleagues at-
tempted to discern causal links among ele-
ments in a process of information use and 
knowledge-building leading to a willingness to 
be environmentally sound in handling solid 
waste. Edelstein attempted to describe cogni-
tive states that lead to information seeking in 
behalf of decision making. Dervin discussed 5. 
the informal and situational nature of con-
sumer information seeking as a contrast to 
prevalent institutional and normative methods 
of handling consumer information needs. 

Collectively, these approaches signal change 6. 
from traditional descriptive methods. But even 
though they are tied to conceptual models of 
communication, these studies are applied in 
purpose and outcome. As an approach, each 7. 
study can find many practical applications for 
the broadcaster. Their methodologies are 
rarely complex and can be carried out with rea-
sonable ease in the field. The cost they repre-
sent is largely an investment in understanding 
their conceptual perspectives — a minor ex-
pense for real gains in explanatory power and 
the improved chance that consumer informa-
tion needs assessed are real and not artificial. 
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Agenda setting is the mass media's ability to 
tell people what to think about, but not what 
to think.' More precisely, the media, while per-
forming their news function, determine which 
issues will receive order and time/space em-
phasis based on a set of objective criteria. 
These media agenda are then communicated to 
their respective audiences. If the media can af-
fect or set agendas, the audience will prioritize 
or ascribe levels of importance to issues corre-
sponding to the media emphases. For example, 
if a television network continually emphasizes 
issues related to the Third World by leading 
with and devoting the most time to these sto-
ries, its viewers should also believe the Third 
World to be most important. If the second is-
sue in emphasis is the SALT negotiations, then 
viewers should perceive the treaty as the sec-
ond most important issue. If the media set 
agendas, then the media and audience agendas 
should be highly correlated or similar. 

The general findings of most studies on the 
agenda setting function support this notion— 
the media do set personal agendas. However, 
many conditions are contingent to this effect. 
For example, commitment to a candidate af-
fects how the media set personal agendas dur-
ing political campaigns. Other contingent 
conditions include, but are not limited to, au-
dience: (1) need for information, (2) salience 
(personal importance of issues), (3) age, (4) ed-
ucat!on, and (5) political involvement. Many 
conditions contingent to the agenda-setting 
function involve political campaign variables 
because most of this research has been con-
ducted in campaign environments. Political 
campaigns provide an ideal setting for agenda-
setting research for two reasons. First, mes-
sages are designed to have specific effects. 
Candidates are continually attempting to set 
political agendas through access to the news 
media, personal appearances, and paid politi-
cal announcements, to name a few. Second, 
campaigns have a definable beginning and an 
end with a measurable, terminal behavior— 
the vote. 

Because most agenda-setting studies are 
conducted in political campaigns, they begin 
before election day. The typical study begins 

13 
Agenda-Setting 
Research 

Wenmouth Williams, Jr. 
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with the collection of the media agenda(s). The 
three television network newscasts and the lo-
cal daily newspapers are the most common me-
dia considered in these studies, primarily 
because they have the most impact on the 
greatest number of voters. This data collection 
process is usually started about two to four 
weeks before the audience survey. 

Two strategies for surveying the audience 
are common to the typical agenda-setting 
study. First, registered voters have been ran-
domly sampled. For obvious reasons, political 
researchers are only interested in studying ef-
fects the media have on people eligible to vote. 
Second, some studies involve a random sam-
pling of all adults (over eighteen years of age) 
in a community because they are considered 
potential future voters or because the research-
ers are interested in studying both voters and 
nonvoters. 

Audience agendas are determined in a vari-
ety of ways. During the audience survey, each 
respondent is asked to list the most important 
issues relevant to the political campaign in 
terms of interpersonal and intrapersonal per-
ceptions. Interpersonal agendas are con-
structed from responses to an open-ended 
question such as: 

When talking to others, what is the most im-
portant presidential campaign issue? 

A question measuring the intrapersonal 
agenda might be: 

What do you feel is the most important politi-
cal campaign issue, to you personally?2 

The reason for differentiating interpersonal 
and intrapersonal agendas will be discussed 
later. 

The media and personal agendas are then 
constructed from content analyses. The result 
is two rank orderings of issues. The media 
agenda is comprised of categorized issues rank 
ordered by the amount of space or time de-
voted to all issues within the category. The per-
sonal agenda is constructed by totaling the 
number of respondents naming each issue as 
most important within the category of issues. 

Categories are then rank ordered according to 
the number of mentions each issue receives. 
For example, one issue category common to 
most agenda-setting studies is the economy. 
This category might be comprised of stories on 
the inflation rate, the prime interest rates, and 
the gross national product. If ABC covers 
these three issues and devotes one minute to 
each during the media survey period, a total of 
three minutes would be assigned to the econ-
omy category. Two other categories of issues 
common to most agenda setting studies would 
be foreign affairs and the government. If two 
minutes and one minute were devoted to these 
categories respectively, the ABC agenda would 
look like this: 

ABC AGENDA 

Issue 
I. Economy 
2. Foreign 

affairs 
3. Government 

Time Rank 
3 minutes 1 

2 minutes 2 
1 minute 3 

The audience agenda is constructed by sum-
ming the number of mentions an issue within 
each category receives in the audience survey. 
A hypothetical agenda of 225 respondents 
might look like this: 

AUDIENCE AGENDA 
Issue 

1. Economy 
2. Foreign 

affairs 
3. Government 

Mentions 

100 

Rank 

1 

75 2 
50 3 

The agenda-setting effect is usually determined 
by computing a Spearman Rho rank order cor-
relation between the audience and media agen-
das. In the preceding example, the correlation 
would be 1.00, a perfect relationship. The con-
clusion would be that ABC set the audience 
agenda in the hypothetical study. The logic is 
that the ABC agenda preceded the audience 
agenda. Therefore, it is likely that ABC af-
fected its audience's perception of issue impor-
tance. 

Perfect correlations between media and per-
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sonal agendas are rarely, if ever, found because 
of the contingent conditions mentioned earlier, 
measurement error, coding reliability, and va-
lidity, or even the methods of collecting data. 
The data collection procedures for determin-
ing media and personal agendas are discussed 
below. 

Collecting and Analyzing 
Personal Agendas 

Two issues are relevant to the discussion of 
agenda setting research when collecting and 
analyzing personal agendas. The first issue, 
briefly discussed in the introduction, concerns 
the conceptualization of the personal agendas 
as either interpersonal or intrapersonal. The 
second issue involves the operationalization of 
the personal agendas. 

Personal Agenda Conceptualization 

The personal or audience agenda has been con-
ceptualized as either intrapersonal or interper-
sonal. This distinction is made because 
researchers have believed that the electorate 
uses two types of issues when making political 
decisions. The first type, intrapersonal, is 
comprised of issues personally important to 
the respondent but not usually discussed with 
other people. Conversely, the interpersonal 
agenda is comprised of issues used in conversa-
tions. The latter group of issues may or may 
not be personally important in the political de-
cision-making process. For example, one voter 
may believe that relations with Communist 
China are important but may only discuss the 
economy with friends. Unfortunately, no stud-
ies have determined which agenda is most im-
portant in voting decisions. 

Research has been conducted to determine, 
in part, which conceptualization is most rele-
vant to the agenda-setting process. An early 
study by McCombs found some, but not per-
fect, overlap between interpersonal and intra-
personal agendas of college students.' A more 
recent study by Semlak and Williams found a 
+.91 correlation between the intrapersonal 
and interpersonal agendas of central Illinois 
residents.° The difference between these two 

results can be explained by differences in sur-
vey populations and environments. The Mc-
Combs study surveyed college students not 
involved in a political campaign. 

In terms of the agenda-setting function, re-
search has found that the media generally have 
the most impact on the interpersonal agenda.' 
In fact, many studies have found that the me-
dia provide the stimulus for discussion, in gen-
eral. However, these effects might be affected 
by the type of media considered: newspapers 
might have the most impact on intrapersonal 
agendas, and the broadcast media could most 
affect the interpersonal agenda.6 The research 
question should guide the decision of how to 
measure the personal agenda. 

Personal Agenda 
Operationalizations 

At least five different operationalizations or 
methods of measuring personal agendas have 
been used in previous agenda setting studies: 

1. Asking the respondent to name the most 
important issue (open ended). 

2. Asking the respondent to rank order a pre-
determined list of issues (closed ended). 

3. Asking respondents to rate a list of issues. 
4. Using paired comparisons in a predeter-

mined list.' 
5. Asking respondents to link issues to one an-

other. 

The open-ended operationalization of the 
personal agenda, described in the introduc-
tion, is the most common.8 The obvious prob-
lem with this measurement strategy is that it 
favors the more educated audience or the per-
son best able to verbalize important issues. The 
advantage is that the respondent is not forced 
to respond with an issue selected by the re-
searcher, as in the closed-ended technique. 

Closed-ended operationalizations require 
the respondent to evaluate a list of issues prese-
lected by the researcher.9 Usually listed are is-
sues emphasized by the media and determined 
by a content analysis immediately before the 
audience survey. The disadvantage of the 
closed-ended item is that it could preset the re-
spondent; that is, the person could respond 
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with an important issue when none of the is-
sues mentioned in the question are actually 
perceived as important. An advantage could 
be for the less educated respondent who can-
not verbalize important problems but can se-
lect important issues from a structured list. 

The third operationalization of the personal 
agenda is rating issues.'° These ratings might 
be of a preselected list or of an issue elicited 
from the respondent by an open-ended ques-
tion. For example, the respondent might be 
asked to rate on a Likert-type scale (with an-
swers ranging from very important to very un-
important) his or her perceived importance of 
a selected list of issues (closed ended). The sec-
ond alternative requires the respondent to rate 
an issue on a Likert scale after it is elicited by 
an open-ended question. These strategies offer 
an additional benefit from the single open- or 
closed-ended question because parametric sta-
tistics can be applied to the rating responses. 
Also, rating questions can indicate issue sali-
ency, an important precondition to the agenda-
setting function." 
A fourth method for measuring the per-

sonal agenda is using paired comparisons. 
Each issue of a preselected list is paired with 
every other issue, and the respondent is asked 
which issue in each pair is more important. 12 
Using the hypothetical list of three issues dis-
cussed earlier, a paired comparison list would 
look like this: 

Pair 
1. Economy-

Foreign affairs 
2. Economy-

Government 
3. Foreign affairs-

Government 

First 
Ranked Issue 

I. Economy 

2. Economy 

3. Foreign affairs 

Every time a respondent names an issue, when 
compared to its match, as most important, it 
receives a value of one (1). A two (2) is assigned 
for the second ranked issue in each pair. These 
values are then summed. In the preceding ex-
ample, the summed totals would be: 

Issue 
1. Economy 
2. Foreign affairs 
3. Government 

Total 
2 
3 
4 

The advantage of this procedure is that issues 
are compared to one another in terms of their 
relative importance to the respondent, a bene-
fit not possible in the other operationaliza-
tions. Also, interval level data, making 
parametric statistical analyses possible, allow 
for more sophisticated tests of agenda setting. 
However, the paired comparisons technique 
suffers from the same disadvantages of all 
closed-ended strategies. Further, measuring 
the personal agenda takes longer in the inter-
view, an important commodity in survey re-
search. 

If time is not crucial and the researcher 
wants to know more than just the one or two 
important issues perceived by the respondent, 
Edelstein's content-free interview schedule can 
be used. Briefly, this technique allows the re-
searcher to determine how the respondent 
really feels about selected issues. Probes in the 
questionnaire require the respondent to give 
alternatives to the identified problem, evalua-
tions of these proposals, the reasoning respon-
sible for these evaluations, and the desired 
solutions." Using this technique in an agenda-
setting study, Benton and Frazier argued that 
the media can affect not only perceptions of 
most important issues (level I), but also subis-
sues (level II) and possible solutions (level III). 
By comparing agendas in these three levels to 
what a daily newspaper and the three television 
networks were communicating, Benton and 
Frazier could tell how the media affected the 
various levels of what they labeled "informa-
tion holding." Considering only levels II and 
III, they found newspapers influential; televi-
sion did not impact on the personal agendas. 14 
The conclusions from this study are that per-
ceptions of issue importance are complex and 
that the media can have more than a simple 
agenda-setting effect. Analyses of the personal 
agenda, such as conducted by Benton and Fra-
zier, are necessary for the researcher interested 
in these complex processes. 
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Based on this discussion, the decision con-
cerning which operationalization to use de-
pends on the research question posed by the 
investigator. Exploratory studies of an elector-
ate should probably use an open-ended strat-
egy. Other operationalizations would restrict 
the variance of answers possible in the study. 
Closed-ended questions are most appropriate 
for less educated populations and when the re-
searcher is interested only in perceptions of is-
sues presented by the media. The other 
operationalizations are necessary when sophis-
ticated research questions are posed that neces-
sitate sophisticated analytic techniques. 

In terms of validity, Semlak and Williams 
found statistically significant correlations be-
tween agendas elicited by the open-ended and 
closed-ended questions. When the perceived 
salient issues, determined by including only is-
sues that respondents rated as very important, 
were considered, the correlations were still sta-
tistically significant. This finding suggests that 
both operationalizations had predictive valid-
ity in this study:8 Unfortunately, no research, 
to date, has assessed the actual validity of the 
other three methods of measuring the personal 
agenda. The same criticism applies to deter-
mining the media agenda. 

Collecting and 
Analyzing the Media Agenda 

The collection and analysis of the media 
agenda have been separated for purposes of 
discussion. The collection decision involves is-
sues relative to what media content to collect 
and when to begin the collection process. Deci-
sions in the analysis stage must consider from 
where to collect this information and what 
methods of data synthesis to use. Naturally, 
these decisions must be guided by the research-
er's initial research question. 

Collecting the Media Agenda 

livo perplexing issues of collecting the media 
agenda are what to collect and when to start. 
The answer to the first question, like all re-
search decisions, depends on the research 

question. If the researcher is primarily inter-
ested in investigating the general agenda-set-
ting effect, all the media available in the study 
market must be considered. For example, if 
the study is to be conducted in a major market, 
local and national television newscasts and 
daily newspapers must be included in the re-
search design. However, radio newscasts prob-
ably would not be important. If the market has 
no local television station, other media sources 
for local problems should be considered. For 
example, a study by Williams and Larsen 
found radio and cable access newscasts had a 
measurable impact on personal agendas:6 

The second issue—when to begin collecting 
the media content — has received considerable 
attention. Logically, this part of the study must 
precede the collection of the audience survey. 
The question is, how far in advance must the 
researcher begin the media survey? McCombs, 
Becker, and Weaver suggest four months as the 
optimum time lag:7 Unfortunately, such a 
long period is suitable only for specific types of 
research and pragmatic only in a limited num-
ber of studies. When time is limited, the collec-
tion of media data must also be limited. Given 
this problem, Semlak and Williams investi-
gated the relative impact of collecting media 
data for three, six, and nine weeks before the 
audience survey. They found the media agenda 
to be very stable within the three week time 
period. Most correlations between media 
agendas for the three time periods were sta-
tistically significant. Because of the stability 
across time periods, Semlak and Williams ar-
gue that a three-week lag between starting the 
media and audience surveys should be suffi-
cient:8 However, this conclusion presupposes 
that nothing important occurs during this 
time. An event like a political assassination 
could produce an unstable agenda, making a 
longer time lag necessary. 

In terms of a direct test of the impact these 
time lags have on personal agendas, a second-
ary analysis of the Semlak and Williams data 
was conducted. The results showed little varia-
tion when the media and personal agendas 
were correlated, further supporting the pre-
ceding discussion. Naturally, this analysis does 
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not consider the overall impact a more lengthy 
media survey would have on the personal 
agenda. For example, would the media survey 
conducted by McCombs et al. show more of 
an agenda-setting effect than the agendas con-
sidered by Semlak and Williams? Further re-
search in this area should answer this question 
and assist with the analysis of the media 
agenda. 

Analyzing the Media Agenda 
A variety of content analytic schemes have 
been used to measure the manifest and latent 
media agendas. 19 The most common strategy 
groups issues into categories, thus only mea-
suring manifest or intended content. These 
categories are then ranked using the procedure 
discussed in the introduction. Using another 
simple content analytic scheme, Funkhouser 
determined the emphasis of national issues in 
three weekly news magazines by counting the 
number of stories dealing with each issue in the 
Readers' Guide to Periodical Literature. 2° 
Both the category and Funkhouser strategies 
are advantageous in their relative simplicity. 
Even though the content analysis process is 
time consuming, these strategies take little 
time compared to the more sophisticated tech-
niques designed to measure both manifest and 
latent content. These more sophisticated tech-
niques, described below, include: (1) the 
Greenfield Experiment, (2) verbal and nonver-
bal strategies, (3) the matrix approach, (4) vis-
ual analyses, and (5) other strategies. 

Greenfield Experiment Using the work of 
Funkhouser and an index developed by Green-
field for a basis, Beniger counted the number 
of stories dealing with various national issues 
from the year 1900 as a measure of social indi-
cators. He argues that this content analytic 
technique is a fairly objective measure, citing 
as evidence the corresponding increases in 
drug-related stories and teenage drug deaths in 
the late 1960s. The value of this strategy, ac-
cording to Beniger, is its suitability for dividing 
broad issues into their components!' For ex-
ample, the economy, as a national issue, com-
prises concerns about inflation, jobs, and the 
price of gold. A second value of the Greenfield 

Experiment is the ability to identify cycles of 
media issue emphasis. 

Beniger concludes that future uses of this 
content analysis strategy might be applied to 
the New York Times Index and TV Guide. Un-
fortunately, such shortcuts to collecting media 
data base, as originally noted by Funkhouser, 
make the researcher dependent on the index 
compilers. The researcher should collect origi-
nal data when possible. However, analyses 
such as Beniger's preclude such a systematic 
procedure. Therefore, the real value of the 
Greenfield Experiment is its ability to synthe-
size vast amounts of data. When the research 
question does not mandate such synthesis, 
more systematic content analytic tools, such as 
verbal and nonverbal strategies, are available. 

Verbal and Nonverbal Strategies The con-
tent analysis of verbal and nonverbal com-
munication events on television was the focus 
of research conducted by Jackson-Beeck and 
Meadow. Their four-category matrix included 
the following communication content: (1) 
physiological and body language variables, (2) 
nonfluent vocal cues, (3) metaphors and imag-
ery, and (4) manifest content. They used four 
data sources to analyze the 1960 and 1976 Pres-
idential debates to compare and contrast the is-
sues and candidates. For example, Carter 
stressed natural resources (analysis of manifest 
content) and talked much faster than Ford 
with more vocal errors (nonfluent vocal cues 
content). The latter finding, according to 
Jackson-Beeck and Meadow, supports the 
overall evaluation of Carter's performance as 
being more "nervous" than Ford's!2 

The value of this content analytic technique 
to agenda setting research probably is in the 
analysis of metaphors and imagery. The use of 
salient metaphors could subconsciously affect 
a person's perception of the candidate. An-
other measure of latent meanings of news in-
volves building an issue matrix. 

Matrix Approach The typical agenda-set-
ting study considers the manifest content with-
out regard to special emphases of selected 
stories. For the broadcaster, special emphases 
might include story placement or the use of vis-
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uals. The print journalist also uses story place-
ment along with headlines and pictures to 
emphasize important issues. The print journal-
ist, unlike the broadcaster, can also use related 
or secondary issues for explanatory purposes. 
For example, inflation can be explained in 
terms of relations with Israel. The print jour-
nalist has more flexibility because he or she has 
more column inches than the broadcaster has 
time. Unfortunately, few agenda-setting stud-
ies have considered what Greendale and Fredin 
call the relational approach to analyzing the 
news. 23 

The relational approach decomposes news-
paper stories into most important and associ-
ated issues. Considering the first example in 
the preceding paragraph, inflation would be 
the most important issue and unemployment 
would be the associate. Using this distinction, 
Greendale and Fredin categorize each issue in 
terms of direction of influence. An issue with 
no associate is labeled an isolate. The most im-
portant issue has a prominence relation to the 
associate. Inflation is prominent to unemploy-
ment. Finally, unemployment has a contextual 
relation to inflation. Using this content ana-
lytic strategy, both the manifest content (anal-
yses of most important issues) and latent 
connections (prominence and contextual rela-
tions) can be analyzed. 

The value of this strategy is its ability to un-
cover regularly mentioned issues that rarely 
are most important in a given story. For sup-
port of this conclusion, Greendale and Fredin 
turn to an analysis of some 1976 election data 
collected by the Institute for Social Research. 
In terms of the prominence relation in the 
newspapers, coverage of the campaign, Wa-
tergate was an associate issue to the prominent 
issue —a Democratic landslide. For respon-
dents surveyed around election day, Greendale 
and Fredin found Watergate to be an associate 
for confidence in government, government 
performance and competence, and govern-
ment power issues. Other differences in issue 
relations were found between the newspaper 
and the respondents. 

The relational approach could also be used 
in the analysis of broadcast content. Some sto-
ries could contain both a most important and 

associate issue. In this instance, the strategy is 
directly applicable. Issue relations might also 
be analyzed in terms of story placement. A 
television newscast often juxtaposes related 
stories. For example, one news block might 
consist of reports from Iran, Afghanistan, and 
Communist China. Treating relations as se-
quences of stories might reveal patterns similar 
to the ones identified by Greendale and Fredin. 
Other strategies might include an analysis of 
visual techniques used by the broadcaster to 
emphasize selected stories. 

Visual Analysis A final content analytic 
approach designed to measure latent meaning 
considers the visual element in a broadcast 
news program. Two applications of this ap-
proach, conducted by Frane and Hofstet-
ter!' studied the 1972 Presidential campaign, 
considering story placement, videotape, and 
other visual techniques used to emphasize 
either McGovern or Nixon. The studies did not 
uncover any consistent biases in candidates' 
treatment. 

Williams and Semlak's study of the 1976 
Presidential campaign linked these visual em-
phases to agenda setting. Separate media agen-
das constructed for first and second stories, 
chroma key, sound-on-film, rear-screen pro-
jections, and videotape stories were correlated 
to the personal agendas. Story placement had 
the most impact on the personal agendas; 
static visuals like chroma key were second in 
influence!' The conclusion is that latent mean-
ings in the news, in this case measured by vis-
ual analyses, can affect perceptions of issue 
importance. Similar findings might also result 
from using other latent content analytic tech-
niques. 

Contextual Analysis One element missing 
from most studies on agenda setting is the con-
text or frame of reference that a specific story 
receives in the media. For example, stories 
concerning relationships between Egypt and 
Israel are given a Middle East referent; issues 
dealing with crime statistics can be given a do-
mestic frame. During political campaigns, 
news editors face the problem of competing 
frames of reference. Stories that could easily 
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be given a Middle East frame also are relevant 
to the ongoing campaign process. So, stories 
included in the media agenda are given either 
their regular frame or one that gives the story 
meaning in terms of the campaign. News sto-
ries with a campaign frame are directly related 
to a specific campaign. For example, Ronald 
Reagan's opinion of relationships between 
Egypt and Israel, if specifically mentioned in a 
news item, would have had a campaign frame 
in 1980. If no specific reference to a candi-
date's position is made, the story is communi-
cated in its regular frame. 

Application of framing to the agenda-set-
ting process was the subject of a series of stud-
ies conducted by Williams, Shapiro, and 
Cutbirth. Essentially, they found that stories 
with a political frame were more likely to af-
fect personal agendas of campaign issues than 
were stories with no reference to the Presiden-
tial race. 27 Furthermore, media agendas with 
campaign frames enhanced the effect of rele-
vant antecedent and intervening variables dis-
cussed later in this essay. The conclusion is that 
the context of issues in the media agenda di-
rectly affects how people perceive them. 

Two other variables relevant to a contextual 
analysis of media content are obtrusiveness 
and duration. Obtrusive issues can be directly 
experienced by respondents in a survey; unob-
trusive issues cannot. For example, problems 
with local school systems can be directly expe-
rienced; they are obtrusive. Conversely, rela-
tionships between Egypt and Israel cannot be 
directly experienced; they are unobtrusive. 
Duration refers to the time an issue has been 
included in media agenda. 

Zucker's examination of both obtrusiveness 
and duration found the media to have their 
greatest agenda-setting effect for unobtrusive 
issues. 28 The reasoning is that respondents 
would not know about an issue, or its impor-
tance, without the mass media. Everyone can 
directly experience poor roads or economic 
conditions; they do not need the media to ex-
plain their importance. Other studies29 confirm 
these findings. 

Duration also is an important content varia-
ble. Zucker found that the longer an issue re-

mained in the media agenda, the less impact it 
had on personal agendas. However, an issue 
highlighted by an event will be perceived as a 
new issue and have an impact on personal 
agendas. For example, the Equal Rights 
Amendment was a part of most media agendas 
for some time. The impact of this coverage in-
creased when significant events occurred, such 
as ratification votes in key states, such as Illi-
nois. 

Other Content Analytic Tools Any discus-
sion of media content analysis must include 
some of the organized efforts to collect and 
code it. For a more detailed discussion, see es-
says 1 and 3. For example, media archives such 
as at Vanderbilt University record and publish 
summaries of the three network newscasts. 
These summaries are housed in many libraries 
across the country. Care must be exercised 
when using just the summaries to construct the 
media agenda because they are often too short 
for extensive analyses of latent content and 
sometimes can be misleading even for the cod-
ing of manifest content. 

Organized efforts to code newspaper con-
tent also are under way. Janowitz discusses the 
Trend Report, a mass content analysis of 200 
representative daily newspapers. This analysis 
differs from the television archives in that sto-
ries are actually coded into relatively sophisti-
cated categories. The results of these analyses 
have been used as indicators of social change." 
Since any study of agenda setting must also, by 
definition, be a study of social change, content 
analyses such as the Trend Report could affect 
this area of research. 

After the researcher has decided the concep-
tual and operational definitions of the per-
sonal agenda and the type of media survey 
appropriate to answer the research question, 
the next step is to select the best statistical anal-
ysis. Again, this decision should be considered 
in terms of the research question. 

Statistical Analyses 

Two basic statistical analyses have been popu-
lar in research studying the agenda setting 
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function: (1) correlational and (2) causal. 
Since most past studies have been correla-
tional, most of this discussion involves these 
tests. A more detailed examination of causal 
statistics is found in essay 9. 

Correlational Analysis 

The most common statistical test of agenda 
setting is the Spearman Rho rank order statis-
tic discussed earlier. Other nonparametric sta-
tistics are Kendall's Tau and Gamma. Some 
studies have attempted to make the agendas in-
terval-appearing by computing the percent of 
respondents naming issues within each cate-
gory and then correlating these agendas to the 
media with a Pearson product-moment statis-
tic!' 

Partial correlations have also been used in 
these studies to identify the preconditions to 
the agenda-setting function. Two procedures 
have been used. First, true partial correlations 
(using percentages for interval appearing 
scales) have been computed. This technique 
controls by partialing out the effects of se-
lected variables. For example, the effect of ed-
ucation on the relationship between the 
newspaper and personal agendas can be statis-
tically eliminated using this technique. 

The second method of controlling the ef-
fects of preconditions in agenda setting is to 
compute agendas for individual categories of 
variables. For example, the researcher might 
want to determine the effect of education. Two 
agendas could be computed: one for the very 
educated and one for the very uneducated. A 
hypothetical example would look like this: 

Very Educated 
1. Foreign affairs 
2. Government 
3. Economy 

Very Uneducated 
1. Economy 
2. Government 
3. Foreign affairs 

These two agendas would then be correlated 
with the newspaper using the Spearman Rho. 
If the correlations were .95 for the very edu-
cated agenda and .42 for the very uneducated, 
newspapers would be said to have an agenda-
setting effect on the former, but not the latter. 
A further control would be to consider only 

newspaper readers when constructing these 
personal agendas. Nonreaders might suppress 
the true agenda-setting process. 

Causal Analyses 

The intention of causal analyses is to identify 
possible causal links between the media and 
personal agendas. Such analyses can be con-
ducted with cross-sectional or panel studies. In 
cross-sectional design (one-shot survey), one 
causal statistic is path analysis. An example is 
Weaver and Wilhoit's study designed to mea-
sure political activities on senatorial news cov-
erage. They found causal links between staff 
and state size and the senator's ability to obtain 
media visibility!' 

One method of determining causal relation-
ships in panel studies is cross-lagged correla-
tions. This technique uses partial correlations 
to determine the direct impact of the media at 
one time on the personal agenda at the same 
time and at a later time. For example, Mc-
Combs's study attempted to determine 
whether television or newspapers had the 
greater agenda setting impact. Registered vot-
ers, the three television networks, and the daily 
newspapers were surveyed in June, October, 
and November 1972. A diagram of one analy-
sis in the McCombs study might look this: 

June October 

Medium   Medium 

Voters   Voters 

To determine the causal link between a me-
dium in October and voters in November, par-
tial correlations were computed for each 
arrow. The correlation from the medium in 
October to the voters in November should be 
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greater than a baseline statistic and the syn-
chronous correlations (computed between the 
medium and the voters at the same time). In 
terms of newspaper influence, the cross-lag be-
tween June and October was greater than both 
the synchronous correlations and the cross-lag 
from voters in October and the medium in 
June. This finding shows the causal link be-
tween newspaper and personal agendas during 
an election year. Similar findings did not result 
from the analysis of television's impact on vot-
ers. 33 

Research using statistical tests in these two 
broad categories reveals an agenda-setting ef-
fect. Correlational studies document the rela-
tionships between the media and personal 
agendas; causal analyses uncover causal links 
between what the media emphasize and what 
voters perceive as important. Let us now use 
this information to begin building an agenda-
setting theory. 

Agenda-Setting Theory 

Many studies on the agenda-setting function 
conclude that the media can and do affect per-
ceptions of issue importance. This effect has 
been found in the political environment and in 
off-election years. Fairly recent research has 
begun to synthesize the results of past studies, 
with the desired product being a theory of 
agenda setting. 

McCombs, in a review of agenda-setting re-
search, suggested two methods of theory con-
struction. The first method is the hypo-
thetico-deductive approach. The researcher, 
using common sense or speculation, posits and 
tests bivariate (two variable) relationships. 
Without sufficient information to predict pre-
cisely how these variables will interact, the re-
searcher posits crude relationships. The 
second, slower approach is matrix building, in 
which the researcher uses past studies and 
systematically tests bivariate relationships 
through precise hypotheses. 34 

The actual theory-building process involves 
both approaches. The researcher systemati-
cally builds matrices of bivariate and multiva-

riate relationships and also uses intuition to 
test other variables. The result is a matrix or 
matrices of variables that describe the precon-
ditions to the agenda-setting process. Using 
this approach or approaches, Williams and 
Semlak suggest building two matrices: one for 
antecedent variables and one for intervening 
variables. 

Antecedent Variables 
Antecedent variables come before a proposed 
bivariate relationship. For example, a person's 
sex is an antecedent variable, no other vari-
ables can cause it. In agenda setting, ante-
cedent variables come before the media-
perception bivariate relationship. Using the 
hypothetico-deductive approach, researchers 
might suggest a number of antecedent precon-
ditions using political campaigns. Most of 
these suggested variables have been used in 
past political communication studies to iden-
tify the active, interested voters and include a 
person's political involvement, civic activity, 
vote intention, professional activity, presiden-
tial campaign interest, and opinion leadership. 
The first four variables have been successfully 
linked to agenda setting. 35 

These results can now be used to add other 
antecedent variables to the matrix. Because 
variables that can distinguish politically active 
voters or the early deciders in a campaign from 
the inactives or nonvoters are preconditions to 
agenda setting, other variables can be sug-
gested (matrix approach). For example, the 
number of elections in which a respondent 
voted is a measure of political activity that 
might also be related to agenda setting." 

Political activity variables might also sug-
gest antecedent conditions to agenda setting in 
off-election years. For example, research 
shows the politically active voter engaging in 
more discussions involving politics. Using this 
reasoning, the researcher could systematically 
identify people who are more likely to discuss 
current events and could determine whether 
the media affect these discussions (interper-
sonal agenda) and what the person perceives as 
personally most important (intrapersonal 
agenda). 
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The hypothetico-deductive approach has 
also been important in identifying the most im-
portant antecedent precondition to agenda set-
ting — salience, or the need for information. 
Many studies show that people who most need 
information regularly use the media for news 
and are most affected by the media when struc-
turing their personal agendas. For example, 
using high and low relevance and uncertainty 
as antecedents, Weaver found that need for in-
formation was linked to media use; voters with 
high relevance and uncertainty (high need) 
used the media more than voters with high rele-
vance and low uncertainty (moderate need) or 
low relevance (low need). Linking to agenda 
setting, voters with a high need for informa-
tion had agendas more similar to the daily 
newspaper and network television newscasts 
than did voters with a moderate or low need 
for information?' 

The list of variables in the antecedent ma-
trix is extensive. The intention of this discus-
sion is not to present each one, but to show 
how the hypothetico-deductive and matrix 
building approaches to theory construction 
have been used to identify variables antecedent 
to the agenda-setting process. These ap-
proaches have also been used to construct an 
intervening matrix. 

Intervening Variables 

The intervening variable comes between the 
media-perception relationship. The most logi-
cal intervening variable in the agenda-setting 
process is media use. The more attentive 
people are to the news media, the more likely 
they are to have their personal agendas af-
fected. Many studies using the hypothetico-de-
ductive approach have found such a 
relationship. 38 The amount of news coverage 
given to a special issue also affects perceptions 
of the importance ascribed to the issue. 39 In 
both instances, the need for information was a 
crucial antecedent variable. 

Other variables can be added to the inter-
vening variable matrix using a general concep-
tualization of media use for a basis. For 
example, the mass medium most often used as 
a source of information for perceived impor-

tant issues could enter into the agenda-setting 
process. Such was the finding in the Williams 
and Semlak study discussed earlier. Respon-
dents' agendas were most affected by their pre-
ferred television network newscast. 4° 

Media use has also been used as a basis for 
considering political knowledge in the inter-
vening matrix. Hypothetically, the same 
people who use the media for information be-
cause they have a high need should also know 
the most about their government. Williams 
and Larsen tested this, with positive results.4' 
However, more sophisticated measures of po-
litical knowledge must be developed. 

As with the antecedent variable matrix, con-
struction of the intervening variable matrix has 
benefitted from both the hypothetico-deduc-
tive and matrix-building approaches. Basi-
cally, the hypothetico-deductive approach is 
best for adding variables to both matrices that, 
at first consideration, seem unrelated to exist-
ing variables in the matrix. The matrix-build-
ing approach is beneficial in systematically 
guiding agenda-setting research by forcing the 
researcher to use past studies to formulate 
more specific hypotheses. 

Summary 

The agenda-setting process, like all communi-
cation processes, is complex because of the 
necessary preconditions. These preconditions 
have been identified through various methods 
of media and personal agenda collection and 
analysis. The media data collection methods 
range from simple inspections of media sum-
maries such as Readers' Guide to the more rig-
orous strategies of issue coding in the verbal 
and nonverbal strategies. Measuring the per-
sonal agenda can be as simple as asking people 
to name their most important issue to investi-
gating how they perceive connections between 
issues. Statistical analyses also have a wide 
range of sophistication, from simple rank-or-
der correlations to complex path analysis. 

The result of these studies has been the not-
so systematic identification of preconditions 
to the agenda-setting process. Let us hope that 
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future research will continue to identify these 
preconditions so that a theory of agenda set-
ting can be developed. 
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14 
Uses and 
Gratifications: 
Quasi-Functional 
Analysis 

Alan M. Rubin 

One goal of mass communication research is to 
identify and explain the uses and functions of 
the mass media. Uses and gratifications is one 
perspective that examines the role of mass 
communication for individuals, groups, and 
society. It focuses on what people do with the 
mass media, rather than what the mass media 
do to people.' Uses and gratifications is 
grounded in a functional paradigm of social 
influence and seeks to explain mass communi-
cation impact by emphasizing motives for and 
consequences of media use. 

Functionalism and 
Mass Communication 

A functional approach to mass communica-
tion study envisions the relationships among 
individuals, the media, and society as a series 
of systems and subsystems whose various com-
ponents are integrated and interrelated. In 
other words, a change in any part would affect 
the other system components and the system as 
a whole. For example, the growth of cable tele-
vision outlets or the introduction of new video 
technology in the home could alter present 
patterns of consumer viewing behavior, family 
relationships, advertisement placement, televi-
sion station programming, and broadcast in-
dustry operations. They could also affect other 
communication media, avenues of entertain-
ment and information, government regula-
tion, and society as a whole. 

The Concept of Function 

Function is a concept describing the relation-
ship and interdependence of a part of a system 
to the whole system. The terms function and 
functionalism have their roots in the biologi-
cal, behavioral, and social sciences. In biology, 
for example, an organ (such as a blood cell) 
functions as part of a system or organism (such 
as a human being). Each organ performs cer-
tain behaviors vital to the organism's survival 
and is interdependent with the system's other 
organs. In cultural anthropology, cultural arti-
facts are interdependent as they contribute to 
the functioning of the entire culture. For ex-
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ample, two government functions for a society 
are to ensure order and preserve stability.' 

Following from the work of cultural an-
thropologists, an analogy between the biologi-
cal organism and the social organism clarifies 
the meaning of functionalism. Table l4-13 
summarizes this analogy. As depicted in the 
table, functionalism is concerned with individ-
ual units of a system, the structure of or rela-
tionships among these units, the activities or 
behaviors of these units, and the functions or 
consequences of a unit performing these activi-
ties. A social system is an organization in 
which integrated and interdependent parts per-
form certain tasks to maintain or alter the 
whole system. The mass media of a society is 
one such social system or subsystem. 

For a social system, the concept of function 
depicts the effects of certain units (such as con-
sumers or media organizations) performing 
various activities (such as consuming or trans-
mitting news and entertainment messages) on 
individuals, groups, or the entire society. Per-
forming these activities is generally regarded to 
be intentional and can have functional or de-
sirable effects (such as an informed citizenry's 
being the product of news presentation and 
consumption) or dysfunctional or undesirable 
effects (such as the creation of anxiety in indi-
viduals or undue disruption in society resulting 
from news presentation and consumption) to-
ward the achievement of an overall purpose. A 
certain structure or series of relationships ex-

Table 14-1 

ists among individuals, groups, and organiza-
tions (such as among television viewers, social 
groups, media organizations, advertisers, and 
regulators). In addition, different social sys-
tems have different structures (such as authori-
tarian or libertarian societal systems) that aim 
at accomplishing different goals (such as fur-
thering political ideology or providing a gov-
ernment watchdog). 

The Evolution of 
Mass Communication Research 

Functional paradigms of mass communication 
processes have evolved as alternative explana-
tions of the media behavior of individuals 
within social systems. In contrast, traditional 
or classical media effects research largely as-
sumes the influence of media messages on pas-
sive audience members. Before turning to the 
various functional approaches to mass com-
munication research, it would be beneficial to 
consider briefly the evolution of media effects 
research. 

Media effects research seeks to determine 
how messages affect an audience's thoughts, 
attitudes, or behaviors. Psychological and so-
ciological models provide the basis for such in-
vestigations. Psychological models of media 
effects, derived from stimulus-response or be-
havioristic theories of persuasion and social in-
fluence, typically assume isolated audience 
members who are the targets of media mes-
sages. These messages are often intended by 

An Analogy between Biological and Social Organisms 

Biological Organisms Social Organisms 

Units The biological cell 
Structure Relationships between biological cells 

Activities Observed behavior of biological cells 

Functions The role of the behavior of cells in 
maintaining or altering biological 
structure. The association between the 
effects of the behavior of cells and the 
needs of the biological structure. 

The individual person 
Relationships between individuals and 
groups 
Observed behavior of individuals and 
groups 
The role of the behavior of individuals 
and groups in maintaining or altering 
social structure. The association be-
tween the effects of the behavior of in-
dividuals and groups and the needs of 
the social structure. 
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their sender to influence audiences. Not sur-
prisingly, this approach has been labeled the 
hypodermic needle model or bullet conception 
of media influence.' The orientation was ex-
panded to include individual differences (such 
as individual attitudes and knowledge serving 
as selective filters) as potential intervening 
factors. 

Studies from the 1920s through the 1940s on 
the potential influence of radios and the effects 
of propaganda' initially fostered this line of re-
search. Some contemporary television and vio-
lence research also follows from this model. 
Media effects studies seek to isolate a set of 
factors (such as source characteristics or mes-
sage structures) that would enable researchers 
to explain and predict whether a certain mes-
sage would have a positive or negative effect 
on a receiver. A principal deficiency of media 
effects research is its focus on short-term, im-
mediate, and measurable changes in the 
thoughts, attitudes, or behaviors of indi-
viduals. 
A voting behavior study of the 1940 Presi-

dential campaign created an awareness that 
not all individuals have direct links to all media 
messages.' Social influence was found to be 
important in the mass communication process. 
The initial concept, the two-step flow of com-
munication, postulated the role of opinion 
leaders acting as intermediaries between the 
media message and other audience members. 
This finding prompted questioning the funda-
mental individualistic assumption of psycho-
logical media effects models. 

Sociological models of media effects under-
score the role of the social structure and per-
sonal relations in the mass communication 
process. They shift the focus of media effects 
research from direct to indirect influence. 
Among the variables thought to intervene and 
mediate media effects are social categories, or 
demographic and cultural groupings of indi-
vidual audience members (such as age, gender, 
race, and social class groups), and social rela-
tions (such as the norms and values of refer-
ence groups).8 The principal assumption of 
these models is that social factors are signifi-

cant in determining how people select and re-
spond to media messages. 

The work of Klapper, who synthesized prior 
media effects research findings, provides addi-
tional support for models of indirect media in-
fluence.' Klapper's phenomenistic perspective 
proposes that personal and social influence in-
tervenes between the media message and an in-
dividual's response so that, in most instances, 
mass communications intended to persuade 
actually reinforce existing attitudes. These me-
diating factors include individual predisposi-
tions and selective perception processes, group 
norms, interpersonal dissemination of mes-
sages, opinion leadership, and the workings of 
the mass media in a commercial system of free 
enterprise. 

The Functions of 
Mass Communication 

Functionalism has been applied to mass com-
munication study in many ways since the 
1940s. Some adaptations have proved more 
useful than others in considering the dynamic 
potential for the interaction of units (such as 
the viewer and the television medium or pro-
gram) within the larger social system. Three 
basic perspectives on the functions of mass 
communication have evolved: an inventory of 
media activities, functional analysis, and uses 
and gratifications. 
An inventory of media activities, developed 

by Lasswell in the late 1940s,' emphasizes the 
functions of mass media content, rather than 
audience uses of that content. The media are 
treated as a single entity rather than as separate 
units within the social system. Lasswell main-
tained that the media perform certain activities 
for the society and, in so doing, produce ef-
fects that may be common to members of that 
society. This perspective inventories three ma-
jor media activities: surveillance, correlation, 
and transmission. For their audience, the me-
dia survey the environment (a news function), 
correlate or interpret events in the environ-
ment (an editorial function), and transmit so-
cial norms and culture (a socialization 
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function). Entertainment was added as an-
other media activity several years later." 
A second approach, an outgrowth of the 

media activities inventory, considers the link of 
functional analysis to mass communication. 
Functional analysis is the study of structure 
and process, focusing on how a system per-
forms and on the consequences of a given ac-
tivity for the system as a whole. The system can 
be investigated on a macro level, in which the 
society is the social system of study with the 
mass medium, its content, and the individual 
being subsystems of the society. The system 
also can be examined on a micro level, in which 
a mass medium, its content, or the individual is 
the social system of analysis. In both cases, 
functional analysis is concerned with interac-
tions within a system and with the effects of 
changes among the parts of the system.' With 
a focus on the individual as a system, these 
component parts could be needs, values, atti-
tudes, interests, tastes, motives, behaviors, 
and the like. 

As a form of scientific explanation, func-
tional analysis seeks to understand the role of 
behavior pattern or sociocultural institutions 
in maintaining a system's balance and dy-
namics." An activity or behavior that is part of 
the system is analyzed in terms of its conse-
quences for the development, maintenance, or 
adjustment of the system as a whole. The unit's 
behavior that contributes to the system's bal-
ance or maintenance is functional. Behavior 
that is harmful or disturbs the system's equilib-
rium is dysfunctional. Merton expanded this 
positive-negative dichotomy to include func-
tions or dysfunctions that are intended or 
manifest consequences and those that are un-
intended or latent consequences:4 

Wright synthesized Merton's notion of con-
sequences with the inventory of media activi-
ties and outlined a functional paradigm for 
considering the role of the mass media in soci-
ety. Employing this framework, the investiga-
tor would ask: "What are the (1) manifest and 
(2) latent (3) functions and (4) dysfunctions of 
mass communicated (5) surveillance [news] (6) 
correlation [editorial activity] (7) cultural 

transmission (8) entertainment for the (9) soci-
ety (10) individual (11) subgroup (12) cultural 
systems?"' 

The Uses and 
Gratifications Perspective 

In his 1963 Presidential address to the Ameri-
can Association for Public Opinion Research, 
Klapper argued that mass communication re-
search has focused too often and too long on 
trying to determine whether the media have 
some specific effect:6 Media effects research 
promotes a tendency to envision narrowly the 
connection between the message and receiver 
as being a static, one-to-one, cause-and-effect 
relationship. Klapper endorsed functional 
analysis tied to the uses and gratifications per-
spective as the appropriate research procedure 
for examining the actual role of mass com-
munication in the lives of media audiences. 
The essence of functionalism is that an object 
is best defined by its use. As Katz has sug-
gested, even the most potent media content or-
dinarily cannot influence an individual who 
has no use for the message in relation to his or 
her social and psychological environment.' 

At present, uses and gratifications is more 
an individual, consumer-oriented approach to 
the study of mass communication than a soci-
ety-oriented approach. In examining the mass 
communication process, the uses and gratifi-
cations perspective first looks at the receiver of 
media messages and attempts to explain the in-
teractive communication behavior between the 
message consumer and the media. As con-
sumers, audience members are regarded as 
participants in the mass communication pro-
cess; they are not acted on by the media but 
rather actively use a medium and its content. 
Audience motives (or motivations) stem from 
underlying needs, and individual media behav-
ior evolves from these motives for needs-satis-
faction. Media behavior, in turn, produces 
certain gratifications or consequences for indi-
viduals. Effects that result from the use of me-
dia messages, then, are indirect. Media 
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consumption also is linked to functional alter-
natives in the social context (such as other me-
dia or interpersonal channels) in the attempted 
gratification of needs. 

Assumptions of the Perspective 

The logic of the uses and gratifications per-
spective rests on five assumptions and three 
objectives outlined by Katz, Blumler, and 
Gurevitch' and summarized in Table 14-2. 

The initial assumption is that audience 
members are active participants in the mass 
communication process. Media use is goal-di-
rected, purposive behavior. This view is in con-
trast to the alternative theme of the media 
effects models that typically do not regard me-
dia behavior as the expression of an underlying 
motive or need. According to uses and gratifi-
cations, audience members choose to use cer-
tain media or types of media content on the 
basis of their expectations. For example, an in-
dividual may choose to watch a particular net-
work or local television news program or to 
read a certain newspaper column in order to 
acquire information needed for instrumental 
decision-making, such as voting or investing 
money. 

Second, mass media use is interpreted as a 
response to the perceived needs of audience 
members. Uses and gratifications recognizes 

the role of intervening variables. Audience 
predispositions and social interaction factors 
produce viewer expectations for gratifying 
needs through the use of certain media. How 
adequately needs are met through media con-
sumption varies with the individual. Perhaps 
only a portion of human needs can be satisfied 
by media use. The media compete with and are 
supplemented by functional alternatives (such 
as interaction with friends or family) in grati-
fying needs. For example, a need for compan-
ionship can be satisfied by using television, by 
being with friends, or by a combination of sev-
eral sources. The need to reduce uncertainty 
about what product to buy or to determine 
what movie to see also could be satisfied by in-
teraction with various people, as well as by me-
dia use. 

Third, audience initiative for selecting me-
dia content for needs-gratification is empha-
sized. Individuals use the media rather than the 
media using them.' Or, rather than the media 
overpowering people, individuals select the 
media or media content to satisfy their needs.' 
The audience member determines which of the 
many messages relayed by the mass media he 
or she will select or consume. This initiative 
mediates audience patterns of media use, de-
mands placed on the media and other external 
organizations (such as advertisers and policy 

Table 14-2 Assumptions and Objectives of the Uses and Gratifications Perspective 

Summary of Assumptions 

1. Mass media use is largely goal-directed behavior. 
2. Mass media use can be interpreted as a response to the felt needs of audience members. 
3. Initiative lies with the individual audience member for mass media selection and use. 
4. Individual audience members can account for their own communication motives and gratifica-

tions. 
5. Value judgments concerning cultural significance should be suspended while audience motives 

and gratifications are explored on their own merits. 

Summary of Objectives 

1. To determine how individuals use the mass media for the gratification of needs. 

2. To explain the motives and gratifications of individuals for specific media behavior. 
3. To explore the functions or consequences of media use in order better to understand the mass 

communication process. 
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makers) for certain content, and the effects of 
the mass media. 

Fourth, individual audience members know 
and can verbalize their own interests and mo-
tives. In terms of the methodology typically 
used to examine audience uses and gratifica-
tions, audience self-report accounts are 
thought to supply sufficiently accurate infor-
mation about reasons for and gratifications 
derived from media use. This viewpoint, of 
course, may raise some questions concerning 
the possibility of identifying latent tendencies 
as well as manifest behaviors in a functional 
framework. Both open-ended questions (in 
which individuals are asked to indicate their 
reasons for using a mass medium) and closed-
ended response categories (in which individ-
uals are asked to indicate how similar a given 
motivation statement is to their own reasons 
for using the medium) have been used to deter-
mine motives.' 

Fifth, a contrast is drawn to the study of 
popular culture by specifying that value judg-
ments about the cultural significance of media 
or content should be withheld while audience 
motives and gratifications are explored on 
their own merits. Audience use of the media 
must first be explored and understood before 
considering these use patterns in relation to 
questions of cultural meaning and signifi-
cance. 

Objectives of the Perspective 

In addition to the approach's five assump-
tions, uses and gratifications has three princi-
pal objectives. First, it seeks to discover how 
individuals use the mass media to gratify their 
needs. In effect, it transfers the inquiry of mass 
communication research from what the media 
do to people to what people do with the media. 
The functional underpinnings of the perspec-
tive assume that the individual audience mem-
ber is an active seeker, selector, and user of 
messages to gratify personal needs, interests, 
and expectations. 

Second, uses and gratifications seeks to ex-
plain the motives or reasons for specific media 
behavior. Why, for example, does the individ-
ual watch television news reports instead of (or 

in addition to) reading the newspaper? What 
motives for information, entertainment, or in-
teraction are fulfilled by television viewing (or 
radio listening)? What alternative vehicles are 
provided by friends, family members, other 
social groups, or additional mass media? 
These questions represent a brief segment of 
how individual motives can be explored. 

Third, uses and gratifications emphasizes 
the functions or consequences of media use as 
a means to understand the mass communica-
tion process. In a natural communication envi-
ronment, exposure to messages is largely a 
matter of voluntary choice. The pattern of me-
dia consumption warrants considering the mo-
tives underlying selection and use of messages, 
as well as the needs-gratification derived from 
attending to a medium and its content. 

This third objective ties uses and gratifica-
tions to functional analysis by stressing the 
consequences of a certain behavior pattern for 
the individual. Therefore, the unit of analysis 
is generally the individual audience member. 
The structure is the active, integrative relation-
ships among the individual, the societal sys-
tem, the mass medium, its content, and 
alternative communication channels. The ac-
tivities include the individual's observed be-
havior in using the medium or other sources to 
gratify felt needs. The functions include the 
consequences of this behavior pattern for the 
individual and eventually for other societal 
subsystems (such as the media themselves for 
programming decisions, or regulators and in-
terest groups for policy initiatives). 

A Uses and Gratifications Paradigm 

Uses and gratifications has been described as 
an "umbrella" perspective under which several 
models are found.' Rosengren, though, out-
lines a basic paradigm for uses and grati-
fications research by which the uses and 
gratifications investigator must consider many 
elements and relationships': (1) Certain basic 
biological and psychological human needs in-
teract with different combinations of (2) per-
sonality and social individual characteristics 
and (3) the societal structure that surrounds 
the individual. This interaction of needs, indi-
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vidual characteristics, and societal structure 
results in different combinations of (4) felt in-
dividual problems that vary in intensity and (5) 
perceived solutions to these problems. These 
problems and solutions constitute (6) different 
motives for problem-solving or gratification-
seeking behavior and result in different pat-
terns of (7) media consumption and (8) other 
behavior. Together, media and other behavior 
produce (9) different patterns of gratifications 
and nongratifications and possibly affect (10) 
the individual's characteristics and ultimately 
(11) the structure of society, including media, 
social, political, cultural, and economic struc-
tures. 

Research Phases 
of the Perspective 

Curiosity about mass media appeals and grati-
fications began in the relatively early days of 
empirical mass communication research. Me-
dia uses research has coexisted with media 
effects research. Three periods or research 
phases in uses and gratifications research can 
be identified.' 

Investigations of why people use the mass 
media date from the 1940s. Lazarsfeld, point-
ing to gratifications research as a way to study 
the appeals of radio programs,' felt that it 
would consider these elements: audience mem-
bers' description of the media experience (such 
as which parts of a program they preferred); 
the researcher's conceptualization (with atten-
tion to audience members' replies) about why 
the consumer uses the medium; theoretical ex-
pectations to identify the gratifications or sat-
isfactions that audience members derive from 
certain programs; potential generalization as 
to whether the same gratifications are preva-
lent among other audience members; and fre-
quency distributions of gratifications among 
different audience groups. 

Three collections of radio and communica-
tion studies edited by Lazarsfeld and Stanton 
form the bulk of the early gratifications inves-
tigations.' Many of these studies were con-
cerned with identifying the gratifications that 
individuals seek from selected media content. 
Gratifications were examined from the per-

spective of the consumer of the content. In 
contrast to media effects investigators, who 
largely ignored individual motives for behav-
ior while focusing on the impact of persuasive 
communications, uses and gratifications re-
searchers primarily seek to explore audience 
needs and motives as variables that intervene 
before media impact. 

Typical of early mass communication grati-
fications research is a series of empirical inves-
tigations with different focal points: radio 
listening motives; 27 listener use of radio 
serials:" children's use of comics;29 reader use 
of the newspaper; 3° and adolescent use of news 
sources." The findings of a few of these studies 
will be summarized briefly. 

Herzog examined the appeals of a success-
ful radio quiz program, "Professor Quiz."' 
The qualitative analysis involved detailed lis-
tener interviews that isolated four program ap-
peals: competition (to compete with the 
contestant or co-listener); education (to ac-
quire knowledge, perhaps to enhance a per-
son's social status when conversing with 
others); self-rating (to ascertain a person's own 
abilities); and sport (to enjoy the context). 

The objective of another Herzog study was 
to learn about the effects of daytime radio seri-
als on regular female listeners." Five probable 
listener characteristics were conjectured: indi-
viduals who are isolated from their communi-
ties are more frequent listeners; the intellectual 
range of the listeners is not as broad as that of 
nonlisteners; individuals experiencing similar 
personal problems are especially attracted to 
the serials; people beset with anxieties and 
frustrations receive solace and compensation 
from listening; and listening to the serials is a 
special case of using radio as a habitual source 
of entertainment. Herzog identified three 
types of gratifications obtained by listening to 
these daytime serials: emotional release (a 
chance to cry or to enjoy the happy or sad sur-
prises); wishful thinking (compensation for 
gaps or failures in the personal lives of listen-
ers); and obtaining advice (learning appropri-
ate behavior patterns). 

Children's reading of comics was the subject 
of a Wolfe and Fiske study.' They found that 



Uses and Gratifications: Quasi-Functional Analysis 209 

comics become a substitute for what malad-
justed, insecure children lack in life (for ex-
ample, Superman becomes a father figure). 
Also, reading comics satisfies actual develop-
mental needs in normal children by providing a 
means of ego-strengthening. Wolfe and Fiske 
observed three stages in comic reading for nor-
mal children: finding objects for fantasy in the 
funny animal stage; identifying with comic he-
roes in the adventure stage; and seeking real 
adventure, information, and the means for 
coping with the actual world in the true comics 
stage. 
A 1945 newspaper delivery strike in New 

York City provided the context for studying 
gratifications derived from reading the news-
paper.» Berelson attempted to go beyond the 
common-sense notion that newspapers func-
tion to keep people informed. He discovered 
five major uses of the newspaper: for public 
affairs information and interpretation (pro-
viding serious news and editorial opinion); as a 
tool for daily living (acquiring instrumental in-
formation, such as movie listings, radio logs, 
and stock reports); for respite (providing a 
means of escape from personal problems, psy-
chological relaxation, and boredom relief); for 
social prestige (enabling individuals to appear 
informed by supplying information for con-
versations); and for social contact (providing 
personal advice, guides to morality, insight 
into the lives of others, and indirect contact 
with celebrities). Berelson also noted a few 
supplementary newspaper uses: they provide a 
sense of assurance to counter feelings of inse-
curity; they are inexpensive and readily avail-
able; and their reading becomes ritualistic, 
time-filling, and habitual behavior. 

These early uses and gratifications studies 
have several commonalities.» They use similar 
methods asking people to provide open-ended 
motivation statements about why they use a 
particular medium or content. They are more 
qualitative than quantitative in that they group 
verbalized motives into categories without re-
gard to their frequency distribution among 
media consumers. Although occasionally iden-
tifying demographic or personality character-
istics, the studies generally do not explore the 

relationships among psychological and socio-
logical needs and motives for and gratifica-
tions derived from media use. These early 
investigations, therefore, provide less than a 
developed or integrated functional framework 
by which to conceptualize the mass communi-
cation process. 

The second period in uses and gratifications 
research began toward the end of the 1940s and 
continued into the 1960s. Research began to 
explore media use patterns in relation to social 
and psychological motivations, gratifications, 
and functions. 

Lasswell and Lazarsfeld and Merton made 
significant attempts at specifying the functions 
of mass communication. As discussed earlier, 
Lasswell proposed three principal functional 
activities of the mass media: surveillance of the 
environment; correlation of the parts of that 
environment; and transmission of social heri-
tage." Lazarsfeld and Merton suggested that 
the mass media perform two specific functions 
and one dysfunction.» The status conferral 
function is grounded in the belief that media 
presentations automatically enhance and legit-
imize the social status and prestige of individ-
uals and groups. The ethicizing function sees 
the role of the media as an enforcer of society's 
social norms and values. The narcotizing dys-
function views the media as substitutes for so-
cial action by creating an illusion of political 
participation via the transmission of abundant 
information. 

Other investigations present an array of ac-
tual and potential functions and dysfunctions 
of the mass media for the individual. For ex-
ample, television viewing provides a sense of 
parasocial interaction with celebrities. » Televi-
sion offers audience members opportunities to 
withdraw or escape from unpleasant life expe-
riences.' Escapist television viewing may help 
childten relieve feelings of discontent and bet-
ter understand themselves; the same mass me-
dia use, however, could have different 
consequences for different audience mem-
bers.' Mass media entertainment reduces anx-
iety created by mass media news and provides a 
perspective that makes the news less threaten-
ing to audience members.' The portrayal of 
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occupational roles on television emphasizes 
certain stereotypes that children use to formu-
late perceptions of people who fill these social 
roles.' Television serves as an agency of social-
ization by reinforcing existing attitudes and 
values and by providing a set of norms for 
solving personal problems. Television's im-
portance lies in its pleasurable aspects or play 
function, rather than in its transmission of in-
formation.' The mass media shape audience 
members' perceptions of political reality by 
highlighting certain issues and events, setting 
the agenda for political campaigns, and influ-
encing the salience of political attitudes, 
events, and issues.' 

Two important studies of this period exam-
ined the role of television in the lives of chil-
dren. Himmelweit, Oppenheim, and Vince, in 
a comprehensive inquiry into the effects of 
television on British children,' observed a va-
riety of appeals of television for children: tele-
vision is a readily available medium; it serves 
as a time filler; it offers satisfaction for chil-
dren by providing a sense of being informed; it 
offers security and reassurance by presenting 
familiar themes and formats; it furnishes a 
means of excitement, escape, and identifica-
tion; and it presents friendly personalities. 
Schramm, Lyle, and Parker's extensive exami-
nation of television for American and Cana-
dian children" concluded that it is not possible 
to specify whether television viewing, in gen-
eral, is good or bad, or if it has a particular ef-
fect on children. They noted that, for children 
television viewing radically reorganizes leisure 
behavior; provides immediate as opposed to 
delayed gratifications by meeting needs for 
fantasy experiences more than needs for reality 
experiences; performs a social function by pro-
viding a vehicle of entertainment, escape, and 
information; and it latently functions to pro-
duce incidental increments in learning from 
fantasy programs (such as learning the names 
of popular singers). 

This second phase incorporates many inter-
ests exploring the links among media con-
sumption and the social and psychological 
attributes of audience members. These studies 
primarily were not intended or designed to be 

uses and gratifications investigations and did 
not systematically explore the relationships 
among needs, motives, and consequences of 
media use. However, they do develop concep-
tual thought concerning functional mass com-
munication research by at least inferring, if not 
explicitly stating, the associations between 
uses and functions of the media. The studies of 
this period surround Klapper's previously cited 
endorsement of functional analysis tied to uses 
and gratifications models for exploring and 
understanding mass communication." These 
investigations also provide a conceptual link 
between early gratifications research and the 
third phase of uses and gratifications inquiry. 

There has been a renewed international in-
terest in uses and gratifications research since 
the early 1970s. In particular, several typolo-
gies of mass media motives and functions have 
been formulated to conceptualize the seeking 
of gratifications as variables that intervene be-
fore media effects. A few examples of these 
category structures will be summarized. 

Rosengren and Windahl devised a func-
tional scheme proposing several media func-
tions for the individual.' Their model 
incorporates motives for using functional al-
ternatives, including change, compensation, 
escape, and vicarious experience; relations be-
tween the audience and actors of mass com-
munication, including detachment, parasocial 
interaction, solitary identification, and cap-
ture; and identification of media content in 
terms of proximity to reality, ranging from 
noninformative fictional content (such as 
drama) to nonfictional content that supplies 
explicit and concrete information (such as 
news). 

McQuail, Blumler, and Brown proposed a 
framework that offers a similar set of televi-
sion functions' including using television for: 
diversion, including escape from problems and 
the routine, as well as emotional release; per-
sonal relationships, comprising companion-
ship and social utility; personal identity, 
including personal reference, reality explora-
tion, and value reinforcement; and surveil-
lance, consisting of news and information. 
A series of recent studies have used and 
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adapted a similar set of viewing motive scales 
that provide a more systematic examination 
of television's " uses. Greenberg's prototype of 
these scales investigates the viewing motives of 
British children and adolescents." In a prelimi-
nary project, reasons for viewing television 
were elicited from children and adolescents via 
written essays. A series of 31 empirical scales 
were then constructed to represent the princi-
pal viewing motives located in the essays. 
Along with sets of other questions regarding 
demographic information, television viewing 
behaviors, and aggressive attitudes, these 
scales were presented to 726 children and ado-
lescents, ages nine, twelve, and fifteen, in a 
London school district. The respondents indi-
cated the degree of similarity between the view-
ing statements and their own reasons for 
watching television. These responses were fac-
tor analyzed, producing several categories of 
motives for television use: for learning, as a 
habit, for arousal, for companionship, for re-
laxation, to forget, and to pass time. Viewing 
motives were then correlated with the other de-
mographic and viewing behavior and with ag-
gressive attitude variables. 

A Research Illustration 

An overview of one uses and gratifications in-
vestigation should clarify how such a research 
inquiry can be accomplished. A study by the 
author explored the relationships between tele-
vision use and other television viewing and de-
mographic variables and considered the 
compatibility of several of Greenberg's find-
ings for a group of American children and ado-
lescents." This partial replication of the 
Greenberg study used many of the same televi-
sion use scales. In order to select which scale to 
use, a questionnaire with all 31 viewing motive 
items was pretested. The pilot investigation re-
vealed that completing all 31 viewing motive 
scales was a tedious task for younger children. 
Therefore, the three highest-loading items 
from each of Greenberg's eight initial viewing 
motive categories were selected and used in the 
actual investigation. In other words, along 
with other questionnaire items, the study used 
24 viewing motive scales. 

The survey was administered during regular 
class sessions at various elementary, junior 
high, and high schools in an Illinois commu-
nity. In selecting the schools and classes for the 
sample, attempts were made to include stu-
dents of various ability levels who represented 
the racial and socioeconomic composition of 
the community. Questionnaires were com-
pleted by 401 children and adolescents, ages 
nine, thirteen, and seventeen. 

In addition to the 24 viewing motive scales, 
the questionnaire included an open-ended tele-
vision viewing reason question and other items 
about television viewing behaviors (level of 
viewing and program preferences), television 
attitudes or perceptions (perceived realism of 
television content and affinity with the me-
dium), and sociodemographic traits (age, gen-
der, race, and social class). Eventually, partial 
correlation analysis was used to compare re-
sponses to the television use scales with the 
other variables in the investigation. A few 
summary findings will be mentioned briefly; 
these results are reported elsewhere and are not 
pertinent to the present descriptive narrative of 
how viewing motives can be determined in a 
uses and gratifications inquiry. 

The children and adolescents in the sample 
were asked to indicate how similar each of the 
24 television motive statements was to their 
own reasons for viewing television across four 
response options: "a lot," "a little," "not 
much," and "not at all" like their own reasons 
for watching television. Answers were coded 
so that a "4" indicated a high level and "1" re-
flected a low level of identification with each 
motive statement. Table 14-3 presents the ac-
tual viewing motivation instrument used in this 
investigation. 

Responses to each of the 24 viewing motive 
items were intercorrelated and factor ana-
lyzed. To be retained, a factor had to contain at 
least two principal loadings. Two motivation 
items were discarded since they failed to load 
strongly on any factors. Six television viewing 
motive factors emerged from the principal 
components analysis. Table 14-4 summarizes 
the factor-analyzed data. Each item's largest 
factor loading and corresponding number 
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Table 14-3 Television Viewing Motives Instrument 

Here are some reasons that other people gave us for watching TV. Please tell us how each reason is 
like your own reason for watching television. (Put one check in the correct column for each 
reason.) 

I WATCH TELEVISION . . . 
A Not Not 

A Lot Little Much At All 

1. Because it relaxes me 

2. So I won't be alone 

3. So I can learn about things happen-
ing in the world 

4. Because it's a habit 

5. When I have nothing better to do 
6. Because it helps me learn things 

about myself 
7. Because it's thrilling 
8. So I can forget about school and 

homework 

9. Because it calms me down when I'm 
angry 

10. When there's no one to talk to or 
play with 

11. So I can learn how to do things I 
haven't done before 

12. Because I just like to watch 
13. Because it passes the time away 

14. So I could learn about what could 
happen to me 

15. Because it excites me 

16. So I can get away from the rest of 
the family 

17. Because it's a pleasant rest 

18. Because it makes me feel less lonely 

19. Because it teaches me things I don't 
learn in school 

20. Because I just enjoy watching 

21. Because it gives me something to do 

22. Because it shows how other 
people deal with the same 
problems I have 

23. Because it stirs me up 

24. So I can get away from what I'm 
doing 
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from the instrument presented in Table 14-3 
are indicated. The figures following the factor 
identification in Table 14-4 represent the per-
centage of the common variance explained by 
each factor and the internal reliability of the 
factor. The six factors accounted for 47 per-
cent of the total variance. 

The investigation also attempted to assess 
the reliability and validity of the television 
viewing motive scales. Uses and gratifications 
investigations have been criticized for assum-
ing scale reliability and validity. By contrast, 
many early gratifications studies merely posed 
an open-ended question asking respondents to 
state their reasons for using a particular mass 
medium or its content. In this study, test-retest 
reliability procedures indicated that responses 
to the several tested motivation items were 
consistent for a subsample of the children and 
adolescents. As mentioned, for the purpose of 
assessing convergent validity of the viewing 
motive scales, the children and adolescents in 
this sample were also asked the following 
open-ended question: 

We are interested in the reasons why you 
watch television. For example, what are the 
reasons why you like to watch TV? 

I watch television because  

This open-ended viewing motives question was 
asked before presenting the television use 
scales so as not to bias the responses. As dis-
cussed earlier, a person's ability to verbalize 
reasons for using a mass medium is a major as-
sumption of the uses and gratifications per-
spective. Therefore, the open-ended question 
enabled consideration of two points: whether 
children and adolescents could state their view-
ing motives and whether these verbalized mo-
tives would be consistent with responses to the 
viewing motive scales. In other words, are the 
responses provided by the television use scales 
valid measures of a person's television viewing 
motives? 

To assess validity, two independent coders 
placed the responses to the open-ended ques-
tions into appropriate categories of viewing 
motives. The frequency of mention of open-
ended reasons within each category of motives 
was then statistically compared to the mean re-
sponses for the viewing motive factors. In 
other words, both sets of data were rank or-
dered according to the number of mentions on 

Table 14-4 Principal Factor Loadings of Viewing Statements 

Viewing Motive 
Factor 

Factor I [25%, .81] 
Learning—Things (11) 
Learning— Myself (14) 
Learning— Myself (22) 
Learning —Things (19) 
Learning —Myself (6) 
Learning—Things (3) 

Factor 3 [16%, .75] 

Companionship (18) 
Companionship (2) 
Companionship (10) 

Factor 5 [12%, .76] 

Arousal (15) 
Arousal (7) 

Factor 
Loading 

.67 

.67 

.63 

.62 

.62 

.44 

.70 

.66 

.56 

.73 

.56 

Viewing Motive 
Factor 

Factor 2 [22%, .80] 

Habit (12) 
Pass time (21) 
Habit (20) 
Pass time (5) 
Pass time (13) 
Habit (4) 

Factor 4 [16%, .73] 
Forget/Escape (24) 
Forget/Escape (8) 
Forget/Escape (16) 

Factor 6 [9%, .62] 
Relaxation (17) 
Relaxation (1) 

Factor 
Loading 

.66 

.65 

.62 

.60 

.49 

.45 

.69 

.65 

.58 

.54 

.49 

Note: The numbers in parentheses refer to the viewing motive statement items in Table 14-3. 



214 Broadcasting Research Methods 

the open-ended question and the mean scores 
on the viewing motive scales. Computation of 
a Kendall Coefficient of Concordance indi-
cated that the rankings of the two methods 
were consistent, lending support for the con-
vergent validity of the motive scales. Because 
validity questions are important for all social 
science research, including uses and gratifica-
tions mass communication investigations, the 
author also used a similar procedure in a subse-
quent investigation of adult television viewing 
motives.' That study also supported the valid-
ity of the television use scales. 

In the current study, then, the factor anal-
ysis identified six apparently valid reasons for 
children's and adolescents' use of television: 
for learning, as a habit or to pass time, for 
companionship, to forget or escape, for 
arousal or excitement, and for relaxation. 
Based on mean responses, viewing to pass time 
was the most salient reason for using television 
among this sample, along with watching televi-
sion for relaxation and arousal. 

Finally, Pearson product-moment correla-
tions and partial correlations were computed 
to relate the viewing motives to the investiga-
tion's other variables. Age was found to be a 
significant correlate of the salience of viewing 
motives. Younger children generally identified 
more strongly with each viewing motive than 
did adolescents. Several significant associa-
tions among the viewing motives and levels of 
television watching, program preferences, tele-
vision affinity, and perceived realism were also 
observed. For example, viewing to learn was a 
strong positive correlate of perceived televi-
sion realism, and habitual viewing or watching 
to pass time was a significant negative corre-
late of public affairs and news program prefer-
ence and a strong positive correlate of 
television affinity. From this type of uses and 
gratifications research, then, it is possible to 
gain a more comprehensive understanding of 
the motives and behaviors of audience mem-
bers within the mass communication process. 

Assessment of the Perspective 
The basic uses and gratifications paradigm is 
concerned with the systematic and functional 

study of mass communication. According to 
Katz, Blumler, and Gurevitch, uses and gratifi-
cations seeks to analyze: "(1) the social and 
psychological origins of (2) needs, which gen-
erate (3) expectations of (4) the mass media or 
other sources, which lead to (5) differential 
patterns of media exposure (or engagement in 
other activities), resulting in (6) need gratifica-
tions and (7) other consequences, perhaps 
mostly unintended ones."' These gratifica-
tions and consequences can produce addi-
tional motives for and expectations of media 
use and social interaction, as the cycle repeats 
and continues. To date, however, no investiga-
tion has been able to achieve a true functional 
analysis of this process. In fact, uses and grati-
fications research largely remains at a develop-
mental stage. Because of a series of obstacles, 
the perspective has not yet achieved the status 
of functional analysis advocated by Klapper 
several years ago. Several of these hurdles and 
criticisms of the perspective will be summa-
rized." 

First, the methodology of functionalism it-
self has been criticized as being directed at 
stable rather than dynamic systems of rapid 
change. This view sees the functional analyst 
exploring only simple, stable systems and of-
fering broad, sometimes even trivial descrip-
tions of the system's operation (for example, 
a description such as "television is enter-
taining"). 

Second, the functional orientation of uses 
and gratifications has raised questions about 
investigators' ability to explain or predict be-
yond the individual unit. In short, uses and 
gratifications research treats the functions of 
mass communication from the perspective of 
the individual message consumer. The argu-
ment is sometimes made that because of vary-
ing cultural factors, research may be limited to 
explaining the behavior of a single person 
rather than a mass media audience. The same 
media content or experience can be used differ-
ently by separate individuals and can have dif-
ferent functions and dysfunctions for these 
people. 

Third, investigations have produced their 
own typologies of audience motives and func-
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tions. Critics of the perspective contend that 
research has been compartmentalized as inves-
tigators focus on a variety of media functions 
or uses for individuals within a particular cul-
ture or demographic group. This has hindered 
integration and synthesis of results and has 
hampered conceptual development. 

Fourth, critics have argued that uses and 
gratifications research has lacked both a rele-
vant theory of social and psychological needs 
and an adequate conceptualization of how cul-
tural and environmental factors contribute to 
selecting communication sources or gratifying 
needs. What is required is the systematic explo-
ration of the origin and gratification of needs, 
which would consider the creation of individ-
ual needs; the expectation, selection, and use 
of communication sources to gratify these 
needs; and the consequences of this pattern of 
communication behavior. 

Fifth, investigators universally have not 
agreed on the meaning of the perspective's ma-
jor concepts (such as motive, gratification, 
and function). There are several results of this 
confusion: terms such as motives and gratifi-
cations are not used consistently; distinctions 
between gratifications sought and those re-
ceived have not been totally obvious; there has 
been confusion as to what constitutes anteced-
ent, intervening, and consequent variables in 
the process; and consequences and functional 
alternatives have not been systematically ex-
plored. 

Finally, although the approach rests on an 
assumption of active audience involvement in 
the mass communication process, audience 
members seldom have been studied as active 
message consumers or processors. Uses and 
gratifications research generally has used ques-
tionnaires and individuals' self-reports of their 
motives and media behaviors. As discussed 
earlier, the validity of data gathering and the 
reliability of self-report data also have been 
questioned. 

Many of these criticisms of the perspective 
are valid and need to be addressed in future re-
search. Uses and gratifications is still a rela-
tively young approach and needs continued, 
substantial, and systematic research efforts. In 

recent years, criticism has begun to be ad-
dressed and considered in research designs. 
Uses and gratifications researchers have begun 
to consider more directly the perspective's con-
ceptual underpinnings and problems. System-
atic lines of inquiry have begun to examine 
consistent research questions, following a pro-
gressive path of development. 

For example, one research direction has 
considered the associations between gratifica-
tions sought and gratifications obtained when 
using the media or their content." These inves-
tigations have proposed discrepancy and ex-
pectancy models of uses and gratifications. A 
related research direction has compared media 
uses or gratifications across several media or 
between media and media content." Another 
research direction has examined the social and 
psychological circumstances of media use.e 
These investigations have looked at a variety 
of factors affecting how consumers used the 
media, including personality variables, the 
family viewing context, social activity, inter-
personal interaction, and life-position. 

Another direction has examined the interre-
lationships among media use motives, media 
behaviors, and media attitudes or percep-
tions.' A significant finding from this line of 
research is that motives are not isolated and in-
dependent entities but comprise sets of interre-
lated media uses. In particular, two types of 
media use structures have been identified 
across several studies for the television me-
dium, a popular television program, and for 
different groups of respondents. Ritualized 
television use indicates heightened affinity 
with the medium and habitual viewing of sub-
stantial quantities of television (rather than 
any specific programs) for time consumption, 
companionship, entertainment, and similar in-
terrelated reasons. Instrumental television use 
indicates more selective viewing of news, talk, 
and magazine-type programs for informa-
tional reasons but does not mean substantial 
television affinity or viewing levels. Obviously, 
the consequences of ritualized and instrumen-
tal uses of the media should differ.' 

The complexity of the uses and gratifica-
tions perspective provides no shortcuts or 
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simple answers to questions of media impact. 
Over the long term, the goal of uses and grati-
fications is similar to that of media effects re-
search: to explain the consequences or impact 
of mass communication. Uses and gratifica-
tions models, however, provide a more encom-
passing and demanding view of the workings 
of the process, the multitude of factors in-
volved, the complexity of their interaction, 
and the active role of message consumers as the 
core of the system. 

Uses and gratifications has the potential for 
more fully explaining and understanding the 
mass media's role in social influence processes. 
Theoretically, uses and gratifications provides 
a broader, more inclusive approach for explor-
ing media behavior of individuals by directly 
linking activity to structure and function. It 
addresses the process by which human needs 
are gratified through communication use and 
the consequences of media use in the process. 
The approach emphasizes the dynamism and 
complexity of mass communication processes. 
It recognizes the role of functional alternatives 
(such as interpersonal interaction) comple-
menting, supplementing, or displacing media 
use for needs-gratification. It has shunned 
single variable, cause-and-effect models of 
some media effects orientations for potentially 
more meaningful explanations of human be-
havior. The functional underpinnings of the 
approach call for a more comprehensive un-
derstanding of the impact of mass media mes-
sages by providing a possible range of effects 
(the use of channels and messages can have 
manifest and latent, functional and dysfunc-
tional consequences for individuals, groups, 
and society) and the dynamics of change in the 
system (structures and activities can support or 
cause stress on the system or subsystems). 

The assumptions and assertions of the uses 
and gratifications perspective have important 
implications for programmers and policy 
makers.' Active audience involvement with 
the media and the role of functional alterna-
tives indicate that individuals will differen-
tially use the media and their content to gratify 
felt needs and interests. These separate needs 
of individuals and social groups of individuals 

(such as demographic and psychographic 
groups), as well as the potential discrepancy 
among needs, expectations, and actual media 
content, should be recognized in programming 
and policy decisions. Because of the differen-
tial needs, interests, tastes, expectations, and 
motives of individuals and groups, it would be 
imprudent for media policies to be formulated 
solely on the basis of a uniform set of assumed 
audience sentiments. 

In addition, differential motives, media ex-
pectations, and media exposure patterns 
should result in varied consequences or effects. 
Uses and gratifications researchers can point 
to the functions or beneficial consequences of 
media use that can be considered in policy for-
mulation, as compared to media effects re-
searchers who have tended to produce a 
catalogue of negative media effects that some-
times results in prior restraint and the replace-
ment of content judged harmful with content 
deemed beneficial. The answers are not that 
simple. 

Summary 

Uses and gratifications focuses on the motives 
for and consequences of media use. It is 
grounded in functionalism with its concern for 
the interaction of units, structure of relation-
ships, activities, and consequences for the so-
cial system. Functional paradigms for mass 
communication study have evolved as a means 
of improved understanding of the process, as 
compared to the media effects approach that is 
based on both psychological and sociological 
models of influence. Three basic functional 
perspectives have included inventories of me-
dia activities, functional analysis, and uses and 
gratifications. Uses and gratifications assumes 
goal-directed, active audience members who 
live in a social world and who have certain felt 
needs and expectations; they turn to the media 
or other communication sources to gratify 
these needs and motives. The perspective in-
tends to explain how individuals use the media 
to gratify their needs and the motivations for 
and consequences of this behavior. 
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Three phases in uses and gratifications 
study include early gratifications investiga-
tions of the 1940s, exploration of media func-
tions of the late 1940s through 1960s, and 
contemporary uses and gratifications typolo-
gies and systematic lines of inquiry since the 
early 1970s. The perspective recognizes the dy-
namics and complexities of the mass commun-
ication process and, by so doing, has realized 
problems in its application and development. 
Uses and gratifications offers a broad and heu-
ristic approach to mass communication study 
and has important implications for research-
ers, programmers, and policy makers. 
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What Does Television "Cause"? 

In the thirty years we have lived with televi-
sion, there has been a steady proliferation of 
media research. Questions of spuriousness 
aside, it seems safe to say that from the begin-
ning one thing television has caused is re-
search. Most money for investigations has 
been allocated to marketing and advertising 
endeavors. Findings from these studies are 
rarely disseminated directly, although presum-
ably the results are reflected in the shape and 
structure of the mass-produced symbolic envi-
ronment in which we live. 

The outcomes sought by commercial re-
search are generally straightforward, and there 
is seldom need for complex conceptualizations 
of independent or dependent variables. Does 
advertisement X increase sales in product Z 
more than does advertisement Y? Do people 
say they like or will buy the product after see-
ing the ad? For what segments of the popula-
tion will the ad be most effective? 
We do not wish to criticize the goals and in-

tents of such studies. We do wish to argue that 
market researchers' techniques and methods 
have often been inappropriately applied in the 
scholarly investigation of the social effects of 
television. Ironically, much of that kind of 
methodology was developed by social scien-
tists in the 1940s and 1950s, when research on 
persuasive communication — propaganda, at-
titude change and the like—was the rage.' 

Although there are innumerable variations 
on the typical experimental scenario, the usual 
design calls for assessing the differences be-
tween the state of receivers before and after ex-
posure to some message, and for comparing 
these differences with a control group who 
have not received the message. 

Much television research, particularly on 
questions of viewer aggression and violence, 
can easily fit into some form of this design. 

Some early classic studies examined homes 
or entire areas before and after television be-
came available to them.' Even today, research-
ers hope to locate some isolated group without 
television; in such a fortuitous natural experi-
ment, pretelevision beliefs and behaviors 
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would be compared with what happens after 
television, perhaps with another unexposed 
group serving as a control. However, at the 
present level of world communication satura-
tion, this type of research may do little but 
clarify various theoretical questions about the 
introduction of television to the few remaining 
corners of the earth. It is difficult to see how 
the results of such studies can elucidate the 
consequences of television in societies where it 
has been ubiquitous for the entire lifetime of 
half the population. Indeed, before and after 
community studies provide useful data about 
responses to technological novelty; but televi-
sion is no novelty to our children. 

As the possibility of finding these unex-
posed islands all but disappeared, investiga-
tors turned to the laboratory. But by and large, 
experimental or quasi-experimental ap-
proaches, whether they compare pre- versus 
postexposure or experimental versus control 
groups or something else, by definition over-
look the pervasiveness of television and its 
invisible role in daily life. Two critical as-
pects — the content of television and the con-
text of viewing—can hardly be validly 
reconstructed. 

This essay discusses both content and con-
text in some detail. At this point, however, we 
will voice our reservations about the kinds of 
dependent variables that have preoccupied 
researchers. Here is another example of the 
unfortunate similarities between much com-
mercial and academic media research; in-
vestigators have spent much time and energy 
essentially seeking short-term behavioral or at-
titude change. Nearly thirty years ago, Lazars-
feld noted that "the real problem is the 
cumulative effect of television, what it does to 
children six years, not six minutes, later."' 

Implicit in much popular and scientific de-
bate is the notion that television is disruptive, 
even dangerous. Yet, it is unlikely that televi-
sion does —or could —threaten, transform, or 
weaken conventional beliefs, norms, behavior, 
or morality. Rather, we assert that television is 
the dominant cultural arm of the established 
socioeconomic-industrial order. It provides 

continual celebration of the status quo. 
The steady, ongoing cultivation of images, 

assumptions, and beliefs about life and society 
may be a more important and widespread con-
sequence of exposure than are discrete in-
stances of short-term change. Consider the 
issue of violence. If the most likely and menac-
ing effect of television violence were the insti-
gation and imitation of actual violence, 
elaborate research studies would not be 
needed; the average sibling, parent, and 
teacher would be reeling from the blows of 
television-stimulated aggression. There are 
rare (but widely publicized) apparent cases of 
serious imitative violence, but the eighty or so 
million people who watch each evening obvi-
ously do not respond to what they see by knif-
ing or shooting each other. 

Television violence can be more fruitfully 
conceptualized as a demonstration of power 
—a simple and inexpensive way to show viv-
idly the winners, the losers, and the rules of the 
game. A more subtle result of cumulative ex-
posure to systematic and formulaic symbolic 
violence may be the generation of fear and ulti-
mately acquiescence to the power that can be 
achieved because of it. 

The substance of the consciousness culti-
vated by television is not so much comprised of 
specific attitudes and outlooks as it is by 
broad, underlying assumptions about the facts 
of life. This consciousness is only one way our 
society has developed to explain the world to 
ourselves and our children; yet the socially 
constructed version of reality presented on 
television bombards all classes, groups, and 
ages with the same perspectives at the same 
time. The world view embedded in television 
drama may not differ appreciably from images 
presented in other media, and its rules of the 
social hierarchy may not be easily distinguish-
able from those imparted by other powerful 
agents of socialization. What makes television 
unique is its ability to standardize, streamline, 
amplify, and share with virtually all members 
of society common cultural norms that had 
been local, parochial, and selective cultural 
patterns. 
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Television as Enculturation 

Socialization has been defined as "the process 
by which the individual acquires the culture of 
his or her group, and internalizes (in some 
measure) its social norms, thus leading the per-
son to take into account the expectations of 
others." On a more global level, socialization 
is not just the transmission of cultural norms 
and values but also "the process of becoming 
human."' Other researchers have framed it as 
"the whole process" of the development and 
acquisition of "specific patterns of socially rel-
evant behavior and experience." 

In their unanimous use of the word process, 
these writers underscore that socialization is 
ongoing throughout life. When an individual 
experiences some life or status change (becom-
ing a college student, losing employment, hav-
ing a child) new roles, norms, and expectations 
become operative. Some have been previously 
learned, to be sure; others become salient only 
at the specified time; and our institutions and 
support systems are better prepared to deal 
with some transitions than with others. 

Within this complex, elusive, continual 
process, we wish to isolate two conceptually 
distinct (but clearly overlapping) phenomena: 
socialization and enculturation. Neither super-
sedes or subsumes the other, and it is probably 
impossible to separate the two operationally. 
Yet, on some level, a worthwhile distinction 
can be made. 

In short, the aspects of the process that are 
more like socialization relate to the specific 
patterns of thought and action. The facets that 
are more like enculturation impinge on becom-
ing human. For the sake of this discussion, 
then, socialization refers to more specific, sali-
ent, issue-oriented patterns; enculturation is 
cast as more basic, general, and underlying. 

Television may exert an independent contri-
bution to both socialization and enculturation. 
For example, with regard to dating behavior, 
Gerson' found television's influence both in 
the acquisition of norms (in our terms, social-
ization) and also in the reinforcement of values 
(in our terms, enculturation). 

Further, the DeFleure found that television 
not only provides a potent source of occupa-
tional status knowledge (socialization) but also 
engenders stereotyped beliefs about the world 
of work (enculturation). Finally, in our recent 
studies on television and aging,' we found that 
television cultivates (especially among the 
young) conceptions about the quality of older 
people's lives (socialization) and also the no-
tions that the number of older people is declin-
ing and old age begins relatively early in life 
(enculturation). 

In matters of socialization, television has a 
lot of competition. All of society's institutions, 
including schools, family, religions, and peer 
groups, are forceful agents of organization 
and control. In general, television should be 
most influential when the viewer has either no 
other contact (direct or mediated) with a given 
topic or when the television version is most 
congruent with the immediate environment. 
The specific lessons may or may not be 
learned, depending on a wide variety of power-
ful conditioning, antecedent, or mediating 
variables. 
On the other hand, television's contribution 

to enculturation may be more universal, unob-
structed, and enduring. Through its status and 
functions as chief creator of synthetic cultural 
images, the stories it tells to most people, most 
of the time, may have implications for the 
deeper, invisible, rarely questioned assump-
tions we all have that color and help inform the 
meaning of what we think, say, and do. 
We live in an environment of symbols that 

sustains the most distinctively human aspects 
of our existence. Gerbner l° has defined com-
munication as "interaction through messages." 
These messages are produced and compre-
hended through shared complex symbol sys-
tems, which, in turn, give rise to the symbolic 
environment of a culture. Human thought and 
behavior derive a large part of their definitions 
and significance, potentials and limitations, 
and associations and relationships from this 
environment. 
When these messages are mass produced 

(the analogy between the assembly line and 
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network television programming is not 
forced), we have a collective symbolic environ-
ment that transforms the sources of conscious-
ness and the context of social behavior. 
According to Gerbner and Gross, "The first 
and longest lasting organization of the sym-
bolic world was what we now call religion." 
Through common rituals and mythologies, the 
symbol systems make people "perceive as real 
and normal and right that which fits the estab-
lished social order." The most prized and 
sought-after goal is access to the cultural or-
gans that embody and embrace all aspects of 
existence and experience and that are taken for 
granted in a culture. 

The nearly universal, non-selective and habit-
ual use of television fits the ritualistic pattern 
of its programming. You watch television as 
you might attend a church service, except that 
most people watch television more reli-
giously." 

This conceptualization of television also fits 
Berger's analysis of how enculturation "seeks 
to ensure a continuing consensus concerning 
the most important features of the social 
world." He notes that both children and adults 
"forget" the rules, the structures, and the ideals 
of what is socially legitimated; they need to be 
"reminded," and "the legitimating formulas 
must be repeated." To Berger, religion has pro-
vided a monumentally powerful means of ac-
complishing this task, so essential for the 
maintenance of culture. 

Indeed, it may be argued that one of the old-
est and most important prerequisites for the 
establishment of culture is the institution of 
such `reminders.' . . . Religious ritual has 
been a crucial instrument of this process of 
`reminding.' Again and again it `makes 
present' to those who participate in it the fun-
damental reality-definitions and their appro-
priate legitimations. 12 

Therefore, the heart of the analogy, and the 
similarity of the social functions, of television 
and religion may lie in the ritualistic repetition 
of messages that define the world and legiti-

mate the social order. Again according to 
Gerbner, the "dominant agencies of communi-
cation produce the messages that cultivate the 
dominant image patterns. They structure the 
public agenda of existence, priorities, values 
and relations." 

In this way, what is collectively defined, 
structured, valued, and related may be seen as 
a kind of superego, in that to some extent we 
must either conform to it or deviate from it; 
but we cannot avoid having to deal with it. 

Most reasons for this are obvious. Televi-
sion is more pervasive than other media. Chil-
dren today were watching television before 
they could read or probably even speak. The 
number of hours devoted to it is unprece-
dented. Also, unlike print media, television 
does not require literacy from its audience. 
Unlike the movies, television runs continu-
ously. Unlike radio, television can show as well 
as tell. Each characteristic is significant in 
itself, and their combined force is over-
whelming. 

But that is not all. For both children and 
adults, television offers a nonstop stream of 
facts and impressions about the way of the 
world, the constancies and vagaries of human 
nature. Most impressions appear as entertain-
ment, but entertainment is the most broadly 
effective educational fare in any culture. 

To be sure, the normal adult viewer is not 
likely to be unaware of the fictive nature of 
television drama. Yet it is not hard to find 
many large and important components of our 
knowledge of the real world (contemporary 
and historical) that can be traced in whole or in 
part to fictional symbolic representations. Re-
gardless of personal experience, we all have 
ideas about what occurs in operating rooms, 
courtrooms, corporate board rooms, and the 
like, as well as strong images of the people in 
them. 

The point is that no matter how aware we 
are that we are seeing a made-up story, and no 
matter how much we ascribe credibility or 
refuse to suspend our disbelief, the narrative 
action occurs against a highly naturalistic real-
world background. Nothing impeaches the ba-
sic reality of television fiction. 
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According to Worth and Gross," to recog-
nize an event as symbolic is to see it as inten-
tionally articulated along the lines of known 
and established conventions of communicative 
behavior. However, if we perceive the event as 
natural, we make a different assumption and 
invoke a different interpretive strategy; natu-
ral events are governed by the facts of life, not 
by the conventions of art. The inherent realism 
of television drama, although not natural in 
the sense of objective truth, makes us suscep-
tible to such assessment errors. All of us are 
fooled some of the time, and some of us may 
be fooled all of the time. 

Children have a particularly strong belief in 
the unmediated, inherent reality and truth of 
photographic and filmic images. Messaris and 
Gross' report studies showing that children 
will respond to a story shown to them in the 
form of photographic slides by stating that it 
was real, an actual depiction of actual events. 
When probed for the basis of their judgments, 
the children point to the premise of the as-
sumption of realism. They know the story is 
real because photographs show reality; the 
camera does not lie. 

The myths and rituals children absorb from 
television represent assumptions about the 
structure of reality and the meaning of being 
human that may endure throughout life. Spe-
cific attitudes and opinions and roles will vary 
over time, often with little continuity. In terms 
of such particular issues, television may be 
more or less effective at various points in the 
life cycle, or for certain groups, and so on. But 
the underlying sense of the shape, contours, 
and shadings of the world outside the family 
that television brings so relentlessly and effort-
lessly may be far from fleeting. In another 
sense, television serves to "spread and stabilize 
social patterns, to cultivate not change but re-
sistance to change. . . . Its function is, in a 
word, enculturation."" 

The Cultural Indicators Approach 

The arguments that lead us to question the or-
thodox effects research designs do not suggest 

easy alternative solutions. At the same time, 
any hope of achieving even a partial solution 
must rest on reformulating the way much re-
search has considered television. The title of 
our project, Cultural Indicators, embodies the 
belief that television drama can be taken and 
studied as a reflection and manifestation of the 
culture that it may also help shape and main-
tain. 

Cultural indicators research begins with 
message system analysis, a flexible but precise 
tool for making orderly, objective, and cumu-
lative observations of programming content. 
The technique allows us to identify almost any 
aspect of the television world so that we can 
then test its contribution to viewers' concep-
tions of the real world. The instrument of 
analysis does not attempt subjective inter-
pretations of single incidents, evaluations of 
artistic merits, or ratings of individual pro-
grams. Instead, message system analysis re-
veals centrally controlled production policies 
by monitoring the prevalence, rate, structure, 
and distribution of clear and common terms. 
We have collected such content data annually 
since 1968. 

The rationale for this type of analysis stems 
from sharp disagreement with the kinds of in-
dependent variables often manipulated in tele-
vision research. Television is all of a piece and 
interwoven into a wider net of social institu-
tions and values. We are arguing that the im-
portant stimulus or treatment is the entire 
world of television drama. 

Our concern is with the total system of mes-
sages to which total communities are exposed. 
Unlike individual programs or incidents, the 
aggregate system provides bases for interac-
tion and common assumptions and definitions 
(though not necessarily agreement) among 
large and otherwise heterogeneous publics. 
Studies using individual episodes, no matter 
how clean the design and clear the results, are 
of limited value because they ignore the funda-
mental feature of television drama: it consists 
of a vast, complex, and integrated system of 
characters, events, and relationships; its ef-
fects cannot be measured with regard to any 
single program (or set of programs) seen in iso-
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lation. What we study does not reflect what 
any individual sees but what large communi-
ties absorb over long periods of time. Having 
begun to describe and enumerate reliably 
many elements, relationships, and emphases 
of this system, we embark on the main focus of 
this paper, cultivation analysis.' 

Cultivation analysis tries to assess televi-
sion's contribution to viewers' beliefs, behav-
iors, and values based on the delineation of the 
central and critical facts of life in the world of 
television. If everything people knew were 
learned from television drama, their percep-
tions of the world would differ sharply from 
the real world. Beliefs about population 
parameters, the chances for success and happi-
ness, the likelihood of encountering violence— 
all are portrayed differently by TV and census 
statistics. 

The basic hypothesis of cultivation analysis 
is that the more time one spends living in the 
world of television, the more likely one is to re-
port conceptions of social reality that can be 
traced to television portrayals. One frequently 
used strategy is to select issues and instances 
from our message system data bank exemplify-
ing television's distortions. We then question 
various samples of children, adolescents, and 
adults about their beliefs and perceptions on 
such issues. Responses to these questions allow 
us to assess the degree to which the more fre-
quent viewers are more likely than less fre-
quent viewers to give answers reflecting 
television's image of the world. These patterns 
can then be examined in light of various con-
trols (age, sex, education, occupation, IQ, use 
of other media, peer group integration) to 
determine the extent to which television's 
influence may be seen as independent, comple-
mentary, or contrary to these other major so-
cial variables. 
A basic premise of cultivation analysis is 

that what happens to most people, most of the 
time, is more important than individual or dis-
crete effects for policy decisions. Small effects 
might be satisfactory where a 1 percent in-
crease in market share might represent millions 
of dollars in sales. But the study of how to 
change behavior and attitudes has neglected 

the steady cultivation of assumptions and per-
spectives that gives meaning to all issues, ideas, 
and actions. That is why we emphasize the 
common, underlying, and aggregate. 

Our comparisons of light and heavy viewers 
have been fruitful. Even with other variables 
held constant, heavy viewers of all ages con-
sistently are more likely to give television an-
swers (responses more congruent with the 
television image than with the facts). Heavy 
viewers tend to see the world as more violent, 
to overestimate their chances of being involved 
in violence, and to express interpersonal mis-
trust. They also are significantly more likely to 
hold stereotyped notions about sex roles and 
age roles. 

As repeatedly stressed, we are seeking to 
elucidate aggregate patterns and relationships 
between amount of viewing and audience con-
ceptions of reality. As part of this analysis, we 
always implement controls for major demo-
graphic variables that might threaten our in-
ferences by causing both heavy viewing and the 
clusters of outlooks revealed in television an-
swers. These controls have primarily been used 
to guard against spuriousness; for the most 
part, the relationships we observe stand up 
well under such controls. 

Recently, however, we have begun to go a 
step further. Even though the variables we hold 
constant do not explain the associations, the 
patterns are not identical across subgroups. 
These conditioning and mediating variables 
offer considerable theoretical promise for cul-
tivation analysis; by examining between-group 
differences in terms of factors that might en-
hance or diminish associations, we can begin 
to understand which groups, on which issues, 
are more and less susceptible to the cultivation 
process. 

For example, we have found that younger 
people are more vulnerable to television's neg-
ative portrayals of the elderly; 17 that the nega-
tive relationships among television viewing, 
IQ, and school achievement are stronger for 
boys;" that adult women are more likely than 
adult men to show evidence of the cultivation 
of sex-role stereotypes; 19 and that children in 
less cohesive peer groups (or none at all) show 
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stronger associations between viewing and im-
ages of violence." We have also found that the 
cultivation of fear seems most pronounced in 
high-crime urban areas, where the environ-
ment is presumably most congruent with tele-
vision.' Finally, television viewing seems to 
cultivate distinctly conservative political out-
looks, particularly among people who see 
themselves as liberal.' 

Our latest findings about subgroup differ-
ences come from a three-year longitudinal 
study of adolescents attending a public school 
in suburban/rural New Jersey. This study in-
volves six waves of questionnaires, in-depth 
personal interviews, and questionnaires com-
pleted by panel members' parents. 
We are presently exploring the role of the 

family context of viewing in the cultivation of 
a variety of beliefs, notions, and images. Using 
many variables, we have constructed four reli-
able and internally homogeneous indices to re-
flect different aspects of that context. We 
focus on this context because laboratory stud-
ies inherently neglect it; although the general 
influence of the family decreases during ado-
lescence, comparing different viewing patterns 
both brings us closer to understanding televi-
sion viewing and effects in their natural setting 
and helps isolate groups with varying vulnera-
bility. The dimensions tapped by the indices 
are: 

1. Protectiveness: five variables (from the 
parents' questionnaires) reflecting parents' 
tendency to restrict their children's viewing; 
higher scores indicate that the parents have 
rules about what their children watch and 
when they watch, as well as specific shows 
that are prohibited (alpha = .83). 

2. Utility: four variables reflecting the par-
ents' tendency to see television as providing 
good information to their children and as 
teaching them about reality; also, having 
specific shows that they actively encourage 
(alpha = .59). 

3. Conflict: five variables measuring students' 
and parents' reports of the extent of arguing 
about what, when, and how much they 
watch (alpha = .53). 

4. Independence: four variables measuring 
students' access to television in terms of 
who selects what they see; also includes a 
ratio of the number of sets to the respon-
dent's number of siblings (alpha = .63). 

Our dependent variables for these analyses 
are related to fear, crime, and interpersonal 
mistrust. In the most recent violence profile, 
we accented the finding that these relation-
ships withstand powerful controls; here, we 
will see whether meaningful subgroup patterns 
emerge. The two indices are: 

I. Violence index: comprised of seven vari-
ables measuring perceptions of chances in-
volvement in violence, the percentage of 
police in the labor force, the percentage of 
violent crimes, the tendency for police to re-
spond to violence with violence, etc. (alpha 
= .51). 

2. Mean world index: five variables reflecting 
notions of fear and interpersonal mistrust, 
such as the beliefs that you can't be too 
careful in dealing with people, they will 
take advantage of you if they get the 
chance, and that walking alone in a city at 
night is dangerous (alpha = .55). 

Table 15-1 shows correlations (simple and 
controlling for socioeconomic status) between 
amount of viewing and scores on these two in-
dices in the second and third years of the study, 
within context groups. Clearly, context makes 
a difference, even when adding the SES con-
trol. Relationships with both variables, both 
years, are much stronger among students 
whose parents are not restrictive and protec-
tive of their viewing. The difference between 
the two subgroups in the second year for the 
mean world index is particularly striking. 

The relationship between amount of view-
ing and the violence index is not much differ-
ent for students whose parents do and do not 
seem to encourage viewing. Yet, when the par-
ents treat the medium in a positive manner, ap-
parently using television to help socialize their 
children, the relationship between viewing and 
the mean world syndrome of mistrust and fear 
absolutely disappears. 



Table 15-1 Simple and Partial Correlations of Television Viewing' with Violence and Mean World Indices, within Different Viewing 
Contexts' 

Second Year Third Year 

VIOLENCE INDEX MEAN WORLD INDEX VIOLENCE INDEX MEAN WORLD INDEX 

Simple Controlling Simple Controlling Simple Controlling Simple Controlling 
r for SES3 r for SES r for SES r for SES  

Overall .21 - .16- .16- .14* .23- .19- .15' .14' 
Protectiveness 
Low .29- .24' .41 - .36- .23' .19' .30- .2.5* 
High .19' .14 - .09 - .08 .19' .11 -.03 - .03 

Utility 
Low .20' .16' .24' .21' .24' .15 .24- .22" 
High .24 .20' .01 .00 .22' .21' .00 .00 

Conflict 
Low .17* .14 .10 .08 .27-  .25- .02 .01 
High .25- .19' .22' .20' .17* .12 .30- .29-

Independence 
Low .17' .15' .10 .12 .10 .08 .10 .11 
High .23* .14 .18' .13 .40.- .34-  .19' .15 

= p < .05 •• = p < .01 ••• = p < .001 
'Reported television exposure "on an average day," in hours, each year; reliability estimates range from .70 to .80. 
20verall N = 216; indices are dichotomized by a median split. Cell N's vary around 100, due to missing data. 
3Socioeconomic status (SES) measured by the father's occupational prestige (Duncan scale) and education (Hollingshead scale); reliability 
= .86 
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The presence of conflict in the home con-
cerning viewing also impinges on the mean 
world relationship but not the association with 
the violence index. When there is arguing over 
television, heavy viewing strongly goes with 
higher levels of mistrust; when arguments are 
absent, the relationship is only moderate in the 
second year and gone in the third. 

Finally, whether respondents or their sib-
lings or parents select viewing fare does not 
make as dramatic a difference. Nonetheless, 
there is a fairly consistent tendency for stu-
dents who select their own shows to manifest 
considerably stronger patterns of association 
between television viewing, fear, and mistrust. 

To a certain extent, the data imply that the 
less parents are involved in their children's 
viewing, the stronger the effects. The involve-
ment can either be positive or negative; partic-
ularly with the mean world index, students 
whose parents neither restrict nor explicitly en-
courage viewing show the most striking rela-
tionships. At the same time, when there is 
arguing and conflict, as opposed to simply reg-
ulation, the effects are exacerbated. 

In contrast to these relatively sharp differ-
ences, content preferences of the students are 
highly ambiguous. The between-group differ-
ences based on students who prefer certain 
kinds of programming over others are incon-
sistent. However, this supports our contention 
that television is all of a piece and that the en-
tire system of messages has more impact than 
do selective and isolated genres and variations. 

These analyses also support Brown and 
Linne'sn contention that "the family acts as a 
filter to the child's experience of television. 
Furthermore, this filtering process actually af-
fects the type of influence television has on a 
child." Finally, the results point to the flexibil-
ity of cultivation analysis for uncovering theo-
retically relevant conditioning and mediating 
influences on the implications of heavy view-
ing. 

Longitudinal Cultivation Analysis 

The attractions of longitudinal research go be-
yond our distrust and disinterest in demon-

strating effects that are observed six months 
after a child is shown a particular television 
program. When we began our longitudinal 
study of adolescents, we felt that by gathering 
information on a variety of dimensions and 
tracing patterns over time, we could achieve in-
sight into the intricacies of association, corre-
lation, and perhaps even causes and effects. 

The prospects looked good. While Lazars: 
feld, 24 Schramm et al.,2 and others have fre-
quently called for long-term longitudinal 
studies, Chaffee persuasively finds prag-
matic, conceptual, and statistical problems 
with long-term research that would "cut across 
radically different phases in child develop-
ment." Reducing the scope of time involved, 
he argues that a "longitudinal study extending 
over two or three years within a homogeneous 
life-cycle period . . . would seem highly desir-
able." The implication is that such a study 
would provide less ambiguous tests of causal-
ity. Our three-year adolescent study meets 
those criteria and even employs multiple meth-
ods of data collection. 

But now that we are into these longitudinal 
analyses (although not nearing completion), 
the implications of cultivation theory have led 
us to rethink some of the aims and expecta-
tions for longitudinal treatments of television's 
contribution to conceptions of social reality. 
On one level, there is a statistical limitation. 

Most popular and useful techniques for longi-
tudinal analysis (e.g., complex causal model-
ing; covariance structure analysis; regression 
with an interaction term; and even cross-
lagged partial correlations, which we reject 
outright for various reasons) are implicitly 
based on the assumption of linear relation-
ships. The more we examine functional forms 
in cultivation patterns, the more deviations 
from linearity we find; and path coefficients of 
zero may mask a powerful nonlinear relation-
ship. Even when models are corrected for at-
tenuation, television's influence may appear 
distorted or underestimated. 
A more serious problem is a conceptual par-

adox, impossible to resolve through statistical 
manipulations. Another fundamental premise 
of longitudinal analysis is that the goal is to as-
certain whether change in X leads to change in 
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Y. In other words, does an increase in viewing 
lead to an increase in a given television answer? 

There are two ways of looking at this ques-
tion; one traces patterns of concurrent change, 
the other examines patterns of lagged change. 
For either approach, the first step is to parti-
tion the sample into four groups of viewers, 
corresponding to the changes and stabilities in 
their viewing from one time to another. Based 
on a light-heavy median split at Time 1, the 
four types of viewers are: relatively light view-
ers both times; light the first time but heavy the 
second; heavy the first time but light the sec-
ond; heavy viewers both times. In other words, 
there are two groups of stable viewers (consist-
ently light and consistently heavy) and two 
groups of changing viewers (those who in-
crease from light to heavy viewing and those 
who decrease from heavy to light). 

The scores on the dependent variable can 
then be plotted across time for each group. 
With two waves of data, the concurrent pat-
terns can be examined; the goal is to see what 
trends accompany changes and stabilities in 
viewing. Do people who increase viewing (light 
to heavy) simultaneously become more likely 
to give a television answer? Do those who re-
duce viewing (heavy to light) become less likely 
to respond that way? What accompanies con-
sistently light or heavy viewing? These ques-
tions can be addressed by looking at how the 
scores on some dependent variables differ over 
time for the four groups of viewers. 

With three waves of data (or more), it is 
possible to look at lagged change, often held to 
be a more powerful method of assessing cau-
sality. The effect of a change in viewing may 
not be immediately accompanied by change in 
the dependent variable; that change may be de-
layed. Therefore, when we look at lagged 
change, we are attempting to see if a change in 
viewing from Time 1 to Time 2 has any impact 
on dependent variable scores from Time 2 to 
Time 3. The four viewing groups are catego-
rized as before, only here the dependent vari-
able scores are plotted from Time 2 to Time 3. 

Both techniques provide a means of seeing 
whether a change in viewing leads to a change 
in some perspective of the world, usually in 

terms of whether an increase in viewing fore-
shadows greater likelihood of perceiving the 
world in accordance with television's imagery. 
The only difference is that concurrent patterns 
look for change that accompanies simultane-
ous changes in viewing, whereas lagged pat-
terns reveal whether the effect occurs at some 
later time. 

Yet, we have argued extensively (as have 
others) that if one is looking for media effects, 
then looking for change is off the mark. We 
contend that the primary consequence of tele-
vision is the stabilization and reinforcement of 
conventional values and morality. 

To illustrate the complexities of this para-
dox and to offer a tentative solution, we 
present some preliminary data from our ongo-
ing longitudinal analysis of the cultivation of 
sex-role stereotypes. The dependent variables 
are indices comprised of variables asked each 
year concerning respondents' opinions on who 
should hold full-time jobs in a family, whether 
society discriminates against women, whether 
women are happiest taking care of a family 
and raising children, and so on; reliability esti-
mates range from .55 to .65. 

The cross-sectional results are presented in 
Gross and Jeffries-Fox!' Although that article 
reports that the same-time associations are 
stronger for boys (heavy viewing goes with ex-
pressing more sexist attitudes), our longitudi-
nal treatments show that the boys' association 
washes out whereas the girls' is surprisingly ro-
bust. We shall therefore present only data for 
girls here. 

The case of adolescents and sexism is dou-
bly problematic. Relative levels of both view-
ing and sexism (i.e., in general low-high terms) 
are virtually constant across the three years. 
Almost all change that does occur is a de-
crease, on both variables. (The well-docu-
mented decline in viewing during adolescence 
is probably maturational; the decline in sexism 
may follow from both maturational and his-
torical phenomena.) 

Therefore, rather than expecting change in 
sex-role stereotypes, we anticipated that steady 
heavy viewers (and the few who become heavy 
viewers) would show no change; that is, heavy 
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viewing may help sustain the higher levels of 
sexism of earlier adolescence. Those who live 
less in the television world, where men out-
number women three to one and women rarely 
work, may be the ones who change. Thus, lack 
of change in the face of powerful social and 
maturational influences could be evidence of a 
more striking effect. 

Figure 15-1 shows changes and stabilities in 
sexism in terms of changes and stabilities in 
viewing, for both lagged and concurrent 
change. For lagged change, the patterns are 

straight forward and provocative. Consistently 
heavy and consistently light viewers end up 
highest and lowest, respectively, on the index 
of sex-role stereotypes. The changing groups 
manifest a pattern completely against the 
change leading to change hypothesis but 
strongly support the notion of reinforcement 
and maintenance. First-year heavy viewers in-
crease slightly in sexism regardless of whether 
they remain heavy viewers or become light. 
Further, the increases for the first-year heavy 
viewers (2.7 points for those who become light, 

Figure 15-1 Lagged and concurrent changes in sexism scores for 
changing and stable viewers (girls only). 
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4.7 for those who remain heavy) are less than 
the decreases for first-year light viewers (9.0 
points for those who remain light, 10.3 points 
for those who become heavy). In short, change 
in viewing makes less difference than initial 
level. 

For concurrent change, on the other hand, 
there is support for the change leading to 
change notion. Light viewers at Time 2 have 
close sexism scores, and both are lower than 
the scores of Time 2 heavy viewers, which are 
also close. Yet, the light viewers who become 
heavy in the third year do increase on sexism 
by 2.5 points, whereas those who remain light 
drop almost 7 points. Similarly, a change from 
heavy to light viewing is accompanied by a de-
crease of more than 8 points, whereas those 
who stay heavy viewers increase 1.6. Thus, for 
girls, a change in viewing level does accom-
pany a change in sexism. Those who become 
heavy viewers endorse a greater number of sex-
role stereotypes; those who become light en-
dorse fewer. Yet, consistently heavy viewers 
barely change, and consistently light viewers 
show a marked decrease. 

Because younger students and those with 
lower IQs both increase viewing and appear to 
be more sexist, these patterns could be partly 
or entirely due to age and IQ. However, when 
age and IQ are removed from sexism scores, 
the changing and stable viewing groups mani-
fest virtually the same pattern with the residual 
scores as they do with the raw scores. 

From the lagged-effect perspective, early 
viewing is all that counts; heavy viewers in-
crease and light viewers decrease regardless of 
change or stability in viewing. Looking at con-
current change, girls who increase viewing also 
increase on sexism. By removing the effects of 
IQ and grade, we see that television appears to 
make a notable independent contribution to 
the development of sex-role stereotypes among 
adolescent girls. While there is at least some ev-
idence supporting the change leading to 
change notion (but only concurrently), the 
dominant features of viewing and sexism pat-
terns over time is preservation, continuance, 
and reinforcement — in short, cultivation. 

Do these patterns allow the inference of 

causality? We are not sure. In any case, the 
causal question may be fundamentally insolu-
ble. The point is not so much whether televi-
sion viewing is a distinct, decisive, and isolated 
agent of causality, as it is the direction of the 
contribution it makes. Our longitudinal analy-
ses are now expanding further into the areas of 
life course and family expectations, occupa-
tional and educational aspirations, and a vari-
ety of social reality conceptions. As these 
analyses proceed, we expect to continue to find 
that television cultivates assumptions that fit 
its socially functional myths. 

Summary 

This article began with a discussion of the role 
of television as the dominant cultural arm of 
the established socioeconomic-industrial or-
der. Television has come to play a central role 
in the processes of socialization (acquisition of 
norms) and enculturation (acquisition and re-
inforcement of values) of members of our 
culture. As such, the appropriate way to con-
ceptualize and detect the effects of exposure to 
television might be in terms of stability rather 
than of changes in attitudes and behavior. 

This approach and methods were illustrated 
with examples from a three-year longitudinal 
study of adolescents. Looking first at a series 
of measures of parental involvement in their 
children's viewing, we find that the lower the 
level of such involvement, the stronger the evi-
dence for cultivation. By cultivation we mean 
viewers' expression of conceptions of social re-
ality that match the patterns and values found 
in television drama. 

The article then discussed longitudinal anal-
yses of data from the three-year study and dis-
cussed some conceptual and methodological 
challenges involved in attempting to trace ef-
fects over time. Looking at the adolescent girls' 
responses on items combined into a sexism in-
dex, we showed how the dominant patterns 
emerging over the three-year period are those 
of television's role in preserving and maintain-
ing sexist views. 



Television and Enculturation 233 

Endnotes 

I. See, for example, William J. McGuire, 
"The Nature of Attitudes and Attitude 
Change," in G. Lindzey and E. Aronson, 
The Handbook of Social Psychology 
(Reading, Mass.: Addison-Wesley, 1969), 
136-314; "Persuasion, Resistance and At-
titude Change," in I. deS. Pool and W. 
Schramm, eds., The Handbook of Com-
munication (Chicago: Rand McNally, 
1973). Also, Arthur R. Cohen, Attitude 
Change and Social Influence (New York: 
Basic Books, 1964). 

2. H. T. Himmelweit, A. Oppenheim, and R 
Vince, Television and the Child (London: 
Oxford, 1958); W. J. Schramm, J. Lyle, 
and E. Parker, Television in the Lives of 
Our Children (Stanford, Calif.: Stanford 
University Press, 1961). 

3. Paul F. Lazarsfeld, "Why Is So Little 
Known about the Effects of TV and What 
Can Be Done?" Public Opinion Quarterly 
19 (1955): 243-251. 

4. Charles R. Wright, Mass Communication: 
A Sociological Perspective, 2nd ed. (New 
York: Random House, 1975). 

5. D. H. Wrong, "The Oversocialized Con-
ception of Man in Modern Sociology," 
American Sociological Review 26 (1961): 
183-193. 

6. Edward Zigler and Victoria Seitz, 
"Changing Trends in Socialization Theory 
and Research," American Behavioral Sci-
entist 21 (1978): 731-756. 

7. W. Gerson, "Mass Media Socialization Be-
havior: Negro-White Differences," Social 
Forces 45 (1966): 40-50. 

8. Melvin L. DeFleur and Lois B. DeFleur, 
"The Relative Contribution of Television 
as a Learning Source for Children's Occu-
pational Knowledge," American Sociolog-
ical Review 32 (1967): 777-789. 

9. George Gerbner, Larry Gross, Nancy 
Signorielli, and Michael Morgan, "Aging 
with Television: Images on Television 
Drama and Conceptions of Social Real-
ity," Journal of Communication 30 (1980): 
37-47. 

10. George Gerbner, "Communication and 
Social Environment," Scientific American 
227 (1972): 153-160. 

11. George Gerbner and Larry Gross, "Living 
with Television: The Violence Profile," 
Journal of Communication 26 (1976): 
172-199. 

12. Peter L. Berger, The Sacred Canopy (Gar-
den City, N.Y.: Doubleday, 1966), 29,31, 
40. 

13. Sol Worth and Larry Gross, "Symbolic 
Strategies," Journal of Communication 24 
(1974): 27-39. 

14. Paul Messaris and Larry Gross, "Interpre-
tations of a Photographic Narrative by 
Viewers in Four Age Groups," Studies in 
the Anthropology of Visual Communica-
tion 4 (1977): 99-111. 

15. Gerbner and Gross, op. cit. 
16. For a more extended discussion of mes-

sage system analysis, see George Gerbner, 
"Cultural Indicators: The Third Voice," in 
G. Gerbner, L. Gross, and W. Melody, 
eds., Communications Technology and 
Social Policy (New York: Wiley, 1973), 
555-573. For a series of interchanges on 
the violence profiles, see articles by D. M. 
Blank and by G. Gerbner et al. in the Jour-
nal of Broadcasting 21 (1977): 273-303. 
For other discussions of the methodology, 
see George Gerbner et al., "Cultural Indi-
cators: Violence Profile No. 9," Journal of 
Communication 28 (1978): 176-207; also 
see essay in this volume. 

17. Gerbner, Gross, Signorielli, and Morgan, 
op. cit. 

18. Michael Morgan and Larry Gross, "Read-
ing, Writing and Watching: Television 
Viewing, IQ and Academic Achieve-
ment," Journal of Broadcasting 24 (1980): 
117-133. 

19. Nancy Signorielli, "Television's Contribu-
tion to Sex-Role Socialization," paper 
presented at the Seventh Annual Telecom-
munications Policy Research Conference, 
Skytop, Pennsylvania, April 1979. 

20. Nancy F. Rothschild, "Group as a Mediat-
ing Factor in the Cultivation Process 
among Young Children." Unpublished 



234 Broadcasting Research Methods 

M.A. thesis, The Annenberg School of 
Communications, University of Pennsyl-
vania, (1979). 

21. George Gerbner, Larry Gross, Michael 
Morgan, and Nancy Signorielli, "The 
'Mainstreaming' of America: Violence 
Profile No. 11," Journal of Communica-
tion 30 (1980): 10-29. 

22. George Gerbner, Larry Gross, Michael 
Morgan, and Nancy Signorielli, "Charting 
the Mainstream: Television's Contribu-
tions to Political Orientations," Journal of 
Communication 32 (1982): 100-127. 

23. J. R. Brown and O. Linne, "The Family as 
a Mediator of Television's Effects," in Ray 
Brown, ed., Children and Television (Bev-

erly Hills, Calif.: Sage, 1976), 184-198. 
24. Lazarsfeld, op. cit. 
25. Schramm, op. cit. 
26. Steven H. Chaffee, "Television and Ado-

lescent Aggressiveness (overview)," in G. 
A. Comstock and E. A. Rubinstein, eds., 
Television and Social Behavior, Vol. III 
(Washington, D.C.: U.S. Government 
Printing Office, 1972), 1-34. 

27. Larry Gross and Suzanne Jeffries-Fox, 
"What Do You Want to Be When You 
Grow up, Little Girl?" in G. Tuchman, A. 
K. Daniels, and J. Benet, eds., Hearth and 
Home: Images of Women in the Mass Me-
dia (New York: Oxford, 1978), 240-265. 



Questions about the amount of violence in the 
mass media, particularly television program-
ming, have been voiced since the advent of the 
media. Senate hearings about television vio-
lence were held as early as 1954. These con-
cerns stem from fears that television violence 
leads to aggressive behavior, particularly 
among young people. An equally controversial 
subject has been how to define, measure, iso-
late, and analyze that violence. This essay ex-
amines ways television violence has been 
measured, including violence indices. The dis-
cussion is limited to television, even though 
there has been research about violence in other 
mass media. It also is limited to studies of 
American television. 

Two rich information sources about televi-
sion —its content and effects—are the 1972 six-
volume report of the Surgeon General's 
Scientific Advisory Committee, Television and 
Social Behavior, and its 1982 two-volume up-
date, Television and Behavior: Ten Years of 
Scientific Progress and Implications in the 
Eighties. These reports cover research projects 
conducted between 1967 and 1980 on a wide 
variety of television-related topics. This dis-
cussion draws up findings of these studies. 

Violence in television programming has 
been studied in many ways. In a considerable 
body of research, the assessment of violence is 
the main issue; that is, the goal is to ascertain 
the amount of violence in television program-
ming. Another large body of research, con-
cerned with violence in programming as a side 
issue, assesses effects of programming, usually 
violent programming. Measures of violence 
are used to define experimental conditions; 
that is, the amount of violence is an indepen-
dent variable. This research will be discussed 
briefly in reference to how violence is defined 
and/or measured. 

This essay also examines definitions of vio-
lence and the ways violence is unitized. During 
the past twenty years, violence has probably 
been defined almost as many times as it has 
been examined. Since violence is complex, it 
can be and is defined in many ways. Research-
ers have also developed many ways to isolate 
discrete acts of violence in programming. The 
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theoretical and methodological framework of the 
Cultural Indicators Project at the Annenberg 
School of Communications, University of Penn-
sylvania. The results of recent Cultural Indicators 
research also appeared in George Gerbner, Larry 
Gross, Michael Morgan, and Nancy Signorielli, 
"The 'Mainstreaming' of America: Violence Pro-
file No. 11,"Journal of Communication 30 (1980): 
3. I particularly would like to thank Heather Harr-
Mazar, Wendy Wolfenson, Larry Gross, and Mi-
chael Morgan for their help in preparing this essay. 
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discussion of definitions and unitization rules 
also elaborates on some controversy surround-
ing this research. The major thrust of this essay 
is methodological. Findings are presented 
briefly. 

The Assessment of Violence 
in Television Programs 

Researchers have assessed violence in televi-
sion programs in four basic ways: (1) content 
analyses using trained coders and specific rules 
and definitions; (2) ratings or consensual mea-
sures in which people (experts as well as every-
day) rate the amount of violence in programs; 
(3) studies in which the researcher predeter-
mines which programs are violent; and (4) 
studies using combinations of (2) and (3). This 
last set of studies usually focuses on issues 
(motivation, prosocial, etc.) other than vio-
lence. Tables 16-1 and 16-2 list studies using the 
first two methods. The third and fourth areas 
are not included because they are not con-
cerned with measurement issues per se. More-
over, the methods actually used in these studies 
are usually similar to those in (1) and (2). 

Content Analysis 

Although most people would agree that there 
is violence on television, there is no consensus 
about the degree or amount. To rely on 
people's perceptions or opinions raises impor-
tant questions, including problems of selective 
exposure and differences in what to consider 
violence. Adequate and accurate assessment of 
the amount of violence in television program-
ming can be achieved only through systematic 
research that includes quantification of this 
phenomenon. Methodologically, content anal-
ysis provides a procedural framework that can 
be used to conduct this type of research. 

Content analysis has been defined as "any 
technique for making inferences by systemati-
cally and objectively identifying specified 
characteristics of messages." The first step in 
content analysis is to design an appropriate re-
cording instrument; for television program-
ming, the set of observations that must be 

made for all programs in the sample. This re-
cording instrument also includes the defini-
tions and rules used to code these programs. 
Content analysis data are generated by coders 
trained to use this instrument; that is, they are 
taught to observe a phenomenon in a particu-
lar way. Thus, coders' personal opinions 
should not be apparent; in a rigorous content 
analysis any trained coder will generate the 
same data. Moreover, this objectivity can and 
should be measured via reliability analysis. 
Thus, the researcher is assured that the data re-
flect actual properties of the material under in-
vestigation and not ambiguities contributed by 
the uncertainties in the instrument or coder idi-
osyncracies. 

The study of television violence through 
content analysis usually includes examining 
several aspects of this phenomenon. Most of 
these analyses try to measure violence pre-
cisely. Thus, the content analysis recording in-
struments include a definition of violence and 
rules to isolate and count the number of times 
violence occurs. These rules, the unitization 
procedures, specify what constitutes a discrete 
act of violence—when it begins and when it 
ends. 

Since 1954, many content analyses have as-
sessed television content (see Table 16-1).2 The 
earliest important studies, conducted by Dal-
las Smyth& and Sidney Head,' coded pro-
grams "off the air." They found that in the 
early 1950s there was a considerable amount of 
violence in New York City television program-
ming. 

Clark and Blankenbure assessed violence 
in television drama over a longer time, 1953 
through October 1969. The authors, using TV 
Guide synopses as source material, stated that 
their measure or assessment of violence is 
probably underestimated, particularly in re-
gard to television comedies. Since the source 
material is limited, the research only assessed 
general levels of violence; a specific count of 
violent actions could not be done. Clark and 
Blankenburg found a high level of violence 
that appeared to be cyclical. There were peaks 
in 1955, 1959, 1963, and 1967, with especially 
high levels in the late 1950s. 



Table 16-1 Measuring Violence Via Content Analysis 

Authors 

Cultural Indicators 
Gerbner 
Gross 
Signorielli 
Morgan 
Jackson-Beeck 

Harvey 
Sprafkin 
Rubinstein 

Schuetz 
Sprafkin 

Deiner 
DeFour 

Franzblau 
Sprafkin 
Rubinstein 

CBS, Office 
of Social 
Research 

Phenomenon 

annual weekly 
samples of 
prime-time, 
weekend-daytime 
network dramatic 
programs 

week long sample 
of prime-time 
programs (video-
taped) 

Who Codes 

trained coders 
(12-16) 

trained coders 

week-long sample two trained 
of Saturday A.M. raters 
commercials (video-
taped) 

12 adventure 
programs 

week-long sample 
of prime-time 
programs (video-
taped) 

samples of prime-
time programming 

30 trained 
undergraduates 

four trained 
raters 

Definition 

yes 

yes 

yes 

yes 

yes 

How Used 

To ascertain content on 
number of basic issues, 
such as violence, aging, 
sex-roles, and minority 
presentation 

To determine the impact of 
family viewing time pol-
icy on content; to isolate 
prosocial and aggressive 
behavior 

To isolate prosocial behav-
ior in children's TV com-
mercials 

To answer question: Does 
television content en-
hance program popular-
ity? 

To ascertain amount of sex-
ually aggressive (e.g., 
rape, aggressive touch-
ing) behavior in TV pro-
grams 

trained coders yes To ascertain the amount of 
violence in programming 



Table 16-1 (Cont.) 

Authors Phenomenon Who Codes Definition How Used 

Slaby 
Quarforth 
McConnachie 

Dominick 

Clark 
Blankenberg 

Head 

Smythe 

week-long sample 
of programs (off-
air) 

week-long sample 
of prime-time 
programs (off-air) 

TV Guide Synopsis 
(1953-1969) 

13-week sample of 
programs (4 episodes/ 
programs) (off-air) 

samples of programs 
(off-air) 

undergraduates 
(trained & practiced) 

7 trained coders 

coders 

4 coders 

trained coders 

yes To assess violence on TV 
(Gerbner- and attribute to major 

sponsors 
based) 

yes 

yes 

yes 

yes 

To ascertain portrayal of 
criminal victims and law 
enforcement on TV 

To ascertain trends in 
amount of violence in 
prime-time programs 

To analyze TV content 

To ascertain content of tele-
vision programs on basic 
issues 



Table 16-2 Measuring Violence Via Ratings 

Authors 

Murray 
Cole 
Fedler 

Greenberg 
Gordon 

Abel 
Beninson 

Israel 
Robinson 
Smith 

Loye 

Type of Phenomenon 
Directly Observed Who Observes 

list of programs teenagers 

list of programs 

list of programs 

list of programs 

programs list 

lists 

TV critics, public 
(adults) 

children and their 
mothers 

TV critics, gradu-
ate students 

graduate students 

psychiatrists, 
psychologists, 
parents, etc.  

Provided Definition 

their own; half 
before, half after 
rating 

half 

half 

half 

yes 

unknown 

How Results Used 

Determine whether teenagers who watch 
television, especially violent programs, 
possess characteristics dilfferent from 
teenagers who prefer less violent pro-
gramming 

To determine how much violence TV critics 
perceive in programming in comparison 
to that perceived by viewers 

To determine if there is agreement between 
children and their mother's perception of 
violence 

To ascertain demagogical characteristics of 
viewers of violent programs 

To determine if "bad" drivers have a greater 
preference for viewing violent TV pro-
grams than "good" drivers 

To measure psychological effect of watch-
ing different types of dramatic content 
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Researchers have used content analysis to 
isolate different aspects of violent content.' 
Dominick', examining crime and law enforce-
ment in prime-time programming, found that 
two-thirds of the programs portrayed at least 
one crime. He also found that violent crimes 
were the most prevalent; murder, assault, and 
armed robbery made up 60 percent of televi-
sion crimes. Moreover, television tended to 
overrepresent crimes directed against people 
rather than property' and to underrepresent vi-
olent crimes between family members. 

The results of content analyses have been 
put to several interesting uses. Slaby, Quar-
forth, and McConnachie related television vi-
olence to the people who sponsor it. They 
assessed the amount of violence on television 
and determined the rate of violence attribut-
able to major commercial sponsors. They 
found 2,796 violent episodes in 376 hours of 
programming, or 7.43 episodes per hour. The 
range of violent actions was quite large— from 
none to 22.5 per hour. 

One grassroots movement concerned with 
ascertaining the amount of violence in pro-
gramming grew out of the research of Slaby, 
Quarforth, and McConnachie. In 1976, the 
National Citizens Committee for Broadcasting 
(NCCB) set up a monitoring system to deter-
mine which companies were sponsoring the 
most and least violent programming. NCCB 
consulted with experts to set up a system and 
used a commercial monitoring firm to gather 
the data. They reported the results of this proj-
ect in Media Watch, their bi-monthly newslet-
ter. 

Another grassroots movement of about the 
same time was the National PTA's TV Action 
Center. Given two years without national cov-
erage, this project may no longer exist. This 
project used thousands of PTA members 
throughout the country (two units from each 
state) as monitors who noted instances of gra-
tuitous violence (violence used to maintain 
interest, violence not necessary for plot devel-
opment, and glorified violence). They also 
looked for instances of sexploitation as well as 
for sexual, age, and racial or ethnic stereo-
types. In a yearly TV program review guide, 

the PTA listed the least and most violent pro-
grams and sponsors, as well as descriptions of 
individual programs based on monitors' opin-
ions. 

The PTA project raised the level of public 
consciousness about TV violence. Its draw-
back was that the monitoring was not objec-
tive; the PTA wanted their monitors to elicit 
personal opinions about programming. The 
PTA did supply some definitions and a short 
training program, but it did not measure the 
reliability of the codings. Thus, the results of 
the monitoring project should be viewed cau-
tiously. 
A third monitoring project has examined 

television violence for the past three years. In 
1980, building on previous work of the NCCB 
and PTA, the National Coalition on Television 
Violence (NCTV) was founded. Like NCCB, 
this organization consulted with experts to set 
up monitoring procedures. The NCTV reports 
its findings in a quarterly newsletter, NCTV 
News. NCTV, however, uses its own staff of 
monitors to gather data. NCTV also links ad-
vertisers with violent programs and reports ad-
vertisers who sponsor the least violent as well 
as the most violent programs. Finally, NCTV 
encourages members to write to companies 
praising them or complaining about their ad-
vertising practices. 

The networks, especially CBS, have also 
been active in this area. Since 1972, the Office 
of Social Research at CBS has conducted an 
annual content analysis of prime-time network 
dramatic programming that counts incidents 
of violence within programs and as a result has 
been concerned with definitional and unitiza-
tion issues. The results of these analyses are 
presented in Comstock et al.'° Typically, they 
find considerably less violence than nonin-
dustry-conducted analyses— differences that 
often result from methodological, defini-
tional, and unitization issues to be discussed 
later. 

The Cultural Indicators Project 

The most long-term and extensive content 
analysis of television programming that in-
cludes the study of violence is the Cultural In-
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dicators Project at the Annenberg School of 
Communications, University of Pennsylvania 
(often referred to as the Gerbner research). 
This research began in 1967-1968 with a study 
for the National Commission on the Causes 
and Prevention of Violence. It continued 
under the sponsorship of the Surgeon Gen-
eral's Scientific Advisory Committee on Televi-
sion and Social Behavior, the National 
Institute of Mental Health, the White House 
Office of Telecommunications Policy, the 
American Medical Association, the National 
Science Foundation, and other agencies. 

The research consists of two interrelated 
parts: (1) message system analysis —the annual 
content analysis of prime-time and weekend-
daytime network television dramatic pro-
gramming, and (2) cultivation analysis —deter-
mining conceptions of social reality television 
viewing tends to cultivate in different groups 
of viewers." The analyses provide information 
about the geography, demography, character 
profiles, and action structure of television 
drama and focus these images and lessons on 
specific issues, policies, and topics. 

The content data on which Cultural Indica-
tors bases its reports are gathered on issues 
other than violence. Rigorously trained two-
person coding teams generate the content data. 
During training, each pair independently 
codes a series of ten programs that have been 
coded by the entire message system analysis 
staff, returning one joint coding for each pro-
gram. Each pair then meets with a staff mem-
ber to discuss difficulties encountered. When 
the month-long training has been completed, 
coder-pairs begin to code the annual sample of 
prime-time and weekend-daytime (children's) 
network dramatic programming. During both 
the training and data-collection phases, coder-
pairs monitor their assigned videotaped 
programs as often as necessary, rescreening 
portions as needed. All programs in the sample 
are coded independently by two separate 
coder-pairs to provide double-coded data for 
reliability testing. 

Reliability measures are designed to ascer-
tain the degree to which the recorded data re-
flect the properties of the material being 

studied and not observer bias or instrument 
ambiguity. The Cultural Indicators reliability 
assessment consists of calculating an agree-
ment coefficient for each content item in the 
recording instrument. Only items meeting ac-
ceptable levels of agreement are included in 
subsequent analyses.' 

The data do not reflect what one person sees 
but what large communities absorb over long 
periods of time. Thus, the research does not at-
tempt to interpret individual programs, 
networks, or productions, nor to draw conclu-
sions about artistic merit. The analysis isolates 
the patterns and symbolic structures in the 
samples. The purpose of this content analysis 
is to provide systematic, cumulative, and ob-
jective observations of the relevant aspects of 
the world of television drama. 

Cultural Indicators has published annual 
reports" on violence in television program-
ming and has developed an index used to 
compare the levels of violence in different pro-
gramming genres. This discussion focuses only 
on some methodological issues and controver-
sies surrounding this research. 

Measuring Violence via Ratings 

The second type of study that generates mea-
sures of the amount of violence in programs 
uses people (experts such as television critics as 
well as average people) to rate the degree of vi-
olence within programs. The raters are given 
lists of television programs and asked to rate 
programs with which they are familiar on a 
three- or five-point violence scale. These stud-
ies often manipulate whether raters are given a 
definition of violence; most studies have found 
that it does matter. For example, Greenberg 
and Gordon" and Abel and Beninson' found 
that adult raters who were given a definition 
rated programs as more violent than the raters 
not given one. For children, though, the oppo-
site was true—those without a definition rated 
programs as more violent. Other experimental 
conditions include having raters generate their 
own definition of violence either before or 
after completing the rating task.' 

The best known rating study is by Green-
berg and Gordon' as part of the Surgeon 
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General's three-year study of television. This 
research compared the ratings made by televi-
sion critics with those of the public (adults). 
Greenberg and Gordon also manipulated, for 
the public, whether a definition of violence 
was supplied (the critics were given a definition 
and also asked to supply their own if it dif-
fered). They found unanimity between the crit-
ics and the public about the twenty most 
violent shows in the 1969 television season. 
Moreover, the critics judged programs as more 
violent than did the public. Finally, violence 
ratings increased when raters were given a defi-
nition of violence. 

It thus appears that requiring raters to ad-
here to an explicit definition may inflate per-
ceived violence levels. It should be stressed that 
absolute levels are misleading and not the cen-
tral issue. A primary value of systematic re-
search is that it provides a way to compare 
trends reliably over time. Agreements or dis-
agreements about individual programs are less 
important than the phenomena contained in 
the total, coherent system or messages. 

Key Issues: Definitions, 
Unitization, and Sampling 

Measuring violence rests on three key issues 
that are also the basis for disagreements about 
the findings of violence-related content anal-
yses: (1) the way violence is defined and what 
to include as violence; (2) the way violence is 
isolated or unitized; and (3) the nature of the 
sample. 

Definitions of Violence 
The rating studies revealed that when raters 
were given a definition of violence, programs 
were usually rated as more violent. Thus, the 
way violence is defined is an important meth-
odological issue. Although almost every study 
supplies its own definition of violence, most 
definitions have a common core that includes 
physical hurting and/or killing. Some specific 
definitions used in this research are given 
below. 

The most widely usee definition was devel-
oped for the Cultural Indicators Project. Vio-

lence is "the overt expression of physical force 
(with or without a weapon, against self or 
other) compelling action against one's will or 
pain of being hurt or killed, or actually hurting 
or killing."' The definition of violence used in 
the CBS monitoring project is "the use of phys-
ical force against persons or animals, or the ar-
ticulated, explicit threat of physical force to 
compel particular behavioi on the part of a 
person."' The PTA isolates gratuitous vio-
lence, defined as "violence to maintain in-
terest, violence not necessary for plot develop-
ment, glorified violence."' PTA monitors are 
instructed to focus primarily on violence to 
persons, to property, and to laws. Clark and 
Blankenbure define violence as "physical acts 
or the threat of physical acts by humans de-
signed to inflict physical injury to persons or 
damage to property." Harvey, Sprafkin and 
Rubinstein' and Scheutz and Sprafkin24 focus 
on aggression, rather than violence, which 
they define as "acts involving the use of force, 
threat of force, or intent of force against 
others." 

As noted, some ratings studies manipulated 
whether raters were given a definition of vio-
lence before the rating task. These definitions 
also focus on physical violence, such as hurt-
ing. Smith defined a violent program as "a 
program where usually at some point the 
action results in injury or destruction to some 
object, animal, or human. The injury may be 
psychological or physical. . . a result of verbal 
or motor action."' Greenberg and Gordon' 
and Abel and Beninsony used the same defini-
tion, "how much fighting, shooting, yelling or 
killing there usually is in the show." Finally, 
some rating researchers had the raters define 
violence—either before or after rating the pro-
grams. Again, physical violence predominates. 
For example, Murray, Cole, and Fedler 28 
found that teenagers' definitions of violence 
generally involved three types of acts: 

1. Physical: Violence to persons, damage to 
property 

2. Mental: Psychological and emotional (e.g., 
fear and hatred) 

3. Verbal: Verbal abuse 
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These definitions are remarkably similar, 
stressing primarily physical force, including 
hurting and killing. One basic difference is 
whether the definition includes violence to 
property and emotional or psychological vio-
lence. Cultural Indicators, CBS, and Green-
berg and Gordon do not, but most others do. 
These differences seem to have been accepted, 
and no major arguments have arisen because 
of them. The arguments that do exist are be-
tween industry-related research and the Cul-
tural Indicators study. The differences focus 
not on the definition of violence per se but on 
whether to include certain forms of violence, 
such as comic violence, accidents, or acts of 
nature. 

The network researchers (CBS" and NBC) 
argue against including these disputed forms. 
Cultural Indicators research, on the other 
hand, records all incidents of violence if they 
meet the criteria in the definition and coding 
instructions." In regard to comic violence, 
Cultural Indicators records all violence occur-
ring in a realistic or serious context along with 
violence in a fantasy or humorous context. 
CBS, however, would not count as violence 
events "in a context which would ordinarily 
produce laughter" and violence that is "not of a 
serious character." The network critics attack 
the inclusion of comic violence with the sup-
posedly disarming example of a pie in the face. 
Cultural Indicators, however, classifies as vio-
lence only the credible indication or actual in-
fliction of overt physical pain, hurt, or killing. 
Thus, if a pie in the face does that, which de-
pends on the specific incident, it is violence and 
would be recorded as such. 

Substantial empirical evidence indicates 
that a comic context is an effective form in 
which to convey serious lessons." Moreover, 
CBS has been quick to point out that children 
can learn (perceive) pro-social messages in 
comic context." Although CBS may assume 
that children will only pick up "good" mes-
sages in a "humorous context," Cultural Indi-
cators does not. 

The second definition-related contention is 
whether to include accidents and/or acts of 
nature. Again, the networks argue against 

their inclusion (except those occurring in a vio-
lent context, such as someone killed in an acci-
dent while escaping from a crime) without 
offering a reason other than that accidents are 
not reasonable types of violence. Cultural In-
dicators research has always included both vio-
lence occurring due to accidents and/or acts of 
nature because, in fact, there are no accidents 
in fiction. The author invents (or producer in-
serts) dramatic disasters, accidents, and acts of 
nature for a purpose—often to eliminate or in-
capacitate a character. Moreover, the pattern 
of violent victimization revealed through these 
occurrences may be a significant part of televi-
sion violence. It is hardly accidental that cer-
tain types of characters are accident- or 
disaster-prone in the world of television. These 
patterns may also have significant effects on 
some viewers' conceptions of life and on their 
own risks in life. Therefore, a person con-
cerned with the full range of potential signifi-
cant consequences from violence in television 
programming must identify and report all 
types of violence that fit the strict definition. 

Unitization of Violence 

The second area of disagreement about how to 
measure violence is how to isolate specific inci-
dents of violence. Where does a violent action 
start and where does it end? Although any de-
cision is somewhat arbitrary and open to de-
bate, these researchers must operationalize the 
concept in the most appropriate, meaningful, 
simple, and comprehensible way. 

In the tradition of content research since the 
first studies of the 1950s, Cultural Indicators' 
coding instructions specify that a violent 
action is a scene of some violence confined to 
the same participants. If a scene is interrupted 
by flashback or shifts to another scene but con-
tinues in real time, it is still the same episode. 
Any change in the cast of characters, such as a 
new agent of violence entering the scene, starts 
another episode. 

The CBS study, which is essentially the only 
other major study (aside from the NCCB and 
NCTV monitoring") that measures violence 
levels and counts the number of actions within 
programs, defines a violent action somewhat 
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similarly: "one sustained, dramatically contin-
uous event involving violence, with essentially 
the same group of participants and with no 
major interruption in continuity." The major 
difference between the two rules is the ambigu-
ous inclusion of the word essentially in the 
CBS instructions. Moreover, since the criteria 
for demanding the essential set of agents are 
not specified, the CBS study seems to present 
an arbitrary and subjective manipulation of 
the unit of analysis. In fact, CBS's instructions 
to coders are vague on this issue: 

A violent incident is not absolutely synony-
mous with an "act." One incident might in-
clude brief breaks in the action, as in a 
protracted chase scene, interrupted by pauses 
for regrouping and reloading or acts of vio-
lence by more than one person, as, for exam-
ple, in a fight scene involving several people. 

Because of these differences, the findings of 
these two major studies differ, but in a predict-
able way. CBS, as expected, finds less violence 
than does Cultural Indicators." 

Sampling 

Another area of considerable debate and criti-
cism of Cultural Indicators research is the na-
ture of the sample used for the annual message 
system analysis — a single week of program-
ming broadcast in the fall of each season. In 
particular, CBS has argued that there is no 
such thing as a typical television week. Cul-
tural Indicators, knowing the dangers of using 
too small a sample, has conducted sampling 
studies to assess the representativeness of a 
one-week sample. These studies include an ini-
tial analysis in 1969," repeated spring-season 
test samplings in 1975 and 1976, and an analy-
sis of seven weeks of fall 1976 prime-time pro-
gramming. 

In the 1976 study, violence-related content 
data were collected for seven consecutive 
weeks, including the week originally selected 
for the fall 1976 sample of prime-time pro-
gramming. Many statistical routines, includ-
ing several analyses of variance, led to the 
same conclusion — each sample week yielded 

basically similar findings. That is, there were 
no significant differences by week for depen-
dent measures such as the number of violent 
actions, the duration of violence, and the sig-
nificance of violence. There were, however, 
significant main-effects for program-related 
variables, including network, type of pro-
gram, time of broadcast, and new or continued 
program; but there were no significant interac-
tions. Thus, for example, the networks dif-
fered significantly overall from each other on 
these measures (see Table 16-3) but not on a 
week-by-week basis. Moreover, for the num-
ber of violent actions, the network rankings 
are remarkably stable during this time period. 
We found the same rank-order of the three net-
works no matter which week was chosen, ex-
cept for one instance when ABC and CBS were 
tied. 

These studies thus indicate that even though 
a larger sample may increase precision, given 
our operational definitions and multidimen-
sional measures that are sensitive to many sig-
nificant aspects of television violence, the 
one-week sample yields remarkably stable 
results with high cost-efficiency. 

Indices of Violence 

Indices abound in American culture. Most 
Americans are aware of economic indices, 
such as the Consumer Price Index, and, re-
cently, the Pollution Index has been gaining 
recognition. 

In research, indices are usually developed 
and used as data reduction devices. Basically, 
an index's usefulness is its ability to reduce a 
lot of data to a simple number that is easy to 
interpret and understand. An index has been 
defined as "a type of composite measure that 
summarizes several specific observations and 
represents some more general dimension."' 

Most studies that measure violence in televi-
sion programming are not concerned with in-
dices. As noted, the rating and predetermined 
studies label programs from very violent to not 
violent. When researchers want more sophisti-
cated data, they use the number of violent 
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actions as a measure of the degree of violence 
in different programming genres. Ratings and 
the number of acts are useful because they give 
a very general measure of the amount of vio-
lence in programming. 

But violence is a complex phenomenon; and 
a sophisticated analysis involves attending not 
only to specific actions but also to whom is 
hurt, who does the hurting, and so on. Thus, 
although simple measures such as the number 
of violent incidents reveal fluctuations in the 
basic levels of violence, by itself this type of 
measure does not yield rich analytic informa-
tion. 

Since 1969, Cultural Indicators research has 
developed and reported, on a yearly basis, an 

Index of Violence combining several violence-
related measures and calculated for many 
genres of programs. It is not, however, calcu-
lated for the individual programs within the 
yearly samples. 

The Cultural Indicators Violence Index 
contains three sets of direct observational 
data. These measures reveal the extent to 
which violence occurs at all in the program 
sample (prevalence), the frequency and rate of 
violent episodes (rate), and the number of roles 
calling for characterization as violents, vic-
tims, or both (role). 

Prevalence (%P) is the percent of programs 
containing any violence in a particular sample 
of programs. Rate expresses the frequency of 

Table 16-3 Analysis of Seven Weeks of Fall 1976 Programming 

Test Sample Week 

1 2 
Fall 

3 4 5 6 1976 Total 

Total 
No. of programs 
No. of violent acts 
Rate (acts per program) 

ABC 
No. of programs 
No. of violent acts 
Rate (acts per program) 

CBS 
No. of programs 
No. of violent acts 
Rate (acts per program) 

NBC 
No. of programs 
No. of violent acts 
Rate (acts per program) 

58 58 
345 342 
5.9 5.9 

20 
114 
5.7 

22 
90 
4.1 

16 
141 
8.8 

20 
107 
5.4 

21 
91 
4.3 

17 
144 
8.5 

57 
365 
6.4 

19 
112 
5.9 

22 
130 
5.9 

16 
123 
7.7 

58 
365 
6.3 

19 
132 
6.9 

21 
97 
4.6 

18 
136 
7.6 

61 56 
341 294 
5.6 5.2 

20 
116 
5.8 

21 
66 
3.1 

20 
159 
8.0 

19 
106 
5.6 

23 
102 
4.4 

14 
86 
6.1 

61 
342 
5.6 

19 
110 
5.8 

24 
84 
3.5 

18 
148 
8.2 

409 
2,394 

5.9 

136 
797 
5.9 

154 
660 
4.3 

119 
937 
7.9 

Analysis of Variance Results 

F df P 

Week 
Network 
Week by network 
Residual 

.248 
11.989 

.342 

6 
2 
12 

380 

ns 
p‹.001 

ns 
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violent actions or episodes in units of program-
ming and in units of time. The number of such 
episodes divided by the total number of pro-
grams (violent or not) yields the rate per pro-
gram (R/P). The rate per hour (RI!-!) is the 
number of episodes divided by the number of 
program hours in the sample. The latter mea-
sures the concentration or saturation of vio-
lence in time and compensates for the 
difference in rates between a long program 
unit, such as a movie, and a short one, such as 
a ten-minute cartoon. 

Role is the portrayal of characters as vio-
lents (committing violence) or victims (sub-
jected to violence) or both, and yields several 
measures. They are percent of violents out of 
all characters in a sample; percent of victims 
out of all characters in a sample; all those in-
volved as violents or victims or both (% V); 
percent of killers (those who commit fatal vio-
lence); percent of killed (victims of lethal vio-
lence); and all those involved in killing, either 
as killers, killed, or both (07oK). 

The findings from these data are combined 
to form the index. This index is the sum of the 
five measures: the percent of programs con-
taining any violence (%P), twice the rate of vi-
olent incidents per program (2R / P), twice the 
rate of violent incidents per hour (2R/ H), the 
percent of characters involved in any violence 
(% V), and the percent of characters involved 
in killing (07oK). That is, 

VI = (%P) + (2R / P) + (2R / H) 
+ (%V) + (010 K). 4I 

Prevalence, rate, and role are thus reflected in 
the index, giving it a multidimensional quality 
sensitive to a variety of measures of violence 
portrayals and lending to it a stability not eas-
ily altered or manipulated by superficial script 
changes. The Index itself is not a statistical 
finding but illustrates trends and facilitates 
gross comparisons.' 

The Cultural Indicators Violence Index has 
been intensely criticized. CBS has criticized the 
Index because it includes a set of measures 
rather than only a single indicator, such as the 

number of violent actions, and because the dif-
ferent measures may move in different direc-
tions. But this criticism basically says that the 
Violence Index is faulty because it meets the 
criteria of an index. The same criticism should 
be leveled at any set of comprehensive indica-
tors, such as the GNP, the Dow Jones, many 
labor statistics, or even the weather forecast. 
Critics fail to realize that the primary useful-
ness and strength of an index are that it com-
bines measures of different aspects of a 
complex phenomenon. Cultural Indicators re-
ports have consistently presented all compo-
nents of the Violence Index separately as well 
as in combination. Thus, people who wish to 
assess or use this index have access to each 
component and can observe individual as well 
as combined movement. Moreover, research-
ers can use these data to develop their own in-
dices. 

Testing the Index 

The components of the Violence Index have 
consistently achieved high intercoder reliabil-
ity; during the last eleven years, the agreement 
coefficients for individual items range from 
.65 to .86. Most importantly, the Violence In-
dex meets the critical statistical and empirical 
requirement of an index: unidimensionality 
and internal homogeneity. A major criticism 
of the Violence Index has been that it may be 
combining apples and oranges, that it mixes 
together disparate and unrelated dimensions.' 
If, indeed, the Index's components are not 
measuring the same thing, then it is wrong to 
combine them; but if they are manifestations 
of the same underlying dimension, then the In-
dex yields a measure of television violence 
more reliable and valid than any individual 
term. 

In short, the Index provides a highly reliable 
measure of television violence, particularly in 
prime-time programs. Factor analysis reveals 
only one factor underlying the five compo-
nents of the Index for both early evening (8-9 
P.M. EST) or late evening (9-11 P.M. EST) pro-
grams. In terms of internal homogeneity, 
Cronbach's alpha for all prime-time samples 
from 1967 to 1978 is a very high .89. Thus, the 
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Table 16-4 Reliability Coefficients for the Violence Index 

UN WEIGHTED INDEX 

raw 
alpha 

standard-
ized 
alpha 

WEIGHTED 
INDEX 

raw 
theta alpha 

standard-
ized 
alpha theta 

All Program Data 
(N = 162) .70 .76 
8-9 P.M. EST (N = 60) .69 .85 
9-11 P.M. EST (N = 60) .74 .88 
Weekend Day (N = 42) .69 .66 

Prime-Time total 
(N = 120) .75 .89 

.82 

.86 

.88 

.71 

.75 

.74 

.79 

.65 

.78 

.85 

.88 

.66 

.82 

.86 

.86 

.71 

.89 .80 .89 .89 

The unit of observation is the time period (8-9 P.M., 9-II P.M., and weekend daytime) for each net-
work. The reliability estimates are based on all fall samples (1967-1978), the two spring samples (1975 
and 1976), and the six-week special sample (1976; for prime-time only). 

The unweighted index estimates represent reliability obtained by adding up the five components (per-
cent of programs containing violence, rate of violent acts per hour, rate of violent acts per program, 
percent of characters involved in violence, and percent of characters involved in killing). 

The weighted index doubles the absolute value of two items: acts per hour and rate of violent acts per 
program. 

The raw alpha indicates the reliability the index would have when its components are added up (in raw 
form). 
The standardized alpha indicates the reliability the index would have if the items were standardized 
before being added up. That is, the index would have this reliability if the raw scores were subtracted 
from the mean and divided by the standard deviation. 

The theta indicates the reliabililty the index would have if the items were both standardized and 
weighted by their factor score coefficients before they were added up. This is generally the maximum 
reliability possible to achieve in a given index. 

items are measuring a single dimension, and 
they are measuring it quite well (see Table 
16-4). 

Critics have also argued that the weights 
used in creating the Index are arbitrary and un-
justified. Yet the Violence Index produces 
lower reliability estimates when the rate of vio-
lent acts per program and per hour are not 
weighted by two. In each time period (and 
overall), as shown in Table 16-4, weighting 
these two components adds about .05 to the 
alpha. 

Finally, in weekend-daytime programs, the 
internal homogeneity is somewhat lower, but 
still acceptable (alpha = .66). This is primar-
ily due to one item: the percent of characters 

involved in killing. In general, weekend-day-
time programs have the highest rates of violent 
acts and the greatest number of programs con-
taining violence, but they also have the 
smallest proportion of characters involved in 
killing. In fact, within weekend programs, kill-
ing is negatively related to the rate of violent 
acts per hour. Evidently, children's shows con-
tain a lot of nonlethal violence; and when kill-
ing does appear, it seems to be accented as a 
central action while other aspects of violence 
are downplayed. 

Despite this qualification, these items 
clearly provide a reliable, unidimensional, in-
ternally homogeneous, and efficient measure 
of television violence. 
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Summary 

Over the past quarter century, there has been 
considerable concern about and research on 
television violence. Violence has been assessed 
in two ways— through content analysis and 
rating procedures. Content analysis provides 
objective and quantitative measures of vio-
lence; ratings give judgments that reflect rat-
ers' personal opinions. 
Two controversial issues were discussed — 

how violence is defined and unitized. Specifi-
cally, debate has centered on whether to 
include violence that occurs in a comic context, 
or violence that is the result of an accident 
and/or act of nature, and how to isolate 
(unitize) discrete acts of violence within a pro-
gram. These issues are important because dif-
ferences in their conceptualization have led to 
predictable differences in the research results. 

Although most researchers have focused on 
only one aspect of violence (the frequency of 
violent actions) this is not the whole picture. 
Violence is a complex phen9menon involving 
specific actions and relating to lessons of 
victimization, risk, fate, and power. Conse-
quently, its assessment should combine several 
violence-related measures. The annual Cul-
tural Indicators Violence Index does this: it in-
corporates measures of the prevalence, rate, 
and role of violence in television program-
ming. The Index is a simple measure reported 
both as a summary figure and in terms of its 
individual components. It is not a statistical 
finding but serves to illustrate trends and to fa-
cilitate gross comparisons. 

The Cultural Indicators Violence Index and 
its components have revealed that, during the 
past decade, despite year-to-year changes for 
specific networks, various time-periods, and 
individual genres, the amount of violence in 
the entire system of television's messages has 
remained remarkably consistent. Thus, it is 
reasonable to expect that television programs 
will continue to feature violence at the fairly 
high levels that have been observed since 1967. 

But there is more to the problem than the 
quantity of violence that television presents, 
and Cultural Indicators research does not call 

for the total elimination of television violence. 
Symbolic violence is a story-telling device that 
can serve many purposes. Our task is more to 
monitor and interpret than to judge, but we re-
port our findings in terms of general standards 
of equity, fairness, and justice. Our concern is 
with the kinds of violence shown, the system-
atic and resilient patterns of who commits vio-
lence and who is victimized. These lessons of 
power, powerlessness, risks, and fates may be 
critical mechanisms of social control. The 
roles of both the violent and the victim can be 
learned by the viewers. In cultivating among 
the many a fear of the power of the few, televi-
sion violence may achieve its greatest effect. 
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Assessing Impacts 
on Children 

Timothy P. Meyer 

Anne Hexamer 

Background 

For almost as long as radio and television have 
been part of American society, concern has 
been expressed about their effects on children 
and adolescents. This concern has been re-
flected from local and regional levels through 
inquiries and policy proposals at the national 
level. 

Fear of broadcasting's negative effects has 
characterized the three most recent decades. 
Television came under scrutiny in the 1950s. 
Early fears centered on the medium's effects 
on reading, schoolwork, vision, juvenile delin-
quency, and so on. The early to mid-1960s 
found TV on trial as a source of antisocial be-
havior among children. In 1968 and 1969, fol-
lowing the assassinations of John Kennedy, 
Martin Luther King, Jr., and Robert Kennedy, 
a National Committee on the Causes and Pre-
vention of Violence was formed. This commit-
tee examined the role of television in 
contributing to the frequency of violent acts 
and the degree to which it contributed to an at-
mosphere that encouraged, facilitated, and/or 
condoned violence. The decade of the 1970s 
provides ample evidence of the fears and anxi-
eties still manifest toward the assumed nega-
tive impact and consequences of certain kinds 
of television content. 

In late 1971 and early 1972, the U.S. Sur-
geon General's Scientific Advisory Committee 
on Television and Social Behavior issued its 
summary report on the impact of television on 
youth. This report and its supporting five vol-
umes of studies funded by a million and a half 
dollars created considerable controversy and 
public debate. The nature of the findings was 
the root of the controversy, which we discuss 
later; the important point here is that national 
attention was again drawn to how television 
was affecting the behavior of the nation's chil-
dren. 

Spurred on by citizens' media reform 
groups, such as Action for Children's Televi-
sion, the issue of television's effects on chil-
dren began to intensify. As the 1970s drew to a 
close, the Federal Trade Commission (FTC) 
announced a major policy-making inquiry 
proposing the elimination or reduction of tele-
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vised commercials directed at children. Again, 
assuming that commercials produced harmful 
effects on some children, the general issue of 
television impact was spotlighted. Not to be 
outdone by their federal agency counterparts, 
the Federal Communications Commission 
(FCC) launched another inquiry into the topic 
of chi!dren's television. As the 1980s began, 
both investigations were in progress. By 1981, 
however, both inquiries had been suspended or 
delayed. 

The 1980s: TV Continues on the Hot Seat 

During the 1980s, television's accountability 
will continue to be questioned. Policies will 
continue to be prepared, amended, and rewrit-
ten relative to the outcomes of the various in-
quiries. Concerns will move to television's 
alleged culpability in areas other than antiso-
cial behavior and commercials. Decline in col-
lege SAT scores has been attributed at least 
partly to the TV generation's watching more 
and reading less. Children's learning of stereo-
types—occupational, sex-role, age, and ra-
cial —continues to be questioned, with 
television usually being condemned for negli-
gence. The effects of electronically sophisti-
cated shows on children's classroom learning is 
being debated. Teachers complain about being 
unable to compete with shows like Sesame 
Street, The Electric Company, Zoom, and 3, 2, 
1, Contact. A corollary issue is that the tightly 
edited, frenetically paced nature of many chil-
dren's shows contributes to such children's 
learning problems as lack of task persistence, 
hyperactivity, and disruptive behaviors. 

Last in this abbreviated list is the topic of 
sexually oriented TV content and its effects on 
children and adolescents. With the prolifera-
tion of home video recorders, disk machines, 
and pay cable programming, the appearance 
of explicit sexual acts on the home screen is be-
coming a reality in many American house-
holds. The apparatus for receiving such 
content is present in 40 percent of all U.S. 
households as of 1983. How children and ado-
lescents are affected by exposure to these mate-
rials will be a growing interest. 

The list of issues involving television and its 
effects on both children and adolescents is ex— 
tensive and impressive. The consequences of /-
determining impacts on children are signifi-
cant and far-reaching. The reasons for a preoc-
cupation with TV's impact on children serve as 
the focus of the next section. 

Children: A Special Audience 

Children have long been recognized as a spe-
cial audience. For many years, the now 
defunct voluntary code of the National Associ-
ation of Broadcasters had a separate section on 
children, acknowledging their relative inno-
cence and the ease with which unscrupulous 
producers might exploit them. Children pose 
an added social responsibility for broadcast-
ers. 

The courts have also called attention to chil-
dren as exceptions to various laws and inter-
pretations bearing directly on proper uses of 
broadcast channels in programming to an au-
dience. Noted First Amendment scholar 
Thomas Emerson aptly summarized the legal 
status of children regarding broadcast content: 

The system cannot and does not treat children 
the same as adults. The world of children is 
not the same as the world of adults, so far as a 
guarantee of untrammeled freedom of the 
mind is concerned. The reason for this is, as 
Justice Stewart said in Ginsburg, that a child 
is not possessed of that full capacity for indi-
vidual choice which is the pre-supposition of 
First Amendment guarantees. He is not per-
mitted that measure of independence, or able 
to exercise the maturity of judgment, which a 
system of free expression rests upon. This 
does not mean that the First Amendment ex-
tends no protection to children; it does mean 
that children are governed by different rules.' 

Children Versus Adults: 
Some Basic Differences 

The differences between adults and children in 
legal proceedings are based on the well-known, 
commonsense notion that children, as they de-
velop into adults, must learn to deal with an 
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increasingly greater variety of events in their 
environment. And, if past experience becomes 
a learning device that modifies children's on-
going interactions with the environment while 
acquiring and evaluating basic day-to-day ex-
periences, children are as prepared as most 
adults to make sense out of the world. Under-
standing is going through nearly constant and 
often rapid change, as the children learn to 
grasp some workings of people, objects, and 
places in their environment. Klapper observes, 
"the classic literature of child development . . . 
indicates that children perceive environmental 
stimuli in markedly and predictably different 
ways than do adults."' Her own research, and 
that of others, has shown that "children's per-
ceptions of television content are indeed dif-
ferent from those of adults. . . . "3 Collins has 
effectively demonstrated differences among 
children of different ages in ability to recall 
program content in proper sequence (as it is 
presented in a program) and to comprehend 
the meaning of many actions in various pro-
grams.4 

How Children Differ from Adults: 
Different Perspectives 
The awareness that the child's behavior has a 
cognitive structure or organizational pattern 
to be described independently of the degree to 
which it corresponds to the adult culture is at 
least as old as Rousseau. There are two major 
theoretical notions about the source of distinc-
tions between a child and an adult. One 
theoretical approach to investigating and de-
scribing the child's frame of reference seeks 
qualitative developmental differences in the 
thought processes of children of various ages 
and/or at certain stages. Work by Flavell, 
Kohlberg, Bruner et al., and Piaget represent 
this approach.' The other major theoretical ex-
planation for child/adult differences empha-
sizes the quantity and nature of experiential 
differences of the two groups. In essence, 
adults and children engage in the same basic 
processes, but adults have the benefit of learn-
ing from more and different experiences than 
children. Research in this area is represented 

by Bronfenbrenner, Mayer, Wittrock, Ban-
dura, and Gewirtz.6 

Developmental differences among children 
are thus examined from two distinct theoreti-
cal and research perspectives. Learning theo-
ries of development favor continuity rather 
than stage categories of a child's development. 
This difference depends on the kind of analysis 
being made rather than on descriptions of a 
child's sequence of learning behaviors. Learn-
ing theory_ assumes that the mechanisms of 
learning are preformed and function in a con-
sistent manner throughout life. By contrast, 
cognitive developmental theory (Piaget) pro-
proses a predetermined and fixed sequence of 
stages of cognitive structure that develop in the 
child's information processing through inter-
action with the environment. 

Cognitive developmental approaches differ 
from learning primarily by accepting four ba-
sic assumptions: 

1. Development involves transformations 
of cognitive structures for the child. A distinc-
tion is made between behavior changes or 
learning in general and basic changes in the 
child's mental structures. Cognitive structure 
refers to the rules used for processing informa-
tion and connecting events experienced by the 
child in the environment. These structures thus 
undergo changes not explained by other fac-
tors such as repetition of events in the environ-
ment or associational or conditional learning. 

2. Development of cognitive structure is the 
result of a qualitative interaction between the 
child and the environment rather than a direct 
result of either maturity or continued learning. 
Cognitive developmental theory rejects the no-
tion of mental structures that are innate pat-
terns with which the child is born. 

Piaget's biological orientation provides an 
adaptive model for the interaction between the 
child and the environment. Each encounter 
with the world around the child has two as-
pects — assimilation and accommodation. A 
child thus adapts what is learned from a given 
event by integrating the information into a 
particular way of looking at the world (assimi-
lation); the child also adapts himself or herself 
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to the specific environment presented (accom-
modation). 

3. Specific stages are proposed to represent 
the transformations of mental structures 
through the processes of assimilation and ac-
commodation. The core of the cognitive 
developmental approach is the children's pro-
gression from stage to stage. Stages have the 
following characteristics: (a) they imply dis-
tinct differences in the way children think or go 
about solving problems; these differences are 
manifest when the same children try to solve 
the same problem at a later stage; (b) the se-
quence of stages is invariant in development: 
cultural factors may increase, slow, or stop de-
velopment, but they do not change its se-
quence; (c) each stage is a structured whole 
representing an underlying organization of 
thought that differs from other stages. A child 
in the concrete operations stage approaches 
the solution to a problem in a different way 
from a child who is in the formal operations 
stage. In this case, a concrete operations child 
might solve a problem in a specific situation 
but would be unable to generalize the proper-
ties of the experience to another situation at 
another time. The child in formal operations 
would be able to make such a generalization. 

The stage concept is meaningfully and use-
fully applied to developmental patterns. This 
value of the stages concept is maintained even 
though future research and theorizing may al-
ter some notions, such as the qualitative nature 
of change or level of analysis associated with 
one or more stages. 

4. The fourth assumption of cognitive de-
velopmental theory is that the direction of de-
velopment is toward an underlying stability for 
the child when interacting with the environ-
ment. The child passes through qualitatively 
different stages of thought that differ from the 
adults' approach in that most adults approach 
problems with a predictably consistent anal-
ysis, whereas children of various ages display 
different approaches to finding solutions. 
Moreover, experience in dealing with problems 
sometimes makes little difference in finding 
problem solutions by children in a particular 

stage; therefore, the environment alone ap-
pears to be minimally effective in prompting a 
child to change his or her approach. Each new 
problem will be approached in the same way as 
in the past, despite repeated failures in arriving 
at an acceptable solution. Experience is, of 
course, important to the child's learning about 
the environment, but the impact of that experi-
ence apparently does not immediately or di-
rectly alter children's patterns of thought. 

Children pass through four basic stages in 
ordered sequence. These stages and their cor-
responding age levels are described here. 

Age 
Range 
(in years) 

0-2 

2-7 

7-11 

Stage Description 

Sensorimotor Development: The 
child's senses develop along with 
coordination of body functions; 
the child learns object perma-
nence (a ball that rolls behind a 
chair is still there even though it 
cannot be seen), but operations 
are limited mostly to the immedi-
ate environment/child interac-
tions. 
Preoperational Thought: Lan-
guage development begins; the 
child learns to manipulate sym-
bols in his or her mind, a kind of 
mental experimentation that 
eliminates the need for many 
trial-and-error experiences; ex-
periences are still tied to the 
present environment, however. 

Concrete Operations: The proc-
ess of logical deduction begins 
and develops; the child can now 
manipulate concrete concepts 
mentally but still has problems 
generalizing principles derived 
from experiences to different sit-
uations; operations are also 
thought to be limited to only one 
or a few central facets of a proc-
ess as opposed to being able to 
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deal with the entire process con-
sidered as a whole. 

11-15 Formal Operations: The child 
now fully develops the ability to 
reason in the abstract, to assess 
implications from a combina-
tion of events, to test logical 
propositions, and to test mental 
hypotheses fully; the key here is 
the child's ability to manipulate 
symbols in a logical manner but 
still in the abstract. 

Note that Piaget has criticized many Ameri-
can psychologists for overemphasizing the 
stage concept as if each stage represented inde-
pendent units. He stressed the continuous flow 
from one stage to another, showing some evi-
dence of the previous stage and some evidence 
of the next stage, and that, even though chil-
dren differ in their rates of development (a 
seven-year-old may be capable of formal oper-
ations, for example), the essence of stage the-
ory is that children must go through the first 
stage before the second, the second before the 
third, and so on. The specific sequence is more 
important than the length of time one child or 
a group of children appears to spend at any 
one stage. 

Corresponding to stages in cognitive devel-
opment, Kohlberg has suggested stages of 
moral development through which children 
progress.' These moral stages derive from the 
specific motives children use in moral reason-
ing regarding situations that confront them. 
Kohlberg posits three basic levels of moral de-
velopment: (1) moral values rest in the pres-
ence or absence of punishment or reward for 
behaving in a certain way; something is good if 
it is rewarded or bad if it is punished; what mo-
tivates children at the earliest level, then, is the 
avoidance of punishment or the attainment of 
desired rewards for their actions as determined 
by the authority figures in their environment 
(parents); (2) moral value rests in performing 
good or right roles (being a good student at 
school), maintaining the conventional order 
by not disrupting or by cooperating to keep or-
der, and maintaining the expectancies of peers 

and authorities. In essence, what is right is de-
termined by what is expected of children when 
they find themselves in various roles; (3) moral 
value resides in the child's conformity to 
shared or sharable standards, rights, or duties; 
the conscience dictates what appears to be 
right in a given situation; situational ethics also 
operate, with what is right or wrong being a 
function of the specific conditions present, as 
opposed to a "something is either right or 
wrong" approach that characterizes earlier 
moral reasoning. Each level, of course, corre-
sponds to stages in cognitive development. 
Level one operates usually up through age six; 
level two from seven to eleven years of age; 
and level three from twelve years of age on. 
As in cognitive developmental stages, children 
can arrive at a given level at different ages, but 
the child progresses in the specified order of 
levels of development. 

Conclusion 

Children differ substantially from adults in the 
way they look at and deal with the world 
around them. Television and, to a lesser extent, 
radio are integral parts of nearly every child's 
environment. They provide children with a 
continuing flow of activity, with obvious ef-
fects on what they think and believe and how 
they behave. But since they perceive their 
world differently from adults, children must 
be dealt with as an audience separate from 
older groups. The special sense that children 
make of their world offers the broadcast re-
searcher unique but challenging opportunities. 
The following sections describe how research-
ers study children. 

Research Methods in Assessing Broadcast 
Impact on Children 

The researcher studying the impact of broad-
cast content on children can choose many basic 
research methods. These methods include ex-
periments, both in and outside the laboratory 
(field experiments); surveys, conducted face-
to-face in school or household settings, by tele-
phone, or via the mail (parents usually fill out 
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the questionnaire or answer the telephone 
interviewers' questions pertaining to their chil-
dren's media-related behaviors); and descrip-
tive studies of children observed in a natural 
environment, such as school and/or their 
households. Studies can be short or long-term, 
assessing immediate impact or allowing time to 
elapse between measurement periods in an at-
tempt to determine the durability of impact 
and/or changes in behavior. Each approach is 
discussed in subsequent sections; some exam-
ples of each are indicated here. 
A classic laboratory study measuring short-

term effects of television on children is that of 
Stanford psychologist Albert Bandura, in col-
laboration with Dorothea and Sheila Ross; 
Hicks reported a long-term laboratory experi-
ment, building on Bandura's research.8 Two 
excellent examples of a field experiment are the 
study by Huston-Stein and Friedrich, con-
ducted in a preschool setting, and the study by 
Feshbach and Singer in private schools and 
boys' homes.9 The longitudinal approach is ex-
emplified by the work of Lefkowitz, Eron, 
Walder, and Huseman; the short-term survey 
approach is represented by Ward and his asso-
ciates.'0 Descriptive studies of children and 
media in natural settings include the study by 
Murray and those by Lull and Traudt and dis-
cussed by Meyer, Traudt, and Anderson." 

All approaches to researching the impact of 
broadcasting on various groups in the audi-
ence have strengths and limitations. Any ap-
proach attempting to measure and explain the 
complex processes through which media ef-
fects occur is subject to certain limitations urg-
ing caution on those who would use the 
findings. Research investigating child/media 
interrelationships has a brief history. To date, 
no concrete body of undisputed fact or knowl-
edge exists, only hypotheses or guesses, some 
with limited or no empirical support. 

Experimental Methods 
The experiment is one basic method used in 
broadcast research. Drawing heavily from ad-
vances in the social and behavioral sciences, 
mainly psychology, communication investiga-
tors have relied on experimental designs and 

their accompanying statistical tools to analyze 
their data. Experimental hypotheses or predic-
tions of certain specified relationships are 
tested with the primary goal of presenting 
cause-and-effect statements pertaining to the 
conditions and concepts (variables) being stud-
ied. 

For example, many researchers have tried to 
measure some effects of watching televised vi-
olence on the aggressive behavior of children. 
The main hypothesis or prediction is that a 
group of children observing television violence 
would behave more aggressively as a result 
than would another separate group who 
viewed a nonviolent program or segment. Both 
groups, therefore, would be exposed to some 
TV content, either violent or nonviolent, and 
their aggressive behavior would be measured 
following viewing. The amount of aggressive 
behavior displayed by the two groups would 
then be compared statistically to discern a reli-
able difference (one probably not due to 
chance) between the two groups and to see 
which group behaved more aggressively on the 
average. 

Experiments are done to verify and identify 
relationships among specific, definable events 
or occurrences in the environment. These 
events are labeled and treated by researchers as 
variables. A common variable is the one in the 
preceding example—violent versus nonviolent 
TV content. The amount of content can vary 
(more or less), as can the type of violence 
(physical versus verbal, a fist-fight versus a 
gunfight, etc.). 

Experiments work with two different kinds 
of variables—independent and dependent. 
The experimenter chooses to manipulate one 
or more independent variables and to observe 
the outcome of that manipulation on a depen-
dent variable. Thus, in the previous experi-
ment, one independent variable, violent versus 
nonviolent TV content, was manipulated by 
the researcher; the effect was then observed on 
the measure of viewers' aggressive behavior, 
the dependent variable. The relationship be-
tween the variables is hoped to be a causal one: 
seeing TV violence can cause viewers to be-
come more aggressive in their behavior. 
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If the causal assumption is to be verified, 
the experimenter must successfully rule out, to 
the extent possible, other events or factors 
(variables) that might have caused the differ-
ences observed on the dependent variable. The 
experiment must, therefore, introduce at least 
some elements of control. Some variables are 
actively controlled by the researcher (such as 
the age range of participants and the setting for 
each participant); other variables are assumed 
to be equally distributed across experimental 
groups. For example, some children might be-
have more aggressively than others before par-
ticipating as subjects in the study. If most of 
these high aggressors were in the violent TV 
group, this previous difference rather than the 
TV content could have caused the higher aver-
age aggression. Experiments control for such 
differences by assigning subjects to experi-
mental groups at random. Random assign-
ment means that each subject has an equal 
chance of being placed in the violent or the 
nonviolent TV group. With this procedure, it 
is unlikely that all or even most of the high ag-
gressors would be in the same group. 

Experiment results demand that the condi-
tions under which effects are observed be as ac-
curately and completely specified as possible. 
This requirement means that differences in 
conditions may produce different effects. Sci-
ence also demands that findings be capable 
of reproduction. When findings are retested 
under the same conditions, the process is called 
replication. Replication is a safeguard in the 
scientific process that prevents a chance or co-
incidental result from being attributed to the 
causal relationship the experiment was sup-
posed to be testing. Successful replication de-
pends on careful and exacting specifications of 
conditions and variables and adds credibility 
to the cause/effect relationship reported by the 
scientist. When replication does not take 
place, or when results are not successfully re-
produced, the relationship remains tentative, 
questionable, or both. 

The key to useful laboratory experiments is 
the complete, accurate, and reproducible spec-
ifications of variables and experimental 

conditions. Variables must be defined via 
operationalizing. Operational definitions en-
able an observer to recognize and measure the 
behavior. An operational definition of aggres-
sion, for example, is the frequency of hitting 
an inflatable bobo doll with a mallet or the 
number of electrical shocks given by a TV 
viewer to another participant after seeing 
either a violent or nonviolent TV segment. The 
key definition is aggression —either as it char-
acterizes the behavior of TV actors or of view-
ers in the experiment. 

Validity is the most important attribute in 
evaluating experimental operational defini-
tions. The behavior as represented and mea-
sured in the laboratory must be isomorphic to 
the behavior as it occurs outside the labora-
tory — the two behaviors must be equivalent. 
Hitting a bobo doll with a mallet must be 
equivalent to a set of behaviors that occur in 
the real world that would be termed aggressive 
or violent (striking another person). If there is 
no equivalency, or if the equivalency is highly 
questionable, the results are known as experi-
mental artifacts — products unique to the labo-
ratory setting but inapplicable to the actual 
behavior that the experiment was to represent. 
Much criticism of laboratory studies of media 
effects is that the experiment's variables and 
conditions do not effectively simulate or ap-
proximate those occurring naturally outside 
the laboratory. Thus, the argument goes, ex-
perimental findings are interesting but irrele-
vant. 

The Bandura, Ross, and Ross study men-
tioned is a classic experimental study of televi-
sion's effects on children. These investigators 
were interested in measuring the degree to 
which preschool children would imitate the be-
havior of models either on TV or in real life. 
One group of children saw an adult model 
pummeling a bobo doll with a mallet; another 
saw the same model on film (projected through 
a TV receiver); a third saw a cartoon figure en-
gaging in the same behaviors; a fourth group 
observed no models at all and served as a con-
trol group. The control group enables a re-
searcher to compare subjects exposed to the 
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different kinds of content to a group experi-
encing manipulation of the independent vari-
able. 

Following exposure to the model, children 
were observed for a twenty-minute period as 
they played with toys in the room where the 
model had performed. Other toys were also 
provided besides the ones used by the model. 
Two unseen observers monitored each child's 
behavior at five-second intervals through a 
one-way mirror. 

The dependent variables included imitative 
aggression, specific behaviors performed by 
the children that were performed by the model; 
nonimitative aggression, including behaviors 
toward the bobo doll not performed by the 
model; aggressive gun play, including aiming a 
toy gun and firing imaginary shots or throwing 
darts. The independent variables were, in addi-
tion to the model (real life, real life on film, 
cartoon figure), sex of child and sex of model. 
Differences were predicted regarding the 
amount and types of modeling effects; males 
were expected to be more aggressive than fe-
males; real-life models were expected to be 
more imitated than the film model, with the 
cartoon figure producing the least imitative be-
havior. All three models were predicted to pro-
duce greater amounts of imitative behavior in 
comparison to the control group. 

Bandura et al. used Stanford University 
preschool children ranging in age from three 
to six years. Differences among these ages 
were not examined, despite enormous develop-
mental differences between three- and six-
year-olds. Commenting on Bandura's use of 
these children, Mendelsohn observed that as 
children of university professors, the partici-
pants do not represent the larger population of 
children and are "almost certain to manifest 
changes as a direct result of exposure." 12 

This type of experiment has many limita-
tions; the central argument is what is being 
measured: is it imitation of aggressive models, 
or is it the imitation of models at play with 
some toys? The authors interpret their results 
to mean that children can learn novel aggres-
sive behaviors from exposure to a real life or 

mediated model. There is little question that 
the children displayed evidence of what they 
saw. The question is: was it aggression? 

In reporting the results of their study, the 
authors point out that the experimenter and a 
nursery school teacher who knew the partici-
pating children rated each child before the 
study on a series of rating scales. That called 
for judgment of each child's display of physi-
cal aggression, verbal aggression, aggression 
toward inanimate objects, and of aggressive 
actions in the face of provocation. These ob-
servations of children's aggressive behavior 
were based on the children's interactions and 
behavior in their nursery school environment. 
The experimenter and teacher knew the chil-
dren well and had worked with them daily. 
When these aggression ratings were correlated 
with the aggression displayed by each child in 
the experiment (pounding on the bobo doll, 
etc.), the authors reported no relationship be-
tween the ratings of aggressive behavior and 
the behavior observed in the experimental play 
period. That is, children rated as being very ag-
gressive in their nursery school environment 
were just as likely to display a lot of, very little, 
or no imitative aggression during the experi-
mental play period. 

The lack of correlation suggests that the be-
haviors being measured were not aggressive 
and may have been the children's propensity to 
imitate socially approved play with various 
toys as sanctioned by adults. If aggression in-
volves a purposive act to harm or injure an-
other person, and if the researchers measured 
children imitating models in a play environ-
ment with inanimate objects, then there is no 
relationship between aggression and the chil-
dren's play activities. This may be a classic case 
of definitions of aggression that are not iso-
morphic. Aggression, principal behavior of 
focus in the experiment, was not effectively 
simulated in the experiment. The construct of 
aggression in the experiment (how it was 
operationalized) was not isomorphic to aggres-
sive behavior as manifest by children outside 
experimental boundaries and conditions. 

Experiments in broadcast research are valu-
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able because they provide an opportunity to 
explore important relationships among key 
variables. They enable the construction and 
testing of cause-and-effect hypotheses and 
thus can contribute a great deal to our under-
standing of how broadcast content affects chil-
dren. To be effective, however, experiments 
must simulate conditions that are excellent ap-
proximations of real world conditions and be-
haviors. The example of measuring aggression 
is one variable that has posed persistent prob-
lems of simulation and measurement for me-
dia researchers. 

The other major problem frequently over-
looked is the pattern by which children are ex-
posed to or watch television. In most 
experiments, children are directed to watch 
television as part of the study. In their natural 
viewing environment, such involuntary expo-
sure is seldom if ever present. Children also 
have many competing outlets for their time 
and attention in their own environments (such 
as toys and friends). This competition is con-
trolled out of the experiment to make findings 
less ambiguous. Again, the isomorphic rela-
tionship appears to be violated, but if it is con-
sidered, results from many media experiments 
might turn out differently than reported. 

Survey Methods 
The goals of description and explanation are 
addressed by survey methods; causality and 
prediction were more directly sought with ex-
perimental methods. The greatest strength of 
questionnaires and interviews for research 
my be the freedom from confining hypothe-
ses and variable manipulation. The value of 
survey research is the richness of its interpreta-
tion and explanation. The contribution of data 
to be interpreted and explained is confined by 
the definitions, designations, and collection 
methods of the social scientist. The weakness 
of survey methodology is the obscurity of these 
self-imposed constraints. Children's survey re-
sponses present researchers with interpretation 
problems that are magnified and unique when 
contrasted with surveys of adults. 

The child's reasoning, attitudes, and con-
cepts as described earlier are strikingly dif-

ferent at different ages/stages. Although 
researchers as adults have gone through these 
developmental changes, they did not pass 
through those stages with the awareness or 
ability to characterize the changes. Neither can 
they introspectively access their unreorganized 
memories of thoughts and impressions for cur-
rent analysis. Childhood becomes foreign to 
adults when they try to examine its character 
through research methodologies. 

The problems of interpreting children's re-
sponses are especially evident in examining the 
child's lack of facility with language, his or her 
comprehension of vocabulary and inter-
viewer/questionnaire meaning as presented, 
his or her ability to express an understanding 
of various concepts, and ability to express one-
self in a way understood by the adult in the sur-
vey context. This language problem inevitably 
invades research involving children and televi-
sion and can affect almost every step in the re-
search process. 

The difficulties of language facility fall 
broadly into two areas: competence and per-
formance. Competence, the ability to verbal-
ize one's thoughts, includes such skills as 
sentence construction, labeling abstract con-
cepts, and possessing an adequate vocabulary. 
Since language is one of the most complex hu-
man faculties, it develops later, and younger 
children (in preoperational and concrete oper-
ational stages) have the most difficulty re-
sponding to researchers' questions. 

For example, when asked "What is a televi-
sion commercial?" a child who is three to six 
years old may not respond or may reply that he 
or she does not know but may be able to point 
them out while viewing» The selling intent is 
the most crucial distinction between a televi-
sion program and a commercial—the one 
sought by researchers evaluating a child's un-
derstanding. However, researchers have been 
hampered in their assessments by the discrep-
ancy between understanding and ability to ar-
ticulate, between a functional salience or 
relevance for making the distinction (between 
programs and commercials) and a definition 
of the distinction. Because a child does not re-
spond to a specific question about television 
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does not necessarily mean that the child has no 
understanding of the concept. It may mean 
that the child has not acquired sufficient vo-
cabulary or language facility to respond ver-
bally. Selecting among alternative pictures to 
answer the interviewer's question may be ne-
cessary to gain a meaningful response from 
some children. 

The child's performance in response to the 
researcher may also be related to the child's 
tendency to be shy with strangers. Many young 
children (three to six years old) often will not 
respond to adults they do not know, especially 
when asked questions they have never been 
asked. Many stare blankly at the researcher or 
give the easiest response to strange questions 
by saying, "I don't know." Racial and ethnic 
differences also may contribute to the re-
searcher's problems of interpreting survey 
data. These differences should be recognized 
in studies involving ethnic or racial differences 
between interviewers and children. Children's 
facility with language (influenced by ethnicity, 
experience, and developmental level) may seri-
ously affect the interpretation of meaning as 
they attempt to articulate ideas and attitudes in 
response to the researcher's questions. 
A lot of evidence supports the suggestion 

that what a young child is willing or able to ver-
balize is not a true indicator of what the child 
understands. 14 The understanding vocabulary 
of young children is generally larger than the 
active speaking vocabulary. Questions de-
manding that a child be able to explain with ex-
pressive language the meaning of terms may be 
inappropriate for use with young children in 
assessing what the child cognitively processes 
or comprehends. When appropriately and 
thoroughly questioned, children show broad 
nuances of meaning in their judgments, re-
sponses, and reasoning about the meaning of 
their media experiences. Simple questions in-
variably produce simple answers; and even 
though simple answers are easier to under-
stand and act on than complex answers, com-
plexity is the inescapable characteristic of the 
process through which children relate to the 
media. 

Generalized questions pose analysis and in-

terpretation problems that make the implica-
tions of results very ambiguous. General 
yes/no questions encourage an answer that is 
easy for the child to deal with, but they do not 
prove the child's own definition of what the re-
searcher means by his or her terms. For exam-
ple, children have ideas of what they mean by 
"to tell the truth" when they respond to a re-
searcher's question about television commer-
cials. However, the child's definition may 
differ from the adult meaning or the research-
er's interpretation of what constitutes truth in 
television commercials. Adults probably judge 
truth in advertising based on what is said or 
implied about the product's performance (does 
it do what the commercial claims it does?); 
most children have a different standard of 
truth» To them, being truthful means the in-
troduction of fantasy or make-believe ele-
ments. For children, being truthful or lying is 
associated with something they like a great 
deal or dislike a lot. Since true is a good quality 
and lying a bad quality, the like = true and dis-
like = false or lie connections emerge as signifi-
cant dimensions partially explaining the 
overall result that commercials do not always 
tell the truth. 
An important issue in survey research with 

children is whether age-related increases in 
performance of various responses are a func-
tion of greater verbal abilities in older chil-
dren. Ward, Reale, and Levinson I6 made a 
significant effort to classify children's expres-
sions of judgment about television into levels 
of fundamental awareness. Reference to the 
coding of responses, however, illustrates that 
greater language facility was required of the 
child for him or her to be credited with higher 
awareness of the purpose of television com-
mercials, for instance. 

Close scrutiny of Ward's examples of chil-
dren's responses reveals problems in his cod-
ing scheme and overall categorization that 
prohibit considering the data as evidence for 
separating verbal skills and higher-level 
information-processing skills for purposes of 
that study. The awareness of selling motive is 
spread across different categories, while per-
spective-taking differentiates the responses. 
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Perspective-taking noted in language behavior 
may not reflect awareness of television corn-
mericals' selling motive. 

Responses to the interviewer's questions are 
coded into two significantly different catego-
ries as defined by the researchers. 

• Question: When you watch TV you must see 
a lot of commercials. What is a TV commer-
cial? 

• Coded Responses for Medium Awareness: 
They sell stuff; They sell toys; They tell you 
their product is best; Shows you things so 
you know what to buy. 

• Coded Responses for High Awareness: They 
want you to buy their products; They make 
people look nice and liking their product so 
you'll want to buy it. 

• Question: Why are commercials shown on 
television? Is there any other reason they're 
on TV? 

• Coded Responses for Medium Awareness: 
To sell things; To get you to buy stuff and 
make you believe theirs is the best. 

• Coded Responses for High Awareness: To 
talk you into buying things; They want 
people to know a product and its qualities so 
they'll buy it. 

Do these responses indicate different levels 
of awareness or differences in the degree of ar-
ticulation? The consequences of interpreting 
these ambiguous nuances have had great im-
pact on policy deliberations. The Federal 
Trade Commission and Federal Communica-
tions Commission have relied on social science 
findings to guide their inquiries and regulation 
decisions. However, the assumptions and limi-
tations of this research should not be forgotten 
or ignored. 

To the extent that surveys and interviews 
traditionally rely on language, media research-
ers must be cautious in surveying children. Ex-
periments or qualitative study or hybrid 
methods using games to operationalize vari-
ables, or other alternative methods should be 
carefully weighed. 

Alternative Methods 
Differing explanations and interpretations of 
the child-media relationship present research-
ers with a dilemma of direction. Some re-
searchers may attempt to force a choice among 
competing theories. Others may attempt to ac-
commodate differing explanations from a 
more holistic perspective with altering situa-
tions or contexts. The use of one methodologi-
cal approach and not another changes the 
means by which one perceives the reality under 
study." Also, the reality to which a researcher 
has applied a method may itself be determined 
by the perspective suggested by the method 
used. 

Contemporary philosophers of science have 
moved from determinism to concerns about 
the social construction of knowledge and real-
ity:8 Theorists have shifted from reifications 
to definitions of process and change. These 
fundamental shifts are also evident in the mass 
communication literature:9 Miller addressed 
this notion of process in communication: 
"Process implies a continuous interaction of 
an indefinitely large number of variables with 
a concomitant, continuous change in the val-
ues taken by these variables:a° 

However, the mainstream methodological 
options are not conducive to this twentieth-
century notion of communication as a proc-
ess. 21 The alternative methods currently under 
discussion in the field are basic qualitative ap-
proaches — long-term observational analysis 
and in-depth interviewing of individuals and 
their family members or confederates. 

Some qualitative analysis has usually pre-
ceded all research, providing the hypotheses or 
other questions for investigation. This analy-
sis, which may have emerged from casual ob-
servation or intuitive insights, often is not 
reported. The legitimization of this analysis is 
expected to provide a formal grounding for 
more adequate exploration and explanation of 
the communication process. 

This formal grounding is especially needed 
in child-broadcast relationships. The adult and 
child have qualitatively different frames of ref-
erence; this difference may be more significant 
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than the normal difference between two people 
of the same age. Therefore, casual observa-
tion, introspection, and intuition alone may be 
deficient guides for the researchers in applying 
theory and understanding the child and his or 
her relationship to the media. Thus researchers 
of the child and media must ground their quali-
tative explorations and analyses, perhaps be-
ginning with careful descriptions of observer 
perspectives. Explicit derivative explanations 
of observations from defined theoretical pref-
erences and personal biases would advance 
qualitative studies for reference by researchers 
who may be predisposed toward other meth-
ods of investigation. 

Conclusion 

The choice to use one research method is, at 
the same time, also a choice against employing 
competing methods. Each method reveals dif-
fering strengths and weaknesses for a given 
research effort. Each method yields a perspec-
tive of value. Methodological orientations, 
strengths, and weaknesses are critical consid-
erations in studying children and the media. 
The child-adult differences make this area of 
study especially challenging and demanding. 

Broadcast Research and Children: 
Protecting Rights and Ethical Issues 

This essay has clarified the difficulties re-
searchers encounter when assessing television's 
impact on children. The problems, however, 
are conceptual and methodological. Legal and 
ethical difficulties also should be mentioned. 

Legally, researchers using children in their 
studies must comply with restrictions and pro-
visions from the federal level (Department of 
Health and Human Services guidelines) to uni-
versity and school/community policies that re-
quire additional obligations. First and 
foremost is the issue of parental/guardian con-
sent and total awareness. Researchers must 
obtain written permission from parents/ 
guardians; these forms must also clearly indi-
cate the nature of the study, what is expected of 

the child, what information will be sought and 
why, and what will be done with the informa-
tion. Any unusual procedures must be spelled 
out or legal action may be brought against the 
school and/or researchers. 

Ethical concerns are also important. Chil-
dren can be easily exploited. Some types of re-
search with children can be politically and 
personally sensitive. Studies, for example, 
may look for racial or sex differences in how 
much and what is comprehended by children 
who view a given TV program. Race as a re-
search variable is often important as a predic-
tor of different types of media effects, but the 
ethical dimension is relevant at the level of how 
race differences are presented and interpreted. 
If children of one race or sex have lower reten-
tion scores, such differences should not be in-
terpreted to imply that one group is smarter or 
brighter than another. Such differences are 
usually due to children of different races or 
sexes having a different orientation or set of 
past experiences with the content. Intelligence 
is not the issue but can appear to be an appro-
priate inference, unless the researcher takes 
care to prevent it. 

Summary 

The work of researchers in assessing the im-
pact of broadcasting on children requires inno-
vation, tenacity, careful thought, and the 
capacity to assimilate the impressive bodies of 
literature, thought, and inquiry from what of-
ten seem like divergent areas. Research, to be 
comprehensive and potentially meaningful, 
must consider work in child development, me-
dia process and effects, and research method-
ology. Because children differ from adults in 
many crucial respects, the researcher must also 
be willing to pursue a variety of methodologi-
cal approaches to discover more about how 
children interface with television and radio. 
Approaches should not be thought of as com-
petitive in the sense that one is best or right and 
others inappropriate or wrong: rather, each 
approach presents a unique way of examining 
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some of the same phenomena. Distinct meth-
odological pitfalls should be avoided, and the 
researcher investigating child-media relation-
ships must be open-minded and willing to learn 
from various approaches. 

With a relatively new field and the pressure 
to provide answers to perhaps unanswerable 
questions posed by anxious policy makers at 
the FCC or FTC, it is easy to rush into data 
collection and generalization. The true scien-
tist is never satisfied, however, that his or her 
findings or even a whole body of findings rep-
resent the best or a completely accurate picture 
of events being studied. This spirit needs to be 
reemphasized so that it is not lost by both re-
searchers of the child-media relationship and 
those who use the findings. Dealing with chil-
dren makes for an ambiguous situation. Chil-
dren are a special audience and demand special 
considerations in assessing the impact of 
broadcasting on their development and social-
ization. 
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Reasons for Concern: Media Saturation 

American mass media transmit messages to 
millions of individuals, transcending geo-
graphic locations and socioeconomic statuses. 
Never in human history have so many individ-
uals had exposure to such a wide variety of 
communication, and never before have so few 
individuals had such power to create universal 
images, lend national significance to isolated 
events, and shape national and individual val-
ues. America's mass media form the world's 
first communication colossus. 

The United States dominates the world with 
popular forms of mass media, since our facili-
ties for developing and using popular media 
outstrip those of most countries. Our general 
media wealth can be more fully appreciated 
when contrasted with that of other countries. 
In Bangladesh, for example, a ball-point pen is 
a symbol of wealth; in this country, Books in 
Print lists more than two hundred thousand 
books available. Algeria has ten television sets 
for every thousand inhabitants; the United 
States has nearly five hundred sets for every 
thousand persons. The USSR publishes about 
six hundred newspapers; the United States 
publishes more than 1,700 dailies.' This omni-
presence of American mass media makes it a 
social concern. 
An examination of individual media tells 

the story of media penetration. In 1981, Amer-
ican book publishers' estimated net sales were 
nearly eight billion dollars. In 1982, they pub-
lished more than 50,000 books.' 

In the United States, 1,435 evening newspa-
pers and 346 morning dailies have a combined 
circulation of more than sixty-two million 
readers. Sunday newspapers number some 650 
with a total circulation of more than fifty mil-
lion. In addition, approximately 10,000 
weekly newspapers in the United States serve 
interest groups, ethnic groups, and small com-
munities. 

American magazines are also powerful in 
terms of individual exposure. Readership fig-
ures for some magazines are large. TV Guide, 
for example, has a circulation of more than 
twenty million, and Reader's Digest boasts a 
circulation of nearly eighteen million. These 
figures do not represent all readers, since a 
magazine circulates among family members 
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and friends, and one copy may be read by a 
hundred or more library patrons. Ideas in mass 
circulation magazines are assimilated by mil-
lions of people from the Atlantic to the Pacific 
and beyond. 

Reader's Digest is published in six editions: 
the United States; Western Europe, and Scan-
dinavia; Latin American; Asian and African; 
Australian and New Zealand; and Canadian. 
Vogue magazine of fashion and beauty hints is 
published in Australia, Britain, France, Italy, 
and in the United States. Cosmopolitan maga-
zine is distributed throughout the Spanish 
speaking world as Cosmopolitan En Español. 
Time magazine has six editions, including the 
Atlantic edition, which covers Europe; the 
Asian edition; the South Pacific edition; and 
the United States edition. Magazines are pow-
erful vehicles for transmitting social values 
and attitudes. 

Film is also a powerful medium because it is 
used primarily by the nation's youth. Studies 
indicate that persons under thirty years of age 
comprise approximately 75 percent of the au-
dience for commercial films.3 

United States films are also likely to intro-
duce American lifestyles to foreign audiences. 
Estimates indicate that United States films 
dominate 60 percent of the world's motion pic-
ture playing time. In some countries, United 
States films dominate most offerings! 

Books, newspapers, magazines, and films 
constitute healthy evidence of our mass media 
prosperity, but radio and television are the 
most frequently used media. In the United 
States, there are 1,695 radios for every one 
thousand individuals and 472 television sets 
for every one thousand population. Over 98 
percent of all American homes have at least 
one television set, which is estimated to be on 
for more than six hours a day on the average. 

The number of people who experience the 
same television phenomenon at any time is 
staggering. An estimated one hundred million 
people watched the 1982 Super Bowl telecast;5 
in April 1977, an estimated ninety million 
viewers watched the special Jesus of Na-
zareth.6 On Saturday evening, January 15, 
1972, more than twenty-five million Ameri-

cans watched Edith and Archie Bunker on All 
in the Family.' 

George Gerbner, television critic and re-
searcher, has written: "Television is the new 
religion. . . . It is religion in the sense of prein-
dustrial, pre-Reformation religion, in the 
sense of one's having no choice—a cosmic 
force or a symbolic environment that one was 
born into and whose assumptions one accepted 
without much question."8 

Indeed, American mass media are big busi-
nesses, and the penetration of books, newspa-
pers, magazines, films, radio, and television 
into the daily lives of Americans has caused 
concern. Do mass media have effects on us as 
individuals? What effects do the media have 
on our sex-role socialization? 

Media Effects: 
Sex-Role Socialization 

The notion that the mass media are important 
socialization forces has strong supporting evi-
dence. Baxter and Kaplan wrote: "A growing 
body of research evidence suggests that 
television plays an important role in socializa-
tion, especially for the young viewer."9 Re-
searchers have reported that the content in 
other forms of media (storybooks and text-
books, for example) is an important socializa-
tion source. Studies have long verified that 
children model behavior they see in the mass 
media.'° But do the media have a particular 
sex-role socialization effect? Some evidence 
suggests an affirmative answer to this ques-
tion. Schramm, Lyle, and Parker," in their 
landmark study of children and television, 
found marked sex differences in how children 
use mass media: ". . . girls early turn toward 
programs which relate to the responsibilities 
they will assume in adolescence and adult life. 
Boys, on the other hand, maintain boys' taste 
for adventure, excitement, and physical com-
bat well into adolescence." 

Hale, Miller, and Stevenson found that ado-
lescent girls showed more incidental learning 
from a film depicting a domestic situation than 
did adolescent boys» The researchers con-
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cluded that the girls were looking for roles that 
they would be assuming later in life. 

Lyle and Hoffman in 1972 found that male 
preschool children could identify more male 
TV characters than could female preschoolers 
and the female children could identify more fe-
male TV characters than could the male chil-
dren: 3 They noted: "Boys generally seemed to 
show an earlier preference than girls for action 
programs — which, incidentally, usually fea-
ture the strong male characters. The girls in the 
first grade were already fond of the family situ-
ation comedies in which women predominate 
or are coequal with the male lead. . . ." These 
researchers found also that black children 
could identify more black characters than 
could white children. A definite race and sex 
variable functioned in the youngsters' abilities 
to identify television characters. 

Maccoby, Wilson, and Burton in 1958'4 
found that male viewers spent more time 
watching the hero and that female viewers 
spent more time watching the heroine in ro-
mance movie scenes involving just the male 
and female leading characters. Sprafkin and 
Liebert found similar results with first- and 
second-grade children:5 

In a study of seventh graders exposed to a 
class B entertainment movie, Maccoby and 
Wilson found that boys remembered aggres-
sive content better, and girls remembered ro-
mantic content better:6 Boys remembered the 
aggressive actions of the hero but not those of 
the heroine. Maccoby and Wilson noted: "We 
see then that similarity between viewer and ac-
tor, both in role (for example, sex) and in 
preferred action system, influences which ele-
ments of movie content will be absorbed." 
Again, Sprafkin and Liebert reported similar 
findings in their 1978 research." Girls attended 
78 percent of the time to female characters ex-
hibiting sex-typed behavior but only 52 percent 
of the time to females performing non-sex-
typed behavior:8 

Goff, Goff, and Lehrer added a new dimen-
sion to this research, 19 using the Bem Sex-Role 
Inventory to assess and classify the sex role of 
TV viewers and TV characters. They found 
that viewer sex-role, not viewer sex, was 

strongly related to the viewer's perception of 
the TV character. These researchers suggest 
that the viewer's perception of his or her sex-
role may be an important factor in the viewer's 
perception of sex-role characteristics of TV 
characters. 

Beuf, in a 1974 study of sixty-three children 
between the ages of three and six, attempted to 
answer three questions: How do children per-
ceive familial and occupational rolese Do 
children begin to limit their life options be-
cause of mental association between role and 
sex? What influence do television programs 
have on these ideas? Using an interview tech-
nique with the children, Beuf discovered: 

• More than 70 percent of the boys and 73 per-
cent of the girls chose stereotypical careers 
for themselves. 

• 65 percent of the heavy television viewers 
compared with 50 percent of the moderate 
viewers selected stereotyped careers for 
themselves. "Children who were more mod-
erate viewers appeared to exert a wider range 
of choice in career selection than the heavy 
viewers." 

• The children saw the world divided into 
male and female tasks and gave the male 
tasks higher ratings of importance. "The 
envy of male pursuits shown by the girls, 
and the reluctance of the boys to entertain 
for a moment the idea of what they would 
do if they were girls, pointed to the hierar-
chical arrangement that children perceive in 
the roles." 

At least one other study found that girls 
who are heavy television viewers have more 
sex-role stereotype beliefs than do girls who 
view less heavily. 21 

Another study of television and sex-role ef-
fects by Miller and Reeves used a questionnaire 
survey of 200 grade-school children. 22 Three 
hypotheses were examined: 

1. Boys would nominate more television char-
acters as models for their own behavior 
than would girls. 

2. Boys would nominate more same-sex char-
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acters as models for their own behavior 
than would girls. 

3. Children who exposed themselves to televi-
sion content portraying women in counter-
stereotypical occupations would perceive 
these occupations as more appropriate for 
women in real life. 

Miller and Reeves found that boys did name 
more television characters as models for their 
behavior than did girls. The hypothesis that 
boys would nominate more same-sex models 
than girls was also supported. The authors 
noted: "The best evidence for the hypothesis 
probably lies in the fact that no boy nominated 
opposite-sex models, while 27 percent of the 
girls who nominated models chose one or more 
male characters." 

The researchers also confirmed their third 
hypothesis, that exposure to female counter-
stereotypical roles correspondingly altered 
real-life perceptions. These authors con-
cluded: "The findings support the assertion 
that television can shape children's sex-role 
perceptions. Children do nominate television 
characters as people they want to be like when 
they grow up. There is ample evidence that 
children can learn through imitation and it is 
reasonable to assume that they will imitate par-
ticular people whom they say they want to be 
like. Since children chose primarily characters 
of their own sex and those characters are 
highly stereotyped, television must either di-
rectly or indirectly reinforce the stereotypes." 

Researchers have found also that male and 
female youngsters use different standards for 
identifying with media characters. Reeves and 
Greenberg found that physical strength and 
activity level of TV characters predicted identi-
fication for boys and physical attractiveness 
was the single predictor for girls!' Miller 
found that boys perceive television characters 
they want to be like as physically strong and 
dynamic and girls perceive their chosen models 
as physically attractive. 24 Greenberg et al. also 
reported that physical attractiveness predicted 
identification for girls, but not for boys. 25 

Frueh and McGhee hypothesized that the 

amount of time a child spent watching televi-
sion would be significantly related to the 
strength of that child's acceptance of tradi-
tional sex roles. 26 Using eighty children from 
kindergarten through sixth grade as subjects, 
the researchers found support for the hypothe-
sis, concluding: "High amounts of television 
watching are clearly associated with stronger 
traditional sex-role development. The lack of 
interaction effect suggests that this relation-
ship holds equally for boys and girls, and that 
it does not change with increasing age." 

As mentioned in the Reeves and Miller 
study, some evidence suggests that children ex-
posed to nonstereotypical sex roles remember 
the nonstereotypical information and are more 
likely to endorse nonstereotypical sex roles 
than are children not exposed to the informa-
tion. In 1975, Atkin and Miller prepared televi-
sion commercials with women in typically 
male occupations!' The commercials, embed-
ded in half-hour television cartoon programs, 
were shown to grade-school children. The re-
searchers found that the children who saw the 
nonstereotypical commercials were more likely 
to endorse the occupations as appropriate for 
women than were the children who saw other 
commercials. O'Bryant and Corder-Bolz re-
ported similar results using specially designed 
commercials and elementary school children 
as subjects." 

Davidson, Yasuna, and Tower also found 
that media content with few sex-role stereo-
types had a positive effect on reducing chil-
dren's sex-role stereotypes. 29 These researchers 
showed five- and six-year-old girls a television 
program with few sex-role stereotypes and re-
ported: "Results indicate that girls who viewed 
the low-stereotyped program received signifi-
cantly lower sex-role stereotype scores than did 
girls in the high and neutral conditions. . . ." 

In a study of black children's learning of 
work roles from television commercials, 
O'Bryant and Corder-Bolz found that six- and 
seven-year-old black girls showed greater pref-
erence for traditionally male jobs following 
TV exposure to women in such roles." Stu-
dents in one group saw specially prepared com-
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mercials featuring a woman as a pharmacist, a 
welder, a butcher, and a laborer. The other 
group saw regular TV commercials with a 
woman as a telephone operator, a model, a file 
clerk, and a manicurist. The children viewing 
women in nonstereotypical roles indicated a 
greater preference for traditional male-ori-
ented jobs than did the group viewing regular 
commercials with women in typical female-
oriented jobs. 

This research reported that specially de-
signed TV content could reduce sex-role 
stereotyping in viewers. Similar results have 
been reported using the print media. Flerx, 
Fidler, and Rogers found that preschoolers 
exposed to a brief illustrated story involving 
egalitarian sex-role models reduced their 
stereotypic thinking!' The egalitarian story 
was more effective on the attitudes of female 
children than on the attitudes of the male chil-
dren. Egalitarian sex-role models in films, 
however, produced more enduring attitude 
changes about children's play activities than 
did the storybook models. 

Schau reported findings similar to Flerx, 
Fidler, and Rogers!' More than one thousand 
grade-school children were exposed to stories 
with reversed sex-role occupations. The re-
searchers found that the stories were effective 
in reducing the occupational sex-role stereo-
types of the children, reporting: "The stories 
worked equally well for boys and girls at all 
three grade levels. . . . In addition, the instru-
ment . . . also changed attitudes toward in-
creasing flexibility. . . . The project shows that 
at least some aspect of children's attitudes can 
be changed using reading materials within a 
school system, even when the teachers them-
selves may be sexist." 

McArthur and Eisen reported slightly dif-
ferent findings using storybooks as a medium 
for investigation. 31 Preschoolers heard either a 
stereotypic story depicting male but not female 
achievement behavior or a reversal story de-
picting female but not male achievement be-
havior. After hearing a story depicting male 
achievement, boys were found to persist longer 
on a task, and girls demonstrated a nonsignifi-

cant trend to persist longer on a task after 
hearing a story depicting female achievement 
behavior. Boys were less likely to recall the fe-
male character's behavior, and both boys and 
girls indicated a greater identification with 
same-sex characters. Kropp and Halverson's 
sample of pre-school-age girls preferred stories 
with female characters and traditional female 
activities and boys preferred male characters 
and traditional male activities?' Children of 
both sexes objected to stories with characters 
of their sex engaging in sex-inappropriate be-
havior. 

Whether children remember nonstereotypi-
cal information better than stereotypical infor-
mation is questionable when research from a 
variety of studies is examined. Koblinsky, 
Cruse, and Sugarawa, in examining "Sex Role 
Stereotypes and Children's Memory for Story 
Content,"" found that, in remembering text-
book materials, children exhibited selective 
memory for stereotypic sex-role content. Chil-
dren of both sexes remembered more mascu-
line sex-typed traits and male characters' 
behaviors and more feminine sex-typed traits 
and female characters' behaviors. (Bryan and 
Luria also reported that their grade-school 
subjects remembered more same-sex tasks 
than opposite-sex tasks regardless of the sex of 
the mode1. 36) 

Koblinsky, Cruse, and Sugarawa speculate 
that children find stereotypical traits and be-
haviors easier to remember because by an early 
age sex stereotypes are established and chil-
dren use them as an organizational frame for 
remembering other types of information. They 
concluded: "This discovery does not diminish 
the importance of utilizing nonsexist materials 
but does suggest the need to develop additional 
strategies for reducing the bias in children's 
memory for sex-role information." 

Barkley et al. found results similar to those 
of Koblinsky et al. and of Bryan and Luria?' 
Using children four to eleven years old as 
subjects, these researchers showed videotapes 
of adult males and females engaged in same-
sex and opposite-sex stereotypic behavior. The 
researchers found that girls imitated feminine 
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behavior more than did boys, regardless of the 
sex of the model displaying the feminine be-
havior. Also, boys imitated modeled masculine 
behavior significantly more than did girls, 
again, regardless of the model's sex. 

Tan found that adolescent girls exposed to a 
series of television commercials for beauty 
products indicated that the commercials had 
an immediate impact on their attitudes toward 
themselves.0 When asked to rate characteris-
tics important "for you personally," these ado-
lescent girls rated beauty characteristics as 
more important than did subjects who had 
seen the neutral commercials. 

Moving in a different research direction, 
Jennings, Geis, and Brown investigated the 
impact of television commercials on adult 
women, 39 using instruments to evaluate the 
women's self-confidence and independent 
judgment. Two matched series of commercials 
served as stimuli. One set of advertisements 
consisted of four ads from the commercial net-
works; the other series consisted of four com-
mercials, identical in every respect except that 
each role was portrayed by a person of the op-
posite sex. Fifty-two college women viewed 
either the traditional or reversed-role commer-
cials. The women who saw the nontraditional 
versions of the commercials showed more in-
dependent judgment in follow-up testing. 
Also, when asked to deliver a speech, the 
women who viewed the role-reversed commer-
cials were judged to show greater confidence in 
speech delivery. 

The researchers suggested that repeated ex-
posure to nonstereotypic commercials might 
help produce positive and lasting behavior 
changes in women, also noting: "At minimum, 
it can be concluded that a social environment 
presenting images of important women pro-
duced more competence and confidence in 
women subjects than an environment of sub-
servient women role models." 

What all the research suggests is that many 
factors lead to sex-role stereotyping, which is 
multifaceted. To understand it and to develop 
strategies for eliminating sex-role stereotyping 
that may limit life options and social mobility 

for both children and adults will require more 
research and analyses. 

Williams, LaRose, and Frost found that 
sex-role stereotyping stems from a variety of 
factors. 4° Media content is not the only, nor 
necessarily the primary, factor. These research-
ers did find, however, that counterstereotypi-
cal roles in TV programming could help reduce 
the child's sex-role stereotyping if (1) the child 
understands the character's behavior or inten-
tion; (2) the character is an attractive model to 
the child; (3) "significant others" are shown in-
teracting and evaluating the main character's 
behavior or attitudes. These researchers argue 
that: 

If this hypothesis is supported, then the quan-
tities of males and females shown on televi-
sion are considerably less important than the 
qualities portrayed. Behavior will be most apt 
to be emulated from dramatic and realistic 
contents (not variety shows, not cartoons) 
where a character has the attributes for high 
modeling potential but, more important, 
where sufficient content is presented to con-
vey evidence of personal and social reinforce-
ment for the behavior. 

To summarize the research findings regard-
ing the media's impact in the sex-role socializa-
tion process, several observations can be 
supported. 

• Media users personalize media content and 
thereby become directly involved in it. 

• Sex of the media user is an important factor 
in the user's use and recall of media content. 

• Under some circumstances, youngsters 
model behavior they see in the media. 

• Boys use physical strength and dynamic 
action as criteria for selecting media models; 
girls use physical attractiveness as the crite-
rion in selecting media models. 

• Youngsters who are heavy television users 
have more stereotypical notions of sex roles 
than do youngsters who are light or medium 
television users. 

• Some research indicates that nonstereotypi-
cal sex-role models in media used by chit-
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dren lessen the children's stereotypic 
sex-role attitudes. 

• Some research indicates that children learn 
stereotypic sex roles so thoroughly that they 
depend on the stereotypes as an organiza-
tional frame for remembering media con-
tent. 

• Some research indicates that counterste-
reotypical media content can be used to 
increase women's self-confidence and inde-
pendent judgment. 

• Research indicates that sex-role stereotyping 
is multifaceted and that we may not under-
stand all the facets. 

• Finally, researchers are beginning to believe 
that, as the various facets of sex-role stereo-
typing are understood, media content can be 
used to alleviate some of its negative aspects. 

Media Content Examined 

If mass media content does play a part in sex-
role socialization, what content in the mass 
media contributes to the socialization process? 
Mass media content studies have been con-
ducted on nearly every media form, including 
television programs, comic books, children's 
textbooks, films, magazines, and newspapers. 
The studies' conclusions are two: (1) women 
are underrepresented in media content; (2) 
women who do appear in media content have 
limited roles. 

Content study was the first research meth-
odology used to document the status of women 
in the various media. Advertising was one of 
the first forms of media content to be exam-
ined, perhaps because it contains much mate-
rial to examine and because the content is 
discrete — a one-minute commercial or one 
magazine page. 

One landmark content study of sex roles in 
advertising, by Courtney and Lockeretz," ex-
amined seven general-interest magazines (The 
New Yorker, Time, Look, etc.) and used cross-
tabulation to record such data as number of 
male and female workers in the ads, number of 
ads showing only men or only women, and 

types of products in which males and females 
were identified. They reported: 

• Women were rarely shown in out-of-home 
working roles. 

• Not one woman was shown as a professional 
or high-level business person. 

• Women rarely ventured far from home by 
themselves or with other women. 

• Women were shown as dependent on men's 
protection. 

• Men were shown regarding women as sex 
objects or as domestic adjuncts. 

• Females were most often shown in ads for 
cleaning products, food products, beauty 
products, drugs, clothing, and home appli-
ances. 

• Males were most often shown in ads for 
cars, travel, alcoholic beverages, cigarettes, 
banks, industrial products, entertainment 
media, and industrial companies. 

Courtney and Lockeretz concluded: "The 
data suggest that feminists are at least partially 
justified in saying that advertisements do not 
present a full view of the variety of roles 
women actually play in American society." 
Sexton and Haberman's findings in a study of 
advertising in Good Housekeeping, Look, 
Newsweek, Sports Illustrated, and TV Guide 
from 1951 to 19714' were similar to those of 
Courtney and Lockeretz. 

Roberts's study of advertising and fiction in 
Ladies Home Journal from 1960 to 1962 and 
from 1974 to 1976 found that women in fiction 
appeared to remain consistently traditional in 
the two periods but some advertisements in the 
second period showed women in nondomestic, 
active, nontraditional roles." Women were still 
most likely to be in ads for beauty products 
and household products, but some women ap-
peared in roles more fully indicating the roles 
of women in society. 

Goffman" examined many ads in the print 
media and observed that in print advertising: 
(1) a woman is taller than a man only when the 
man is her social inferior; (2) a woman's hands 
are seen just barely touching or caressing— 
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never grasping or manipulating; (3) when a 
photograph illustrates instructions, the man is 
always instructing the woman; (4) when an ad-
vertisement requires someone to lie on a bed or 
on the floor, the person is almost always a 
woman or a child; (5) women are repeatedly 
shown drifting from the scene while in close 
physical contact with a man. In another study, 
the researchers reported: "The overwhelming 
conclusion of the magazine and television 
monitoring studies is that advertising still por-
trays women in traditional roles."" 

In a 1981 study of male roles in advertising, 
Skelly and Lundstrom" found that: "In gen-
eral, men have increasingly been portrayed in 
less stereotyped roles, but in women's maga-
zines the 'manly' activities were replaced by 
more decorative roles." These researchers con-
cluded that advertising featuring men appears 
to be gradually moving toward a decrease in 
sex-role stereotypes, but the process appears to 
be slow. 

Another landmark study, published in the 
New York Times Magazine in 1972,4 was a re-
port of a content study of television advertis-
ing conducted by the National Organization of 
Women (NOW). This study is significant for 
several reasons: (1) It placed the issue of sex-
role content in the media in a respectable pub-
lic forum, thus creating general public interest; 
(2) it introduced the use of content study by a 
pressure group intent on reforming the media; 
(3) the findings were interesting and presented 
in a provocative format. 

Hennessee and Nicholson, authors of the 
New York Times article, reported that NOW 
monitored 1,241 television commercials dur-
ing a one-and-one-half year time period. NOW 
found: 

• 37.5 percent of the ads showed women as 
men's domestic adjuncts. 

• 22.7 percent demeaned housework. 
• 33.9 percent showed women as dependent 
on men. 

• 24.3 percent showed women as submissive. 
• 16.7 percent showed women as sex objects. 
• 17.1 percent showed women as unintelli-

gent. 

• 42.6 percent showed women as household 
functionaries. 

A 1972 Dominick and Rauch study using 
more traditional research methods" examined 
more than 1,000 television ads and used cross-
tabulations and chi square tests to analyze the 
findings. They reported: 

Women were seven times more likely to ap-
pear in ads for personal hygiene products 
than not to appear. 
75 percent of all ads using females were for 
products found in the kitchen or in the bath-
MOM. 

38 percent of the females in these television 
ads were shown inside the home, compared 
to 14 percent of the males. 
Men were significantly more likely to be 
shown outdoors or in business settings than 
were women. 
Twice as many women were shown with chil-
dren as were men. 
71 percent of the women in the ads were 
judged to be between twenty and thirty-five 
years old; only 43 percent of the men were in 
this age group. 
Men over fifty years old outnumbered 
women over fifty by a factor of two. 
56 percent of women in the ads were judged 
to be housewives. 
43 different occupations were coded for 
men, 18 for women. 
Of 946 ads with voice-overs, only 6 percent 
used a female voice; a male voice was heard 
on 94 percent. 

In general, the content analysis of advertis-
ing, whether print or electronic, has found that 
women in the advertisements are associated 
with domesticity and submissiveness, while 
males are associated with more worldly roles 
and with dominance. Research completed in 
the early 1980s indicates that there may be less 
sex-role stereotyping in advertising, but the 
process of change is slow. 

In examining more lengthy media content, 
researchers found that women were underrep-
resented in number and, when represented, 
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were seen in limited roles. Tedesco, examining 
the roles of women in prime-time television,49 
found that males greatly outnumbered females 
and that males were frequently cast as heroes 
while females were frequently cast as victims 
of violence. Other findings from the Tedesco 
study included: 

• Females were more often cast in light or 
comic roles, while males were portrayed in 
more serious roles. 

• More than half of the female characters 
were married, compared to less than one-
third of the male characters. 

• Almost two-thirds of the female major 
characters were unemployed, while approxi-
mately one-third of the males were unem-
ployed. 

• Males had more violent roles than did fe-
males, but females were frequently the vic-
tims of violence. 

• Male characters were more powerful, smart, 
rational, tall, and stable, while females were 
more attractive, fair, sociable, warm, happy, 
peaceful, and youthful. 

More recent studies report similar results; 
see Greenberg et al., for example." Another 
study conducted by Seggar, Hafen, and Han-
nonen-Gladden found that white women had 
increased in numbers on prime-time TV, but 
black females have become almost invisible in 
TV content.5' 

Many content studies of television pro-
gramming have found that age is a major de-
terminant of the number of women in 
programs. Gerbner et al. document this fact 
and observe: 

The age distribution of females, compared to 
males, favors young girls and women under 
35. While women are most concentrated, with 
almost a third of their total number, in the 
25-35 age bracket, men are most concen-
trated, also with almost one-third of their 
number, in the 35 to 44 age bracket. The char-
acter population is structured to provide a rel-
ative abundance of younger women for older 
men, but no such abundance of younger men 
for older women. Television perpetuates an 

inequitable and unfair—if conventional — 
pattern. 52 

Franzwa studied sex roles in magazine seri-
als and stories between 1940 and 1970 in 
Ladies Home Journal, McCalls, and Good 
Housekeeping. She reported that women were 
portrayed in one of four ways: (1) single, look-
ing for a husband; (2) housewife-mother; (3) 
spinster; (4) widowed or divorced, soon to 
marry. The common element defining all 
women in the stories was the presence or ab-
sence of a man in their lives. In 1940, 1945, and 
1950, six of the sixty-six married women char-
acters had jobs outside the home, and of these 
six, only two were portrayed as having no role 
problems. In 1955, 1960, 1965, and 1970, no 
women with an out-of-home job appeared in 
the stories sampled. 

Roberts, examining fiction in Ladies Home 
Journal from 1960 to 1962 and from 1974 to 
1976, found that it remained consistently tra-
ditional. 54 

Butler and Paisley" and Farley" found 
some evidence that traditional women's maga-
zines are covering more issues of significance 
to the women's movement. But these research-
ers were uncertain as to whether this finding 
was a trend or a fluctuation. 
Much research has been generated on sex-

role content in child-oriented media — text-
books, comic books, television programs, and 
films. These data, like the content studies, 
show shortages of female characters and of 
positive roles for female characters. For exam-
ple, Taylor's study examined sex roles in text-
books used in California's state-adopted 
elementary reading program." In the third-
grade reader, Taylor found: 

The stories all portray roles of males: of the 
eight stories in the book, none has a female 
central character, but they do appear in famil-
iar roles of mother, grandmother and teacher. 
Males in the reader are shown doing signifi-
cantly interesting and important things: five 
of the eight stories feature the relationship of 
a boy with a male adult, while the others re-
late the lives of grown men and adventures of 
a boy alone at the fair. 
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Many studies have examined the roles of 
males and females in TV content. Busby" and 
Long and Simon" found male and female 
characters in programs directed toward chil-
dren to be characterized by traditional male/ 
female stereotypes. 

Mayers and Valentine conducted a similar 
study but used child coders from ages eight to 
thirteen to evaluate the actions and attitudes of 
the cartoon characters. 6° These youngsters re-
ported that when compared to males, female 
characters were less brave, less dominant, less 
intelligent, less independent, less able to make 
decisions, had a greater need for security, and 
had a greater interest in personal appearance. 

Welch et al. examined form, as opposed to 
content, in children's TV programs:6' 

Our purpose ... was to examine a more 
subtle level of message that may be conveyed 
through forms used in the medium. Form, as 
opposed to content, refers to production 
techniques such as level of action or move-
ment, pacing, camera techniques such as cuts, 
zooms and animation, and auditory forms 
such as music, sound effects and narration. 

These researchers examined sixty television 
toy advertisements—twenty directed at girls, 
twenty directed at boys, and twenty directed at 
both boys and girls. They found: 

The commercials directed at boys contained 
highly active toys, varied scenes, high rates of 
camera cuts, and high levels of sound effects 
and loud music. In the male commercials, the 
characters were frequently aggressive to each 
other or to objects, and the narrators were 
male. Commercials directed at girls had fre-
quent fades, dissolves and background mu-
sic; the narrators were female.... Both 
neutral and male commercials had predomi-
nantly male narrators, and females emerged 
in relatively little dialogue in the neutral com-
mercials. . . . 

The most recent media content studies con-
tinue to confirm the sex-role findings reported 
throughout the 1970s. Signorielli, in a study of 
marital status in prime-time TV programming 
on ABC, CBS, and NBC, found that women 

and men continue to be presented in stereotyp-
ical roles: 

The results of all these analyses are remark-
ably similar and offer little more than a rather 
stereotypical and traditional portrayal of 
women and marriage. The picture that 
emerges is that home and family, marriage 
and romance are important themes and are 
usually presented as the domain of the fe-
male. Marital status clearly differentiates fe-
male characters.62 

Whipple and Courtney reported that "The 
overwhelming conclusion of the magazine and 
television monitoring studies is that advertis-
ing still portrays women in traditional roles. 
One of the most important findings is that 
women are rarely depicted as authority fig-
ures. 1,63 

Butler and Paisley,64 Farley,65 and Skelly 
found evidence of recent change. Butler and 
Paisley and Farley report that the traditional 
women's magazines were more liberal in pre-
senting feminist issues, and Skelly found some 
lessening of male stereotypes in general inter-
est magazines but reported that change was 
slight and slow. 

In general, sex roles in media content have 
remained fairly constant over the last ten 
years. Studies of sex roles in media content 
completed in the early 1970s will continue to be 
the point of comparison for future content 
studies. Busby's study concluded that: "Longi-
tudinal studies of mass media content can be 
used as indicators of when and in what respects 
the tenets of the recent women's movement are 
accepted or rejected by the majority of Ameri-
cans ." 

Several observations summarize findings 
from media content studies: 

• Females are underrepresented in compari-
son to males in almost all media content— 
television programs, magazine advertising, 
television advertising, textbooks, children's 
books, comic books, etc. 

• Females appear in limited roles in media 
content when compared to the roles of 
males. 



The Mass Media and Sex-Role Socialization 277 

• Females are most often associated with do-
mesticity and males with paid employment, 
entertainment, and leisure activities. 

• Females are frequently cast as victims of vio-
lence and males as perpetrators of violence. 

• Females are identified by their relationships 
to males—wife, fiancee, mother, girl-
friend — much more often than males are 
identified by their relationship to females. 

• Females in media content tend to be younger 
than their male counterparts. On television, 
one-third of the women are judged to be be-
tween twenty-five and thirty-five years old, 
and one-third of males on television are 
judged to be between thirty-five and forty-
four years old. 

• Females age faster than males in media con-
tent. On television, females are frequently 
cast in roles older than their actual age. 

• Older women are especially underrepre-
sented in media content, and the roles of 
older women are severely limited. 

• Television advertising directed at boys uses 
many camera cuts and sound effects; televi-
sion advertising directed at girls uses fades, 
dissolves, and background music. 

• Traditional women's magazines are taking a 
more liberal attitude toward feminist issues. 

• Some evidence suggests a slight lessening of 
traditional male roles in general interest 
magazines. 

One decade may be too short a period to re-
cord real chanees in media content. Whipple 
and Courtney65 note that advertising practi-
tioners have been reluctant to portray women 
in nontraditional roles because of the uncer-
tainty that the American public would accept 
the new commercials. They tested the accept-
ability of commercials showing women in both 
traditional and progressive sex-roles and re-
ported: 

We found progressive sex-role portrayals in 
television commercials to be at least equally 
preferred to, and in some cases more pre-
ferred than traditional advertising ap-
proaches. . . . The consumers and practition-
ers in this study concurred that it is possible to 
create television commercials with progres-

sive portrayals—and to do so effectively— 
without causing consumer irritation. 

With this kind of research and its findings, 
changes may be on the horizon. Another indi-
cation is that most textbook publishers have 
in-house guidelines to avoid sexist language 
and materials. 

Findings in the early 1970s' content studies 
are similar to the findings being reported in the 
1980s. Some media content studies indicate 
some changing media roles for males and fe-
males, but researchers are uncertain if these 
findings will be a trend through the 1980s and 
1990s. 

The Social Impact 

The question raised by these content studies of 
most interest to researchers is: How do these 
media images affect women in their daily lives? 
To answer this question, researchers have been 
concerned about the attitudes associated with 
being male and female in American society. 
Researchers found that, historically, negative 
attitudes have been associated with being fe-
male and with female roles. Some early studies 
of differences in attitudes toward males and fe-
males confirmed this negativism. 
A 1957 study asked college men and women 

to list adjectives describing men and adjectives 
describing women. 69 The students assigned 
thirty favorable adjectives to males, but only 
twenty-one favorable adjectives to females; 
they assigned only eight unfavorable adjec-
tives to men and seventeen unfavorable adjec-
tives to women. 

Male positive attributes included witty, 
thorough, deliberate, industrious, steady, logi-
cal, ambitious, aggressive, self-confident, in-
dependent, dynamic, and rugged. Female 
positive adjectives included well-mannered, 
tactful, pleasant, sociable, gentle, kind, warm, 
sympathetic, soft-hearted, lovable, dreamy, 
sensitive, artistic, and religious. 

In this same study, male and female college 
students were asked to list adjectives describ-
ing themselves as individuals. The self-descrip-
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tions paralleled the descriptions presented for 
men and women in general. Researchers ob-
served: "Male subjects particularly empha-
sized men's desirable characteristics; females 
emphasized women's neuroticism." 

Freeman noted that the stereotypical char-
acteristics of females have "some 'nice' quali-
ties, but they are not the ones normally 
required for the kinds of achievements to 
which society gives its highest rewards."" 
A 1970 study of sex-role attitudes held by 

psychologists, psychiatrists, and social work-
ers shocked the professional health-care com-
munity. Broverman et al. reported that the 
clinicians in the study were: 

... more likely to suggest that healthy 
women differ from healthy men by being 
more submissive, less independent, less ad-
venturesome, more easily influenced, less ag-
gressive, less competent, more excitable in 
minor crises, having their feelings more easily 
hurt, being more emotional, more conceited 
about their appearance, less objective and 
disliking math and science:' 

Survey research of the general American 
public also found a negativism associated with 
women. In a 1970 CBS News national survey 
to determine American attitudes toward men 
and women," one question asked a national 
sample of men and women: "Who would you 
trust more to be your doctor, a man or a 
woman?" Sixty-eight percent selected a man, 
and 8 percent selected a woman. To the ques-
tion: "Who would you trust more to be your 
lawyer, a man or a woman?" 70 percent se-
lected a man and 9 percent selected a woman. 
A 1976 Gallup Poll found similar results. 

Women as well as men disparaged the abilities 
of women and indicated a preference to deal 
with male professionals." The pollsters sum-
marized their findings: 

By a ratio of 6-to-1, women say they would 
rather have a man than a woman as their 
boss. Most women would rather deal with 
male than female doctors, lawyers and bank-
ers. Only in the case of traditionally female 

occupations would women prefer to deal with 
persons of their own sex. 

What does 1980s' research reveal? 
Some research indicates a negativism still 

associated with being female. Some early in-
vestigations of bias against women have been 
replicated with similar findings. For example, 
in 1968, Goldberg found that female college 
students evaluated a professional article more 
highly when they thought it had been written 
by a male rather than a female:4 In a replica-
tion of that study, Paludi and Bauer found 
similar results." "As was the case in the Gold-
berg study, women in the present investigation 
overall valued articles written by John T. 
McKay more favorably than those written by 
Joan T. McKay. . . . Men in the present inves-
tigation also preferred the male author. . . ." 

In a replication of some early research on 
attitudes about men and women, Ruble asked 
128 college males and females to rate typical 
and desirable attributes of males and fe-
males." He found that sex-role stereotypes re-
mained strongly embedded in the minds of this 
sample of college students, but attitudes about 
desirable attributes of men/women indicated a 
less polarized point of view. 

In general, most research suggests some 
lessening of negative attitudes toward women 
and at the same time that many stereotypes 
limiting a woman's social mobility are still 
prevalent. 

Zuckerman and Sayre's study demonstrates 
the ambivalence about changing sex roles." 
They interviewed children between the ages of 
four and eight to determine the extent to which 
recently changing cultural mores have influ-
enced children's sex-role concepts. They re-
ported: "Overall, the data suggest that 
children's sex-role attitudes are changing, re-
flecting the changes in society as a whole. . . . 
Nevertheless, almost all the children report 
traditional career expectations.... The 
results clearly suggest that society's ambiva-
lence about changing sex roles is reflected in 
the children' sex-role attitudes." 

Margaret Mead observed that gender is re-
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garded as the most important difference be-
tween individuals and that only by accepting 
the role of one's sex can one "attain full mem-
bership in the human race."79 Evidence indi-
cates that at an early age, male and female 
children learn the attributes and social roles of 
their sex. 

Fagot's 1978 study observed parents and 
toddlers in their homes and noted the parents' 
reactions to the children.79 She found that par-
ents reacted significantly more favorably to 
the child when the child engaged in same-sex 
preferred behavior and were likely to respond 
negatively to a child engaging in opposite-sex 
preferred behavior. 

Fagot found that girls were given more neg-
ative responses when engaged in active, large-
motor activities. Girls were given more 
positive responses when they asked for help, 
engaged in adult-oriented tasks, or engaged in 
dependent behavior. Boys, on the other hand, 
were given positive responses when they en-
gaged in large-motor activities but negative re-
sponses when they asked for help or engaged in 
dependent behavior. 

Parents indicated that they were not aware 
of their different responses to male and female 
children. The reseacher concluded that "Few 
parents would think of such mundane behav-
ior as 'manipulating objects' as a behavior im-
portant to sex-role socialization." 
Many reseachers have learned that boys and 

girls as young as two and three years are 
aware of sex stereotypes in adult culture and 
are aware of socially preferred sex role for 
themselves.99 Appropriate sex-role behavior is, 
then, an early acquisition. It is little wonder 
that sex roles are learned thoroughly and that 
expectations placed on males and females en-
dure for a lifetime. The point here is that the 
female's social mobility becomes extremely 
limited as seen in the facts that both males and 
females disparage the female's abilities and 
that parents use strict socialization patterns on 
toddlers to maintain male/female social roles. 
How do the lack of social mobility and re-

stricted social roles lead back to the mass me-
dia? Strainchamps provides the answer: 

Back in the sixties, as women began to won-
der about the validity of their traditional 
roles, one of the most natural questions to 
arise was: Where do women get their images 
of themselves? . . . They found that . . . tra-
ditional institutions were indeed guilty of re-
inforcing stereotyped notions about men vs. 
women, but they discovered that the most 
ubiquitous, the most insidious, and therefore 
possibly the most powerful force dedicated to 
the maintenance of the status quo was not one 
of the long established social institutions, but 
a fairly new one—the mass media. 8I 

Gerbner has described the mass media as a 
"new religion"— a cosmic force or a symbolic 
environment that one is born into and whose 
assumptions one accepts almost without ques-
tion. We are surrounded by every form of the 
media: they pervade our homes, school rooms, 
offices, working hours, leisure hours. 

Since females have been limited in their so-
cial mobility by narrowly and negatively de-
fined concepts of femaleness, the mass media 
have come under scrutiny for their sex-role 
content. Throughout the 1980s and 1990s, re-
searchers will continue to investigate the gen-
eral social attitudes toward the roles of males 
and females. With careful monitoring of the 
media and its effects, researchers may be able 
to document attitudinal changes toward centu-
ries-old sex roles. Sex-role research on the 
mass media is exciting, since the media are the 
reflective/projective mirrors of our society 
and its changes. 

Summary 

This article explored the roles of the mass me-
dia as sex-role socialization forces. Media ef-
fects, media content, and the social impact of 
the media were the primary areas of discus-
sion. An extensive bibliography is provided. 
The bibliography is divided into three major 
areas. Media Effects: Sex-role Socialization; 
Media Content; and Personal and Social Im-
pact of Sex-role Acquisition. 
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This essay reviews the present status of empiri-
cal investigation into television composition, 
enumerates the major variables involved in 
studying the structure of television pictures, 
and summarizes the available quantitative re-
search studies of television's major composi-
tional elements. 

Empirical investigation of television's com-
positional principles has had a slow start. Aca-
demic study of the factors involved in the 
medium's structure — lighting, color, staging, 
editing, and sound—has only recently begun 
to emerge. Qualitative research on the nature 
and effects of television compositional ele-
ments is especially rare. 
A brief review of the reasons for this scar-

city shows that certain compositional elements 
have been singled out repeatedly, while others 
have been almost completely ignored. The 
three most important reasons for the relative 
shortage of quantitative research studies on 
television composition are (1) misconceptions 
about the differences and similarities of the 
visual communication media, (2) the complex-
ity of visual composition as an object of study, 
and (3) the general lack of understanding of bi-
ometric research procedures. 
A failure to recognize key differences be-

tween the media of film and television is one 
reason for the lack of empirical research in 
television composition.' Television scholars 
have relied on principles borrowed from stud-
ies of film, not recognizing the inherent differ-
ences between the two media. The time has 
come to recognize television as a unique me-
dium. Several scholars of television composi-
tion, including Tarroni,2 Millerson,3 Zett1,4 
and Davis,' have underlined these differences. 
According to Tarroni: 

In television, we have, without any possible 
doubt, an instrument (the camera and other 
technical equipment), a material (for after all, 
sound waves and light waves are themselves a 
material), and a technique (the artist must 
carry out a series of operations which are by 
no means identical with those carried out by a 
film director or the producer of a play).6 

The lighting materials, instruments, and 
techniques used by television differ from those 
used in film, and thus the effects produced by 
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the images of the two media also differ. Zettl 
warns that the aesthetic potential of such com-
positional elements of television lighting as 
"outer orientation," "inner orientation," "ex-
ternal lighting," "internal lighting,"2 which are 
unique to the TV medium, have not been fully 
explored. 

Visual images created by the film cameras 
and projected onto the large film screen differ 
from images produced and seen on the small 
TV screen. Picture quality, screen size, and im-
age size are obviously different. The effects of 
such variables on viewer perception and re-
sponses are not so obvious and have not been 
empirically measured. Some structural similar-
ities exist among the visual communication 
media of painting, photography, film, and 
television — primarily in such compositional el-
ements as screen direction; object and area 
proportions; and perception of colors, bal-
ance, shape, scale, dimension, and form, 
among others!. 9 Several empirical studies of 
these factors have been conducted, particu-
larly in connection with the field forces theory, 
which covers most of these variables:° 

Field forces theory holds that the composi-
tion of a screen image is a mathematical com-
posite of the strength and direction of 
influence (vectors) of each compositional ele-
ment comprising it. 

In the composition of television and film 
images, the elements of time, motion, and edit-
ing are crucial, applied differently in each me-
dium. Such timing and editing techniques as 
fades, dissolves, cuts, and superimpositions 
mechanically and aesthetically differ in the 
two media.'' Empirical studies of the effects of 
these elements on viewers are yet to be done." 

Confusion over television's nature and its 
social purpose has contributed to the absence 
of studies on TV sound. It was once common 
to consider television as equivalent to radio 
with visuals. This false notion has been a stum-
bling block in exploring the best ways of 
matching pictures with sounds." 

The study of the syntax of visual messages is 
a complex endeavor:4 It is not easy to achieve 
necessary experimental control and isolation 
of compositional elements to test their effects 

on perceived pictorial composition. Recogniz-
ing the complexities and the difficulties that 
such studies present, some researchers have 
suggested using advanced, more precise, non-
linear measuring methods and techniques." 

Most past communication researchers 
lacked a sufficient understanding of relevant 
research in other disciplines. They tended to 
adopt the research approaches and techniques 
of data collection and analysis common 
among some behavioral scientists, including 
speech behaviorists who did not have enough 
knowledge of studies in perceptual psychology 
(visual and auditory), neurology (studies of 
eye fixation and brain functioning in visual 
and auditory information processing) and 
physiology, which, if not essential, are useful 
in understanding the structure of visual mes-
sage perception. '6 

The principal compositional elements re-
ferred to have been explored in the pioneering 
studies of Kepes," Moholy-Nagy," Taylor,'9 
Millerson,2° Arnheim,21. '2 Dondis,22 and 
Zett1,24 who have provided theoretical bases 
for future studies and singled out additional 
compositional elements requiring exploration 
and scientific delineation. Among the older 
film studies, which were either extended to 
television or borrowed by television research-
ers, are those on the impact of such elements as 
color, motion, shot content, camera angle, and 
speaker credibility.2' These studies examine 
visual communication variables common to 
both media. Although it would be false to con-
clude that the effects of these compositional el-
ements are the same for both television and 
film, the contributions of these studies have 
been significant .26' 27 

The following section reviews the empirical 
studies of television composition, which are 
grouped under the headings lighting and 
color, staging, editing, sound. 

Research Studies of 
TV Lighting and Color 

Lighting and color as aesthetic agents in the 
media of still photography, film, and television 
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have been discussed by Faber,28 who speculated 
on the role of light and color in revealing envi-
ronment; Arnheim, 29 who focused mainly on 
light in color paintings, still photography, and 
film; Millerson," who considered the role of 
light and color in the structure of TV pictures; 
Dondis," who outlined the role of light and 
color as prime elements of the visual message, 
including paintings, photographs, and moving 
images; and Zett1,32 who dealt specifically with 
light and color as compositional elements (aes-
thetic agents) of television pictures. 

Quantitative studies in which some aspect 
of lighting and/or color for film and television 
was the principal or secondary variable can be 
divided into those (1) dealing with the effects 
of lighting angles, (2) discussing the differ-
ences, similarities, and effects of color vs. 
black-and-white pictures, and (3) examining 
color as an effective element of instructional 
materials. 

Lighting angle refers to the angle at which 
an object being televised (or filmed) is struck 
by the light from a designated lighting instru-
ment(s). Figure 19-1 illustrates that two angu-
lar measures are required to place a lighting 
instrument in three-dimensional space — a hor-
izontal angle and a vertical angle. In most 
cases, the lighting instrument in these studies is 
the key light, typically defined as the instru-
ment establishing the scene's principal appar-
ent lighting source. 

In support of Millerson's33 and Zettl's34 spec-
ulations, a Tannenbaum and Fosdick study on 
lighting angles" showed that manipulating the 
angle of the key light source affected viewer 
perceptions. Low-angle or high-angle lighting 
of subjects can create either a negative (low 
key) or a positive (high key) viewer response. 

The perceived differences between black-
and-white and color images as well as color 
preferences, color associations, and color at-
tributes have been explored by researchers in 
audiovisual communication media. Vande-
mere's study of the differences between color 
and black and white in instructional films36 
bridges film and video studies of the subject. 
Scanlon's experimental study of viewer percep-
tions of color and black-and-white television 

was the first attempt to measure such differ-
ences." Additional representative studies in-
clude Winn and Everett on the effectiveness of 
rating color and black-and-white pictures; 38 
Katzman and Nyenhuis on color and black and 
white as perceptual stimuli;39 Booth and 
Mille" and Spangenbere on the differences 
between learning from black-and-white and 
learning from color stimuli; and Winn on the 
structure of multiple free associations to 
words, to black-and-white pictures, and to 
color pictures.° These studies identified areas 
of communication in which color pictures ap-
pear to be preferable to black and white when 
used to (1) provide information, (2) attract 
viewer attention to specific objects or situa-
tions, (3) facilitate learning, and (4) enhance 
and/or elicit viewer aesthetic responses. 

Empirical studies dealing with the use of 
color as a contributing element in enhancing 
viewer ability to receive instruction include 
Dwyer° and Kanner,' studies dealing with 
color stimuli as instructional variables, and 
Huntley's study of color as an emotional factor 
in television.'" Snowberg46 found that the best 
background colors for graphics legibility are 
(in order of legibility) white, yellow, green, 
red, and blue. Franzwa, studying picture fa-
miliarity and retention of visual detail, found 
that color pictures of familiar animals were re-
tained better than their black-and-white coun-
terparts.° Research studies on the use of colors 
in art, design, and advertising, in terms of 
color preferences,48.49 color associations," and 
color attributes"' 52 reveal some interesting 
findings. However, considering that color 
preferences, associations, and attributes 
change according to age, locality, education, 
income, sex, nationality, etc., these findings 
tend to be inconsistent, highly specialized, and 
thus ungeneralizable. Chu and Schramm" re-
view studies on television in education. 
Schramm also has pointed to the need for for-
mative research: 

I fear the preceding pages have proved that 
whereas one can derive stimulating general 
ideas from theoretical research in television, 
when a producer wants to translate these into 
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specific guidance, he must rely either on his 
own creative instincts or on formative re-
search. And without in the least underesti-
mating the value of creativity, I would say 
that I have seldom seen an activity that has 
greater need than ETV for formative re-
search. 54 

Formative research, the subject of an essay by 
Bittner and Carroll in this volume, consists of 
research during the development and produc-
tion of a program aimed at improving the pro-
gram's effectiveness. 

Research Studies on TV Staging 

Studies of TV staging include empirical studies 
dealing with placement and interaction of vis-
ual elements within the concentrated space of 
the television screen. These studies typically at-
tempt to verify existing theories of effective 
composition of moving images. TV staging in-
volves such compositional elements as (1) size 
of image; (2) camera angle; (3) shape, form, 
proportion, or direction of action; (4) percep-
tion of space, object size, and depth cues; (5) 
field forces; and (6) multiscreen presentations. 

Studies of image size are concerned with the 
relationship between screen size and viewer 
perception and the relative dominance of some 
object or objects within the screen. Studies of 
screen size versus viewer perception include 
studies of human factors in engineering de-
signs of electronic screens. Using methods 
from psychophysical scaling, Hatada, Sakata, 
and Kusaka" explored the lower limit of screen 
size and position associated with viewer sensa-
tion of reality. Figure 19-2 illustrates their con-
clusions as to the ideal real screen. 

Tiemens's study of the visual composition 
of the 1976 Ford-Carter Presidential debate is 
a careful study of dominance within the 
screen. 56 Each shot of each debate was exam-
ined on a screen divided into ruled squares in 
order to estimate the relative area of the screen 
occupied by each candidate. Other image size 
studies include investigations of image size as 
visual language," of image size changes as per-

ceived by children," of image size versus 
speaker credibility," of the possible value of 
varying television shots, 6° and the psychologi-
cal effect of image size variation.6' An interest-
ing study by Wurtzel and Dominick compared 
the use of closeup and medium shots in televis-
ing various acting styles. 62 

Camera angle as a variable of visual compo-
sition has been studied by researchers in pho-
tography, film, and lately in television. 
Tiemens's° study on the relationship between 
camera angle and credibility of speaker, along 
with Mandell and Shaw's e4 study on the effects 
of camera angle and body movements and 
Baggeley and Duck's65 experiments on the ef-
fects of camera angle in educational TV pro-
grams, are among the pioneering efforts. The 
McCain et al. study on the effects of camera 
angle on source credibility and attraction is 
one of the most recent on the subject. 66 Ex-
tended from previous research on photogra-
phy and film and expanded into television, 
these studies provide valuable insight into gen-
eral principles of television composition. They 
are positive contributions toward the building 
of a theory of television aesthetics. 

Research on viewer preference for certain 
shapes and viewer perception of the orienta-
tion of objects within the visual field has been 
conducted by Dwyer, 67 who attempted to mea-
sure the relative effectiveness of visual illustra-
tions of different shapes. French manipulated 
the complexity of various pictorial patterns to 
affect children's perception.68 Myatt and 
Carter69 systematically varied pictorial vari-
ables of color, shape, proportion, and picture 
detail to estimate their combined effect on chil-
dren. Viewers' relative preferences for such 
simple figures as triangles, circles, squares, 
and rectangles have long been studied by per-
ceptual psychologists.'• 71' 72 More research ex-
tending these perceptual studies to the familiar 
images of television is warranted. 
A number of studies have dealt with picture 

elements affecting perceptions of image depth. 
Mangan has studied the iconic (pictorial) liter-
acy and education of people of different cul-
tures.n Evans and Seddon investigated the 
perception of depth cues among Nigerian stu-
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dents:4 Deregowski studied both depth cues 
and pictorial perception of people from differ-
ent cultures:5.76 Miller also studied the percep-
tion of pictorial materials by people of 
different cultures." Nicholson and Sedden ex-
amined the perception of pictorial spatial rela-
tionships by Nigerian students:8 The rapid 
development of satellite communication has 
increased the need for a global understanding 
of visual communication signals among all cul-
tures:9 

Field force theories of composition have 
been discussed by Arnheim,8° Millerson,8' 
Dondis,82 and Zettl." Screen field forces inter-
act and energize the field for the audience. 
Field forces include asymmetry of the screen, 
main direction, magnetism of the frame, at-
traction of mass, figure-ground relationships, 
psychological closure, and vectors. Empirical 
investigations derived from field forces theory 
will be important to future understanding of 
television composition." 

The principles of visual composition — 
movement, direction, balance, shape, form, 
growth, space, tension, expression"— along 
with the principles of visual perception — con-
stancy, space, depth, distance, motion"— and 
the neurological principles governing the pro-
cessing and the cognition of visual stimuli by 
the two hemispheres of the human brain," will 
all be considered by systematic study of the 
field force theory." 
A detailed review of existing research on 

field forces has been provided by the author 
elsewhere." It is worth reviewing selected 
quantitative studies on the asymmetry of the 
screen, magnetism of the frame, and figure-
ground interrelations that have contributed to 
the study of television composition. An Avery 
and Tiemens study on the syntax of visual mes-
sages concluded that the semantic differential 
as a technique of measuring aesthetic dimen-
sion (the asymmetric placement of visual ele-
ments within the field) is more accurate than 
the Likert scale technique,9° which was 
adopted by Metallinos in an early study on the 
subject.9' Fletcher's study of asymmetry, using 
magnitude estimation scaling,92 asked a sample 
of Blacks and a sample of Caucasians to rate 

the attractiveness of asymmetric landscapes. 
He concluded that, if location of mass rather 
than direction of index vector is considered the 
appropriate index to asymmetry, Blacks may 
prefer left over right asymmetry. 

The only extant studies on figure-ground re-
lationships as a field force are those by Bagge-
ley and Dude' and Coldevin". 95 on the effects 
of adding background elements behind the 
newscaster. On magnetism of the frame as a 
field force, the exploratory study by Herbener 
et al.% emphasizes the importance of the frame 
in visual composition. Unfortunately, empiri-
cal investigations have not been conducted on 
the field forces of attraction of mass, main di-
rection, psychological closure, and vectors. 

In the many studies on multi-image presen-
tations, practitioners, theorists, and research-
ers cover both the perception and the effects of 
such presentations."'" Zettl extended such re-
search to the specific study of multiscreen tele-
vision. 99 He investigated (1) difference between 
divided screen and multiscreens; (2) number of 
screens and screen configuration; (3) screen 
gestalt; (4) screen emphasis and vector struc-
ture; (5) montage; and (6) technical consider-
ations. Explaining his approach, Zettl states: 

Rather than dividing a single screen into 
smaller units and thereby reducing each spa-
tial field in size, we expand the field of the 
television screen into several self-contained, 
yet interdependent, space-time entities. Very 
much like the tiles of a mosaic, the multiple 
screens combine and expand into a complex, 
yet clarified and intensified screen Gestalt." 

Zettl emphasizes that additional investigation 
and research are "essential if we are to develop 
a valid and useful multi-screen aesthetic." 1°' 

It is evident from this review that empirical 
studies on television staging are preliminary at 
best. Only a few elements of television screen 
images have been studied formally. As Her-
bener states: "The possibilities are extensive, 
and as graphic communication becomes in-
creasingly influential in our lives, the empirical 
exploration of these possibilities becomes in-
creasingly important."°2 
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Research Studies on TV Editing 

Time, motion, and editing collectively consti-
tute the third major area of inquiry in televi-
sion composition. To arrive at the television 
editing techniques he considers unique to tele-
vision, Zettl extensively discusses the factors 
of time and timing in making the TV picture.'" 
Malik also emphasizes the importance of 
movements (electronic beam, camera, inner 
movement) in the construction of the moving 
image.'" Time and motion, as compositional 
factors, are considered the synthetic catalysts 
of television editing, which Zettl calls "tertium 
quid," the third thing.'" The significance of 
timing, movement, and editing or montage as 
aesthetic energizers that stimulate viewer re-
sponse has also been underlined by Millerson, 
who suggests various specific television editing 
techniques.'" 

Film montage theories, developed by Eisen-
stein,'" Pudovkin,'" Arnheimr Goldberg,"° 
and Gregory," provide the stimulus for empir-
ical research on such film editing topics as 
"The Effect of Motion and Cutting-Rate in 
Motion Pictures," 112 "Film Movement and Af-
fective Response and Effect on Learning and 
Attitude Formation,""3 "The Bilateral Effect 
of Film Context,"4 and "Cognitive Aspects of 
Sequence in Visual Communication." 115 Mil-
lersonn6 and Zettlm provide theoretical con-
cepts on which more TV editing research could 
be based. 

The effects of such TV editing elements as 
cutaways or cutting on action and editing for a 
three-person interview or ABC cutting, were 
studied by Baggeley and Duck."8. "9 Qualita-
tive research and verification of TV editing 
factors observed by ZettlIn (such as continuing 
or converging index and motion vectors, ana-
lytical or sequential editing) and idea-associa-
tive montage techniques, such as comparison 
and collision, are needed. 

It has been speculated that the small size, 
low quality television picture requires fast pace 
to attract and keep viewer attention. This fast 
pace may, in turn, cause viewer hyperactiv-
ity— what Berger calls "hyperkinesis."2' Ac-
cording to Berger: 

The more we react to signals rather than sym-
bols (though the relationship between the two 
is complicated, I admit), the more impulsive 
we become, the more we approach hyperkine-
sis. The programming on television also 
contributes to our excitability. In some com-
mercials, for example, there may be as many 
as 70 or 80 quick cuts in a 60 second advertise-
ment, which means that we become terribly 
"speeded-up" as we watch the images flicker-
ing before us. in 

On the other hand, Anderson et al., 123 ex-
amining hyperactivity, impulsivity, disorgan-
ized behavior, and shortened attention spans in 
preschool children watching Sesame Street, 
found no evidence to support the notion that 
"rapid television pacing has an immediately 
negative impact on preschool children's behav-
ior." 24 This finding coincides with that of an 
early study by Schlater on the effects of televi-
sion's fast pace.'" 

Undoubtedly, more systematic research is 
needed on these and other compositional fac-
tors pertinent to TV editing. The rules for se-
lecting shots and the laws dictating their 
juxtaposition could become critical in televi-
sion composition. As Millerson states: 

We may not know why we are influenced in 
particular ways by certain visual arrange-
ments, but their effects are regular enough to 
provide us with rational working principles, 
so we no longer need to distribute subjects 
around tentatively, hoping that they will pro-
duce the effect we want. We develop a back-
ground of understanding that helps us to 
arrange, correct and im_prove camera shots in 
an organized fashion. li° 

Research Studies on TV Sound 

The conventional TV picture, and conse-
quently the conventional TV program, consist 
of both sights and sounds. The aesthetic im-
pact of a program depends on the harmonic in-
teraction of both elements. Some observers 
suggest that "the ears may be more vital than 
the eyes in getting the most of television." 27 
Critics of educational television productions 
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claim that "historically the producers and re-
producers of educational broadcast materials 
have concentrated on the video to the detri-
ment of the audio." 128 

The audio component of the ordinary tele-
vision receiver has always been of relatively 
low quality, partly because of misunderstand-
ings as to what can be broadcast and of the 
economics involved in corrrecting it. In ex-
plaining the reasons for such low quality televi-
sion sound components, Schubin states: 

Why don't set manufacturers improve their 
sound systems? They say it's because televi-
sion stations don't transmit programming 
that requires good sound. The television sta-
tions say they don't transmit such programs, 
because their networks don't feed them. Their 
networks don't feed them, because network 
audio lines are incapable of high fidelity 
transmission. And the common carrier in 
charge of the audio lines? They claim there is 
no need to upgrade the lines —witness the fact 
that the set manufacturers have not improved 
their sets. 129 

Empirical research on any aspect of televi-
sion sound is rare. Only a few scholars such as 
Zettl'" and Millerson ul have stressed the sig-
nificance of TV sound as an aesthetic agent as 
important as visuals. Zettl, for example, ob-
serves that television "demands close-up [clear, 
distinct and supportive] sounds, small sounds 
brought close to the ears of the perceivers, very 
much like the visual close-up that can elevate a 
simple gesture to an intense art." 32 Millerson 
theorizes that television's aural-visual relation-
ships are due to: (1) the picture's impact on the 
sound Si—P, (2) the sound's impact on the pic-
ture Pi—S, (3) the cumulative effect of sound 
and pictures S + P = E, and (4) some further 
idea carried by picture and sound combined S 
+ P = X.'" 
Most quantitative research on the nature of 

sound (its perception and its effects on listen-
ers) has been conducted by physicists,'" per-
ceptual psychologists,'" and musicologists.' 36 
The bulk of studies on sound in the media of 
film and television (1) deal with the impact of 
audio in preparing instructional materials in 

education, (2) compare audio-recorded mes-
sages to live instruction, and (3) compare the 
effectiveness of multiple audio channel record-
ings of instructional materials for educational 
purposes. 
Among the studies exploring the impact of 

audio in preparing instructional materials in 
education are Dworkin and Holden's 137 pio-
neering study comparing filmstrip sounds with 
those of the classroom lecture. Hempstead 
studied the influence of media-message com-
ponents on student recall and attitude toward 
the learning experience.'" Audio-recorded 
messages are compared to live instruction in 
the study by Morrel et al.'" of the cognitive 
and affective effects of audio-programmed 
electronic feedback and oral-teacher feedback; 
Main and Griffithe" report a similar study. 
Hartman's 141 study of recognition learning 
under multiple channel presentations and Nas-
ser and McEwen's 142 study on the impact of the 
alternative media channels in learning are 
among the most important in this area. A com-
prehensive review and evaluation of the results 
of research on the use of audiovisual media for 
teaching adults is provided by Campeau,' 43 al-
though it is slightly out of date. 
No empirical research studies have been 

done on (1) the nature of television sounds, (2) 
the functions of TV sounds, (3) the character-
istics of television sound as opposed to film 
sound, and (4) the criteria for combining TV 
sound harmonically and compatibly with the 
corresponding pictures. As Zettl suggested 
some time ago: 

A careful analysis of the relationship of pic-
tures and sounds, their rhythmic and struc-
tural similarities and differences, their 
harmonic and contrapuntal combinations, 
can, of course, lead to significant insights 
into the aesthetic potentials of the television 
medium.'" 

Summary 

The slow development of empirical research 
on television composition is due to (1) the in-
ability of early media theorists to separate the 
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scope and nature of television from those of 
the film, (2) the complexity inherent in the con-
trol and measurement of television composi-
tional factors, and (3) a lack of understanding 
of biometric research procedures (mostly in 
the areas of perception, neurology, and physi-
ology). 

Existing empirical studies of television com-
position can be grouped into four main ar-
eas — lighting and color, staging, editing, and 
sound. 

I. Studies of TV lighting and color include 
compositional variables that (a) deal with 
the effects of lighting angles; (b) discuss the 
differences, the similarities, and the effects 
of color versus black-and-white pictures; 
and (c) examine color as an effective factor 
in instructional materials. 

2. Studies on TV staging discuss (a) size of 
images; (b) camera angle; (c) shape, form, 
proportion, direction of action; (d) percep-
tion of space, object size, and depth cues; 
and (e) field forces and multiscreen presen-
tations. 

3. Studies on TV editing include such compo-
sitional factors as (a) television timing, (b) 
continuity editing, and (c) rapid pace. 

4. No research studies have been done on TV 
sound (as a compositional factor). Only a 
few studies on the use of sound in preparing 
instructional materials could be cited. 

The limited empirical research on television 
composition should encourage scholars to pur-
sue this area. Television is a new and rapidly 
expanding medium. The technological devel-
opments in such areas as TV production 
automation, computerized editing, digital tele-
vision, and color synthesizers underscore the 
importance of studying television composition 
and viewer response to visual messages. The 
structure of the visual message is a complex 
phenomenon for study. As Dondis points out: 

To understand visual media, to express ideas 
in visual terminology, it will be necessary to 
study the components of visual intelligence, 

the basic elements, the syntactical structures, 
the perceptual mechanisms, the techniques, 
the styles and systems. By studying them, we 
can control them as man has learned to un-
derstand, control and use language. Then, 
and only then, will we achieve visual liter-
acy. 145 
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James K. Carroll 

Program development research has its greatest 
application in producing instructional televi-
sion (ITV) programming. A stage-by-stage 
process combining different research methods, 
program development research is defined as 
identifying, constructing, implementing, and 
evaluating an ITV program based on predeter-
mined instructional goals and the needs of a 
target audience.' Applying this definition, we 
might produce an ITV program to teach sailing 
to high school students or narrow the goals and 
the audience to produce an ITV program on 
television lighting for college TV production 
classes. 

The increased importance of ITV program-
ming and the prospects for its expanded use 
make program development research an im-
portant part of broadcast communication. 
Since the 1960s, the academic community has 
placed increased emphasis on accountable ITV 
programming—programming that can be 
proven to satisfy certain needs or accomplish 
specific predetermined goals. Another area of 
rapid growth is the use of ITV in business and 
industry; more major corporations now use 
television for in-house training and informa-
tion than there are commercial television sta-
tions in the United States. In addition, new 
technologies such as fiber optics and satellite 
communication are dramatically increasing 
available communication channels, many of 
which will carry ITV programming. The 
Annenberg University of the Air and the Cor-
poration for Public Broadcasting's commis-
sioned study of ITV in colleges and universities 
indicate that ITV is a continuing area of inter-
est and expansion.2 

Despite activity in ITV, educators and ad-
ministrators are realizing that to be an accept-
able educational tool, ITV must be cost 
effective, especially when compared to other 
instructional strategies. Emphasis thus has 
been placed on applying and evaluating ITV 
through systems models where cost benefits 
must be viewed in comparison to program ef-
fectiveness.' This stress on producing account-
able ITV involves a stage-by-stage process we 
have labeled program development research.4 
This essay examines this process stage by 
stage, knowing that the reader may become in-
volved in producing accountable ITV 
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programming. Understanding this process 
stage by stage will enable the reader to be a 
more responsible practitioner and consumer of 
ITV programming. 

Stage 1: Program Planning 

Stage 1 of program development research in-
volves the planning and initial research func-
tions associated with launching the production 
process. The first consideration is precisely de-
termining the identified population with an 
identified need. 

Researching the Target Audience 
Developing an accountable ITV program re-
quires researching the characteristics of the 
target audience and understanding what learn-
ing capacities or deficiencies may exist. A good 
way to begin studying these characteristics is to 
examine other teaching and learning materials 
used successfully with the same audience. For 
example, if we decide to produce an ITV pro-
gram about television lighting techniques for 
junior high school students, we would employ 
a different strategy than that used with the 
same subject for college students. The lan-
guage level and thus the script would differ. 
The attention span would also be different. 
The range of abilities would vary to a greater 
degree in junior high school, since the college 
curriculum can eliminate some slow learners. 
Such basic considerations become important 
in the program planning stage of program de-
velopment research. 

Identifying Need and Selecting a Medium 
Equally important to understanding the popu-
lation is identifying the need. Too many educa-
tion and media proponents give scant attention 
to whether an ITV program is needed or 
whether another mode of presentation would 
be more efficient, more effective, and even less 
costly. Some subjects and learning atmo-
spheres lend themselves better to media other 
than ITV. 

Dale aptly demonstrates the different learn-
ing conditions of various media when he dis-

cusses information as being presented at 
different levels of abstraction.' The highest 
level of abstraction, Dale posits, is that of ver-
bal symbols—written or spoken words. At the 
lowest level of abstraction is direct, purposeful 
experience. About midway between these two 
extremes is instructional television. Trying to 
use ITV to teach something that demands di-
rect, purposeful experience will not work. For 
example, in spite of all the ITV teaching tech-
niques we might employ, teaching someone to 
knit a sweater demands that the person work 
with knitting needles and yarn — a direct, pur-
poseful experience. Similarly, spending thou-
sands of dollars to produce an ITV program to 
teach policy and coverage plans to insurance 
agents would be a waste of money when a 
booklet would do the job as well. 

In addition, do not overlook the possibility 
that someone else may have produced the ITV 
program being planned. Major libraries of 
ITV programs have evolved, some associated 
with individual schools and colleges, some 
aligned with state systems of education, and 
some privately supported depositories. If a 
program meeting the needs of the target audi-
ence is available and we can use it, producing 
another is a waste of time. 

Reviewing the Literature 
and Consulting Experts 
No one is an expert in everything, and people 
involved in developing ITV programs realize 
this more than most. An accountable program 
demands consulting what others have written 
and what the experts know. 

Assume we have decided to produce a short 
ITV program teaching some basic elements of 
television lighting to college students in a tele-
vision production course. Our ITV program 
will be used as an insert in a lecture and placed 
on library reserve so students can review the 
program. As a start, we will review some key 
literature about television lighting. Books re-
lated to the subject would be the most readily 
available source; general television production 
texts and works on television lighting may suf-
fice. More complex ITV programs will de-
mand more detailed research. A ten-part series 
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on key Civil War battles would require more 
research than our example of television light-
ing. 

Consulting experts, both content and in-
structional, is next. In developing any ITV 
program, experts can add insights that might 
not appear in the literature and can also point 
out new developments. The teacher planning 
to use the program should be consulted at 
every stage of program development. He or 
she must feel positive about the program and 
can add important input on how the program 
can be adapted to fit particular course needs. 

Consulting with an engineer is also vital. 
Every medium has its limitations, and televi-
sion is no exception. Knowing what the me-
dium cannot do is as important as knowing 
what it can do. Perhaps special hookups or cir-
cuits are needed, or perhaps existing facilities 
need modification for a special production 
problem. Keeping the engineer apprised of the 
program's goals and the production schedule is 
critical to avoid technical pitfalls that could 
jeopardize the production. 

Stage 2: Identifying Objectives 

Once we have made the decision to move ahead 
with the ITV program, the second stage in the 
developmental research process is to identify 
the program's objectives. 

General Objectives 

Refer again to our hypothetical program 
teaching TV lighting. We first list important 
concepts we want to communicate, such as (1) 
the functions of the key, back, and fill lights; 
(2) positioning of these lights; and (3) lighting 
intensity adjustments. These preliminary state-
ments of important concepts or goals, the gen-
eral objectives, precede the more specific 
behavioral objectives. 

Second, these concepts or general objectives 
should be arranged in a logical sequence. For 
instance, we have listed as 1, 2, and 3 the basic 
concepts we want our ITV program to teach. If 
we rearrange these objectives and produce our 

program accordingly, we might confuse the 
student. To understand the correct positioning 
of the lights, we first must know their func-
tions. To understand intensity, we must know 
about both functions and positions of the 
lights. That is why we arranged our objec-
tives— functions, positioning, and intensity— 
in this order.6 In doing so, we are identifying 
specific en route behaviors, which consider 
building antecedent abilities—every objective 
logically prepares the student for the next one. 
We may also want to specify entry behaviors— 
prerequisite skills the student should possess 
before viewing the program. The student pre-
paring to view our proposed ITV program on 
television lighting should first be able to read a 
light meter. Thus, the ability to read the light 
meter is an entry behavior. 

Behavioral Objectives 

Now that general objectives have been devel-
oped, we can move on to behavioral objec-
tives: precise statements that systematically 
describe a given set of measurable behaviors a 
learner is to demonstrate after viewing the ITV 
program. 

Behavioral objectives, when written prop-
erly, consist of three distinct parts: conditions, 
terminal behavior, and criterion. The condi-
tions describe what the learner will have avail-
able while attempting to demonstrate success 
in achieving the objective. For our ITV pro-
gram on television lighting, the conditions por-
tion of a behavioral objective for positioning 
the lights could read: 

Given a series of pencil-and-paper examina-
tion questions describing functions of the key, 
back, and fill lights, the student will.. . . 

Terminal behavior refers to the end product, or 
learner behavior desired after viewing the ITV 
program. Using this example, the objective 
could be expanded to include the terminal be-
havior enclosed here by parentheses: 

Given a series of pencil-and-paper examina-
tion questions describing the functions of 
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key, back, and fill lights, the student will 
(correctly identify the functions of each 
light . . .). 

The final portion of a well-written behav-
ioral objective includes the criterion — the min-
imum level of acceptable performance the 
learner should demonstrate after viewing the 
ITV program.' We would expand our sample 
objective to include the criterion (enclosed in 
parentheses): 

Given a series of pencil-and-paper examina-
tion questions describing the functions of key, 
back, and fill lights, the student will correctly 
identify the functions of each light (with 75 
percent accuracy). 

When the minimum level of acceptable perfor-
mance is not specified in a given objective, we 
may assume that 100 percent accuracy is ex-
pected. Criteria will be discussed in more detail 
in Stage 4 of program development research. 
Now that we have completed a sample 

behavioral objective for the functions of the 
lights, we write a behavioral objective for the 
positions of the lights and another for the in-
tensity adjustment. For positions of the lights, 
the behavioral objective will read: 

Given a series of pencil-and-paper examina-
tion questions describing positioning of the 
key, back, and fill lights, the student will cor-
rectly identify the positioning of each light 
with 75 percent accuracy. 

For the intensity adjustments, the objective 
will read: 

Giben a series of pencil-and-paper examina-
tion questions describing intensity adjust-
ments of the key, back, and fill lights, the 
student will correctly identify the correct in-
tensity of each light with 75 percent accuracy. 

The Action Verb in 
Behavioral Objectives 

Notice that the sample objective uses the 
action verb identify, an important part of a be-

havioral objective. Below are two partial lists 
of verbs, one with verbs that are vague, the 
other with verbs open to fewer interpretations. 

Vague 

be aware of 
learn 
study 
understand 
enjoy 
apply 
contribute 
consider 
teach 

Less 

describe 
locate 
list 
contrast 
identify 
draw 
diagram 
collect 
compare 

appreciate 
know 
believe 
assume 
value 
perform 
succeed 
realize 
grasp 

Vague 

solve 
write 
recite 
differentiate 
state 
select 
discuss 
add 
multiply 

Terminal behavior should be described only 
by the verbs open to the fewest possible inter-
pretations. Behavioral objectives attempt to 
clarify the end product of an instructional se-
quence; ambiguous verbs defeat the objective. 
In the case of our television lighting program 
where highly specific information is being 
taught, verbs located under the heading "Less 
Vague" clarify exactly what students must do 
in order to demonstrate success in achieving 
the objective. 

Reviewing briefly, remember some common 
characteristics of well-written behavioral ob-
jectives. First, the behavioral objective should 
communicate a given instructional intent, or 
what the learner can do once he or she has 
viewed the ITV program. Second, a behavioral 
objective should exclude all possible alterna-
tives; each objective should contain only one 
main concept. As the number of concepts in-
crease, so should the number of behavioral ob-
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jectives. Third, achievement can be measured. 
Finally, an objective should use an appropriate 
action verb. 

Stage 3: Test Item Design 
and Administration 

In Stage 3 of program development research, 
test items to measure the performance stated in 
the behavioral objectives are designed and 
pilot tested. Specifically, we want to measure 
en route and terminal behaviors. In an actual 
classroom situation, we want to be sure we can 
test entry behaviors —in our ITV program, 
reading a light meter. 

Testing for en route behaviors is important 
for two reasons. First, since we are presenting 
an ITV program with sequential learning, we 
need to make sure students achieve successful 
performance on the objective presented first 
before going on to later ones. Second, in more 
elaborate ITV programs where an entire series 
is produced, measuring en route behaviors be-
fore showing the program can indicate ad-
vanced students who know what is taught in 
one part of the ITV series and thus can bypass 
this part and move on to subsequent parts. 
Where ITV programs are stored in informa-
tion retrieval systems and self-paced individual 
viewing exists, measuring entry and en route 
behaviors becomes more critical. 

Criterion-Referenced Tests 
versus Norm-Referenced Tests 
Tests measuring student behavior can be classi-
fied into two categories: criterion-referenced 
and norm-referenced tests. Criterion-refer-
enced tests assess an individual's competence 
in relation to a predetermined standard and 
performance level. They grow directly out of 
behavioral objectives. The predetermined 
standard represents the terminal behavior 
specified in the behavioral objective, and the 
performance level represents the minimum 
level of performance needed for mastery of the 
objective. In our hypothetical ITV program, 
the terminal behavior is concerned with gain-
ing knowledge about television lighting and 

the minimum level of performance is 75 per-
cent accuracy. 

Norm-referenced tests compare an individ-
ual's performance in relation to others on the 
same test. Assessment of individual change is 
not a primary concern of norm-referenced 
tests and, as a result, the use of such tests gives 
little indication of the degree of learning that 
takes place. Rather, the tests point out that one 
individual is more proficient than another. Be-
havioral objectives are seldom used in con-
junction with norm-referenced tests. Thus our 
discussion deals with criterion-referenced tests 
to measure student performance based on our 
behavioral objectives. 

Employing Criterion-Referenced Tests 
Criterion-referenced testing is an integral part 
of the teaching-learning process. Objectives 
are written, teaching based on these objectives 
is initiated, learning occurs, and the degree of 
learning is measured. Results of criterion-ref-
erenced tests can be used to determine which 
objectives have been achieved by a particular 
student, and which objectives need further 
work. In elaborate ITV programs where pre-
tests are administered, students can be directed 
to more relevant objectives or other parts of 
the ITV series as indicated by their entry-level 
achievement. Learning is measured indepen-
dently of any reference to the performance of 
others. Because an individual's performance 
on a criterion-referenced test is measured in re-
lation to some performance standard, this 
standard, as stated in the behavioral objective, 
must be determined before constructing the 
tests. Once this standard has been determined, 
test results are used to locate a student's pro-
gress toward achieving the criterion reference. 

The criterion-referenced test must be com-
plete before the ITV program can be finished. 
Although this process may appear to be in re-
verse of logical program development, the 
procedure is valid. Preparing good and appro-
priate test items once the program has been 
produced is impossible and nullifies the pro-
gressive stage-by-stage process of program 
development research. Designing the criterion-
referenced test first provides an opportunity to 
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determine the precise kinds of terminal and en 
route behaviors desired throughout the pro-
gram. Caution should also be taken to avoid 
the pitfall of throwing in test items whose re-
flected behaviors are absent from the stated 
objectives. An item-by-item check of each be-
havioral objective should occur as the crite-
rion-referenced test is designed. 

Minimum Designated Criterion 

To achieve mastery of the predetermined be-
havioral objective, the student must meet a 
minimum designated criterion. To determine a 
realistic criterion figure, most often expressed 
in percentages (70 percent, 80 percent, 90 per-
cent, etc.), a few guidelines exist. Selecting an 
appropriate criterion level may originate as in-
tuition based on our experience with the sub-
ject matter. This criterion decision, using 
intuitive thinking, may change over time and 
after a re-evaluation of the behaviors ex-
pressed. Another aid in selecting an appropri-
ate test criterion is the performance of 
previous learners in the same or similar kinds 
of content areas. Finally, assistance from 
teaching colleagues proficient in the subject 
may be invaluable in selecting appropriate cri-
terion levels. The maximum realistic figure for 
establishing a criterion measure is 85 percent.8 
Any figure above this is likely to cause undue 
frustration on the part of both student and 
teacher. 

Designing the Test Instrument 

Applying our discussion to our hypothetical 
ITV program on television lighting, we would 
first construct sample examination questions 
to test each behavioral objective. We might 
construct four multiple-choice questions to 
test each objective— a total of twelve ques-
tions. Content validity would be important — 
making sure the test accurately reflected the 
information we wanted to test. Checking with 
experts in test design would be beneficial. Ap-
propriate reliability checks would also be nec-
essary. Under no circumstances should we 
include questions not reflected in the behav-
ioral objectives; they tell nothing about the ef-
fectiveness of the production. 

If we decide to develop both a pre- and post-

test, two test forms with parallel questions will 
be necessary. The pretest will be almost identi-
cal to the posttest, but with slightly different 
phrasing. Students thus will not learn the post-
test answers by taking the pretest. A pretest 
measure helps determine whether some stu-
dents already know about the functions, posi-
tioning, and intensity adjustments of lights 
and can therefore bypass the ITV program and 
go on to other material. As noted, pretests are 
especially valuable when multipart programs 
are used or self-paced learning is administered. 

Test Administration 

We want to administer the tests on a sample 
population to determine whether the tests are 
parallel and where test revision might be neces-
sary.9 For example, if results show most stu-
dents are answering certain questions, then 
these questions may be too easy. Perhaps the 
multiple-choice questions lack variety, or per-
haps we inadvertently referred to the correct 
answer in writing the question. Or, perhaps 
students do not understand certain words in a 
question. This is a common mistake when 
dealing with beginning students. Content ex-
perts are involved with their own jargon; they 
forget that students unfamiliar with the disci-
pline do not understand many of the terms. 
Good test design and administration eliminate 
these pitfalls before the final test instrument is 
reproduced. 

Checking that questions are parallel is im-
portant. Suppose we designed question one on 
both the pretest and posttest to be parallel and 
then test this information. If most students 
miss the question on the posttest, but answer 
it correctly on the pretest, we would want 
to determine what caused the problem and 
rectify it. 

Different philosophies abound on how the 
sample instrument should be administered. 
Some prefer to administer the testing instru-
ments to a target audience but not provide any 
instruction in the subject matter with which the 
ITV program deals. Others prefer to adminis-
ter a pretest, lecture the audience on the sub-
ject matter, then administer the posttest. The 
lead author of this essay, in working with ITV 
at the college level, prefers a combination of 
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methods. He assembles a group of approxi-
mately ten people who understand the subject 
matter (advanced students) and gives each a 
copy of the tests and answers. Then an open 
discussion of the test instruments' wording 
takes place. Although administering the tests 
to a target population is still important, mini-
mal revision has been necessary when a frank 
discussion of the tests has been conducted. 

Clearly, however, no shortcuts can be taken 
at this stage of program development research. 
The test instruments must accurately measure 
attainment of the goal stated in the behavioral 
objective. The inconvenience of repeating a 
test adminstration, checking on content or 
wording, or checking with colleagues or target 
audience members is a small price to pay for 
the assurance that the tests are valid. A large 
sample is not necessary, but the tests must be 
administered to a target audience identical or 
as close as possible to the audience for which 
the ITV program is intended. 1° Even one grade 
level can cause serious problems and render a 
program useless. The purpose of administer-
ing the test at this stage is to improve on its 
construction, not test what the student knows. 

Stage 4: Program Production 

In Stage 4, the actual production of our ITV 
program takes place. Here, the results of the 
previous stages of program development re-
search come to bear on the final instructional 
product. 

Writing the Script 

Just as we worked closely with the behavioral 
objectives when preparing tests to measure stu-
dent performance, we work closely with the 
behavioral objectives when preparing the 
script. If professional help from an experi-
enced writer is available, use it. If not, make 
sure the script undergoes revision until it is as 
succinct as possible. Although good produc-
tion and artistic presentation are important 
and help hold student interest, the final pro-
gram test is how well it teaches the objectives. 
A creative masterpiece is useless unless it gets 
the job done. Of course, the goal should be to 

integrate both results and artistic expression 
into the final product, keeping in mind that the 
true test will be how well students score on the 
examination questions. 

Another important consideration will be 
program length. Since our program is rela-
tively short, we do not need to be concerned 
with viewer fatigue. But research and practice 
indicate that twenty to thirty minutes pushes 
the attention span to its limit. Shorter pro-
grams properly integrated into lectures are 
more effective. Thus, when planning an ITV 
production, remember the time element. An 
evening prime-time documentary that can be 
watched by the casual viewer differs from an 
in-school production on which the viewers will 
be tested on what they have learned directly 
from the program. 

Learner practice built into the script is also 
important, especially when trying to teach dif-
ficult concepts. Review questions followed by 
the correct answers can be written into the 
script to self-test the viewer. Repetition is an-
other good device. Appropriate review and re-
inforcement can also be obtained through 
graphics or characters superimposed over the 
visual. 

Testing the Script and Graphics 

Now that we have written the script and de-
signed the basic graphics, it is time to try out 
the program. Notice we try it out before it is 
actually produced. It is easier and less costly to 
test the script and graphics now than to pro-
duce a complete program and have to revise it. 

Select a target audience that mirrors the au-
dience for whom the ITV program will be pro-
duced. By reading the script aloud, displaying 
the graphics or enlarged storyboard, and then 
testing the target audience, we can immedi-
ately see where the script and graphics need 
work. Notice we said script and graphics, not 
the objectives or the test. The revision is in the 
program, not in the goals or the method of 
measuring the successful attainment of those 
goals. Following an analysis of the test results, 
including audience comments about the pro-
gram, we revise the script and graphics. An-
other test of the script and graphics may be 
necessary. If everything appears satisfactory 
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and we are meeting our criterion (75 percent 
accuracy on the set of four questions corre-
sponding to each behavioral objective), we can 
produce the program. 

Producing and Testing the Program 

During production, we need to remember the 
program's specific purpose and not be dis-
tracted by new artistic opportunities that 
might destroy the program's effectiveness. 
Changing camera shots, altering the set, and 
other changes when production begins must be 
monitored for their effect on the finished 
product. After the program is produced, it is 
time to try it out on a larger population. 

Stage 5: Program Field Testing 

The program is now presented to many stu-
dents under actual field testing conditions. 
Again, a number of principles should be con-
sidered. 

Sample Size 

The sample population should be large enough 
to produce an acceptable minimum sample 
error based on the size of the audience that will 
eventually view the program. An appropriate 
experimental design must also be selected. 

Avoid testing students who will not be part 
of the population exposed to the program. De-
cisions about revising an ITV program would 
have a shaky foundation if based on data ob-
tained from Iowa farmers when the subject is 
ice fishing and is to be aired in Alaska high 
schools. 

Collecting and Analyzing Data 

To revise in a logical and constructive manner, 
data must be carefully collected and analyzed. 
Avoid immediate inferences based on field 
data. Where a separate field testing staff is em-
ployed, guidelines should be strictly enforced 
concerning premature inferences based on ca-
sual observation. If funds are available, the 
problem can be alleviated by hiring an inde-
pendent consulting firm without a vested inter-
est in the program's success. 

With a general idea of the program field-

testing stage in mind, let us turn again to our 
hypothetical television lighting program. As-
sume that the target audience of fifty students 
will come from multiple sections of a college-
level introductory television production course 
and that they enter the course with no back-
ground in television lighting skills. To verify 
this assumption, we interview each student, se-
lecting only students with no experience. The 
enrollment may be diminished slightly, given 
the results of our preinterview session and the 
possibility of a few students dropping the 
course. 
When our student groups have been ran-

domly assembled and the pretests, ITV pro-
gram, and posttests administered, appropriate 
statistical comparisons can take place. Gain 
scores between pretest and posttest can be 
compiled. Depending on the sophistication of 
the experimental design, checks on sampling 
and test effect can be made." Further checks 
on parallel questions between the pretest and 
posttest forms can also be built into the design. 
A means of collecting student opinions about 
the program and tests also should be included. 

The simplest and most effective method is 
to permit each student to write an opinion on 
the back of the test. This method permits the 
greatest latitude for expression. Specific ques-
tions are not advised because they can narrow 
the possible responses and eliminate an impor-
tant comment or reaction. A perusal or con-
tent analysis of these written opinions will 
suggest possible changes in the program or 
test. Some student opinions may be peripheral 
to the program's subject. For example, a stu-
dent might state that a particular scene is "silly 
and trite." Or a student might note that a cer-
tain dialogue is "condescending and sexist." 
These comments do not deal directly with the 
program's subject, yet they do alert the pro-
ducer to certain program conditions that could 
interfere with learning process. 

Stage 6: Program Revision 

When the results of field testing have been ana-
lyzed, the instructional program is revised, if 
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needed. Given the luxury of time and finances, 
many field testings may occur with subsequent 
revisions. These field tests may entail all or 
part of the instructional program, depending 
on how elaborate the program is, how many 
parts are involved, and the initial results. 

Some important principles must be consid-
ered when revising the program. Because of a 
tendency to protect one's interests, the person 
responsible for the program should not lead 
the revision. It is easy to overlook negative 
results and assume success when a program is 
actually deficient. The primary consideration 
is for the student to achieve the predetermined 
behavioral objectives. If this does not occur, 
revising those portions of the program respon-
sible for the failure must be undertaken. This 
could include additional and more relevant 
practice, better sequential arrangement of ma-
terial, and a more concerted effort in promot-
ing interest in the program. 

Stage 7: Procedural Program Analysis 

In this final stage in program development re-
search, an examination is made of all proce-
dures used in completing the preceding stages. 
For instance, the rules and guidelines making 
up each stage of the production process are 
scrutinized. In addition, revision procedures 
are screened with alternate methods consid-
ered. When faulty measures are discovered, 
they are revised. 

In the case of our TV lighting program, a 
careful analysis might be made of such items as 
the type of test questions used, the statistical 
methods used in analyzing field data, the type 
and amount of practice afforded each student 
while viewing the program, and the nature and 
applicability of each revision. Stage 7 is a gen-
eral review stage, a check and recheck before 
the ITV program is released for distribution. 

Summary 

This essay defines program development re-
search as: Identifying, constructing, imple-

menting, and evaluating an ITV program 
based on predetermined instructional needs of 
a goal and the target audience. The practical 
application of the definition to the design and 
execution of a developmental research project 
entails a series of progressive steps. 

In Stage 1, Program Planning, planning de-
cisions are made, the target audience analyzed, 
subject matter researched, and experts con-
sulted. Stage 2 is Identifying Objectives. Be-
havioral objectives are precise written 
statements systematically describing a given 
set of observable behaviors a learner is to dem-
onstrate after viewing the ITV program. Be-
havioral objectives consist of three distinct 
parts: conditions, terminal behavior, and a cri-
terion. Stage 3, Test Item Design and Adminis-
tration, examines the expected behaviors in the 
target audience and then designs and pilot tests 
instruments to test those behaviors. Stage 4 is 
Program Production, where the ITV program 
is actually produced. Stage 5 in program devel-
opment research consists of Program Field 
Testing. Design strategy is selected, and the 
program is administered to many members of 
the target audience under field testing condi-
tions. Following results of the field testing, 
Stage 6, Program Revision, occurs. In the final 
stage, Procedural Program Analysis, a com-
plete review is made of all procedures used in 
the previous six stages. 

With the increased use of ITV in all levels of 
education and industry, program development 
research is becoming an increasingly impor-
tant strategy. 
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appreciation of the medium as a tool for 
education. Notice the measuring instru-
ment is a scaled item where no right or 
wrong answer is possible. A nonmeasura-
ble objective could read: Having viewed 
an ITV program on television lighting, the 
student will develop a greater appreciation 
for the role television lighting plays in the 
production process. Each of these objec-
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Magnitude estimation scaling, 303 
Marketing segmentation, 2, 123-137 
Market share stability, 119 
Mathematical models, 157-158 
Mean world index, 227 
Measurement, levels of, 69, 70 
Media agenda, 193 

matrix approach for, 194 
Message system analysis, 8, 225, 241 
Message testing, 102 
Micro-macro models, 154-155 
Models, 2, 152-164 

definition of, 153 
Model testing, 145 
Moral development, 256 
Multidimensional scaling, 73-75, 129 
Multi-image presentation, 303 
Multiple regression, 109, 147 
Museum of Broadcasting, 19, 21, 29-30 
Museum of Modern Art, 30 

National Archives and Records Service, 18, 19, 30-31 
National Association of Broadcasters, voluntary code, 
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National Center for Film and Video Restoration, 20, 21 
National Citizens Committee for Broadcasting, 240 
National Commission on the Causes and Prevention of 

Violence, 241, 252 
National Jewish Archive of Broadcasting, 32 
National Moving Image Data Base, 21 
National Organization for Women, 274 
National PTA's TV Action Center, 240 
Naturalistic studies of audience behavior, 80 
NBC News Archival Services, 31-32 
Negentropy, 99 
Neuronal model, 98 
News analysis, 2 

content comparisons within, 49 
for trends, 49 
for what is left out, 50 

New York Times Index, 194 
Nixon-Kennedy debates, 8 
Nonrecursive systems, 146 
Nonverbal body language, 8 
Normative research, 175, 178, 182 
Norm-referenced tests, 317 

Observer obtrusiveness, 84 
Opinion leaders, 204 
Organizational influence, 51 
Orienting response, 97-99 

Paired comparisons, 192 
Panel data, 147 
Parasympathetic nervous system, 90 
Partial correlation, 141 
Path analysis, 2, 141-146 
Path coefficients, 143 
Personal agenda, 190, 191 
Peter Vest Collection from the Dumont Television Net-

work, 22, 32-33 
Phenomenistic perspective, 204 
Photoplethysmography, 94 
Physiological response, 2, 88-106 
Pictorial models, 158 
Policy research, 2, 165-173 

definition of, 166 
writing for, 170 

Political Television Commercial Archive, 22, 33 
Prediction analysis, 50 
Prime Time Access Rule, 107 
Procedural program analysis, 321 
Production factors, 52 
Production variables research, 3, 102 
Program development research, 312-323 
Program field testing, 320 
Program planning, 313 
Propaganda, effects of, 204 
Proximity measures, 125 
Public Television Program Archive, 33 
Pupil response, 93 

Q-methodology, 127, 130 

Rand Corporation, 159 
Reader's Guide to Periodical Literature, 194 

Recursive systems, 142 
Register of Copyrights, 20 
Regression analysis, 107 
Reliability, attitude measurement, 66 
Reliability, content analysis, 13, 55 
Repeated measures study designs, 101 
Research models, 152-164 
Respiration, 94 
Recticular activation system, 98 

Sampling: 
for content analysis, 9, 12, 52 
for ethnographic studies, 81 
in violence research, 244 

Screen aesthetics, 3 
Semantic differential, 70-71 
Sense-making, 181 
Sex-role research, 267-296 
Bem inventory for, 269 
media content analysis for, 273, 275 
on social impact, 277 
on socialization, 3, 267 
stereotypes in, 3, 270, 272 

Simmons data, 124 
Simulation models, 159 
Social category explanations, 204 
Socialization, 223 
Sound, televisioin, 304-305 
Speech pauses, 8 
Staging for television, 301 
Static-dynamic models, 155 
Stochastic models, 156 
Structural analysis, 48, 51 
Supply and demand functions, 114 
Surgeon General's Scientific Advisory Committee, 234, 

252 
Sympathetic nervous system, 90 
Synchronous correlations, 147 

Target audiences for instructional television, 313 
Television advertising directed toward children, 3 
Television Archives Advisory Committee, 20, 22 
Television composition, 3, 297-311 
Television Index, 38 
Television Information Office, 22, 33 
Television News Index and Abstract, 38-39 
Television News Study Center, 22, 33-34 
Tendency analysis, 48, 50 
Theme analysis, 50 
Theory, defined, 153 
Thurstone scales, 71 
Trend Report, 196 
Two-step flow, 204 

UCLA Radio Archives, 34 
Unitization of violence, 243 
Unobtrusive measures, 76 
Uses and gratifications, 3, 202-220 
assumptions in, 206 
objectives of, 207 

Validity, 54, 68, 258 
Vanderbilt Amendment, 21 
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Vanderbilt Television News Archive, 18, 19, 34-37, 51 
Vanderbilt Television News Archives Index, 53 
Verbal or prose models, 157 
Viewing motive scales, 211 
Violence in television, 235-266 

content analysis studies of, 236 
definitions for, 242 

indexes of, 3, 227, 244-245 
prevalence of, 245 

Visual analysis, 51, 195 
Visual message syntax, 298 

Watergate, 195 
Wisconsin Center for Film and Theater Research, 37 
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FOREWORD 

IT HAS been the intention to make this "Radio Log and Call" book as easy to use, and as comprehensive as possible. For that 
reason, all stations having a power of under 50 watts, have been 

omitted. It is rare indeed when a broadcast listener, tunes in one 
of these smaller stations. 

In giving the program of the various stations, most of the Class 
"B" stations, have been included. These programs have been fairly 
well standardized, but of course, some of them may change their 
hours of broadcasting from time to time, so that one hundred per 
cent accuracy cannot be had. 

If any errors are noted, the author would be pleased to receive 
corrections, and same will be included in future editions. 

Copyright, 1926 
Duston Radio Laboratories, Inc., Detroit, Mich. 

Published by 
Whitman Publishing Company, Racine, Wis. 
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CALL STATION OWNER LOCATION 
P'wr 
W'ta 

Wave 
L'ngth Freq. Kilo. 

Dia- 
tance 

Dial 
1 

Dial 
2 

Dial 
3 

AT9 (J. S. Government Ft. Bragg, N. C. 750 435 685 

KDKA Westinghouse Electric & 
Manufacturing Co. E. Pittsburg ,Pa. 1000 309.1 970 

KDYL Newhouse Hotel Salt Lake City, Utah 50 246 1220 

KDZB Frank E. Seifert Bakersfield, Calif. 100 209.7 1430 

KFAB Nebraska Buick Auto Co. Lincoln, Nebr. 1000 340.7 .880 

KFAD McArthur Bros. Merc. Co. Phoenix, Ariz. 100 273 1100 

KFAF A. E. Fowler San Jose, Calif. 50 217.3 1380 

KFAJ University of Colorado Boulder, Colo. 100 261 1150 

KFAU Boise High School Boise, Idaho 750 282.8 1060 

KFBB F. A. Buttrey & Co. Havre, Mont. 50 275 1090 

KFBC W. K. Azvill San Diego, Calif. 70 224 1340 

KFBK Kimball Upson Co. Sacramento, Calif. 100 248 1210 

KFBL Leese Bros. Everett, Wash. 100 224 1340 

KFBU The Cathedral Laramie, Wyo. 500 270 1110 

KFCB Nielson Radio Supply Co. Phoenix, Ariz. 100 238 1260 

KFDD 

KFDJ 

St. Michael's Cathedral Boise, Idaho 50 275 1080 

Oregon Agricultural College Corvallis, Oregon 500 282.8 1060 

KFDM Magnolia Petroleum Co. Beaumont, Texas 500 315.6 952 

KFDX First Baptist Church Shreveport, La. 100 250 

273 

1200 

1100 KFDY S. Dak. College of Agric. Brookings, S. Dak. 100 

KFEC Meyer eis Frank Co. Portland, Oregon 50 248 1210 

KFEL W. L. Winner Radio Shop Denver, Colo. 50 254 1180 

KFEQ Scroggin & Co. Bank Oak, Nebraska 500 

50 

268 

242 

1120 

1240 KFFP First Baptist Church Moberly, Mo. 

KFHA Western State College 
of Colorado Gunnison, Colo. 50 252 1190 

KFI Earl C. Anthony, Inc. Los Angeles, Calif. 3000 467 640 

KFIF Benson Polytechnic Inst. Portland, Oregon 100 248 1210 

KFIO First Methodist Church Yakima. Wash. 100 256.3 1170 

BROADCASTING STATIONS 
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CALL 

KFIZ 

KFJF 

STATION OWNER LOCATION P'wr 
W'ts 

Wave 
L'ngth 

Freq. 
Kilo. 

Dis- 
tance 

Dial 
1 

Dial 
2 

Dial 
3 

Daily Commonwealth tis 
Wisconsin Radio Sales Fond du Lac, Wis. 100 273 1100 

___... 

Nat'l. Radio Mfg. Co. Oklahoma City, Ok. 500 261 1150 

KFJM 

KFJR 

KFJY 

KFJZ 

ICFKA 

KFKU 

KFKX 

KFLR 

University of N. Dak. Grand Forks, N. D. 100 278 1080 

A. C. Dixon as Son Portland, Oregon 50 263 1140 

Tunwall Radio Co. Fort Dodge, Iowa 50 246 1220 

Southwestern Baptist 
Theol. Seminary Fort Worth, Texas 

Colo. State Teacher's Col. Greeley, Colo. 50 273 1100 

University of Kansas Lawrence, Kans. 500 275 1090 

Westinghouse E1.85Mfg. Co. Hastings, Nebr. 5000 288.3 1040 

University of New Mexico Albuquerque, N. M. 100 254 1180 

KFLV Swedish Eva. Mission Ch. Rockford, III. 200 229 1310 

KFLZ 

KFMR 

KFMW 

KFMX 

KFN 

Atlantic Automobile Co. Anita, Iowa 100 273 1250 

Morningside College Sioux City, Iowa 100 261 1150 

M. G. Sateren Houghton, Mich. 50 263 1140 

Carleton College Northfield, Minn. 500 336.9 890 

Hotel Lassen Wichita, Kans. 500 268 1120 

KFNF 

KFOA 

KFOB 

Henry Field Seed Co. Shenandoah, Iowa 1000 263 1140 

Rhoades Department Store Seattle, Wash. 1000 454.3 660 

Albert Sherman Burlingame, Calif. 50 226 1330 

KFON Echophone Radio Shop Long Beach, Calif. 500 233 1290 

KFOO 

KFOR 

Latter Day Saints Univ. Salt Lake City, Utah 250 236 1270 

David City Tire 8s Elec. Co. David City, Nebr. 100 226 1330 

KFOT 

KFOX 

College Hill Radio Club Wichita, Kans. . 50 231 1300 

Technical High School Omaha, Nebr. 100 248 1210 

KFOY 

KFPR 

Beacon Radio Service St. Paul, Minn. 50 252 1190 

Los Angeles Co.Forest Dep. Los Angeles, Calif. 500 231 1300 

KFPY 

KFQA 

Symons Investment Co. Spokane, Wash. 100 266 1130 

The Principia St. Louis. Mo. 50 261 1150 
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CALL STATION OWNER LOCATION 
P'wr 
W'ts UWavength 

FKrielqo . 
. 

1140 

Dis- 
tance 

D ial 
1 

Dia l 
2 

Dial 
3 

Kletes bearchlight Pub. Co. Fort Worth, Texas 200 263 

KFQD Chovin Supply Co. Anchorage, Alaska 100 227.1 1320 

KFQU W. E. Riker Alma, Calif. 100 217.3 1380 

KFQW C. F. Knierim North Bend, Wash. 50 215.7 1390 

1330 KFQZ Taft Prod. Co. Hollywood, Calif. 50 226 

KFRB Hall Bros. Beeville, Texas 250 248 1210 

KFRC City of Paris DryGoods Co. San Francisco, Calif. 50 268 1120 

KFRU Stephens College Columbia, Mo. 500 499.7 600 

KFRW United Churches of 
Olympia Olympia, Wash. 50 218 1370 

KFSG Echo Park Evangelistic 
Association Los Angeles, Calif. 500 275 1090 

KFUL Thos. Goggan 85 Bros. Galveston, Texas 50 258 1160 

KFUO Concordia Seminary St. Louis, Mo. 500 545.1 550 

KFUP Fitzsimmons Gen'l. Hosp. Denver, Colo. 50 234 1280 

KFUR Peery Bldg. Co. Ogden, Utah 100 224 1340 

KFUS Louis L. Sherman Oakland, Calif. 50 256 1170 

1150 KFUT University of Utah Salt Lake City, Utah 100 261 

KFUU Colburn Radio Lab. Oakland, Calif. 50 220 1360 

KFVD McWhinnie Electric Co. San Pedro, Calif. 50 205.4 1460 
_ 

KFVE Film Corp. of America St. Louis, Mo. 500 240 1250 

KFVN Carl E. Bagley Fairmont, Minn. 50 227 1320 

KFVS Hirsch Battery Station CapeGirardeau, Mo. 50 224 1340 

KFVW Airfan Radio Corp. San Diego, Calif. 500 246 1200 

KFWA Browning Bros. Co. Ogden, Utah 500 261 1150 

KFWB Warner Bros. Pictures, Inc. Hollywood, Calif. 500 252 1190 

KFWC L. E. Wall Upland, Calif. 50 211.1 .... 

KFWF St. Louis Truth Center St. Louis, Mo. 250 214.2 1400 

KFWH F. Wellington Morse, Jr. Chico, Calif. 100 254 1180 

1330 KFWI Radio Entertainments. Inc. S. SanFrancisco.Cal. 500 226 

BROADCASTING STATIONS 
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CALI. 

KFW M. 

KFWO 

KFWU 

KFWV 

STATION OWNER LOCATION P'tvr 
W'ts 

Wave 
L'ngth Freq. Kilo. 

1450 

Dis- 
tance 

Dial 
1 

DialiDial 
2 3 

Oakland Kduc. Society Oakland, Calif. 500 206.8 

Lawrence Mott Avalon, Calif. 250 211.1 1420 

Louisiana College Pineville, La. 100 238 1260 

Wilbur Jerman Portland, Oregon 50 212.6 1410 

KFXB B. O. Heller Big Bear Lake, Calif. 500 202.6 1480 

KFXD Service Radio Company Logan, Utah 10 205.4 1460 

KFXF 

KFXH 

KFXY 

KG0 

Pikes Peak Broadcast Co. Colo. Springs, Colo. 500 

50 

250 1200 

Bledsoe Radio Co. El Paso, Texas 242 1240 

Mary Costigan Flagstaff, Ariz. 50 205.4 1460 

General Electric Co. Oakland, Calif. 3000 361.2 830 

KGTT Glad Tidings Tabernacle San Francisco, Calif. 50 234 1280 

KGU 

KGW 

KHJ 

Marion A. MuIrony • Honolulu, Hawaii 500 270 1110 

Portland Morn. Oregonian Portland, Oregon 500 491.5 610 

1220 Times Mirror Co. Los Angeles, Calif. 500 405.2 

KHQ Louis Wasmer Spokane, Wash. 500 273 1100 

KJR 

KLDS 

Northwest Radio Serv. Co. Seattle, Wash. 1000 384.4 780 

Re-organized Church of 
Jesus Christ of Latter 
Day Saints Independence, Mo. 1000 440.9 680 

1200 KLS 

KLX 

KLZ 

KMA 

Warner Bros.Radio Sup.Co. Oakland, Calif. 250 252 

Tribune Publishing Co. Oakland, Calif. 500 508.2 590 

Reynolds Radio Co. Denver, Colo. 250 266 1130 

May Seed tis Nursery Co. Shenandoah, Iowa 500 252 1190 

KMJ 

KMMJ 

Fresno Bee Fresno, Calif. 50 234 1280 

M. M. Johnson Co. Clay Center, Nebr. 1000 229 1310 

1200 KM0 Love Electric Co. Tacoma, Wash. 100 250 

KMOX 

KMTR 

Voice of St. Louis St. Louis, Mo. 1500 280.2 1070 

Olive S. Garretson Los Angeles, Calif. 500 238 1260 • 

KNRC 

KNT 

Kierulff 86 Ravencroft Los Angeles, Calif. 250 208.2 1430 

N. Hemrich Kurak Bay, Alaska 100 263 1140 



6 BROADCASTING STATIONS 

CALL STATION OWNER LOCATION P'wr 1 
W'ts 

Wave 
L'ngth 

Freq . 
Kilo. 

Dis-
tance Dial 1 Dial 2 Dial 3 

KNX Los Angeles Express Los Angeles, Calif. 1000 336.9 890 

KOA 

KOB 

KOCH 

General Electric Co. Denver, Colo. 5000 322.4 930 

N.M.Col.ofAgri.13sMech.Art State College, N.M. 1000 348.6 860 

Central H. S. Omaha, Nebr. 250 258 1160 

KOCW 

KOIL 

Okla. College for Women Chickasha, Okla. 200 252 1190 

Monarch Mfg. Co. Council Bluffs, Iowa 500 278 1080 

KPO 

KPPC 

Hale Bros. San Francisco, Calif. 1000 428.3 700 

Pasadena Pres. Church Pasadena, Calif. 50 229 1310 

KPRC Post Dispatch Houston, Texas 500 296.9 1010 

KPSN 

KQP 

Pasadena Star-News Pasadena, Calif. 1000 315.6 950 

H. B. Read Portland, Oregon 500 212.6 1410 

KQV 

KQW 

Doubleday-Hill Elec. Co. Pittsburg, Pa. • 500 

500 

275 

231 

1090 

1300 1st Baptist Church San Jose, Calif. 

KRE Berkeley Daily Gazette Berkeley, Calif. 150 256 1170 

KSAC Kansas State Agri. College Manhattan, Kans. 500 340.7 880 

KSD 

KSL 

KSMR 

KSO 

Post Dispatch St. Louis, Mo. 500 545.1 550 

Desert News Salt Lake City, Utah 1000 299.8 1000 

Santa Maria Val. R.R. Co. Santa Maria, Calif. 100 209.7 1430 

A. A. Berry Seed Co. Clarinda, Iowa 500 242 1240 

K TAB Associated Broadcasters Oakland, Calif. 1000 240 1250 

KTBI Bible Inst. of Los Angeles Los Angeles, Calif. 750 293.9 1020 

KTBR Brown's Radio Shop Portland, Oregon 50 263 1140 

KTCL American Radio 8s Tel. Co. Seattle, Wash. 1000 305.9 980 

KTHS New Arlington Hotel Hot Springs, Ark. 750 

500 

374.8 

256 

800 

1170 KTNT Norman Baker Muscatine, Iowa 

KTW First Presbyterian Church Seattle, Wash. 1000 454.3 660 

KUO 

KUOA 

KUOM 

Examiner Printing Co. San Francisco, Calif. 150 250 1200 

1000 University of Arkansas Fayetteville, Ark. 750 299.8 

University of Montana Missoula, Mont. 250 244 1230 
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CALL l STATION OWNER LOCATION I P'vosr 
Wt 

l Wave 
L'agth 

rreq.1 
ilo Ke 

1080 

Dis- 
twic 

ria 
1 
riarial 
2 3 

1( US.I..) University of b. D. Vermillion, S. D. 200 278 

KUT University of Texas Austin, Texas 500 231 1300 

KV00 Voice of Oklahoma Bristow, Okla. 500 374.8 800 

KWCR H. F. Paar Cedar Rapids, Iowa 500 278 1080 

KWG Portable Wireless Tel. Co. Stockton, Calif. 50 248 1210 

KWKC Wilson Duncan Studios Kansas City, Mo. 100 236 1270 

KWKH 

KWSC 

KWWG 

W. G. Patterson Kennonwood, La. 500 

500 

261 

348.6 

1150 

860 Wash. State College Pullman, Wash. 

City of Brownsville Brownsville, Texas 500 278 1080 

KYW 

KZKZ 

KZRQ 

Westinghouse E1.86Mfg. Co. Chicago, Ill. 2000 535.4 560 

Radio Corp. of Philippines Manila, P. I. 500 272 1100 

Far Eastern Radio, Inc. Manila, P. I. 500 375 800 

KZM Hotel Oakland Oakland, Calif. 100 240 1250 

KZUY 

NAA 

F. Johnson Elser Bagio, P. I. 500 360 833 

U. S. Navy Radio, Va. 1000 434.5 1290 

PWX International Te1.86Tel. Co. Havana, Cuba 500 400 750 

WAAB Valdemar Jensen New Orleans, La. 100 268 1120 

WAAF 

WAAM 

Chgo. Daily Drovers Jrrel. Chicago, Ill. 200 278 1080 

I. R. Nelson Co. Newark, N. J. 500 263 1140 

WAAW 

WABI 

WABO 

WABQ 

Omaha Grain Exchange Omaha, Nebr. 500 384.4 780 

First Univ. Church Bangor, Maine 100 240 1250 

Lake Ave. Baptist Church Rochester, N. Y. 100 278 1080 

Haverford Col. Radio Club Haverford, Pa. 100 261 1150 

1140 WABR Scott High School Toledo, Ohio 50 263 

WABW College of Wooster Wooster, Ohio 50 206.8 1450 

1220 WABX 

WABY 

WABZ 

Henry B. Joy Mt. Clemens, Mich. 500 246 

John Magaldi, Jr. Philadelphia, Pa. 50 242 1240 

Coliseum Pl. Baptist Ch. New Orleans, La. 50 275 1090 

WADC Allen Theatre Akron. Ohio 500 258 1160 )( 
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CALL STATION OWNER LOCATION 
P'wr 1 
W'ts 

Wave 
L'ngth 

275 

Freq. 
K ilo. 

1090 

Dis- 1Dial 
tance 1 

Maria), 
2 3 

WAFL) Albert li. earfet Co. et. Huron, Mich. 500 

WAGM R. L. Miller Royal Oak, Mich. 50 

500 

258.6 

315.6 

1160 

950 WAHG A. H. Grebe es Co. Richmond Hill, N.Y. 

WAIU American Insurance Union Columbus, Ohio 500 

1000 

293.9 1020 

WAMD Radisson Radio Corp. Minneapolis, Minn. 244 1230 

WBAA Purdue University Lafayette, Ind. 250 

500 

273 1100 

VVBAK Penn. State Police Harrisburg, Pa. 275 1090 

WBAL Consol. Gas, Electric Light 
8s Power Co. Baltimore, Md. 1000 374.8 800 

WBAO James Milliken University Decatur, Ill. 100 270 1110 

WBAP Wortham-Carter Pub. Co. Ft. Worth, Texas 1500 

100 

100 

475.9 630 
( 

WBAX John H. Stenger, Jr. Wilkes Barre, Pa. 256 

229 

1170 

WBBL Grace Covenant Church Richmond, Va. 1310 

WBBM Atlas Investment Co. Chicago, Ill. 1500 226 1330 

WBBP Petoskey High School Petoskey, Mich. 200 238 1260 

WBBR Peoples Pulpit Association Rossville, N. Y. 500 273 

252 

1100 

WBBS 

WBBW 

WBBZ 

First Baptist Church New Orleans, La. 50 1190 

Ruffner Junior High School Norfolk, Va. 50 222 1350 

1390 C. L. Carrell Chicago, Ill. 50 215.7 

WBCN Foster 8s McDonnell Chicago, Ill. 500 266 1130 

WBDC Baxter Laundry Co. Grand Rapids, Mich. 500 256 1770 

WBES 

WBNY 

Bliss Electrical School Tacoma Park, Md. 100 222 1350 

Shirley Katz New York, N. Y. 500 209.7 1430 

WBOQ 

WBRC 

A. H. Grebe 86 Co. Richmond Hill, N.Y. 100 236 1270 

Bell Radio Corporation Birmingham, Ala. 50 248 1210 

WBRE Baltimore Radio Exchange Wilkes Barre, Pa. 100 231 1300 

WBT Charlotte Chamber Com. Charlotte, N. C. 250 275 1090 

WBZ 

WBZA 

Westinghouse Electric 8s 
Manufacturing Co. Springfield, Mass. 2000 

250 

331.1 

242 

900 

1240 Westinghouse El.lisMfg. Co. Boston. Mass. 

BROADCASTING STATIONS 
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CALL STATION OWNER LOCATION P'wr 
lets 

Wave 
L'ngth 

Freq. 
Kilo. 

Dis- 
tance 

Dial 
1 

Dial 
2 

Dial 
3 

Vii CAC 

WCAD 

WCAE 

WCAJ 

WCAL 

WCAM 

WCAO 

Conn. Agric. College Mansfield, Lonn. 500 21S 1090 

St. Lawrence University Canton, N. Y. 250 263 1140 

Kaufman 86 Baer Co. Pittsburg, Pa. 500 461.3 650 

Nebr. Wesleyan University University Pl. Neb. 300 254 1180 

St. Olaf College Northfield, Minn. 500 336.9 890 

Galvin Radio Co. Camden, N. J. 500 236 1270 

A. G. 86 A. S. Brager Baltimore, Md. 100 275 1090 

WCAP Chesapeake 86 Potomac Tel. 
Company Washington, D. C. 500 

500 

468.5 640 

WCAR Southern Radio Cp. of Tex. San Antonio, Tex. 263 1140 

WCAT S.D. State School of Mines Rapid City, S. D. 50 240 1250 

WCAU 

WCAX 

Durham 86 Co. Philadelphia, Pa. 500 

100 

278 

250 

1080 

1200 University of Vermont Burlington, Vt. 

WCBA 

WCBD 

WCBH 

WCBM 

Queen City Radio Station Allentown, Pa. 15 254 1180 

870 

1240 

1310 

Wilbur G. Voliva Zion, Ill. 5000 344.6 

University of Mississippi Oxford, Miss. 50 242 

Charles Chateau Baltimore, Md. 50 299 

WCBQ 

WCCO 

WCLO 

First Baptist Church Nashville, Tenn. 100 242 1240 

Washburn Crosby Co. St. Paul and 
Minneapolis, Minn. 5000 416.4 720 

C. E. Whitmore Camp Lake, Wis. 50 231 1300 

WCLS 

WCOA 

H. M. Couch Joliet, Ill. 150 214.2 1400 

City of Pensacola Pensacola, Fla. 250 222.1 1350 

WCSH Congress Square Hotel Co. Portland, Maine 500 256 1170 

WCSO 

WCUW 

WCX 

Wittenberg College Springfield, Ohio 100 248 1200 

Clark University Worcester, Mass. 250 238 1260 

820 Detroit Free Press Pontiac, Mich. 2500 516.6 

WDAD Dad'sAuto Accessories, Inc Nashville, Tenn. 150 226 1330 

WDAE 

WDAF 

Tampa Daily Times Tampa, Fla. 250 273 1100 

Kansas City Star Kansas City, Mo. 500 365.6 820 
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CALI. STATION OWNER LOCATION 
P'wr 
W'ts 

Wave 
Lngth Freq . Kilo. 

Dis- 
tance 

Dial 
1 

Dial 
2 

Did! 
3 

WDAG J. Laurance Nartin Amarillo, Texas 100 263 1140 

WDAH Trinity Methodist Church El Paso, Texas 50 268 1120 

WDAY Radio Equipment Corp. Fargo, N. D. 50 261 1150 

WDBC 

WDBE 

WDBJ 

Kirk, Johnson & Co. Lancaster, Pa. 50 258 1160 

Gilham-Schoen Elec. Co. Atlanta, Ga. 100 270 1110 

RichardsonWayland El.Cp. Roanoke, Va. 50 229 1310 

WDBK M. F. Broz. Furn. Store Cleveland, Ohio 100 227 1320 

WDBO Rollins College Winter Park, Fla. 500 240 1250 

WDCH Dartmouth College Hanover, N. H. 100 256 1170 

WDOD Chattanooga Radio Co. Chattanooga, Tenn. 500 256 1170 

WDRC Doolittle Radio Corp. New Haven, Conn. 100 

500 

268 1120 

WDWF Dutee W. Flint Cranston, R. I. 440.9 680 

WDZ James L. Bush Tuscola, Ill. 100 278 1080 

WEAF 

WEAL 

American Tel. 8s Tel. Co. New York, N. Y. 5000 491.5 610 

Cornell University Ithaca, N. Y. 500 286 1050 

WEAM Borough of N. Plainfield N. Plainfield, N. J. 250 261 1150 

WEAN Shepard Co. Providence, R. I. 500 270 

293.9 

389.4 

1110 

1020 

770 

WEAO Ohio State University Columbus, Ohio 500 

750 WEAR Goodyear Tire 8s Rub. Co. Cleveland, Ohio 

WEBC W. C. Bridges Superior, Wis. 100 242 1240 

WEBD 

WEBH 

WEBJ 

Electric Equip. Service Co. Anderson, Ind. 15 246 1220 

Edgewater Beach Hotel Chicago, Ill. 2000 370.2 810 

Third Ave. Railway Co. New York, N. Y. 500 272.6 1100 

WEBL 

WEBM 

R. C. A. U. S. Portable 100 226 1330 

R. C. A. Mobile, Alabama 100 226 1330 

WEBQ Jos. R. Tate Harrisburg, Ill. 10 226 1330 

WEBR H. H. Howell Buffalo, N. Y. 100 244 1230 

WEBW Beloit College Beloit, Wis. 500 268 1120 

WEEI Edison Elec. Illum. Co. Boston, Mass. 500 348.6 860 
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CALL I STATION OWNER I LOCATION I izr 1 *ta 
Wave 1Fr 
L'ngth 

eq. 
Kilo. 

1050 

1120 

taDia- 
nc e 

riall%aliDeil 
1 

WEMC Emanuel Missionary Col. berrien Spgs., Mich. 500 

1000 

285.5 

266 WENR 

WEW 

All American Radio Corp. Chicago, Ill. 

St. Louis University St. Louis, Mo. 1000 248 1200 

WFAA 

WFAV 

DallasNewasDallasJournal Dallas, Texas 500 

500 

476 

275 

630 

1090 
University of Nebr. Dept. 

of Electric Engineering Lincoln, Nebr. 

WFBC 

WFBG 

First Baptist Church Knoxville, Tenn. 50 250 1200 

William F. Gable Co. Altoona, Pa. 100 278 1080 

VVFBH 

WFBJ 

Concourse Radio Corp. Richmond, N. Y. 500 273 1100 

1270 St. John's University Collegeville, Minn. 100 236 

WFBL Onandaga Hotel Co. Syracuse, N. Y. 100 252 1190 

WFBM 

WFBR 

Merchants Heat 8s Lt. Co. Indianapolis, Ind. 250 268 1120 

1180 Fifth Infantry, M. N. G. Baltimore, Md. 100 254 

WFDF 

WFI 

F. D. Fallain Flint, Mich. 100 234 1280 

Strawbridge 86 Clothier Philadelphia, Pa. 500 394.5 760 

VVFKB Francis K. Bridgman Chicago, Ill. 500 217.3 1380 

WFRL Robert M. Lacey Brooklyn, N. Y. 100 205.4 1460 

WGBB Harry H. Carman Freeport, N. Y. 100 244 1240 

WGBF 

WGBS 

The Fink Furniture Co. Evansville, Ind. 500 236 1270 

Gimbel Bros. New York City 500 315.6 950 

WGBU Florida Cities Finance Co. Fulford-by-the-Sea. 
Florida 500 278 1080 

WGBX University of Maine Orono, Maine 500 234.2 1280 
— 

WGCP Grand Central Palace Newark, N. J. 500 

500 

252 

250 

1190 

1200 , WGES Coyne Electrical School Oak Park, Ill. .. 

WGHB 

WGHP 

WGMU 

G. H. Bowles Devel. Co. Clearwater, Fla. 500 266 1130 

Geo. H. Phelps Detroit, Mich. 1500 270 

236 

1110 

1270 A. H. Grebe 8s Co. (Port.) RichmondHill, N.Y. 100 

,j..:/ - WGN 

WGR 

Chgo. Trib. (Drake Hotel) Chicago, Ill. 1000 370.2 810 

940 Federal Radio Corp. Buffalo, N. Y. 750 319 



12 BROADCASTING STATIONS 

CALL STATION OWNER LOCATION F'vrr ILWngth 
W'ts 

auu 

ave 
' 

F. req Dis- 
Kilo. tance 

riDial 
1 2 

Dial 
3 

Wt.ibT Georgia School Technology rttlanta, Lia. ['Li 111u 

WGY General Electric Company Schenectady, N. Y. 5000 379.5 790 

WHA University of Wisconsin Madison, Wis. 750 535.4 560 

WHAD Marquette University Milwaukee, Wis. 500 275 1090 

WHAM University of Rochester Rochester, N. Y. 100 278 1080 

WHAP Wm. H. Taylor Fin. Corp. New York, N. Y. 500 240 1250 

WHAR Seaside House Atlantic City, N. J. 500 275 1090 

WHAS Courier Journal and Louis-
ville Times Louisville, Ky. 500 399.8 750 

WGWY Twin City Business Men's 
Broadcasting Station Minneapolis, Minn. 500 263 1120 

WHAV Wilmington Elec. Spec. Co. Wilmington, Del. 100 266 1130 

WHAZ 

WHB 

Rensselaer Polytechnic Inst Troy, N. Y. 1000 379.5 790 

Sweeney School Company Kansas City, Mo. 500 365.6 820 

VVHBF Beardsley Specialty Co. Rock Island, Ill. 100 222 1350 

1350 WHBH Culver Military Academy Culver, Ind. 100 222 

WHBJ Laue Auto Co. Ft. Wayne, Ind. 50 

50 

234 1280 

WHBL James H. Slusser (Portable) Logansport, Ind. 215.7 1390 

WHBP Johnstown Automobile Co. Johnstown, Pa. 100 256 1170 

WHBQ St. John's M. E. Church Memphis, Tenn. 50 233 

242 

1290 

1240 WHBW D. R. Kienzle Philadelphia, Pa. 100 

WHBY St. Norbert's College W. DePere, Wis. 50 250 1200 

1080 
VVHDI William Hood Dunwoody 

Industrial Institute Minneapolis, Minn. 500 278 

WHEC Hickson Electric Co. Rochester, N. Y. 100 258 1160 

1100 WHK Radio Air Service Corp. Cleveland, Ohio 273 

WHN Loew's State Brdcst'g. Sta. New York City 1000 361.2 830 

WHO Bankers Life Company Des Moines, Iowa 5000 526 570 

WHT Radiophone Broadcasting 
Corporation Deerfield, Ill. 3500 400 750 

WIAD Howard R. Miller Philadelphia, Pa. 100 250 1200 
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CALL STATION OWNER LOCATION P'wr 

W'ta 

loo 

Wave 
L'ngth 

Freq. 
Kilo. 

Dis- 
tenet 

Dial 
1 

Dial 
2 

Dial 
3 

WIAS Home Electric Company tsurlington, Iowa 254 1180 

WIBA 

WIBG 

Capitol Times Studio Madison, Wis. 100 236 1270 

St. Paul's Protest. Esp. Ch. Elkins Pk., Pa. 50 222 1350 

WIBI Frederick B. Zittell, Jr. Flushing, N. Y. 50 218.8 1370 

WIBJ C. L. Carrell (Port. Sta.) Chicago, Ill. 50 215.7 1390 

WIBO 

WIBR 

WIBW 

WIBX 

WIL 

WIOD 

Nelson Brothers Chicago, Ill. 1000 226 1330 

1220 Thruman A. Owings Weirton, W. Va. 50 246 

Dr. L. L. Dill Logansport, Ind. 100 220 1360 

Grid Leak, Inc. Utica, N. Y. 150 205.4 1460 

BensonRadioCo.(Port.Sta.) St. Louis, Mo. 250 273 1100 

C. G. Fisher Miami, Fla. 1000 247.8 

508.2 

1210 

590 WI? Gimbel Bros. Philadelphia, Pa. 500 

WJAD 

WJAG 

WJAK 

Jackson's Radio Eng. Lab. Waco, Texas 500 352.7 850 

Norfolk Daily News Norfolk, Nebr. 200 270 1110 

1180 Kokomo Tribune Kokomo, Ind. 50 254 

WJAM 

WJAR 

D. M. Perham Cedar Rapids, Iowa 100 268 1120 

The Outlet Company Providence, R. I. 500 309.9 980 

WJAS 

WJAX 

WJAZ 

Pittsburg Radio Sup. House Pittsburg, Pa. 500 275 1090 Si fi 

City of Jacksonville Jacksonville, Fla. 1000 336.9 890 

Zenith Radio Corporation Mt. Prospect, Ill. 1500 322.4 930 

WJBA D. H. Lentz, Jr. Joliet, Ill. 50 206.8 1450 

WJBC 

WJBI 

WJBL 

WJBQ 

WJJD 

WJR 

Hummer Furniture Co. La Salle, Ill. 100 234 1280 

R. S. Johnson Red Bank, N. J. 250 218.8 1370 

Wm. Gushard D. G. Co. Decatur, Ill. 500 270 1110 

Bucknell University Lewisburg, Pa. 100 211.11420 

Supreme Lodge Loyal 
Order of Moose Mooseheart, III. 1000 302.8 990 

— — 

Jewett Radio Co. Pontiac and Detroit, 
Michigan 5000 516.9 580 

WJY R. C. A. New York City 1000 405.2 740 
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CALL STATION OWNER LOCATION P'wr 
W'ta 

Wave 
L'iqrth 

Freq. 
Kilo. 

Dis- 
tance 

Dial 
1 

DialiClial 
2 3 

WJE R. C. A. New York City var. 454.3 660 

1150 

880 

WKAF 

WKAQ 

WKAF Broadcasting Co. Milwaukee, Wis. 500 

500 

261 

340.7 Radio Corp. of Porto Rico SanJuan, PortoRico 

WKAR Michigan State College E. Lansing, Mich: 1000 

60 

285.5 1050 

WKAV Laconia Radio Club Laconia, N. H. 224 1340 

WKBB Sanders Bros. Joliet, Ill. 100 214.2 1400 

WKBE K as B Electric Co. Webster, Mass. 100 231 1300 

WKBG C. L. Carrell (Portable) Chicago, Ill. 100 215.7 1390 

WKRC Kodel Radio Corp. Cincinnati, Ohio 1000 422.3 920 

WKY 

WLAL 

WLB 

WLBL 

Hull 86 Richards Oklahoma, Okla. 100 275 1090 

First Christian Church Tulsa, Okla. 100 250 1200 

University of Minnesota Minneapolis, Minn. 500 278 1080 

Wis. Dept. of Markets Stephens Point, Wis. 500 278 1080 

WLIB Liberty Weekly Elgin, Ill. 4000 275.1 1090 

WLIT Lit Brothers Philadelphia, Pa. 500 394.5 760 

WLS 

WLTS 

Sears, Roebuck es Co. Crete, Ill. 5000 344.6 870 

Lane Tech. High School Chicago, Ill. 100 

5000 

258 1160 

WLW 

WLWL 

Crosley Radio Corporation Cincinnati, 0. 422.3 710 

Missionary Society of 
St. Paul the Apostle New Yotk, N. Y. 1500 

100 

288.3 1040 

WMAC Clive B. Meredith Cazenovia, N. Y. 275 1090 

WMAF 

WMAK 

Round Hill's Radio Corp. Dartmouth, Mass. 1000 440.9 680 

Norton Laboratory Lockport, N. Y. 500 266 1130 

MIMAN First Baptist Church Columbus, Ohio 50 278 1080 

WMAQ Chicago Daily News Chicago, Ill. 500 447.5 670 

WMAY 

WMAZ 

WMBB 

WMBC 

Kings Highway Pres. Ch. St. Louis, Mo. 100 248 1210 

Mercer University Macon, Ga. 500 261 1150 

American Bond ils 
Mortgage Co. Chicago, Ill. 500 

100 

250 1200 

Mich. Broadcasting Co. Detroit. Mich. 256.4 1170 
I 
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CALL 1 STATION OWNER LOCATION 
P'wr 
W'ts 

Wave 
Ungth 

rreq.1 
Kilo. 

Dis-
tance 

Dial 
1 

Diarial 
2 3 

WMEIF Fleetwood Hotel Miami Beach, Fla. 500 348.4 780 

WMC Commercial Appeal Memphis, Tenn. 500 499.7 600 

WMCA Greeley Square Hotel Co. Hoboken, N. J. 500 340.7 

WNAB 

WNAC 

Shepard Stores Boston, Mass, 100 250 1200 

Shepard Stores Boston, Mass. 500 280.2 1070 

WNAD University of Oklahoma Norman, Okla. 500 254 1180 

WNAL Central H. S. Omaha, Nebr. 50 258 1160 

1200 

1230 

WNAT Lenning Bros. Company Philadelphia, Pa. 100 250 

244 WNAX Dak. Radio Apparatus Co. Yankton, S. D. 100 

WNBH I.J.Vermilya es A.J.Lopez New Bedford, Mass. 250 248 

252 

1210 

1190 WNJ Radio Shop of Newark Newark, N. J. 150 

WNOX Peoples Tel. 8s Tel. Co. Knoxville, Tenn. 500 268 1120 

WNYC City of New York New York City 1000 

2000 

526 

394.5 

282.8 

570 

760 

1060 

570 

WOAI Southern Equipment Co. San Antonio, Tex. 

WOAN James B. Vaughan Lawrenceburg, Tenn 500 

WOAW Woodmen of the World Omaha, Nebr. 1000 526 

WOAX Franklin J. Wolff Trenton, N. J. 500 240 1250 

WOC 

WODA 

WOI 

Palmer School Chiropractic Davenport, Iowa 5000 483.6 620 

James K. O'Dea Radio-Vic-
trola Shop Paterson, N. J. 250 

750 

224 

270 

1340 

1110 

1380 

Iowa State College Ames, Iowa 

WOK 

WOKO 

Neutrowound Radio Mfg. 
Company Homewood, Ill. 5000 217.3 

Dyckman Radio Shop New York, N. Y. 50 233 1290 

WOO John Wanamaker Philadelphia, Pa. 500 508.2 590 

WOOD Grand Rapids Radio Gd. Rapids, Mich. 500 242 1240 

WOQ 

WOR 

Unity School Christianity Kansas City, Mo. 1000 278 

405.2 

1080 

740 L. Bamberger 84 Co. Newark, N. J. 500 

WORD Peoples Pulpit Association Batavia, Ill. 5000 275 1090 

WOS Mo. State Mgt'g. Bureau Jefferson City, Mo. 500 440.9 680 
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CALL 

VVyWU 

STATION OWNER LOCATION 
P•wr 
W'ts 

Wave 
L'ngth 

Freq. 
Kilà. 

iSzt. 

Dis- 
tance 

Dial 
1 

Dial 
2 

pia 
3 

Main Auto Supply Lo. tort Wayne, inu. Jut. 2, 

WPAK N. Dak. Agric. College Agric. College, N.D. 100 275 1090 

VVPCC No. Shore Cong. Church Chicago, Ill. 500 258 0160 

WPG Municipality of Atlantic 
City, New Jersey Atlantic City, N. J. 500 299.8 1000 

WPRC Wilson Ptg. & Radio Co. Harrisburg, Pa. 100 215.7 1390 

WPSC Penn. State College State College, Pa. 500 261 0050 

WQAA 

WQAE 

WQAM 

Horace A. Beale, Jr. Parkersburg, Pa. 500 220 1360 

Moore Radio News Station Springfield, Vt. 50 246 1220 

Electrical Equipment Co. Miami, Fla. 100 263 1140 

WQAN Scranton Times Scranton, Pa. 100 

100 

50 

360 

1200 

WQAO Calvary Baptist Church New York, N. Y. 833 

WQJ Calumet Rainbo Broadcast-
ing Company Chicago, Ill. 500 447.5 670 

WRAF Radio Company LaPorte, Ind. 100 224 1340 

WRAK Economy Light Co. Escanaba, Mich. 100 256 1170 

1230 WRAM Lombard College Galesburg, Ill, 100 244 

WRAV Antioch College Yellow Springs, O. 100 263 1140 

WRAX 

WRBC 

Flaxon's Garage Gloucester City,N.J. 500 

500 

1000 

268 

278 

468.5 

1120 

1080 

640 

Immanuel Luth. Church Valparaiso, Ind. 

WRC Radio Corp. of America Washington, D. C. 

WRCO Wynne Radio Co. Raleigh, N. C. 100 252 1090 

WREO Reo Motor Car Co. Lansing, Mich. 500 

50 

285.5 

252 

1050 

1190 WRHIVI Rosedale Hospital Minneapolis, Minn. 

WRK Doron Bros. Elec. Co. Hamilton, Ohio 200 

500 

270 1110 

WRM University of Illinois Urbana, Ill. 273 1100 

WRMU A. H. Grebe & Co. New York, N. Y. 100 236 1270 

WRNY Experimenter Publishing 
Company New York, N. Y. 500 258.5 1160 

WRR City of Dallas Police and 
Fire Signal Dept. Dallas. Texas 500 246 1220 
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CALL l STATION OWNER LOCATION 
I ever 
W'ta 

250 

Wave 
L'ngth 

215.7 

Freq.1 
Kilo. 

1390 

Dia- 
tance 

rialrialiDial 
1 2 3 

WRST Radiotel Mfg. Co. Bay Shore, N. Y. 

WRVA Larus 8s Brother Co. Richmond, Va. 1000 256 1170 

WRW Tarrytown Radio Research 
Lab. Tarrytown, N. Y. 500 273 1100 

WSAI U. S. Playing Card Co. Mason, Ohio 5000 325.9 920 

WSAJ 

WSAN 

Grove City College Grove City, Pa. 250 229 1310 

Allentown Call Pub. Co. Allentown, Pa. 100 229 1310 

WSAR Doughty8sWelch Elecl. Co. Fall River, Mass. 100 254 1180 

WSAX 

WSAZ 

WSB 

Zenith Radio Corp. Chicago, III. 100 208 1120 

Chase Elec. Shop Pomeroy, Ohio 50 244 1230 

Atlanta Journal Atlanta, Ga. 1000 

1000 

428.3 

209.7 

700 

1430 WSBC 

WSBF 

WSBT 

WSDA 

World Battery Co. Chicago, III. 

Stix, Baer 8s Fuller D.G.Co. St. Louis, M0. 250 273 1100 

South Bend Tribune South Bend, Ind. 250 275 1090 

The City Temple New York City 250 263 1140 

WSKC 

WSM 

World's Star Knitting Co. Bay City, Mich. 100 

1000 

261 

282.8 

1150 

1060 
National Life Es Accident 

Insurance Co. Nashville, Tenn. 

WSMB Saenger Amusement and 
Maison Blanche Co. New Orleans, La. 500 319 940 

WSMK S. K. Radio Corporation Dayton, Ohio 500 275.2 1090 

WSOE 

WSSH 

WSRO 

WSUI 

School of Eng. of Milw. Milwaukee, Wis. 500 246 1220 

Tremont Temp. Baptist Ch Boston, Mass. 100 

100 

261 1150 

Radio Co. (Harry W. Fahr-
lander) Hamilton, Ohio 252 1190 

State University of Iowa Iowa City, Iowa 500 483.6 620 

WTAB 

WTAD 

F.River Dly.Hr'Id.Pub. Co. Fall River, Mass. 100 266 1130 

R. E. Compton Carthage, Ill. 50 236 1270 

WTAG 

WTAM 

WTAP 

Worcester Telegram Worcester, Mass. 500 268 1120 

Willard Storage Battery Co. Cleveland, Ohio 3500 389.4 770 

Cambridge Radio 8a El. Co. Cambridge, Ill. 100 242 1240 
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CALL STATION OWNER LOCATION P'wr 
W'ts 

Wave 
L'ngth 

Freq. 
Kilo. 

Dis- 
tance 

Dial 
1 

Dial 
2 

Dial 
3 

WTAQ S. H. VanGordon or Son Osseo, Wis. 100 254 11811 

WTAR Reliance Electric Co. Norfolk, Va. 100 261 1150 

WTAW Agricultural es Mechanical 
College of Texas College Sta., Tex. 500 270 1110 

WTAX Williams Hardware Co. Streater, Ill. 50 231 1300 

WTIC Travelers Insurance Co. Hartford, Conn. 500 475.9 

250 

242 

630 

1200 

1240 

WWAD Wright es Wright Philadelphia, Pa. 250 

WWAE 

WWGL 

Electric Park Plainfield, Ill. 5000 

Radio Eng. Corp. Richmond Hill, N.Y. 500 212.6 

263 

266 

1410 

1140 

1130 

WWAO Mich. College of Mines Houghton, Mich. 250 

WWI Ford Motor Co. Dearborn, Mich. 500 

WWJ Detroit News Detroit, Mich. 1500 352.7 850 

WWI I' n.,,,l. TTni.,....;+., Npuf Orient, .2 T -a 1 OA 275 1 090 



BROADCASTING STATIONS 

Location Calls Location 

Agricultural College, N. D VVPAK 
Akron, Ohio WADC 
Albuquerque, N. Mex KFLR 
Allentown, Pa WSAN, WCBA 
Altoona, Pa WFBG 
Amarillo, Texas WDAG 
Ames, Iowa WOI 
Anderson, Ind WEBD 
Anchorage, Alaska KFQD 
Arlington, Va NHA 
Atlanta, Ga WDBE, WGST, WSB 
Anita, Iowa  .KFLZ 
Atlantic City, N. J WHAR, WPG 
Austin, Texas KUT 
Avalon, Calif KFWD 
Bakersfield Calif KDZB 
Baltimore, Md.. WEAL, WCAO, WCBM, WFBR 
Bangor, Maine  WABI 
Batavia, Ill WORD 
Bay City, Mich WSKC 
Bay Shore, N. Y WRST 
Beaumont, Texas KFDM 
Beeville, Texas.  KFRB 
Beloit, Wis WEBW 
Berkeley, Calif KRE 
Berrien Springs, Mich WEMC 
Big Bear Lake, Calif KFXB 
Birmingham, Ala WBRC 
Boise, Idaho KFAU, KFDD 
Boston, Mass VVBZA, WEEI, WNAB, 

WNAC, WSSH 
Boulder, Colo KFAJ 
Bristow, Okla KV00 
Brookings, S. D KFDY 
Brooklyn, N. Y WFRL, WHAP 
Brownsville, Texas KWWG 
Buffalo, N. Y WEBR, WGR 
Burlingame, Calif KFQH 
Burlington, Iowa WIAS 
Burlington, Vt. WCAX 
Cambridge, Ill  WTAP 
Camden, N. J WCAM 
Camp Lake, Wis WCLO 
Canton. N. Y WCAD 
Cape Girardeau, Mo KFVS 
Carthage, Ill WTAD 
Cazenovia, N. Y WMAC 
Ceder Rapids, Iowa WJAM, WKAA 
Charlotte N. C WET 
Chattanooga, Tenn WDOD 
Chicago, Ill KYW, WAAF, WBBZ, WBCN, 

WDBY, WEBH, WENR, WFKB, WGN, 
WIBO, WIBJ, WJAZ, WKBG, WLS, WLTS, 
WMAQ, WMBB, WQJ, WSBC, WSHX 

Chickasha, Okla.   
Chico, Calif KFVVH 
Cincinnati, Ohio WKRC, WLW 
Clarinda, Iowa KSO 
Clay Center, Nebr KMMJ 
Clearwater, Fla  WGHB. 
Cleveland, O....WEAR, WDBK, WHK, WTAM 
College Station, Texas WTAW 
Collegeville, Minn WFBJ 
Colorado Springs, Colo KFUM, KFXF 
Columbia, Mo KFRU 
Columbus, 0 WAIV, WEAO, WMAN 
Corvallis, Oregon KFDJ 
Council Bluffs, Iowa KOIL 
Cranston, R. I WDWF 
Culver, Ind WHBH 
Dallas, Texas WFAA, WRR 
Dartmouth, Mass WMAF 
Davenport, Iowa WOC 
David City, Nebr KFOR 
Dayton, Ohio WSMK 
Dearborn, Mich WWI 

19 

Calla 

Decatur, Ill WBAO, WJBL 
Deerfield, Ill WHT 
Denver, Colo KFEL, KFUP, KFXJ, 

KLZ, KOA 
Des Moines, Iowa WHO 
Detroit, Mich.WCX, WGHP,WJR, WW1 WMBC 
East Lansing, Mich WKAR 
East Pittsburg, Pa  KDKA 
Elgin, Ill WLIB 
Elkins Park, Pa WIBG 
El Paso, Texas WDAH, KFXH 
Elyria, Ohio WGBL 
Eureka, Calif KFVU 
Evanston, Ill WEHS 
Everett, Wash KFBL 
Fairmont, Minn KFVN 
Fall River, Mass WSAR, WTAB 
Fargo, N. D WDAY 
Fayetteville, Ark KUOA 
Flagstaff, Ariz KFXY 
Flint, Mich WFDF 
Flushing, N. Y WIBI 
Fond du Lac, Wis  KFIZ 
Fort Bragg, N. C AT9 
Fort Dodge, Iowa KFJY 
Fort Wayne, Ind.  WHBJ, WOWO 
Fort Worth, Texas KFQB, WBAP 
Freeport, N. Y WGBB 
Fresno, Calif KMJ 
Galesburg, Ill WRAM 
Galveston, Texas KFUL 
Gloucester City, N. J WRAX 
Grand Forks, N. D  KFJM 
Grand Rapids, Mich WOOD, WBDC 
Greeley. Colo KFKA 
Greencastle, Ind WLAX 
Gridley, Calif KFU 
Grove City, Pa WSAJ 
Gunnison, Colo KFHA 
Hamilton, Ohio WRK, WSRO 
Hanover, N. H WDCH 
Harrisburg, Pa WEAK, WPRC 
Harrison, Ohio WLW 
Hartford, Conn WTIC 
Hastings, Nebr KFKX 
Havana, Cuba PWX 
Haverford, Pa WABQ 
Havre, Mont KFBB 
Hollywood, Calif KFQZ, KFWB, KNRC 
Holy City, Calif KFQU 
Homewood, Ill WOK 
Honolulu, Hawaii KGU 
Hot Springs, Ark KTHS 
Houghton, Mich KMFW 
Houston, Texas PKRC 
Independence, Mo KLDS 
Indianapolis, Ind WFBM 
Iowa City, Iowa  WSUI 
Ithaca, N. Y WEAI 
Jacksonville, Fla WJAX 
Jefferson City, Mo WOS 
Johnstown, Pa WHBP 
Joliet, Ill WCLS, WJBA, WJBI, WKBB 
Kansas City, Mo..KWKC, WDAF, WHB, WOQ 
Knoxville, Tenn WFBC WNOX 
Kokomo, Ind WJAK 
Kurak Bay, Alaska  KNT 
Laconia, N. H... WKAV 
Lancaster, Pa WDBC 
Lansing, Mich WREO 
Laporte, Ind WRAF 
Laramie, Wyo KFBU 
LaSalle, Ill.  WJBC 
Lawrence, Kane KFKU 
Lawrenceburg, Tenn WOAN 
Lewisburg, Pa WJBQ 
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Location Calla Location 

Lincoln, Ill WBBM 
Lincoln, Nebr KFAB, WFAV 
Lockport, N. Y WMAK 
Logan, Utah. KFXD 
Logansport, Ind WIBW 
Long Beach, Calif KFON 
Los Angeles, Calif KFI, KFPG, KFPR, 

KFSG, KHJ, KNX, KTBI 
Louisville, Ky WHAS 
Macon, Ga WMAZ 
Madison, Wis WHA, WIBA 
Manhattan, Kane KSAC 
Manila, P. I KZKZ, KZRQ 
Mansfield, Conn WCAC 
Mason, Ohio WSAI 
Medford Hillside, Mau WARC 
Memphis, Tenn WHBQ, WMC 
Miami, Fla WIOD, WGBU, WQAIVI 
Miami Beach, Fla WMBF 
Milwaukee, Wis WKAF, WHAD, WSOE 
Minneapolis, Minn WAMD WCCO WHDI 

WLB, WRHM WGWY 
Missoula, Mont KUOM 
Moberly, Mo  KFFP 
Mooseheart, Ill WJJD 
Mt. Clemens, Mich WABX 
Muscatine, Iowa KTNT 
Nashville, Tenn WCBQ, WIDAD, WSM 
Newark, N. J ....WAAM, WGCP, WNJ, WOR 
New Bedford, Mass WNBH 
New Haven, Conn WDRC 
New Orleans, La ..WAAB, WABZ, WSMB, WWL 
New York, N. Y WBNY, WEAF, WEBJ, 

WFBH. WGBS, WHN, WJY, WJZ, WLWL, 
WMCA, WNYC, WOKO, WQAO, WRMU, 
WRNY, WSDA 

Norfolk, Nebr WJAG 
Norfolk, Va WTAR 
Norman, Okla  WNAD 
North Bend, Wash KFQW 
Northfield, Minn KFMX, WCAL 
North Plainfield, N. J WEAM 
Oak, Nebr KFEQ 
Oakland, Calif ....KFUS, KFWM, KGO, KLS, 

KLX, KTAB, KZM, KZUY 
Oak Park, Ill WGES 
Ogden, Utah KFUR, KFWA 
Oklahoma City, Okla KFJF, WKY 
Olympia, Wash KFRW 
Omaha, Nebr ...KFOX, WAAW, WNAL, WOAW 
Orono, Maine WGBX 
Osseo, Wis WTAQ 
Oxford, Miss WCBH 
Parkersburg, Pa WQAA 
Pasadena. Calif KPPC, KPSN 
Paterson, N. J WODA 
Pensacola, Fla WCOA 
Petoskey, Mich WBBP 
Philadelphia, Pa WABY, WCAU, WFI, 

WHBW, WIAD, WIP, WLIT, WNAT, WOO, 
WWAD 

Phoenix, Ariz KFAD, KFCB 
Pittsburg, Pa KQV, WCAE, WJAS 
Pineville, La KFWU 
Plainfield, Ill WWAE 
Pomeroy, Ohio WSAZ 
Port Huron, Midi WAFD 
Portland, Maine WCSH 
Portland, Oregon KFEC, KFIF, KFJR, 

KGW, KFWV, KQP, KTBR 
Providence, R. I WEAN, WJAR 
Pullman, Wash KWSC 
Portable WEBL 
Radio. Va  NAA 
Raleigh, N. C WRCO 
Rapid City, S. D. WCAT 

Calls 

Richmond, Va WBBL, WRVA 
Richmond Hill, N. Y..WAHG, WBOQ, WGMU, 

WWGL 
Roanoke, Va WDBJ 
Rochester, N. Y WABO, WHAM, WHEC 
Rockford, Ill KFLV 
Rock Island, Ill WHBF 
Rossville, N. Y  WBBR 
Royal Oak, Mich WAGM 
Salt Lake City, Utah KDYL, KFOO, KFUT, KSL 
Sacramento, Calif KFBK 
San Antonio, Texas WCAR, WOAI 
San Diego, Calif KFBC, KFVW 
San Francisco, Calif ....KFRC, KFWI, 'COTT, 

KJBS, KPO, KUO 
San Jose, Calif KFAF, KQW 
San Juan, P. R WKAQ 

KFUU 
KFVD 
KSMR 
WEBZ 

Schenectady, N. Y WGY 
Scranton, Pa WQAN 
Seattle, Wash ..KFOA, KHQ, KJR, KTCL, KTW 
Shenandoah Iowa KFNF, KMA 
Shreveport, La KFDX, KWKH 
Sioux City, Iowa KFMR 
South Bend, Ind 
Spokane, Wash 
Springfield, Mass  
Springfield, Ohio  
Springfield, Vermont 
State College, N. M  
State College Pa  
Stevens Point, Wis WLBL 
St. Louis, Mo ...KFQA, KFUO, KFVE, KFWF, 

KSD, WEW, WIL, WMAY, WSBF, KMOX 
Stockton, Calif KWG 
St. Paul, Minn KFOY 
Streator, Ill WTAX 
Superior, Wis  WEBC 
Syracuse, N. Y . WFBL 
Tacoma, Wash.. KM0 
Takoma Park, Md WBES 
Tampa, Fla WDAE 
Tarrytown. N. Y.. WRW 
Toledo, Ohio WABR 
Trenton, N. J WOAX 
Troy, N. Y WHAZ 
Tulsa, Okla  WLAL 
Tuscola, Ill WDZ 
U. S. (Portable) Woolworth Bldg WEBM 
University Place, Nebr WCAJ 
Upland, Calif.. KFWC 
Urbana, Ill WRM 
Utica, N. Y WIBBXc 
Valparaiso, Ind  wR 
Vermillion, S. D KUSD 
Waco, Texas WJAD 
Washington, D. C WCAP, WRC 
Webster, Mass WKBE 
Weirton, W. Va WIBR 
West De Pere, Wis WHBY 
West LaFayette. Ind WBAA 
West Palm Beach, Fla WBBJ 
Wichita, Kane KFN, KFOT 
Wichita Falls, Texas WKAF 

Wilmington, Delaware  WW13HRE AV 
Wilkes-Barre, Pa WBAX, 

Winter Park, Fla WDBO 
Wooster, Ohio. WABW 
Worcester, Mass WCUW, WTAG 
Yakima, Wash.  KFIQ 
Yankton, S. D WNAX 
Yellow Springs, Ohio WRAV 
Zion, Ill WCBD 

San Leandro, Calif  
San Pedro, Calif  
Santa Maria, Calif  
Savannah, Ga  

 WSBT 
 KFPY 

WBZ 
WCSO 
WQAE 
KOB 
WPSC 
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vry3 m 
CLASS "B" BROADCASTING STATIONS BY WAVE LENGTHS 
Wave Power Call 
Length Watts Letters 

Location 

206.8 500 KFVVM 
209.7 500 WBNY 
212.6 500 WWGL 
212.6 500 KQP 
217.3 1000 WOK 
217.3 500 WFKB 
220 500 WQAA 
225 500 KFWI 
226 1000 WIBO 
226 1500 WBBM 
227 5000 WOWO 
227 500 KQW 
229 500 KMMJ 
231 500 KFPR 
231 500 KUT 
240 500 KFVE 
240 500 KTAB 
240 500 WOAX 
242 5000 WWAE 
242 500 ESO 
244 1000 WAMD 
246 500 WSOE 
246 500 KF VW 
250 500 WMBB 
250 500 WGES 
250 500 KFXF 
252 500 WGCP 
252 500 KFWB 
252 500 KMA 
254 500 KFDJ 
254 500 WNAD 
256 500 KTNT 
256 500 WCHS 
256 1000 WRVA 
258 500 WDBY 
258 500 WRNY 
258 500 WADC 
261 500 WPSC 
261 500 WMAZ 
261 500 K FJF 
261 500 KWKH 
263 500 WHAT 
263 500 WAAM 
266 500 WWI 
266 500 WMAK 
266 1000 WENR 
266 500 KFNF 
266 500 WGHB 
266 500 WBCN 
268 500 WTAG 
268 500 WEBW 
268 500 KFEQ 
268 500 WRAX 
269.9 500 KPRC 
268 500 WNOX 
269.9 500 KPRC 
270 500 KFBU 
270 500 WJBL 
270 1500 WGHP 
270 500 WGST 
270 750 WOI 
270 500 WTAW 
270 500 KGU 
270 500 WBBF 
270 500 WEAN 
272 500 WNJ 
272.6 500 WEBJ 
272 500 KZKZ 
273 500 WRW 
273 500 WRM 

Oakland, Calif. 
New York, N. Y. 
Richmond Hill, N.Y. 
Portland, Ore. 
Homewood, Ill. 
Chicago, Ill. 
Parkersburg, Pa. 
San Francisco, Calif. 
Chicago, Ill. 
Chicago, Ill. 
Fort Wayne, Ind. 
San Jose, Calif. 
Clay Center, Neb 
Los Angeles, Calif. 
Austin, Texas 
St. Louis, Mo. 
Oakland, Calif. 
Trenton, N. J. 
Plainfield, Ill. 
Clarinda, Ia. 
Minneapolis, Minn. 
Milwaukee, Wis. 
San Diego, Calif. 
Chicago, Ill. 
Oak Park, Ill. 
Colorado Spgs, Colo. 
Newark, N. J. 
Hollywood, Calif. 
Shenandoah, Iowa 
Corvalis, Oregon 
Norman, Okla. 
Muscatine, Iowa 
Portland, Maine 
Richmond, Va. 
Chicago, Ill. 
New York, N. Y. 
Akron, Ohio 
State College, Pa. 
Macon, Ga. 
Okla. City, Okla. 
Kennonwood, La. 
Minneapolis, Minn. 
Newark, N. J. 
Dearborn, Mich. 
Lockport, N. Y. 
Chicago, Ill. 
Shenandoah, Iowa 
Clearwater, Fla. 
Chicago, Ill. 
Worcester, Mass. 
Beloit, Wis. 
Oak, Nebraska 
Gloucester City, N.J. 
Houston, Texas 
Knoxville, Tenn 
Houston, Texas 
Laramie, Wyo. 
Decatur, Ill. 
Detroit, Mich. 
Atlanta, Ga. 
Aines, Iowa 
College Station, Tex. 
Honolulu, Hawaii 
Atlanta, Ge 
Providence, R. I. 
Newark, N. J. 
New York, N. Y. 
Manila, P. I. 
Tarrytown, N. Y. 
Urbana, Ill. 

Wave 
Length 

Power 
Watts 

Call 
Letters 

Location 

273 500 WFBH 
273 500 WBBR 
275 500 WSMK 
275 5000 WORD 
275 500 WJAS 
275 500 WHAR 
275 500 WHAD 
275 500 WFAV 
275 500 KFKU 
275 500 KFSG 
275 500 KQV 
275 500 WAFD 
275 500 WBAK 
275 500 WCAC 
275.1 1000 WLIB 
278 1000 WOQ 
278 500 WRBC 
278 500 WLBL 
278 500 KWCR 
278 500 WHDI 
278 500 WGBU 

278 750 KFAU 
278 500 KOIL 
278 500 KWWG 
278 500 WCAU 
280.2 500 WNAC 
282.8 1000 WSM 
282.8 500 WOAN 
285.5 500 WREO 
285.5 1000 WEAR 
285.5 500 -WE 
286 500 WEAI 
288.3 1000 WLWL 
288.3 2000 KFKX 
293.9 500 WEAO 
293.9 750 KTBI 
293.9 500 WAILIjor 
99.8 1000 KSL 
99.8 750 KFMQ 
299.8 500 WPG 
302.8 1000 WJJD 
305.9 1000 KTCL 
309.9 500 WJAR 
309.1 1000 KDKA 
3/5.6 500 WAHG 
315.6 1000 KPSN 
315.6 500 KFDM 
319 500 WSMB 
319 750 WGR 
322.4 1500 WJAZ 
322.4 5000 TWA-, 
325.9 5000 VISAI 
331.1 2000 enez 
336.9 500 PieleX 
336.9 500 KNX 
336.9 500 WC AL 
336.9 1000 WJAX 
340.7 500 WMCA 
340.7 500 WKAQ 
340.7 500 KSAC 
340.7 1000 KFAB 
344.6 500 MILS 
344.6 5000 WCBD 
348.4 500 WMBF 
348.6 500 VVEEI 
348.6 500 KWSC 
348.6 1000 KOB 
302.7 500 WJAD 
352.7 1500 WWJ 

New York, N. Y. 
Rossville, N. Y. 
Dayton, Ohio 
Batavia, Ill. 
Pittsburg, Pa. 
Atlantic City, N.J. 
Milwaukee, Wis. 
Lincoln, Nebr. 
Lawrence, Kans. 
Los Angeles, Calif. 
Pittsburg, Pa. 
Pt. Huron, Mich. 
Harrisburg, Pa. 
Mansfield, Conn. 
Elgin, Ill. 
Kansas City, Mo. 
Valparaiso. Ind. 
Stevens Point, Wis. 
Cedar Rapids, Ia. 
Minneapolis, Minn. 
Fulford-By-The-
Sea, Florida 

Boise, Idaho 
Council Bluffs, Ia. 
Brownsville, Texas 
Philadelphia, Pa. 
Boston, Mass. 
Nashville, Tenn. 
Lawrenceburg, Tenn. 
Lansing, Mich. 
E. Lansing, Mich. 

rrien Spgs. Mich. 
Ithaca, N. Y. 
New York, N. Y. 
Hastings, Nebr. 
Columbus, Ohio 
Los Angeles, Calif. 
Columbus, Ohio 
Slat Lake City, Utah 
Fayetteville, Ark. 
Atlantic City, N. J. 
Mooseheart, 
Seattle, Wash. 
Providence, R. I. 
E. Pittsburg, Pa. 
Richmond Hill, N. Y. 
Pasadena, Calif. 
Beaumont, Texas 
New Orleans, La. 
Buffalo, N. Y. 
Mt. Prospect, Ill. 
Denver, Colo. 
Mason, Ohio 
Springfield, Masa. 
Northfield, Minn. 
Los Angeles, Calif. 
Northfield, Minn. 
Jacksonville, Fla. 
Hoboken, N. J. 
San Juan, P. R. 
Manhattan, Kans. 
Lincoln, Nebr. 
Chicago, Ill. 
Zion, Ill. 
Miami Beach, Fla. 
Boston, Mass. 
Pullman, Wash. 
State College, N. M. 
Waco, Texas 
Detroit, Mich. 
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CLASS "B" BROADCASTING STATIONS BY WAVE LENGTHS 
(continued) 

Wave Power Call 
Length Watts Letters 

Location 

360 500 KZUY 
361.2 3000 KGO 
361.2 500 WHN 
365.6 500 WHB 
365.6 500 WDAF 
370.2 1000 WGN 
370.2 1000 WEBH 
374.8 750 KTHS 
374.8 500 KV00 
374.8 1000 WBAL 
375 500 KZRQ 
379.5 600 WHAZ 
379.5 4000 WGY 
384.4 500 WAAW 
384.4 1000 KJR 
389.4 750 WEAR 
389 3500 WTAM 
394.5 1500 WOAI 
394.5 500 WLIT 
394.5 500 WFI 
399.8 500 WHAS 
400 1500 WHY 
400 500 PWX 
405.2 500 WOR 
405.2 500 KHJ 
405.2 1000 WJY 
416.4 5000 WCCO 
422.3 1000 WKRC 
422.3 5000 WLW 
428.3 1000 WSB 
428.3 1000 KPO 
434.5 1000 NAA 
435 750 AT9 

Bagio, P. I. 
Oakland, Calif. 
New York, N. Y. 
Kansas City, Mo. 
Kansas City, Mo. 
Chicago, Ill. 
Chicago, Ill. 
Hot Springs, Ark. 
Bristow, Okla. 
Baltimore, Md. 
Manila, P. I. 
Troy, N. Y. 
Schenectady, N. Y. 
Omaha, Nebr. 
Seattle, Wash. 
Cleveland, Ohio 
Cleveland, Ohio 
San Antonio, Tex. 
Philadelphia, Pa. 
Philadelphia, Pa. 
Louisville, Ky. 
Deerfield, Ill. 
Havana, Cuba 
Newark, N. J. 
Los Angeles, Calif. 
New York City 
St. Paul-Minneapolis 
Cincinnati, Ohio 
Cincinnati, Ohio 
Atlanta, Ga. 
San Francisco, Calif. 
Washington, D. C. 
Ft. Bragg, N. C. 

Wave Power Call 
Length Watts Letters 

Location 

440.9 1000 KLDS 
440.9 500 WDWF 
440.9 1000 WMAF 
440.9 500 WOS 
447.5 500 WQJ 
447.5 500 WMAQ 
454.3 1000 WJZ 
454.3 1000 KTW 
454.3 1000 KFOA 
461.3 500 WCAE 
467 3000 KFI 
468.5 500 WCAP 
468.5 1000 WRC 
475.9 500 WT IC 
475.9 1500 WBAP 
483.6 5000 WOC 
483.6 500 WSUI 
491.5 500 KGW 
491.5 5000 WEAF 
499.7 500 W MC 
499.7 500 KFRU 
508.2 500 W IP 
508.2 500 WOO 
516.9 2500 WJR 
516.5 2500 WCX 
526 1000 WOAW 
526 1000 WNYC 
526 5000 WHO 
535.4 2000 KYW 
535.4 750 WHA 
545.1 750 KSD 
545.1 500 KFUO 

Independence, Mo. 
Cranston, R. I. 
Dartmouth, Mass. 
Jefferson City, Mo. 
Chicago, Ill. 
Chicago, Ill. 
New York City 
Seattle, Wash. 
Seattle, Wash. 
Pittsburg, Pa. 
Los Angeles, Calif. 
Washington, D. C. 
Washington, D. C. 
Hartford, Conn. 
Ft. Worth, Texas 
Davenport, Iowa 
Iowa City, Iowa 
Portland, Oregon 
New York, N. Y. 
Memphis, Tenn. 
Columbia, Mo. 
Philadelphia, Pa. 
Philadlephia, Pa. 
Pontiac & Detriot 
Pontiac, Mich. 
Omaha, Nebr. 
New York City 
Des Moines, Iowa 
Chicago, Ill. 
Madison, Wis. 
St. Louis, Mo. 
St. Louis, Mo. 
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BROADCASTING STATIONS OUTSIDE OF THE UNITED STATES 

CANADA 

CALL STATION OWNER LOCATION 
P'wr Wave 
W'ts Ungth 

Freq. 
Kilo. 

685 

Dis- tanDial 
ce 1 

Dial 
2 

Dial 
3 

CFAC 

CFCA 

Calgary Herald Calgary 500 434.5 

Star Pub. e6 Pt. Co. Toronto 500 356.9 840 

CFCF Marconi Wireless Tel. Co. 
of Canada Montreal 1650 410.7 731 

CFCH Abitibi Power Co. Iroquois Falls, Ont. 250 499.7 600 

CFCK 

CFCN 

CFCQ 

Radio Supply Co. Edmonton, Alta. 100 516.9 820 

W. W. Grant, Ltd. Calgary, Alta. 1800 434.5 685 

Radio Specialties, Ltd. Vancouver, B. C. 50 410.7 731 

CFCT 

CFCU 

CFCY 

Deauville Station Victoria, B. C. 500 329.5 910 
- 

J. V. Elliott, Ltd. Hamilton, Ont. 500 340.7 882 

Island Radio Co. Charlottetown, 
P. E. I. 50 312.3 96 

CFDC Western Auto Elec. Co. 

1st Congregational Church 

Vancouver, B. C. 10 410.7 731 

CFKC 

CFMC 

Vancouver, B. C. 75 247.8 1210 

Monarch Battery Co. Kingston, Ont. 20 267.7 1120 

CFQC 

CFRC 

Electric Shop, Ltd. Saskatoon, Sask. 500 329.5 910 

Queen's University Kingston 500 267.7 

CFXC Westminister Trust Co. Barnaby, B. C. 50 291.1 1030 

CFYC Commercial Radio, Ltd. Bamaby, 
B. C. 500 410.7 731 

CHCS Hamilton Spectator Hamilton, Ont. 10 340.7 882 

CHIC Northern Elec. Co. Toronto, Ont. 500 356.9 840 

CHNC Toronto Radio Research Toronto, Ont. 500 356.9 840 

CHSC H. V. Stonin Unity. Sask. 250 356.9 840 

CHUC 

CHXC 

International Bible Assoc. Saskatoon, Sask. 500 329.5 910 

J. R. Booth Ottawa, Ont. 250 434.5 685 

CHYC Northern Elec. Co. Montreal, Que. 850 410.9 731 

r•Tren T....4. C+ rt.r.t.;.i- 1- 1.....,4, 1,...........4,-. I-1,m. Zfirl 2CR O si.in 
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. CANADIAN, CUBAN and MEXICAN BROADCASTING STATIONS 
BY WAVE LENGTHS 

Wave 
Length 

Power 
Watts 

Call 
Letters 

Location 

230 
235 
247.8 
250 
255 
260 
265 
267.7 

275 

280 

291.1 

300 

310 
312 
312.3 

320 
322 
325 

329.5 

340 
340.7 

350 
355 

20 
50 
75 

100 
15 

200 
10 

500 
20 

100 
500 
100 
100 
10 
20 
20 

100 
500 
20 

100 
50 

500 
500 
500 
10 

100 
250 
500 

5000 

500 
500 
250 
500 
500 
500 
100 
10 

500 
50 

500 
400 
500 

2TW 
2LR 
CFKC 
8BY 
2BB 
6BY 
2UF 
CFRC 
CYMC 
CYF 
CYB 
CYM 
6JK 

2MG 
CFXC 

20L 
CYA 
2RK 
CYU 
CYCY 

CNRA 
CKCK 
CNRR 
2CX 
CYQ 
CZF 
CYX 
CKCW 

CJGC 
CHUC 
CJWC 
CFQC 
CNRS 
CFCT 
6KW 
CHCS 
CFCU 
CKOC 
CZE 
2EP 
CHIC 

Habana, Cuba 
Habana, Cuba 
Thorold, Ont., Can. 
Santiago, Cuba 
Habana, Cuba 
Cienfuegos, Cuba 
Habana, Cuba 
Kingston, Ont., Can. 
Kingston, Ont., Can. 
Oaxaca, Mexico 
Mexico City, Mex. 
Monterey, Mexico 
Santa Clara, Cuba 
Guadalajara, Mex. 
Habana, Cuba 
New Westrninister, 

B. C., Canada 
Habana, Cuba 
Mexico City, Mex. 
Habana, Cuba 
Puebla, Mexico 
Charlottetown. Prince 
Edw. Island, Can. 

Moncton, N. B., Can. 
Regina, Sask., Can. 
Regina, Sask., Can. 
Habana, Cuba 
Tampico, Mexico 
Chihuahua, Mexico 
Mexico City, Mex. 
Burlington Junction, 

Ontario, Can. 
London, Ont., Can. 
Saskatoon, Sask., Can 
Saskatoon, Sask., Can 
Saskatoon, Sask., Can 
Saskatoon, Sask., Can 
Victoria, B. C., Can. 
Santa Clara, Cuba 
Hamilton, Ont., Can. 
Hamilton, Ont., Can. 
Hamilton, Ont., Can. 
Mexico City, Mex. 
Habana, Cuba 
Toronto, Ont., Can. 

Wave 
Length 

Power 
Watts 

Call 
Letters 

Location 

375 
384.4 

400 

410.7 

425 
434.5 

475 
490 
499.7 

516.9 

548 

500 
500 
500 
50 

500 
500 
500 
250 
100 
500 
500 
500 
500 
1650 
850 
1200 
1000 
1650 

50 

10 
50 

500 
500 
1000 
100 
500 
750 
750 
250 
100 
500 
250 

1000 
250 

100 

500 

500 

100 
10 

100 

CHNC 
CJBC 
CJSC 
CJCD 
CKCL 
CKNC 
CNRT 
CHSC 
CYH 
CKY 
CNRW 
CYL 
PWX 
CFCF 
CHYC 
CKAC 
CNRM 

CFCQ 

CFDC 
CFKC 
CFYC 
CJKC 
CKCD 
CYO 
CFAC 
CFCN 
CNRC 
CHXC 
CKCO 
CNRO 
CYR 
FA/vI 
CFCH 

CFCK 

CJCA 

CNRE 

CYY 

Toronto, Ont., Can. 
Toronto, Ont., Can. 
Toronto, Ont., Can. 
Toronto, Ont., Can. 
Toronto, Ont., Can. 
Toronto, Ont., Can. 
Toronto, Ont., Can. 
United, Sask., Can. 
Mexico City, Mex. 
Winnipeg, Man., Can 
Winnipeg, Man., Can 
Mexico City, Mex. 
Habana, Cuba 
Montreal, Que., Can. 
Montreal, Que., Can. 
Montreal, Que., Can. 
Montreal, Que., Can. 

Vancouver, B. C., 
Canada 

Vancouver, B.C.,Can. 
Vancouver, B.C.,Can. 
Vancouver, B.C.,Can. 
Vancouver, B.C.,Can. 
Vancouver, B.C.,Can. 
Mexico City, Mex. 
Calgary, Alberta, Can 
Calgary, Alberta, Can 
Calgary, Alberta, Can 
Ottawa, Ont., Can. 
Ottawa, Ont., Can. 
Ottawa, Ont., Can. 
Mazatlan, Mexico 
Guadalajara, Mex. 
Iroquois Falls, Ont. 
Canada 

Edmonton, Alberta, 
Canada 

Edmonton, Alberta, 
Canada 

Edmonton, Alberta, 
Canada 

Yucatan, Mexico 
Tampico, Mexico 
Tampico, Mexico 
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CANADA—Continued 

CALL I STATION OWNER I LOCATION [P.m 1 
W'ts 

SOU 

50 

Wave 1Freq. 
L'ngth 

Slb.9 

356.9 

Kilo. 
Dia- 
tance 

DialiDiatial 
1 2 3 

Ci CA Edmonton Journal Edmonton, Alta. 82U 

840 CJCD T. Eaton Co., Ltd. Toronto, Ont. 

CJGC London Free Press London, Ont. 500 329.5 940 

CJKC Pyramid Temple Society Burnaby, B. C. 500 410.7 731 

CJSC Evening Telegram Toronto, Ont. 500 356.9 840 

910 CJWC 

CJYC 

Wheaton Elec. Co. Saskatoon, Sask. 250 329.5 

DeForest Radio Corp. Toronto, Ont. 500 291.1 1030 

CKAC La Presse, Ltd. Montreal, Que. 1200 410.7 731 

731 CKCD 

CKCK 

CKCL 

Vancouver Daily Province Vancouver, B. C. 1000 410.7 

Leader Pub. Co., Ltd. Regina, Sask. 500 312.3 961 

Dominion Battery Co. Toronto, Ont. 500 

100 

356.9 

434.5 

840 

CKCO Dr. G. M. Geldert Ottawa, Ont. 685 

CKCW Canadian Broadcasting 
Corporation 

Burlington Junct, 
Ont. 5000 329.5 910 

731 CKFC First Congreg. Church Vancouver, B. C. 50 410.7 

CKNC Canadian Nat. Carbon Co. Toronto, Ont. 500 356.9 840 

CKY 

CKOC 

CNRA 

CNRC 

CNRE 

Manitoba Tel. System Winnipeg, Man. 500 384.4 780 

Wentworth Radio Sup. Co. Hamilton, Ont. 50 340.7 882 

Canadian Nat. Ry's. Moncton, N. B. 500 291.1 1030 

Canadian Nat'l. Railways Calgary. Alta. 1000 430 700 

Canadian Nat'l. Railways Edmonton, Alta. 500 516.9 820 

CNRS Canadian Nat'l. Railways Saskatoon, Sask. 500 329.5 910 

1030 

780 

CNRV 

CNRW 

Canadian Nat'l. Railways Vancouver, B. C. 500 291.1 

Canadian Nat'l. Railways Winnipeg, Man. 500 384.4 

CNRT Canadian Nat'l. Railways Toronto, Ont. 500 357 840 

CNRR Canadian Nat'l. Railways Regina, Sask. 500 435 690 

CNRO 

CNRM 

Canadian Nat'l. Railwaks Ottawa, Ont. 500 435 690 

Canadian Nat'l. Railways Montreal. One. 1000 410 731 
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AUSTRALIA 

CALL STATION OWNER LOCATION 
P'wr l 
W'ts 

Wave 
L'ngth 

3bit 

Freq. 
Kilo. 

Dis- 
tance 

Dial 
1 

Dial 
2 

Dial 
3 

2131. kiroadcasters, Ltd. bydney 50u0 654 

2FC 

3AR 

Farmers Ila Co., Ltd. Sydney 5000 1100 

480 

272 

625 Asso. Radio Co. of Aust. Melbourne 1600 

3L0 Broadcasting Co. of Aust. Melbourne 5000 1720 174 

6AR Associated Radio Co. Perth 1600 

5000 

360 833 

5CL Central Broadcaters Adelaide 395 961 

CUTUP 117 ----- 1:— r.__ • d.-.1 0--..1.. CAM 1 ,1 cn .1.4.n 

ENGLAND 

2BD Aberdeen Steam Laundry Aberdeen 1100 495 607 

6BM British Broadcasting Co. Bournemouth 1100 385 780 

SIT 

2L0 

British Broadcasting Co. Birmingham 1000 475 632 

British Broadcasting Co. London 1500 395 761 

5NO British Broadcasting Co. Newcastle 1100 400 750 

5WA British Broadcasting Co. Cardiff 1100 351 854 

2ZY British Broadcasting Co. Manchester 1000 375 800 

2LS British Broadcasting Co. Leeds   346 346 869 

2LS British Broadcasting Co. Bradford   310 967 

6LV British Broadcasting Co. Liverpool   315 315 955 

6FL British Broadcasting Co. Sheffield ____  301 1000 

SPY British Broadcasting Co. Plymouth 200 335 897 

IRELAND 

2BE [Belfast University 'Belfast 1 1 435 6901 I 1 

SCOTLAND 

5SC British Broadcasting Co. Glasgow 

2EH British Broadcasting Co. Edinburgh 

1101 420 

 I 328 

714 

915 

CONTINENTAL EUROPE 
AUSTRIA 

OHW IRadio-Hekaphon Vienna 11500160015001 1 1 

BELGIUM 

SRB Radio Belgique 

Radio Electrique 

[Brussels 

'Brussels 

12000 410 

  265 

731.3 

1131 I I 
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CONTINENTAL EUROPE—Continued 

FRANCE 

CALL STATION OWNER LOCATION I P'i.vr Wave 'Freq. 
W'ta L'ngth Kilo. 

Dia- 
tance 

Dial 
1 

Dial 
2 

Dial 
3 

YN French Government Lyons 

2000 

  4210 

470 

4210 

470 

023 

637.9 Societe Lyonnaise de Rad Lyons 

Government Nice 651   

500 

480 

460 

La Petit Parisienne Paris 340 882 

Superior School Paris 450 666 

GERMANY 

Telefunken Berlin 1032  290 

Vox Haus Berlin 1500 415 723 

S.W. Deutsche Rundfunk Frankfort   460 460 651 

Nordischer Rundfunk AG Hamburg ._  392 765 

Ostmarken Rundfunk Konigsburg   460 460 651 

Mitteldeutsche Rundfunk Leipsig   436 436 687 

Munster   470 

  437 

470 732 

Suddeutsche Rundfunk Stuttgart 437 684 

ITALY 

HYN ling. Ranier 'Rome   4501 666 I I 

PORTUGAL 
'Aero Lisboa 'Lisbon  137o 1810 to I 

7501 '400 tol 

SPAIN 

PTT 

Radio Iberica 

1Madrid 
Madrid 

400 

392 

750 

765 

SWEDEN 

Nya Varvet Gothenburg ._  700 428 

Royal Tele Radio Off Stockholm .._ 440 661 

Svenska Radioactiebolaget Stockholm   470 470 638 

SWITZERLAND 

'Zurich University 'Zurich   5001 600 1 1 
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HAWAII 

CALL STATION OWNER LOCATION I P'wr l 
W•ts 

Wave rreq. 1Dis- 
L'th agKilo. tance 

I Dial 
1 

Diall 
2 

Dial 
3 

KGU Marion K. A. Mulrony Honolulu I ed 2501 360 

KYQ Electric Shop Honolulu Iiiioi 100 270 I 

PORTO RICO 

WKAQ Radio Corp. of Porto Rico 'San Juan 1 8331 5001 360 

CUBA 
6 BY Jose Ganduve Cientuegos 200 260 

250 

1153 

8 BY Alberto Ravello Santiago 100 1200 

2 EP El Pais Habana 400 355 844.6 

6 KW F. H. Jones Santa Clara 100 

50 

340 

235 

881.8 

1276 2 LR Jose Lara Habanna 

2 OL O. Collado Habana 100 300 999.4 

PWX Cuban Tel. Co. Habana 500 400 749.6 

MEXICO 
CYA E. R. Gomez Mexico City 500 300 999.4 

1090 CYB 

CYF 

El Buen Tono Mexico City 500 275 

Federico Zonilla Oaxaco 100 265 1131 

CYH High Life Mexico City 100 375 799.5 

CYL Radul Azcaragga Mexico City 500 400 749.6 

CYM R. Reyes Monterey 100 275 1090 

CYO 

CYR 

M. Zetina Mexico City 100 425 705.5 

C. Llamas Mazatlan 250 475 631.2 

CYQ C. Sagaon Tampico 100 322 931.1 

CYU A. del. P. Zaenez Puebla 100 312 961 

CYX El. Excelsior Mexico City 500 325 922.5 

CYY Socialistic Party Yucatan 100 548 547.1 

CZE Dept. of Education Mexico City 500 350 

325 

856.6 

CZF 

FAM 

Telephone Co. Chihuahua 250 922.5 

Fed. Mil. Co. Guadala Sara 1000 490 611.9 
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SOUTH AMERICA 

ARGENTINA 

CALL. STATION OWNER LOCATION WtP'wr l .. 
Wave !Freq. Dis- 
L'ngth Kilo. tance 

Dial 
1 

Dial Dial 
2 3 

LOR Radio Argentina Buenos Aires 500 410 731.3 

LOW Grand Splendid Theatre Buenos Aires 1500 

931 

1000 

300 1000 

LOY Radio Nacional Buenos Aires 1000 300 

LOV F. Brusa Buenos Aires 350 854 

LOX Radio Cultura Buenos Aires 860 375 800 

TCR Francisco Brusa Buenos Aires 100 300 1000 

B-1 Francisco Brusa Buenos Aires 

BRAZIL 

SPE Dept. National Telegraph Rio de Janeiro 500 

Radio Sociedade Rio de Janeiro 6000 

250 1200 

-I I-
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KDKA—Pittsburgh, Pa. 

Mon., Wed., Fri., Sat., 6:15-9:55 
p. m.; Tues., Thurs., 6:15 p. m.-12:30 
a. ni.; Sun. 4-8:45 p. m. Eastern 
standard time. 

KFAB—Lincoln, Neb. 
Sun., 4-5 p. m.; daily ex. Sun., Thur., 
9:30-11 a. m., 1:15-6:30 p. m., 8:10-
10:30 p. m.; Thur., 9:30-9:55 a. m., 
3-3:30 p. m. Central standard time. 

KFI—Los Angeles, Cal. 
Mon., Wed., Fri., 10:45-11:05 a. in., 
7-11 p. m.; Tues., Thur., Sat., 7-11 
p. m.; Sat., 11 p. m.-3 a. m.; Sun., 
10-10:45 a. m., 4-5 p. m., 6:30-11 
p. in. Pacific standard time. 

KFILX—Hastings, Nebr. 
Daily ex. Sun., Sat., 9:30 a.m., 10:30 
a. m., 12:30 p. m., 3 p. m., 7 p. in., 
markets; Mon., Wed., Fri., 7-11 
p. m., musical program; Sat. mar-
kets at 9:30, 10:30 a. m., 12:30 p. in. 
only; relay of KDKA "dinner pro-
gram," 5:15-7 p. m. each week day. 
Central standard time. 

KFOA—Seattle, Wash. 
Daily ex. Sat., Sun., 10 a. m.; Mon., 
Wed., 10 a. m.-10 p. m.; Tues., Fri., 
10 a. m.-11:30 p. m.; Thur., 10-5:30 
p m.; Sat., 4-11:30 p. m. Pacific 
standard time. 

KGO—Oakland, Cal. 
Daily ex. Sun., 11:30 a. m., luncheon 
concert program; Mon., 10:40 a. m., 
3 p. m., 5:30-6 p. m., 8-10 p. m.; 
daily ex. Sat., Sun., 1:30 p. in., 
weather reports; Tues., Wed., Thur., 
Fri., Sat., 4-5:30 p. m.; Mon., Wed., 
Fri., 3 p. m.; Tues., Thur., Sat., 8-10 
p. m.; Fri., 5:30-6 p. m.; Sun., 11 
a. m., services; 3:30-5 p. m., musi-
cal; 7:45 p. m., services. Pacific 
standard time. 

KJR—Seattle, Wash. 
Daily ex. Sat., Sun., 10:30-11:30 
a. m.; daily ex. Sun., 1-3 p. m., 5-6 
p. m., 7-10 p. m., 10-12 p. m., musi-
cal program; Sun., 11 a. in., church 
service; 5 p. m., concert; 7:15 p. m., 
church service; 9-10:30 p. m., con-
cert. Pacific standard time. 

KOA—Denver, Colo. 
Daily ex. Sun., 11:45 a. m., weather 
and news reports; 12:15 noon, lunch-
eon musical; 3:15 p. m., relaxing 
exercises; daily ex. Sat., Sun., 6 
p. m., news and markets; 6:30 p. m., 
dinner concerts; Tues., Thur., Fri., 
3:30, 4, 4:14 p. m.; Mon., Wed., Fri., 
7:30, 8 p. in.; Wed., Sat., 10 p. m., 
dance music; Sun., 11 a. m.; 7:45 
p. m., church services; 4 p. m., musi-
cal hour. Mountain standard time. 

KOB—New Mexico, N. M. 
Daily 11:55 a. m.-12 p. in., time sig-
nals; 9:55-10 p. in., time signals; 
12 noon, weather reports; Mon., Fri., 
7:30-8:30 p. m., concerts, lectures. 
Mountain time. 

KPO—San Francisco, Cal. 
Daily ex. Sun., 7-8:15 a. m., health 
drill; 8-11 p. m., music; daily ex. 
Fri., Sun., 2:30-3:30 p. m., matinee; 
daily ex. Sat., Sun., 5:15-6:15 p. m., 
"Big Brother"; daily, 10:30 a. in., 
6:30 p. m., weather forecast and "Ye 
Towne Crier," etc.; Sun., 9:45-10:45 
a. m., church service; 5-10 p. m., 
musical. Pacific standard time. 

KPSN—Pasadena, Cal. 
Tues., Thurs., Sat., 8-9:30 p. in., 
studio concert; Sat., 9:30-10:30 
p. in., dance orchestra; Sun., 9:30-
10:30 a. m., 6-7 p. m., church serv-
ices; 8:45-9:45 p. m., hotel concert. 
Pacific standard time. 

KSL—Salt Lake City, Utah. 
Daily ex. Sun., 2 p. m.-12 p. m.; 
Fri., 10 a. m.-12 p. in.; Sun., 2-10 
p. in., classical and religious pro-
gram. Mountain standard time. 

KTAB—Oakland, Cal. 
Daily ex. Sun., 9:30 a. m., prayer 
service; Mon., Tues., Thurs., Fri., 
8-10 p. ni., studio program; Sun., 
9:45-12 noon; 7:45-9 p. m., church 
services; 9:30-11 p. in., concert. 
Pacific time. 
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KTCL—Seattle, Wash. 
Daily ex. Sat., Sun., 9:30-10:30 a. in.; 
Mon., 7-9 p. m., musical; Tues., 
Thurs., 12:30-1:30 p. ni., concert; 
Tues., 8-9 p. ni.; Wed., 7:30-9:30 
p. ni., musical; Fri., 8-10 p. m., 
musical; Sat., no definite hours; 
Sun., 1-2 p. m., 3-4 p. m., 7:50-9:10-
10:10 p. ni. Pacific standard time. 

KYW—Chicago, Ill. 
Daily every half hour ex. from 2 
a. m.-8 a. in., news reports, music 
and readings. Central standard 
time. 

NAA—Arlington, Va. 
Daily 10:05 a. m., 3:45 p. m., 10:05 
p. m., Tues., 7:30 p. m. Eastern 
standard time. 

WBAP—Fort Worth, Texas. 
Daily ex. Sat., Sun., 6 p. ni., or-
chestra; 7:30 p. m., classical, varied, 
Hawaiian; 9:30 p. m., popular, class-
ical, orchestral and varied; Mon., 
Wed., Fri., 11 p. m., popular music; 
Sat., 7:30 p. m., Sunday school class; 
Sun., 11 a. m., church; 12:30 p. m., 
kiddie's hour; 5 p. m., sacred; 11 
p. m., popular. Central standard 
time. 

WBBM—Chicago, 
Mon., 4-7 p. m.; Tues., Wed., Thurs., 
Fri., 4-6 p. m., 7-12 p. m.; Sat., 4-6 
p. m., 8 p. m.-2 a. m.; Sun., 12:30-2 
p. m. Central standard time. 

WBZ—E. Springfield, Mass. 
Daily ex. Sun., 6:30-10:30 p. m., 
(Thurs. 11 p. m.) ; Sun., 10:50 a. m., 
7 p. ni., 8 p. m. Eastern standard 
time. 

WCBD—Zion, Ill. 
Tues., Thurs., 8-10:30 p. m., con-
cert; Wed., 12:30-1 p. m., organ con-
cert; Thurs., 2:30-3:45 p. ni., sacred 
music and address; Sun., 9-10:45 
a. in., Bible school; 2:30-6 p. m., 
service. Central standard time. 

WCCO—Minneapolis, Minn. 
Daily ex. Fri., Sun., 9:30 a. m., 9:35 
a. ni., 9:45 a. m., 10:30 a. ni., 11:30 
a. m., 12 noon, 1:30 p. ni., 2 p. in., 
news, markets, weather, noon con-
cert and woman's hour; Mon., 2:30-

10 p. m.; Tues., 3-10 p. ni.; Wed., 
2:30-11:30 p. ni.; Thurs., 3-10:05 
p. m.; Fri., Sat., 6:15-10:05 p. ni.; 
Sat., 2:30 P. ni.; Sun., 10:50 a. m., 
1:45-9:15 p. ni. Central standard 
time. 

WCX—Detroit, Mich. 
Daily ex. Sun., 4-4:30 p. m., 6-7 
p. ni.; Mon., Wed., Thurs., 8-9 p. ni.; 
Tues., 10 p. m.-2 a. m; Fri., 9-10 
p. m., 10-11 p. ni.; Sun., 10:15 a. m., 
church services; 3-4 p. ni., organ 
recital. Eastern standard time. 

WEAF—New York, N. Y. 
Daily ex. Sun., 6:45-7:45 a. m., 6 
p. m.-12 midnight; daily ex. Sun., 
4-5 p. m.; Mon., Wed., Fri., 10:45 
a. m.-12 noon; Tues., Thurs., 11 
a. m.-12 noon; 7:20-10:15 p 
Eastern standard time. 

WEBH—Chicago, Ill. 
Daily ex. Sun., Mon., 7-8 p. ni., 9-10 
p. m., 11 p. m.-1 a. m. (Sat., 11 p. m.-
2 a. m.); Sun., 10:40 a. m.-12 noon, 
church services; 5-6 p. m., 7-9 p. 
musical program. Central standard 
time. 

WENR—Chicago, III. 
Daily ex. Sun., Mon., 6-7 p. m., 
dinner concert; 8-10 p. m., musical; 
Wed., Fri., Sat., 12 midnight-2 a. m., 
popular music; Sun., 2-4 p. m. class-
ical; 9:30-11:30 p. m. popular music. 
Central standard time. 

WGHP—Detroit, Mich. 
Mon., Tues., Wed., 8-10 p. ni., musi-
cal; Thurs., 10-12 p. ni., the Mid-
night Mariners aboard the Skylark; 
Fri., 10-12 p. m., popular program. 

WGN—Chicago, Ill. 
Daily ex. Sun., 11:57 a. m., 12:30-
3:30 p. ni, 5:30-5:57 p. m., 6-7:30 
p. m., 8:30-11:30 p. m.; Tues., 
Thurs., 12:30 p. ni., farm talks; 
Sun., 12-1 p. m., 1-5 p. in., 9-10 p. 
Central standard time. 

WGY—Schenectady, N. Y. 
Daily ex. Sun., 11:55 a. m., 12:30 
p. in., 12:45 p. m., 12:40 p. m., 6 
p. ni., 6:10 p. ni., 6:15 p. ni.; Mon., 
Tues., Thurs., Fri., 2 p. m.; Tues., 
Thurs., 2:30 p. ni.; Mon., Tues., 
Thurs., 6:30-7 p. 
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WHAZ—Troy, N. Y. 
Mon., 9-11:30 p. m.; second Mon. of 
each month, a special transconti-
nental and transatlantic test pro-
gram from 12 midnight-1:30 a. m. 
Tues. Eastern standard time. 

WHK—Cleveland, O. 
Daily ex. Sun., 6:30-7:30 p. m.; Sun., 
10:30 a. m.; Sun., 10:30 a. m., 
church; 6:15-7:15 p. m., 7:15-9 p. m., 
church, 9-9:30 p. m. Eastern stand-
ard time. 

WHO—Des Moines, Ill. 
Daily ex. Sun. 7-8 a. m., 9-10:30 
a. m., 11:30 a. m.-12:30 p. m., 2-4 
p. m., 7:30-9 p. m., 11 p. m. midnight, 
musical programs. Central stand-
ard time. 

WHT—Chicago, Ill. 
Sun., 12 noon-3:45 p. m., 5:30-11:30 
p. m.; daily ex. Sun., 10 a. m.-2 
p. m., 6-7:30 p. m.; daily ex. Sun., 
Mon., 7:45 p. m.-1 a. m. Central 
standard time. 

WIBO—Chicago, Ill. 
Daily 2-4 p. in., ; daily ex. Mon., 
6-8 p. m., music; Wed., 10 p. m.-12 
midnight; Fri., 10 p. m.-12 mid-
night; Tues., Thurs., 12 p. m.-3 
a. in., midnight jamboree; Sun. 10-12 
p. m., musical. Central standard 
time. 

WJJD—Mooseheart, In. 
Daily ex. Mon., Sun., 4, 6, 8, 10 
p. m., 12 midnight, musical and 
talks; Sun., 7:45 a. m., Catholic 
church; 9:40 a. m., Protestant 
church; 3 p. in., musical. Central 
standard time. 

WJR—Detroit, Mich. 
Daily ex. Sun., 7-8 p. m., 9-10 p. m.; 
Mon., Wed., Sat., 11:30 p. m.-1 a. m; 
Thurs, Sat., 10-11 P. m. Eastern 
standard time. 

WJY—New York, N. Y. 
Tues., Thurs., Fri., 7:30-11:30 p. m.; 
Sun., 8:15-10:30 p. m. Eastern 
standard time. 

WJZ—New York, N. Y. 
Daily ex. Sun., 10 a. m.-11:30 p. m., 
miscellaneous program; Sun., 9 

a. m.-10:30 p. m., children's hour, 
church services and classical music. 
Eastern standard time. 

WKAR—Lansing, Mich. 
Daily ex. Sat., Sun., 7:15-8 p. m., 
Radio school, farm lectures; Mon., 
Wed., 8-9 p. m., dance program; 
Fri., 8-9 p. m., educational program 
by state government department. 
Weather reports broadcasted at 
noon each day ex. Sun. Eastern 
standard time. 

WKRC—Cincinnati, O. 
Sun., 6:45-7:30 p. m., religious, 10-
12 p. m., musical; Mon., Wed., 6-7, 
dance music; 8-10 p. m., 12 midnight 
frolic; Tues., Thurs., Sat., 10-12 
p. m., dance and classical music. 
Central standard time. 

WLIB—Chicago, Ill. 
Daily ex. Sun., Mon., 7-8 p. m., 9-10 
p. m., 11-12 p. m.; Sun., 4-5 p. in. 
Central standard time. 

WLS—Chicago, Ill. 
Daily ex. Sun., 9 a. m., 11 a. in., 12 
p. m., 2 p. m., weather, markets; 
Mon., 6-7 p. m., dinner hour pro-
gram; Tues., Thurs., 6:15-7:55 p. m., 
musical entertainment. Wed., Fri., 
6:15-11 P. ni., entertainment; Sat., 
'7-12 p. m.; Sun., 6-7:55 p. m. Cen-
tral standard time. 

WLW—Cincinnati, O. 
Daily ex. Sat., Sun., 7:30 a. 
health exercises; 8 a. m., morning 
worship, auspices of Y. M. C. A.; 
Mon., 10:45 a. in.- 12:15 p. m.; Fri., 
10:45 a. m.-1:30 p. m.; Wed., 10:45 
a. m.-12 p. m.; Thurs., 10:45-12:15 
p m.; Fri., 10:45 a. m.-1:30 p. in, 
silent night; Sat., 10:45 a. m.-10:30 
p. m.; Sun., 9:30 a. m., S. S.; 10:45 
a. in., weather, markets; 11 a. m.; 
7:30 p m., church services; 3 p. m., 
organ music; 8:30 p. m., concert. 
Central standard time. 

WLWIa—New York, N. Y. 
Mon., Thurs., 9 p. m., music talks 
and songs; Tues., Fri., 11 a. m., 
shopping talks; Sun., 8 p. m., Paul-
ist choristers, sermon, benediction. 
Eastern standard time. 
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WMAF—So. Dartmouth, Mass. 
Eastern standard time. 

WNYC—New York, N. Y. 
Daily ex. Sun., 6-11 p. m.; Mon., 
Wed., Fri., 11 a. m.-12:30 p. ni; 
Sun., irregular. 

WOAI—San Antonio, Tex. 
Mon., Wed., Fri., 3 p. m., musical 
concert; Tues., Wed., Fri., 8:30-9:30 
p. m., Sun., 7:45-8:45 p. ni. Central 
standard time. 

WOAW—Omaha, Neb. 
Mon., Tues., Thurs., Fri., 6-7:30 
p. m,. dinner hour program, orches-
tra, miscellaneous music; 9-11 p. m., 
deluxe programs, musical features; 
daily ex. Sun., 8:15, 8:55, 10:30 
a. in., 12:30, 1:45, 4 p. m., market 
report; Sat., regular programs till 
7:30 p.m.; additional programs under 
the Omaha Chamber of Commerce; 
Sun., 9 a. m., 6, 8 p. ni., religious 
services. Central standard time. 

WOC—Davenport, Ia. 
Mon., silent after 6 p. m.; Tues., 
7:30-9 p. m., 9-10 p. m., musical; 
Wed., 9-10 p. m., musical; Thurs, 
7-10 p. in., 11-12 p. m., dance or-
chestra; Fri., 8-9 p. m., musical; 11-
12 p. ni., dance orchestra. Central 
standard time. 

WOK—Chicago, Ill. 
Daily ex. Sun., Mon., 10 p. m.-1 
a. m.; Fri., 5-7 p. m., Capitol Theatre 
organ; Sun., 6:30-8:30 p. M. Cen-
tral standard time. 

WOQ—Kansas City, Mo. 
Tues., 8-9:30 P. m., devotional musi-
cal program; Thurs., 7-8 p. m., edu-
cational; S-10 p. m., musical; Sat., 
8-10 p. m., classical music; 10-11 
p. m., special radio healing service; 
Sun., 11 a. m.-12:30 p. m., morning 
service; 7-9:30 p. m., evening serv-
ice. Central standard time. 

WORD—Chicago, Ill. 
Tues., Wed., Fri., 7-8 p. m., 9-10 
p. ni., 11-12 p. m.; Thurs., Sat., 
8-10 p. m.; Sun., 10-11 a. m„ 7-8 
p. m., 9-10:30 p. ni. Central stand-
ard time. 

WRC—Washington, D. C. 
Mon., Wed., Fri., 10 a. m.-6:30 p. M.; 
Tues., 10 p. m.-1 a. in.; Thurs., 10 
a. m.-12:30 a. in.; Sat., 12 noon-1 
a. m. Eastern standard time. 

WRVA—Richmond, Va. 
Mon., Wed., Fri., 8:15-11 p. m. 
Eastern standard time. 

WSAI—Cincinnati, O. 
Mon., 8-12:30 p. m.; Tues., 5:30-10 
p. m., 12-12:30 p. m.; Wed., 7:30-
12 p. ni.; Thurs., 6:30-10 p. ni.; Sat., 
7-10 p. m., 12 p. m.-1:30 a. in.; Sun., 
3-4:30 p. m., 7:45-10:15 p. m. Cen-
tral standard time. 

WSB—Atlanta, Ga. 
Daily ex. Sun., 12-1 p. m., music, 
weather; 2:30 p. m., reports; 5 p. m., 
8-9 p. m. (ex. Wed.), 10:45-12 P. 
concerts; Sun., 5-6 p m., 7:30-9:16 
p. m., church services. Central 
standard time. 

WSM—Nashville, Tenn. 
Mon., Wed., Fri., Sat., 6:30 p. m., 
dinner music; 7 p. m., community 
program; Mon., Wed., Sat., 10 p. 
studio concert; Sun., 10:30 a. in. 
7:30 p. m., church services. Central 
standard time. 

WTAM—Cleveland, Ohio. 
Daily ex. Sun., 12:15-1:30 p. m., 6-7 
p. m.; Mon., Wed., Sat., 8-12 p. 
6-7 p m.; Mon., Wed., Sat., 8-12 
p. ni., 6-7 p. m. Eastern standard 
time. 

WWAE—Plainfield, Ill. 
Daily ex. Sun., 12:30-1.30 p. m., 9-12 
midnight; Sun., 10:30-12:15 a. m., 
church; 3:30-4:30 p. ni., musical. 
Central standard time. 

WWJ—Detroit. Mich. 
Sun., 10:30 a. ni., church services; 
2 p. ni., orchestra concert; 7:20,-
10:15 p. m., varied musical pro-
gram; Mon., Wed., Fri., 7:30-8:30 
a. m., setting-up exercises; daily ex. 
Sun., Sat., 9:30 a. m., dinner menu; 
10:25 a. m., weather; 11:55 a. 
time signals; 12 noon, concert; 3 
p. m., concert; 6 p. m., dinner con-
cert; 8-11 p. ni., varied musical 
program. Eastern standard tim.e. 



CARE AND OPERATION 
of RADIO RECEIVERS 

and ACCESSORIES 

Testing and Care of "A" Battery: 

"A" Chargeable Storage Batteries—If a new storage battery has 
been purchased, and is given proper care, it should give many years 
of successful radio service. Many times radio fans have used an old 
car battery for their radio set. 

If the battery was in poor condition before starting its radio service, 
reception will not be as satisfactory as it should be. This does not mean 
that a car battery cannot be used for radio work. A second hand car 
battery in good condition will sometimes give months of good radio 
service. 

Some Things To do and Not to Do to Your Radio Battery. 

1. Keep the battery charged. Test with a hydrometer and have it 
recharged when the reading is under 1150. Never leave battery 
standing in an uncharged condition for a long period of time. 
If battery is not going to be used for some time, give a good 
over-charge and disconnect all wires. Or take battery to a 
service station and have them take care of it until you again 
wish to use it. The liquid in a discharged battery will freeze in 
extremely cold weather. 

2. Keep the plates covered with liquid. Add distilled water only, 
unless some of the acid has become spilled or the battery has 
been leaking. Then electrolyte, as originally used, should be 
added. 

3. Keep battery clean and terminals free from corrosion. All 
battery terminals should be scraped clean and the wires securely 
fastened to the battery by means of a battery clip or terminal 
posts. If the terminal post or clips are then covered with vaseline, 
corrosion will not occur. 

4. Connect the battery to set and to the battery charger in the right 
manner. Always be sure that the positive terminal of the battery 
is connected to the binding post marked positive or (±) on 
the set and the negative(—) of the "A" Battery to the (—) termi-
nal on the set. On some battery chargers, either wire can be con-
nected to the positive terminal but if they are marked, they 
should be connected to the right post. The red wire of the 
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battery charger is always the positive side. If the terminal 
on the battery is not marked in any way, you can find the polarity 
in the following manner: Fill a water glass two-thirds full of 
of strong solution of salt water and hold the two wires connected 
to the "A" battery about one half inch apart in this solution. 
The wire around which bubbles rise freely will be a negative lead. 

5. Don't lay tools or any other metal parts across terminals of the 
battery. If metal is placed across the terminals of the battery, 
a heavy load is thrown on the plates and they will become buckled 
or warped. 

6. Keep all lighted matches or flames away from the vent holes 
of the storage battery. Hydrogen gas is present around the top 
of the battery when it is being charged or discharged, and the 
battery is apt to explode if coming in contact with a flame. 

7. Don't try to use one and a half volt tube, such as W. D. No. 11 
and W. D. No. 12 with a six volt storage battery, unless you use 
only one cell of the battery and keep rheostat turned down low. 

8. Don't charge battery at too high a rate. Generally ten amperes 
is the highest that a radio battery will stand, but ordinarily 
only a five to six ampere rate is used. 

9. Don't overcharge battery too often. Sometimes a battery will 
need a good overcharge especially if the plates have become sul-
phated and the battery will not hold a charge. When you are 
giving the battery this overcharge, leave it connected to the 
battery charger from ten to twelve hours after the hydrometer 
shows the battery to be full. 

10. Don't get battery solution on drapes or rugs. The acid in a 
battery will burn holes in any cloth with which it comes in con-
tact. Many male radio fans have come near losing their "happy 
home" because the radio battery ruined a rug for the "Missus." 

DRY "A" BATTERIES 

Some radio tubes draw such a small amount of current that they 
can be run economically when using dry cells as an "A" battery. Tubes 
in the class with the W. D. 11 or 12 and the U. V. 199 and C. 299 are known 
as dry cell tubes. 

Sometimes dry cell batteries are used to light the filament of tubes 
drawing one quarter of ampere at five volts such as the U. V. 201 "A" 
type bulb. This is an expensive and unsatisfactory practice and should 
not be done except on rare occasions when the set owner wishes to use 
a set for a short period of time and a storage battery is not available. 
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Positions of the dry cells make very little difference, so that in port-
able sets they may be placed either in a horizontal or vertical position. 
Use an ammeter to test dry cells. When they are new and fully charged, 
most dry cells test thirty-five amperes and they should be discarded 
when testing under ten amperes. 

TESTING AND CARE OF "B" BATTERIES. 

Dry "B" Batteries—Are generally sold in blocks of 2254 or 45 volts. 
In all well made batteries, the large size will last longer than the 

smaller ones when a heavy load is used. The shelf life of a battery is 
not very long, however, and so if only one or two tubes are used, and these 
infrequently, it is just as well to use a smaller size "B" battery. Small 
size batteries are also best when the radio fan wishes to build a portable 
radio set. When all of the batteries are placed inside of the cabinet, 
they should be both small and light. 
Never test a "B" battery by placing a screw-driver or other piece of 

metal across the terminals to see if you get a spark. This will discharge 
the battery much more than many hours of service. When you wish 
to test the "B" battery, provide yourself with a good battery volt meter 
made for this purpose, and then be sure not to leave it connected across 
the battery for any length of time; just touch it on the terminals long 
enough to get a good reading. 

CHARGEABLE "B" BATTERIES. 

Most chargeable "B" batteries are similar in construction to the 
chargeable "A" batteries, except the cells are smaller and many more 
cells are necessary. All chargeable "B" batteries, except the Edison 
type, use the same kind of liquid and the same care much be given to 
them as is given the "A" battery. The battery must be kept charged, 
plates covered with liquid, and pure distilled water added to take care 
of evaporation. 
Most battery chargers on the market will charge both "A" and "B" 

batteries. If you do not have a battery charger of this kind and wish 
to charge your "B" battery from an alternating current line, a very 
cheap electrolytic battery charger may be purchased which will take 
care of "B" batteries only. These chargers will not charge an "A" 
battery due to the fact that the charging rate is only one-quarter to one-
half of an ampere, and it would take several days and sometimes weeks 
to properly charge a large battery. 
When 110 volt direct current is available, the battery charger is unnecces-

sary, and the "B" battery can be charged by connecting direct to the 
line, using a 25 watt lamp in series with the positive lead. The negative 
side of the 110 volt line must be connected to the negative side of the 
battery. If unable to tell the polarity of the electric line, use the test 
such as described under "A" batteries. 
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"C" BATTERIES. 

When using very high plate voltage on the amplifier bulbs, it is some-
times best to use a "C" battery in the grid return. A "C" battery is not 
generally added, unless 90 volts or over of "B" battery is used. When a 
high voltage is used on the plates, the "C" battery will oftentimes cut 
down the amount of "B" battery current being consumed without in any 
way decreasing the amplification. "C" battery will many times clean up 
a noisy signal. The table shown under "Tubes" gives the proper "C" 
battery voltage for the various bulbs. 

CARE AND OPERATION OF RADIO TUBES 

The tube is the heart of the radio set, so care must be taken to keep 
them working at their highest efficiency as well as to keep them from 
burning out. 

All tubes should be burned as dimly as is possible and still receive the 
desired results. 
When they are turned down low, the life of the tube will be prolonged 

and reception will generally be better. Tubes of the U. V. No. 199 type 
and 201-A type use a new type of filament having a thorium oxide coating 
and the electron omission will stop if the filament is heated too hot 
or too high a plate voltage is applied. 
Sometimes the tube can be brought back to normal by lighting up 

the filament with the plate battery disconnected. Plate voltage on the 
detector should always be figured from the negative end of the "B" 
battery. In either the detector or amplifier the plate voltage is too 
high when a blue glow is present in the tube. The proper rheostat for 
the different tubes are as follows: 

For 1—W. D. No. 11 or W. D. 12, use 6 ohm rheostat 

For 1—U. V. 200 or C-200, use 6 ohm rheostat 

For 2—or more of either of the above tubes, a 4 to 6 ohm rheo-
stat should be used. 

For 1—U. V. 201-A g amp tube, use 20 ohm rheostat, and when 
two of these tubes are used, on the same rheostat, a 10 
ohm rheostat unit will be about right. If using more 
than two bulbs on one rheostat, use either a 10 or 6 ohm. 

For U. V. No. 199 and C-199, use 30 ohm rheostat for a 45.4 
volt dry cell "A" battery. If a 6 volt storage battery is 
used to light No. 199 bulbs, care must be taken not to 
burn these too bright. 

Keep prongs on the bottom of the tube clean. Always see that these 
prongs make good contact with the spring of the socket. If good con-
tact is not had, many times the radio set will be noisy. 
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Try switching tubes around to increase efficiency of the set. Radio 
tubes are not all uniform, and many times certain tubes will work well as 
radio frequency amplifiers, but not so well as a detector or audio 
frequency amplifier. A soft amplifier tube also makes a wonderful 
detector. Always try changing or varying the voltage of the "B" battery 
connected to the detector tube. On the regular 200 detector bulb, this 
varies from 18 to 22 volts, and when a 201-A type tube is used for 
detector, plate voltage as high as 45 volts can sometimes be used. 

Plate "B" Battery consumption of various tubes when used for aucâo 
amplification and using 90 volts of "B" Battery. 

TYPE OF TUBE 
W. D. No. 11 or W. D. No. 12 
(When used with volt "C" Battery,) 
U V No. 199 Type Bulb 
(When used with 43x2volt "C" Battery, 
U V No. 201-A Type Bulb 
(When used with volt "C" Battery, 

PLATE CURRENT 
4.5 Miliamperes 
2.5 Miliamperes 
4.0 Miliamperes 
2.2 Miliamperes 
6.0 Miliamperes 
2.0 Miliamperes 

These are only approximate figures, as different tubes will vary to 
some extent, but the above can be used as an average for the ordinary 
tube. 

FILAMENT VOLTAGE AND OTHER DATA ON VACUUM TUBES 
In most cases, the information given below will apply to tubes made 

by independent manufacturers as well as to those distributed by the 
R. C. A. and Cunningham Company. 

Filament voltage 
Filament battery 
Plate voltage 

No. 20I-A TYPE TUBE 
5 volts 
6 volt storage or 4 dry cells 

Detector 16 to 45 volts 
Amplifier 45 to 135 volts 
Filament current consumption .25 amperes 
"C" Battery needed 
When using 45 to 67.5 volts 

plate battery, "C" battery 
should be 1.5 to 3 volts 

When using 67.5 to 112 volts, 
"C" Battery should be 3.0 to 4.5 volts 

When used as detector, it will require a .00025 Grid condenser and a 
grid leak or from to 5 megohms. Several different sizes of grid 
leaks should be tried to find which will give best results. After the 
right value is found, it can remain permanent until detector tube is 
changed. 



Filament voltage 
Filament battery 

Plate voltage 
Detector 
Amplifier 
Filament current consumption 
"C" Battery needed for 45 to 

67.5 volts plate battery, "C" 
Battery should be 

Filament 
Filament 
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No. 199 TYPE TUBES 
3 volts 
3 dry cells or two cells storage 

battery 

22 to 45 volts 
45 to 1144 volts 
.06 amperes 

1.5 to 3 volts 

W D No. 11 or W D No. 12 TYPE TUBE 
voltage 1.5 volts 
battery 1 dry cell or 2 volt cell from 

storage battery. 
Note: If two volt cell from 

storage battery is used, care 
must be taken to keep the 
rheostat turned down low. 

Plate voltage 
For Detector 
For Amplifier 
Filament current consumption 
"C" Battery needed 

2254 to 45 volts 
45 to 100 volts 
.20 amperes at 154 volts 
These will be same as for No. 

199 Type tubes. 

LOCATING TROUBLE IN A RADIO SET 
Note: The following is taken from our book of Radio Theory Simpli-
fied, but due to the fact that the Log and Call Book is always handy 
when trouble is experienced in the receiver, we believe it a good thing 
to reprint here. 

IF THE SET FAILS TO OPERATE AT ALL 
See if the aerial and ground are connectel to their proper places. 
Phone or loud speaker may be disconnected. 
"A" and "B" batteries may be disconnected. 
Leads from "B" battery may be reversed. Trace out and see that the 

positive side of the "B" battery is connected to the plate terminal of 
the audion bulb. 
One of the tubes in the set may be burned out or the elements of the 

tube may be touching each other. 
Check the set over and see if there are any loose connections. 
A phone condenser may be shorted. 
A transformer may be shorted or burned out. 
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One of the jacks in the set may be open. This oftentimes happens. 
To find out if it is causing the trouble press down on the leaves of the 
different jacks and see if a signal can be received. 
Tubes may not be making contact in their sockets. Try pressing 

down on different tubes to see if this brings in signals. 
Phone plug may not be making proper contact in jack due to its not 

being pushed in far enough. 
Dead "B" batteries. These should be tested with a volt meter. 
Variable condenser or secondary coils may be shorted. 

IF NOISES ARE HEARD IN THE SET BUT NO SIGNALS CAN BE 
RECEIVED 

Look for poor connection to aerial and ground. 
Look for poor connection to "A" battery making filament current 

unsteady. 
Set may be in an oscillating condition due to the tickler coil being too 

closely coupled. 
Grid wire or return lead from grid to "A" battery may be open. This 

generally causes a very pronounced A-C hum or whistle. 
Variable condenser may be shorted. (Keep variable condensers free 

from dust between plates.) 
"B" battery voltage on the detector may be too high. Try changing 

Detector "B" battery voltage. 
Jacks may be open. 
Noises may be due to power leaks, x-ray machines, motors, arc lights, 

flickering, etc. To see if this is causing trouble, disconnect aerial and 
ground to see if noises disappear. 

Lightning Arrestor may be shorted. 

WEAK SIGNALS 
Exhausted "A" or "B" battery. 
"A" battery terminals may be reversed. 
Poor bulbs. 
Poor socket contacts. 
Inefficient transformers. 
Amplifier "B" battery voltage too low. 
Detector "B" battery voltage too high or too low. 
Poor phones or loud talker. 
Poor grid condensed. 
Grid leak not of proper value. Try changing to different sizes. 
Phones or loud speaker leads may be reversed. Try changing around 

and see which gives best signals. 
Set may not tune to wave length which it is desired to hear. Try 

adding loading coils. 
Tickler coil connections may be reversed. 
Phone condenser omitted. 
Shellac or paraffin on coils. Use high dialectric varnish only. 



CARE AND OPERATION 43 

Signals may be fading. Noticed especially in the summer time and 
on distant stations. Nothing can be done to rectify this trouble except 
that sometimes where the fading comes at long intervals variations may 
be followed by changing the tuning. 
Poor aerial or ground. Fastened ground to water pipe or to pipe 

driven into moist earth. 
Inefficient parts used in set. 
Leads to primary of audio frequency transformer may be reversed. 
Set untuned. Some radio frequency sets are very hard to tune, so 

lo not become discouraged until sure you know how to operate. 

NOISES PRESENT WITH SIGNALS 
Static, especially in summer. Not much can be done to overcome 

static, except that shorter aerials or a loop may be used. Sets using 
radio frequency amplification do not amplify static to any great extent. 
Power leak caused by defective transformer or poor insulator of 

high tension line. If sure this is causing trouble, notify local power 
company. 

Battery charger operating close by. 
Arc light flickering. 
Passing street cars. 
Noises caused by improperly operated nearby regenerative sets. 
One broadcasting station heterodyning another. 
If noises are caused by any of the reasons above, they should prac-

tically disappear when antenna and ground are disconnected. 
Noisy or nearly exhausted "B" battery. 
Excessive regeneration. 
Amplifier tubes turned up too high. 
Corroded connections caused by using acid flux in soldered joints. 
If using reflex set crystal may not be making contact. 
Radio or audio frequency transformers too close together. Spread 

apart and place at right angles to each other. 
Noises are caused by vibration of UV 199 type Bulb. Use sponge 

rubber cushioned socket. 
Leaking or broken down condensers. 
Noise can be heard if set has a loose connection, especially when set 

into vibration. 
Pencil marks or acid making low resistance path between terminals. 

CAUSES OF DISTORTED SIGNALS 
Defective bulbs. 
Defective transformers. 
Excessive regeneration. Loosened coupling of tickler and turned 

down detector bulb. 
Excessive "B" battery voltage. 
Overloading phones or loud speaker. 
Loud speaker terminals reversed. 
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Other Radio Books by Merle Duston 

RADIO CONSTRUCTION 
FOR THE AMATEUR 

Contains complete instructions for building various 
up-to-date radio receivers. Price 25c each 

RADIO THEORY SIMPLIFIED 
This is a cloth-bound book of 192 pages which gives 
the theory of Radio Transmission and Reception writ-
ten in plain understandable language. Over ninety 
illustrations. Price 25c each 


