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PREFACE

than dellverlng audiences to sponsors or advertlsers. In this sense;,

knowledge abcut the audience's ékﬁéééééiaﬁé; uses and anticipated

gratifications is indispensable to informed decision-making.

While there are no immutable laws which dictate the audience's

reactions to programs and which will gﬁaréﬁtéé bétimai prcduétiéﬁ

tendencies iﬁfViéwéiS' uses of television which are useful to program

decision-making:

, U :
Studies of telev151on vxew1ng uses and gratifications, studies

which delve iﬁtb ths motivations viewers have for watching public

television; the gratlfiCEtibnS they derive.- from programs they enjoy.,

snd their expectations of public television can, for example, guide

piéﬁbtibnéi efforts éiaéa at éEEfaétihg different types of audiences

of thlS present study, Uses And GratlflCathnS—KSSDClatﬁd With

N

T6~Pubiic Television: We hope that our readers will find it usefui in

the successful purSult of their audxenﬂe-based objectives.

Howard A. Myrick

‘Director, Office of

Communication kesearch

o

Carol Keegan

Project Officer

Associate Director, Office

of Communication Research
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INTRODUCTION

T S i T Tl iim -

Exposure t pu?iic television appears to be:a relatively inrrequent;

{1y selected activity: Unliké commercial television; there
—

fce flow' fram one program to the next. Instead, individuals

isolated and éa4efé
is little "audi
e :
within families appear to turn to a particular public television program and
then return to camercial television programming. Moreover, many tend to
avoid public_television altogether. Public telev:sion still is equated with -
educational televis:i: and long-winded round-table discussions; neither of
which seems appealirg to prime-time viewers. In a recent qualitative ‘study; .
respondents characterized public television as humorless, unexciting, too
and too locally-oriented to be of much interest to them. Why then do people
watch public television? What are the range and underlying dimensions of uses/
motivations/expected gratifications associated with public_television viewing?
Is exposure to public television a e purposive activity than exposure to
commercial television? What is the range of gratifications or satisfactions
actually obtained following exposure to public television? To what ‘extent

does public television meet viewer expectations? The pilot study described

in this Teport was designed to begin to address those questions.

—— .




THE USES AND GRATIFICATIONS APPROACH

"Uses an& gratxﬁcattons" is a research approach which examines the expec-
tations amd vces of commmicat ion medta and the gratifications and (perhaps
unintended) consequences associated with such usage: Generally; the approach
involves a straightforward ascertainment of media uses and grat1f1cat1ons from
the viewers themselves. While the approach has been enployed to predict con-

munication effects, it has been used extensively as a descrlptlve devz:tce,

-in its latter capacity that the approach is bemg utlllzed in tlus 1nvest1gat10n.

he Approach -

As a descrlptrve tooi, uses and gratlflcatlons pronde relevant mforma-

N

tion along a mumber of dmenswns for public television dec1$10n-makers It can:
(1) Documenit distinct functions of puth and comercxal telev151on. One

of pubhc telev151on s tasks is to. provide an altermative to camercial fele-

.V1smn; Translated in terms of uses and grat1f1cat10ns pubiic ‘television is

tele\nsmn but .also some set of those not met for which telens;on may be of

some value. Does puBiié Eéiéﬁgiaﬁ do this? Are viewers différéntiaiiy




Lo

. -
gratifications approach is capable cf'déédﬁéﬁfiﬁé the extent to which public
and commercial television viewing motivations overiap; It also can specify
" the motivations or functions that are moré-fuiiy or uniquely met by commercial
and public television: '

(2) Document viewing satisfactions: From a gratifications or outcomes
perspective, public television as the alternative service should be providing
not only those gratifications derived from exposure to commercial television
exposure to public television provide any satisfactions? What are they and
how frequently dare they obtained? To what extent are the§ mere mirrors of the
gratifications obtained during and following exposure to commercial television?
The uses and gratifications approach can document the type, uniqueness, extent
and frequercy with which gratifications are derived from exposure to public
television progrémming.

‘\\ 7777777

can be of service to programming development and scheduling personnel. First,
if one operates at least in part on the principle "offer pecple programs that
turn them on and tune them in;" knowledge of the uses of television should be
of value in the conceptualization and refinement of program ideas: Programs

can be geared to meet viewer needs. Second, uses and gratifications data

provide viewer perceptions of programs. For the programmer interested 'in
scheduling continuity from program to program as a means of emhancing audience
flow, uses and gratifications data may provide an additional vantage point in
terms of thé (dis)similarity across programs. If, for example, one were
interested in establishing theme nights, programs used for similar purposes
and/or providing similar gratifications might be logical candidates for appear-

ing back to back.
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(1) Serve s  promotional tool. When viewers turn to a specific tele-
vision program, it's becausc they know whiit to expect based on seeing it pre-
viously or because they have some idea abbut it based on media promotion of
the program. More often than not, people| have no direct experiences with par-
ticular public tclevision programs and arp forced to rely on what they think
the show will offer: tiscs and gratifications data can suggest linkages betwee
clements of a program and important televiision viewing motivations. Those
clements of the program can then be promoted. *In this way, the public would
becomc awire of progruns (Scaningly) consistent with their viewing interests.

On a pragnatic level; the first two functions of the uses and gratifica-

tions approach can provide scme juéfifiédﬁibh for the continued funding and

cxistence of public broadcasting by demonstrating it serves unique furctions

and provides gratifications not met by cofiiercial tclevision. If this can be

demonstrated, there may\be increased acceptance of, if not justification for,

the small Niclsen numbers. The Second two functions may reduce the need to

justify small Nielscns by serving to increasc viewership to public television

programming.

Concerns About the Approach

The uses and gratifications approach has been carefully scrutinized and
criticized. These concerns are worthy of not=tion and should be remembered

when considering using the uses and gratifications approach or examining uses

and gratifications methods and datd. Included are the following:
(1) Assumptions made about the audience as viewers and survey respondents

First, the audience is conceived of as active, with media use goal-directed:

Second, viewers are seen as somehow in touch with their viewing motivatione ;

‘and capable, of verbalizing them when asked. Finally, researchers antic /
' \ : — .

. / : ’/-

\

N . R
u -
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thit viewers will be wiiiiﬁg to discuss their vicwing motivdtions; honestly,
when :isked either in person, or, more likely, on the telcphone: [t is diffi-
cult to test these assunptions other than by examining the faééléaiidiii of
responses.

(2) Superficial cxamination of motivations and gratifications. There are
vision: Given budgetary und respondent f{utigue restraints, only so mﬁny ques-
tions can be addressed in any one Survey to any onec respondent. As the number
of motivations under consideration increases; cach motivation reccives less

time and consideration: The result may be a superficial cxamination of each
motivation: |

(3) Artificial creation of motivation states. tow many viewing motivations
to watching television. However; respondents may also say yes to motivations
they ncver ééﬁéidéfé& beforc Bd% which make sense when stated as motivations
by the researcher: Moreover, for any motivation, a small number of respondents
may say yes because the motivation fits in with their almost idiosyncratic uses

of television. Motivations for viewing (in this case) public television may

be a function of the number and type of motivations included in the study.

(4) Questionable validity of responses. First, unless carefully worded
and ciéariy,distinguishabie,:motivation and gratification combinations may be -
viewed as interchangeable by respondents. Second, even if clear on paper,
respondents may confuse reasons for using the media with satisfactions obtained.
Do responses accurately reflect what the viewer wants or gets? Tﬁif&} levels
of social desirébiiiiy and stigma may be affixed to each motivation. Responses
may be artificially high for motivations perceived Sf:as socially desirable

and artificially low for those seen as inappropriate. Finally, the relative
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strength of particular motivations and their underlying dimensional structure

may be a function of the inclusivencss and representativencss of the motiva-

tions studied.
(5) Effort involved in collecting uses and gratifications data: In order
to maximize the inclusiven:ss of uses and gratifications lists and insure

respondent's perspective, several waves of data collection may be required.
Moreover; each wave mav involve a series of questions for cach motivation or

gratification item: It may be quite unwicldy, then, to amalgamatc uses and -~

e

gratifications and other research questions into a single, multi-purpose ~

research endeavor.

ko
}\ Al
/
\
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/ With the potential shortcomings of the uses and dratifications upptéuéﬁ

; in mind, a rbscarch Stratcgv Wﬂs'déﬁéléﬁéd’ The desigh and pro;cdurc~ uxgd in
i /- -

reasons and outcomes associdtod with their oXposure to puh11g television S/o
/ graseing. However it also was assuied: that in unzdided, opcn ended qucsf}on
! situations, respondents would éﬁééhﬁié? some difficulty verbalizing c;ncnswc
/ lists of motjvations and gratifications and would tend to cxtc.thosc most

: ‘obvious and/or socially dcceptablc (c. ey watghlng for 1nfonnat10n or cultural
—_—
' enrlchment).

[he Tesearch _strategy. involved thrce phascs of data collection:
These phases were: (1) focus group sessions; (2) pre-test telephonc inter-

Views, ard (3) teléphone interviews addressing the rcsearch questions guiding

this investigation. Each phase will be examined if detail.
Phase 1 : ' ;

Focus Group Sessions. The purpose of the focus groups sessions was o

generate public television vicwing motivation and gratification items. Three

focus group sessions were conducted in the Fall, 1979. Participants vere

adults who watched ﬁhBiic television at least a couple. of times a month. Each

was promlsed and received cash for part1c1pat1ng The sessions focused on why .

-

) - - .
- . - <
x . .
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they obtained from exposure; and how the public television viewing experience
/
for them differed trom their uig of commercial television. If particular

fiot ivitions (c.g., to be entertained) were not spontancously mentioned by the
R T A e
participants; they were brought up by the discussion leader toward the end of -

the group session and dischssed. Luch session ran approximately 90 minutes.

/

/

Sessions were audio tapefrecorded, n;;ﬁough the fociis group leader occasionall:
/ y -
took notes during the session as welf:

; Y. Tollowing the third session, responses

~ ] o - g s
-were transforicd to it the specifjcs and demands of getting people to relate

Semeg memeee- e / T LI L e . - - , - - - e — —  m—

and roact to motivation and grutification items on the telephonc. What fol-
;. S i L , :

lows is a list of/thosc motivations «and somc of the specifics mentioned by the

‘focis group participants:

whiat I normdlly watch; to see something other thun sit-coms; pudlic

television uses different formats

Because 1 hope to’see Something new and different: It's a change from

2SO S 14 i e 41z
_Becausc 1 thipk the shows will not be an insult to my intelligence:
they 're, not moronic; the questions are more challenging
To,watch top quality productions and acting: the acting is great; the
.productions are professional ‘

To be challenged in figuring out what is going to happen or what some-
one is going to say: I like to match wits with the program; the
shows are less predictable; to guess outcomes

Because I think the programs either will be real or realistic; they're
not contrived; not unbelievable - . .

To feel cultured:: it gives me a sense of experiencing culture; I enjoy
/ the beauty of ballet; it's good music

‘ / ~ R B R 7'._" o o
! // To really get to know a person or topic: informative like The New York
i Times; it's not the 5 minute Johnny Carson bit; you can really get

/ to know the person interviewed; it lets you get below the surface

/" To give me helpful consumer information: serves as a guide for what I

buy and avoid" ‘ - : '

/

To pick up information related to my own interests or work: What T se.
I can use at work; ‘it fits in with what I like to do '

Nl
Co
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lo sive me somcthing to think about: provides mental stimulation; I

comic ciwiy with somcthing to consider

fo tfevelop my tastes and interests: it broadens my horizons; lcts me
know about things I normally wouldn't be aware of

I avoid commercials or interruptions: nothing clse gives uninterrupted
programming

Bocduse while it midy be interesting; it won't hook me into watching it
every night or every week: it's discrete programming; I don't have
to worry about scheduling my life to see the next episode

Pluise 2

Pro-Test Telephone Interview: Therc were two purposes of the pre-test

toicphone interviews. The first purposc was to assess and refine the foti-

vation and gratification items generated in Phasc 1; The second purpose was

to determine the most viable question format for ascertéining'ﬁubiié television
" motivations and gratifications.

In-addition to the public television motivations generated in Phase I,
several motivations not mentioned in thé focus group sessions but frequently:
associated with watching ééﬁﬁéiéiéi'iéiévisibn were included in the pre-test.
These were: | |

Te give me something to talk about

To ?éié&

To be emotionally moved or éxcitéa'

To give me something to watch white I do other things

In short, the pre-test contained 18 motivations (and corresponding gratifi-
cation items) for respondents to react to.

Two different approaches were used in the pre-test. The first approach

examined each motivation as it related to watching public television in general.

oA




-

For éach motivation, questions assessed: (1) its importance in lcading to public
television viewing, (2) the frequency with which its corresponding gratification

* was obtained, and (3) its relative 1mportangc for public versus commercial
telev151on viewing. The second approach examlncd gach motlv;tlon as 1t rolated
to specific public television programs respondents ‘indicated watching at least
sometimes. At the outset, there appeared to be éiféﬁ;iiﬁé and weaknesses with
éééﬁyéﬁﬁféééh; With the watching pub11c tclcv151on in general approach; one
would be able to talk about an overall orientation.to public tclevision. This
may be less iﬁformative ho?,ver to officials interested in uneovering why

people wétch (or what may éitract’peopie to watch) specific programs. The

reverse is the case with the: se: ond approach. There, the problem scemed to

be the redundancy and tlmc constrr‘nts which might place upper limits on the

number of spec1f1c programs and motlvatlons that could be bresented to any one

respondent. It would be difficult then %o determine how complete a picture

of public television viewi ng one gets usxng' he second apgroach.
Pre-teéi fééﬁéﬁﬂéﬁts were 50 aduits resxdl:”,ln the Indianapolis, Indiana
area who watched pub11c telev151on programs Broadc":'féh the Indianapolis .

public télevision statlon (WFYI) Because of . the redun ﬁ”éy éﬁtbﬁﬁtété& Witﬁ

of each motivation across programs without een51der1ng each program carefully-“

On the other hand, whlle respbndents generally seemed and said they were gble

.
iy

’Hd\
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correspondence: in rcsponc cslto the motivation and gratification questions for
each motivation: |
Because of budgété;)i zmd respondent fatigue rcstmmts the sccond approach
was discarded. In addition to influencing this decision; pre-test data also
were used to sharpen the distifictions between motivation and gratification
items and- 11ngu1st1cally modify scveral items 50 that thev were more compatible

with viewer/respondent terminology:

Finally, following the pre-test, scveral motivations were droppec and others

included: The motivations dropped were ''to avoid commercials or interruptions'
and ''because while it may be intefesting, it won't hook me into wétcEiB§ it
"every night or every week:" The deletion décision was based on the perception
that those mdtivétioﬁs were negative in nature and on the ‘surface unrclated

to public television content, production or viewing uses and gratifications.
The motivations added were “becausc I.think the scripts will be well written,"
“for a change of pace from what is on commercial television” and "it helps
relieve for a while some of the work.or family pressures I feel." These were
included because they seemed to fill dimensional voids suggested by a multi-

dimensional study of viewer perceptions of television.

Phase 3

.stions. The final survey

Telephone Interviews Addressi

—_—

instrument iﬁ'ciudéd the -researéﬁer and réé'paﬁaéﬁf géﬁéféféa 1ist of 19 motiva:'

1nterv1ewers aske& reepondents to react to each motivation in terms of 1ts
mpo*tance and frequency of occurrence for them when they watched evening = -
: pub11c telev1s1on programming. Respondents also were asked to indicate whether

each motivatlon was fmore mportant when they turned to pubhc or comnerc1a1

H -k |
e m.J
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telovision: There weére throc giicstions then for cach motivation. . Itlustra-
tive of the format used is the following:

To really get to know a person or topic. ,
How important is that rcason for you? . Very important; somewhat
important,; not very important, or not important at atr?

"a person or topic? Almost always; most of the time, some of the
time, or almost ncver? .

liow of ten have these programs let you really get to know about .

ould you say that reason is more important when you watch WEYI,
_more important when you watch commercial television; or about as
" important for both? - ' :

——

In addition to th§'motivation items, respondent public-television viewing
Mﬁﬁﬁﬁmmﬁ&%mﬁm@ﬁﬂﬁ@ﬁ@ﬁﬁ%ﬂﬁ@

. evening pfogréﬁﬁiﬁg 6ﬁ‘ﬁd61ié téié§i$i6ﬁ; how fiany public television shows
 they watched cach evening when they watched public television, how many public
_quently they watched 10 public television shows which represented the more

_ popular public television programs across éévérai program i?bééz (See ﬁﬁgéﬁi
dix for the enfire questiomnaire:) |

Telephone interviews were conducted with 400 adults residing in the

Indisnapolis, Indiana area. Half of the respondents were on the membership
list of tﬁé.iéeai'pusiic television station (WFYI); half were not but watched
evening programuing on that station at least once a week. ' The even member/
non-member split was deliberate so as to facilitate examination of the extent
to which members were differentially motivated and gratified by public tele-
vision productions. The member sample was selected using syétématié random
ﬁwmmmam@wwmmﬁmﬁmm&mmmw,
sample was selected ﬁsiﬁg a modified random diéit dialing (RDD) procedure;

thus insuring access to individuals with listed, new but not listed, and

unlisted telephone numbers.



l-,in-
Inic?ﬁiéks were 66hdUCtéd in late thrunry and early Mﬁf&ﬁ; 1980, n
_1ndependcnt survey rescarch firm with ncadquarters in Indiannpolis, Indiana

collected tho daf“‘“‘PTOFess¢inl,xntcr\xcwers trained for the specifics of
\\\ .

e - - e oo e o . _ \*" - T g
this task; were omploycd. Calls were placed {rom th 's _central phone

bank:

Respondents tended to be well cducated,; middle dged whites. Public tele-

vision members werc more cducuted and blder than their non-member counterparts.
Afiong non-members, slightly more than half (58.7%) attended college; onc-third
(36.2%) obtained at least a bachclor's degree. Among members; more than 5 of

- 4 (8& 1%) attendext college; 60: 7% had at lcist onc college degree. Half of

the non—mem e' (51.3%) werc at lcast 40; 21:6% were 60 or oldcr. Iwo-thirds ' -

of the members (68.1%) were at least 40 years old; 35:8% were at 1cdst 6C.

Both groups were overwhelmlngly white (92.7% of the non-members; 955 of the
members). A slight majority in both groups were women (57.5% of the non-
members, 58.7% of -the members). These figures are not representative of the
adult population residing in the Indianapolis; ihdiéﬁa ared; both samplecs were.

more educated older; and disproportionately white. The diSbéfitiés réﬁértéd

above are far more 11ke1y a function of the characterlstlcs of public tele-

vision viewers than any problems associated with the sampling procedures

utilized. (Table 1 provides an overview of respondent education, age, race;,

and sex characteristics.) -
Members watched more public teievision éﬁéﬁ-ﬁaﬁ-ﬁéﬁséfs; aiéhéagh;watching

public televxsxon was not a daily activity for most in both sanmples. ‘ﬁéfé‘

than half of the non-members (56 7ﬁ) and one-third of the members (32 0%)

watched pub11c television twice a week or less: Fewer than a third watched it

at least five times a week (18.6% of the non-members 32.5% of the members)

When the respondents watched public television, it was not an all night affair.

Fiom,

-
10

|

|

|

i

" -k |
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TABLE 1

\ﬁ'éﬁiégréﬁiiﬁ Characteristics of the Samples
o 7 o \ _ ’ -

Education
Less than 8th grade 1.5% 0.0%
Sane high school - 11.7 2.0
‘High school degree 28.1" - 13.9
Some college -~ 22.5 23.4
College degree(s) ’ 36.2 60:7
Age
18-19 1 2.5% 1.5% '
20s 24.6 8.0
__30s 21.6 22.4
8Os i 17.1 12.4
505 e 1206 19.9 |
60s 14.1 22— =
Older 7.5 : 12.9
Race
White 92.5% 95.0%"
NQﬁfWhité 7.5 5.0
Sex
Male 42.5% - 41.3%
Female 57:5 ‘ 58:7

()
.Y
¢y
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An odéfﬁhcimiﬁg‘ﬁﬁjéFiiy watched one or two public television programs on the
niphts they watched public television (88.70 of thi nhr-mpmhvrﬁ, $2.0% of the
members). Most did not watch any public television the night before the inter-
view {79.0% of the nen-meibers, 63.5% of the mabers). When given the choices

“watch regularly,” "watch sometimes;™ or "witch dlmost never;™ the averdge
o .

2

response across 10 public television programs was, "almost never:'  (Table
provides an overvicw to public television usage patterns among the sumples

interviewed: )

'

oW}

ERIC

Aruitoxt provided by Eic:
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TARLL 2
Public Television Viewing Patterns

- o Non -Meribers Members
ll(QUOnL) of Wdt(hlnL lvcnlng Puolic lel vision
Programs .
Onice w4 week. 27.65% 12:5%
Twice a week , 29.1 19.5
Three  times a weck 19.1 23.5
Four times a4 week - 5.5 12.0
Five times a woek - ~ 6:0 ~ 6.5
Just about every day . 12:6 26.0
Niaber ofﬁﬁubiic,icibvisiun Shows Watched When
watching Public Television
e One ' ' 43.9% 37.2%
—f—_ Iwo . 34.8 45.4
T Three———— 9.6 6.1
Four = _ B ko5 2.0
More 125 1.0
Vdaries 8. 8:2

Number of Public Tclovision Programs Watchcd
Last Night

None ' 79.0%

One . - T T ... l4.0 .

Two B -7 - T —
Three -~ - - _ - 1.0 3
Four 0.5 2

\.Frcquencv of hxposure to Lach Public Television

Show
Monty Python -1*
Washington Week in Review 1.3
Conniections B ]
Nova 1.4
Masterpiece Theater 1:9
Dick Cavett 1.4
McNeil-Lehrer Report 1.1
Sneak Previews _ 1.4
Wall Street Week 1.0
Great Performances 1.7

never 1.0 = almost never 2:0
regularly

*Where: 0:0 sometimes -

3.0
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RESULTS

The data were analyzed in several ways: First; dCSLrlpthC dndl 'SCS

were performed. | an overview of responses to cach of the ques-
tions asked. Then, r / to the motivation items were factor analyzed:
lic television viewing. | Separate sample analyses were conducted for all the

data. What follows is a description of the findings:

.

generally are hedvy consumers of commercial television. That motivation was
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both samples as ''very important.” -‘These were: 'because I expect the scripts

will be well written' (63.3%70f the non-members, 70.9% of the members), "'to

of the members) amd "because ! think the shows will not be an insult to my
intelligence” (58.5% and 63.1% of the non-members and members respectively):
péfﬁaps surprisingly, ""to be cntcrtained” was regarded as an important motiva-.
tiop, rated as "very important” by 50.0% of the non-members and 40.3% of the
menbérs. In addition to the motivations mentioned above; six other motiva:

\ P

tions averaged at least somewh;i important'' responses from both non-members g
and member sy These werc: 'because I hope to see something new and different,"”
“to give me something to think about," "because I think the programs either
will be real or realistic,” "to really get to know a person or topic;'" ''to
develop my tastes and interests” sand "'to pick up information fé;étea to my own
" interest or work." )
With the exception of "to be entertained,” the motivations taken from
the uses and gratifications literature associated with exposure to commercial
‘television were not regarded by these respondents as important. Clearly,
these respondents don't watch pubiicwéeiéﬁiéiaﬁ as 1 secondary activity." When
asked to evaluate the importance of the motivation - co give me something o
_watch while I'm doing other things," most (68.0% of the non-members, 76.5%
of the members) Tated-it as either "not very important” or "not important at
all:" Only 1 in 10 (11:5% of the nonmarlbers,\SS\’ of the members) said it
was ''very important.” Public television E6ﬁféiit miy be too engrossing and/or
- demanding to permit partial attentiveness: Viewers aiso don't watch piblic
television in order "to give them something to talk about.” While this may
be because they have other things to talk about or regard what's on public tele-

vision as not worth talking about; most respondents (63.8% of the non-members, -
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members) said it wias "'very importamty—iwa-other motivitions received a major-

~___"mot_important at-all.” oOmly a handful
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ity of "not very important” or 'not important at all" respopses trom at least

one of the samples: Those weré: ‘'to be cmotionally moved or excited" and

“it helps relicve for a while some of the work or family pressures | feel."

the last two are a function of the content on pubiic television or the perceived
social stigma of saying yes to them: If the responses arc content bused, the
data for at least onc of these motivations (“'to be cmot ionatly moved or excited™) .
would bc disappointing for thosc wﬁnting to produce more drama for public
television: ‘

Non-members and members differed in their fé;ﬁéhsés to a nuiber of the
ﬁdtiv&tich items. Non-members were more likely to cvaluate the diversiondry
motivations as more impoitanti These were ''to give me something to talk 5566t;"
""to relax," '"'to be‘emotionally\hqxgd'or excited,” “to give me something to watch
work or family pressures I feel.” Thiey also placed more importance on "to give
me helpful consumer information.”' Members evaluated one cognitive motivation
(""to give me someting to think.gbout') as morc important. (Table 3 provides

~ responses to each of the ﬁdti?étiéﬁ items.)
Thus far, responses to the Hotivation items have been examined in terms of
the percentage of respondents selecting particular response choices for individual
. motivation items. Another approach involves examining the relative importance
of the motivations when ranked from most to lcast important based on the mean
response to sach motivation: While this obscurcs the fact that many motiva-

&
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not not seme-  very | Lot not, sone- verv + |
‘Motivation mpts very et it Imtoveny what it |
S atall imt imt. X aall imtl imt. i
|smething o talk bt | %7 B WL OLLLN [ ES W5 R0 00 L8
See smething new 350 106 B9 @00 3B LS L8 B3 %8Sl
be entertained LS 08 39 006 S0 I k30 E)
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Top quality writing 0 0 b 6550 %8| e 56 190 083802
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| Enotionally moved VR NI A 21;1 AN 240
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opportunity to easily "eyeball" the metivations in terms of which seem to be:
the top, middle, and bottom of the 1ist of viewer motivations: From this per-

© Spective; the nrnuﬁuniuﬁniiy motivitions rest nedr the top, the cognitive

mOtI\ltluns in the nxddln, and the diversion motivations toward the bottom.

;lefcronccx JCTONS tho samples generally are trivial: The rlnking is substan-
tially different for only one motivation, "to relax,' where responses from
nOhimchbcrs placed it higher (more important) than members. (See Table 4 for
this perspective. ) i

To stﬁiiﬁafi:é; there dappeir to be a mumber of important motivations leading
pcopié to watch ﬁ&ﬁlic telovision. (hesé reasons scem to revolve around some
need for a change of pace from what is normally vicwed, the expectation of
first rate content and produqtion.and the anticipation of being cognitively
stimuiated and cntertained. The extent to which these motivations are satis-
tied is the subject of the next section of the report.

Gratlfluatlons AssocxatedAWILh,hxposure to Public Television: Respondents

_were asked to evaluate the frequency with whtch expOsure to public telev151on
prov1ded them with the corresponding gratification for each of the 19 motiva-
tions assessed Responses suggest that while public television meets viewer

nieeds and. expectatlons and provides assorted gratifications, the needs and ex-

/
ﬁéétatibhs are not met each tlmecphe viewer watches pub11c television

~

programming:

Above all, for these respondents, public television is entertaining.
When asked "how often have you been entertained” by public television programs,
an overvhelming majority of both samples (77.5% of the non-members, §2.0% of
the members) said either most of the time” or “almost always." A sizeable
minority (35.5% of the non-members; 41.0% of the members) said “aimos{ always."
Being entertained runs counter to the image of public television: There are
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TABLE 4
Motivations Ordered by Importance

Motivation : Non-Members Members

Change of "pace- : , 1 2

Top quality writing P2 1

(¥2 0]
(N

Top quality productions
Be entertained 4 7
Not an insult 5 - 5

See something new . 6 _ 9

~ |
F=Y

Something to think about
13

oD

Relax
Realistic programs 9 6
Really kiow about something 10 8
Develop tastes 11 10
Consumer information ' 12 15
Relates to work or interests . 13 11
Feel cultured 14 12
Be challenged 15 14
Relieve pressure 16 17
Emotionally moved 17 16
Something to talk about 18 18
Something to watch 19 19
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several alternative explanations for this Finding. On one hand, it miy be thiit
the public's f)é‘fééf:f.iéﬁ of public television is inaccurate; if they were to | AN
watch, they would find themselves entertained: ¢m the other hand, i1t may be “
that the public television viecwer's.definition of entertiinment is different

than that of the non-viewer. As onc focus group participant stated; “Learning
taining, but only to some subset of people who define entertaimuent rather

broadly.

No gratification items were mentioned by.ut ledst half of Both saiples as
&Eﬁfiiﬁé ”élﬁééé iiﬁéﬁji“' In addition to "being entertained,” three gratifi-
These were: ''the scripts have been well written,” "these programs had top
quality production and acting" and “these programs scomed a change of pace from
what's on commercial television:" These gratifications correspond to thé)\;iiiést'\
mmmwmmmMMﬁmmmmmm1mMmmmMmms\\
were rated by either one or the other of the samples as occurring on the average
at least "most of the time.' °These werc: ''thesc shows have not been an insult

These gratifications correspond with the motivation items rated by the respon-
dents as fairly important. (Table 5 provides responses to each of the gratifi-

" cation items: Table 6 provides a rank ordering of the gratifications for “eye-
. - \\

AN
N\

. balling" purposes:) N J o
| As the data in the preceding paragraph suggest, Tesponses to the motiva-
S .
tion and corresporiding gratification items weré\ipterreiated. The most impor-
tant motivations were those which provided gratifieagions frequently. (For
a cursory appraisal of this, compare Tables 4 and 6.) This correspondence

N
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TABLE 3

Gratifications Obtained fron Exposure to fublic iclevision -

v - T e m———— . ———

\on-Members Vembers |
Percent Responding Percent Responding
\ | At e fost alast: | almst o most almst
, fratification | never of the of the alvas 51 f never of the of the alwars
N Catall tine time ' ©ocatal tie the 0§
.| Something to talk about 6.5 620 M0 752 2.8 Mo 181 L
See sonething nex L0 255 483 38.0\: (LTS S P N SRR
: 0.5 2.0 4.0 35.5\{ 5L L0 R
0.0 - 0.6 40 T30 NIRCU I TR
y - LRS5BT W 15 %53 3Lk
Top quality writing RV TR IR T K AR
Feel cultored I IDN R S R I AN SR
Realistic prograis - 26 5.0 .7 g %0 56 1T 89
Eotionally noved 11 84 LS 30 BL8 i1 kb L6
Something to think about | 3.0 2.6 5L nlf 50005 W5 0N
Really know about\s\omethmg 5.6 354 4.5 1560 L 7T 166 LI
Top quality productions " L0 168 598 213 ; 1 07 8.0 - 3.09
Sogthiing to watch N s 1m0 6 ] 55100 20 L
Yotaninsult N\ 192 81 0.9 308 S8 4.6 9Ny
Relates to wark of mteres-j_‘;, 1. 3.7 407 _'9._05 O A L B O ' 155
Relieve pressure - L6 W2 Me 108 L0 | BE 3D S8 L%
Develop tastes T R R X S AN B L B SR g
Consumer information 0.6 455 %9 T L4 1.1 \9.2 258 3.8 2700
Chiarige of pace L0150 45 35 : Ll \1Q4 IR
5 | \\ : “ \
,\ N \
gL
i
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TABLE ©

Gratifications Ordered by Frequency
of Occiuirrence

§\g*\; ‘ : Non-Menbers Members

= ~_ . » - -
Be entertained , 1 2

2 3
Top quality productions 4 4
See something-new : 5 ~_ 7
RéaiiStic programs. 6 8
Not an insult 7 5
Something to think about ‘ & .6
Really kriow about something | 9 " 9
Retax. - . o - 13
Feel cultured 11 - 10 .
Develop tastes 12 - 1t
Be challenged - 13 15

Relates to work or interests 14 12

Something to talk about 16 14
Emotionally moved 17 17

Relieve pressures 18 18

Something to watch - 19 19 l




_risk of making an apples  and oranges comparison, viewers appear

- 26-

Jocs ot appedr to be @ function of rcgpbndcnt inabiiity to distingui'h between

motivation und gratification items.

icarn what to oxpect and shape their motivations accordingly: ::7gver, at the
~d to be more
highly motivatcd than frequently gratified. While viewers asz7piated a number

of gratifications with their exposure to-public television, no gratification

occurrecd "almost alwazys' for most viewers.

Importance of Motivations: Public vs. Commercial Television: After

cvﬁiuating edach motivation and cprréspaﬁding gratificat;zp, respondents were

asked Whether the motivation was more nnportanf when they watched public tele-

VlSlOl’l- comnercial television, or about as important f/r both:~ Except for one

motivation (‘'to g_;ve me something to watch while I'm; omg other things'),

respondents in both samples said the motivations W??e more important wﬁéi they
tched publlc television. The difference was marginal for some méiivétions,

with most ‘respgrfents saymg the motivations wer/e equally 1mportant when they

~,
N

-
turned to pubhc and "‘commercial telev1510n. 'fh;ese motivations tended to center

e

~ —~

around entertainment and diversion. For example ‘among non-members for the .moti-

vation "it helps relieve some of the work or/family pressures I feel," whereas
4:6% said it was more important when they Watched commercial television and
14:6% said it was more important when they watched public television, 81.0%

said it was equally important for their public and commercial television viewing.

For most motivations though, the additjonal percentage of respondents saying
pubiic television was substantial. F”r example, among members for the motiva-

rent,; " While o one said commercial tele-

mercial television, 68.6% said 1t'was more important when they turned to public

— I _ / o
television. (Table 7 provides a breakdown of responses to the relative

¢
<)l




importance question fér 6dtﬁlm6tintidh. Table 8§ indicates the extent to which
respondents said the motivations were.more importint for pubilic television.)
Members were more likely than non-mcmhors‘ié say the motivations were fiore iiipor -
tant when the) witchad public *¢levision. [llustrative of this is the motiva-
tion "'to give me somcthing te think about.” - There, while 32.0% of the non-
members said it was more important when thev turned t(§iﬁﬂilit.tblévisi6ﬁ; i
additional 21.5% of the members (53.5%) chose the public television response.
(Séé Taﬁlé 8 again.) In fact, while no motivation wis cited by 50% of the non-

members .as more Important when they watched public television, ﬁbnriy haif of

wher théy watched public television. (Séb Table 9 for u llSt of thosc
motivations: ) -
Given the frequency and maghitudé of the differences in favor of -public

television, one may wonder for a moment ahout the vitidity of thesc. responses.
For- several reasons; this rcsearcher suspects not. First, the pcrccntagc of
respondents who said the motivation was more 1mportant for public tclovxsxon
varied from motivatioii to motivation. Second, the variance in roSponscs across
motivations makes intuitive sensc. Given the content on public and commercial -

television; one would ant1c1pate entertainment and diversion motivations being

equally 1mportant for public and commercial television and cognitive, culture

In short, the viewing motivations assessed seem to be more tmportant
when turning to public television. This may indicate that public and commer-
cial television are viewed with Aiféérént séts of éxpéctations. It may alsé6 —

mét by commercial television. However, whether viewers are more motivated

¢y
N
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TABLE 7 _
liport ance of Mot ivat jons: 'tftjii;ﬁﬁéi'c-i:il
vs. Public Television

R 1T NonMembers | Membors
i More  fquilly More | Wore Iqually More
: } impt. impt. impt : impt. mpt. impt.
g Motivation | for for | for for
U SN U | i PV crv
§§&E&ﬁ¢&b&$¥h&$¥“’”f?iﬁ‘“ba?“”"i?“_%&z 9.2 2.6
ESUU soiicthing new C 3900 | 59:9 0.5 08.6 31.4 0.0
; Be entertained | oanr 722 5.1 | 34.2  -59.7 6.1
e challenged | 3500 740 1.0 | 421 582 2.7
- Relas 8.7 742 7.1 | 28.0  00:8  1i:1
i1'0"p’ quality writing 50:8  ©8.7 = 0.5 | 50.3 35.2 . 0.5]
ool cultured | 54.5 5.5 0.0 | 65.8 4.2 0.0
Realistic programs 31.6  68.4 0.0 | 46:1 52.3° 1.6
ot ionally moved 15.5 827 2.0 | 25.0 71.8 3.2
Something to think about 2.0 66.5 1.5 | 53.5 46.0 0.5
Really know about something | 32.3  66.7 1.0 | 45.4 si.6 1.0
Top quality productions 32.3 5.7 2.0 49:7  48:7 1.5
Something to watch | 10.8 . 70.1 9.1 | 17.0  56.9  26:1
Not an insult- 37.8  61.7  0.5-| 8.3 a4l 0:5
Relates to work or interests | 27.97 70.1 - 2.0°| 51.8 7.2 1.0
Relieve pressures | 4.4  81.0 4.6 | 14.8 80.2 4.9
bevelop tastes - 1352 es8 2.0 | 521 469 1.0
Consumer information | 219 73.5 4.6 | 30.3 63.5 6.4
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TABLE 8

Importance of Motivations: Commercial
vs. Public Television

‘ o o Additional Percentage of
Respondeiits Saying the Moti-
- vation is Morc Important for
| Public Televistion

o ) 7 Non-Members  Members

(sec somothing new - 439 69
Not an insult +37 +57
Feel cultured +35 +66
Realistic programs ¥32 +44
Develop tiastes +31 +51
Re:lly know about something +31 +44
Top quality productions +30 +48
Somcthing to think about +30 +53
| Top yuality writing +30 *50
Somcthing to talk about +29 +45
Rolitcs to work or interests +26 +51
Be challenged +24 +39
-|Be -entertained *17 28
Consumer information +17 +24
ot ionally moved +13 +22
Relax g ) +12 +17
Relieve pressures +10 +10
| Something to watch -8 -9

v ;
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TABLE 9
Motivations for Which Over 50% of the
Sample Said Were More Important
for Public Telcvision ‘

Non-Members |

Members

Sec something new
Feel cultured
Not an insult
None Sométhing to think -ubout
Develop tastes

Relates to work or interests

| Topquality writing

Top quality productions




Factor Analysis S :

- - SRS -t N R T
A varimax factor analysis proccdurc (SPSS Principdal Factoring with Iter-

ations) was utilized to computc the underlying dimensions of pfflic television

b factor had to have a minimum cigenvalue of 1.0 and a minimu of two variables
with their highest iéﬁdihg‘bh it, the loadings themselves at lcast .50, Using

- thesc é?itéfia;'tﬁiéé factor solutions ciicrged for both the non-menier and
member §éﬁﬁié§; Howaver; the factors did not iccount for i substantial pro-
portion of the variance in responses. As such; many of the motivition items
were, at béSti nominally loaded on the factors. Morcover, while there were

_thres factor solutions for both samples,; therc were differences in individual
loadings on the factors. (See Table 10 for the factor loadings.) This resulted

in different factors and different components in similar factors across the
samples.

For ﬁéhiﬁéﬁbérs; the underlying dimensions of motivations appear to be

s SN Dt oz 3 ey iy e T 3 o
cognitive interest, quality of the content offered, and diversion. For members,

the uﬁdefiyiég dimensions appear to be cognitive interest, diversion; and pro-
duction value of the programming. For non-members, cognitive interest centered
on two mo;ivati§ﬁ§::“to develop my tastes and interests” and "to give me some- .
thing to/%hink about." For members, three motivations loaded well on their

cognitive interest dimension: One overlapped with the non-member cognitive

_intereét factor--"'to give me something to think about." The two which didn't

€
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TABLE 10 /
Factor Analysis: [lactor Loading %Sorcs*
] el doo
T --—”T\o;]:-v\k:;;);r-sm-,“ | Members
| Motivation ' Factor factor Factor | Factor. Factor Factor
..o 2o o3 ) 12 3.
Somcthing to talk about | .46 -.060 - 14 .07 .09  -:08
See somothing new . | 30 .28 .8 | 09 .28 -.10
Be entertained | 24 03 / .34 | -.08 .42 .25
| Be chal lenged | T At L T
§Rclux | 0 12 0 .75 | 01 .6l 07
?ii;'o’p' quility writing .23 .6l 12 ) .05 .04 _2_7_
Foel eultured 37 .14 .08 | .18 .08 .15
Realistic programs 6 .45 09 | .34 .30 -2
iﬁbfiongiiy moved .31 -;Oé .52 ¢ .09 .g; . -13
A Sb’iﬁ'cth’ing‘to think about .51 .17 .10 .57 04 -1
| Really know apout somcthing | .21 .24 .04 .67 -.02 .10
Top quality productions 07 w68 -1z | .1 .12 LS8
Something to watch -.01  -:01 .18 | .05 .01 .08
Not an, insult | | .16 .56 .08 .11 -.03 .17
Relates to work or interests | .35 .16 .07 .60 .02 07
Relieve pressure 1 15 .20 .53 | -.01 .60 -.12
Develop tastes 63 .17 w05 | .18 .t .10
Consumer information .16 .14 .06 Az 07 -i08 [
Change of pace .03 .51 11 .06 16 .07

*Based on - arimax rotated factor matrix

“n
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content. of ferad wis charicterized by "hocause [ expect the scripts to be well

and “for a change of pace from shat's on comercial television:" “Because f'“\<;\§\;
¢xpect the seripts to be well written” when combined with "to watch top quality
productions and acting” it with the member's production value dimension. For
and it helps relicve for a while some of the work or family pressures I feel”
fiotivdtions; with non-icmbers also including '"to, be cmotionally moved or
cxcited” and members including 'to be cntertained." (For comparison of the
Fdactor analysis roquires a number of arbitrary decisions and involves a
fair amount of groping in the dark as onc tries to find patterns in the data
and then appropriate names for the patterns. It has been called a fishing
expedition which takes many down unproductive streans. Thus, while the 19
mot ivations for these samples of public television viewers seem to boil down
to expectations of quality programming, relevant mental stimulation and diver-
sion, the reader is reminded that what has emerged is a function of the moti-
vations studied; the analysis criteria utilized and the labeling abilities of

this researcher.

’{\-‘a:
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TABLE 11

Underlying Dimcnsions of PIV Viewing Motivations

<

Nori-Members

Members

Cognitive Interest

Develop tastes

Somethiﬁg to think about

Cognitive Intcrest’
Really know about something
Relates-to work or interests
Somcthing to think about

Quality of Contert

' Top quality writing
Not an insult_

Change of pace

Diversion
Relax .
f@fgétﬁéb@ﬁt pressures
Be entertained’

Emotionally mcved’

S

Production Value

Top quality writing
Top quality productions
[
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DISCUSSION

As might be expectcd, among viewers; public television viewing is a highly
motivated and frequently gratifying experience. . Uscs and gratificatio&%\are
diverse, as is the case with commercial television. However, many moti’va\"tions"
generally associated with exposure to commercial television do not appear to
be Impcrtant for pdblic television: Instead, public teIeVISxon viewing seemg\
to be primarily motivated by the desire for a viewing change of pace amd the \
related expectation of being entertalned by 1nte111gent well written, acted
and produced programmlng These expectations are meét fairly frequently. The
multidimensional nature of pﬂbiic television VIeWIng motivations and gratxfi-
cations contradicts the stereotyped unidimensional image of public television as
a dull, demanding instructional/educational service. Most surprising in
this regard is the 1mp0rtancé placed on being entertained and the frequency
‘with which viewers are in fact entertained. |

These ‘data could provide ‘§6-1'7p€>féfé officials with salient information for
yearly appropriations héarings in the Congress. Public television is seen as
an éitémativé to commercial téiévisi'oh and is used as a viéwing Ci'iaiﬁgé of :pace.
because of it. Public telev151on is seen as providing 1ntellectua1 and aes-

_ thetic stimulation. It is mot generally seen or used as an escape mechanism.

-35=
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iese data provide useful informtion tor public television promotion units.
Public television is entertaining. lixtensive promoticﬁ of this Scoms warranted.
bérhnﬁs if the public's parﬁaptiﬁﬁ of piblic television chinges; their viewing
hunit§ will change as well.

These data are less usetul for pfngfnﬁ‘ﬂvvélggggﬁi and cvaiuaiioﬁ-pcr-
sonfcl.  Becase motivations and gratifications were assessed on an in- general
rather than prograi-specific basis, it is difficult to cxamine the match between
viewing motivations and gratifications and program content and goals. Why,
for exumple, doesn't public television cmotionally move viewers with ahy degree
of frequency? Ts it because vicwers don't generally. turni to public television

.10 he éﬁétiéhﬁiiy moved or becausc on the 6ééé§i65§ they &é; the content viewed
doesn't provide it? Without a program by ﬁfég?éﬁ analysis, programming personnel
arc forced to rely .more heavily on rather sterile Nielsen numbers and their
oanhjudgmcﬁts in deterinining what typéé of programs cught to be aired and-how
particular programs iight be mere finely tuncd: '

These data also aren't séffiédiéfiy ﬁééfﬁi in the construction of a
qualitative counterpoint to the Nielsen numbers.: While Nielsen ﬁumbér§ refer
to individual shows, the reférent for these data is public television. When

-operationalized on a program:spééific basis, however, the uses and graiifica:
tions anproach may provide the structure for such a measure: One possibility

would involve assessing; on a @fBé?éﬁ specific basis, the extent to which
expectations associated with commercizl and pubiic television were met. The
qualitative index for each program would be the sum of the gratification

. = : 9

. elements.
Finally, results from this study raise many questions about the rates
atterns of exposure to public television. If public television provides

‘gratifications as the data suggest, why don't people watch public

Ma
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Aruitoxt provided by Eic:

television more often? What is the relationship between gratifications obtained

and exposure patterns? - Are the programs that provide the most gratifications

\ {requently?  What gratifications must be

the programs that dre watched most

obtained for vicwers to.watch the diNly programs and scries morc frequently?

What gratifications must be obtained for viewers to sample other public tele-
vision programs? What gratifications must be obtained for viewers to tell

others to watch? If public television is as gratifying as the data suggest,
television offers in addition to what public television offers that makes it

so much more frequently watched? Answers to these questions await thoughtful

discussion «and additiondl investigation.
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HYello, my name s — and I'm calling for the Corporation for Public
Broadcasting in Washington, D.C. Right now, we're calling adults in the
Indianapolis area who watch evening programs on WFYI, Channel 20 at least
once a week; trving to find out why they watch those programs. Do vou or
does any adult in your house watch WFYI; Channel 20 evening programs at

ieast once a week?

(IF YES) we have ten minutes of questions and we'd be very grateful
' for your help.

(IF NOT THAT PERSON BUT SOMEONE ELSE) May I speak to him/her please?

. (WHEN THAT PERSON COMES TO THE PHONE)

\\\
Hello; my name is _ and I'm calling for the Corporation
for Public Broadcasting in Washington- D.C. Right now, we're
cailtng adults in the Indianapolis area who watch evening prog-

rams on WFYI, Channel 20, at least once a week; trying to find-

out why they watch those programs. h undefs*and you watch

Channel 20 programs at least once a week Is that correct’,

grateful for your help.
(IF NO ONE AT THAT NUMBER WATCﬁES§ TﬁéniéAan§ﬁéﬁ. Have a good evening.

e

vy
%

A
o
)

W,
fad LS

€l



-40-
, Respondent ID _  1-4
Interviewer -~ —_— -

Interviewee phone number

J!

Nay of. the week 1 Sun/ 2 Mon 3 Tues . Wed 5 Thurs 6 Fri 7 Sat 5
L: First; ahout how #ften do you watch eveninp programs on WFYI, Chaniel 20’ )
n"ce',Echei thr e, four or five times a week, or just about every day?. ; ) 6
1 once 2 twite 3 three 4 four 5 five 6 daily 8 dk
2. When you watch 1 during the evening,; about how many shows do you watch? )
One,  two, thref four or more? o 7
lone 2 tw 3 three 4 four 5 more l varies 8 dk -
3 ﬁooﬁnénfishogsiiif any, did you watch on UFYI last night? : 8
N none 71 one 2 two 2 three 4 four 5 move 8 dk '
LD I'm: gotng t readisishort list of shows broadcast on ﬁ??i For each sﬁoﬁ.
~tetll me if vou watch it regularly; sometimes _or_almost never ___ S
( 3 = REGULARLY 2 = SOMETIMES 1 = ALMOST NEVER 0= . VER 8 = DK)
Monty Python i 9
Washington Week in Review 10
/ Connections 11
./ Nova 12
[/ Masterpiece Theate: — 13
> / Pick Cavett — : ‘ 14
/  HMcNeil Lehrer Report - 15
Sneak Previews . — 16
Wall Street Week — 17
Great Performances E— 18
What Ilm aoing to do now is read a list of reasons other people gave us for
watching public television. We're interested in relating these reasons to why
you witch evening programs on WFYI, Channel 20. After I read each reason,; I'll 5

ask a few questions, OK’

5. The first reason is to give me something to talk about. How important is that

reason for you? Very important, Somewhat important. not very important,; or .
19

not importaat at all? 3
7 & very 3 sonéihét 2 not very lfnot at all 8,dk
6. How often have these prozrams actually given g?gisoggtniggitoitglk about? _
Almost always, most of the time, some of the time, or almost never? 20
4 always .3 most g;some 1 never 8 dk :
. 7. .Would you say that reason is more important when gogﬂgatch WFYI, more im- -
portarnt when you watch commercial television, or about as important for both? 21

3 public 2 same 1 commercial 8 dk -

The second reason is because I hope to see something nev and different For

you, 1s that reason very important, somewhat important,; not very 1mportant
or not important at all? R

4 very : 3 somevhat 2_not very 1 not at all 8 dk

0 |




11.

13,

14.t

15.

“L1-

ent? Almost alwavs, most_of the time, some nf the time, or almost never?
4 3lwavs 3 most 2 some 1 never R dk
Would vou sav that reason is more important when vou watch WFYT, more im- )
portant when vou watch commercial television; or about as important ‘for-hoth?
3 public 2 same 1 commercial 8 dk

To te entertained.
Is that very important; somewhat important, not verv important or not
important at all? : : :

4 verv: 3 somewhat 2 not verv ’ 1 not at all R dk

Hlow often have vou been entertained bv.these- programs. Almost alwavs,
most of the time, some of the .time; or almost never?

4 .always -3 most 2 some* 1 never R dk -
Is that .reason moreé important when vou watch WFYI, commercial television;
or about as important for both? . .

3 public 2 same 1 commercial R dk

To be challenped in figuring out what's poing to happen or what someone's
going to say.

Is that ‘very importanfr; somewhat impcortant; not very important; or not
important. at all? o : )

Ayt -

4 very 3 somewhat 2 not very 1 not at all § dk’

How often have you beer challenged in fipuring out what's poing to happen

. or what so.eone's going to say?

16.-

17.

20.

ERIC

Aruitoxt provided by Eic:

4 alvays 3 most 2 some 1 never 8 dk
Is that reason more important when you watch WFYI; commercial television,
or about as important for both? ,

3 public’ 2 same 1 commercial 8 dk

To relax.. B
How important 1is that reason? . o .
4 very 3 somewhat 2 not very 1 not at all 8 dk

How often have those programs made you feel relaxed? L

4 always 3 most . 2 some 1 never 8 dk i

1s it more important when you watch WFYI, commercial TV, or about as
important for both? i S
3 public 2 same 1 commercial 8 dk

\

Because I expect the scripts will be well written.
How important is that reason? . -
4 very 3 somevnat 2 not very 1 not at all 8 dk

How often have .the scripts been well written? .

ﬁ always _2 most 2 some 1 never 8 dk

b
(€4)
i
4

. <5
N\ -

23

24

25

26

34

35



23.

27.

28. .

29.

30.

31.

35, 1

' ? ' ;zé-'-

Is it more 1mpottant when you watch WFYI, commercial TV, or about as

important for both? - o
3 public 2 same 1 commercial 8 dk

To feel cultured.

How important is that reason?

4 very 3 somewhat 2 not very 1 not at all 8 dk

How often have these programs made you feél cultured?

4 alvays 3 most 2 some 1 never & dk

Is it mo-- important when wou watch WFYI, commercial TV, or about as

importan “or both?

3 publ 2 same 1 commercial 8 dk

Because I think the programs either will be real or reaiistic.

How important is that reason?

4 very 3 somewhat 2 not very 1 not at all 8 dk

How often have these shows seemed real or realistic?

4 always 3 most 2 some 1 never 8 dk

Is it more important when you watch WFYI, commercial 'fV or about as

impottant for both?

3 public 2 same 1 commercial 8 dk

-To be mtionally moved or excited:

-How 1mpottant is that reason?

4 very 3 somewhat 2 not very 1 not at all 8 dk

How often have you been emotionally moved or excited by those programs?

4 always 3 most 2 some 1 never 8 dk

Is it more important when you Watch WFYI, commercial TV, or about as

important for both?
3 public -2 same 1 commetcial § dk

To give me something to think about.
How important is that reason? ) o
4 very 3 somewhat 2 pot very 1 not at all B.dk

How often have these programs actually given you something to think about?

4 always 3 most 2 some 1 never 8 dk

Is it more important when hen you watch WFYI, commercial television, or ahout as

3 public - 2 same 1 commercial 8 dk

Ew hlportant is that teason" __ o
—-4 very 3 pomewhat 2 not very 1 not at all 8 dk

o
On
¥

37

38

w0

it

42



43-

a

36. How often have these programs let you really get to know about a person

or topiz? e ‘ SN
4 always 3 most 2 some 1 almost never 8 dk
37. 1Is it more important when you watch WFYI, commercial television; or ahout as
important for both? . _ . St
3 public 2 same 1 commercial 8 dk 2
38. To watch top quality productions and acting. o " ,
Hov important is that reason? @ 52
4 very 3 somewhat 2_ not very 1 not at all 8 dk
39. How often have these programs had top gga};ityiproduction and acting? 53
- 4 always 3 most 2 some 1 almosr never 8 dk
4. 1Is it more important when you watch WFYI, commercial television; o: about as
*  important for both? S T 54
3 public. 2 same = 1 commercial 8 dk
i .
4. To give me something to watch while I'm doing other things:
How important is that reason? o 55
4 very 3 somevhat 2 not very 1 mot at all 8 dk
42. How ofgegjmve you done other things while vou watched programs on WFYI" 56
4 alvays -~ 3 most 2 some 1 never 8 dk _
43. 1s j:gfgggﬁj;mgggtggiwhen you watch WFYI, commercial television, or about S
as important for both? o : , 57
i _' 3 public 2 same 1 commercial 8 dk
44. Because I think the shows will not be an insult to my intelligence. -
' How important i3 that reason? o 58
4 very 38omevhat 2 not very 1 not at all 8 dk '
45. Fow oftggﬁl:mveitygighm not been an insult to your 1nte111§éiiéé’ ' 59
4 alvays 3 most 2 some 1 neiiéi 8 dk
46. 1Is that more important when you watch WFYI, commercial TV, or about as .
important for both? - 60
3 public 2 same 1 commerciaz 8 dk
47. To pick:up information related to my own. interest or work? L
How important is that reason? . 61

- et - -

4 very 3sonewhat' 2 not very 1 not st all 8 dk

48. Bow often hlve you ptcked np information from these shows related to your _
own interest or work? ’ .

bﬂ;nya 3 most _Z_smne 1 never 8 dk

49. 1s it more importamt when you watch WFYI, commercial TV, or about as : ,,
ilportant for both? , : . 63

3 public 2 same l ;conercial 8 dk
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59.

60.

Pow important is that reason?

‘ How - 1mportant is that reason? :

It Helps relieve for a while some of the work or familv pressures I feel.

liow important {s that reason? -

" verv 3 somewhat 2 not verv 1 not at all §_3R '

ow often have these programs ‘'u'lpe. relieve some of the work or familv
 nhressures vou feel? : ] ) :

4 always 3 most 2 <ome | never 8 dk

Is it more important when you watch WFYI, cormercial TV, or about as
important for both? E T
3 public 2 same | commercial 8 dk

To develop my tastes and interests.

4 verv 3 somewhat 2 niot very not at all 8 dk -

S e

How often have these programs developed tastes and interests for you?

4 éliﬁyé 3 most 2 3ome I never 8 dk

Is 1t more 1mportant when you watch W?YI, commercial TV, or about as

" important for both?

3 public- 2 same 1 commercial 8 dk

To give me helpful consamer iﬁformattcn. -

4 very 3 somewhat 2 not very 1 not atr all 8 dk

How often have these Programs given you information that s been helpful

to you as a consumer? -
4 always 3 most 2 some ] never 8 dk

is it more important when you watch WFYI, commercial TV, or about as
important for both? _ -
3 public 2 same 1 é6ﬁﬁéiéiél 8 dk

For a change of pace from what's op commercial television. ]'
How important is that reason? . o 7

4 very 3 somewhat 2 mot very lrnot ot all 8 dk

' How frequently have these programs seemed a change of pace from what's

on commercial television? o ) o
4 always 3 most 2 some 1 almost never 8 dk

The final few questicns are about yourself.

63

?hose xre a1l the queattons.
Q

What 1s your ‘age? Are you in your 20s, 30s, 40s, 50s, 60s or older?

1318-19 2208 330s-4408 5508 6 60s 7 oider 8 RE

What v:t the last year of schooling you completed?

1 less than 8th grade 2 some high school 3 high school degree
ﬁ—aéﬁé college . 5 college degree(s) 8 RE

Fiuailg,ighxt 18 yoar race? = ’ o
L white 2 black 3 other 8 RE o /,//

SEX 1 male 2 female

<y
oy

Thank vou very much for your,timz and cooperation.
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