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Preface 

This document is one of five volumes of technical reports resulting 
from a broad scientific inquiry about television and its impact on the 
viewer. In the s'pring of 1969, by Congressional request, the DREW ini
tiated a special program under the general auspices of a Surgeon Gener
al's Scientific Advisory Committee on Television and Social Behavior. 
The major emphasis was to be on an exam illation of the relationship 
between televised violence and the attitudes and behavior of children. 
During the ensuing two years, more than fifty scientists participated di
rectly in this program of research and produced over forty scientific 
reports. 

The reports which are included in these five volumes are the inde
pendent work of the participating researchers. These resulJs have all 
been made available to the Scientific Advisory Committee as evidence 
which the Committee could then evaluate and draw its own conclusions 
in the preparation of its own report. However, this work is of signifi
cance in its own right and is being published independently as source 
material for other researchers and for such interest as the general public 
may have in these technical reports. 

In any broad scientific undertaking of this nature, where many indi
viduals are involved, a careful balance between collaboration and inde
pendence of responsibility must be established. During the two and half 
years that this program of research was active, a constant effort was 
made to protect the scientific independence of the individual investiga
tors and, at the same time: 1) to foster both cooperation and exchange 
among the researchers, 2) to develop as much of a total program struc
ture as possible, and 3) to permit maximum communication and feed
back among the researchers, the full-time staff responsible for planning 
and implementing the total research program, and the Scientific Adviso
ry Committee responsible for the final assessment and evaluation of re
search. 

This is not the place to describe in detail how that balance of collabo
ration and independence was established and maintained. I believe, 
however, that these five volumes of technical reports provide an accur
ate and meaningful indication of our success in achieving the goal. The 
reports themselves are the products of the respective authors. They 
have been edited only to insure some comparability of format and to 
delete any excessive redundancies in review of the literature or intro
ductory material. In some instances, where a report seemed initially too 
long the author was requested to reduce the report without deleting any 
critical material. All editing done by staff was submitted for the author's 
approval. We believe the result has made each of these five volumes a 
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more readable and integrated totality than would otherwise be expected 
from a collection of research reports produced under the time con
straints of this program. 

In each instance, the integration of the five volumes was further estab
lished by the inclusion of an overview paper which attempts to summa
rize and relate the papers in that volume. These overview papers are 
also the independent work of the respective authors. 

It would be difficult to convey to the reader the extraordinary efforts 
required by all participants in this research program to bring the endeav
or to its published conclusion within the time allotted. Despite that time 
pressure, these volumes demonstrate an unusually high level of both 
productivity and quality for an area of research which has had more than 
its share of complexity and controversy. 

In addition to the work of all persons directly engaged in this program, 
a very large number of individuals at one time or another provided ad
vice and guidance to the researchers, to the staff, and to the Scientific 
Advisory Committee. It would be impossible to provide a complete list 
of these additional consultants. The total count is in the hundreds, While 
their names are not visible in these products, their counsel was often a 
very significant factor in the course of an individual piece of research or 
in a decision on the direction of the research program. To all those indi
viduals, this program owes a special debt of gratitude for the collective 
wisdom made available to us. 

And finally, on behalf both of the members of the Scientific Advisory 
Committee and of the staff who served the program, I wish especially to 
express much appreciation to the participating; researchers who did the 
work and wrote the reports that contributed the new knowledge con
tained in these volumes. 

Eli A. Rubinstein 
Vice-Chairman, Surgeon General's 
Scientific Advisory Committee on 
Television and Social Behavior 
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Television in Daily Life: 
Patterns of Use 

Overview 

Jack Lyle 

In the span of only a quarter-century, television has achie'~d a place 
in American homes unmatched by any other appliance, convenience, or 
medium of communication. Not only is it ubiquitous-over 96 percent 
of our homes contain at least one set-but audience rating services indi
cate that the amount of daily use made of these sets is truly staggering. 
The average home set is said to be turned on more than six hours per 
day.1 It is only natural that those concerned with the nation's mores and 
morals are deeply interested in and frequently worried about the impact 
of television. 

The studies contained in this series of volumes reflect that interest and 
worry. They represent the broadest research effort in this area to date. 

1 



2 PATTERNSOFUSE 

Included are studies of television's content and of those responsible for 
producing that content. There are laboratory and field experiments in
vestigating what kinds of effects television content can have on what 
kinds of people. 

Any attempt to gain insight into the effects of television on the view
ing public must also include an assessment of the amount and patterns of 
viewing by the various segments of the general population. The two 
major refere·nces for this purpose are Television in the Lives of Out 
Children by Schramm, Lyle, and Parker (1961) and Steiner's (1963) The 
People Look at Television. The information and conclusions presented 
in these works are based on data a decade old. 

This volume attempts to provide a new picture of h0w much and what 
kind of television people watch in the 1970s, to see what role television 
plays in the everyday lives of Americans. 

Eight research projects are reported in this volume. They range from 
general studies of national samples to studies which focus either on spe
cific subpopulations or on audiences for specific types of programs. The 
studies were done independently and the methodologies used varied 
considerably. Thus the studies were not designed to fit together to pro
vide a complete picture, but common elements run through them and as
pects of one individual study complement those of others. 

The purpose of this chapter is to pull together the common threads 
running through these studies and make a meaningful pattern of the re
sults, to provide the "new picture" mentioned above. To provide great
er detail and definition to this picture, reference is made to pertinent 
findings in studies included in the companion volumes and to other stud
ies published elsewhere. 

An appendix attached to this chapter seeks to capitalize on the use of 
different methods by providing a discussion of some basic methodologi
cal problems connected with field surveys of this type. 

CAPSULE REVIEW OF STUDIES 

Before outlining the patterns of use of and attitudes toward television, 
let us quickly review the projects contained in this volume. 

Bechtel, Achelpohl, and Akers (1971) looked at the problem of validi
ty in reports of viewing time. A small sample-20 families-participat
ed. They were asked to keep diaries of viewing. Concurrently they al
lowed equipment to ue installed to videotape their actual behavior while 
their television set was operative. The recorded behavior was then ana
lyzed and compared with the respondents' own reports. The analysis 
also provides information on relative levels of viewer attention to the 
television screen during the broadcast of different types of programs. 

Using 27 six-year-old Negro boys who had been studied by a team 
from the Catholic University of America for four years, Murray (1971) 
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gathered data detailing television behavior and attitudes. Of particular 
interest was the longitudinal data on social adjustment which he was 
able to relate to viewing. 

LoScuito (1971) collected viewing and attitudinal information from a 
sample of 252 households drawn on a national basis. Attempts were 
made to interview all adult and adolescent members and to have them 
keep diaries of viewing behavior and reactions for a one-week period. In 
all, 512 interviews and 452 diaries were collected. 

The Lyle and Hoffman (1971) study was a general replication of the 
Schramm, Lyle, and Parker (1961) study. Working in a suburban school 
district in the Los Angeles area, they gathered data by self-administered 
questionnaires from the sixth- and tenth-grade populations and obtained 
interviews with a 25 percent sample of the first graders. Data collected 
covered viewing behavior over a five-day period together with use of 
other media, program preferences, attitudes toward the media, and 
demographic and social adjustment data. Additional information was 
obtained in telephone interviews with a subsample of mothers Df first 
graders. A separate paper provides information on preschool-age chil
dren .. 

Israel and Robinson (1971) used data from national samples of the 
W.R. Simmons and Associates research firm to analyze attention by 
different. segments of the population over a three-year period to news 
programs and to programs rated high on violence. 

Ward's (1971) series of related studies focused on the effects of televi
sion commericals on children. Part of his data was gathered from sam
ples of youngsters in Maryland and in the Boston area using self-admin
istered questionnaires. The cooperation of mothers of young children 
was obtained to secure observational data on children's attention and 
reactions to television content generally and to commercials specifically. 
The mothers themselves completed questionnaires on their own atti
tudes toward controlling youngsters' viewing and on their perceptions of 
the impact of commercials upon their children. He also used clinical in
terviews in group situations to obtain insights into children's reactions to 
commercials. 

Robinson (1971) obtained time-use data, gathered in over one dozen 
studies in the United States, Europe, and South America, which includ
ed information on television availability and use. Using this data, he was 
able to analyze displacement of other activities by television. 

In the final paper of the volume, Robinson (1971) uses data inputs 
from several studies (including those of Israel and Robinson and of 
Bechtel et al.) to seek to define certain aspects of television's meaning to 
the American pUblic. 
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TELEVISION AVAILABILITY IN THE UNITED STATES 

Hardly a person in the United States today does not have access to at 
least one television set in his or her own home. The U.S. Census esti
mlites that 96 percent of all American homes have sets. The studies in 
this volume, dealing primarily with households in which there are chil
dren or adolescents, reported 98 to 99 percent saturation. Between 40 
and 50 percent of the children surveyed watched on color sets. 

Television watching is still primarily an experience shared by family 
members. The living room or another room serving as the family gather
ing place is the most frequently reported location for sets. By far the 
most viewing recorded was done in the company of other members of 
the family. This finding was common in all the studies of children, and 
there is little doubt that there is a strong relationship between various 
members of the family in amount of viewing and also in program selec
tion. However, the nature of this relationship appears to be very com
plex. 

Chaffee, McLeod, and Atkin (1970) report that three-quarters of ado
lescents they studied in several locations in two states said they some
times watched television because their parents were watching. Two
thirds of them said they felt their parents sometimes watched because 
they (the youngsters) were watching. In another report on the same 
data, Chaffee and McLeod (1971) state that the strongest relationship 
appeared to be between youngsters and their mothers and that this rela
tionship did weaken in the high school years. They went on to state that 
their interpretation of the data is that this does not represent a simply 
modeling sitl:,ation in which the youngster learns patterns of viewing 
from his parents. Their analysis suggested that the teenagers may be 
influencing their parents rather than the other way around. They do not 
present data on young children, and it seems far more likely that there is 
modeling among this group, particularly in view of the dynamics of pro
gram selection which are reported later herein. It also seems likely that 
young children model their viewing habits on that of older siblings. 

When parents are heavy viewers of television, it is likely that their 
children will become heavy viewers. Greenberg, Ericson and Vlahos 
(1971) found that the more children viewed in the company of their par
ents, the more violent programs they saw. 

This relationship among the viewing patterns of different members of 
the household is understandable in a situation where family members 
are contending for control of a single set. However, the number of mul
tiset homes is increasing. There are indications that the presence of an 
additional set or sets increases as the family grows, as the chHdren age. 
Thus Lyle and Hoffman (1971) found that 71 percent of their first grad
ers reported only one set in the house, but 61 percent of their tenth grad
ers said there Were two or more sets available. Although there was some 
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variation from study to study, generally it appears that multiple sets are 
as cbmmon in working class and minority homes as in white collar 
homes but that white collar children are more likely to have access to a 
color set. 

One would think that the addition of a second set to the home would 
reduce the relationship between parent and child viewing: Chaffee, 
McLeod, and Atkin (1970) report that viewing time for both mothers 
and their adolescent offspring was higher in multiset homes than in sin
gle set herpes. Lyle and Hoffman (1971) suggest that with the addition of 
a second set in a home, one set becomes a "children's set"; they note 
that there were lower levels of conflict over program selection between 
children &nd parents than between children and their siblings in muItiset 
homes. Further, most children reported more viewing in the company of 
siblings than in the company of parents. 

However, in his family data, LoSciuto (1971) found that respondents 
in multiset homes estimated that 91 percent of their viewing was done on 
the main set. This suggests that the impact of additional sets on changing 
interfamily patterns may not be as great as might be expected. 

LoSciuto also found that most families interviewed had access to sta
tions carrying all three networks plus at least one additional channel. 
The handicap facing UHF (ultra high frequency) stations-which in
clude many of the noncommerical "educational" stations-is illustrated 
by the fact that although 67 percent of LoSciuto's families lived within 
signal range of a UHF station, only 47 percent had sets equipped to re
ceive UHF signals. However, both Murray (1971) and Lyle and Hoff
man (1971) found that the majority of families in their major metropoli
tan area samples-all of whom had school-age children-had UHF re
ceivers. 

AMOUNT OF USE 

The 1971 volume of Broadcasting Yearbook estimates that home sets 
are turned on an average of six hours and 18 minutes per day. Averages 
forindividual viewing time, however, are far less. Basically, it is neither 
realistic nor practical to speak of "average viewing time." Such aver
ages are necessarily artifactuaI. Reading through the studies which give 
viewing behavior for various demographic gnmps will impress one with 
the wide variation in amount of viewing and program selection within 
the population. 

Contrasting Lyle and Hoffman's (1971) data with that of McIntyre and 
Teevan (1971) or that of Chaffee, McLeod, and Atkin (1970) emphasiz
es the different "average" figures which may be obtained from approxi
mately the same age groups in different locales. 

Despite different averages, all three studies reveal similar patterns of 
relative viewing time for different age groups. The National Audience 
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Demographics Report of the A.C. Nielsen Company can be used to ex
tend the comparison. The point is that there are differences in the view
ingpatterns of different age grollPS. Further, the "child audience" itself 
shows variations, with viewing building to a peak around the period of 
puberty and early adolescence, then declining in the high school years. 

There are well-documented patterns of difference in racial and socioe
conomic groups. Perhaps the best most intensive series of studies on 
this problem are those of Greenberg and his associates (e.g., Greenberg 
and Dominick, 1969a, 1969b). For both adults and children, these inves
tigators found that Negroes view more than whites, that blue collar fam
ilies view more than white collar families. McIntyre and Teevan (1971) 
report similar patterns: Negroes watch more than whites, children from 
low socioeconomic status homes watch more than those from high so
cioeconomic status homes. Lyle and Hoffman's community had too 
small a black population to make such a comparison reliable, but the 
small group of Negro students were the heaviest viewers in both the first 
and the sixth grades. Among their large Mexican-American groups they 
found that girls watched more than Caucasian girls but that boys from 
these groups did not show consistent differences. It should also be noted 
that these authors did not find consistent white collar-blue collar differ
ences over the five-day period for which they had viewing records. 

Robinson (1971) quotes data from a Maryland study which showed 
that students who reported their grade average as "A" watched less tel
evision than their "B" and "C" peers at the seventh, ninth and elev
enth-grade levels. Lyle and Hoffman, using Lorge-Thorndike scores, 
found results reminiscent of the 1959 data reported by Schramm, Lyle, 
and Parker: at the sixth-grade level bright students tended to be among 
the heaviest viewers, but at the tenth-grade level their viewing was more 
likely to be somewhat lower than that of their peers. However, their 
results were far less clearcut than those of 1959, and the authors sug
gested that there had been some leveling of comparative viewing among 
students of different ability at the secondary level. 

Another type of difference was illustrated by the Lyle and Hoffman 
data: the variation in viewing time for the same individual from day to 
day. Along a similar vein, an inspection of the periodic Nielsen Televi
sion Index shows that there are fluctuations in the audience over the 
seasons of the year. 

All these examples underline a major problem of dealing with "aver
age daily viewing time": it obscures the very important individual and 
group variatinns:n viewing. 

Granting this, }vhat can be said about amount of viewing? 
LoSciuto's ~iata suggest that most adult Americans do watch daily 

and that they ''';'&t<.'h for at least two hours. However, up to 20 percent of 
the popUlation ~ii! not watch any television on a given day. Women tend 
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to watch more than men, probably because many women work at home 
and have more opportunity to watch during the day. 

The amount of viewing among children is much more complex. Chil
dren have become purposeful viewers-having regular viewing times 
and favorite programs-long before they start school. The amounts and 
times of viewing change almost from year to year as the child grows old
er. Sex differences in program preferences are being manifested by the 
time the children begin school. 

Most children do watch television every day, and most likely they 
watch at least two hours; many watch considerably longer. In his group 
of kindergarten and first-grade Negro boys, Murray (1971) found that 
total weekly viewing time ranged from five to 42 hours. In a study in
volving nursery school children, Stein and Friedrich (1971) documented 
an average weekly viewing time of 34.56 hours for boys, 32.44 hours for 
girls. This represented well over one-third of the children's total waking 
hours during the week. It was noted above that the amount of viewing 
increases through the elementary years but then decreases in the high 
school years. For instance Chaffee, McLeod, and Atkin (1970) reported 
that their senior high school students watched on the average about one 
and one-quarter hours less than their junior high students. They also 
found that girls watched more than boys at both age groups, thus ap
proximating the results LoSciuto reports among his adults. Mcintyre 
and Teevan found similar sex differences. Lyle and Hoffman's data, 
however, showed much less marked and consistent differences in view
ing times for boys and girls at first, sixth, and tenth-grade levels. 

It appears that there is greater uniformity among very young children 
in amount of time spent viewing; only about ten percent will not view on 
a given weekday. Among Lyle and Hoffman's sixth graders, nonviewers 
had increased to about one-quarter. At all age levels, these authors 
found a sizable group-again about one-quarter-who were heavy view
ers, watching more than five hours on schooldays. Much of this viewing, 
particularly among the elementary-age children, was done in the after
noon. At least two-thirds of these children said they watched in the aft
ernoon. At least one-fifth said they watched before school. Daytime 
viewing was much lower among the high school students, but the df'Op in 
aftf,Tnoon viewing was sharper among boys than among girls; for many 
girls the television "soap operas" appeared to have great appeal. 

Most 01 the younger children drop out of the audiences and are off to 
bed by 9 p.m. Sixth graders continue to be present in large numbers 
much later. Lyle and Hoffman found that one-third of their sixth graders 
watched until after 10 p.m. Thus suggests that many older elementary 
students are in the audience through most of the prime time period. The 
teenage audience appears to hold strong until the end of prime time at 11 
p.m. 
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LEVEL OF ATTENTION 

A problem which has important implications for the question of view
ing time is the level or degree of attention which viewers give to the set 
when they are "watching." As mentioned earlier, different measures of 
"viewing" can yield considerably different results. Both Bechtel et al. 
and LoSciuto found that individuals considerably overestimated their 
own viewing time. 

Most viewing by most people is done in the company of others. For 
children this is most frequently siblings and/or parents. Ward (1971) 
reports that among his elementary-age subjects, viewing with other 
members of their families increased with age. And LoSciuto reports that 
among his adults, only about one-third of viewing was reported as being 
done in a solitary situation. 

Most respondents-adult and child-reported considerable levels of 
conversation while viewing; this conversation ranged over topics other 
than the program being watched. Students said they were likely to study 
with the television set on at least part of the time. 

All the studies agree that children's viewing of television is likely to be 
far from passive. More than 80 percent of Lyle and Hoffman's first grad
ers reported engaging in other activities-eating, plaYlng, talking-while 
watching television. In his observations of the youngsters while they 
viewed, Murray documented considerable activity, both verbal and 
physical. He states that attention declined as the program progressed. 

Ward also had observation data focusing on children's attention be
fore and during commercials. His observers reported that children 
were watching 65 percent of the time at the onset of commercials. Gen
erally, attention was higher among the younger children. His data docu
ment that there is a drop in attention during the commercials, particular
ly among the older children who are likely to engage in other behavior. 
Twenty-five percent of the time the children observed made (mostly 
favorable) comments about the commercials. 

LoSciuto's annotated diaries showed considerable variation in atten
tion during "viewing time," and Israel and Robinson concluded that at 
least one-third of the time during the prime evening hours, viewers are 
giving the set less than full attention. 

However, the most dramatic evidence on this point comes from the 
videotapes Bechtel and his associates collected of families watching tele
vision in their homes. They found that time spent actually watching a 
program during "viewing" time, when averaged over program catego
ries, ranged from 55 to 76 percent of the total. In an appendix to their 
report, the authors provide a minute-by-minute record of the activities 
performed by members of a family during a period of viewing. This 
record dramatically details the scope and range of behavior which may 
accompany viewing. 
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An experimental study by Foulkes, Belvedere, and Brubaker (1971) 
also provided evidence on this point. He found that eye contact with the 
television screen dropped spectacularly when adolescent boys were in a 
situation where the television program had to compete with alternative 
attractions such as books, games, and toys. 

PROGRAM PREFERENCES AND SELECTION 

Children begin viewing at a very early age; almost as soon as they be
gin viewing, they develop program preferences and habits. For instance, 
Murray reports that his five- and six-year olds had well-established pat
terns of viewing time and program preferences. The mothers of the 
nursery school children studied by Stein and her associates were able to 
indicate programs favored by their children. Most of Lyle and Hoff
man's preschool children were able to specify favorite programs. 

The several studies providing data on younger children-preschool to 
first-grade-reveal generally similar patterns. Cartoon programs (which, 
according to Gerbner [1971], are among the highest in violent content of 
all program types) consistently stood highest. Noncartoon "children's" 
programs usually rated below situation comedies as well as below car
toons. Stein and her colleagues report more viewing of "children's " 
programs than of either cartoons or adult programs, but it should be not
ed that her data was based on mothers' reports. Murray, on the other 
hand, found not a single children's program in the "top ten" among his 
small sample. Several cartoon and children's programs stood among the 
most viewed programs reported by Lyle and Hoffman's first graders and 
preschool children. 

It appears that as children grow up, their program preferences become 
increasingly diversified. In part, this is reflected by the fact that the per
centage of each age group watching the most popular programs for that 
age group declined consistently. Lyle and Hoffman found that the most 
popular first grade program, Gilligan's Island, drew 48 percent of the 
first graders. The sixth-grade favorites, World of Disney and Bill Cosby, 
drew 41 percent of that group. The tenth-grade favorite, Bill Cosby, 
drew only 36 percent of the teenagers. 

There were frequent discrepancies at all age levels between the pro
grams students named as their "favorites" and the top programs for 
each age group in terms of actual viewing. This probably was due, at 
least in part, to compromises necessitated by programming conflicts and 
different preferences among family members. (In the case of Lyle and 
Hoffman's data it may also have been influenced by the fact that the 
viewing records were obtained in the "postseason" period. In this peri
od, when series were beginning to repeat, students may have watched a 
competing program which they had not seen in preference to an episode 
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of a "favorite" series which they had already seen.) There was consid
erable evidence of intrafamily conflict over program selection-which 
the age differences mentioned above would predict. This conflict persist
ed in the face of the increased number of multiset homes. 

To summarize the patterns of program preferen,ces in highly simplified 
form: the first graders most frequently chose situation comedies (Gilli
gan 's Island, I Love Lucy) and cartoon programs. The sixth graders had 
dropped the cartoon programs, but showed heavy preference for situa
tion comedies and were increasing the attention given to adventure pro
grams. Adventure programs dominated the preferences of the tenth 
graders. The other two leading categories for the teenagers were musicl 
variety and dramatic, a loose category which included Bill Cosby and 
Room 222. In a 1968 report, Gans states that adolescents' viewing habits 
generally resemble those of adults, although they show a higher viewing 
of comedy programs. 

Both Murray and Lyle and Hoffman suggest that brighter youngsters 
show more variation in their program preferences. There was also" a 
suggestion that diversified preferences are related to higher socioeco
nomic status. In their study of nursery school students, Stein and her as
sociates identified two patterns of viewing behavior based on favorite 
programs and viewing frequencies. Generally, the distinction between 
the two patterns hinged on the amount of viewing of noncartoon pro
grams containing violence. They state that the children in the nonviolent 
group were typically from higher socioeconomic status homes and had 
higher IQs than their companions who fell in the violence-viewing-cate
gory. Their parents also were m ore likely to restrict their program selec
tion.2 

Much of the impetus for the studies contained in this series of vol
umes stemmed from concern about the impact of television violence on 
the population, particularly children. Therefore, it is appropriate that we 
take a careful look at the data on children's actual viewing of and prefer
ence for programs high in violent content. 

This type of program increases in importance as children grow older. 
For instance, among Lyle and Hoffman's sixth graders, only one "vio
lent program," It Takes a Thief, was among the ten most popular shows. 
Among the tenth graders there were four: Mod Squad, It Takes a Thief, 
Then Came Bronson, and Adam-12. That there can be exceptions to this 
age relationship is underlined by Murray's report. Among the top ten 
programs for his small sample of large-city Negro boys of preschooll 
first-grade age were Mod Squad, Gunsmoke, The FBI, and Land of the 
Giants. Mod Squad had the biggest audience among this group of any 
programs: 94 percent of the children watched it. 

McLeod, Atkin, and Chaffee (1971) report that, among their samples 
of adolescents, overall viewing time declined with age but time spent 
viewing violent programs and movies iIlcreased. Chaffee and McLeod 
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(1971) report that viewing of violent programs by adolescents is positive
ly related to total viewing time. a finding also reported by Lyle and 
Hoffman and by Greenberg, Ericson, and Vlahos (1971). Further, Chaf
fee and McLeod found violent viewing to be lower among bright chil
dren than among their age peers. Blue collar children watched more vio
lent programs than their white collar peers. These authors also report 
data suggesting that violent programs are more frequently watched by 
children with a high propensity for violence than by their less violence
prone peers. McIntyre and Teevan (1971) showed rather weak tenden
cies of a similar nature: high viewing of violent programs was related to 
both violent behavior and approval of violence. Among their teenagers, 
25 percent named a "high" violence program as a favorite, and 12 per
cent named a "moderate" violence program. Like other authors, Mc
Intyre and Teevan found violence viewing to be lower among girls than 
among boys. 

Perhaps the strongest evidence along this line is that reported by Rob
inson and Bachman (1971). They found positive relations between pref
erence for violent television programs and actual (self-reported) partici
pation in aggressive delinquent behavior among young men just out of 
high school. 

Among adult audiences, Israel and Robinson report that about 12 per
cent of Simmons's national survey samples were heavy viewers of pro
grams judged as the most violent serie.s on television. The violent pro
grams drew disproportionately large numbers of viewers from this 
group. Thus, although the "violence viewers" constituted only one
eighth of the total population, they provided one-third of the audience 
for violent programs. Israel and Robinson found this situation to be con
stant over a three-year period. 

A perhaps disturbing companion finding in Israel and Robinson's data 
suggests that the level of violence viewing increased consistently over 
the three-year period. Israel and Robinson chose their cutting points 
defining "high violence viewing" so as to maintain a relatively constant 
percentage of the total sample over the three years. In 1967, their cutting 
point was six hours or more of viewing of "violent programs." In 1968 
they had to raise the cutting point to 7.5 hours, and in 1969 to 8.5 hours. 

Israel and Robinson's data on adults parallel those reported for ado
lescent audiences. Men watch more violence than women. Negroes 
watch more than Caucasians. The poor and the less educated watch 
more than those with white collar status and those who have gone on to 
college. He found a particularly high rate of violepce viewing among 
male young adults who were high school dropouts-a group which he 
points out is higher than average in reports of actual violent behavior. 

Violent programs seem to gain relatively high levels of attention from 
their audience. In the Simmons surveys, respondents were asked to indi
cate in their viewing diaries the level of attention given to program., 
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viewed. In analyzing this data, Israel and Robinson found that programs 
of violence were given disproportionately high attention compared with 
other types of programs. Both the Bechtel et al. and the LoSciuto stud
ies had measures of attention level for programs viewed. Both report 
that programs of violence (as a category) did receive relatively high at
tention, but in neither case did the violent category lead all other catego
ries. 

Through their videotapes of people actually viewing television in 
home environment, Bechtel and his colleagues were able to measure the 
amount of time spent actually attending the television program while it 
was on. Among the families participating in the study, movies (and for 
children, children's programs) had higher attention levels than the vio
lent programs. LoSciuto's respondents were asked to record their levels 
of interest for programs viewed. His diaries showed the strongest inter
est in dramatic and family situation comedy shows. 

Not all television violence is found in the fictional programs. As the 
Mass Media Task Force to the National Commission on the Causes and 
Prevention of Violence pointed out, some of the bloodiest, most violent 
fare found on television is seen within the context of news programs 
(Baker and Ball, 1971). The impact of this remains to be documented. 

All the studies containing pertinent data agree that educational pro
grams are hardly watched at all by the vast majority of th~ population, 
adult and child. The sole possible exception seems to be Sesame Street 
among younger children. 

Viewing of television news was also generally quite low. On any 
weekday Israel and Robinson found, about 25 percent of the adult men 
and 22 percent of the adult women reported that they watched a national 
news program. In a footnote, the authors call attention to the fact that 
this figure is considerably lower than the Nielsen ratings for the network 
news programs in the same period, which showed a news audience of 39 
percent in the Nielsen homes. LoSciuto asked his respondents how fre
quently they watched news and obtained a figure very close to the Niel
sen ratings. Thirty-eight percent of his respondents said they watched 
network news almost every night, and half of them said they regularly 
watched a local newscast. 

There is an interesting apparent conflict between these findings-dis
crepant though they may be-and the results reported from the series of 
national studies by Roper, showing that most people now cite television 
as their major source of nonlocal news. In the most favorable of the 
findings above, only half the adults were regular television users, where
as over 90 percent of the Simmons samples said they read a newspaper 
daily. 

When they examined the day-to .. day diaries of viewing, Israel and 
Robinson found that there was a very high overlap of the news audience 
from one day to the next. They concluded that only 20 percent of their 
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adults could be categorized as regular news viewers and that these con
stituted the bulk of the audience for news program s on any given day. 
Indeed, among their large national samples, over half the adults man
aged to avoid watching a single national news program for the entire 
two-week period during which they kept diaries. However, they pointed 
out that the men who do watch the news gave outstandingly high atten
tion to the program. 

News viewing was also quite low among the respondents in the var
ious studies involving youngsters. McIntyre and Teevan (1971) report 
that only some 20 percent of their teenagers were news watchers. Lyle 
and Hoffman's young viewers lived in a market where there were many 
channels, so that several entertainment options competed with any news 
program. These youngsters almost totally avoided news programs, par
ticularly during the dinner hour. This was as true of tenth graders as of 
the younger students. 

Several studies were able to make separate analyses of program pref
erences for Negro and white students. All reported that programs fea
turing Negro characters were particularly popular among Negro young
sters. It should be noted that many of these programs-particularly 
Room 222, Bill Cosby, and Flip Wilson-were among the most popular 
programs for white children, too. Indeed, Lyle and Hoffman reported 
that among their first graders Bill Cosby and Cory, the son of Julia, 
scored high in both recognition and affect among both white and Negro 
children, but the results were attenuated among the Negro children. 
They found similar patterns among preschool youngsters. 

There were no network shows featuring Mexican-American charac
ters, so it is impossible to know whether a similar situation would exist 
for Mexican-American students. However, in Lyle and Hoffman's study 
town, the youngsters had available two UHF stations broadcasting al
most exclusively in Spanish, for the most part using programs produced 
in Mexico and South America. There was almost no viewing of either of 
these stations by the Mexican-American students, even though both fea
tured "soap operas," a type of program particularly popular with a large 
number of the tenth-grade Mexican-American girls. Only one or two of 
these girls named one of these programs as a favorite. 

WHY PEOPLE WATCH TELEVISION 

Much of the daily life of both children and adults is performed to the 
accompaniment of the television set. Whether it is actually being 
watched or not, there is a high likelihood in most homes that from midaf
ternoon on through the evening the television set wiI1 be turned on. In 
their 1961 report, Schramm et al. stated that children seemed to take tel
evision for granted (and the authors appeared somewhat surprised at 
just how blase the youngsters were). The evidence in the various studies 
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included here underlines the fact that this is even more the case today. It 
also shows that television casts a long shadow over the daily activities of 
most people-activities both within and outside the home. 

For the most part, people appear to use television to enrich their lives 
and/or to fill time. "Filling time" might be equated by some with "wast
ing time," but the value attached to this function of television viewing 
depends largely upon a variety of social and personal factors. For many 
people, sinlply having television to help them pass or fill time is "enrich
ment," even though the more critical might look on disapprovingly. Fol
ey (1968) found that many persons used television to help them forget 
pressures and problems. Such escape may be functionally beneficial for 
many people in some circumstances. The crucial question, of course, 
becomes the degree to which persons may become so dependent upon 
this relief that they begin to divorce themselves from the real world. 
More will be said about this later, but let us quickly note that Foley also 
reported that people use television as a vehicle to social interaction. It 
provided an opportunity for them to be with their family, a stimulus to 
conversation. 

Among the adults in LoSciuto's sample, the overwhelming consensus 
was that television viewing was primarily done for relaxation and enjoy
ment. In studies done in the early days of television-indeed as late as 
Steiner's 1963 national study-many expressed embarrassment about 
the possibility that they might use television in this manner. Such em bar
rassment was particularly prevalent among the white collar professional 
group. This embarrassment appears to have faded. Only a minority of 
LoSciuto's sample (about 12 percent) stated that they watched for "con
structive" purposes: to keep up with current events, to widen their 
knowledge, to improve themselves. By far the majority said that they 
watched for enjoyment and to occupy their time. Furthermore, most of 
them thought that their viewing was "worthwhile." Only a small num
ber thought this type of viewing was "wasting time." 

A similar approach-and lack of embarrassment-was found among 
Lyle and Hoffman's sixth and tenth graders. Greenberg and Dominick 
(1969a) report that among fourth and fifth graders, Negro youngsters 
and children from low income white families more frequently stated that 
they watched to learn than did children from higher status white fami
lies. The latter group were more likely to say they watched to be "excit
ed." This stands in strong contrast to the 1959 findings of Schramm et ai. 

One of the interesting aspects of Lyle and Hoffman's data was that 
they found relatively small differences in reported viewing time over the 
five-day period by blue and white collar children. A decade ago there 
were very distinct socioeconomic differences. 

These results suggest that there may have been a leveling in the differ
ences of viewing patterns by different socioeconomic groups. Howev
er, the white collar youngsters in the Lyle and Hoffman study were far 
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more critical and skeptical of television content than their blue collar 
classmates. Greenberg and Dominick also found that the lower status 
children were more likely to accept what they saw on television as real
istic. 

Among both adults and students, viewing w'as relatively opportunistic 
and unplanned. True, most of the studies reported considerable use of 
program schedules and guides, but it appears that while some programs 
might be preselected, unplanned viewing was likely to follow. The view
er often continued watching whatever came on next or flipped around 
the dial. Only 20 percent of the adults said that at least sometimes they 
found there just wasn't anything on that they wanted to watch. This per
centage was smaller than the percentage saying they sometimes had to 
miss programs they'd really like to have watched. The majority of the 
youngsters said that at least sometimes they did turn the set off because 
they couldn't find anything on that they wanted to watch. However, a 
majority also said that they most frequently just turned the set on and 
flipped around hunting for a program to watch. 

All-in-all, the answers on program selectivity (or the retative lack of it) 
and the generally low levels of involvement discussed earlier suggest 
that while television may be ubiquitous, it is frequently little noticed. 
Robinson goes further and develops the thesis that viewing time is ac
tuany a continuum of short periods of full attention to the set inter
spersed with periods of partial or non-attention. Thus the individual 
viewer "tunes in and out" during programs according to his evaluation 
of cues as to whether discrete episodes will or will not interest him. Rob
inson points out that if this is the case, it means that the viewer may see 
only the crime or the violence and not the retribution-or may see the 
retribution without seeing what provoked it. 

Regardless of the actual levels of attention during viewing, television 
is deeply integrated into our lives. The data on both adults and children 
testified to the fact that television plays a part in our daily lives far be
yond actual viewing. It not only serves to "fill time" while we view; it 
also provides topics of conversation both among members of the family 
and among friends, not only while we watch but in social interactions 
away from the set. And despite the low level of actual viewing, televi
sion news is used as frequently as newspaper items as a topic of conver
sation. 

With regard to intrafamily dynamics, it should be noted that television 
plays another important role, as a focus of parent-child conflict and of 
sibling rivalry. The amount of parental control of television viewing (or 
attempt thereat) was found to be small in study after study. 

Lyle and Hoffman, for instance, fonnd that the majority of mothers of 
their first graders said they made no effort to set hours or restrict the 
amount of viewing, although three-quarters did say they exercised some 
control over program selection. Similarly, Hess and Goldman (1962) 
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reported that mothers felt the choice of programs more important than 
the amount of time their children spent viewing. They believed that they 
were best able to judge which programs were good for their children, 
and they expressed the feeling that there must be "something wrong" 
with children who were heavy viewers. Yet, while they stated that the 
"good mother" was not indulgent regarding television, in half the homes 
children actually viewed at will. In practice, it appeared that the moth
ers' main concern was to help their children avoid programs featuring 
physical violence. In a large sample survey of Ohio mothers, Niven 
(1960) found that children controlled the set in the afternoons but that in 
the evening decisions were made by the family as a un;t. 

Among the mothers and teenagers interviewed by Chaffee, McLeod, 
and Atkin (1970), only ten percent of the families represented had es
tablished viewing rules for the children. However, many of the parents 
did seem to worry that they should be doing something to shape their 
children's viewing. About one-third of the students in Lyle and Hoff
man's study were aware that their parents either did try to restrict their 
viewing or had done so when they were younger. G,reenberg and Domin
ick (1969a) found that children in poor homes reported less adult control 
over viewing than their more fortunate peers. However, only one-third 
of these fourth and fifth graders said they had control over program 
selection. Three out of five said they were told they couldn't watch some 
shows, and two-thirds said there was a definite cutoff hour beyond 
which they were forbidden to watch. 

Over two-thirds of Lyle and Hoffman's students admitted that their 
parents at least occasionally complained about their viewing. Television 
was reported as a cause of parental complaint more frequently than any 
other medium, including radio and record playing. Most of the students 
also admitted that they at least occasionally quarrl!led over program 
selection. Such quarrels were much more frequent with their siblings 
than with their parents. 

One-third of the mothers in toSciuto's family groups mentioned that 
their children had been frighlen~d by something seen on television. Lyle 
and Hoffman asked their young children whether or not they ever suf
fered such fright. Forty percent of the first-grade boys and 59 percent of 
the girls said they were at least sometime~ frightened. About 70 percent 
of the preschool children gave this response. When asked what fright
ened them, the children most frequently cited monster cartoons and pic
tures. Care should be taken in interpreting this result. Children do enjoy 
being moderately frightened under at least some circumstances, and, 
significantly, some of the shows children mentioned as having fright
ened them were also named as their favorites. 

The same authors found that about 40 percent of both boys and girls in 
the first grade could remember dreaming about things seen on television. 
Some of the mothers interviewed by Hess felt that television was a 
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habit-forming source of nightmares. In a large-scale study of mothers in 
1963-65, Roberts and Baird (1971) found that almost 30 percent of the 
parents felt that television and radio hindered their children's falling to 
sleep at night and were a cause of bad dreams. Only four percent of Lyle 
and Hoffman's preschool mothers could recall instances of television
related bad dreams. 

Among his adult respondents, LoSciuto found a very low occurence 
of being upset by something seen on television. In the few cases where a 
respondent said he or she had been upset, the cause was almost always 
violent content seen on a newscast. 

In a study of adults, Hazard (1967) reported that he found high levels. 
of anxiety to be related to fantasy viewing, particularly among those of 
low socioeconomic status and those who had low levels of eultural par
ticipation. From his findings he inferred a causal relationship between 
anxiety and both low activity and high use of television for fantasy es
cape. 

LEARNING FROM TELEVISION 

So far we've seen that television news is regularly watched by only a 
rather small minority of the population, educational programs by a still 
smaller group (with the possible exception of Sesame Street among pres
chool children). Most people say they watch for entertainment and re
laxation. Yet did the adults interviewed by LoSciuto not only said they 
felt their viewing was worthwhile; many also felt that they were learning 
from what they saw. Similarly, a large majority of Lyle and Hoffman'S 
youngsters felt that they were learning from television at least some of 
the time. About one~quarter said that such learning occurred frequently. 

LoSciuto attempted to test for acquisition of specific knowledge COll" 

earning news, public figures, and principles of meteorology among this 
adult sample; Robinson reports data from a similar attempt with teenag
ers. The results offer little support for the idea that amount of television 
news viewing was related to being able to identify news events and fig
ures, but a positive relation was found with newspaper reading. The re
sults were somewhat more encouraging when viewing of weather fore
casts was related to meteorological knowledge, but still the relationship 
was hardly an impressive one. 

When asked directly what they felt they were learning from televi
sion, LoSciuto's adults gave vague answers about what might be termed 
"social learning": learning about the world, how to handle social situa
tions, how to cope with personal problems. He found that adults gener
ally accepted television dramas as reflecting life realistically. The results 
were strongly reminiscent of those reported by Herzog in her 1942 study 
of housewives' use of radio soap operas. 
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Gans got similar responses in his 1968 study of New York adults and 
adolescents: one-third said they thought television helped them under
stand personal problems and make decisions. He found that television 
was perceived as more helpful by those who thought they had more 
problems than others. Foley (1968) reported that some of his parents 
used examples shown in television programs as models or support in in
teractions with their own children. 

Gans (1968) states that his adolescents exceeded adults in believing 
that television gave illustrations relevant to their own lives. In the stud
ies included in the present volume, a somewhat different picture 
emerges, perhaps reflecting differences in methodology. For the most 
part, the students in these studies expressed at least some skepticism 
about the verisimilitude of television drama. Generally there was corrob
oration of the Greenberg and Dominick (I 969a) data which showed that 
minority and lower-class youngsters exhibited the highest acceptance of 
television as an accurate depiction of life, as a reliable means of "finding 
out what life is all about." 

Both the preschool and first-grade children studied by Lyle and Hoff
man were able to identify a large number and a wide range of television 
characters. Among the first graders there were considerably higher rates 
of correct identification of child characters than of adult characters
with the notable exceptions of Gilligan and Lucy, both of whom had 
phenomenal popularity among these young children. Further, among the 
first graders there appeared to be differences of affect: boys were more 
likely to have affect for male characters, girls for female characters; 
Negroes to have higher affect for Negro than for white characters. Un
fortunately, these allthors did not gather comparable data from their 
sixth and tenth graders. A study by Johnson, Friedman, and Gross 
(1971) showed that identification of characters was related to such fac
tors as socioeconomic status, race, and whether or not there was a male 
adult in the household. 

In their interviews with mothers of young children, Lyle and Hoffman 
found that the vast majority-nine out of ten-felt that their children 
were learning from television. Hess and Goldman (1962) also reported 
that mothers viewed television as an educational and enlightening expe
rience for their children. Among the California mothers, this learning 
was seen primarily as beneficial; only about one-fifth mentioned nega
tive learning. LoSciuto also reports that mothers in his sample said their 
children learned from television. At least some of them felt this leaming 
was not all good, that television was making their children too curious 
about such things as sex and drugs. 

As for the beneficial learning, Lyle and Hoffman were most frequent
ly told that television was increasing vocabulary and helping to prepare 
young children for school as well as teaching them "about life." This 
recalls the 1959 finding of Schramm et al. (1961). Youngsters in their 
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study town with television had Stanford-Binet oral vocabulary SCOI;es 
which, on the average, were one year higher than those of children iiI the 
study town without television. It might be further noted that the scores 
of the nontelevision town youngsters were in line with the normative 
scores of that period (which dated from the early 1930s). LaPlante (1969) 
found that preschool children did acquire a stock of sight vocabulary 
words from watching programs on commercial television, although he 
notes that the performance rates were not as high as had been predicted 
by some education writers. He reports that, relative to the whole group, 
boys and children from white collar homes had higher scores. 

Murray, Ward, and Lyle and Hoffman all found that children learn 
and repeat behavior they see on television at home. Murray's observers 
reported that many youngsters copied behavior performed by characters 
on programs while watching. When asked if they ever "played" things 
they saw on television, the majority of Lyle and Hoffman's first graders 
said that they did use television as a model for play with friends. About 
one-third said they sometimes used such themes in play by themselves. 
Little play of this type was reported before age five. 

Ward focused on the impact of commercials on children. The mothers 
he interviewed stated that their children were able to identify packages 
and brand names from commercials. He interprets his data as suggest
ing that television, particularly commercial content, has become a part 
of the child's informal training for adulthood. He found not only that 
commercials frequently served as a form of vicarious consumption by 
children, but also that they taught children about consumerism and 
product evaluation. These effects were positively related to interest in 
consumption, to positive attitudes on the part of parents to commer
cials, and to discussion of products and shopping between parent and 
child. The mothers felt that the impact of television was greater on 
younger children, and they gauged its influence by attempts of the chil
dren to influence product purchases. In analyzing the responses, Ward 
found that children's attem pts to influence purchases increased with 
mother's viewing time and with a positive feeling on her part about tele
vision. Similarly, the heavy viewing mothers and mothers favorable 
~oward television were more likely to perceive television as influencing 
their children, and they were more likely to yield to the child's attempt 
to influence purchases. Almost all the mothers of preschool children in
terviewed by Lyle and Hoffman said their children requested things seen 
in commercials. 

In his interviews with children, Ward found that wh;le kindergarten 
children didn't know the purpose of com m ercials, second graders had a 
clear understanding that commercials were trying to sell things. By the 
fourth grade, children were making clear distinctions between commer
cials and the products shown and had become critics of techniques used 
in the commercials. 



20 PATTERNS OF USE 

SELECTED ATTITUDES 

Several studies provide data on attitudes toward specific content of 
television: violence, sex, commercials, and news. Across all age groups 
commercials were the major focus of complaints and negative attitudes 
toward television. LoSciuto found that three-quarters of his respon
dents felt there were too many commercials, in contrast to less than half 
who said there was too much violence, and one-third who thought there 
was too much sex. The studies involving students showed similar or even 
stronger antipathies. For instance, the first-grade mothers interviewed 
by Lyle and Hoffman mentioned commercials most frequently in their 
volunteered complaints about television. Violence ran second. Howev
er, violence was first among complaints from preschool mothers. These 
authors report that the majority of their sixth and tenth graders felt 
commercials not only were annoying, but also were more frequently 
deceptive than truthful. 

In his intensive study about commercials, Ward found that by the 
second grade, youngsters were reporting mistrust of commercials based 
on personal experience. By the sixth grade, he says, the children were 
exhibiting "global mistrust" of commercials. Three-quarters said most 
commercials were too long, and almost as many found them to be an
noying and in bad taste. Among older students, commercials were criti
cized on a stylistic basis as well. 

However, it should be noted that attitudes toward commercials were 
not totally negative. Ward says that his youngest respondents appreciat
ed the entertainment aspect of some commercials. While fourth graders 
exhibited distrust, they did enjoy humor in commercials. The sixth grad
ers also enjoyed the humor, but they exhibited contempt toward com
mercials as well. 

Generally, the more time they spent with television, the more tolerant 
persons were of content, including commercials. There also appeared to 
be evidence of alleast a moderate tendency for minority and lower in
come groups to have less antagonism toward commercials. 

Only a small minority of both adults and children in the various stud
ies felt that there was too much news on television. A majority of the 
students-about two-thirds in the Lyle and Hoffman study-felt that 
television news was generally reliable. 

Lyle and Hoffman gathered data from their older students regarding 
attitudes toward social mores, "establishment," and authority. When 
these were cross-tabulated with various media use and attitude ques
tions, little relationship was found. For instance, negative attitudes to
ward the news were not correlated with negative attitudes toward au
thority. Heavy viewing of violent programs did not correlate with any of 
these measures. Negative attitudes toward commercials did not relate to 
"antimaterialism." But there was a significant relation between negat.ive 
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attitudes toward commercials and a rejection of television news as unre
liable. 

TELEVISION'S ROLE IN THE SOCIAL LIFE OF 
CHILDREN 

It has been frequently suggested by critics of television that excessive 
television viewing may interfere with a person's "normal" social life. 
This suggestion is based on the assumption that if one views great 
amounts of television, one must necessarily restrict other activities. 

Definitive answers to this problem are not at hand and, indeed, would 
require agreeGi€nt on what is "excessive" viewing and what is "nor
mal" social interaction. The present data provide some insights on the 
general question of television's impact on social relations and suggest 
that "higher than average" viewing alone is not necessarily related to a 
lower level of other activities. 

For one thing, as has been pointed out above, much television time is 
not actually viewing time. People often engage in one or more other ac
tivities at the same time they have the television set on. Further, most 
viewing is done in the company of the family, among whom there is fre
quent interaction while viewing. At least two studies have sUggested that 
television actually facilitates interfamily interaction. Foley (1968) re
ports that some respondents said they viewed as an excuse to be with 
their family or friends or as a source for conversation. Ward states that 
regardless of the attitude toward them, commercials did stimulate family 
discussion. 

Among their sixth and tenth graders, Lyle and Hoffman found that 
heavier than average television use did not necessarily correlate with a 
lower level of participation in extramural sports and organizations, hob
bies and artistic activities, after-school chores or work. Heavy televi
sion viewing without accompanying high reading was related to lower 
levels of such activities, but so was low use of all media, including tele
vision. Actually, children who were heavy users of both television and 
print were among the most active in all areas. Unfortunately, in their 
1959 data collection Schramm et al. (1961) did not obtain measures on 
these types of activities, so there is no basis for judging whether or not 
there has been a general decline in these activities as television has be
come more widespread. 

In his examination of cross-national data on adult populations, Robin
son found evidence that television not only reduced use of functionally 
equivalent media (such as radio and movies), but also seemed to reduce 
social interaction outside the home and to cause some trade off with 
chores. He also found that interaction with the family appeared to in
crease with the presence of television. 
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Lyle and Hoffman asked their students about loneliness, popularity, 
and their social interactions with peers. They found no significant rela
tionships between responses to these questions and the amount of tele
vision viewing. There was a trend in the first grade for these children 
who spent the most time with television to report the lowest levels of 
loneliness. However, they also found that this group reported lower fre
quency of play with others after school. This suggested that children 
with social problems at this age turn to television to find companionship. 
From the low level of loneliness, one might argue that television was 
successful in filling a void. 

Murray's results support this suggestion. He found that the very 
heavy viewers among his panel were the most likely to have problems of 
social adjustment: to be passive in interpersonal situations, bashful, 
more distractable. The longitudinal data on these children, it should be 
noted, showed that these children had exhibited these characteristics as 
early as age three. On this basis, Murray suggests that the heavy viewing 
may be a symptom, not a cause, of a retreat from social interaction. This 
recalls what Schramm et al. observed a decade earlier: that abnormally 
heavy use of television may occur "when the child retreats from un
pleasant problem s of reality to soothing fantasy and finds the difference 
so great and his responses so pleasantly reinforced by television, in con
trast to what happens to them in reality, that he retreats ever more deep
ly. " 

Further logical support for this view comes from the fact that the 
studies both of Murray and of Lyle and Hoffman report that young chil
dren had a higher preference for play than for television watching during 
much of their free time, particularly during daylight hours when it is 
possible to play out of doors. Even in the evening hours, when play 
opportunities are more restricted, play rivaled television as the child's 
most preferred activity. 

However, it should be noted that McLeod et al. (1971a, 1971b) report
ed a very low correlation between television viewing time and their mea
sures of alienation. Among their adolescents, the newspaper was the 
mostly likely route to "escape." 

The sixth and tenth graders in Lyle and Hoffman's study differed 
somewhat in their patterns of self-perceived reasons for using televi
sion. Both age groups primarily saw television as a source of entertain
ment or relaxation. The sixth-graders, particularly the boys, said they 
were likely to turn to television when lonely, but this was not true among 
the tenth graders. Most youngsters, with the exception of the sixth
grade boys, were more likely to seek out personal companionship when 
lonely or to listen to music than they were to turn to television. The use 
of television for relief from anger or hurt feelings was very low among 
both age groups, although it should be noted that more reliance upon tele
vision in this situation was reported by heavy viewers than by light view
ers. 
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A fact which stands out in bold relief in this data is the great impor
tance of music for the teenagers. "Listening to music" scored higher 
than "watching television" among the tenth graders for relaxation and 
entertainment as well as for relief from loneliness, anger and hurt feel
ings. Radio listening alone claimed more of the tenth graders' time than 
did television watching. When record lisiening time is added, the role of 
music in the everyday life space becomes even greater. 

Even among the sixth graders, music was beginning to play an impor
tant part in the child's life. 

In their 1959 data, Schramm et al. (1961) found heavy use of television 
to be related to con1iict with parents. Lyle and Hoffman did not find this 
relationship in their study, although it should be noted that they used a 
different, more detailed measure of parent-child conflkt. They did, 
however, find that conflict was positively related to high viewing of 
"most violent" program s. 

SUMMARY 

Overall, the studies suggest several changes over the dl~cade in the 
public's use of and attitudes toward television. It seems that more time 
is spent in the company of the set, but it appears that the level of atten
tion to program content fluctuates markedly. 

One recalls that in the early days of television, when people were first 
acquiring sets, they watched for great periods of time, then gradually 
reduced their viewing time. Today it appears that the set is largely just 
left on and the viewer "drops in and out" of programs. This raises the 
possibility that while television has become ever more interwoven with 
our lives, its hold upon our attention has perhaps been reduced. Indeed, 
one might ask if the public's general affect for television has perhaps 
fallen despite apparent increases in "viewing time." 

Certainly in one regard the public has become more critical of the 
medium. The present data showed a high level of antagonism toward 
commerCials, not only with regard to their frequency but also as reflect
ed in a strong tendency to reject them as deceitful, if not flatly untrue. 
This antagonism was stronger among teenagers than among adults. 

Lyle and Hoffman suggest that there has been a leveling of television 
viewing among young people-that heavy vs light viewing per se does 
not work as a predictor of mental ability, social class, parental conflict, 
and social isolation in 1970 as it seemed to do in 1959. Differences in atti
tudes toward the medium and in manners of use, however, do seem to 
continue to discriminate. Further, they found that although reported tel
evision viewing time had apparently increased, there was little parallel 
reduction in the use of other media. 

LoSciuto and Robinson interpret their data on adults as indicating that 
television was not displacing other activities valued by the individual, 
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but more likely was being used to fill time which overwise would have 
been filled by generally "nonconstructive" activities. Murray suggests 
that the socially maladjusted youngsters who were heavy viewers would 
have been maladjusted without television. What is disturbing is the evid
ence, like that of Israel and Robinson and of Robinson and Bachman 
(1971) that social misfits or those perhaps more prone to violent behavior 
are most likely to view violent programs. 

Although individuals may devote large amounts of time to television, 
primarily seeking relaxation, there is little in the data to suggest that this 
is turning them into escapists, social isolates, or deviants. 

But we do know that there is learning from television. Such learning 
can be good; it can also be bad. Ward's data suggest that effects of learn
ing from television can be strongly mediated by parental influence. 
Many of the studies mentioned above document that mothers feel they 
have evidence that their children, preschool-age as well as older, are 
learning from television. A sizable number feel that some of this learn
ing is bad, and considerable uneasiness is reported among mothers con
cerning the impact of television upon their children. It is therefore dis
turbing to read in so many of the studies that, despite uneasiness and 
intentions of mothers to guide the viewing of their young children, much 
of the viewing of even very young children is unsupervised, unmoni
tored. 

It is interesting, but not particularly comforting, to note that a recent 
report on the impact of television on Japanese children (Fum, 1971) 
comes to much the same conclusion.. The author concludes with an ap
peal to parents and teachers to undertake to systematically create good 
viewing habits. 

Greenberg, Ericson, and Vlahos report that viewing of violent pro
grams increased according to the amount of viewing ten-year-olds did in 
the company of their parents. Lyle and Hoffman suggest that parental 
influence may account for the fact that actual viewing of violent pro
grams was higher than their stated preference. One may well wonder 
who made the program selections which resulted in Mod Squad's being 
the most-viewed program among Murray's five- and six-year-old boys. 

With these findings in mind, it is difficult to be sanguine about the pos
sibility that parents will accept the responsibility for undertaking a sus
tained program of directing their children's exposure to television, even 
if they do recognize the potential impact of the m edium- good and bad 
-on their children. Giving the ubiquity of the medium, perhaps this is 
not only an unrealistic, but an unfair, expectation. 

One might have higher hopes for the schools, but it must be recog
nized that by the time the child reaches school, he has already accumu
lated considerable experience with television content, has acquired 
viewing habits, and probably has acquired knowledge and predisposi
tions from what he has seen. 
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There is also a quandary for the broadcaster, given the competitive 
nature of our broadcasting system. There is no one "child audience." 
Interests change rapidly as the child grows older. Sesame Street may 
appeal to preschoolers, but it's "kid stuff" once they enter school. Con
versely, the evidence is also clear that "adult programs" are likely to be 
seen by large numbers of youngsters, including some who are. quite 
young. What is the broadcaster to do: program nothing but "family-rat
ed" shows? 

Television today is an integral part of our everyday life. It appears 
that it is not an unmixed blessing. To the extent that it can be dysfunc
tional to individuals and (by extension) to the social fabric, the manner 
in which it is intertwined in our daily lives makes it an exceedingly diffi
cult problem to deal with. This does not mean it is an impossible prob
lem. But the findings reported herein suggest that even those most di
rectly concerned-the mothers of young children-do not have the will 
to come to grips with it. 
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Appendix 

Accurate measurement of television viewing behavior is a vexing 
problem, one which has long been recognized. Schramm et al. (1961), 
for instance, discussed it in Appendix III of their book, making use of 
discrepancies noted in results using several different approaches on the 
same children. The varieties of methodologies used in the studies in this 
series present several problems, as well as opportunities to make ob
servations on this problem. 

Running through all the studies was a general finding that people tend 
to overestimate when asked to estimate their daily viewing time. At 
least, the figures obtained through this approach generally are higher 
than those which result from more specific measures such as aided recall 
or diaries. 

The study of Bechtel and his associates is particularly valuable, in that 
it is one of the few studies which provides a check on the validity of self
reported viewing. In this instance the self-reports in diary form were 
checked against videotapes of actual viewing. The diaries provided 
much higher figures than the videotape observations for the same peri
ods of "viewing." 

The Bechtel et al. data is impressive both for its imaginative apr-roach 
and for the documentation it provides concerning the scope and diversi
ty of activities which may be concurrent with "television viewing." 
However, these authors developed their results from the standpoint that 
"viewing time" is only time actually spent looking at the television 
screen, or what is sometimes called "eye contact" time. 

This raises some very real questions about the nature of television 
viewing which must be faced in any attempt to measure viewing time. 
Foremost is the question of whether or not "attention time" is restricted 
to "eye contact" time. The housewife who irons in front of the televi
sion set has only limited eye contact with the screen. Does she consider 
that she is "watching television?" The man of the house who attends to 
various chores while having the set tuned in to a football game may only 
turn his eyes to the set when the aural cues alert him that a play is about 
to begin. Is he "watching television?" What about the children playing 
in a room in which the television is pouring forth a stream of cartoons? 

By Bechtel's criteria their viewing time would be limited to eye. con
tact time; yet if they were asked, they possibly would reply that during 
the entire period they were "watching television." The comparative 
analysis of the videotapes and the diary records suggests this is probably 
the case. 

Thus the Bechtel et al. study underlines the very real quandary of es
tablishing the validity of such measures. Objective measures such as eye 
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contact measures will produce one result, but viewer response may give 
another. It could be argued that the latter is perhaps the more valid mea
sure in terms of reflecting the respondent's orientation to the television 
screen. He or she may not be actually watching, but an ear is cocked, so 
to speak, so that at critical moments they can focus their attention on the 
set. 

Bechtel and his associates have, in effect, documented what informal 
observation has suggested: television viewing is a complex of behaviors 
which occur at different levels of attention. This situaton is very likely a 
major contributor to the overestimates of viewing time which result 
from abstract self-assessment. 

The encouraging fact that emerlSes from these various studies, where 
it was possible to compare various self-reports and objective measures, 
is that regardless of the discrepancies in measures of time spent viewing, 
the measures are positively correlated. In other words, a person who is 
classified as a heavy viewer by one meunure generally turns out to be a 
heavy viewer according to the other measures. Similarly, light viewers 
tend to be light viewers by whatever measure is used. 

The import of this is that perhaps we would be wise to deemphasize 
reports of specific viewing time and deal more in categories of relative 
use. Certainly until we have solved the definitional prol?lem of "viewing 
time," this is true. But the individual fluctuations from day to day docu
mented by Lyle and Hoffman suggest that, even with a better definition, 
caution should be exercised in using measures which are based on be
havior on a single day or even on an "average day." 

LoSciuto's study underlines the difficulty of obtaining diary records 
and particularly measures of attention level and interest through self
administered diaries. He had a 28 percent initial loss of households 
whose members refused to cooperate even for interviews, and only 45 
percent of the original sample provided both interviews and diaries. But 
significantly, he reports that 80 percent of the diaries that were obtained 
had few descriptive or meaningful responses to the open-end questions; 
only 5 percent had abundant meaningful or interesting answers. 

The study by Greenberg, Ericson, and Vlahos is one of the most de
tailed documentations to date of the dangers of using mothers as inform
ants concerning their children's viewing behavior. Working with ten
year-olds and their mothers, they found that the children reported twice 
as much viewing time as that estimated by their mothers. Similar gross 
discrepancies were found in the reports of viewing of violent programs 
given by the children and that estimated by their mothers. Mothers also 
tended to underestimate the reality of television for the child and of soli
tary viewing by the child. 

In sum, the authors state, "Mother and child tended to disagree sharp
lyon whatever television behavior was being analyzed, but there was no 
systematic relationship among the discrepancies across the measures." 
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This makes the Lyle and Hoffman work with first graders and pre
school-age children particularly interesting. While the children were not 
ab1e to estimate amounts of time viewed, the majority of children as 
young as three were able to provide information on their general pat
terns of viewing and of the viewing environments in their homes. The 
investigators were able to obtain information on actual viewing time and 
program selection for the first graders by having interviewers go through 
the previous day's log with the children. This was time-consuming and 
required considerable patience, but it was possible. There remains the 
problem of how reliable and valid the children's reports were, for Lyle 
and Hoffman were able to make no checks. 

One further, personal, observation is pertinent. The present author 
supervised the field work for several of the 1959 studies reported by 
Schramm et al. and supervised the work among the tenth graders in the 
1970 study of Lyle and Hoffman. A very definite change of attitude was 
apparent among students of this age. A decade ago the dominant re
sponse of students was one of interest and cooperation. In 1970 the re
sponse was more likely to be one of acquiescence mixed with occasional 
complaint and outright hostility. Because the data was collected within 
the classroom, the students did participate and most appeared to be 
honest in their responses. But without the aura of classroom authority, it 
is doubtful if participation would have been as complete. Informal dis
cussion with the classroom teachers on this situation brought forth 
comments by them that this was a reflection of general changes they had 
perceived in the attitudes of their students over recent years. 

Perhaps the general import of all these observations is that in the fu
ture it will be advisable to concentrate more on depth personal inter
views and observations rather than on large sample surveys. Further, it 
may well be more meaningful to put more focus on actual program selec
tions and attention than on viewing time per se. 
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FOOTNOTES 

1. Broadcasting Yearbook, 1971. 
2. Some reservations may be entertained about this findin~ since, as 

noted above, the reports of both program favorites and viewing be
havior were provided by the parents themselves. Greenberg, Ericson, 
and Vlahos provide data which fuLse serious questions about the val
ue of such parental reports. 
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A National Inventory of 
Television Viewing Behavior 

Leonard A. LoSciuto 

Institute for Survey Research, Temple University 

For close to a quarter century, television has been a central American 
institution with almost universally acknowledged implications for perva
sive influence on attitudes and behavior. Television has even radically 
affected other sources of influence on American society. For example, 
the content of the other mass media has drastically shifted-movies to 
provide entertainment fare not available on television ("spectaculars," 
nudity), radio and magazines to arrange content which appeals to spe
cialized audiences, newspapers to emphasize more pictures and shorter 
stories. 

33 
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Such positive effects as increased vocabulary of primary school chil
dren have been attributed by some to television. On the other hand, it 
has been suggested by other social observers that television has detri
mentally rearranged the basic manner in which man perceives his envi
ronment, has increased his appetite for trivial goods, and has even de
creased his sensitivity to the pain and suffering of his fellow man. 

All in all, the effects of television on American society remains a topic 
of considerable speculation, with little empirical evidence to substanti
ate the most interesting of these effects. For example, the effects of vio
lence on television is a present topic of particularly heated debate. A 
number of laboratory experiments (Bandura, 1965; Berkowitz, 1965) 
have amassed evidence which strongly suggests that antisocial behavior 
can be stimulated by viewing aggressive content either on film or on tele
vision. However, there is ample precedent for taking a skeptical view of 
the applicability of these results to the effects of real-life viewing. Hov
land (1959), reflecting on his classical laboratory studies on the effects of 
the mass media, noted the limited generalizability of his body of re
search findings about attitude change to ongoing attitude processes in 
the natural environment. He recognized that in the laboratory the exper
imenter has control over the messages the audience receives, while 
outside the laboratory audiences tend to select messages according to 
their already existing predispositions; that in the laboratory setting only 
short-run changes are usually observed, while in ongoing life the cumu
lative effects of media are crucial; and that individuals in experiments 
are not allowed to interact with their peers, while this is perhaps the 
most powerful barrier to at.titude change in real life. 

Of course, none of these factors is enough to invalidate the results of 
laboratory studies, since conditions in these studies were deliberately 
established to allow the maximum likelihood of effects to be shown, 
rather than attempting to replicate real-life situations. Nevertheless, it is 
unfortunate that better information is not available on the conditions of 
home viewing so that one could at least estimate how serious these dif
ferential viewing conditions are. In general, it is surprising to discover 
how little is known about the patterns of viewing behavior in the United 
States, even about as basic a statistic as how much time people watch 
television. For example, probably the most widely cited indicator of the 
pervasiveness of television in American culture is the amount of time 
that people spend in front of the set. 

Yet a review of the various methods of collecting data on time use 
reveals that certain systematic differences derive from differing metho
dological approaches. Nielsen's "audimeten" produce the largest esti
mates of viewing, because these devices record the total time that the 
television set is on for the entire household and, of course, not all family 
members necessarily view the set while it is on. In fact, when Allen 
(1965) took pictures of the home television audience, he found that dur-
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ing 20 percent of the time the set was on, no one was within its viewing 
area. Schramm, Lyle, and Parker (1961) found systematic differences in 
viewing time according to the type of question that was employed in the 
interview; an unsupervised diary elicited almost 20 percent less reported 
viewing than aided recall methods. In preliminary research carried out 
by National Institute of Mental Health staff members, a question asked 
by the Roper (1969) organization (requiring respondents to estimate how 
much time they viewed on an average day) generated television viewing 
estimates for about 250 adolescents that averaged out to be 50 percent 
larger than if the adolescents were asked how much time they had 
viewed "yesterday." The difference is not explainable in terms of dif
ferential viewing by day of the week. 

However, Robinson (1969) reported that in many instances differ
ences of such magnitude were obtained by researchers using even the 
same basic methods and questions, so that methodological reasons alone 
do not account for the failure of researchers to agree on a single estimate 
of television viewing. Robinson's own research (which produced a rela
tively low estimate of television viewing time), utilizing a diary in which 
respondents reported all of their activities for one particular day, pro
vided one likely source of discrepancy. This was viewing as a "second
ary" activity-that is, viewing while reading, eating, talking, etc.
which comprised almost 30 percent of television viewing time. 

Nevertheless, since the purpose of this research instrument was the 
description of all behavior, sufficient attention was not given to the sub
tleties involved in isolating the actual amount of viewing in such multiple
activity circumstances. Reasonable but arbitrary coding procedures 
were devised to deal with this problem so that quantitative analysis 
could proceed, but it is obvious that future studies should focus more 
attention on the problems attendant to the analysis of secondary activity 
viewing. 

It seems worthwhile then to investigate not only amount of viewing 
time (which must be estimated by a number of different methods) but 
also conditions and contexts in which viewing takes place. It aiso seems 
worthwhile to investigate self-reported "effects" of the programs that 
are viewed with an eye toward answering questions such as: What as
pects of the program provided most enjoyment and most interest? Did 
the viewer learn anything or claim to learn anything by viewing the pro
gram? If the program was of a dramatic nature, did he find it mainly real
istic or unrealistic? Was there anything in the program that was objec
tionable or upsetting? Which was more interesting, the basic story line 
or the character development? Was any behavior seen that the viewer 
himself would consider appropriate in his own life? Even more funda
mentally: Why do people watch television? Are no alternative activities 
available? How much do people watch even when the available content 
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is distasteful, as in the case of a dull political preemption on all net
works? What activities draw them away from their sets and how often 
do they feel that they would rather have watched television instead? 
Only through testing is it possible to determine whether reliable informa
tion of this type can be elicited in the survey research setting. 

In assessing effects, the factor of attention to the set may well turn out 
to be a pivotal variable. In Allen's (1965) time series photographs (which 
unfortunately have been destroyed), even when there was someone 
within viewing range of the set, a substantial minority of viewers did not 
have their eyes on the set at all. (Whether this means that they were not 
"attending" to the set in any way is another question entirely, one only 
partially covered in the present study.) Two other studies (Simmons, 
1967; Steiner, 1966) indicate somewhat more attention to the set than 
Allen's research, but even here only about two-thirds of the time was 
the potential audience paying full attention to the set. Both studies 
found less attention to the set for women, for younger persons, and for 
the better ed ucated. 

There are undoubtedly a number of other variables that would provide 
significant insights into the functions of everyday television' viewing 
beyond those already discussed. For example, under the heading "ef
fects" one can think of results such as information gain, attitude 
change, euphoria (as when one's favorite football team wins a big 
game), discontent (as when an unpopular political figure appears on the 
screen), and relief from loneliness. 

It is obvious that survey interviews can shed light on only a few of 
these issues (especially in a single study), but it seems worthwhile to 
begin exploring methods of gauging these subtle social effects of televi
sion which have thus far been ignored in empirical research. 

GENERAL OBJECTIVES AND SCOPE OF THE STUDY 

The major purpose of the present survey was to collect benchmark 
data relating to television viewing behavior in the United States. Such 
data are necessary prerequisites to understanding the degree to which 
the effects of television programs are seriously influenced by certain sit
uational factors in the television viewing environment. Towards that 
end, a national sample of 512 individuals selected by probability sam
pling methods were interviewed concerning their television viewing 
behavior. Individuals provided unique data on their usual uses of televi
sion and other media and attitudes toward various facets of television 
content. Data were collected to fill in gaps in the current state of know
ledge about how people use television in everyday life. 

There have been few attempts to describe the viewing habits of Amer
icans beyond the behaviorally superficial nose-count data collected reg
ularly by Nielsen and the rating services. It is true that Steiner (1963) 
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collected a considerable amount of descriptive data, and many parts of 
that study are currently being repeated. The present study, however, 
deals with aspects of television viewing not captured in this replication 
and was conducted with full knowledge of the Steiner replication effort 
(through the kind efforts of Robert Bower of the Bureau of Social Sci
ence Research who is responsible for this replication). The focus in the 
survey reported here is not on the meaning of television for each individ
ual, but rather to a large extent on how people actually behave and react 
when the television set is on. 

lt should be pointed out at the outset that financial limitations and the 
highly exploratory nature of the data collection demand that the study 
be viewed strictly as a pilot project. In spite of this, it was deemed advis
able to employ a national sample, rather than one from a more limited 
geographical area, in order to capture a fully representative range of 
responses to television. Moreover, the cost differential of the local vs 
the national survey was marginal for the increased representativeness 
gained. 

There is little to dispute that the small basic sample size may force 
social researchers to consider the study deficient for the usual estima
tions attempted from national surveys. Since many social analysts still 
feel sample sizes as large as 1,500 are insufficient for estimations of na
tional characteristics, we cannot hope to convince such persons that 
samples of one-third this size are almost as useful. And the effective 
sample size was further reduced by another feature of the study design 
-the decision to sample whole family units and all individuals 12 years 
of age or over in such households. This clustering effect reduced the 
effective sample size to about 250-the number of households partici
pating in the study. Again, our purpose was to move into hitherto unex
plored territory with new and interested que~tions, rather than to pro
vide precise body counts. 

Our study design was meant to focus on population characteristics on 
a gross leve1. We were interested, for example, in the gross proportion 
of the population that used printed television guides to choose television 
programs whether it was 30 or 60 or 90 percent. Since an effective sam
ple size of 250 ]s sufficient to estimate proportions within a ± 7 percent 
range with 95 percent confidence, it was thought to be of sufficient size 
to provide answers to such broad inquiries. It was thought that the more 
provocative results obtained from this survey could subsequently be 
replicated using much larger samples. (It should be pointed out that even 
a simple random sample of 1,500 has a ± 3 percent tolerance range.) In 
any case, this project was conceived as a pilot inventory of television 
viewing, intent on exploring many complex aspects of the phenomenon, 
with little regard for generating precise inferences to population parame
ters. 
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Perhaps the major disadvantage of the small sample size is the lack of 
sufficiently stable bases from which to establish the correlations of tele
vision use variables with various background and psychological factors. 
Some attempt in this rather risky direction is made in a separate report 
by Dr. John Robinson, who consulted with ISR on various aspects of 
this project. The present report will concentrate instead on overall de
scriptions of the many facets of television viewing that were investigat
ed. Time constraints have also played a role in this formatting, since we 
have had only two months after the data decks were properly cleaned 
and available for analysis to complete this report. Much of the data are, 
therefore, presently reported in undigested form. Far more thorough 
analyses of these data are planned for the future. 

The measuring instruments employed in the study were designed from 
a mUltiple indicator perspective. That is, it is assumed that there is no 
single way of asking a question on a survey that perfectly and reliably 
satisfies all the aims of the researcher. The different formats at times 
make the estimation process in survey research a formidable task. 

A prime example of this phenomenon is the seemingly simple matter 
of estimating how much time is spent watching television, toward which 
goal a good deal of effort was expended in the current study. We ap
proached this question from three perspectives: (1) gross subjective es
timates of how much time respondents thought they watched television 
on an average day; (2) recalling from a television guide all the programs 
and time spent watching television on the preceding day; and (3) the 
amount of viewing recorded in a log of viewing activity which re
spondents kept for a one-week period. It will be seen shortly that dra
matically different estimates are generated by the three procedures. 

A large number of viewing parameters were estimated by this "trian
gulation" from gross subjective reports, recall of viewing immediately 
preceding the interview, and daily recordings of one week's viewing ac
tivities. The major viewing parameters involved, in addition to time 
spent viewing, consisted of reasons for viewing, intensity of viewing, 
the degree to which television content brought pleasure or discomfort, 
and other self-reported effects of television content. In addition, non
triangulated information was collected on what people appear to learn 
from watching television, their use of other mass media, mother's re
ports on viewing of their children under 12 years of age, the number and 
type of sets available for viewing in the home, and, to a very limited ex
tent in the present report, personality characteristics (e.g., aggression, 
alienation) that might relate to various facets of television viewing. 

METHODOLOGY AND COMPARISONS WITH OTHER 
DATA 

We recognized that data collection in this relatively new research area 
would ideally be accomplished over a long time period, with several pre-



NATIONAL INVENTORY 39 

testings employing rigorously designed experimental procedures to 
provide cross-checks of various methods of eliciting viewing data. Time 
constraints, however, allowed only two experimental pretests on nine 
households each to improve the questionnaire and study design. All 
conditions for the pretest except sample selection were designed to re
flect the way the study was to be carried out in the field. 

Data collection in general 

The questionnaire, which may be found in Appendix A, was designed 
to (and did) take about an hour's interviewing time for the average re
spondent, including a small self-administered portion. A second data 
collection instrument was a television diary-a copy of which is in Ap
pendix B. The diaries were to be filled out by each individual in a house
hold over a one-week viewing period. 

The present study was designed to be conducted in two waves. It was 
thought desirable to interview about half the sample during one one
week time period and the second half during another one-week period. 
The advantages of such a procedure are several-for example, if one 
separates the two periods by a sufficient length of time, one is able to 
amend the second wave questionnaire on the basis of experience with 
the first wave. One may also make other adjustments in the interview 
process, such as clarifying instructions to interviewers. Another advan
tage is the ability to use many of the same interviewers on the two waves 
and to keep the number of interviewers relatively small for control pur
poses. Still another reason for the two waves is the likelihood of cancel
ling out chance factors which might spuriously affect the results of one 
wave, but which probably would not affect the other. 

The particular weeks chosen for diary keeping were those beginning 
Saturday, November 14 and Saturday, December 12, 1970. It was rea
soned that these periods were far enough in advance of the Thanksgiv
ing and Christmas holidays to reflect typical rather than holiday viewing 
patterns. It should also be noted that not all interviews were completed 
during these one-week periods. Interviewers were actually given two 
weeks beginning with November 11 and December 9 respectively (and, 
in rare cases, three weeks when necessary) in which to collect the inter
views from all household members. However, the diaries were to be 
filled out by each family member during the specified one-week period, 
and virtually no deviation from this rule was permitted. 

Interviewing procedures and problems 

No unexpected national or local events of particular significance seem 
to have transpired during the study weeks to affect the television view
ing pattern of the sample. As the second wave went on, however, it was 
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necessary to conduct a number of interviews during the week right be
fore Christmas, which may have affected viewing behavior to some ex
tent. 

A total of 118 interviewers worked on the study. Of these, 27 worked 
on wave 1 only, 25 were employed for wave 2 only, and 66 conducted 
interviews on both waves. All those collecting data were professional 
female interviewers, each of whom had been trained by ISR in general 
interviewing techniques and in the specifics of the study. Specific study 
training in this case was by mail. A very detailed manual of instructions 
was sent to each interviewer describing not only the questionnaires and 
diary, but the basic approach to be taken and steps to be followed in so
liciting cooperation. 

Interviewers were told to follow the screening form and questionnaire 
instructions exactly so that all potential respondents would be recruited 
in the same way. First the door answerer was to be told that the study 
was under the auspices of the Department of Health, Education, and Wel
fare and that it had to do with television viewing. Respondents were not 
told about the diaries until an interview had been taken with the male or 
female head of the house. Immediately after that initial interview, re
spondents were asked to cooperate and to promise the cooperation of 
other family members of 12 years of age or older in being interviewed 
and filling out diaries. One- or two-person households were offered 
$5.00 for cooperation, including diary keeping, while three-member or 
larger families were offered $10.00. It was felt that at least this much 
inducement was necessary for success of the study. 

After gaining the cooperation of the male and female heads of house, 
interviewers had to call back to complete other interviews in the house
hold, to check on the way diaries were being filled out, and finally to col
lect the diaries after the one-week viewing period. 

A sample of each interviewer's work was checked for error and gener
al quality before she was allowed to proceed with her assignment. Fur
ther, each household in which interviews were conducted was contacted 
by mail after the study and asked to fill out and return a validation form. 
A random sample of the nonreturns were then telephoned for purposes 
of validation. Neither mail nor telephone validations revealed significant 
problems with regard to honesty or accuracy of information collected by 
the interviewers. Copies of the validation forms may be found in Appen
dix C. 

Since it is anticipated that studies like the present one (though more 
extensive in scope) will be carried out in the future, it is worthwhile to 
note the general and specific problems that were experienced in con
ducting this survey. Perhaps most worthy of note is that although com
pletion rates were not particularly high, field administration personnel 
and interviewers reported relatively few fundamental problems and 
frustrations in staffing and in field work, since the topic was offensive or 
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sensitive to very few interviewers or respondents. The field and related 
problems that did arise were largely the result of two study design fea
tures-multiple interviews per household and the task of diary comple
tion. 

With regard to mUltiple interviews, logistics problems in setting sam
ple size and compromises with regard to clustering effects. have already 
been discussed. The related problems of intrac1ass correlations and pos
sible contamination through discussion of household members may be 
considered undesirable consequences of the decision to conduct multi
ple interviews within households. On the other hand, of course, such a 
design not only is economical, but also permits examination of family 
viewing patterns. It also obviates the necessity for statistical weighting 
according to household composition, since all eligibles within a house
hold are selected for interviews. 

One direct consequence of multiple interviews is that a screening re
fusal or a refusal of the head of household generally means that no inter
views will be completed in that housing unit. This is mitigated by the 
advantages of added likelihood of participation of all household mem
bers in initially cooperative households. 

Diary keeping for one week turned out to be a difficult requirement for 
many respondents and for many interviewers. Some of the problems 
outlined were unique, although most are common to virtually all studies 
employing diaries. The interviewers encountered a number of refusals at 
the diary request stage from people who had agreed to give interviews, 
despite the fact that incentive was offered for diary keeping. The necess
ity for this incentive is itself a problem and the actual amount is another. 
While providing a morale lift for the interviewer and some motivation 
for the respondent, it also creates a great deal of extra paper work re
garding receipts, checks, etc. However, it is probable that diary keeping 
would be refused considerably more often without some inducement. 
(The diary and interview completion rates are given in the next section). 
Interviewers had to make a number of diary-related calls on each house
hold-to secure initial cooperation, to see that they were being properly 
filled out, and to collect them at the end of the one-week period. (It 
might be added that the physical bulk of the diaries and interviews to
gether made these calls somewhat awkward for the interviewer.) 

However, even with all these calls, it was not always possible to ar
range for each member to fill the diary out himself. In these cases female 
heads of house were allowed to do it for other individuals-m eaning that 
recorded responses and reactions were not always the respondent's 
own. Further, as in many surveys, females tended to be somewhat more 
cooperative than males, so that often the point of view which is missing 
is that of the male head of the house. 

The timing of the various parts of the survey was unavoidably incon
sistent; individuals were interviewed at different points in time from 
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when they started their cliaiies. Since individuals were interviewed on 
different days, the influence I)f days of the week had to be taken into 
account in assessing the questionnaire results. 

Another set of difficulties resulted when interviewers, despite careful 
instruction to respondents and actual checking, were not always able to 
insure adequate diary completion. Many responses are cryptic and some 
missing completely. There is, of course, often more resistance to writing 
a response than to verbalizing one. In addition, respondents to a diary 
are able to avoid responses that send them on to other questions, so that 
replies to contingency questions may be somewhat restricted. Indeed, 
ratings of diary quality which were assigned by ISR's Coding Depart
ment showed the majority of diaries to have at least some inadequacies. 
Only two were regarded as completely unusable, however. 

Interviewers sometimes found respondents who would not continue 
after a few days of diary keeping, so the one week time period may have 
been overlong and tedious. Perhaps in future studies it may be better to 
collect some information over the full week, with most questions con
cerning only the previous day or two. 

Other field problems which materialized were for the most part poten
tial obstacles in all national survey work-for example, winter weather, 
slowness of mail, and errors in questionnaire printing-so little can be 
gained by outlining them. However, it should be pointed out that such 
factors substantially affect both com pletion rate and the rates at which 
interviewers may be expected to drop out of the study. 

Coding procedures and problems 

The complexity of a particular coding assignment is determined by a 
number of factors: the size of the sample; the length of the question
naire; the form in which the data is collected-whether it can be key
punched directly from the questionnaire and, if not, the extent to which 
it must be transformed by the coder; the extent to which the codes have 
been finalized at the time the coding operation begins; and the amount of 
copying and tallying of individual responses required of the coder. 

In this study, the size of the sam pie was relatively small and the ques
tionnaire was not of unusual length. However, in respect to the other 
factors mentioned, coding of this interview questionnaire was a relative
ly complicated assignment. 

First, it was necessary to transfer data from the questionnaire to code 
sheets for keypunching. For only 70 of the 350 variables were precodes 
in the questionnaire used. In the remaining 280, some transformation of 
the data was required. These variables included those for open-end 
questions; others where the coder referred to a list of items, such as 
names of television programs, magazines, or colleges; and still another 
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group where summary codes were used, requiring the coder to summa
rize data from several questions, often from different sections of the 
questionnaire. 

Contributing to the complexity of the coding task was the need to re
fer frequently to television guides in order to code a program title and 
the day and time of watching. A further complication was the fact that 
codes for approximately a fourth of the variables could not be finalized 
until coding of the first wave was near completion. Tallies were kept of 
these responses, and when final codes were constructed, it was neces
sary to go back to the questionnaires and transfer sheets to complete the 
coding. 

There was considerable variation in the amount of time required to 
code a diary, since this was dependent upon the quality of the diary 
keeping and the number of programs watched during the week. The 
major problem encountered was the failure of the person who kept the 
diary to record the exact name of the program watched or the time it 
began or ended. Again the television guide was used and the coder was 
able in most cases to secure from this source the omitted information. 
Extensive check coding and card cleaning operations were also required 
because of the nature of the data. 

Although there were many problems in coding this study, one positive 
aspect was the high degree of involvement and interest the coders 
seemed to have in the project. 

The sample 

The nature of the study objectives seemed to necessitate only a rela
tively small sample, which would admittedly have the disadvantage of 
high sampling error so that precise projections to the population could 
not be made. A sample size of at least 200 families was initially agreed 
upon as necessary to meet the minimum requirements for the study. In 
fact, the actual final number of participating families in the study was 
252. Sample size determinations were naturally accomplished through a 
set of considerations involving compromises. For example it was felt 
that if the sample size were relatively small it would be possible for in
terviewers to interact more often and more fully with household mem
bers. 

At the same time, capability of making some inferences to the national 
population was desirable. These inferences cannot be based on pre,else 
data, since a simple random sample size of 250 estimates a population 
percentage of 50 percent with only seven percent accuracy. And al
though all family members 12 years of age and older within each house
hold were to be interviewed, the actual consequent increase in sample 
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size (to 512 interviews and 452 diaries) is compensated for to a large de
gree by the increase in clustering resulting from taking mUltiple inter
views per household. Therefore the effective sample size is radically 
reduced. 

The sample was selected in two stages. The first was the selection of 
49 primary sampling units, and the second was the selection of two clus
ters of average size 3.6 housing units within each selected primary sam
pling unit. The primary sampling units were each comprised of 10,000 
housing units (in 1960) which in most cases were located in the same 
county or in a contiguous set of counties. The primary sampling units 
were stratified by census division (as defined in the 1960 Census of the 
United States) and by location in a central city of a Standard Metropoli
tan Statistical Area (as defined in the 1960 Census), suburb of a central 
city, or nonmetropolitan area. 

The two clusters of dWellings were selected randomly within each 
primary sampling unit included in the sample. Within each sample clus
ter the housing units were located on the same block or in a contiguous 
set of blocks, but the housing units were not adjacent to one another. In 
most cases they were separated by an interval of five to 15 housing units. 
The dwellings in each sam pie cluster were subdivided for inclusion in 
the first and second waves of interviewing. On the average, 4/7 of the 
dwellings in each cluster were included in the first wave and the remain
ing 3/7 in the second. A total of 354 housing units were selected, yielding 
348 eligible households. As we have said, 252 of these households par
ticipated in the study. Each sample dwelling was selected with equal 
probability so the sample can be considered to be self-weighting. 

Com parisons of ISR sam pie and U.S. Census 
data 

Tables 1-7 present comparison of our sample with U.S. population 
data. In general it may be said, summing up all the tables, that sample 
characteristics do not differ greatly from those describing the population 
at large. 

Table 1: Geographic region-U.S. population and sample data 

1970 ISR 
census sample 
(100%) (100%) 

New England 6% 11% 
Middle Atlantic 18 9 
East North Central 20 19 
West North Central 8 12 
South Atlantic 15 21 
East South Central 6 5 
West South Central 10 6 
Mountain 4 4 
Pacific 13 12 



NATIONAL INVENTORY 

Table 2: City size-U.S. population and sample data 

Center cities more than one million 
Suburbs of above 
Center cities less than one million 
Suburbs of above 
Nonmetropolitan 

1969 
census 
(100%) 

15% 
20 
14 
16 
35 

ISR 
sample 
(100%) 

12% 
19 
9 

25 
35 

45 

Preliminary examinations of the marginal distributions showed no 
significant differences between the demographic characteristics and the 
survey results for waves 1 and 2. Also no differences in completion rates 
and related data were found between the two waves. Therefore, this 
report concerns itself almost exclusively with the combined results of 
both waves. However, a full set of marginals for waves 1 and 2 are in~ 
eluded as Appendix D to the report, should the reader wish to view the 
basic results separately for each wave. Also, responses to some key 
questions in the study are compared for the two waves in Table 15. 

Table 3: Occupations-U.S, population and sample data 

1969 
census 
(100%) 

Professional 16% 
Managerial 17 
Clerical 7 
Sales 5 
Craftsmen and firemen 21 
Operators 19 
Laborers (nonfarm) 5 
Service 6 
Farm labor 4 

Table 4: Sex-U.S. population and sample data 

Male 
Female 

1970 
census 
(100%) 

49% 
51 

ISR 
sample 
(100%) 

45% 
55 

ISR 
sample 
(100%) 

14% 
16 
4 
5 

21 
18 

3 
10 
8 

Tables 1 and 2 reflect the results of the basic sample stratifications of 
geographic region and city size. Comparing these results with census 
data, it is evident that, geographically, the sample somewhat overrepre
sents the New England, South Atlantic, and West North Central 
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states, while underrepresenting the Middle Atlantic and West South Cen
tral states. The implications of these imbalances are not at all clear, 
since consistent differences among these groups of regions are not par
ticularly prominent in the survey data. 

Table 5: Race-U.S. population and sample data 

1970 ISR 
census sample 
(100%) (100%) 

White 88% 85% 
Black 11 13 
Other 1 2 

Table 6: Age (12 years and aided-U.S. population and sample data 

1969 ISR 
census sample 
(100%) (100%) 

12-19 20% 21% 
20-29 18 22 
30-39 15 12 
40-49 15 16 
50-59 13 11 
60-69 10 10 
70 and over 9 8 

Somewhat fewer large center city residents are included in ISR's 
sample, and more residents of suburbs of smaller cities. But viewing 
data are not much different for these groups either. 

Table 7: Education-U.s_ population and sample data 
------.--------------~ 

None-7th grade 
8th grade 
9-11 th grade 
12th grade 
13-15th grade 
16th 
16th + 

1969 
census 
(100%) 

14% 
14 
22 
32 
10 

5 
3 

ISR 
sample 
(100%) 

14% 
12 
23 
29 
11 

6 
5 

Table 3 presents standard occupational breakdowns for employed 
male adults in the United States (U.S. Census) and for heads of house, 
male or female, in the ISR sample. Since no census data were available 
specifically for male and female heads of hOllse, it was thought that the 
distribution of employed males might provide the best comparisons. In 
general the two distributions are matched fairly closely, especially con-
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sidering the relatively small ISR sample size. Only some slight over
representation of farm personnel at the expense of clerical workers is 
evident, and these differences are quite small. 

Com pletion rates and related data 

Table 8 shows that a total of 354 households were selected for the 
study, only six of which were found to be ineligible. Of the 348 remain
ing housing units, 252 or 72 percent yielded at least one completed inter
view with a male or female head of house. In almost half (45 percent) of 
the eligible households, all eligible respondents were interviewed and 
kept diaries. In 11 percent of the households diary keeping was refused 
by all household members even though some interviews were taken. 

Table 8: Final completion status for households 

Total households visited 
Total eligible households 

Total eligible cooperating households 

All eligibles completed interviews and kept diary 
Not all interviews or diaries completed 
Some interviews, but all refuse to keep diary 
Total eligible noncooperating households 

No eligible respondent home 
Refused household listing 
Refused interview and diary keeping 
Language barrier 
Other 

(354) 
(348) 

(252) 

(158) 
( 57) 
( 37) 
( 96) 

( 23) 
( 15) 
( 43) 
( 2) 
( 13) 

100% 

72%* 

45% 
16% 
11% 
28% 

7% 
4% 

12% 
1% 
4% 

*These 252 households yielded 512 interviews and 452 completed diaries. 

Twenty-eight percent of the eligible households did not agree to par
ticipate at all. Refusals of interviewing and diary keeping account for 
almost half of these nonparticipants. The refusal rate is relatively high 
compared to other studies done at ISR and would seem to be topic-relat
ed; that is, although individuals who do not watch television or watch it 
infrequently were asked to participate, many of them refused bec;ause 
they had no real interest in the study. Estimates of television viewing 
time are much lower for those who refused the interview than for those 
who responded. It should also be noted that refusals here are not due to 
the diary, since an interview was attempted before the request for diary 
completion was made. The reason most often given for refusal, as in 
most surveys, was lack of time. However, there is evidence that this 
reason is many times onry a convenient excuse to avoid the interview, 
and interviewers are instructed to propose alternate times and dates. It 
is then that aversion or lack of interest in the topic is often brought out. 

Other factors undoubtedly lowering the completion rate have al
ready been mentioned. Winter weather made some houses almost inac
cessible to call-backs after initial failure to find a respondent at home, 
and mail delays and losses prevented some interviewers from receiving 
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their assignments until it was too late to make a sufficient number of 
calls on given households. 

One approach to the problem of nonresponse is to compare the re
spondents with nonrespondents when possible to see if significant dif
ferences (usually demographic) exist between them. A problem here of 
course is that one most often does not have a full set of even demo
graphic data on nonrespondents. This is true of the present study, and 
although some differences do appear (e.g., nonparticipating households 
tend more often to have heads who are unemployed and to have fewer 
people in the household), the bases are far too small to warrant confid
ence. We have already seen that the characteristics of individuals in 
cooperating households are similar to those described in U.S. Census 
data. Perhaps, then, it is worthwhile only to emphasize again that heav
ier viewers are more likely to participate than light viewers and non
viewers, so estimates of viewing time are likely to be on the high side 
(see Table 18). From a methodological or tactical point of view, it is also 
of interest to note that refusals are much more prevalent when the door 
answerer was a male than when it was a female adult or an adolescent of 
either sex. Where cooperation was gained, a female adult was much 
more likely to be the door answerer (Table 9). This may also be related 
to some extent to interest in the survey, since the substantive data show 
women to be heavier viewers than men. Procedurally, future studies 
might do well to avoid revealing the subject matter of the interview at 
least until the respondent has been somewhat warmed up to the task. 

Table 9: Sex and age group of door answerer in cooperating households 

Total number of participating families 
Male adult 
Female adult 
Male adolescent 
Female adolescent 

*Excludes one no-answer 

Number of households 

(251)* 
( 91) 
(152) 
( - ) 
( 8) 

100% 
36% 
60% 

0% 
3% 

Table 10 presents data reflecting on the sex and age composition of 
cooperating households. The distribution is such that female heads of 
house are present in almost all cases, with somewhat fewer male heads 
of house in evidence. The next most populous group was children 3-11, 
while male and female adolescents and children under three are about 
equally represeI!ted. This distribution corresponds reasonably well to U. 
S. census figures. 

A total of 512 interviews were taken from the sample of 252 participat
ing households, for an average of about two interviews per household 
(Table 11). As expected, fewer diaries were completed-the total num
ber is 452, or about 1.8 per household. These figures are not surprising, 
since slightly over half of the households giving information on eligibles 
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Table 10: Sex and age group composition of cooperating households 

Male adult 
Female adu It 
Male adolescent 
Female adolescent 
Children, 3-11 years old 
Children under 3 

Number of HH with one or 
more of each group 

(207\ 82% 
(233\ 92% 
( 41\ 16% 
( 47\ 19% 
( 77) 31% 
{ 44\ 17% 

Base for each percentage is 252-the number of participating households. 

49 

contained just two individuals 12 years of age or older (Tables 12 and 
13). Thirty percent had three or more, and 16 percent had only one eligi
ble. These tables also show that percentage of interview and diary com
pletions does not vary systematically with number of eligibles per 
household. 

Table 11: Number of completed interviews and diaries by 
sex and age group of respondent 

Completed interviews Completed diaries 

Total (512) 100% (452) 100% 
Male adult (172\ 33% (157) 34% 
Female adult (235) 45% (202) 44% 
Male adolescent ( 51\ 10% ( 47) 10% 
Female adolescent ( 54) 11% ( 46) 10% 

The age-sex distributions in Table 11 are very similar for the inter
views and diaries, so evidently there was no general age- or sex-related 
resistance or inability to fill out the diary. However, the age breakdowns 
are not at all fine and it may be that the very old, for example, were at a 
disadvantage not revealed by the~e data. Indeed, interviewers reported 
a number of incidents in which the respondent was too old and infirm to 
participate. Most often poor eyesight was the direct cause. 

The distributions in Table 11 also give evidence that adult females are 
more receptive to both interviews and diary keeping than are adult 
males, while male and female adolescents do not differ in their rate of 
cooperation. 

Table 12: Number of completed interviews by number of 
eligible respondents per household 

Number of completed interviews 

Number of eligibles 0 1 2 3 4 5 6 7 
1 53 13 40 
2 154 22 35 97 
3 41 3 3 7 28 
4 30 1 5 3 11 10 
5 6 2 4 
6 6 3 3 
7 4 2 
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The coding department was asked to rate on a four-point scale one 
day's diary recording for each respondent to get some idea of how well 
the task was carried out. The rating categories were: (1) no comments, 
or very brief, vague, non descriptive ones; (2) few comments, mainly 
ones that are vague or nondescriptive; (3) few comments, all meaningful 
or numerous comments, some meaningful; and (4) numerous comments, 
most meaningful or interesting. 

Table 13: Number of completed diaries by number of 
eligible respondents per household 

Number of. >i;ompleted diaries 

Number of eligibles 0 2 3 4 5 6 7 

1 53 22 31 
2 154 40 23 91 
3 41 5 2 7 27 
4 30 8 1 2 8 11 
5 6 1 1 4 
6 6 3 2 
7 4 3 

Table 14 shows the results of these evaluations for four sex-age 
groups. For the most part, diary content was rated as relatively poor by 
coders. Eighty percent of the diaries were found to have few descriptive 
and meaningful comments in response to open-end questions. Only five 
percent were found to contain numerous meaningful and interesting 
answers. Females tended to do better than males; in particular, the dia
ries of adult females were found to be superior to those of other house
hold members. In future studies, it may be well to consider allowing 
only female heads of house to fill out these diaries for themselves and, 
perhaps, for other family members. In the present study, they were 
asked to fill out diaries for husbands and children only when these indi
viduals would not fill them out themselves. 

Table 14: Coder evaluation of quality 01 diary keeping-by 
sex and age group of diary keeper 

2 3 

Adult male (N=144) 45% 39~'o 13% 
Adult female ( 191 ) 29% 45% 19% 
Adolescent male ( 44) 57% 32% 7% 
Adolescent female ( 38) 40% 45% 13% 

Com parison of critical q uestions-ISR sam pie 
and other surveys 

4 

4% 
6% 
5% 
3% 

It remains to compare the results of ISR's survey with data gathered 
in previous studies on a number of key items. ISR data is presented sep
arately for Wave 1 and Wave 2 as well as for totals of the two. 
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Table 15 lists a number of items describing the physical availability 
and characteristics of television in the home, and some questions tap
ping attitudes toward television and other media. All of these items have 
been asked on previous studies, so that comparison of results is possi
ble. 

The similarities of results from Wave 1 to Wave 2 and from this study 
to previous studies are striking. In only three of the 12 cases are the dif
ferences between the ISR survey and previous studies greater than five 
percent-and one of these differences is contingent upon another at 
that. (That is, more people now feel television to be the most unbiased 
news medium, causing some other media-particularly newspapers-to 
be regarded less highly.) The only other change of more than five per
cent is an increase in the proportion of people who say they use a televi
sion guide. 

Table 15: Television characteristics and attitudes-ISR sample and comparable data 

Spring 1970 ISR 1970 

Wave Wave 
1 2 Total 

(N=310) (N=202) (N=512) 

Within range of UHF channel 71% 67% 66% 67% 
Have more than one set in home 41 43 39 42 
Major set in living room 71 72 66 71 
Major set is color 38 35 46 40 
Major set can pick up UHF 46 46 50 47 
Major set on cable 10 7 4 6 
Spend too much time watching TV 20 16 15 16 
Uses a TV guide to choose programs 73 79 77 79 
Most unbiased news from TV 39 50 49 50 
Most unbiased news from radio 23 23 24 23 
Most unbiased news from magazines 11 8 10 8 
Most unbiased news from newspapers 27 15 25 19 

In Table 16, results are given for a three alternative present life satis
faction index. Here, too, the distributions of ISR and previous data are 
extremely similar, so the measurement seems at least reliable across 
time and survey variations. 

Present estimates of viewing time do differ somewhat from previous 
surveys. For example, in a study conducted by the Roper organization 
for the Television Information Office in January 1971, respondents were 
asked how many hours they watched television on an average day. The 
median estimated was two hours and 50 minutes. ISR's data, on the oth
er hand, show a median estimate of three hours and three minutes for 
respondents. However, if nonrespondents are taken into account, the 
ISR figure is reduced considerably. 
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Table 16: Life satisfaction index-ISR sample and comparable data 

Fall 1970 ISR 1970 
100% 

Wave Wave 
1 2 Total 

Completely satisfying 22% 22% 31% 26% 
Pretty satisfying 64% 64% 55% 60% 
Not very satisfying 14% 14% 14% 14% 

AVAILABILITY AND CHARACTERISTICS OF TELEVISION 
SETS IN THE HOME 

Only 1.4 percent of cur respondents did not have a television set in 
working order in their homes (including refusals, the nonownership rate 
rose closer to the 4 percent nonownership figure recently reported by the 
U.S. Census Bureau). The majority of the population, 57 percent, lived 
in one-set households, while 42 percent had more than one set in their 
households. Various characteristics of these sets are outlined in Table 
17. 

The major television set is almost universally located in the "group 
quarters" of the household environment, with 71 percent of first sets in 
the living room, nine percent in family or recreation rooms, and 11 per
cent in dens, libraries, or studies. Some three percent have their major 
set in the kitchen or living room and another four percent in an adult's 
bedroom. Second and especially third sets, in contrast, are found in 
adult or children's bedrooms, almost never in the living room. It is the 
first set that receives the vast bulk of use in the household, indicating 
second set use to be confined to merely occasional viewing. When asked 
to estimate the percentage of time they watch each set, 74 percent of the 
sample report watching all of their television on the first set in the house
hold. In averaging these percentage estimates, we come up with 91 per
cent of viewing done on the first or only set, four percent on the second 
set, and one percent on the third set. (The fact that the totals do not add 
to 100 percent can be attributed to the difficulty many respondents have 
in thinking in percentage terms.) 

Overall, 40 percent of respondents had color sets. This, of course, 
was usually the major set in the household, although 12 percent of sec
ond sets were in color. 

The first set (not unexpectedly) was able to receive more channels 
(median 4.7 channels) than second or third sets (median 3.9 channels). 
These figures are only slightly under the m~dian number of channels 
(6.0) that interviewers estimated were available for reception in that 
area. The discrepancy is largely due to the fact that most respondents 
reported being unable to pick up UHF stations. While interviewers 
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Table 17: Characteristics of TV sets in households 

First Second 
set set 

Location: 
Living room 71% 2% 
Family or rec room 9 5 
Den, library, study 11 4 
Kitchen, dining room 3 3 
Adult's bedroom 4 15 
Child's bedroom 7 
Other room 1 5 
No answer, no set 2 59 

100% 100% 

Percent of time watching set {of those with such sets}: 
{Average} 91% 4% 

Set is color: 40% 12% 
Median channels received: 4.7 3.9 
Receive less than four channels: 23% 21% 
Can receive UHF: 47% 33% 
Antenna (of those with set): 

Roof antenna 52% 29% 
Rabbit ears 36% 56% 
Cabie 6% 1% 
Other 7% 14% 

100% 100% 

53 

Third 
set 

1 
5 
1 

93 

100% 

1% 
0% 
3.9 

26% 
24% 

14% 
78% 

0% 
8% 

100% 

claimed that 67 percent of these homes were in the range of a UHF sta
tion, only 47 percent of respondents reported their main set could pick 
up UHF, the figures dropping to 33 percent and 24 percent, respectively, 
for second and third sets. Nevertheless, less than a quarter of all sets 
could pick up fewer than four stations, so that most respondents had an 
ample number of stations to choose from. In fact, some 15 percent re
ported having eight or more channels available (although interviewers 
estimated that 30 percent were in the range of eight or more channels, 
again probably mainly attributable to lack of UHF capabilities on many 
sets). 

Despite what appears to be the universal presence of television anten
nas in all residential areas in America, only 52 percent of viewers have 
their main set attached to a roof antenna. The usage of antenna couplers 
must be infrequent since less than a quarter of multiple sets are attached 
to roof antennas, instead relying on "rabbit ears." In the fall of 1970, 
CATV was even more a rarity, with only six percent of respondents 
reporting a cable hookup. Another ten percent or so of sets have a mis
cellany of other antenna arrangements, such as connections to appli
ances, set-ups in attics, etc. 

HOW MUCH TELEVISION PEOPLE WATCH 

In order to establish a global estimate of how much time is spent 
watching television, the question regularly employed by the Roper Or-
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ganization's television study was utilized: "On an average day, about 
how many hours do you personally spend watching television?" 

Roper (1969) found that the median viewing time was 167 minutes, or 
two hours and 47 minutes. (An as-yet unpublished study indicates that in 
January 1971, this figure had risen by 3 minutes.) It should be noted that 
Roper's samples responded to omnibus surveys, so questions on televi
sion were not perceived by the respondents as the central focus of the 
studies. The present study, however, was obviously oriented toward 
television, and those participating were likely to be more interested in 
television than those who did not take part in the survey. The present 
sample, possibly because of this greater interest, reported a slightly 
higher median time of 183 minutes, or three hours and three minutes 
(Table 18). Only four percent of our respondents reported they watched 
no television on an average day, as compared to 15 percent who report
ed they watched six hours or more on an average day (more than double 
the national median figure). This results in the average amount of view
ing being greater than the median figure by almost 20 minutes. The aver
age viewing time for respondents is three hours and 20 minutes. 1 

Table 18: Viewing time in minutes for three 
different measurement approaches 

Median Mean 

Average day's viewing 
Previous day's viewing 
Average diary days' viewing 

*ISR corrected mean = 174 minutes 
Roper median = 170 minutes 

183 
120 
105 

200* 
125 
119 

The viewing figure is, however, considerably in excess of that inferred 
from respondents' recounting of the television programs viewed on the 
day preceding the interview. Totalling up the programs that respondents 
reported viewing on the previous day results in a median figure of 120 
minutes (or two hours) and an average of 125 minutes. In contrast to 
their estimates for an average day, some 20 percent didnot watch televi
sion on the preceding day and only four percent watched for six or more 
hours. (These figures are slightly inaccurate, since the days of the week 
for which television viewing information was collected were not equally 
distributed as they should have been. About 20 percent of these "yester
days" were Mondays, Tuesdays, and Wednesdays; 15 percent were 
Sundays; ten percent were Thursdays and Fridays; and only five percent 
were Saturdays. Although the amount of watching time did not vary 
greatly here by day of week, Mondays and Sundays were somewhat 
heavier viewing days, while Fridays and Saturdays were light. Weighing 
days of the week equally results in a median figure of 110 minutes.) 

Even these figures are larger than those reported in the week-long dia
ry, undoubtedly reflecting to some extent the trouble involved in keep
ing these records. Of course, it is also possible (though unlikely) that the 
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diary method may be refiecting most accurately the average amount of 
viewing, since respondents presumably fill out the diaries in closer prox
imity to the actual time of viewing. For all diary respondents (averaging 
over all days in the week and both waves), 23 percent reported that they 
did not watch television on an average day, slightly more than the 20 
percent who said they did not watch television on the "previous day" 
question, and much greater than the four percent who reported they 
watched no television "on an average day." (It is interesting, incidental
ly, that many of these individuals apparently did not watch only because 
they had to work.) The median number of minutes watched was 105. 
This is 35 minutes lower than the median found from the question on the 
"previous day." The mean or average is 119 minutes-six minutes less 
than that found for the previous day's viewing in the questionnaire. The 
median is probably a better index of viewing time than the mean since 
the mean is considerably affected by a relatively small number of indi
viduals who watch television throughout many of their waking hours. 

It is somewhat surprising that the general amount of watching report
ed in the diaries varks little with a variety of demographic characteris
tics. For example, when the percentage of respondents who did not 
watch television "today" are compared across census geographic re
gions, the various areas do not differ significantly from each other. The 
range is also quite small across sizes of community, with somewhat 
more individuals (81 percent) in the most populated (over one million) 
metropolitan center city areas reporting viewing than the average (75 
percent). 

Nor do viewing patterns differ radically for male and female diary 
keepers of different ages. It is true, however, that somewhat more view
ing is reported by women (79 percent) than by men (71 percent). No such 
difference exists between adolescent boys and girls. 

Likewise, total number of programs and total number of minutes 
watched daily do not vary a great deal either by region or community 
size. Sex makes some difference; women tend to watch more programs 
and spend more time watching than do men. On the questionnaire, 21 
percent of all women in the sample said they watched six or more hours 
on "the average day" compared to only 7 percent of men. Again, rough
ly the same viewing times are found for adolescent boys as for adoles
cent girls. 

Surprisingly, the diaries also do not show great differences among 
days of the week with regard to whether television is watched or not. 
Fewest respondents said they watched television on Friday (66 percent), 
most on Tuesday (81 percent) and Sunday (80 percent). 

Whatever the true amount of viewing may be, respondents felt little 
personal guilt about the time they do spend watching television. Only 16 
percent felt that they spent too much time watching television. Those 
feeling guilty (somewhat more prevalent among the heavier viewers) 
invariably said that there were better things they could have been doing 
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with their time. In the same vein, those who replied negatively gave as 
their reason the explanation that they were also quite busily engaged in 
other outside activities. Substantial numbers also defended their view
ing time by saying that they watched only what they liked, that viewing 
provided them with some specific benefits, or that they really didn't feel 
that they watched that much compared to others. 

These results differ from those of Steiner (1963), who found a great 
deal of ambivalence on the part of respondents who felt that television 
wastes much time that should be better spent. As he reported, to watch 
television is to be doing nothing, after all, except relaxing, which seems 
to be in conflict with the stress on activity and achievement among mo
bile Americans. This was more true of the better-educated. It may be 
that in the ten years or so since data were collected for the Steiner study, 
Americans have learned to be more accepting of television in its central 
role as entertainer and relaxing agent, perhaps partly because of greater 
familiarity with the medium. This would mean that television has been 
gradually rearranging thought patterns concerning leisure time so that to 
a limited extent it has come to determine what people do, rather than 
vice versa. 

Also because of increased experience with television, secondary and 
even tertiary concurrent activitie::. may be more prevalent now, so that 
television can be watched at the same time that more active pursuits
such as child care, housework, and hobbies-are followed. In any 
event, it might be speculated that as television continues to grow in fa
miliarity, its use is likely to excite fewer feelings, either positive or nega
tive, among the viewing pUblic. 

HOW PEOPLE WATCH TELEVISION 

Time spent viewing, of course, is only a superficial indicator of how 
people use television. For one thing, as Robinson (1969) found, familiar
ity with having a set in the household becomes associated with an ability 
to accomplish other activities in conjunction with television viewing. 
Indeed, some 34 percent of the programs that respondents listed in their 
previous days' viewing were reported as viewed while the respondent 
was engaged in other activities. Work and housework were the most 
frequently mentioned activities concurrent with television viewing, with 
eating, talking, reading and child care following in that order. Other rela
tively frequent mentions were sewing or other needlework for women, 
personal care, hobbies, and schoolwork. 

Five percent of all programs seen were viewed while respondents said 
they were engaged in two other concurrent activities. Talking was the 
most frequently mentioned tertiary activity. 

The diary figures in the main substantiate these figures. They also 
show that the incidence of talking is higher when specific probes are uti-
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Iized, since the diaries specifically offered "talking" as a response alter
native. An average of 40 percent of the respondents reported talking 
during particular programs. In addition, 30 percent of the respondents 
said that they engaged in some other activity during the programs. As in 
the questionnaires, the most frequent of these activities was work or 
housework, followed by eating or drinking, reading, and.child care in 
that order. Television also provided a topic of conversation afterwards 
for some 20 percent of diary respondents, who reported discussing a 
variety of dramatic shows, news, sports events, and other programs af
ter seeing them. 

Secondary activities detract from attention to the set while the person 
is presumably within viewing range, but they do not necessarily result in 
missing program content. For one thing, the diary data show that about 
half the respondents who were talking during programs were talking 
about the programs themselves. We also asked in the questionnaire 
about whether respondents actually did miss portions of each program 
and found that only 60 percent of the programs were watched from be
ginning to end. For 22 percent of the programs listed, respondents had 
seen less than half of the total program. 

The diaries reflect on this issue in a slightly different way and indicate 
even less attention. Only ten percent of aU programs watched were re
ported as viewed in their entirety by as many as 90 percent of the people 
who were watching them. Only an additional 23 percent of programs 
were reported viewed in their entirety by between 80 and 90 percent of 
their actual audience. So the audience for the average television show 
cannot be said to be very attentive. Only 33 percent of programs are ac
tually watched all the way through by as many as 80 percent of the peo
ple who have turned on the programs. 

All evidence certainly points to television viewing as a very disjointed 
series of experiences. Many viewers either find the programs so redun
dant or uninteresting that they can afford to miss large segments of the 
show without sacrificing enjoyment or are compelled by more urgent 
outside activities to see only bits and pieces. In either event, the dynam
ics of these viewing processes undoubtedly have strong implications for 
script writers or editors and what they hope to accomplish with the sto
ries they put together for television. Interestingly, watching program 
from beginning to end drops to 52 percent of questionnaire respondents 
for the last viewed program, undoubtedly reflecting ,television's role as a 
sleep-inducing agent. However, our 60 percent figure (the percentage of 
programs watched from beginning to end as found from questionnaire 
data) may be high, since the manner in which we structured this series of 
questions meant that we oversampled prime-time viewing relative to 
earlier viewing (which is characterized by far more disjointed attention 
to the set). 

This is corroborated by the findings from the diaries, which cancel out 
the biasing effects of selective viewing periods. When an average day's 
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viewing is summed up for the diaries, we find that only one-third of the 
programs seen were actually viewed all the way through by 80 percent or 
more of the people who had tuned in. This figure was much higher for 
prime time shows in certain categories. Dramatic shows (other than 
adventure show~~) and family situation comedies are characterized by 
high levels of audience attention. (These are shows such as Marcus 
Welby, Medical Center, Bracken's World, and soap operas). 

If this popular type of program is compared to other types, a consist
ent pattern is seen in the way people watch these shows and in the 
amount of attention given them. First, more respondents said they 
planned to watch these dramatic shows and that they chose to watch 
them. Second, more people said they watched these shows all the way 
through than was true for any other program type. Further, few reported 
talking while the show was on, or carrying on potentially distracting ac
tivities. At the end of the program, most respondents in the dramatic 
show audience had good things to say about it. Compared with other 
shows, more respondents reported the program to have been really 
worth watching. It should be noted here that these dramatic programs 
are not chosen as favorites as often as are some other shows (e.g., com
edy and variety shows), despite their advantages in attention value. 

Some other shows with apparently limited audiences (like Mayberry 
RFD) receive full attention from those who do watch them. Interesting
ly, these programs with small but devoted audiences seem often to be 
reruns of shows which were very popular a few years ago (e.g., Beverly 
Hillbillies, Green Acres). In any case, it brings up the question of 
whether it is not as valuable (from a programmer's point of view) to 
have a restricted but attentive audience as it is to have one which is rela
tively large but easily distracted. 

Programs receiving relatively little attention are variety-comedy or 
variety-music, education, and sports shows. 

The social context of viewing also places important constraints on 
how viewing occurs. In their preceding days' viewing, respondents list
ed 32 percent of programs as watched alone, 43 percent in the company 
of one other person, and 25 percent in the company of more than one 
other person. The presence of other people in the room obviously af
fects what programs are selected for viewing, and, excluding programs 
viewed alone (presumably all in a sense chosen by the respondent him
self), these were programs as likely to be chosen by other viewers as by 
the respondent himself. Of programs chosen when other viewers were 
present, the respondent claimed the choice was his for 38 percent of the 
programs viewed, someone else's for 33 percent of the programs 
viewed, and a joint decision for 29 percent of programs seen. 

In the diaries, we see that on the average 68 percent of the respond
ents maintain that they had the major say in choosing a particular pro
gram. In fact, for only five percent of the programs was this proportion 
(of respondents reporting they had the major say in choosing the pro-
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gram) less than 50 percent on the average. However, 12 percent of the 
respondents reported that another adult had the major say in picking a 
given program, while 11 percent reported a consensus being reached 
between them and some other individuals in the room. It should be not
ed that these figures include data on many programs seen alone. When 
they are eliminated, the influence of other persons on program choice is 
indeed substantial. 

All in all, these sets of questions indicate most television viewing to be 
a rather chaotic and discontinuous phenomenon, highly influenced by 
whoever happens to be in the room and how strongly they feel about the 
programs available for viewing. Program choice appears even more de
termined by whatever happens to appear on the screen than by the 
suggestions or demands of other people in the room. 

WHY PEOPLE WATCH TELEVISION 

In the early portions of the interview, respondents were asked directly 
about the main reasons they watched television. Over 60 percent listed 
more than two reasons for viewing. As can be seen in Table 19, enter
tainment and relaxation were the major reasons given by the majority of 
respondents. Another 18 percent gave "killing time" as their major rea
son for viewing. Yet a minority does put a more constructive perspec
tive on their viewing, eight percent saying "to keep up with what was 
going on" and four percent saying that they were participating in a learn
ing or self-improvement experience. Such reasons became even more 
prominent in second and third reasons for viewing. It would appear, 
therefore, that a substantial minority of viewers feel that their television 
viewing is not entirely a frivolous or escapist use of time. 

When asked to choose which of three reasons best described their use 
of television, 62 percent chose "relaxing," confirming the Table 19 re
sults that indicate most people do not look to their television sets for 
edification or self-improvement. As Steiner (1963) found, aside from the 
day's news or weather(which are watched with regularity), respondents 
rarely use the set as a deliberate source of information. Public affairs 
programs and specials, for example, received relatively little attention 
from our sample. However, more people (17 percent) claimed television 
to be "a useful way of spending time" than chose "a way of killing 
time" (11 percent), again indicating that a minority do take their viewing 
seriously. 

Certain questions on both the weekly diary and the inquiry into the 
viewing of most recently seen programs also bear on why people watch 
television. Relatively few people describe particular programs they have 
seen as a waste of time. This is surprising in view of the reasons that 
people give for viewing the program in the first place. While a majority 
(61 percent) did claim to have planned to watch the program beforehand, 
some 28 percent watched just because it came on a channel they were 
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Tabel 19: Main reasons for watching television 

100% 

For entertainment 32% 
For relaxation 26% 
To kill time 18% 
To keep up with current events 8% 
For learning or self-improvement 4% 
For social reasons 4% 
To see specific show 2% 
Other 2% 
No answer, no reason 4% 

already watching, and another 11 percent watched because someone 
else in the household wanted to see the program. Such rationales do not 
argue well for television being a highly selective or well-planned acti
vity. 

The diary results at least partially confirm these concl,Hsions. Here, a 
larger majority (69 percent) of the respondents on the average claimed to 
have planned to watch given programs that they actually watched. Only 
20 percent reported watching programs just because they came on the 
channel then, and eight percent because someone else wanted to watch 
them. The diaries, then, result in somewhat higher estimates of planned 
television behavior, possibly becaust! planning activity is remembered 
better in that situation, and possibly also because participation in the 
study encourages more attention to television viewing behavior. It might 
be speculated that diary keeping encourages individuals to be more 
selective in their viewing. This might result in more time spent planning 
what shows to watch and also perhaps in more attention paid to the pro
grams that are watched. This is partly substantiated by the fact that the 
diaries show both fewer television shows watched and fewer minutes 
missed during the programs that are watched. It is still true, even in the 
diaries, however, that most programs are not watcl---:;d in thdr entirety 
by ali (or even 80 percent) of the respondents in their audiences. 

These r'eplies are not inconsistent with some interview question deal
ing with the use of printed television guides in the choice of"programs. 
Almost 80 percent of our respondents said they used such guides-22 
percent saying they used them for almost every program they chose, 21 
percent for most programs, 18 percent for some programs, and 18 per
cent for only a few programs. The 20 percent ,who did not use these 
guides said either that they already knew wnen programs they wanted to 
watch would be on, or that the listings were too difficult or bothersome, 
or that they didn't watch television enough to justify use of a program 
guide. 

Of the listings available, the following patterns of use were reported 
by those who used printed listings: 22 percent TV' Guide magazine only; 
33 percent weekly newspaper guide only; 19 percent daily newspaper 
guide only; five percent TV Guide + weekly paper; seven percent TV 
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Guide + daily paper; seven percent weekly paper + daily paper; six per
cent TV Guide + weekly paper + daily paper; two percent other guides 
or combinations. 

When respondents who listed more than one guide were asked to 
nominate their most used source, and when their answers are merged 
with those using only one source, weekly newspaper guides c~me out to 
be major or only source for 42 percent of respondents and daily newspa
per guides for 28 percent. Even though it has the largest circulation of 
any weekly magazine in America, TV Guide was listed by only 30 per
cent of those using guides as their major source. Moreover, as can be 
seen above, almost as many readers of the magazine supplement it with 
newspaper listings as use it by itself. Probably these mUltiple users are 
occasional buyers rather than weekly subscribers to the magazine. 

Two sets of data were collected on why people did not watch televi
sion. The first was a report of a question first asked by Robinson 
(1969): "Were there times yesterday when you DID NOT watch TV 
because there were no programs worth watching on at that time?" 

When asked about the preceding day's viewing in the interview, over 
20 percent of the sample said yes, there was a time on the preceding day 
that they did something else because the choice of programs was so 
poor. The activities chosen instead )vere surprisingly as likely to be obli
gatoryas to be free-time activities. The most frequently mentioned ac
tivities were housework and certain leisure activities (e.g., reading, 
playing). This potential but unused television time averaged 135 minutes 
per day for those who could not find suitable content. As Robinson 
(1969) found previously, however, relativelY little (14 percent) of this 
boycotted television occurred during the prime time evening hours. 

Although the incidence of reported boycotting was much lower in the 
diaries, very much the same impression emerges. Eight percent of the 
respondents reported times during the day when they wished to watch 
television but did not because nothing was on. Once again, relatively lit
tle of this time was during the evening prime time hours. 

The second item on reasons for not viewing dealt with the reverse 
questiun-namely, times when respondents were unable to see some
thing they wanted to see. The proportion of questionnaire respondents 
experiencing this feeling, 26 percent, is slightly larger than the propor
tion who had turned off their sets because of poor program choice (20 
percent). Dramatic, comedy, and adventure programs on at prime time 
led the list of programs respondents regretted having missed. Relatively 
few l!J>orts events or specials were mentioned, which could mean either 
that they were of little salience to respondents or that most respondents 
made sure they did not miss these programs. No single set of activities 
kept viewers from programs they wanted to see. Shopping, leisure, 
working, visiting, entertaining, housework, organizational activity, and 
studying (in that order) were all listed relatively frequently. 
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Again, ~he diary entries tend to corroborate these findings to some 
extent, although not in all details. For example, 24 percent of respond
ents who answered the .question reported that there had been programs 
on that day that they wanted to watch but didn't. This is a much greater 
proportion than those who rejected television during the day because 
there were no good programs to watch (eight percent). However the data 
do not clearly indicate any particular programs or program types as es
pecially missed. To the extent that identification of "missed" program 
types is possible here, the leading contenders are soap operas for wom
en and football for men. Prime time television is only a little more regret
ted than shows in other time slots. 

For those reporting programs that they wanted to watch but didn't, 
the leading substitute activity during that time slot was shopping and 
personal care (such as sleeping or eating). This is followed closely by 
work of some kind, with entertainment and visiting next. 

The lower estimates reflected in the diary data of television boycotting 
and of desired but unaccomplished viewing are quite possibly results of 
underreporting. After all, diary respondents knew that positive respon
ses to these questions would lead them to still other questions and so 
may have tended to respond negatively. 

In both questionnaires and diaries, respondents report some potential 
but unused television time to be more the result of presumably unavoid
able missing of desirable programs than of poor programming. This is 
one indication, at least, that television programming may be registering 
more pluses than minuses with its audience. 

HOW PEOPLE FEEL ABOUT WHAT THEY SEE 

When we asked people to list their four favorite programs, we found 
comedy and variety shows leading the list, with crime-adventure, other 
adventure (including westerns), other dramatic (Marcus Welby and soap 
operas) shows close behind. Movies, singer-variety, sports, family
comedy, and situation-comedy programs each were mentioned generally 
about half as often as the preceding types of programs. Less than 20 
percent of the respondents listed a news program, documentary, or oth
er education programs as one of their four favorites, again reinforcing 
respondents' verbal statements that they use television predominantly 
for entertainment and relaxation.2 

After listing their four favorite programs, respondents were asked to 
tell us what they liked about their two favorite fictional programs. The 
most common response to this open-ended question was that the partic
ular program had good stories or plots. Specific reasons for liking cen
tered mainly around specific characteristics of stories, such as typical 
plots or details of story line. Also frequently mentioned were effects on 
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the viewer ("It makes me laugh," "You see what's happening"). Gener
al characteristics of the programs ("It's entertaining," "I like west
erns") were next in order of popularity of response. Somewhat less fre
quent were responses centering on some action or character who ap
peared on the well-liked program. Still other reasons commonly given 
for liking a program involved respondents' perceptions that the program 
was realistic or portrayed things that could happen and were happening 
in real life. 

Respondents were then asked whether it was the stories or the people 
on their favorite dramatic program that they enjoyed more. Although 
previous questions had resulted in many more story-related than people
related comments, the results here were for all practical purposes equal
ly divided among stories, people, and both. When those who had replied 
"stories" or ("both") were asked what it was they liked about the sto
ries, responses indicating realism or accuracy of real-life depictions 
were again the most frequent responses. Several respondents also noted 
the excitement or humor.in these' programs. 

Those who said they liked their favorite show for the people (or both 
the stories and the people) were asked to name the people on the pro
gram. Most of these respondents were able to list several characters on 
that particular program. Few child actors and fewer adolescents were 
named, an interesting comment on the limited successful role models 
that television provides for preadults (since 20 percent of our sample 
were adolescents). Perhaps even more revealing is the fact that of the 
adult characters mentioned, males were listed three times more often 
than females, even though most of our respondents were female. 

When asked what it was they liked about these characters, viewers 
gave several types of answers, not all of which yielded very specific in
formation. The most frequent type of description given often indicated 
only that the person was evaluated highly ("He's good," "He's hon-' 
est"). In addition to receiving positive character evaluations, story fig
ures were often also credited with being "active" and doing "interest
ingthings." 

It is obvious that asking questions about positive experiences with tel
evision is likely to elicit only part of the story. Therefore respondents 
were later asked about television content that they disliked. Respond
ents were asked first if there was anything on television they would like 
to see changed. Then they were given four specific complaints and asked 
whether they agreed or disagreed with them. The results are portrayed 
side by side in Table 20. 

It can be seen that the relative ordering of major complaints is quite 
consistent across the two types of questions. The most prevalent com
plaint voiced by viewers dealt with commercial interruptions; almost 
three of every four respondents agreed with thi~l complaint when it was 
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stated explicitly in the questionnaire. Although only five percent sponta
neously complained about sex on television, 33 percent agreed there was 
too much of it on television when the question was asked directly. Few 
respondents to either question indicated there were too many news pro
grams on television. While there were some complaints about news in 
the open-ended question, remarks were more likely to center around the 
content of the news than about frequency of news reports. 

Table 20: Percentage of respondents giving various complaints about television 

Anything you would Agree as a 
Ii ke to see changed? * complaint 

Too many commercials 25% 73% 
Too much violence 11 43 
Too much sex 5 33 
Too many news programs 2 13 
Fewer particular types of programs 

(westerns, sports, etc.) 19 Not asked 
More educational or cultural prograsm 5 Not asked 
More particular kinds of programs 6 Not asked 
Poor schedu ling of programs 5 Not asked 
Greater variety of prograsm 5 Not asked 
89tter children's programming 4 Not asked 
Better or less biased news coverage 4 Not asked 
Other complaints (e.g., too many blacks, 

irrelevant content) 11 Not asked 

*Multiple answers are included, so figures add to more than 100%. 

Another frequent verbal complaint centered on excessive violence (a 
large number of these remarks concerned its negative influencl! on chil
dren), and 43 percent agreed with this complaint. This is a subject which 
particularly concerns us here and which should be examined more close
ly. Do people choose violent programs over nonviolent or less violent 
programs? How much attention do these programs receive from their 
audience, and how well are they liked? 

Partial answers to the questions are provided by the diaries, and these 
answers are somewhat surprising. If programs are divided on the basis 
of content analyses into three groups (ranging from those presenting 
least violence to those presenting most), it is apparent that the violent 
shows are proportionally no more popular than the nonviolent. Further, 
more attention and involvement seems to be characteristic of nonviolent 
than violent programs. More nonviolent programs are planned for and 
chosen by the respondents, and more are watched in their entirety. II! 
addition, less talking and to some extent less other activities go on while 
the nonviolent programs are on the air. 

Respondents' comments about violent as opposed to nonviolent 
shows are not particularly illuminating-many of the same reasons are 
given for watching each, centering around pleasing effects on the viewer 
such as "entertaining" and "relaxing." However, nonviolent programs 
are more likely to have something liked and nothing disliked about them 
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than are violent programs, even though they are no more likely to be 
thought well worth watching. 

In sum, it cannot be said from the evidence that violent television con
tent is more positively evaluated or intensely viewed than nonviolent 
content. This, of course, says nothing of effects, about which no direct 
statement can be made from these data in their present state of analysis. 

Several complaints were mentioned in response to the open-end ques
tion, although 28 percent of respondents had no suggestions at all. A 
very large number of suggestions for change centered on the removal or 
expansion of certain types of program s, be they westerns, sports, soap 
operas, or situation comedies. Fewer, but a still noteworthy proportion, 
seven percent, said there ought to be more educational and cultural con
tent. Roughly five percent complained about poor scheduling of pro
grams, the limited variety of programs available, or inadequate chil
dren's programming. All in all, it can be concluded that violent and sex
ual content on television is relatively high on, but not at the top of, the 
list of thirgs that the public feels need to be changed. At the top of the 
list are programming changes which are unfortunately inconsistent from 
one respondent to another. 

A somewhat different perspective on negatively evaluated television 
content emerged from a question probing recent things seen on televi
sion that had bothered or upset the respondent. While only two percent 
of the respondents said they had encountered such content, over half of 
these objectionable items appeared on news programs.3 Other items in
cluded miscellaneous references to specific drama show content, adver
tising, action-adventure programs, and sports (usualJy when a re
spondent's favorite team lost). 

The question was also asked in the context of programs that were seen 
on the previous day; here the complaint rate (nine percent) for a particu
lar day was somewhat higher. Again, news programs eclipsed all other 
sources of distressing television content seen. When diary responses are 
tallied to the question asking for things that "bothered .or upset you" 
that day on television, news content again is the most typical response, 
followed by advertising features or particular commercials. It should be 
noted, however, that the vast majority (88 percent) were not bothered or 
upset by anything on that day. If indeed television is used almost exclu
sivelyas an entertainment medium, one which provides pleasant though 
not particularly meaningful relaxation, it is not surprising that news pro
grams' content, especially if it is violent, may have a jarring effect on the 
viewer, one which may be quite out of context psychologically. 

However, these negative attitudes toward television pale by compari
son with the positive assessments respondents gave the programs they 
had seen on the previom day. For each program seen, the respondent 
was asked: "Looking bal,;k, would you say that for you the program 
was a waste of time, really worth watching, or what?" 
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Despite the inviting way we presented the alternative, only 17 percent 
of the programs seen were described as a waste of time, compared to 75 
percent which were described as "really worth watching." Another 
eight percent described their reactions as mixed, as did adults who 
turned on programs for their children's enjoyment. The diaries, which 
encompass a far greater sample of programs, show an even smaller aver
age percentage who felt that a given program was a waste of time (six 
percent). In comparison, 38 percent felt the program just watched to be 
"really worth watching" while a majority (54 percent) thought the pro
gram was "O.K." Diary keepers may be somewhat more conservative 
in their comments regarding a program's worth as well as more selective 
in viewing. However, it is even more likely that the greater neutrality in 
the diaries is due to provision of the middle category as a response alter
native. It was not present in the questionnaire. 

Another rather enthusiastic endorsement of programming efforts is 
seen in the fact that 20 percent of questionnaire respondents volun
teered the opinion that one of the programs they had seen the previous 
day was worth seeing again if it were repeated. Dramatic programs were 
most often menti.oned in this connection, ranging from Ironside to the 
Mary Tyler Moore Show. 

The diaries also included questions on specific things liked or disliked 
about programs. On the average, 21 percent of the diary respondents 
were unable to specify something they liked about the program they 
watched. But (as was true of the questionnaire) those who did respond 
to the open-end question, "What things did you like about the pro
gram?" often mentioned specific show characteristics like details of plot, 
story line, or general descriptive phrases (good acting, fast moving, 
etc.). Specific characteristics accounted for 20 percent of all responses, 
while general descriptions made up eight percent. In addition, five per
cent of respondents offered reactions to the general type of show, rather 
than to the show itself. 

Another relevant general response category was that reflecting the 
effects of the show on the viewer (20 percent). Comments, for example, 
often were made such as, "It's always interesting" or "very relaxing" or 
"uplifting." Almost equal in mention (19 percent) were depictions of 
specific characters or actors in the well-liked programs. Characters (as 
opposed to story features), then, receive somewhat greater positive at
tention from viewers in the diary than in the questionnaires. However, 
the results of both methods generally agreed on ordering of liked fea
tures. 

Disliked program features were also asked for in the diaries. Here the 
large majority (82 percent) said they disliked nothing. Those features 
mentioned were typically specific plot or story characteristics. One 
might conclude once again from these figures that programs that are 
watched tend to be evaluated highly by viewers. 
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Indeed, when other comments were solicited on an open-ended ques
tion about the days' viewing. positive opinions about particular shows 
and programming were far more numerous than adverse opinions. Most 
respondents (86 percent), however, offered no spontaneous comments 
in either direction. 

Programs in general, then, are considered fairly good, although televi
sion is not particularly involving or exciting. Respondents seem for the 
most part content to watch the shows as they come on, although a mi
nority offer a variety of changes they think would improve the medium. 

WHAT PEOPLE LEARN FROM TELEVISION 

Several questions designed to gain insight into what people learned 
from television were included in the survey. Since television is not the 
only source of media information, additional questions dealt with use of 
the other mass media: radio, newspapers, magazines, and movies. Three 
separate possible sources of learning were considered: news, weather 
programs, and dramatic programs. 

News programs 

Respondents were first told that we wanted them to tell us about net
work and local news broadcasts separately. They were asked to estimate 
how often they watched each type of newscast. The results are present
ed in Table 21, and show somewhat higher daily viewing of local (50 per
cent) than of network (38 percent) news. 

Table 21: Estimated percentages watching various numbers 
of news programs during a week 

Almost every night 
Two-three times per week 
About once a week 
Less often 
Don't watch 
No answer 

Average night* 

*Projected from above distribution 

Network news 
programs 

38% 
23% 
12% 

7% 
19% 

1%* 

100% 

43% 

Local news 
programs 

50% 
24% 

5% 
6% 

14% 
1% 

100% 

54% 

A series of three subsequent questions were asked in order to gauge 
respondents' concern about violence on network news. When asked for 
complaints about these news programs, only two percent mentioned 
excessive violence. (The most common complaints were biased news 
coverage, voiced by eight percent of respondents, and being on the air 
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too much, mentioned by three percent.) When asked about things on the 
news that bothered or upset them, only three percent mentioned vio
lence explicitly, although another eight percent mentioned events and 
fighting in Vietnam and three percent spoke of civil disorders. However, 
when asked specifically whether the network news gave too much, the 
right amount, or not enough attention to violence, 31 percent felt there 
was too much coverage of violence compared to 42 percent who said 
"the right amount" and six percent who said "not enough." (21 percent 
did not watch the news or gave no answer.) As expected, the three 
groups gave different rationales for their answers; some of those choos
ing the "too much attention" option felt that people often developed 
harmful ideas from viewing such content. Others felt simply that the 
amount of violence was exaggerated by the media. Those saying that 
violence coverage in the news was about right felt that the news should 
"te11 it like it is" in order to make the public aware of what is happening, 
however unpleasant. The minority choosing the "not enough attention" 
alternative, however, claimed that even more violence was going on 
than the news showed. 

Only the "bothered or upset" question was repeated for local news, 
but here almost half the answers concerned violence, including some 
violence that occurred to acquaintances of the respondent. 

In order to focus more clearly on specific information that respond
ents may have gleaned from these newscasts, two sets of items were 
employed: recognition of seven stories that had appeared in these news
casts sometime over the previous six months, and identification of eight 
individuals who had been prominent in the news. These items are por
trayed in Tables 22 and 23, along with the proportions'}f respondents 
who showed awareness of each of them. 

It can be seen, by comparing results in Tables 22 and 23, that respond
ents' levels of self-acknowledged recognition of news items far sur
passed their ability to correctly identify individuals in the news. Of 
course, if respondents had been asked instead to identify what each of 
the news stories was about, recognition levels in Table 22 would un
doubtedly have dropped precipitously. Something, however, may be 
learned from the ordering of new stories in Table 22 in terms of what 
stories seemed to make greater or less impact on the American pUblic. 
The My Lai massacre (the trial had not begun when most respondents 
were interviewed) easily led the list on this score, with only nine percent 
of our respondents not having heard this story. The deaths of Janis Jop
lin and Jimi Hendrix and the California courtroom shootout were next 
most heard, although almost 30 percent of respondents had not heard of 
these stories. Unawareness levels rose to 35 percent and more for Ag
new's attacks on the news media, Nixon's statement about the Manson 
trial, and Robert Choate's testimony about breakfast cereals. 4 The least 
recognized item was the battle over Harold CarswelI's nomination to the 
Supreme Court. 
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Table 22: Percentage hearing and being interested in 
various new stories 

Heard and 
Heard interested 

American soldiers accused of massacre 
of Vietnam civilians 91% 79% 

Rock singers die of drug overdose 73 48 
Prisoners capture and shoot judge 

in courtroom 71 60 
Agnew attacks the news media 65 38 
Nixon Inakes statement about 

Manson trial 64 45 
Nutrition expert criticizes breakfast 

cereals 62 43 
Carswell nominated to Supreme Court 56 31 

69 

Not heard 

9% 
27 

29 
35 

36 

38 
44 

Granted that these news stories were at different levels of freshness in 
the mind of the public, it is worthwhile noting that the three most recog
nized new stories all had violence and/or death as a central element. 
Lower recognition levels were found for two items (Agnew's attacks 
and Carswell's nomination) which had been headline material for sever
al weeks and for the breakfast cereal story, which should have had con
siderable personal relevance for most citizens. This is also reflected in 
the professed interest among respondents who had heard of each story. 
The average interest rate for the three stories with violence and death 
was 80 percent, com pared to 63 percent for the other four. 

The identification quiz obviously demanded more from most respond
ents than they could give. Nine out of ten could identify Spiro Agnew 
(included as a "warm-up" item), but when it came to Robert Finch, 
Ralph Nader, Martha Mitchell, and Bob Dylan only about three in ten 
were able to provide any reasonable identification (including partially 
correct answers such as "politics" or "government" for Finch or "en
tertainer" for Dylan). Maryland's then Senator Tydings, professional 
football's 1969 rookie-of-the-year Calvin Hill, and political activist
revolutionary Tom Hayden were even more remote from the minds of 
our respondents. 

Table 23: Percentages identifying various people in the news 

TOTAL 
Partially Basically Partially or completely 
correct correct correct 

Spiro Agnew 3% 86% 89% 
Robert Finch 11 21 32 
Ralph Nader 13 16 29 
Martha Mitchell 8 18 27 
Bob Dylan 3 23 26 
Joseph Tydings 4 14 18 
Calvin Hill * 13 14 
Tom Hayden * 2 3 

*Less than 0.5% 
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While it is rather presumptuous to expect the average citizen to have 
instant recognition of several of these individuals, the fact that the sig
nificant and continuing media exposure given individuals like Ralph 
Nader and Martha Mitchell had so little impact in registering their per
sonalities with the public is worthy of attention. 

For both the story recognition and news personalities "quizzes," 
however, the focus was far less on levels of awareness per se than on 
patterns of television and other media use that were associated with 
higher or lower levels of awareness. This analysis appears in the over
view paper by Robinson (1971) and will not be carried further here. Par
ticularly crucial in that analysis will be the degree to which awareness is 
related to use of the other news media-newspapers and radio (estimat
ed as used daily by 65 percent and 71 percent respectively of our respond
ents), and magazines (two percent of our respondents reported regular 
readership of an analytic commentary magazine, 13 percent of a news 
magazine, and 17 percent of Life or Look). Despite these higher daily 
contact rates for newspaper and radio than for television news, howev
er, almost twice as many of our respondents claim to get most of their 
news from television than either from newspapers or from the radio. 
Whether these respondents pick up proportionately more information is 
an empirical question that can be investigated with these data. 

Weather prog rams 

One type of television program whose impact has not been re
searched, but which occurs several times of the day on most television 
stations, is the weather forecast. Almost half of our respondents said 
they watched the forecasts at least once a night, and less than 20 percent 
said they failed to catch at least one forecast a week. . 

It is interesting to speculate about whether such programs have 
brought greater preparation for future behavior (e.g. leaving home early 
for projected poor weather, selecting clothing in line with what weather 
forecasts predict) than occurred before television. However, in the pres
ent analysis, attention was concentrated on direct information gain as 
one possible impact of seeing forecasts night after night over a long peri
od. Since the weather map is the standard visual device used by televi
sion weathermen, we sought to inquire how well certain established 
principles of weather prediction viewers were able to pick up from such 
repeated exposures. Respondents were asked to estimate how much 
weather programs had helped them to understand weather maps. Of 
those replying, only 15 percent said a great deal, 26 percent said some
what, 26 percent a little, and 33 percent not at all. 

Questions on two principles of weather maps which are clearly implic
it in the weather forecasters' use of these maps were then asked: the 
direction the weather usually comes from and the consequences of a low 
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pressure system moving in. Except for South Florida, the prevailing 
direction for weather in this country is west, and 24 percent of our re
spondents correctly said so. Another 12 percent said west along with oth
er directions, which could also be considered a correct answer. Howev
er, 45 percent chose other directions only, and another 19 percent did 
not attempt a guess. Only a little more than a third, then, appeared to 
comprehend the basic principle that weather flows from the west to east. 

Far more respondents (32 percent) would not attempt an answer to the 
next question, dealing with the likely weather conditions following the 
arrival of a low pressure system. Of those who did, the vast majority 
correctly said that it meant the skies would be more cloudy. Overall, 53 
percent gave this answer, compared to only seven percent who said 
skies would become clearer or stay the same and eight percent who said 
temperatures would go up (technically correct but not as correct as skies 
becoming cloudier)-combinations of these two answers being included 
in the 53 percent figure above. Whether respondents could apply this 
cloudier-low pressure association into interpreting a weather map is a 
moot point, since the semantic connection between "low" and "cloudy" 
could well have indicated the correct answer. This is not to denigrate 
our respondents' performance on this question, but it is inconsistent 
with their abilities displayed on the previous question about the direc
tion of the weather. 5 

One final item on the weather concerned the perceived accuracy of 
weather forecasts on television, since one might suspect that a good deal 
of skepticism abounds about the profession, given the numerous occa
sions in which forecasts turn out incorrectly. Indeed, the public does 
underestimate the weatherman's performance, if one accepts the 80-85 
percent figure widely publicized as the weatherman's level of accuracy. 
Oniy about a quarter of the population is willing to grant him that degree 
of accuracy, the average rating being 61 percent. 

A number of interesting questions remain about the interplay of these 
variables, and analyses are planned which will verify the extent (if any) 
to which steadier viewers of weather programs feel the forecasts are 
more accurate, feel they have learned more about weather maps, and 
are able to answer the weather questions correctly. Also, we expect to 
find greater confidence in the weatherman among those with higher edu
cation, since these respondents should presumably place more reliance 
on the scientific underpinnings of weather forecasts. 

Dramatic programs 

Since the bulk of viewing time is spent on dramatic programs and 
these are programs that viewers overwhelmingly choose as favorites for 
viewing, we also inquired about whether or what respondents felt they 
were learning from such content. From the responses to the two ques
tions, it is obvious that far more research needs to be done in this area. 
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Respondents were asked to judge whether they learned anything or 
didn't learn anything from viewing their two favorite dramatic pro
grams. 6 For 56 percent of the dramatic programs mentioned, respond
ents said they did learn something from these programs; from 44 per
cent respondents said they learned nothing. Surprisingly, the things most 
often reported as learned are how to solve problems-one's own prob
lems in the cas(! of soap operas or crime problems in the case of detec
tive shows-and how people behave or react in various situations. 

It was also surprising to find, in the same vein, the amount of realism 
that respondents perceived in these programs. Twice as many respond
ents (60 percent) said their favorite program showed "life as it really is" 
than said it did not (30 percent); the remaining 10 percent claimed it was 
only partially realistic. When asked to explain their answer about pro
grams being realistic, the majority pointed out that "things like this hap
pen in real life," while others mentioned the realism of the acting or 
characters or the way they think, or even physical characteristics of the 
situation (scenery, props). Those who felt the programs were unrealistic 
explained that these were just stories, that only actors were used, or that 
the situations were romanticized or glorified. Some viewers exercised 
their critical faculties by pointing to specific incongruities within the sto
ry line. Such responses deserve more extended research attention than 
we were able to provide in this survey. For example, it would be of great 
psychological and sociological interest to know the degree of carryover 
to their own lives that respondents perceive as emanating from lessons 
and knowledge gained in these programs. 

No testable information questions were included in the diaries. How
ever, when respondents to the diaries were asked if they had learned 
anything seen on television that day, 82 percent replied that they had 
not. Of those who had, news or current events programs provided the 
common learning experiences. Of particular interest here is that sizable 
numbers of those reporting that they had "learned something" referred 
to practical knowledge and ways of problem solving. Once again, it 
would seem that at least some viewers see the shows they watch as di
rectly relevant to their own lives. If many of these shows are drama or 
situation comedies, the fiction is evidently capable of yielding perceived 
insight into everyday real world transactions. 

HOW CHILDREN USE TELEVISION 

Our research plan called for a thorough inventory of all users of tele
vision in a household. While children between the ages of three and 12 
are indeed heavy users, our previous experiences with interviewill6 
these younger children suggested that we would be unlikely to collect 
I't0iable data from them. However, we did ask mothers of these young
Slers a series of questions about their viewing habits. These questions 
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concerned the child's favorite programs, which programs the mother 
thought were not good for the child to watch, and television content that 
the mother had observed as frightening or upsetting to the child. In all, 
mothers' reports were obtained for about 140 youngsters, with about 
equal numbers of children at each year of age. 

Favorite programs listed by the mothers consisted largely of cartoons, 
children's programs (like Captain Kangaroo), and familY comedies. 
Fewer mothers mentioned educational programs such as Sesame Street 
or Misterogers Neighborhood. The only action-adventure programs 
mentioned tended to be reruns rather than those currently on at prime 
time. In asking mothers for children's favorites, one might suspect that 
the list would represent some sample of programs that mothers felt were 
good for their children to watch. But the fact that many more mothers 
felt educational programs were good for their children than reported 
them as favorites indicates that mothers' judgments of childrens' favor
ites were not entirely dictated by social desirability. It may also indicate 
that some mothers experience difficulty getting their children to watch 
educational programs. 

Only about half thes.e reports included programs that mothers could 
name as not good for the child to watch, perhaps indicating some lack of 
concern about what their younger children were exposed to on televi
sion. Few of the programs named were on during prime time hours 
(with the excepiion of Mod Squad), and most seemed to be locally origi
nated programs that had never been on the networks. Specific soap op
eras (particularly Dark Shadows) and reruns of action-adventure west
erns were next most often mentioned. In general, many movies on tele
vision were seen as unfit for children, especially those featuring violence 
and sex. Unfortunately, specific names or even categories of these mov
ies were usually not given by respondents. Cartoon shows with much 
violence or "idiocy" are also condemned by a minority of mothers. 

Fewer mothers, about one-third, reported that television programs or 
parts of programs had frightened or upset their children. These included 
mainly monster pictures or other supernatural stories, parts of the pro
gram Dark Shadows, and depicted acts of violence or abuse toward chil
dren or animals. 

Some mothers' comments indicate those programs to be bad which 
make children "more inquisitive" or plain "nosy" about sensitive is
sues like sex, drugs, and death. 

OTHER QUESTIONS 

Final analyses on the present data have by no means been carried out. 
It remains to outline analysis planned for questionnaire items less cen
tral to television behavior, and to give some indication of crucial ques
tions which may be fruitful targets of future analysis and future research 
plans. 
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Personality variables and violence 

In addition to the traditional background factors incorporated at the 
end of social surveys (age, education, occupation), respondents were 
asked to provide information on personality factors and other aspects of 
their social background. Since these are of practically no relevance per 
se in terms of television, these questions are merely listed in Table 24. 
The aggression and self-esteem items were taken mainly from standard 
personal agression scales; some were developed by NIMH's TV and 
Social Behavior staff. Both sets were found to have discriminant validity 
in previous studies. The alienation items come from Srole's well-known 
Anomie Scale. 

item 

Table 24: Personality items and percentages of respondents 
giving various answers 

Aggression 
Even if you don't like a person you should stili try to help him. 

Whoever insults me or my family is asking for a fight. 

I demand that people respect my rights. 

If you don't watch yourself, people will take advantage of you. 

Lately I have been kind of grouchy. 

Alienation 
Nowadays a person has to live pretty much for today and let 
tomorrow take care of itself. 

It's hardly fair to bring children into the world with the way 
things look for the future 

These days a person doesn't know whom he can count on. 

Self-esteem 
I am a useful person to have around. 

I wish I could have more respect for myself. 

You're waiting in a long line and someone tries to cut in ahead 
of you. Would you feel like: 

pushing him out of line 
other physical aggression 

A friend of yours tells other people a secret about you that 
embarrasses you. Do you feel like: 

threatening to beat him up 
other physical aggression 

Your ten year old brother or son is beaten up by an older boy. 
Would YOll feel like: 

beating LIP the older boy 
other physical aggression 

% Agree 

92% 

38 

69 

71 

36 

40 

35 

56 

85 

40 

16 
13 

4 
o 

6 
o 

Correlational analysis involving the aggression items and violent tele
vision content will be undertaken with suitable multivariate controls 
added. The alienation and self-esteem items will be analyzed mainly 
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against extent of television use, as will items measuring the respondent's 
professed satisfaction with life. The hypothesis to be explored here is 
whether those with high alienation, low self-esteem, and low life satis
faction are heavier and more avid television viewers than their counter
parts at the reverse ends of these scales. With the three variables, it will 
be possible to find which (if any) contributes most to explaining heavy 
television IJse. 

We also expect two other "social pressure" factors to explain a good 
deal of variance in amount of television use: the amount of time respond
ents feel they have excess time on their hands, and the number of eve
nings spent away from home. Less than 20 percent of our respondents 
said they had time on their hands with nothing to do more than once a 
week-which, on the surface, would indicate that this factor has little 
effect on how much time is spent watching television. Roughly the same 
proportion said they usuallly spent all of their evenings at home, with 49 
percent saying they were out one or two nights per week, 19 percent 
three to four nights, and 12 percent five to seven nights per week. For 
most respondents, activities that took them away from home were lei
sure activities, particularly organizational activity, visiting, sports, and 
hobbies. 

Some preliminary inspection of the questionnaires indicates that par
ticipants in at Iwast one of these activities are quite likely to show a dis
tinctive pattern of television use. People who report participating in 
church activities in the evening are particularly likely to be infrequent 
viewers of television, to feel that television is a waste of time, and to 
take more objection to sex and violence on the screen than other re
spondents. 

Future research 

Other questions raised by the more provocative of our findings can be 
resolved only partly by further analyses of current data. Future large
scale research is needed to examine a great number of topics: 

Few people seem to regard television viewing as a waste of time, yet 
there is relatively little real attention given many programs. What are the 
factors that lead people to watch discontinuously, and how do these fac
tors differ by program type? 

What are the consequences of secondary and even tertiary activities 
engaged in concurrently with television viewing? How and to what ex
tent does each affect watching? 

What is the relationship between fictionalized television content and 
actual life situations? What is the perceived degree of carryover into real 
life of knowledge and information thought to be gained through televi
sion drama? 

To what extent is increased (or retarded) physical and social interac
tion among family members seen as a result of television? What are the 
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dynam ics of these interactions and how do they affect other aspects of 
family life? 

How are decisions made among family members to watch one pro
gram rather than another. assuming there is some conflict over the pro
grams chosen? 

What is the extent of commitment to or involvement with certain pro
grams and program types? What is the degree of regret felt for having 
missed particularly favorite programs compared to other disappoint
ments not related to television? 

Finally, what is the change over time, if any, in the perceived legiti
mate functioning of television? Will it continue to be regarded almost 
entirely as an entertainer, or will more serious purposes prevail? How 
will attention values shift with time (assuming future programing lev
els and quality remain about the same)? Do parents continuously at
tempt to influence their children's program choices, and if so to what 
degree? If children are permitted to make their own choices, what are 
the factors that lead to selecting one program or program type rather 
than another? 

It is our intention to devote attention to these and other questions by 
further perusal of the data collected in the project. It will be necessary 
however, to initiate other more intensive investigations if full ans\Vers 
are to be obtained about the use of television. 

SUMMARY AND CONCLUSIONS 

Availability and charact\~ristics of television sets 
in the home 

If nonrespondents as well as respondents are accounted for, virtually 
all of the households we contacted in attempting to gain cooperation 
were found to contain at least one television set, and about two-fifths of 
these households contained a color set. The major set in the household 
was usually to be found in the living room, although most rooms re
ceived at least a few mentions. 

Broadcast coverage was fairly good among our sample members, with 
a median of about five channels received on the major set in the house
hold. In addition, only one-quarter of the sample households received 
less than four channels, and about one-half were able to receive UHF 
channels. 

Opportunities for viewing then were relatively unrestricted among our 
sample households, insuring at least a representative range of program 
and time choices about which to gather our data and make observations. 
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How much television people watch 

Three methods of establishing viewing time estimates provide quite 
different results. The Roper question "On an average day-··" produces 
by far the highest estimates, possibly because respondents ("re thinking 
of an average day on which they watch television and are excluding days 
when they do not. The diaries result in the lowest estimates of television 
viewing, possibly due to conscious underreporting on the part ,)f respon
dents who resist writing responses more than they would vdrbalizing 
them and who wish to avoid further questions. A less likely pos:'libility is 
that diary keepers become somewhat more selective in their vi(~wing by 
virtue of a kind of panel effect. The requests to recount previous day's 
viewing provide an estimate between these two extremes which h possi
bly most accurate since it is free of the biases of both the other ques
tions. This median estimate is less than two hours daily when proper 
weights are assigned for days of the week. This is considerably lower 
than usual estimates provided by commercial services. 

Within method of questioning, amounts of television viewing tim,,! are 
relatively consistent across a variety of demographics such as region 
and community size. However, the watching is somewhat heavier 
among certa!i) population groups (e.g., the less educated and women). 

Even among those who watch a great deal of television, few feel that 
they watch too much, either because they are also engaged in other out
side activities, because viewing benefits them, or because they feel oth
ers watch a great deal too. Evidently, while television is not necessarily 
seen to be of great value, neither is it regarded as a way of killing Oil 

wasting time, and guilt does not usually accrue from watching even a 
great amount. The ambivalence toward television watching found in at 
least one previous study (Steiner, 1963) is not much in evidence. Perhaps 
this indicates that with increasing familiarity over time, the amount of 
use of television becomes less a matter of either negative or positive 
concern to individual viewers, regardless of amount of time spent 
watching. 

How people watch television 

We have pointed out that television is often watched in conjunction 
with one or even two other activities such as paid work, housework, 
talking, eating, reading, and child care. The effect of these secondary 
activities on television viewing is not clear. However, it cannot be said 
that the average program audience is very attentive since so many re
spondents report missing segments of each program. Moreover, the diary 
data are even more extreme in showing that less than a third of the pro
grams are seen in their entirety by as much as 80 percent of their audi-
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ences. Certain shows featuring drama or stories receive consistently 
more attention along a number of dimensions, especially if they have 
small (but presumably devoted) audiences. Large audience shows fea
turing "variety" probably receive least thorough attention. From a pro
gramming point of view, we have raised the question of whether a small 
attentive audience may not be at least as desirable as a large, easily dis
tracted one. 

There is more evidence that television viewing is not generally a thor
oughly involving activity in itself, since items of either business or plea
sure are quite likely to provide moments of distraction for the viewer. 
Further, people often watch television together. Some two-thirds of the 
programs were reported as watched with at least one other person. Since 
these individuals must somehow reach agreement (even if by fiat) on the 
programs to be viewed, the social environment and the particular aggre
gation of individual family members certainly influence the programs 
that are watched. Thus, even if one family member is thoroughly in
volved with a particular program, there are likely to be others who are 
not particularly interested in it or who are relatively inattentive. Since 
the incidence of talking and other at least semisocial activities is great, it 
appears that television may be used as a social facilitation device, to 
provide a context for gathering together. The programs themselves 
provide topics of conversation among family members during the show 
and among acquaintances afterwards. 

Why people watch television 

Most responuents say they watch television for entertainment and 
relaxation; this is evidently considered a legitimate motivation, distinct 
from killing or wasting time. In fact, a number of respondents find tele
vision often personally beneficial or uplifting at the sam e time that it is 
relaxing and entertaining. The fact that relatively few view television as 
a way of killing time or view specific programs as a waste of time is sur
prising considering the degree of inattention and noninvolvement with 
television which has already been implied. It is also surprising if one 
considers that a substantial minority report viewing programs just be
cause they come on a channel they were already watching or because 
other people in the household wanted to watch them. 

Less than half the viewers use television guides for all or even most 
programs, although the great majority of viewers use them occasionally 
to hflp them plan their watching. The diaries, it is true, give more indica
tion that television watching is planned and rational, with a .;lear majori
ty on the average saying they planned to watch a given program. This 
may be partially an artifact of the diary keeping situation, a sort of panel 
effect in which the respondent is made more attentive than he might oth
erwise be to general and specific programming. At any rate, the diaries 
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too show that most programs are not watched all the way through by 
most respondents. 

Whatever the degree of planning that goes into viewing, television 
programming is certainly not condemned by the majority. More individ
uals report regret over having missed particular programs than report 
avoiding television at times because nothing worthwhile is on. This is 
perhaps one indication that people are liking, more than disliking, cur
rently available programs. It is also true, of course, that missing favorite 
programs like soap operas and football games may have more salience 
than the absence of worthy programs at a time when it might be pleasant 
to watch television. Evidently, boycotted television time amounting to 
more than two hours a day is used to fit in obligatory activities such as 
housework, as well as more leisurely pursuits, with relatively little of 
this boycotted time occurring during prime time hours. 

Incidences of both missed programs and boycotting tend to be lower 
in the diaries, again probably due to underreporting. 

The evidence accumulates, then, that television is used as a relatively 
noninvolving way of relaxing, being entertained, and perhaps socializing 
with family members. A number of viewers feel specifically benefited 
from television programming, although programs are surely not watched 
with complete attention, and lack of selectivity is such that less than half 
the viewers use television program guides for most programs. 

Very little information gain or self-improvement from television was 
spontaneously mentioned by respondents. It appears once again that 
television is seen almost exclusively as an entertainer rather than a 
teacher. Although programs with information value (e.g., news 1.11d 
weather shows) are frequently watched, the instructional functions of 
television in themselves do not provide great motivation to view. Public 
affairs and information broadcasts and specials were rarely attended to 
by our sample. 

How people feel about what they view 

Favorite programs are most often comedy and variety shows with 
crime-adventure, other adventure, other dramatic, and soap operas 
close behind. The diaries, however, show that game shows and news 
a~count for much actual viewing, whether or not they are chosen as fa
vorite program5. They also show that attention value of programs is not 
necessarily directly related to their audience size or expressed populari
ty. 

Specific reasons for liking comedy or dramatic programs are most of
ten couched in terms of specific characteristics of stories such as typical 
plots or story lines. Favorite characters or actors, when mentioned, are 
virtually all adults and mostly male even though one-fifth of our respon
dents were adolescents and more than half were female. This presents 
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an interesting paradox with regard to role identification for a majority of 
the television audience. 

In view of the frequent and heavy criticism leveled at television, it is 
somewhat surprising that rather positive attitudes toward specific and 
general programming are prevalent. Few programs are thought of as a 
waste of time, and one-fifth of the questionnaire respondents even ex
pressed the wish to see particular programs again that they had just 
viewf.:d :\'le previous day. Moreover, spontaneous comments, though 
made by few, were much more likely to be positive than negative. Com
plaints about television-things that should be changed-most often 
involve number of commercials and expansion or removal of various 
types of programs. Unfortunately, this Jist of program types on both 
sides is too diverse and conflicting to be of much vaiue to programmers. 
Violence and, to some extent, sex on television are matters of some 
concern to viewers but seem of lower priority than the basic program
ming issues. 

In the same context, most viewers report having seen nothing recently 
on television that bothered or upset them. But of those who were both
ered, the cause was most often the content of a news story, especially 
involving violence. When programs are grouped into three categories 
reflecting amount of violence in program content, we found that violent 
programs are not watched disproportionately to their numbt'rs. It is also 
somewhat surprising to find consistently more attentio., being paid to 
nonviolent than to violent shows along a number of different dimen
sions. To some extent, there is also more satisfaction with thel'n. This is 
perhaps one more indication that people watch television primarily for 
entertainment and relaxation and do not wish to confront violence or 
perhaps even discomfort on any extensive continuous basis. It may also 
be true that fictional violence on television has become so commonplace 
that its attention value is significantly less than it used to be. There is 
less evidence for this numbing effect with respect to violent news stories 
and information features, which seem to be better remembered than 
other items. This does not imply that they are enjoyed, however, or 
even seen as a primary function of television. 

In any case, whatever the effects of violence on television may be, 
there does not seem to be any large scale involvement with, or commit
ment to, current programs featuring violence, compared with other 
more pacific programs. 

What people learn from television 

It is difficult to make definitive statements about how much people 
learn from television, especially without comparative information from 
different media and other sources of information. It is also not possible 
to build causative relationships, since the effects of these other sources 
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as contributors to knowledge I.;annot be ruled out or controlled. In addi
tion, even correlational analyses on our data involving viewing time and 
performance on information quizzes have not yet been carried out. 

Within these constraints, some conclusions may be drawn. First, it 
may be said that while reported recognition of stories in the news ap
pears fairly high, the level would undoubtedly be considerably reduced 
if respondents had been asked to recall details of the stories. Consider
ing the indifference with which violent dramatic programs seem to be 
viewed, it is interesting that highest recognition was found for stories in 
which violence played a major role, and greater interest was also ex
pressed in these stories. 

When respondents wer~ asked to identify eight national figures., few 
wer'" able to properly describe any but Vice President Agnew. It is of 
note that national figures like Ralph Nader and Martha Mitchell, who 
have received extensive television (and other media) coverage, were so 
infrequently identified correctly. It seems to indicate once again that tel
evision is not used deliberately or particularly well as an educational 
medium with regard to matters of serious national concern. Yet televi
sion is seen as providing unbiased news and is reported the source of 
most news for a majority of respondents. 

Weather programs were watched by almost half the respondents ev
ery night, although skepiicism about the weatherman's forecast was 
perhaps greater than deserved among viewers. This too seems to indi
cate that great information gain is not expected from television pro
grams. About one-third were able to correctly cite the west as the direc
tion from which our weather emanates. Roughly the same proportion 
correctly identified the consequences of the arrival of a low pressure 
weather system. Since no baseline data is available, we do not know 
whether these figures reflect an information gain brought about by tele
vision news and weather programs or not. Future correlational analyses 
using suitable controls will give at least partial answers by establishing 
relationships (or lack of them) between viewing patterns and knowledge 
in these areas. 

In another context, whatever may be the actual level of factual infor
mation gathered from intentionally instructive television programs, 
most individuals seem to feel that they learn something from watching 
theirfavorite dramatic programs. Surprisingly, practical knowledge and 
methods of problem-solving lead the list of knowledge reported acquired 
through these programs. Furthermore, these dramatic programs are 
most often seen as realistic and showing life as it really is. Many viewers 
then seem to be seeing the shows they value as directly relevant to their 
own lives. 

Since favorite shows are usually fictional, a fascinating interface of 
fantasy and real world concerns is implied, and a fruitful area of future 
research would seem to be exploration of the degree of perceived car-
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ryover of learning from programs to situations in the respondent's life. 
In any event, many viewers evidently take the fictionalized content of 
dramatic programs more seriously and literally than most social think
ers and behavioral scientists have recognized. 

How ch ild ren use televisi on 

Mothers' reports on the viewing habits and preferences of their chil
dren 3-12 years of age indicate that cartoons, children's programs, and 
family comedies are the heavy favorites, with educational programs 
such as Sesame Street next in preference. As might be expected, educa
tional programs were somewhat more favorably regarded by mothers 
than is reflected in children's actual viewing, perhaps indicating that 
mothers do not always succeed in influencing program choice. 

Programs seen as bad for children to watch were named by only about 
half the mothers qu,;ried, so either television programming for children 
is regarded as adequate, or mothers are not overly concerned with 
younger children's viewing fare. Those specific program categories 
which are seen as bad are some soap operas (particularly Dark 
Shadows), certain action-adventure westerns, adult movies, monster or 
supernatural shows, and even certain cartoon shows with too much vio
lence or foolishness. 

Many of these programs are also the ones which are reported occa
sionally to bother or upset the children in question. It might be noted, 
however, that some programs seem to upset the parents without upset
ting the children, such as the adult movies, action-adventure westerns, 
and cartoons mentioned above. There is some indication that programs 
on such sensitive issues as sex, drugs, and death lead to questions from 
children that parents are reluctant to deal with. 

All in all, it cannot be said that mothers Me particularly critical of cur
rent television programming for young children. Many more comments 
are directed toward favorite shows then toward those which are seen as 
harmful. This is not to say that parents are not concerned at all witn 
what their children see-not a few mothers condemn programs which 
may, for example, "teach (them) bad things," or cause children to 
"learn the harm in life." However, there is little evidence here that the 
issue is particularly salient among our sample. 

A brief overview 

The average television viewer in our survey spends a good deal of 
time in front of the set, although not as much as some previous studies 
have indicated. Exactly how much time depends on how the estimate is 
established. If the middle one of three estimates is tentatively accepted, 
properly weighted and corrected for nonresponse, the median value is 
somewhat less than two hours per day per person. 
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Television is watched primarily for entertainment and relaxation and 
is rarely used deliberately as an educational device or source of informa
tion apart from regular news and weather programs. Yet it is not general
ly regarded as a way of killing time or as a waste of time. Little ambival
ence is felt even with heavy use if the viewer manages to fit in other 
more active pursuits, if he feels watching televisioll benefits him some 
way, or if he simply feels that others watch just as much as he does. 

Watching television often is accompanied by other activities such as 
reading, child care, housework, and even hobbies. Since people most 
often watch television together, talking about the shows and other fami
ly social interactions are common during viewing. 

Levels of current programming, while not remarkably stimulating or 
overpowering, are more positively than negatively evaluated by view
ers. Favorite programs are regretted when missed, and more favorable 
than unfavorable comments are directed at specific shows and at general 
programming. Further, few report being bothel'ed or upset by things 
they have seen on television. There are, to be sure, areas of dissatisfac
tion-the commercials, sex and violence, daytime television, and widely 
diverse specific programs that different people feel should be removed 
immediately. However, the general tone is positive, even with regard to 
children's programming, and there are few recommendations by viewers 
for major reform or change in the current system. 

This is not to say that audiences are particularly enthusiastic. Surpris
ingly little attention is paid to many popular programs, with viewers 
watching whatever comes on the channel, carrying on a variety of other 
activities during the show, and watching, at best, discontinuously. It is 
true that When the viewer himself plans to watch a particular program 
and makes the choice himself, he pays somewhat more attention to the 
show, and certain programs, especially in the dramatic category, have 
more attention value than others. 

However, for the most part, television viewing emerges as a relatively 
unplanned, discontinuous phenomenon characterized by at least 'surface 
noninvolvement on the part of the viewer. In this study at least, pro
grams with violent content fare worse than nonviolent programs in at
tention value along the dimensions we have been considering. 

Despite the apparent lack of involvement or expressed enthusiasm, 
however, we have also found that the fictional content of dramatic pro
grams is often regarded as realistic, describing the way life really is. A 
number of respondents feel that they learn practical methods of prob
lem-solving from these programs. An important area for future investi
gation will be pinpointing the perceived degree of transfer of lessons or 
information learned from these programs to the viewer's everyday life. 
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FOOTNOTES 

1. For those nonrespondents who gave us the information, the average 
viewing time was about two hours. Although the number of nonre
spondents who gave estimates of viewing time is too small (N =29) to 
provide reliable estimates, it is possible to calculate a weighted aver
age of viewing time based on the assumption that the 29 individuals 
are representative of all 102 nonrespondents. When this is done, the 
average viewing time is two hours and 54 minutes. 

2. The five most often mentioned favorites were those that scored high
ly in the Nielsen ratings: football games, Marcus Welby, Flip Wilson, 
Mod Squud, and Medical Center. The diary data, however, reveal 
that game shows, movies, and news account for much actual viewing 
time whether or not they are chosen as "favorite programs." 

3. The question about being bothered or upset was repeated in the spe
cific context of news programs; here the proportion reporting being 
bothered by something on the news rose to almost 30 percent, even 
though a substantial number of respondents admitted to being infre
quent news viewers. Violent news (Vietnam, disruptions, etc.) was 
the major source of such bothersome content. 

4. For those who had heard of this nutrition story, we included several 
questions about how Choate's testimony had been perceived. We 
anticipated mainly negative reaction because of the popularity of 
such food products, the subsequent rebuttal by some other scientists, 
and possible public weariness of muckraking. Of the 44 percent who 
ventured an opinion, however, almost four in five said Choate "knew 
what he was talking about," mainly citing the quality of his analysis 
of cereals and his expertise. Those who dissented referred far more 
often to the irrelevance of scientific evidence in the area than to the 
countertestimony presented after Choate's allegations. 

5. Respondents were also asked how sure they were about the correct
ness of their answers to these two questions. It may be of some com
fort to survey researchers to find that those who knew the correct 
answers were more sure of themselves than those who did not give 
the correct answers. (On the direction question, 83 percent of those 
who answered "west" were absolutely or pretty sure they were 
right, compared with 57 percent of those who gave other directions. 
On the low pressure question, 69 percent of those with correct an
swers were absolutely or pretty sure vs 47 percent of those with in
correct answers.) There is, of course, a reversal overall in that re
spondents were more confident on direction than on the low pressure 
question, even though the low pressure question had a higher propor
tion of correct answers. This adds some support to our concern 
about the clue implicit in the low pressure question. 
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6. These favorite dramatic programs consist of roughly equivalent 
numbers of crime-detective, western-adventure, general dramatic, 
soap opera, and situation comedy shows. 
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Two separate analyses of the television viewing audience are con
tained in this report. The first is of viewers of television violence, the 
second of network television news viewers. The analysis of violence 
viewers uses data collected by W. R. Simmons and Associates during 
the 1967-68, 1968-69, and 1969-70 television seasons. The news analysis 
is confined to the 1969-70 season: 

The Simmons organization has been engaged in collecting two-week 
diaries of television viewing and national probability samples of the pub
lic since 1964. The Simmons data are not collected for the purpose for 
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which they are used in this paper. They are collected to provide adver
tisers with estimates of the potential size and characteristics of the audi
ence that can be reached by television programs rather than by national 
magazines. Each year the Simmons organization collects data on the 
readership of more than 50 national magazines. The Simmons national 
sample stratified to ensure better representation of the higher income 
segment of the population (which is likely to read more magazines) is 
polled twice during the year. 

During the second polling, a subset of the original respondents are 
asked to fill out a two-week diary of the television programs they have 
viewed (including supplementary data on the degree of attention paid to 
each program). In the 1969-70 study, for example, 15,000 respondents 
aged 18 and over were interviewed in the original sample. (Only one re
spondent per household was interviewed.) Of these, 10,000 were desig
nated in the TV diary subsample. Respondents were offered a gift, such 
as a transistor radio or a travel alarm clock, for their participation. Dia
ries were to be kept for various two-week periods between October 12 
and November 15, 1969. Of those contacted: 

6,834 
349 
961 

192 
516 

1,148 
10,000 

filled out usable diary forms 
filled out unusable diary forms 
had moved from their previous residence and could 

not be located 
were deceased or too ill to complete the diary 
could not be found at home (despite repeated call 

backs), and 
refused to participate 

The calculations which follow are based on the two-week diaries of 
the 6,834 respondents, specially weighted to insure figures which can be 
projected to the national population. Further details on data collection 
procedures for the 1969-70 study are provided in the Appendix to this 
report. Practically identical descriptions apply to the 1967-68 and 1968-
69 samples. 

DEMOGRAPHIC CORRELATES OF VIEWERS OF 
VIOLENT TELEVISION PROGRAMS 

Attempting to establish a link between mass media content and subse
quent behavior of the audience is a complex undertaking. In the current 
debate about the effects of television violence, the most persuasive evi
dence comes from laboratory studies which have used young children and 
college students as subjects. Until recently, these segments of the popu
lation have not been responsible for much of the violent behavior that 
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plagues our society. Nor, in terms of sheer numbers, can they account 
for very substantial portions of the viewing audience for violent pro
grams on television-the audience needed to keep these programs on the 
aIr. 

A crucial factor in assessing the effects of television violence is the 
type of viewer who creates a demand for programs which emphasize 
and (in the eyes of many social observers) glorify the use of violence to 
resolve conflict. Are such viewers highly or poorly educated, old or 
young, from rural or urban environments? These questions are of limit
ed scope and shed no direct light on the more central question: what are 
the effects of violent programs on audience members? However, identi
fying the audience for violence is a necessary first step in such an opera
tion, one that has not been given much attention in previous literature 
and one that is needed to gain proper perspective on the functions of 
such television programs in society. 

The basic computer tabulations on which the following report is based 
were calculated at the request of the Television and Social Behavior 
program staff. The Simmons organization supervised the translation of 
these research requests for computer processing. 

The research in this report follows an analysis of the adult audience 
for violent television programming which was done for the 1967-68 TV 
season (Simmons, 1968). The original research is expanded in two basic 
directions: (a) attempting to replicate the findings of 1967-68 for audi
ences in 1968-69 and 1969-70; and (b) extending this demographic analy
sis to control for important background variables like amount of view
ing, education, and race. As much as possible, procedures used in the 
original Simmons analysis were followed in order to preserve compara
bility of survey results. 

Analysis procedures 
The analysis procedures can be divided roughly into four steps: (a) 

identifying the most violent television programs; (b) calculating from 
each person's diary how many hours he had spent viewing such pro
grams oyer the two-week period; (c) establishing a criterion amount of 
viewing that would classify a respondent as a "heavy viewer" of televi
sion violence; and (d) finding out which demographic groups had espe
ci/illy high or low proportions of heavy violence viewers in their ranks. 

For the original report, Simmons (1968) asked three prominent televi
sion critics to rate prime time shows on a five-point scale from "not at all 
violent" to "extremely violent." The 13 programs that all three critics 
ratedattheviolentend of the scale are listed in the final column of Table 1. 

Comparable critics' data wen~ not available for the 1968-69 and 1969-
70 seasons, so alternative sources of ratings had to be utilized. The best 
available source for the 1968-69 lay in ratings from graduate students 
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collected by Smith (1969). Since the Smith ratings were also collected 
for the 1967-68 season, some adaptation of these ratings to the Sim
mons list had to be made. It was arbitrarily decided to select ten of the 
most violently rated of the programs of 1967-68 still on the air in the fall 
of 1968 and to add three new programs that seemed equivalent in terms 
of violence: Mod Squad, Ironside, and Hawaii Five-O. This group 
comprises the middle list in Table 1.1 

Nine of the programs classified as most violent during th~ 1968-69 sea
son are listed again in Table 1 for the 1969-70 season. (Only five pro
grams carried overfrom 1967-68 to 1968-69.) 

Tab!e 1: Programs nominated as 13 most violent 

1969-70 1968-69 1967-68 

Mod Squad Mod Squad Big Valley 
Mannix Mannix Mannix 
Mission Impossible Mission Impossible Man from Uncle 
Hawaii Five-O Hawaii Five-O Cimmaron Strip 
Virginian Virginian Custer 
The F.B.I. The F.B.I. Garrison's Gorillas 
Gunsmoke Gunsmoke Guns of Will Sonnett 
High Chapparal High Chapparal High Chapparal 
Ironside Ironside Hondo 
Bonanza Felony Squad Bonanza 
It Taks a Thief Avengers Judd for the Defense 
Land of the Giants N.V.P.D. N.V.P.D. 
Lancer Wild Wild West Wild Wild West 

The nominations for the 1969-70 season list were based on a compos
ite of ratings obtained from Greenberg and Gordon's national sample of 
television critics and from a Detroit telephone sample of adults. (The 
Greenberg and Gordon ratings and procedures are described in a sepa
rate report submitted to the NIMH Television and Social Behavior pro
gram.) 

For their 1967-68 analysis (hereafter referred to as the 1968 sample), 
Simmons defined heavy viewers of violent television as those who had 
watched more than six hours of violent (as defined by the list of 13) pro
grams during the two-week diary period. Some 11 percent of the male 
adult population and eight percent of female adult population met this 
criterion. For the 1969 and 1970 samples, the viewing criteria had to be 
moved up to include approximately the same number of heavy viewers, 
since we are interested in contrasting populations that are comparable 
on social grounds rather than on obsolete levels of television viewing. 
The following corresponding figures were obtained: 

Hours viewed 
Percent of males 
Percent of females 

1968-69 
7.5 or more 

11.1 
10.8 

1969-70 
8.5 or more 

12.4 
10.7 
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The increased criteria indicate that programs selected as violent in 
Table 1 reached larger audiences over the years, even though the total 
amount of reported television viewing was in a period of decline. During 
all three seasons, these heavy viewers constituted one-third of the audi
ence for all the programs labeled as violent in Table 1, despite the fact 
that they constituted only one-tenth of the total sample. 

The analysis tables which follow chart the concentrations of these 
heavy viewers within various demographic subgroups of American so
ciety. These tables utilize an index which simply describes the relative 
prevalence of heavy viewers within a population subgroup. If the pro
portion of heavy viewers of violence within the subgroup is exactly the 
same as for the total sample, then the index registers 100. If the propor
tion is twice as high, the index registers 200; if it is only half as high, 50. 

A concrete example may help. In the 1970 data, the following break
down by education was obtained for men: 

Attended or graduated from college 
Graduated from high school 
Did not graduate from high school 

28.0 percent 
30.5 
41.5 

100.0 percent 

The distribution of heavy viewers and the resulting index for each 
group are: 

Co\lege 
High school grad 
Non-high school grad 

16.9 
21.7 
61.4 

100.0 

Index 
60~ 

71 
148 

The index of 60 for male respondents who had either attended or grad
uated from college indicated that the proportion of heavy viewers of tel
evision violence in this subset of the population (16.9 percent) repre
sents only 60 percent of the total proportion of such persons in the sam
ple (28.0 percent). The index of 148 for men who did not graduate from 
high school, on the other hand, indicated that this group contains almost 
one-and-one-half times as many heavy viewers of violence as would be 
expected from this group as a whole. Put another way, the following 
percentages of each group are heavy consumers of violent television 
fare: 

College 
High school grad 
Non-high school grad 

7.5 percent 
8.9 percent 

18.5 percent 

Compared to the overall figure of heavy viewers of violence among men 
of 12.4 percent, the 18.5 percent figure for men who have not graduated 
from school is almost half again as great. 
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Results 

Tables 2-7 contain the values of this index for various demographic 
groupings across the three years. Table 2 examines variations in the in~ 
dex for men by age, income, education, race, number of children, and 
ownership of color sets; parallel data for women are laid out in Table 3. 
Degree of violent viewing by age and race within educational categories 
is shown for men in Table 4 and for women in Table 5. Table 6 explores 
a three-way breakdown (Region x Urbanity x Income) separately for 

Table 2: Indices* of degrees of viewing of violent television programs 
for various demographic groupings: men only 

Males who are heavy 
All male viewers viewers of TV 

1970 1969 1968 1970 1969 1968 

Age: 18-24 62 90 90 92 104 106 
25-34 72 78 99 66 97 100 
35-49 68 54 114 78 58 109 
50-64 144 148 80 129 130 78 
65+ 173 162 117 123 116 111 

Income: $15,000+ 54 61 55 70 74 88 
10 -14,999 82 79 73 97 85 83 
8 - 9,999 111 109 90 110 107 95 
5 - 7,999 150 148 118 123 127 105 

Under $5,000 150 148 118 123 127 105 

Education: 
Attended college 60 60 38 81 62 38 
High school grad 71 87 114 72 87 114 
Did not graduate 148 134 128 127 126 128 

high school 

Race: White 97 96 91 99 99 98 
Nonwhite 127 132 163 110 114 141 

No children 122 119 NA 111 110 95 
One-Two children 85 89 NA 82 88 NA 

Under 6 108 87 81 90 
6-12 106 64 116 69 

13-17 45 72 54 81 

Three or more children 71 77 NA 99 96 NA 
Under 6 50 63 
6-12 74 104 

13-17 83 109 

Color set 100 78 129 100 65 107 
Black and white set 100 107 95 100 111 98 

*See text for description of the index. 

men and for women. This arrangement of breakdowns thus proceeds 
from univariate to more complex multivariate analyses. 
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Tables 2 and 3 generally verify the initial Simmons analysis, which 
isolated race, income, education, and age as major correlates of violent 
TV viewing. In more recent years, age, income, and education have in
creased in explanatory power, while race-the leading correlate in the 
initial study-has produced noticeably less differentiation. Two interest
ing variables in 1968-region (not shown in Tables 2 and 3) and owner
ship of color television sets-failed to appear as correlates for the 1969 
and 1970 data. For women, in a reversal of a 1968 finding, presence of 
children in the household was associated with slightly Jess viewing of 
violence in 1969 and 1970. However, no consistent tendency for either 
number or age of children to affect viewing appears in the two tables. 
While education, income, and age again appear as correlates of violent 
viewing in Table 3, race remains the leading correlate of violent viewing 
for women. 

Table 3: Indices of degrees of viewing of violent programs for 
various demographic groupings: Women 

Women who are 
All women heavy viewers 

1970 1969 1968 1970 1969 1968 

Age: 18-24 66 84 73 78 80 78 
25-34 77 87 86 63 90 91 
35-49 91 81 105 100 104 101 
50-64 139 125 132 130 118 122 
65+ 122 132 89 111 100 94 

Income: $15,000+ 81 69 37 119 98 57 
10-14,999 66 69 73 83 69 73 
8- 9,999 76 84 71 76 78 74 
5- 7,999 113 115 126 90 116 118 

Under $5,000 137 128 123 121 112 116 

Education: 
Attended college 53 69 46 67 79 72 
High school grad 73 105 108 70 112 96 
Did not gradUate 146 110 117 131 96 110 

high school 

Race: White 92 96 94 96 95 96 
Nonwhite 160 137 149 124 131 130 

No childtren 110 118 95 107 109 94 
One-two children 88 96 NA 92 99 NA 

Under 6 77 113 77 102 -, 
6-12 80 64 86 70 

13-17 101 75 112 87 

Three or more children 95 66 NA 95 79 NA 
Under 6 91 82 
6-12 98 98 

13-17 102 114 

Color set 99 124 109 94 125 91 
Black and white set 103 93 99 104 94 103 
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The right sides of Tables 2 and 3 show corresponding indices for the 
heaviest viewing segments of the population. (Using this strategy, we 
have a basic control on the influence cf total amount of set usage on 
viewing of violence.) These heavy TV users almost by definition watch 
more violence, simply because they watch more television.2 In point of 
fact they watch twice as much violent programming as the average mem
ber of the general audiences. This would not pose a methodological 
problem if the average amount of viewing were constant acr~ss the pop
ulation subgroups. However, heavy viewing is concentrated in the low
er-education, lower-income, black, and aged portions of the United 
States population (Bogart, 1958; Robinson, 1969)-the same portions 
already noted as heavy viewers of violence. The control on amount of 
viewing is therefore essential before proper estimates of the effects of 
the demographic variables can be made. 

Indeed, when such control is applied, the differentials of the top four 
variables in Tables 2 and 3 drop considerably.3 In fact, viewing in the 
oldest age category (65 and over) drops below that in the second oldest 
age group (50-64). Nevertheless, education and income continue to be 
the leading correlates for men, and race the leading correlate for wom
en. 

Tables 4 and 5 attempt to get a better perspective on the interactions 
among three of these important correlates: education, age, and race. 
Internal instability is evident in the two sets of tables; that is, violent 
viewing does not increase consistently as age increases (or education 
decreases) within various age (or education) categories. Of the two, var
iations by education are more consistent than variations by age. But (at 
least in the 1970 data) there is, in Coombs's (1965) term a "disjunctive" 
cast to the interaction of the two variables: one must either be over 50 or 
not have finished high school to be a heavy viewer of violence. Particu
larly intriguing in both the 1969 and the 1970 data in Table 4 is the high 
viewing of violence among young male high school dropouts, a group 
particularly prone to aggressive activity (Campbell and Schuman, 1969; 
Baker and Ball, 1969). 

Considerable instability also appears in the relation between viewing 
violence and education for blacks in Tables 4 and 5. Among black men, 
high school graduates watched the most vioience in 1970; in 1969, those 
who had not finished high school watched most. Among black women, 
almost the opposite patterns occurred. Of course, the small sample sizes 
preclude anything but idle speculation about the meaning of these data. 

Further instability is found within the four-way breakdown of the 
white population in Table 6. However, the relation between heavy view
ing of violence and lower income holds up across regional, urban, and 
sex boundaries. A relation between violence viewing and location was 
also found. That higher violent viewing would be characteristic of non
metropolitan locations, especially in the South, was not expected. These 
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Table 4: Degree of viewing of violent programs by age and education and by race and education: Men ::0 
> 

All males Males who are heavy television viewers 
'"C ::r: 

Education Education f.i 
(J 

Did not High DidN::lt High ::r: 
graduate scho'Jl Attended graduate school Attended > 

::0 
TOTAL high school grad college TOTAL high school grad college > 

(J 

1970 
>-l 
tyj 

18·24 62 145* 66 22 92 157"* 93** 50** ::0 

25·34 72 81 76 64 66 55* 64 75 en 
AGE >-l 

35-49 68 137 28 36 78 134 33 50 >-< 
(J 

50+ 158 164 140 133 126 130 115 119 en 

RACE 
White 97 153 63 60 99 131 63 81 
Nonwhite 127 127 167" 72* 110 106* 138"* 75** 

148 71 60 127 72 81 

1969 
18·24 90 235* 82 18 104 193** 119"'" 0** 

AGE 
25·35 78 88 69 79 97 138 64 105 
35-49 54 78 39 40 58 83 35 45 
50+ 155 160 165 115 130 131 133 81 

RACE 
White 96 123 91 63 98 120 88 67 
Nonwhite 132 187 62* 8* 114 157* 81** 6"* 

134 87 60 126 87 62 

"Sample size not large enough for high stability. 
**SampJe size too small for reliability. 

\0 
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Table 5: Degree of viewing of violent programs by age and education and by race and education: Women 

All females Females who are heavy television viewers 

Education Education 

Did not High Did not High 
graduate school Attended graduate school Attended 

TOTAL high school grad college TOTAL high school grad college 

1970 
18-24 66 124 48 45 78 104* 67 54** 

AGE 
25-34 77 148 67 24 63 111 53 17 
35-49 91 144 68 35 100 149 54 63* 
50+ 132 151 106 98 120 133 100 110 

RACE 
White 92 133 74 49 96 125 74 59 
Nonwhite 160 205 54 100 124 158 43* 142** 

146 73 53 131 70 66 

1969 
18-24 84 76 101 57 80 69* 91 54** 

AGE 
25-34 87 115 99 43 90 100 106 54 
35-49 81 86 81 71 109 113 96 119 
50+ 128 129 143 94 110 97 149 95 

RACE 
White 96 113 97 64 95 95 105 70 
Nonwhite 137 111 208 140* 131 102 208* 190** >-d 

>-
110 105 69 96 112 79 

...., ...., 
I:I:I 

*Sample size not large enough for high stability. 
;;>;:1 
Z 

"*Sample size too small for reliability. til 
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Table 6: Degree of viewing of violent programs by income and location (whites only) 

A. Men 

1970 

WHITES Non·South South Non..sollth 

Metro Non·metro Metro Non·metro Metro Non·metro 

INCOME 
$8000+ 74 80 36 168 81 69 
Under $8000 146 133 26 135 107 103 

97 106 32 151 90 89 

B. Women 

1970 

WHITES Non·South South Non·South 

Metro Non·metro Metro Non·metro Metro Non·metro 

INCOME 
$8000+ 73 64 62 87 61 110 
Under $8000 112 103 98 156 112 115 

89 85 79 131 82 113 

1969 

Metro 

62 
50 

55 

1969 

Metro 

90 
129 

110 

South 

Non·metro 

125 
161 

156 

South 

Non·metro 

69 
134 

116 
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Table 7: Top 13 evening programs in degree of attentiveness of audience 
00 

(Numbers are percentages who say they are pa~ing "full attention" when the program is on) 

1970 1969 1968 

MEN 
83 Mannix * 88 Judd for the Defense 89 Sunday News/Reasoner 
83 Bonanza * 86 Mission Impossible* 89 High Chaparral* 
83 Hawaii Five-O * 86 Nams at the Gamo 88 Bonanza * 
82 Harry Reasoner (Sunday News) 85 Star Trek 88 Big Valley' 
32 Ironside· 85 Outcasts 86 Mission Impossible 
82 Virginian * 84 It Takes a Thief 86 I Spy 
82 Walter Cronkite 84 Gunsmoke* 85 Hondo* 
81 Gunsmoke* 84 Guns of Will Sonnett 85 Cimarron Strip" 
81 The FBI 84 Ironside * 85 FBI 
81 High Chapparal * 83 Hogan's Heroes 84 Felony Squad 
80 Name of the Game 83 Hawaii Five-O" 84 Sunday Night Movie 
80 Mission Impossible' 83 Journey to the Unknown 83 Guns of Will Sonnett* 
80 Dragnet 83 Virginian * 83 Gunsmoke 

WOMEN 
84 Marcus Welby, M_D_ 84 Peyton Place 88 Peyton Place 1 
84 Medical Center 84 Kraft Music Hall 88 Peyton Place /I 
80 Bold Ones 82 Family Affair 87 Sunday Night Movie 
80 Newlywed Game 82 Lawrence Welk 85 ABC Scope 
79 Ironside * 82 My Three Sons 84 Big Valley* 
79 Lawrence Welk 82 Julia 84 Bonanza * 
79 Mannix' 81 Ironside * 84 Judd for the Defense* 'tj 

79 Jimmy Durante - Lennon Sisters 80 Judd for the Defense 83 Saturday Night Movie > ...., 
78 Hawaii Five-O* 80 Walt Disney 82 Ironside 

...., 
trl 

78 Virginian * 79 Bonanza 82 'Thursday Night Movie :;0 

78 Then Came Bronson 79 Big Valley 82 Run far Your Life Z 
UJ 

78 Let's Make a Deal 79 Mission Impossible* 81 Mission Impossible 0 
78 Bonanza' 79 Star Trek 81 Wednesday Night Movie "I1 

c::: 
en 
trl 
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are locations in which the type of violence seen on television is least 
likely to occur. The finding holds when controlled for income and sex in 
Table 6. In contrast, figures for the black population (parallel to Table 6) 
show no stable trends whatsoever. 

One of the unique features of the Simmons diary data on television 
viewing is that respondents are asked to indicate for each program 
whether they paid full attention for most of the viewing period, paid 
only some attention, or were mainly out of the room. This becomes an 
important facet of viewing behavior; respondents report paying less 
than full attention to the set for almost one-third of their viewing time 
during prime time hours.4 It may be useful, therefore, to inquire about 
what kinds of programs are most likely to capture complete viewer at
tention. 

Table 7 contains, in rank order, the 13 programs from the 1968, 1969, 
and 1970 seasons that were most likely to have full viewer attention. In 
the 1970 season, nine of the 13 programs for male viewers were also 
among the most violent programs on television. In 1969, the number 
drops to five of I3-but this still represents 38 percent of the most vio
lent programs. Only eight of the remaining 72 less violent or nonviolent 
programs (11 percent) rated as high on the attentiveness factor (and all 
eight of these programs contain some degree of violence). In 1968, the 
figure is six of 13, and again most of the remaining seven top attention 
programs contain some violence. 

Table 7 indicates that violence has much less appeal to women than to 
men. In 1970, five (38 percent) of the most attentively viewed programs 
were among the most violent; in 1968 and 1969, only two and three were 
among the most violent. Over all three seasons, however, violent pro-

. grams do appear to generate disproportionately higher attention to the 
set among women than do other programs.s 

Nevertheless, male viewing patterns provide the most striking figures 
in Table 7. These figures take on even greater significance when one 
examines male degree of attentiveness to what is stereotypically consi
dered the programming that generates greatest involvement-profes
sional football. The attentiveness rating for NFL pro football in 1970 
was 71; for AFL football it was 65.6 

Summary and comment 

In all three seasons studied, the male audience for the most violent 
television programs has been drawn disproportionately from the lower
status segments, in terms of income and education, of American socie
ty. Heavy viewers of violence also tend to be past age 50 and to be 
black, although these factors do not operate consistently within each 
status grouping. Particularly high viewing of violence characterizes 
those males 18-24 who were high school dropouts. These findings hold, 
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(although less significantly), when viewing of violence is controlled for 
total amount of television viewing, which is also highest among persons 
of lower social status, among the elderly, and among blacks. 

The same factors tend to characterize heavy viewers of television 
violence among women, but their relative predominance differs from 
among men. Race seems to be the major determinant of violence view
ing among women; education, income, and age play less important roles. 

Among both men and women factors which in previous analyses had 
been correlates of violence viewing-ownership of a color set, region of 
the country, and number and age of children-failed to replicate' over 
the years or when controlled for total amount of viewing. One new vari
able, size of community, appeared promising in the 1970 data, but fur
ther checks over future seasons are needed. 

Despite the consistency with which these results appear (across sea
sons when these programs faced highly variable competing programs), it 
would be premature to conclude that the factors analyzed are immutable 
concomitants of violence viewing. The data are restricted to, and reflect 
public response to, current evening television dramatic fare. The recent 
favorable response among better-educated Americans to movies like 
Bonnie and Clyde, The Wild Bunch, Butch Cassidy and the Sundance 
Kid, and the James Bond series leaves little doubt that violence can be 
dressed up to have greater appeal to those of higher social status.7 The 
introduction of more television series like The Avengers and Mission: 
Impossible (both of which in fact drew disproportionately from the col
lege-exposed segment of the public) would result in a reversal of the 
findings of this report. The gradual disappearance of television westerns 
(only five were on in the 1969-70 season) may hasten such a trend. 

Nevertheless, the greater exposure to television violence among those 
portions of our society in which violence is already more likely to be an 
accepted way of life offers little hope that television is helping to orient 
our society in a less violent direction. In no way can any causal infer
ences about television be read into these data. 8 But they certainly do not 
diminish the likelihood that more detailed investigation would reveal tel
evision, in a very subtle and continuous fashion, playing an important 
social role as reinforcer of the norm of justified violence. 

The findings on attentiveness, on the other hand, remind us that there 
are many criteria by which to assess the function of such programming 
to a society and that its positive social consequences need to be consi
dered as well. While available research offers little evidence that the 
greater attentiveness to violent programming can be translated into a 
catharsis effect on personal aggression, the greater appeal of violence 
over the fare on the television screen may betoken a considerable less
ening of feelings of apathy and boredom in the viewing pUblic. A recent 
Gallup poll found that three times more lower-status than higher-status 
respondents described their lives as dull and unexciting. Perhaps televi-
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sion violence is partially filling this void in the lives of a significant num
ber of our citizens. Certainly this function needs to be considered in the 
growing debate on the effects of television violence on American socie
ty. 

VIEWERS OF NATIONAL NEWS PROGRAMS 

Surprisingly little is known about the audiences of national new s pro
grams on television. Survey data have shown that television news view
ers tend to be better informed about news events than non viewers (Rob
inson, 1967; Wade and Schramm, 1969). Numerous social observers 
have also conjectured that national news programs have created a great
er national consciousness at the expense of public concern about local 
political matters. Almost all recent surveys have shown vast majorities 
of the public claiming television to be their main source of news (Roper, 
1969), not only generally but also during apecial periods such as elec
tions (Robinson, 1967; Converse, 1966; Hero, 1959). 

Nevertheless, a number of important pieces of information are lack
ing in our understanding of the function of television news programs in 
American society. Most notably, no researcher has yet examined the 
ways public perceptions of our sociopolitical environment change in 
response to important news events as they are reported in the various 
mass media. It is undoubtedly true that recent public concern about pol
lution and student unrest are largely the result of mass media coverage 
of these topics. But how have public attitudes changed? What groups 
have changed the i, views more than others? What types of people have 
become engaged in political or social behavior as a result of media cov
erage? These and other fundamental questions, while quite complex to 
research, are the kinds to which more research needs to be directed. 

Unfortunately, the research in this report bears only indirectly on 
these fascinating issues. It is concerned with more mundane questions: 
What proportion of the population is reached by a national news broad
cast over a two-week period? What are some demographic correlates of 
persons who watch these programs frequently? Are heavy viewers of 
television news more likely than non viewers or light viewers to use oth
er sources of news like magazines and newspapers? How much atten
tion do viewers pay to their sets when news programs rather than other 
kinds are on the air? Answers to such questions do widen our under
standing of how television news functions in the process of keeping our 
citizenry inhrmed on the crucial issues of the day. 

The data reported here were collected by the W. R. Simmons organi
zation from tele vIsion viewing diaries of a national probability sample of 
persons 18 yeCl"h and older. The sampling procedures hav~ been de
scribed in detail in Part 1. The diaries were kept by 6,834 viewers for 
various twe -Neek periods between October 12 and N ovem ber 15, 1969. 
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These data offer unique advantages over those collected in previous 
studies of news viewers. The sample is over three times larger then 
those few previous studies of news viewing that had a nationwide proba
bility base. Considerable experience and care in collecting valid data on 
highly specific aspects of mass media usage are built into the Simm.ons 
data gathering operation. Simmons collects usage data on three media 
simultaneously from respondents. The fact that the data are collected by 
a commercial concern, minimizes the likelihood that respolfldents ov
erreport their news-seeking behavior because it might be expected of 
them (as is to be feared when the subject of the survey is news and the 
respondent knows it). 

Amount of news viewing 
On an average weekday, 25 percent of adult men and 22 percent of 

adult women reported watching the national news programs of either 
Reynolds-Smith (ABC), Walter Cronkite (CBS), or Huntley-Brinkley 
(NBC). However, the pattern of viewing such programs over a two
week time period is far from the random one which would result if the 
vast majority of viewers saw at least one of these news programs over a 
two-week period-despite this relatively low proportion of daily view
ers. In fact, as can be seen in Table 8, the majority of the popUlation (52 
percent of men and 54 percent of women) did not report seeing even one 
national news program during the two-week period. 

Table 8: Percentages of the sample viewing news programs over a two·week period 

Saw Men (by chance) Women (by chance) 

No program 52% ( 6%) 54% ( 8%) 
One program 9 (18) 11 (23) 
Two 7 (28) 6 (27) 
Three 3 (25) 4 (24) 
Four 5 (15) 4 (12) 
Five 4 ( 6) 4 ( 5) 
Six 4 ( 2) 3 ( 1) 
Seven 3 ( ") 3 ( *) 
Eight 3 ( *) 3 ( *) 
Nine 4 ( *) 3 ( *) 
Ten or more 6 ( *) 5 ( ") 

100% (100%) 100% (100%) 

"Less than 0.5 percent 

Table 8 shows the proportion of men and women who saw up to ten 
news programs over the two week period. 9 In parentheses we have also 
given the corresponding proportions as if news behavior were a random 
phenomenon-that is, viewers who watch the news on one evening are 
no more likely than nonviewers to watch the next evening. It can be seen 
that under random conditions, only six percent of men would have seen 
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no news show over a two-week period. The actual percentage who saw 
no programs is almost nine times as high. The 20 percent of male view
ers, at the other end of the scale, who saw more than five shows is simi
larly about nine times higher than that expected by chance. Hence there 
is tremendous overlap in news audience from one evening to the next, 
and only about 20 percent of the viewing audience could be categorized 
as regular viewers of national news programs. 

It is this 20 percent of viewers-those who are more likely than not to 
watch a news program on a given evening-on which we now focus at
tention. We shall be concerned with two characteristics of this group on 
which the Simmons data offer us perspective: (a) How do their members 
compare with the rest of the society in age, education, and race? (b) 
How do their magazine and newspaper reading habits differ from those 
of less regular viewers or nonviewers of news? 

Some demographic correlates 
Our first concern is with the way news viewing varies with age and 

education among white people. The proportion of blacks in the Simmons 
sample is too small to subdivide in this manner; the news viewing of 
blacks, which, as we shall see, varies somewhat from the patterns for 
whites, will be covered separately. 

Table 2 contains figures indicating the prevalence of regular news 
viewers in various age and education categories of the sample. The in
dex used is described in detail in Part I of this report. (Briefly, the index 
is constructed to read 100 when the proportion of regular news viewers 

Table 9: Index of regular news viewers in various age and education categories 
(corresponding figures for heavy television viewers in parentheses) 

High school High school Some College 
(not complete) grad college grad 

White men by age: 
18-24 32* (64**) 25 (41**) 42 (47**) 32* (100**) 
25-39 46 (52*) 46 (57) 35 (16**) 58 (71 *) 
35-49 90 (92) 59 (53) 44 (78*) 75 (116*) 
50+ 188 (143) 197 (148) 80 (63*) 162 (115) 

143 (124) 80 (81) 49 (55) 85 (103) 

White women by age: 
18-24 33 (77*) 16 (18*) 61 (94**) 100* (71 **) 
25-34 40 (38) 48 (56) 7 (7*) 18 (40**) 
35-49 87 (90) 94 (99) 70 (56*) 81 (154**) 
50+ 139 (116) 183 (156) 168 (158*) 244 (242*) 

108 (98) 92 (97) 77 (82) 133 (177) 

Black men: _87 (105*) 80 (91**) 61* (63**) 282** (166**) 
Black women: 91) (112) 81 167*) 52" (42**) 370** (174**) 

"Sample size too small for high reliability. 
.-i" 

""Sample size too small for reliability. 
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in a category is exactly equal to the proportion of viewers in the rest of 
the sample, to read in varying degrees over 100 when there are dispro
portionate numbers of regular news viewers, and to read in varying de
grees less than 100 when there are fewer regular news viewers than aver
age.) Table 9 indicates a fairly consistent increase in news viewing as 
age increases but shows a curvilinear viewing pattern as educaton in
creases. Among women, viewing dips in the 25-34 age category, the 
years when family responsibilities apparently reach a peak leaving little 
time for keeping up with the news< 
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Figure 1: Indices of viewing of national news by educational level, age, and sex 

The curvilinear pattern of news viewing with education is such that 
heaviest viewing is found among those with the lowest and the highest 
degrees of educational attainment. Among men, college graduates are 
less likely to be heavy news viewers than those who have not finished 
high school; among women, college graduates watch more than the least 
educated group. 

While the data are not shown in Table 8, the same conclusions emerge 
from a parallel analysis of the nonviewers of television news, the major-
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ity of the sample that did not watch any news programs over the two
week period. Likewise, controls for amount of television viewing (see 
the figures in parentheses in Table 9, which refer to indices of viewing 
among the 40 percent of the population who watch the most television) 
confirm these trends, although the news viewing of college graduates 
appears more pronounced than that of those who have not finished high 
school. The curvilinear nature of these viewing data can be seen graphi
cally in Figure 1. 

Among blacks this control for amount of viewing results in the oppo
site effect of educational differentials on news viewing. This is due to the 
fact that, contrary to the pattern for whites, television viewing tends to 
be greater among the more educated blacks. Thus, when controls for 
amount of viewing are imposed, the strikingly high indices (282 for men, 
370 for women) for blaGk college graduates become considerably atten
uated. However, in both raw and controlled sets of figures, the ;;ilme 
basic curvilinear nature of viewing patterns is found. 

Use of printed news media 
The Simmons data offer an opportunity to explore the use that regular 

television news viewers make of the printed media. In this section, we 
shall inquire into their use of daily newspapers and of various news-ori
ented magazines. 

Newspaper readers are identified by a "yesterday recall" method. 
They are asked the names of any newspapers read in the past week. Only 
those who read the newspaper "yesterday" or on an average weekday 
are counted as newspaper readers; 90 percent of both men and women 
qualified as newspaper readers in 1970. As can be seen in Table 10, 
newspaper readership w"'s not very strongly related to television news 
viewing among men or ·~iomen.1O 

Readership of magazines is assessed by what Simmons calls the 
"through-the-book" technique, in which copies of ten articles appearing 
in a recent issue of the magazine are presented to the respondent; he is 
asked to rate them according to his interest in them. After rating the ten 
articles, the respondent is asked whether he has seen this issue of the 
magazine before. Respondents must affirm past exposure to the issue to 
qualify as readers. Respondents who kept television diaries not only 
gave this information in the fall survey but also had completed the pro
cedure some months earlier. 

For the present survey, magazines were grouped into four categories 
that had been previously found predictive of awareness of items in the 
news (Robinson, 1967). The four categories are: analytic commentary 
(for example, Atlantic), news (Time), general interest (Look), and busi
ness (Fortune). To qualify in the "two or more" category in Table 10, 
the respondent had to read two different magazines in that category in 
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either interview. For example, a person who read Time in both the 
spring and the fall interviews faIls into the "one" category in Table 3; 
but the person who read Newsweek in the spring and Time in the fall 
qualifies for the' 'two or more" category. II 

Table 10: Indices of regular television news viewing by readership of various 
magazines and newspapers 

All men College exp.psed m.en 

Reader of: None One Two or more None One Two or more ---- ----
Daily newspaper 106 99 X 61 102 X 
Analytic magI 99 107 89 89 144 79 
News mag2 100 104 91 94 90 117 
General interest mag3 98 94 104 82 91 106 
Busi ness mag" 102 100 77 102 80 115 

All women College exposed women 

Reader of: 

Daily newspaper 82 102 X 69 102 X 
Analytic mag 98 100 200 103 56 140 
News mag 92 124 124 76 132 106 
General interest mag 94 91 108 52 84 116 
Business mag 98 124 172 91 106 258 

I I ncludes Atlantic, Harpers, New Yorker, Saturday Review or Esquire 
"I ncludes Time, Newsweek, U.S. News and World Report 
3 Includes Look, Life, Readers Digest, Parade, Family Weekly 
"Includes Barrons, Business Management, Business Week, Duns Review, Forbes, Fortune, 
Nation's Business, Wall Street Journal 

The data in Table 10 provide only limited support for the notion of a 
"news-seeking syndrome," in which individuals who are news-seekers 
will try to keep up with the news in as many media as possible. There is 
in fact no relation between news viewing and readership of magazines 
among the total male sample. There is some tendency in this direction 
among coIlege-educated men, although news viewing does not increase 
monotonically with number of magazines read (especiaJIy analytic 
commentary magazines), as we would expect to be the case if there were 
a strong bond linking the two forms of media behavior .12 

Among women, however, the news-seeking syndrome holds more 
often than not. Readers of each type of magazine are more likely to be 
regular news viewers than are nonreaders; those who read two or more 
such magazines are as likely or more likely to be regular news viewers 
than are those who read only one magazine. This monotonicity does not 
hold for analytic and news magazine readers among women who had 
been to college. Nevertheless, a link between television and printed 
media news behavior is generally supported among the female portion of 
the sample. 

Among blacks, no strong or consistent relation could be found be
tween television news behavior and magazine readership or newspaper 
readership. 13 
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Attentiveness to news programs 
Table 7 showed that many news programs scored high in capturing 

viewer attention. Of the three news programs considered in the present 
analysis, Walter Cronkite received the highest attention score (82 per
cent of the audience was paying full attention), with Huntley-Brinkley 
and Reynolds-Smith (both at 78 percent) commanding only slightly less 
attention. All three ratings were considerably above the average atten
tion score for evening television programs. 

On the other hand, among women the attention ratings dropped to 
well below average (64 percent for Walter Cronkite and Huntley-Brink
ley and 57 percent for Reynolds-Smith). To some extent, this can be at
tributed to the fact that these programs are on the air during the dinner 
hours. When on·e looks at attention to other news programs, women's 
ratings are about on a par with those of men. For the program 60 Min
utes, full attention is claimed by 80 percent of the men and 76 percent of 
the women, for Harry Reasoner 82 percent and 76 percent for Roger 
Mudd 78 percent and 71 percent, for Meet the Press 71 percent and 71 
percent, for Face the Nation 63 percent and 66 percent, respectively. 

Summary and comments 
We have attem pted to utilize som e unique aspects of media data to 

gain a better understanding of news viewing behavior among adults in 
the United States. We have found that: 

1) The 20 percent of the population who view national evening news 
regularly (at least six times over a two-week period) is far larger in num
ber than one would expect if news viewing from one evening to the next 
were a random phenomenon. It seems justified, therefore, to separate 
the viewing public into regular and nonregular news viewers. 

2) Both male and female regular news viewers are drawn dispropor
tionately from older people in our society, regardless of their education
allevel or amount of overall television viewing. 

3) Regular news viewing shows a curvilinear relation with educational 
level for both men and women, with those of least and most educational 
achievement most likely to be regular news viewers. 

4) The proportion of regular news viewers among black college grad
uates is strikingly high. 

5) The supposition that regular viewers supplement their information 
through their more extensive contact with printed media was supported 
by women but not by men. Regular male news viewers were not consist
ently more likely than nonviewers to be readers of news-oriented maga
zines. 

6) While attention to evening news is notably higher among men that 
women, this does not appear to hold true for news-related programs at 
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other times of the day. Male attention to all television news shows tends 
to be much higher than that given to average entertainment programs. 

The findings bear on rather disparate aspects of television news be
havior and seem incapable of integration into a single summary theme. 
The data point out definite differences in news viewing between men and 
women, between blacks and whites, between the better and the less 
educated, and between older and younger people. With regard to age, 
we are reminded of data indicating a decided increase in attention to and 
awareness of news and politics among parents once their children begin 
to leave home (Robinson, 1967). 

Perhaps the most striking statistic in the report, however, is the 52 
percent of the population who did not report watching a single evening 
news show over the two-week diary period. 14 This figure is difficult to 
comprehend alongside the 59 percent of the population who reported 
that they received most of their news from television in a recent Roper 
(1969) survey. On the average day, the Simmons data suggest that 90 
percent of the population read a newspaper while less than 25 percent 
watch national television news. 

It is obvious that more detailed knowledge is needed about the ways 
mass media operate in the context of specific news events, so that de
pendence on people's recall or general attitudes or perceptions is not 
necessary. Are people who have seen television news coverage of some 
event or story more or less likely to seek and/or read more details in the 
printed media? What segments of the tremendous amount of news to 
which a person is exposed in an average day does he remember the next 
day or the next week? What type of news is most likely to be brought up 
and discussed in interpersonal conversation? It would seem most fruit
ful to examine these questions in the context of microscopic daily be
havior (as we have done here) rather than to make oversimplified projec
tions based on personal intuition or superficial polls. 

FOOTNOTES 

1. There are some discrepancies between the Smith and Simmons rat
ings. Smith's raters wl)Uld probably have included Felony Squad, 
Mission Impossible, Gunsmoke, A vengers, and Rat Patrol on the 
1967-68 list, and dropped Cimarron Strip, Guns of Will Sonnett, 
Bonanza, Big Valley, and Judd for the Defense. Nevertheless, both 
sets of raters basically agreed that the other eight programs be
longed on the list, and it seems unlikely that either set of judges 
would deny thaI' any of the above programs contained considerable 
amounts of violence. 

2. The following amounts of weekly hours of television viewing quali
fy the respondent as a heavy viewer: 
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1969 
1970 

Men 
21.5+ 
19.8+ 

Women 
27.0+ 
26.0+ 

These criteria include the top 40 percent of the viewing public. 
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3. The differentiation appears to increase, however, if one looks only 
at the remaining 60 percent of the population-the "nonheavy view
ers." In the 1970 data, the following indices obtain for education for 
this 60 percent: attended college-44, graduated from high school-
69, and did not graduate from high school-161. For, race, the fol
lowing indices obtained: white-92, nonwhite-l64. 

4. These demographic factors have been found to be generally asso
ciated with greater attentiveness: lower education, lower income, 
greater age, male sex, smaller family size, and no children in the 
household. Attention to the set is highest during the prime time 
hours and drops to well below half during weekday daytime hours. 
These data are from the Simmons Newsletter, Vol. 1 No.1 (Novem
ber 1967), entitled "Taking a New Look at TV Audience." Subse
quent validational research has shown attentiveness to be strongly 
related to respondents' abilities to recall commercial messages 
broadcast during the program. 

5. A number of daytime serials not considered in Table 7 also rate high 
in inattentiveness among women. In the 1970 data, for example, 
Another World, As the World Turns, and Days of Our Lives all 
commanded the full attention of more than 75 percent of women 
viewers. Attentiveness scores for games shows like Hollywood 
Squares (50 percent), reruns like The Lucy Show (47 percent), The 
Today Show (38 percent), and Captain Kangaroo (12 percent) pale 
by comparison. 

6. College football actually has a slightly more attentive (although 
much smaller) audience with 76 percent of viewers claiming full at
tention. In 1969, college and pro football rated about equally in at
tentiveness. (These figures must be considered in the light of the 
time of year in which they were collected. Professional games in 
October and November are more likely to be lopsided contests, to 
have less overall significance, and to have to compete with more 
favorable weather than those later in the year. It would be interest
ing to have comparable figures for playoff games.) 

7. A significant amount of movie violence appears on television (par
ticularly in movies made especially for television); this movie vio
lence (too complicated to analyze in the present data) is more likely 
to attract the better-educated than the less-educated audience. 

8. Questions dealing with respondents' attitudes toward and experi
ence of violence might be included in future surveys of television 
viewing behavior in order to examine the way viewing of television 
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violence relates to personal orientations toward violence. Some 
questions of this type were considered for the 1970 Simmons sur
vey, but constraints imposed by time and finances combined to 
make this infeasible. 

However, a number of behavioral items already included in the 
Simmons survey which could be interpreted as violence-related 
were correlated with the amount of violence viewed by men in the 
sample. The following items were actually negatively related to vio
lence viewing: purchase of a gun or rifle during the previous year 
(index of violence viewing 34 for these respondents); purchase of a 
target gun or rifle during the previous year (index of violence view
ing 34 for these respondents); purchase of a target gun during the 
previous year (index 35); purchase of factory-loaded ammunition 
(index 61). Nor did heavy viewing relate to the reading of various 
"masculine" magazines; readers of adventure magazines like True 
indexed at 71, of automobile magazines like Hot Rod at 66, and of 
hunting magazines like Field and Stream at 109. Multivariate con
trols need to be imposed on these data before they can be properly 
interpreted, but there is little reason to expect such controls to re
sult in a reversal of the direction of these results. 

9. Some 1.8 percent of men and .7 percent of women watched more 
than ten news programs over the two-week period. These news
hungry viewers obviously lived in areas in which the three news 
programs are not on the air at the same time. 

10. One intriguing differential pattern of newspaper readership appears 
when amount of education is controlled. Among both men and 
women who have attended college, nonreaders are more likelY to be 
nonviewers. Among those with less education, nonreaders are less 
likely to be nonviewers. However, intriguing these data are, the 
trends are neither strong enough nor appropriate enough (the news
paper reading day is not coincident with the TV day) to warrant 
more than this brief comment. 

11. By these criteria, the overall percentage of whites reading at least 
one of the analytic commentary magazines was 12 percent; the per
centage reading one of the news magazines was 35 percent; of the 
general interest magazines, 79 percent; and of the business maga
zines, 21 percent. Men were considerably more likely to be readers 
of magazines in all categories except general interest. Respondents 
who had been to college were even more likely to be readers than 
those who had not been to college for many magazines the reading 
rates among college-attenders was twice as high. 

12. The education control in Table 3 was unfortunately written into the 
computer analysis at the same time as the education-by-age break
downs were written in. If the researchers had been aware of the 
notable differences between the newsviewing of college graduates 
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and that of those who had not finished college (Table 2), we would 
have restricted the control in Table 3 to college graduates in order to 
utilize a group with more homogenous news viewing behavior. 

13. Blacks were less likely to be readers of these magazines than 
whites. However, college-exposed blacks were more likely to be 
magazine readers than were college-exposed whites. 

14. It should be pointed out that the figures from the A.C. Nielson rating 
firm indicate considerably higher news viewing. On an average day 
in October-November 1969, Nielson figures show about 39 percent 
of the population tuned in to national television news (as opposed to 
the 23 percent daily figure found in the Simmons diaries). While the 
Nielson data do corroborate some curvilinear relational tendency 
between news viewing and education, it is far less severe than that 
suggested in Table 9. The Nielson data indicate 44 percent news 
viewing by high school dropouts, 35 percent by high school gradu
ates, 36 percent by persons with some college, and 37 percent by 
college graduates. Whatever methodological differences account for 
such differences between the two surveys cannot be explained here, 
but it is worthwhile to note that the Simmons data might not repli
cate if different sources of data were used. 

Since the Nielson data are collected across many years and during 
all seasons of the year, it is useful to note that October-November 
is relatively heavy news viewing period, 20-30 percent higher than 
May-September and roughly ten percent lower than December-Feb
ruary. Nielson news-viewing figures for the fall of 1969 were at 
about the same level as those for the same period in 1966-indicat
ing a relatively stable audience size over the years. 
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Appendix: Research design and methodology 

The sample for the 1970 Study of Selective Markets and the Media 
Reaching Them was selected on a national probability basis. The televi
sion diary respondents consist of a subsample of the total sample. 
Therefore, an understanding of the selection procedures used for the 
total sample is necessary for a thorough understanding of the study. 
These procedures, as well as those used to select the diary sUbsample, 
are described in the first section of this Appendix. 

SAMPLE DESIGN AND SELECTION PROCEDURES 

The sample for the study of selective markets and of media reaching 
them was designed, drawn, and administered in such a way as to meet 
every requirement for obtaining reliable and unbiased findings, and is 
projectable within calculable tolerance limits to the population under 
study. It was designed and selected to assure that every individual in the 
defined population would have a known probability of inclusion. Equal
ly important, the sampling procedures provided a high degree of admin
istrative control in the field, so as to be certain that the selections made 
would be virtually identical to those demanded by the strict probability 
model on which the original design was based. The design utilized in this 
study involved a five-stage national area probability sample which was 
disproportionately allocated to high income areas. 

Selection of census tracts and minor civil 
divisions within each primary sam piing unit 

Within each of the selected PSUs all census Tracts and all Minor Civil 
Divisions in untracted areas were stra.tified in terms of family income 
data from the 1960 Census, in such a way as to assure that each Census 
Tract and Minor Civil Division would fall into one and only one of four 
strata, which are defined as follows: 

Stratum (a) Census Tracts and Minor Civil Divisions in which more 
than 25 per cent of the families reported incomes of $15,-
000 or over at the time of the 1960 Census. 

Stratum (b) Census Tracts and Minor Civil Divisions not included in 
Stratum "A", in which ]0 percent to 25 per cent of the 
families reported incomes of $15,000 or over at the time 
of the 1960 Census, or in which more of the families are in 
the $8,000 or over categories than in either the $5,000 -
$8,000 category, or under $5,000. 
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Stratum (c) Census Tracts and Minor Civil Divisions not included in 
Strata "A" and "B" in which more families reported in
comes of $5,000 to $8,000 than reported incomes under 
$5,000. 

Stratum (d) Census tracts and Minor Civil Divisions not included in 
Strata "A", "B", or "C", i.e., in which more of the fam
ilies reported incomes of less than $5,000 at ..the time of 
the 1960 Census than was true of the other categories. 

Specific Census tracts and Minor Civil Divisions were then selected 
from within each stratum by a random process with probability propor
tionate to 1960 population, and with each stratum being sampled inde
pendently and at a different rate. The procedure followed thus assured 
allocation of a disproportionately large number of interviews to the high
er income strata, while at the same time providing a precisely known 
probability of selection for each of the Census Tracts and Minor Civil 
Divisions in the sample. 

Selection of primary sampling units 
Standard Metropolitan Statistical Areas (SMSA)-as defined by the 

U.S. Census Bureau in October 1963-and nonmetropolitan counties 
throughout the United States (coterminous 48 states) were first stratified 
by a complex stratification plan which took into consideration geograph
ic region, geographic location within region, population at the time of 
the .1960 Census, per capita income, the rate of population change and 
the ratio of white to nonwhite population. Thirty-eight SMSAs were se
lected with certainty. (That is, the selected SMSA and the stratum were 
one and the same.) Fifty additional SMSAs were selected from the re
maining metropolitan Statistical Area strata with probability proportion
ate to size. Seventy nonmetropolitan counties were also randomly se
lected from the nonmetropolitan strata. Selections were made with 
probability proportionate to si;-!:e based on 1960 Census counts. The total 
number of Primary Sampling Units was 158; they contained a total of 
304 counties. 

Selection of interviewing areas (clusters) 
Within each Census Tract covered by Block Statistics Reports, a 

block or a predefined group of contiguous blocks were selected by a 
random procedure with a probability proportionate to the 1960 house
hold count. Within Census Tracts not so covered, or within Minor Civil 
Divisions, a Census Enumeration District was selected by a random 
procedure with probability proportionate to 1960 population. In some 
instances, a predefined segment of the selected Enumeration District 
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was then selected randomly and with equal probability. Interviews were 
completed in a total of 937 such clusters. 

Selection of households within the cluster 
All housing units within the boundaries of each interviewing area were 

pre listed in advance of any interviewing in accordance with detailed list
ing instructions which required the interviewer to account for all struc
tures within cluster boundaries and to indicate whether or not each 
structure contained any living quarters. In rural areas, interviewers were 
required to make a large-scale sketch map of the cluster, including any 
streets, roads, or country lanes which did not appear on the Census 
maps. The exact location of each dwelling place was indicated in such a 
way that it could be unambiguously identified even in the absence of 
street addresses and other aids to identification which are frequently 
lacking in open country areas. 

Specific housing units (designated in terms of page-and-line numbers 
on the applicable prelisting forms) were selected in the New York office 
by trained sampling personnel using a random procedure. 

At the time of interviewing, allowance was made for the inclusion of 
new housing units in the sample which were found to exist in the cluster 
but not included on the prelisting. The procedure followed, by which a 
sample of these new housing units was included, is known as the "half
open interval" procedure. The appiication of this procedure is simple 
and straight-forward. It only required that each new housing unit discov
ered immediately after a designated sample household and coming im
mediately before the next housing unit on the list, be taken by the inter
viewer as a sample case. Interviewers were instructed to be on the look
out for such housing units not previously listed, including cases where 
an apartment or a single family home was renovated to make additional 
housing units. 

Selection of individual respondents 
Within each designated household, only one adult, 18 years of age or 

older, was designated to be interviewed. In this way, the sample of indi
viduals comes from a much larger number of households than the case 
where all adults residing in the household are interviewed. The total 
number of households in which interviews were conducted is 15,322. 

Rather than use a procedure wherein the respondent would be select
ed from a list of all adults living in the household, each household was 
designated for interview with either a man or a woman. Thus, there was 
a separate sample of households for the adult male of adult female popu
lations. In this way, a proper balance of male and female interviews 
could be assured. Further, the number of adults to be listed in each 
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household was approximately one-half of the required listing if the 
selection was made from all adults of both sexes. Many families contain 
only one adu1t male and one adult female. Thus, with this procedure, it 
became almost automatic for the interviewer to select the person to be 
inte-rviewed. Generally, the sex predesignation served to shorten the list 
from which each respondent was finally selected. When more than one 
adult of the designated sex resided in the household, a prescribed and 
random procedure for determining the selected respondent was provid
ed to the interviewer. This procedure called for a list of eligible respond
ents to be made. The interviewers were instructed to list the male and 
female head first, then all others in order by age starting with the oldest. 
The interviewer was then referred to a table which was printed on the 
back of the questionnaire, out of the sight of the interviewer as she listed 
down the men and women on the front of the questionnaire. This table 
was worked out be selecting in advance on the basis of a systematic ran
dom procedure one number out of two, one out of three, etc., in such a 
way that every adult of the specified sex was given an equal participa
tion in the selection of the respondent was confined to a reference to the 
pre-designated table which identified the respondent by line number. 
Once the identity of the designated respondent by line number was es
tablished, the designation was irrevocable and no substitutions were 
permitted for any reason whatsoever. 

The net effect of these procedures was that two separately projectable 
samples existed; one of the male population, 18 years of age or older and 
another of the female population, 18 years of age or older. The distribu
tion of the male sample was disproportionately allocated to a greater 
extent to the upper income A stratum. 

Designation of television diary subsample 
Since the respondents were initially interviewed on a year-round basis 

with the magazine and marketing questionnaires, it was expected that 
some of them would be deceased or residing somewhere else when the 
television data would be collected. Consequently, this expected loss 
needed to be considered in deciding upon the total subsample to be as
signed to obtain approximately 7,000 completed two-week diaries. In 
total, return visits were made to 10,000 respondents to request their par
ticipation in the television portion of the survey. The selections were 
systematically made with random starting points in each cluster. As in 
the past, the respondents were encouraged to participate by the offer of 
a premium. Each respondent had a choice of four gifts from which to 
select. 
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RECOVERY OF SAMPLE RESPONDENTS 

Among the 10,000 respondents who were the designated in the televi
sion diary subsample, it was found 961 had moved from their previous 
residence and 192 were either deceased or so seriously infirm so as to 
preclude them from further participation in the survey. It should be 
pointed out that the 961 respondents classified as no longer residing at 
previous residence does not include those who made changes of resi
dence within the cluster area or who moved to nearby residence. Such 
respondents were pursued and in many cases their cooperation was ob
tained. 

A total of 7,183 (81.2 percent) of the remaining 8,847 respondents 
agreed to maintain the two-week television diaries; 15.6 percent refused 
and 7.1 per cent could not be found at home despite repeated callbacks. 
Since the full two-weeks of data was required in order for a respondent 
to be tabulated in the television reach and frequency report, those re
spondents from whom diaries for both weeks could not be obtained were 
excluded. In total, therefore, 6,834 respondents (77.3 percent of the eli
gible respondents) with completed first and second week diaries were 
used in the tabulations. The total includes 2,884 men and 3,950 women. 

The attainment of this high cooperation rate is attributable in great 
part to the skill and experience of the interviewers. Probably their two 
previNis visits to the respondents served to develop a rapport which was 
helpful in achieving the diary cooperation. Throughout the course of 
their work the interviewers were repeatedly reminded of the need to 
maintain this rapport. The gifts previously given to the respondents for 
their cooperation with the market questionnaire must have also served 
to develop the necessary cooperative frame of mind. As a further in
ducement, however, more expensive additional gifts were offered to the 
respondents for their cooperation in keeping the diaries. These hand
some gifts included a transistor radio, a flash equipped carner kit, a high 
intensity lamp and a traveling alarm clock. 

The recovery was achieved despite the added disproportionate alloca
tion to the twenty Simmons Marketing Areas and to the normally "hard
to-interview" upper income areas. A great many interviews were ob
tained only by virtue of the fact that interviewers made personal visits 
on as many different evenings as they felt were necessary in order to 
contact respondents not easily found at home. 

In addition to the considerable effort made to place diaries with 
"hard-to-find" respondents, every attempt was made to overcome re
fusals. Interviewers were instructed on how to deal with problems of 
this nature. "Hard-core" refusal cases were turned over to special inter
viewers who had been particularly successful in overcoming refusals. 
Finally, personal letters explaining the nature and purpose of the study, 
telegrams, and even long distance calls were employed as a last resort. 
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WEIGHTING AND PROJECTING THE SAMPLE 

Since the probability of selection was precisely known for each of the 
five stages of the selection process, the weights could be based on the 
reciprocal of these probabilities. The final weight applied to each com
pleted interview, therefore, was determined by the sample selection 
procedures previously described plus an additional factor based on re
covery in each interviewing area. Each separate population' group mea
sured, i.e., adult males and adult females, was weighted independently 
since they in fact constituted separate samples and differences in distri
bution and recovery of these samples may have had differential effect on 
the estimates. 

As a first step in the weighting process, estimates of the number of 
households in the population were projected, taking into consideration 
the probability of selecting the cluster and the growth shown by the prel
isting made for the cluster. The probability of selecting the cluster was 
obtained by multiplying the probabilities of the first three stages of 
selection, i.e., (pI) X (p2) X (p3) 

where: 
pI = the probability that the Primary Sampling Unit in which the 
individual lives was selected from among all the Primary Sam
pling Units in the stratum. 

p2 = the probability that the Census Tract or Minor Civil Divi
sion in which the individual Jives was selected from among all the 
Census Tracts and Minor Civil Divisions in the Primary Sam
pling Unit. 

p3 = the probability that the cluster (city block or Census Enu
meration District) in which the individual lives was selected from 
among all the city blocks or Census Enumeration Districts in the 
Census Tract or Minor Civil Division. 

The inverse of this probability was then mUltiplied by the aggregate 
number of housing units in the cluster, including the growth (or loss) as 
indicated by the prelisting. 

Recovery equalization factors were then applied to the sampling rates 
for each within each cluster. When the number of interviews obtained in 
anyone cluster was too small, similar or adjacent clusters in the same 
stratum were combined. In this way, the non-recoverect households 
were accounted for separately for each sex, for each income stratum 
and for each Primary Sampling Unit. New households found at the time 
of the interviewing through the application of the "half-open interval" 
procedure were also given the composite weight for that cluster and sex. 
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Each recovered interview was also assigned a weight equal to the re
ciprocal of the probability with which the respondent was selected from 
among the eligible individuals in the household. For example, a female 
respondent living in a household with one other woman came into the 
sample with a probability of 1/2 and would have been given an additional 
weight of 2; a female respondent living in a household with two other 
women came into the sample with a probability of 1/3 and would have 
been given an additional weight of 3; etc. 

Further, in order to equalize the contribution of each month's sample 
in the total projected sample, the interviews from each month were 
weighted to approximately equal totals. This served to count each maga
zine issue studied on an equal basis in making the audience estimates. 

Weighting of the diary subsam pie 
This stage in weighting proceeded by first multiplying the original 

weight each sample case had in the total sample by the inverse of the net 
effective subsampling rate. Essentially this gave the sample cases in the 
subsample a total weight equivalent to that of the total population under 
study. This total weight was then cross-tabulated into some thirty to for
ty demographic cells (not all of which were independent of one another). 
The distribution of these demographic criteria was then compared to the 
distribution as shown by the total sample. This served to pinpoint the 
population subgroups which were affected by differential recovery in the 
field. A series of ratio adjustments were then applied which brought the 
demographic distributions into line with those shown by the total sam
ple. 

AUDIENCE DETERMINATION AND DEFINITIONS 

The audience of any program includes each person who recorded in 
his diary that he viewed any part of the average half-hour of the pro
gram. This year, audiences for all programs are reported in terms of the 
average half-hour-that is, the number of people viewing any part of 
each half hour of a program are summed and divided by the total number 
of half hours. Since each person kept a diary for a two-week period, the 
average half-hour audience for an hour program, shown once a week, 
would include the sum of all the people viewing each of the four half 
hours (over the two-week period) divided by four. 

Audience estimates for weekday, daytime shows were obtained the 
same way. However, since these shows are generally shown every 
weekday, the audience for each of the ten weekdays (over a two-week 
period) was summed and divided by 10, producing an estimate for the 
average half-hour (or, in this case, average day). 
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Included in all audience estimates are estimates for delayed telecasts 
shown in particular localities at times other than their regularly sched
uled times. 

Handling preem ptions 

The diary period was actually spread over four weeks and each person 
kept a diary for a consecutive two weeks within this period. However, 
some shows were preempted during one or more of these weeks. There
fore, respondents maintaining diaries during any of the weeks that these 
shows were preempted would not have had an opportunity to be in the 
audience of the program for the week in question. In order to compen
sate for this, the following procedure was adopted: 

Audience estimates (both the average audience and the two week net
unduplicated audiences) for each preempted show were tabulated from 
diaries in which respondents had an opportunity to view the show during 
one or both of the two weeks in which they kept the diaries. These audi
ence estimates were then ratio adjusted up to the total population by the 
value of N IN 1 where N = the total population, and N l = the measured 
populaton with an opportunity to view the show. In ratIO adjusting these 
estimates, the demographic proportions of the measured population 
were kept essentially intact. That is, this estimating procedure was used 
in a number of mutually exclusive demographic cells totally to the entire 
population studied. 

To avoid the application of ratio factors in tabulating viewing was 
randomly ascribed to the preempted population. This was done sepa
rately within each of the demographic cells whereby the ratio adjusted 
estimates for that cell where achieved by the random assignment of 
viewing to individual diary keepers who were affected by the preemp
tion, i.e., those who kept diaries during the period in which the preemp
tion occurred. 

There were three prime time programs which were affected twice by 
preemptions during the diary period. This precluded the possibility of 
producing reach and frequency estimates, and reduced the reliability of 
the average audience estimates. Consequently, estimates for these three 
programs, Adam 12, Doris Day, and Kraft Music Hall are excluded from 
the Television Audience Report and the Television Audience Reach and 
Frequency Report. 

Audiences by day part and half-hour segments 

The following day parts are shown: 

a. 7:30 p.m. to 11:00 p.m. Sunday through Saturday (prime time) 
b. 11 :00 p.m. to 1 :00 a.m. Sunday through Saturday (late fringe) 
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c. 5:00 p.m. to 7:30 p.m. Monday through Friday (early fringe) 

d. 8:00 a.m. to 10:00 a.m. Monday through Friday 

e. 1:00 p.m. to 5:00 p.m. Monday through Friday 

f. 8:00 a.m. to 1 :00 p.m. Saturday and Sunday 
g. 1:00p.m. to 5:00 p.m. Saturday and Sunday 

h. 5:00 p.m. to 7:30p.m. Saturday and Sunday 

The time periods are presented in terms of network time (New York 
Time) rather than local time. Thus, in the Central Time zone and in the 
Mountain Time zone, where telecasts are shown one hour and two hours 
earlier, respectively, than in New York, the time of viewing was recod
ed to correspond to New York time. Telecasts in the Pacific Time zone 
follow the same time schedule as in New York. 

For each day part, audience figures are shown fer weekly and daily 
net reach as well as for the average half-hour. Weekly net reach includes 
all men (or women) who have viewed any television during a particular 
time period in an average week. Since all data is based on two full weeks 
of viewing information, the net a.udience for each week is summed and 
divided by two. 

Daily net reach includes those adults reached during a particular day 
part in an average day. It is obtained by summing the audience estimates 
for each of 14 days (or ten days for weekday day parts or four days for 
weekend day parts) and dividing by 14 (or ten or four, respectively). 

Average half-hour audiences are obtained by summing the audiences 
for each half-hour in a particular day part and then dividing by the total 
number of half-hours. In the case of prime time (7:30 p.m.-1l:00 p.m.), 
this would be 98 half-hours. Thus, the average half-hour audience for 
any day part is proportionately weighted by the heavy viewers in that 
time segment. 

Half-hour time periods are always based on an average day. Thus, the 
audience for each period is obtained by summing the audiences for each 
of the 14 days (or ten days for weekday time periods) and dividing by the 
total number of days. 

Quintiles of frequency of viewing 
The criterion used to classify respondents into viewing quintiies was 

based on the number of hours they viewed in the designated day part 
across an average week. That is, the number of hours each respondent 
viewed over a two-week period was summed and divided by two. The 
criteria used for each quintile are: 

I 



Range of number of hours viewed in an average week for each quintiie 

Bottom 20% Next 20% Next 20% Next 20% 

MEN 
Total viewing 0- 7.00 7.25-13.50 13.75-19.50 19.75-28.25 
Prime time 0- 2.75 00- 6.00 6.25- 9.75 10.00-14.25 

WOMEN 
Total viewing 0-10.00 10.25-17.50 17.75-25.75 26.00-36.50 
Prime time 0- 4.00 4.25- 8.00 8.25-11.75 12.00-16.00 
Weekday daytime 0 0.25- 2.00 2.25- 5.50 5.75-11.75 

Top 20% 

28.50 and over 
14.50 and over 

36.75 and over 
16.25 and over 
12.00 and over 
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County size and geographic region 
Two of the demographics used in the Comprehensive Report are 

county size and geographic region. They are defined as follows: 

County size 
County size A - All counties belonging to the 25 largest metropol

itan areas. 
County size B - Counties over 120,000 population that are not in 

Class A (25 largest Metro areas) plus counties 
that are part of the metropolitan area of cities in 
such B counties. 

County size C - Counties not included under A or B having over 
32,000 population plus counties that are part of 
the metropolitan area of cities in such C counties. 

County size D - All remaining counties. 

Geographic regions were determined in accordance with standard 
Bureau of the Census definitions. The four regions in this report repre
sent state groupings as shown below: 

Northeast ............ Maine, Vermont, New Hampshire, Massachu
setts, Connecticut, Rhode Island, New York, 
Pennsylvania, New Jersey. 

South ................. Delaware, Maryland, Washington, D. C., Vir
ginia, West Virginia, North Carolina, South 
Carolina, Georgia, Florida, Kentucky, Tennes
see, Mississippi, Alabama, Louisiana, Arkan
sas, Oklahoma, Texas. 

Central............... Ohio, Indiana, Illinois, Wisconsin, Michigan, 
Minnesota, Iowa, Missouri, Kansas, Nebraska, 
South Dakota, North Dakota. 

West .. ..... ........... Montana, Idaho, Wyoming, Colorado, New 
Mexico, Arizona, Utah, Nevada, Washington, 
Oregon, California. 

ATTENTIVENESS OF VIEWING 

This report includes the results of a new measurement that was shown 
for the first time in the 1967 Standard Television Report, "Attentiveness 
of Viewing". For each IS-minute period that a respondent reported 
viewing a program, he was asked to record whether he was: 

1. Out of the television room for most of the period; 
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2. In the television room, paying some attention, for most of the per
iod; 

3. In the television room, paying full attention for most of the period. 
Attention levels were tabulated in half-hour intervals. A respondent 

who reported differences in attention levels between two quarter hours 
of a half-hour program segment was tabulated as "Paying some atten
tion" for the whole half-hour segment. This means of tabulation tends to 
understate somewhat the extremes of this scale and correspondingly 
overstate the "Paying some attention" portion of the scale. 

Attention levels are reported for the average half-hour of each pro
gram. In addition, attention levels are shown by day part, by selected 
demographic characteristics within each day part and by half-hour time 
segments. 

Day part audiences are based on average half-hour tabulations. That 
is, the audiences for each half-hour within a day part are summed, and 
this number is then divided by the total number of half-hours. Demo
graphic characteristics within each day part are determined in a similar 
manner. 

Attention levels for each half-hour segment represent an average day. 
To get this, the audiences for a specific half-hour segment are summed 
across a two-week period and divided by the total number of days (14 
for evening programs, 10 for weekday daytime programs, etc.) 

LISTING OF SHOWS WITHIN EACH PROGRAM TYPE 

The classification of the programs included under each type, and the 
number of half-hour segments for each program, are as follows: 

Prime time evening shows 

Action/adventure: 11 half-hour segments, 5 programs 
It Takes A Thief (2) 
Land of the Giants (2) 
Mission Impossible (2) 
Name of the Game (3) 
Then Came Bronson (2) 

Comedy/variety: 10 half-hour segments, 5 programs 
Carol Burnett (2) 
Jackie Gleason (2) 
Red Skelton (2) 
Rowan & Martin (2) 
Love American Style (2) 

Family adventure: 6 half-hour segments, 4 programs 
Daniel Boone (2) 
Lassie (1) 
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Walt Disney (Wonderful World of Color) (2) 
Wild Kingdom (1) 

General drama: 12 half-hour segments, 6 programs 
Bold Ones (The) (2) 
Bracken's World (2). 
Marcus Welby MD (2) 
Medical Center (UMC) (2) 
New People (2) 
Survivors (The) (2) 

General variety: 23 1/2 half-hour segments, 12 programs 
Andy Williams (2) 
Dean Martin (2) 
Ed Sullivan (2) 
Glen Campbell Hour (2) 
Hollywood Palace (2) 
Jimmy Durante-Lennon Sisters (2) 
Jim Nabor's Hour (2) 
Kraft Music Hall (2) 
Lawrence Welk (2) 
Leslie Uggams (2) 
Music Scene (11/2) 
This is Tom Jones (2) 

Movies: 31 half-hour segments, 8 programs 
Sunday Night Movie (4) 
Monday Night Movie (4) 
Tuesday NightMovie(4) 
Wednesday Night Movie (4) 
Thursday Night Movie (4) 
Friday Night Movie (4) 
Saturday Night Movie (4) 
Movie of the Week (3) 

Mystery/police drama: 12 half-hour segments, 7 programs 
Adam 12(1) 
Dragnet (1) 
FBI (2) 
Hawaii Five-O (2) 
Ironsides (2) 
Mannix (2) 
Mod Squad (2) 

Situation comedy: 27 half-hour segments, 27 programs 
Beverly Hillbillies (1) 
Bewitched (1) 
Bill Cosby Show (1) 
Brady Bunch (1) 
Courtship of Eddie's Father (1) 
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Debbie Reynolds (1) 
Doris Day (1) 
Family Affair(l) 
Flying Nun (1) 
Get Smart (1) 
Ghost & Mrs. Muir (1) 
Governor & J. J. (1) 
Good Guys (1) 
Green Acres (1) 
Here Come the Brides (1) 
Here's Lucy (1) 
Hogan's Heroes (1) 
I Dream of Jeanie (1) 
Julia (1) 
Mayberry RFD (1) 
Mr. Deeds Goes To Town 0) 
My World and Welcome To It (1) 
Room 222(1) 
My Three Sons (1) 
Petticoat Junction (1) 
That Girl (1) 
To Rome With Love (1) 

Western: 11 half-hour segments, 5 programs 
Bonanza (2) 
Gunsmoke (2) 
High Chaparral (2) 
Lancer (2) 
Virginian (3) 
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Quiz/audience participation: 3 half-hour segments, 3 programs 
Let's Make a Deal (1) 
Newlywed Game (1) 
Dating Game (1) 

Quiz/audience participation: 13 half-hour segments, 13 programs 
Anniversary Game (1) 
Concentration (1) 
Dating Game (1) 
Dream House (1) 
Hollywood Squares (1) 
It Takes Two (1) 
It's Your Bet 0) 
Jeopardy (1) 
Let's Make a Deal (1) 
Name Droppers (1) 
Newlywed Game (1) 
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Sale of the Cen tury (1) 
You're Putting Me On (1) 

Serials: 15 half-hour segments, 15 programs 
Anotber World (1) 
As the World Turns (1) 
Bright Promise (1) 
Dark Shadows (1) 
Days of Our Lives (1) 
Doctors (1) 
Edge of Night (1) 
General Hospital (1) 
Guiding Light (1) 
Love is a Many Splendored Thing (1) 
Love of Life (1) 
One Life to Live (1) 
S~arch for Tomorrow (1) 
Secret Storm (1) 
Where the Heart Is (1) 

Situation comedy: 7 half-hour segments, 7 programs 
Andy of Mayberry(l) 
Bewitched (1) 
Beverly Hillbillies (1) 
Gomer Pyle USMC(1) 
Letters to Laugh In (1) 
Lucy(l} 
That Girl (1) 

RELIABILITY OF RESULTS 
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Estimates for television program audiences are based on the sample 
of respondents who maintained television diaries for the two-week peri
od. 

The tolerance limits applicable to the audience figures depend upon 
the variation among sampling units within each stratum, the number of 
sampling units selected, and the method of their selection of each stage 
at which sampling operations were performed. Each variable estimated 
will be affected somewhat differently as a result of this variation, and 
therefore each reported figure will have its own tolerance. 

The following table shows average estimates of two-sigma tolerances, 
as applicable to adult audiences of different sizes. These estimated toler
ances were computed based on the relative variation within audience 
estimates. 
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Estimated two-sigma tolerance** (in thousands) 

A verage half hour 
Programs of a A verage half hour estimates for 
half hour dura- estimates for programs of more 

Level of tion or individual progragrams of than one hour 
estimate (000) half hours* one hour duration duration 

20,000 1450 1350 1250 
15,000 1275 1200 1100 
12,500 1100 1050 920 
10,000 900 860 810 
9,000 870 825 790 
8,000 830 800 760 
7,000 800 750 720 
6,000 780 725 700 
5,000 720 675 625 
4,000 650 625 590 
3,000 575 525 475 
2,500 550 475 450 
1,000 350 325 300 

*Tolerances for Daytime (Daily) TV audiences are approximately 1/2 
of those for evening shows. 

** This means that if every individual in the population under study had 
been interviewed using the same questionnaire, there are 19 chances 
out of 20 that the results obtained would not differ from the reported 
figure by more than the number shown. 
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This report begins with a section briefly summarizing the major find
ings of the study, devoid of technical details and with a minimum of ta
bles. We hope this will make it easier for the general reader to get an 
overview of our results. Those who wish more details will find them in 
the sections which follow and in the Technical Appendix. 

TELEVISION IN THE DAILY LIVES OF CHILDREN 

How much time do children spend wat('hing television? 
What programs do children watch? 
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How does television viewing-in terms of both the time spent watch
ing and the programs selected-relate to such factors as age, sex, abili
ty, socioeconomic and racial characteristics, and factors of social ad
justment? 

How does the relationship of children to television compare with that 
which existed a decade earlier? 

These were the major questions addressed by the study reported here. 
Put another way, this study sought to document some baselines con-
cerning the actual day-to-day use children make of television. . 

This type of data is not available from the usual television rating serv
ices. And while there have been various studies over the years looking 
either at some aspects of children's viewing or of specific subgroups of 
students (See Atkin, Murray and Nayman, 1971), the last comprehen
sive effort in this field was Television in the Lives of Our Children 
(Schramm, Lyle, and Parker), a book published in 1961 and based on 
data collected in 1959. The decade which has passed since that work was 
published has been one of considerable change, particularly with regard 
to "youth culture" and with regard to the impact of television upon so
ciety and upon children in particular. Thus, there was some urgency for 
a new look at children's actual use of te.levision and other media. 

To obtain this "new look" we turned to a small town on the fringes of 
the greater Los Angeles complex. We obtained individual interviews and 
one-day vi"!wing records from a 25 percent sample of first graders-274 
youngsters in the 12 public and three church elementary schools. Fol
lowup telephone interviews were conducted with 114 mothers of first 
graders. Data, including viewing records for a five-day period (Sunday 
through Thursday), were gathered from the community's population of 
sixth and tenth graders, using self-administered questionnaires. Because 
of absences, the number of sixth and tenth graders varied from day to 
day, but generally we were dealing with over 800 sixth graders and about 
500 tenth graders each day. 

Details about the town, its schools, and the methodology used are 
. provided in the Technical Appendix. 

In brief, the town is a working-class community with a mixed econo
my based on heavy industry and agriculture. Of the 21,000 residents, 16 
percent are Mexican-American, and six percent black. Residents can 
receive the seven Los Angeles VHF television stations plus six UHF 
stations, including two noncommercial educational stations and two 
which program almost exclusively in the Spanish language. 

The study was conducted in early May 1970. 1 

Basic findings on amount of use 
There is hardly a child in this country who does not have access to a 

television set. The 1970 Census estimated that 96 percent of all Ameri
can homes contain a television set. Among our students, the figure was 
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98 percent. There was also a high likelihood that the home contained 
more than one set, particularly if there were older children in the house
hold. While only 29 percent of the first graders said there was more than 
one set at home, 61 percent of the tenth graders said their family had two 
or more sets. And over half the children had access to a color set. 

How much time did children spend watching television? This is a 
complex question. There may be great variation in viewing time for the 
same individual from day to day. Further, it is specious to think of the 
"child audience." Patterns of viewing time and program selection 
change almost from year to year so that there are very different audi
ences at different ages of childhood and adolescence. Sex differences, 
particularly in program preferences, are apparent by the time the child 
enters the first grade. 

Most children do watch at least some television every day. Most 
watch for at least two hours; many may watch considerably longer. In 
the study town, over one-quarter of the sixth graders and only a slightly 
smaller proportion of the tenth graders watched at least five and one-half 
hours on a given school day (Table 6). 2 About equal proportions spent 
no time before the set. Well over one-third of the first graders watched 
for four hours or more, but the proportion of non-viewers was less than 
ten percent. For older children, viewing time increased on Sundays. 

Television watching, together with sleep and school, is one of the 
major activities of the vast majority of children. Over a week-long peri
od, the first graders spent the equivalent of just less than one full day 
watching television; sixth and tenth graders exceeded that level (see 
Table 1). 

Several things appear to happen to viewing patterns as the child grows 
older. The amount of time spent viewing builds to a peak somewhere 
around the period at which the child approaches adolescence. Then it 
begins a decline. Sixth and tenth graders spent more time watching over 
the weekend than the first graders did; first and sixth graders spent more 
time watching in the afternoons than did the tenth graders. 

For the younger children the later afternoon was a peak viewing peri
od (Table 8). Almost two-thirds of the first graders and over half the 
sixth graders were at their sets just before dinner. Tenth grade viewing, 
on the other hand, did not peak until prime time began at 7 p.m., al
though one-third of this older group also did some afternoon viewing. 

Many of the younger children-one-third of the first graders, one-fifth 
of those in grade six-watched in the morning before going to school. 

Most of the first graders had dropped out of the audience (and were in 
bed) by 9 p.m. The sixth grade audience began to decline at 9:30 p.m., 
but as many as 25 percent might still be watching as late as 11 p.m. The 
teenage audience held strong until 11 p.m., then dropped to well under 
20 percent. 
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Table 1: Projected weekly total viewing time* 

First grade Sixth grade Tenth grade 

Boys Girls Boys Girls Boys Girls 

Weekdays only 17:43 17:00 17:12 18:21 16:07 17:80 

Week total 22:03 23:57 30:17 31 :17 27:23 28:28 

*These figures were arrived at by estimated Friday viewing as equal to the average of 
viewing time on other week days and by assuming that viewing on Saturday was 
equal to Sunday viewing. Both assumptions, particularly the latter, are open to 
challenge. 

The number of black students was too small to provide reliable com
parisons, but among the small sample available they tended to spend 
more time viewing than their age peers. There was also a marked differ
ence in the average viewing time of Mexican-American and "Anglo" 
girls at both the sixth and tenth grade levels, but the difference between 
the boys was not consistent (Table 72B). 

Among the sixth graders the brightest students were among the heavi
est users of all media, including television. In the tenth grade, the bright
er students viewed somewhat less television than their classmates (Ta
ble 68.) 

Program preferences 
Students were asked to name their four favorite programs (Tables 12 

and 13). From their recall diaries of previous day viewing, we were able 
to measure the audience of individual programs Sunday through Thurs
day for each age group (Table 11). 

Among the first graders, the most popular programs were situation 
comedies and cartoon shows. The sixth graders had dropped the car
toons and were giving increased attention to family situation comedies 
and to adventure programs. Adventure programs dominated the prefer
ences of tenth graders, who had replaced family situation comedies with 
dramatic and music/variety shows as favorites. 

Scrutiny of the lists snggests that children of the several age groups 
were attracted to shows featuring characters near to them in age. This 
was further supported by first-grade responses to questions on character 
identification and preference. Black children were also strongly attract
ed to shows featuring black characters. 

The students in this town had two educational stations available. Both 
were UHF stations, but the vast majority of students indicated that their 
home sets were equipped for UHF reception. For all practical purposes, 
however, there was no viewing of either of these stations by students at 
any grade level. There also was very little viewing of the two Spanish
language stations by the Mexican-American students. 
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Further, there was almost no viewing of news programs, even among 
the tenth graders. This was particulary true during the 5-7:30 p.m. period 
when the major daily news presentations are scheduled. It should be 
noted that the largest audiences of young students were gathered in this 
time period. But they were watching Gilligan's Island, Flintstones, My 
Favorite Martian, and I Love Lucyreruns, not the news. 

One of the intriguing findings of the study was the immense popularity 
of these programs and their characters among the elementary school age 
children. They seemed content to watch these programs over and over 
'and still over once again. 

Viewing of violent programs 
And what about viewing of violence? In another study of this series 

(Greenberg and Gordon), a list of the 20 most violent television series 
was established using ratings by a sample of the public and of television 
critics. Of the 20 "most violent" programs, 14 were regularly scheduled 
in ten time slots during the five-day period for which viewing records 
were available. Thus the youngsters could have watched as many as ten 
of these programs during the five days. 

An analysis was made of the records for the sixth- and tenth-grade 
students for whom there was a complete set of viewing records for the 
five-day period. 3 The average number of these programs watched over 
the five days was two. Almost one-quarter of each age group saw none 
of these shows; one-fifth of each age group watched four or more. No 
one saw more than eight (Table 107). 

The differences in the audience won by these programs are interesting 
(Table 108). Two of the shows clearly dominated their time slots: Bo
nanza and Mod Squad. Mod Squad's dominance was particularly pro
nounced among the tenth graders. Mission Impossible and The Bold Ones 
competed against each other. Between them, they had over 80 percent 
of the youngsters watching in those time periods. In another competition 
situation, Then Came Bronson had almost twice as many tenth grade 
viewers as Hawaii Five-O, but Bronson was less popular among the 
sixth graders. More significantly, Room 222, which was also shown in 
this time slot, led among the sixth graders and was well ahead of Hawaii 
Five-O (but not Bronson) among the tenth graders. Ironsides was 
eclipsed by Bewitched among both grade groups. 

The point to be drawn is that many of these "most violent" programs 
were on the air when there were many young people in the audience-as 
many as 64 percent of the sixth graders-and that they frequently did 
command the greatest share of these young audiences. 

Higher than average viewing of violent programs did relate to certain 
aspects of the child's social and family life at the sixth and tenth grade 
levels. The heavy viewers of violence reported significantly higher lev
els of conflict with their parents over grades and spending. Among the 
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sixth-grade heavy violence viewers, there was also greater conflict over 
clothes and hair styles. 

At the tenth grade level, the heavy violence viewers reported a higher 
incidence of parental complaint about their television viewing; they 
were more likely to watch television when they were lonely~ they were 
more likely to accept the people they saw on television as being like 
people they meet in real life. 

Program selection 
At all age levels, it appeared that students were most likely to just turn 

the set on and flip channels to see if there was a program on that interest
ed them, although most of them said that they at least sometimes used a 
television log prior to viewing (Tables 9 and 10).4 

However, most of the students-even at the first-grade level-said 
that if they didn't find anything on that interested them, they turned the 
set off. The majority of both sixth and tenth graders said ~hat this oc
curred at least "sometimes," and almost one-third said it was "usually" 
the case. 

Most viewing was done in the company of siblings, parents, or both 
(Table 43). There was a high incidence of reported conflict with both sib
lings and parents over program selection (Table 48 and 49). While com
promise solutions increased with age, generally the younger party to the 
conflict deferred to an older person. For the sixth and tenth graders, this 
most frequently meant bowing to parental desires, particularly those of 
the father. 

Similarly, of all the mass media, television was the most frequent 
source of parental complaint; well over one-third of the older students 
said their parents did complain at least "now and then." The complaints 
were fairly evenly divided among "watching too much," "watching too 
late," and program selection (Table 45). 

Although the majority of the first grade mothers interviewed stated 
that they did try to guide program selection for their young children, few 
indicated that they attempted to restrict the amount of viewing. About 
one-third of the students them selves said that their parents tried to con
trol their viewing, either "now" or "when they were younger" (Tables 
46 and 47). 

Television's impact on other activities 
Not only does the child spend a large share of his waking hours with 

television, but he also uses it in connection with other activities. Just as 
viewing time begins to decline in adolescence, so there is evidence that 
the importance of television to the youngsters begins to slide in this peri
od. 
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About half the first graders said that they use things they've seen on 
television as a model for social play "sometimes" or "often." Solitary 
play based on television content was reported by 30 percent (Table 52). 

Television did intrude on the dreams of these children. Four out of ten 
of the first graders said that they remembered dreaming about things 
they'd seen on television (Table 60). 

Children admitted to having been frightened by television - 40 per
cent of the first-grade boys, 60 percent of the girls (Table 60). It is diffi
cult to say exactly what this means. Many of the shows children men
tioned as having frightened them were also their favorites. We must 
keep in mind that children do seem to enjoy being frightened to some 
degree. 

Things seen on television provided students at all ages with a major 
topic of conversation. Television appeared to be more frequently dis
cussed with friends than with parents, among sixth graders than among 
tenth graders (Tables 50 and 51). 

Sixth and tenth graders were asked how likely they thought they 
would be to engage in OJ ';ariety of activities under five different cir
cumstances: when lonel'.', ,vhen angry, when their feelings had been 
hurt, when they just wanted to relax, and when they wanted to be enter
tained. 5 Television scored highest relative to other activities for enter
tainment, relaxation, and relief from loneliness. It was a much less likely 
choice when angry or suffering from hurt feelings (Table 64). 

Again, there was strong evidence that television's personal import
ance declined with age. Except for entertainment, the percentages feel
ing that they'd be likely to turn to television were lower in each situation 
among tenth than among sixth graders. Among the older students, music 
surged to the front, even in the entertainment category (Table 65). 

Schramm and his colleagues commented on the fact that brighter stu
dents among their sixth graders somehow managed to combine large 
amounts of television viewing with higher than average use of other 
media. Among the 1970 children, this held true for the tenth graders as 
well. The brighter tenth-grade students were likely to be high in televi
sion viewing as well as in reading and in sports, hobbies, and social ac
tivities. There was a relationship between high television viewing and 
decreased social activity among high viewers who did not also read. 

This raises the speculation that perhaps this generation of 1970, the 
second television generation, has grown up under conditions which have 
taught youngsters so inclined to accom modate large amounts of televi
sion without sacrificing other activities. It is true that there was some 
evidence of a slight decline in the use of some other media compared to 
the 1 Q"9 levels-particularly reading. But the 1959 levels were already 
low, . "ularly among tenth graders. 

Tht . disturbing results uncovered in this area were that the heavy 
viewe .... among first graders did report a lower incidence of after-school 
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play with other children-even though play remained their preferred ac
tivity. Yet those sixth and tenth graders who were habitual heavy view
ers of television on schoolday afternoons showed little evidence to sug
gest that the television viewing was related to social isolation of the stu
dents. The level of participation in various social, recreational, hobby, 
and work activities was not significantly related to the amount of time 
spent watching television-either total viewing time or afternoon view
ing time. 

Attitudes toward television 
The majority of the sixth and tenth graders-more than three-quarters 

-felt that they were learning from television at least some of the time. 
And nine out of tt!n of the first grade mothers said that they felt their 
children were learning fwm television. For the most part they felt this 
learning was beneficial, although one-fifth of them did mention negative 
aspects. The mothers felt the television increasing the vocabularies of 
the young children, helping prepare them for school, and teaching them 
"about life. " 

Most students, even at the first-grade level, expressed considerable 
skepticism about the realism of what they saw on television. It is difficult 
to attach a value judgment to this finding; one might argue that much, if 
not most, television content is designed to entertain rather than to pre
sent a realistic portrayal of the world. It is interesting to note that first 
graders were more likely to accept child characters on television as 
being like themselves and their friends than they were to accept televi
sion adults as being like the grownups they knew. 

As to television news-which most students did not watch, 60 percent 
felt that if they saw something on television news, they could be sure it 
was true at least most of the time. 

Eight percent of the mothers felt that there were bad aspects of televi
sion. About one-quarter of these mothers volunteered complaints about 
violence in television programs. More mothers-over one-third-com
plained about commercials. 

Nine out of ten of the students at both sixth and tenth grade levels felt 
that there were too many commercials, and the majority gave commer
cials a low vote on credidibility. The students showed very low levels of 
concern about the amount of sex and violence on television. 

Television viewing is not passive 
The responses of students at all three age groups document that much 

of the time recorded as "television viewing time" is actually divided 
among the television set and other activities. Fewer than 20 percent of 
the first graders said that they never did other things while watching tele
vision. About half the older students said that they sometimes study 
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while the television set is on. Students generally reported a high fre
quency of discussion with parents and sibliI1gs while they watch televi
sion. The largest part of this discussion did touch on program content, 
but it also ranged over other topics (Table 16 and 18). 

Com parison with 1959 
Compared with the children in the seven United States cities and towns 

used in the 1959 study, the children in this 1970 study town at all three 
age levels were watching more television (Table 2). Using the data from 
"Clifton," the 1959 study community most similar to the present one, 
both first and sixth graders were watching about an hour more per 
schoolday. Sunday viewing was up more than 15 minutes for first grad
ers and more than two and one-half hours for sixth graders. (The Clifton 
data included only elementary school students, but the present tenth 
graders had higher schoolday and Sunday viewing than the 1959 tenth 
graders in San Francisco and all five Rocky Mountain towns studied.) 

First grade 
Sixth grade 
Tenth grade 

Weekdays 
First grade 
Sixth grade 
Tenth grade 

Sunday 
First grade 
Sixth grade 
Tenth grade 

Table 2: Comparison of viewing times, 1959 and 1970 

Median estimated viewing time for 
weekdays" - 1959 

San Francisco Rocky Mt. towns 

Boys Girls Boys Girls 

2:00 2:00 Not available 
2:30 2:30 3:05 to 3:24 
2:45 2:48 2:12 to 3:00 

1970 

Present study 

Boys Girls 

Not available 
3:19 3:42 
3:03 3:13 

Median Recorded Viewing Time"" 

1959 1970 

"Clifton" Present study 

Boys Girls 

2:18 3:32 3:26 
2:30 3:26 3:40 

Not available 3:13 3:26 

2:24 2:15 3:19 
3:54 6:37 6:28 

Not available 5:38 5:40 

"These figures are based on responses to a question asking students to estimate how 
much time they spent watching television on an average school day. 

""These figures are based on recall diaries of previous day viewing. Only elementary 
school students were included in the "Clifton" study. 
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The first graders in the present study, on the average, were in bed by 
8:30 p.m. compared to 8 p.m. in 1959. Sixth grade bedtime also was lat
er, 9:45 p.m. compared to 9:30 p.m. for the "Clifton" children. 

Viewing before school on weekdays was about the same among first 
graders in 1959 and 1970, somewhat increased among sixth graders. 
There was a strong suggestion that television had increased its claim on 
the afternoon hours of children during this decade. 

In 1959, the bright students in the sixth grade were among the heaviest 
users of all media, including television. In the tenth grade, the brighter 
students showed less viewing of television than their age peers and 
heavier use of books. 

The situation remained much the same in 1970 among the sixth grad
ers. Among the tenth graders, however, there was a change. While the 
high book users were predominantly brighter students, the fact re
mained that more of the brightest students were heavy users of televi-
sion than were heavy users of books. _ 

In both sixth and tenth grade there was a trend reminiscent of the dif
ferences found in 1959 between children of blue-collar and white-collar 
families: blue-collar children tended to watch more television than 
white-collar children. 

While the difference in viewing time and patterns of media use did not 
appear as marked in 1970 as they were in the 1959 studies, there still 
were marked differences between these various groups in many of their 
attitudes toward television. White-collar and brighter students generally 
showed a more critical attitude toward television, specifically regarding 
commercials and the acceptance of television situations and characters 
as being lifelike. They also tended to be more selective in their viewing 
and to have a higher expectation of television (as reflected by their rejec
tion of the statem ents that television should just be "fun '.' and that there 
is too much news on television). 

In 1959, heavy use of television among white-collar children was 
found to be related to high conflict with parents. The 1970 situation was 
far less clearcut, perhaps due to the generally higher levels of viewing 
among all the groups. There was a trend for high viewing time to be re
lated to high conflict. As already noted, significant relationships were 
found between heavy viewing of violent programs and conflict with par
ents. 

Comparison of program selection in 1959 and 1970 shows consider
able change. But it must be remembered that the program mix on the 
networks in 1959 was quite different from that in 1970. Students' pro
gram choices undoubtedly were influenced by the mix of programs avail
able to them. For instance, the single most striking difference was the 
decline of westerns among the 1970 students compared to the 1959 stu
dents. But the number of westerns in 1970 was considerably smaller 
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than that iIi 1959, and it should be noted that both Bonanza and Gun
smoke did Hire reasonably well among older students. Another striking 
difference was the lower popularity of the World of Disney among the 
1970 first graders. But again, this may reflect a change of emphasis in the 
content of this series, which now seems to feature more dramatic stories 
at the expense of the animated adventures which were more common in 
1959. 

Summary 
For all practical purposes, every child in this town had access to at 

least one television set. Most youngsters, from first to tenth grade, spent 
at least two hours with the television set on school days. While young 
children watched in greatest numbers during the late afternoon, the larg
est child audiences went to programs which were made for adult or fami
ly audiences, not to "child programs." Beyond the first grade thert~ ap
peared to be little parental monitoring or control of viewing, although 
the fact that much viewing was done in the evening meant it was done in 
the company of parents. 

While the amount of time spent with television appeared to have in
creased over the past decade, heavy viewing of television per se did not 
appear to be related to reduced levels of other activities nor to use of 
other media. Indeed, children who were high users of both television 
and books were equally or more likely than their classmates to be among 
the most active in sports, recreation, and social activities. But the im
portance of television to youngsters did decline quite markedly during 
the adolescent years as they developed new social relationships and in
creasingly turned to music. 

Neither the amount of television watched nor selection of violent pro
grams was related to antiestablishment attitudes. 

The authors of the 1959 studies remarked on how quickly children 
seemed to have adopted television viewing as normal behavior, to take 
its availability for granted. The younger generation of 1970 appeared to 
take television even more for granted. It is there; they expect it to be 
there, and they most likely will make extensive use of it during any given 
day. However, they also appeared to be somewhat blase. Most learned 
at an early age to discount much of the content; most became antipathet
ic toward and resentful of commercials. But most also felt that they are 
learning from television. 

Many of the most popular shows among youngsters are programs of 
adventure featuring excessive violence. But there is hope in the fact that 
low-key programs dealing with people their own age in situations they 
understand also can pull large audiences. 
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BASIC PATTERNS OF TELEVISION USE 

The basic pattern of the life cycle was consistent through the school 
week for each age group. The rising and bedtimes for each are shown in 
Table 3. On Sundays the sixth and tenth graders went to bed approxi
mately half an hour later than they did on weeknights. 

The rising time reflected the exceptionally early high school day. 
Many of the children are bussed to school, a factor pushing their rising 
time earlier. 

The school hours for each grade were: 
First Grade 8:45 a.m. to 2:00 p.m. 
Sixth Grade 8:45 a.m. to 3:00 p.m. 
Tenth Grade 7:55 a.m. to 2:30 p.m. 

Table 3: Basic dimensions of students' day 

Average: First grade Sixth grade Tenth grade 

Rising time 7:20 6:40 6:10 
Bed time 8:30 9:45 10:10 
Number of waking hours 12:50 15:00 16:00 
Hours in school 

(includes lunch time) 5:15 6:15 6:35 

Tel e vis ion a va i I a b iii ty 
Television saturation was almost total; only 2 percent of the students 

stated that there was not a working television set in their home. Among 
the older students most homes had multiple sets. The number of multi
ple sets and the presence of color was higher among the older students, 
but even at the first-grade level over half the homes had color (Table 4). 

In most instances (78 percent) the set was located in the living room. 
The family room was the next most frequent location (11 percent). Only 
some 6 percent of the children reported having a set in their bedrooms.6 

Number of sets: 

1 
2 
3 or more 

No set 

Homes with color set 

Table 4: TV sets in home 

First grade Sixth grade 

71% 48% 
24 38 

3 13 

2 2 

52% 50% 

Tenth grade 

39% 
38 
20 

3 

61% 



CHILDREN'S USE OF TELEVISION ]41 

Daily television viewing time 
The average amount of time spent watching television for each of the 

five study days is shown in Table 5. Table 6 provides a breakdown by 
categories of viewing time on Sunday and Wednesday. 

Among the three age groups studied, viewing peaked with the sixth 
grades. However, on weekdays the variation between the three grades 
generally was not great-a quarter to a half-hour in most instances. The 
most dramatic difference was on Sunday, when both older groups 
showed far more viewing than the first graders and when the sixth grad
ers spent almost an hour more than the tenth graders. 

Table 7 gives the distribution of daytime viewing on Sunday and 
Wednesday for the sixth and tenth grades. Relating this table to Table 6 
suggests that the higher total viewing among sixth graders as compared 
to tenth graders was primarily attributable to increased daytime viewing 
by this age group. It will also be noted that daytime viewing was also 
higher among sixth graders on the weekday. 

Table 5: Average daily TV viewing time 

First grade Sixth grade Tenth grade 

Boys Girls Boys Girls Boys Girls 

Sunday 2:15 3:19 6:37 6:28 5:38 5:40 
Monday 3:30 3:03 3:42 3:58 3:27 3:31 
Tuesday 3:05 3:10 3:39 3:47 3:16 3:21 
Wednesday 4:14 3:13 3:09 3:10 2:57 3:13 
Thursday 3:12 4:17 3:56 3:46 3:14 3:38 

Table 6: Categories of viewing time 

First grade Sixth grade Tenth grade 

Boys Girls Boys Girls Boys Girls 

Sunday 

Up to 1:00 30% 31% Up to 3:00 30"10 30"10 37% 38% 
1:30t03:00 48 22 3:30 to 5:00 19 22 22 22 
3:30 to 5:00 18 19 5:30 to 8:00 20 23 19 18 
5:30 or more 4 28 8:30 or more 31 25 22 22 

Wednesday 

No viewing 0% 11% No viewing 30% 29% 25% 24% 
0:30 to 2:00 13 30 0:30 to 3:00 24 24 37 30 
2:30 to 3:30 43 30 3:30 to 5:00 21 20 16 19 
4:00 or more 43 29 5:30 or more 25 27 22 26 



142 

Sunday 
No viewing 
Q:30 to 2:00 
2:30 to 4:30 
5:00 or more 

Average 

Wednesday 
Noviewing 
0:30 to 1:00 
1 :30 to 2:30 
3:00 or more 

Average 

Table 7: Categories of daytime viewing 

Sixth grade 

Boys Girls 

23% 26% 
20 '-7 
23 21 
34 26 

3:33 3:00 

29% 29% 
24 18 
24 29 
23 24 

1 :29 1:35 

PATTERNS OF USE 

Tenth grade 

Boys Girls 

38% 31% 
25 23 
15 20 
22 20 

2:20 2:07 

46% 36% 
19 14 
20 34 
15 16 

1:00 1: 16 

With fe'IV exceptions, vie'IVing times were similar for boys and girls. 
Among the sixth and tenth grades, what differences did appear generally 
showed more viewing by girls than boys. The differences among first 
graders were larger, but were not consistent. 

Profile of viewing during the day. Tables 8A and 8B detail the percent
ages of each age group who were watching television at various times 
during Sunday and each weekday covered by the study. 

It is evident that there was a considerable amount of Sunday daytime 
viewing, but that evening viewing on Sunday did not quite match the 

Table 8A: Profile of Sunday viewing 

First Sixth Tenth First Sixth Tenth 
% viewing at: grade grade grade % viewing at grade grade grade 

7:00a.m. 16% 19% 7% 3:30 p.m. 2"10 21% 21% 
7:30 24 14 5 4:00 5 24 23 
8:00 38 35 13 4:30 16 33 26 
8:30 40 34 16 5:00 20 41 38 
9:00 24 32 15 5:30 22 34 31 
9:30 25 33 17 6:00 24 36 38 

10:00 25 34 18 6:30 14 35 38 
10:30 29 37 24 7:00 31 41 36 
11 :00 38 37 28 7:30 44 57 48 
11:30 22 29 21 8:00 38 56 49 
12 NOON 18 30 23 8:30 25 60 54 
12:30 p.m. 22 34 27 9:00 16 52 57 

1:00 16 35 33 9:30 11 42 43 
1:30 18 29 28 10:00 28 38 
2:00 16 30 29 10:30 23 32 
2:30 16 33 30 11 :00 9 12 
3:00 9 28 24 11:30 8 10 
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Table 88: Profile of weekday viewing 

First grade Sixth grade Tenth grade 

M Tu W Th M Tu W Th M Tu W Th 

7:00a.m. 35% 24% 20"10 29% 17% 15% 17% 16% 3% 7% 3% 6% 
7:30 18 17 26 29 22 22 21 23 3 4 3 5 
3:00 p.m. 43 47 36 41 34 32 34 33 37 33 35 36 
3:30 43 42 52 46 41 39 40 33 36 32 37 32 
4:00 47 44 48 46 44 43 40 40 36 31 33 34 
4:30 39 44 44 49 37 56 43 44 32 33 45 37 
5:00 49 61 62 49 36 40 40 39 30 31 42 34 
5:30 55 63 56 56 48 51 52 48 39 36 50 40 
6:00 65 66 78 57 49 51 54 53 49 43 54 47 
6:30 65 66 78 56 43 45 51 48 44 41 53 45 
7:00 55 44 58 59 46 46 52 52 43 38 51 41 
7:30 43 41 56 57 54 63 63 61 46 54 59 50 
8:00 45 35 46 57 60 54 56 63 56 50 58 53 
8:30 39 36 34 41 63 61 57 64 57 55 60 58 
9:00 8 8 8 30 52 48 46 49 59 50 57 55 
9:30 2 34 10 12 40 30 44 38 51 39 53 52 

10:00 14 2 5 32 22 32 24 46 34 53 41 
10:30 2 5 25 19 24 21 35 30 48 36 
11:00 2 10 9 8 9 18 15 14 15 
11:30 9 8 8 8 13 10 10 6 

levels reached during the week. The younger children generally were 
more likely to watch television in the morning than were the tenth grad
ers. The pattern of daytime viewing on Sunday was for the first graders 
to start earlier than either other group. By 8 a.m., over one-third of both 
the iirst and sixth graders were viewing. Sixth grade viewing continued 
at a fairly even rate throughout the day on Sunday, while the first grad
ers trailed off and by midafternoon only a handful were still watching. 
Through the week there was little morning viewing by the tenth graders. 
However, one-third of these students were in the audience each week
day afternoon. 

First grade viewing each evening peaked by 8 p. m., while the sixth 
grade audience held strong until 9 p.m. and the tenth graders until 11 
p. m. It is interesting to note that while the student audience at II :30 was 
generally small, the proportion of sixth graders watching was approxi
mately equal to that of tenth graders among this hard core of late view
ers. 

The overa!: pattern appeared relatively stable throughout the week for 
each age group, suggesting that viewing might be largely habitual regard
less of content. Therefore, let us now look at responses to items dealing 
with program selection. 

Selection of programs. First graders were asked, "When you decide to 
watch TV, how do you decide what program to watch?" Almost half 
indicated some premeditation, about one-fourth indicated indiscriminate 
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or opportunistic selection, and about one in ten said the selection was 
made by someone else-primarily a parent (Table 9). 

Table 9: First grader program selection 

When you decide to watch TV, how do you decide what to watch? 

Turn on to show I like 
Check the TV guide 

Just turn the set on 
Switch around the dial 

Parent selects program 
Sibling selects program 

Other 

When you're watching TV do you ever find that there's 
nothing on you want to watch? If so, what do you do? 

Never find this the case 
Keep on watching 
Tu rn the set off 

33% 
16 

11 
17 

9 
3 

11 

Boys Girls 

25% 12% 
15 18 
60 70 

p=.02 

Other evidence suggesting discriminatory viewing by 11rst graders was 
provided by their responses to the question "When you're watching tele
vision do you ever find that there's nothing on you want to watch?" If 
so, what do you do?" Roughly eight out of ten (82 percent) said that they 
did sometimes find this the case; of those, 80 percent said that in such 
cases they turned the set off. Boys were significantly less discriminating 
in this regard than girls. 

The matter of program selection was treated somewhat differently 
among the older students. They were asked a series of three questions 
detailed in Table 10. Just turning the set on was more typical than check
ing the log for both sixth and tenth graders, but at both age levels most 
students said that they were likely to turn the set off if they couldn't find 
a program they wanted to watch. 

Table 11 details the actual audience (in terms of the percentage of stu
dents at each grade level) for the most popular programs during the test 
week. The most obvious aspect of this set of data is the difference in 
general pattern of viewing by age groups. The early bedtime of the first 
graders meant that they had little chance to view many of the prime time 
program s. Indeed, the afternoon program s generally had larger audi
ences among the first graders than the evening programs, and two of the 
evening programs with the largest audience among this age group were 
repeats in the period prior to 7:30 p.m. 
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Table 10: Program selection by sixth and tenth graders 

How often do you: 

Turn the set on and change channels until you find something you like? 

Sixth grade 

Boys 

Never 10% 
Not very often 15 
Sometimes 29 
Usually 45 

Look at the TV log and decide whether to turn 
the set on or not? 

Never 18% 
Not very often 19 
Sometimes 32 
Usually 31 

Turn the set on and find there's nothing you want 
to watch and so tu rn the set off? 

Never 
Not very often 
Sometimes 
Usually 

10% 
21 
36 
33 

Girls 

9% 
18 
29 
43 

13% 
19 
30 
38 

7% 
20 
41 
32 

Tenth grade 

Boys Girls 

9% 9% 
20 21 
28 32 
43 39 

17% 9% 
24 17 
53 47 
33 45 

p=.02 

10% 
23 
42 
26 

7% 
24 
39 
30 
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Daytime viewing was also important among the sixth graders. Four of 
the daytime series had a sixth grade audience as large or larger than all 
but ten prime time programs. It should be noted that among both first 
and sixth graders, the percentages viewing and the share of audience for 
the afternoon programs was relatively constant from day to day. With 
the exception of Hobo Kelly and Abbott and Costello, these program s 
were repeats of old networks series. 

As was indicated in Table 7, daytime viewing was lower among the 
tenth graders. Further, whereas the day time viewing among the young
er students was concentrated on a few series of repeats and cartoons, 
the older students were more diversified in their program selection. In 
particular, the serial dramas were beginning to split the auJience with 
the repeats. 

Looking at the prime time viewing, the general patterns for sixth and 
tenth graders were similar. The main difference was that audience levels 
were generally lower among the tenth graders than among the sixth grad
ers. This similarity was perhaps due more to forced sharing of sets than 
to preference. 

The program logs for all three age groups showed negligible viewing 
of edu~ational programs-even Sesame Street, despite the fairly high 
acquaintance levels reported. Further, both sixth and tenth graders 
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avoided news programs. For instance, Walter Cronkite's largest audi
ence of tenth graders during the week contained 12 viewers. 

Favorite programs and characters 
All participating students were asked to name their four favorite tele

vision programs. Table 12 lists the 20 most frequently named shows for 
each grade level, showing the percentage of students naming specific 
shows as one of their four favorites J Table 13 shows the percent of 
mentions grouped by program category. It should be remembered that 

Table 11: Most popu lar programs for the five test days 

First Grade Sixth Grade Tenth Grade 

Prime Time: 

45% My Favorite Martian * 41% World of Disney 36% Bill Cosby 
37 I Love Lucy* 41 Bill Cosby 35 Mod Squad 
37 World of Disney 35 Bewitched 33 Bonanza 
27 Laugh-In 34 Laugh-In 29 World of Disney 
21 Bill Cosby 32 Mod Squad 28 Laugh-In 
20 Bewitched 29 Bonanza 27 Bewitched 
18 Family Affair* 29 I Love Lucy* 22 Dragnet 
18 Daniel Boone 26 That Girl 21 That Girl 

26 My Favorite Martian * 19 It Takes a Thief 
24 Julia 19 Red Skelton 
22 Beverly Hillbillies 19 Tom Jones 
22 Red Skelton 18 Mayberry RFD 
21 Mayberry RFD 18 Medical Center 
20 Doris Day 17 Beverly Hillbillies 
19 Here'l{ Lucy 17 Daniel Boone 
18 HeeHaw 17 Then Came Bronson 
18 Courtship of 17 Mission Impossible 

Eddie's Father 15 Ironside 
18 Ironside 15 Governor and JJ 
17 Tom Jones 14 Courtship of 
17 Family Affair* Eddie's Father 
17 Governor and JJ 14 Bold Ones 
17 Gunsmoke 14 Here's Lucy 

Sunday daytime: 

38% Wonderama 33% Wonderama 
29 Flintstofles* 21 Flintstones* 
22 Batman" 21 Abbott & Costello 

Weekday daytime: 

48% Gilligan's Island* 29% Gilligan's Island* 
45 Flintstones * 28 Munsters* 
37 Munsters* 26 Flintstones" 
31 Hobo Kelly 24 Abbott & Costello 
29 Betman* 

.. Repeat series. 
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the number of programs in categories was not equal; howev!!r, some in
dication of general types of program preferences is provided. Both 
maturational and sex differences are pronounced. 

Maturational differences. There was a marked difference in the pref
erence patterns for each age group, the sixth graders being very much a 
transitional group between the children's program preferences of first 
graders and the more adult-like preferences of the tenth graders. Like 

Table 12: Twenty favorite shows for each age group 

(Number in parentheses is actual number naming show) 

First grade Sixth grade Tenth grade 

1 Gilligan's Island ( 121) Gilligan's Island (215) Laugh-In (167) 
2 Flintstones ( 78) Mod Squad (145) Mod Squad (134) 
3 Lucy ( 66) Laugh-In (145) Takes a Thief (117) 
4 My Favorite Martian ( 55) Brady Bunch (118) Star Trek ( 69) 
5 Batman ( 54) Flintstones (115) Eddie's Father ( 74) 
6 Brady Bunch ( 45) Eddie's Father (117) Room 222 ( 55) 
7 Hobo Kelly ( 33) I Love Lucy (106) Bill Cosby ( 55) 
8 Bewitched ( 32) Here Come Brides ( 87) Then Came Bronson ( 53) 
9 Bozo ( 25) My Favorite Martian ( 86) Love American Style ( 45) 

10 Eddie's Father ( 25) Takes a Thief ( 86) Adam-'I2 ( "4) 
1(. Munsters ( 25) Star Trek ( 86) Here Come Brides ( 38) 
12 Adam-12 ( 22) Room 222 ( 86) DisnEV ( 35) 
13 Star Trek ( 21) Adam 12 ( 79) Dark Shadows ( 31) 
14 Beat the Clock ( 19) Gunsmoke ( 72) Highway PQ~rol ( 29) 
15 Disney ( 14) Bill Cosby ( 69) Gunsmoke ( 23) 
16 Bill Cosby ( 14) Disney ( 69) Gilligan's Island ( 21) 
17 Julia ( 14) Here's Lucy ( 65) I Love Lucy ( 19) 
18 Ghost & Mrs, Muir ( 14) Dark Shadows ( 65) Munsters ( 18) 
19 Popeye ( 12) Nanny ( 58) Doris Day ( 18) 
20 GumbV ( 10) Doris Day ( 57) Gomer Pyle ( 14) 

My Favorite Martian ( 14) 
(N=274) (N=940) (N=579) 

Table 13: Favorite program choices grouped by type 

First grade Sixth grade Tenth grade 

Hip adventure 10"10 14% 20% 
Situation comedy 22 17 9 
Family situation comedy 25 23 9 
Cop/detective 3 5 6 
Cartoon/kiddie 24 5 1 
Music/variety/talk 3 5 13 
Serial dramas 3 9 
Dramatic 2 6 13 
News 1 1 
Education/culture 4 3 2 
Western 3 8 7 
Game 2 4 2 
Sports 2 2 
Movies 2 4 6 
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the first graders, the sixth grade students had Gilligan's lsland as their 
overwhelming favorite, and the cartoon family of the Flintstones re
mained in the top five. Among the tenth graders Gilligan dropped to six
teenth place and the Flintstones disappeared from the top 20. But while 
retaining these types of juvenile preferences, the sixth grade had begun 
to take an interest in Laugh-In, the "hip adventure" and high school 
locale shows Bill Cosby and Room 222 which also scored highly with the 
tenth graders. 

Generally, there was an increase with age in the preference for hip 
adventure, Laugh-In, and dramatic shows and, at a somewhat lower rate 
of increase, for cop shows, westerns, and movies. Complimenting this 
was a decrease with age in preference for both family and general situa
tion comedies and of course, kiddie-cartoon programs (which, with the 
exception of the Flintstones, all disappeared as favorites by the sixth 
grade). 

Some shows - a diverse group - showed stability across the ages: 
The Courtship of Eddie's Father, Adam-12, and the Disneyprogram. 

The appeal of characters of their own age group was clearly shown in 
the results. The most popular family situation comedies among the 
younger children were those featuring children their age, although this is 
clearly not a sufficient stimulus to popularity, since some shows featur
ing young children were seldom mentioned. The one family situation 
comedy popular with tenth graders was not one of the teenage family 
programs (like My Three Sons), but The Courtship of Eddie's Father 
(which, it might be noted, features a rather "hippie" uncle-figure and a 
widower father who is both appealing and moderately "mod "). On the 
other hand, the shows using high school locales - Room 222 and Bill 
Cosby-and the teenage "hip adventure" Mod Squad were already 
popular with sixth graders. The popularity of the high schools shows 
pulled up sharply, though, between the sixth and the tenth grade. 

Living in an area with a large number of channels, these students had 
a considerably broader spectrum of choice than their peers in many 
communities. Much of this choice consisted of repeated reruns of for
mer network series. Many of these shows rated high with the students, 
particularly the younger classes. Four of the five top shows of the first 
graders were remn series, four of the sixth graders' top ten, seven of the 
tenth graders top 20. 

Sex Differences. The present data underline, as did the 1959 data, that 
differences in the program preferences of boys and girls appear as early 
as the first grade. Table 14 shows the top programs for first grade boys 
and girls. Six of the programs showed similar ranking - Gilligan, Flint
stones, Lucy, My Favorite Martian, The Brady Bunch, and Hobo Kelly, 
although only Gilligan, My Favorite Martian, and Hobo Kelly were 
close in the actual numbers of boys and girls naming them. Boys gener
ally seemed to show an earlier preference than girls for action programs 
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-which, incidentally, usually feature strong male characters. The girls 
in the first grade were already fond of the family situation comedies in 
which women either predominate or are coequal with the male lead: 
Lucy, Brady Bunch, Bewitched (and one might add the Flintstones). 
The Courtship of Eddie's Father, however, scored higher with girls than 
boys. 

Table 14: First grade favorite programs, boys and girls compared 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 

Boys 

Gilligan '5 Island 
Batman 
Flintstones 
My Favorite Martian 
Lucy 
Brady Bunch 
Adam-12 
Star Trek 
Hobo Kelly 
Bozo/ 
Disney 

Girls 

Gilligim's Island 
Flintstones 
Lucy 
Brady Bunch 
My Favorite Martian 
Bewitched 
Hobo Kelly 
Courtship of Eddie's Father 
Batman 
Munsters 

In an attempt to assess the depth of the personal involvement of first 
graders with (or at least knowledge of) television characters, the chil
dren were asked if they "knew" 17 different characters or groups of 
characters. If they did know them, they were asked how well they liked 
or disliked them. Five of the identifications were children characters. 
The adult characters were selected to represent a range of programs, 
from situation comedy to western and police-type programs. The results 
are summarized in Table 15. 

Officer Mally of Adam-12 was better known among girls, his populari
ty was higher among boys. Misterogers not only was known by more 
boys than girls, but the boys also liked him better than did girls. 

A word is in order regarding both Misterogers and Sesame Street. 
Both shows are available to these children only on UHF. Despite this 
handicap (and the fact that these shows both are generally aimed at pre
school children), the characters of Sesame Street were better known than 
those of several commercial programs, including such long time favor
ites as Hoss of Bonanza and Matt Dillon of Gunsmoke. Misterogers, 
however, was the least recognized of the names among both boys and 
girls, although it should be noted that his showing was not markedly 
worse than some other characters, particularly among the boys. 

Some implications. Age, sex and ethnic group differences were impor
tantfactors in students' preferences among programs, and the latter two 
types of differences were manifested by the first grade. (Ethnic group 
differences will be discussed in a later section.) 

One of the most important aspects of program popularity appeared to 
be the presence of characters in the program with which the children 
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Table 15: Acquaintance with TV characters-first grade 

Boys Girls 

Of those who Of those who 
knew: liked knew: liked 

Didn't know very much Didn't know very much 

JUlia's Cory 33% 47% 28% 41% 
Kids on Lassie 14 48 22 33 
Brady Bunch kids 16 61 15 59 
Eddie 20 56 23 46 
Mrs. Muir's kids 27 38 21 33 

Marshall Dillon 47% 33% 61% 25% 
Gilligan 7 63 4 60 
Misteragers 60 38 72 23 
Samantha (Bewitched) 12 36 20 52 
Hoss (Bonanza) 56 32 66 30 
Chief Ironside 58 28 61 26 
Sesame Street adults 56 32 61 36 
Malloy (Adam-12) 55 53 44 41 
Bill Cosby 24 56 31 40 
Lucy 8 41 4 53 
Maxwell Smart 27 42 44 38 
Pat Paulsen 47 33 55 29 

could identify. Characters their own age had great appeal, and black 
characters had an added advantage for the black students. Unfortunate
ly there were no Chicano characters in any of the series. Although there 
were two Spanish-language stations available on UHF channels, these 
did little programming specifically for children and they were seldom 
mentioned by children. A few of the older girls did name "soap oper
as" - produced in Mexico City - shown on these channels. 

Violence did not appear to be an attraction in and of itself, particularly 
among the tenth graders. Hip adventures did predominate in the choices 
of this age group, but the two most popular of these shows - Mod 
Squad and It Takes a Thief -featured youth-oriented characters and 
styles which may have been more important than the violence as the 
base of attraction. The most popular character of other top hip adven
ture, Star Trek, was a nonearthling whose superior intellect was a fre
quent foil to violence, particularly that of the earthling captain. 

The one cop show which did achieve consistent popularity while fea
turing violence, Adam-.12, was one of the most low-key shows in its cat
egory. 

Perhaps more disturbing is the second-rank position of cartoon/kiddie 
programs among the first graders. According to the analysis of Gerbner 
(1971) and his colleagues, the cartoon programs are among the highest in 
levels of violent content. 

Two characters - both adults - were particularly salient among 
these children: Gilligan and Lucy. The popularity of his show was con-
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firmed by Gilligan's position as the overwhelmingly most popular person 
among the group. 

Looking at the five child character groups, the general level of ac
quaintance was high. The vast majority of the students knew all the 
characters. In terms of popularity, the children of The Brady Bunch 
were dominant, followed by Eddie of The Courtship of Eddie's Fa
ther. In all cases a higher level of liking was reported by boys than girls, 
the differences being fairly marked with the sole exception of The Brady 
Bunch. The fact that most of the child characters presented for identifi
cation were boys may have been a factor in this result. 

Except for Gilligan and Lucy, adult characters fared considerably 
poorer. Samantha of Bewitched fared well among both boys and girls 
(and it might be noted that this show has a child character which some
times appears). 

Sex differences were apparent both in the acquaintance reported and 
in the levels of liking. But among the boys and girls situation comedies 
did better than other types of programs. The two female characters -
Lucy and Samantha - did much better among girls than among boys. 

Other activities while watching 
Television viewing was generally not a passive behavior for first grad

ers. When asked if they ever did other things at the same time, 81 per
cent replied that they did. Most of these indicated that they were like
ly to do a combinntion of activities (see Table 16). 

Table 16: Activities while watching-first grade 

Do you ever do other things at 
the same time you're watching TV? 

No 

Of those responding yes: 

Eat 
Talk 
Play 
Draw 
Study 
Read 
Other single act 
Combination 

19% 

16% 
10 
9 
7 
2 
2 
1 

53 

Older children were asked directly how often they studied with the 
television set on. As can be seen in Table 17, almost half the students did 
so at least sometimes, and such behavior was more frequent among 
girls, particularly at the tenth grade level. 
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Never 
Not very often 
Sometimes 
Usually 

Table 17: Study with the TV set on 

Sixth grade 

Boys Girls 

30% 
28 
23 
19 

25% 
27 
31 
18 
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Tenth grade 

Boys Girls 

35% 
26 
27 
12 

21% 
26 
33 
21 

p <.001 

The older students were also asked if they and their family talked 
while watching television. Of those who reported that they did watch 
with other members of the family, over eight out of ten said that they did 
at least occasionally talk, and two out of ten said there was quite a bit of 
talk (see Table 18). 

Table 18: Discussion while watching TV 

Sixth grade Tenth grade 

Boys Girls Boys Girls 

Do you and your family talk to 
each other while watching TV? 

(Figures based only on students 
saying they do watch with family) 

Not very often 22% 23% 24% 20% 
Sometimes 56 59 57 62 
Quite a bit 23 18 19 18 

If you do talk, is it mostly about: 

TheTV show 29% 24% 16% 16% 
Other things 27 22 32 20 
Half and half 44 54 52 64 

p C01 p <'01 

While television viewing was a time for family chatting, it should be 
noted that the chatting for the most part was not exclusively about the 
show being watched but ranged over other topics as well. 

OTHER USES OF LEISURE TIME 
Television is only one of the options available to children as a means 

of using their leisure time. In this section are detailed the norms of other 
types of leisure activities, beginning with use of other media. 

Use of other media 
Movies. The sale remaining walk-in movie theater in the community 

operated only on weekends, although there were theaters in surrounding 
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areas operating on a full-time basis. This may have influenced the level 
of movie attendance. 

Fully half the first graders could not remember the last time they had 
gone to a movie; 12 percent said that they had been within the last week. 

Moviegoi.ng was also infrequent among the older students, as shown 
in Table 19. 

Table 19: Movie attendance 

Sixth grade Tenth grade 

Number of movies seen 
in the last month: 

None 52% 57% 
1 20 19 
2 13 13 
3 or more 15 11 

Saw a movie on a weekday 
during the last week: 3% 9% 

Saw a movie over the past 
weekend: 11% 11% 

Radio. Radio, like television, is a ubiquitous medium in American 
homes. Not only was it present in practically all of the homes, but per
sonal ownership of receivers was high among the students (Table 20). 
Even at the first grade level, 25 percent of the students reported having 
their own radio sets. 

Personally own: 

A portable 
Clock radio 
Hi-fi receiver 
Regular table model 
Other types 
More than one 
None 

Table 20: Ownership of radio receivers 

Sixth grade 

28% 
12 

4 
16 

1 
21 
18 

Tenth grade 

20"10 
19 
6 

13 
1 

27 
14 

Among the older students, the figures were quite impressive. Roughly 
one-quarter reported owning more than one set. 

Because of the difficulty younger students have in estimating time pe
riods, first graders were only asked if they had listened to the radio, not 
for how long. Almost half - 46 percent - said that they had listened the 
preceding day, and 26 percent had listened within the last week. There 
was no difference between boys and girls. 
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Older children were asked to estimate their radio listening time on 
school days. Two things stand out in the results (Table 21): radio listen
ing increased markedly in the teenage years, and girls spent more time 
listening than did boys. 

Table 21: Radio listening 

Sixth grade Tenth grade 

Time spent listening: Boys Girls Boys Girls 

Didn't listen 23% 14% 9% 3% 
Less than 1 hou r 33 28 18 13 
1 !'lour 16 15 11 8 
2 hours 10 16 19 19 
3 hours 6 11 18 17 
4 hours 3 8 6 11 
5 hours or more 10 9 19 28 

p=.001 p=.02 

Records. Personal ownership of record players of one type or another 
was also high. Over half the sixth graders and two-thirds of the tenth 
graders reported having their own equipment. While there was no differ
ence between boys and girls on whether or not they owned a machine, 
boys were more likely than girls to have gone into tapes and cassettes 
(Table 22). 

Table 22: Ownership of record players 

Own: 

Record players 
Cassette player 
Tape recorder 
Record player and tape or cassette player 

None 

Sixth grade 

Boys Girls 

29% 44% 
7 3 
5 2 

15 9 

44 42 

p=.001 

Tenth grade 

Boys Girls 

36% 46% 
10 3 
6 2 

16 13 

30 35 

p=.01 

The younger children were asked if they had records of their own or 
that they shared with siblings. Only 33 percent said that they had no rec
ords; 44 percent said they had records of their own, and 23 percent said 
they had records shared with siblings. 

Half the first graders said they had played records at least within the 
last week, and 22 percent said they had done so "yesterday". It is inter
esting to note that while the difference was not statistically significant at 
this age, the girls were showing a trend to more record playing than 
boys. This difference became very marked among the sixth graders, as 
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seen in Table 23, and then faded among the teenagers where the overall 
level of record playing is higher. 

Table 23: Record playing 

When was the last time you played records? 
Yesterday 
Within last week 
Longer ago 
Never 

How much time do you spend listening 
to records or tapes on school days as a 
rule? 

None 
Less than 1 hour 
1 hour 
2 hours 
3 hours 
4 hours 
5 hours or more 

Sixth grade 

Boys Girls 

30% 
36 
14 

9 
4 
2 
6 

p=.01 

28% 
26 
20 
13 
7 
3 
3 

First grade 

Boys Girls 

18% 
26 
27 
28 

26% 
31 
19 
23 

Tenth grade 

Boys Girls 

23% 
25 
16 
15 
8 
3 
8 

17% 
28 
22 
14 
11 
3 
5 

Comic books. First graders were asked whether or not they liked to 
read comic books, and 82 percent responded "yes." Only 0.7 percent 
said their parents did not allow them to read comic books. Boys had a 
higher frequency of comic book reading than girls, a situation which 
fades in the older years as the general level of reading declines sharply 
(see Table 24). 

As to the types of comic books preferred, 51 percent of the first grad
ers chose "funny books" and 29 percent chose adventure characters. 
No other category was mentioned by more than two percent. The 
choices of the older students are shown in Table 25. There were strong 
sex differences among both the sixth and tenth graders. 'There was a 
generally high interest in adult humor comics, such as Peanuts, even at 
the sixth grade level, along with a high interest in teenage characters by 
sixth grade girls. More sixth than tenth graders chose teenage comics, 
like Archie. This is true even if the figures are adjusted using only those 
with a favorite as the base. This suggests the possibility that sixth grad
ers may use these as modeling guides. 

Magazine reading. Magazine reading was almost as high among the 
first graders as among older students (Table 26). When asked if they read 
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Table 24: Comic book reading 

How often do you read comic books? 

Every day 
Within last week 
Can't remember 

Number of comic books read in last month: 

None 
1 
2 
3 
4 

5·8 
9 or more 

Sixth grade 

35% 
9 
8 
7 
8 

13 
19 

Table 25: Types of comic books preferred 

Sixth grade 

Favorite type of comic book: Boys Girls 

No favorite 21% 25% 

Mystery/detective 8 6 
Western 4 1 
Romance 3 9 
War 8 0 
Horror/s(;ience fiction 15 3 
Teenage 10 26 
Animal characters 12 12 
Adult humor 20 15 
More than one type 2 3 

PATTERNSOFUSE 

First grade 

Boys 

17% 
43 
40 

Girls 

4% 
47 
49 

p=.01 

Tenth grade 

64% 
6 
8 
7 
4 

6 
4 

Tenth grade 

Boys Girls 

41% 36% 

4 
1 1 
2 10 
5 4 
4 2 
7 19 
8 3 

28 26 
1 1 

or looked at magazines at home, 16 percent said "often," 46 percent 
"sometimes," and 38 percent "never." Twenty-four percent said that 
they got magazines of their own. 

Table 26: Magazine reading 

Number of magazines read in last month: 

None 
1 
2 
3 
4 
5-8 
9 or more 

Sixth Grade 

29% 
17 
14 
10 
7 

12 
10 

Tenth Grade 

32% 
15 
15 
14 
10 
9 
5 
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There was little difference in the age groups overall, nor were there 
marked sex differences in the amount of magazine reading. However, 
there were different patterns of selection for boys and girls, as seen in 
Table 27. The patterns remain consistent across age, although the level 
generally increases. 

Table 27: Types of magazines read 

Sixth grade Tenth grade 

Boys Girls Boys Girls 

Young people's (like Seventeen) 10% 25% 12% 40% 
Look orUfe 24 29 42 38 
News magazines 7 7 13 6 
Men's (Playboy, Esquire) 20 5 41 7 
Women's (McCal/s, etc.) 4 26 6 33 
Fashion 3 18 4 23 
Homemaking 4 22 6 24 
Sports 29 7 39 5 
Reader's Digest 15 22 27 30 
Quality (Atlantic, Geographic) 7 6 10 6 
Religious 3 5 5 7 
Humor (Mad) 28 21 37 16 
Romance 6 14 7 26 
Detective/mystery 9 9 6 7 
Negro 4 2 5 3 

Books. As a lead-in to asking first graders about their book reading, 
they were asked if their parents ever read to them. Slightly more than 
one-third (36 percent) said "no," 55 percent said "sometimes," and 9 
percent said "daily." Most reading was done by the mother, (62 per
cent) compared to 15 percent by the father and 22 percent combination. 

When asked if they ever read or looked at books by themselves, 9 
percent said "no" and 63 percent said that they did read books, while 28 
percent said they only looked at them. Twenty percent said they either 
looked at or read books daily. As to the kinds of books, 9 percent said 
they read picture books, 24 percent "funny" or "pretend" books, 29 
percent regular books, and 38 percent a combination. 

For the older students a distinction was made between hardcover and 
paperback reading. The number of each type of book reported read in 
the last month (exclusive of school reading) is shown in Table 28. 

The older students were also asked to check categories of books that 
they did read (Table 29). As with magazines, the sex differences follow 
expected patterns at both age groups. The most popular types among 
girls were mysteries, lDve stories, popular novels, and science fiction. 
For boys the leaders were mysteries, science fiction, science, (for the 
sixth graders) westerns, and (for the tenth graders) popular novels. 

Newspaper. Most of the students do have a daily newspaper available 
to them in their home (Table 30). The figures are relatively constant for 



158 

Table 28: Book reading 

Number read in last month: 

None 
1 
2 
3 
4 
5 
6 or more 

Paperbacks 

6th 10th 
grade grade 

30% 49% 
17 22 
14 15 
10 7 
8 3 
6 2 

14 2 

Table 29: Types of books read 

Sixth grade 

Boys Girls 

Mysteries/detectives 26% 41% 
Westerns 11 7 
Popu lar novels 8 16 
Love stories 7 22 
Biography 9 13 
Science 11 5 
Classics 6 11 
Science fiction 17 11 
Other 16 14 

Table 30: Newspaper avail<1bility 

Does your family get a paper delivered 
to your home? 

No 
The local paper only 
Local paper and another 
San Bernardino Sun 
Los Angeles Times 
Other 

Sixth grade 

21% 
36 
17 
19 

3 
4 
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Hardcover 

6th 10th 
grade grade 

25% 66% 
17 16 
13 9 

9 4 
10 2 
6 1 

20 1 

Tenth grade 

!3oys Girls 

25% 34% 
7 7 

15 24 
9 45 

15 7 
8 1 
5 8 

22 15 
19 9 

Tenth grade 

27% 
31 
13 
22 

2 
4 

the sixth and tenth graders and appear to reflect the general known pat
tern of circulation. 

Most of the first graders had begun at least casual exposure to the 
newspaper. When asked if they ever looked at the paper, 7 percent said 
they did so daily, 45 percent said they did so sometimes during the week, 
9 percent said they looked at the Sunday paper and 39 percent said 
"no. " For the most part - 64 percent -they were only looking at the 
funnies; 8 percent said they looked at the funnies and the pictures, 6 
percent the funnies and headlines. 

There was a continuing increase of regular newspaper reading with 
age (Table 31), but even among the tenth graders less than half were 
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Read newspaper: 

Daily 
Several times a week 
Sunday only 
Seldom or never 

Table 31: Newspaper reading 

Sixth grade 

31% 
30 
14 
25 

Tenth grade 

47% 
25 

4 
24 
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reading the paper on a daily basis; one-fourth said they seldom or never 
read the paper. There were no sex differences in the frequency of read
ing. 

Table 32 shows the percentage of those who did read the paper who 
reported reading various sections or content of the paper. It is obvious 
that the tenth graders were not only reading the paper more frequently 
than the sixth graders, but also reading more of the paper. Among the 
sixth graders, readership was limited primarily to the funnies, the front 
page, and, for the boys, sports. By the tenth grade the front page was 
almost equal to comics. Local news and, for girls, women's news, ad
vice columns, school news, and the entertainment section were becom
ing important. The higher interest in advice columns among girls than 
boys might be expected. More interesting, perhaps, is the higher interest 
expressed by girls in local news and school news along with the enter-
tainment section. 

Table 32: Content of newspaper read 

Sixth grade Tenth grade 

Boys Girls Boys Girls 

Comics 44% 51% 52% 52% 
Front page 25 30 48 45 
Local news 11 17 28 34 
School news 12 19 18 34 
Editorial and political columns 7 8 12 10 
Advice columns 9 16 13 32 
Sports 32 12 45 2 
Women's section 4 16 3 39 
!=ntertainment section 17 19 18 34 
Crossword puzzle 10 16 6 6 

Because of the phenomenon of "underground" press which has be
come an object of increasing frequency and interest in recent years, the 
sixth and tenth graders were asked if they knew what an underground 
paper was and whether or not they had read one. There was consider
able ignorance of these papers even at the tenth grade level, and very 
few students reported having read one (Table 33). Undoubtedly the fig
ures would be higher among teenagers in central Los Angeles (and per
haps most central cities), where these papers are widely displayed and 
sold. s 

I 
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Table 33: Exposure to "underground" newspapers 

Don't know what an "'underground" paper is 
Know, but never read one 
Have read one 

Personal purchase of media 

Sixth grade 

57% 
37 

6 

Tenth grade 

41% 
50 

9 

It is generally accepted that the nation's youth - particularly teenag
ers - today constitute a major market segment. We decided to ascertain 
to what extent these students were active participants in the market for 
commercial mass media: to what extent they spend money for purchase 
of media. 

Moviegoing does require money and so might be considered as a "me
dia purchase." We reported earlier that 12 percent of the first graders 
had seen a movie in the last week; 48 percent of the sixth graders and 43 
percent of the tenth graders had seen at least one movie during the past 
month. Thus, despite the rather limited local access to movies, almost 
half of the two older groups were active in the "movie market." 

The older students were asked directly about personal purchase of 
recordings, magazines, and books. 

Purchase of recordings of various types within the last month is de
tailed in Table 34. The majority of students in both grades had not 
bought any recordings. As might be expected, there was a slightly higher 
rate of purchase among the tenth graders. One other difference is note
worthy: while sixth graders were most likely to purchase singles, the 
tenth graders were equally likely to buy singles and LPs. 

Although purchase of tapes and cassettes was reported by only about 
10 percent of the tenth graders and by still fewer sixth graders, when 
these figures are com pared to the purchase rate of disc recordings they 
appear to have claimed between one-fifth and one-fourth of the market. 

It is appropriate to recall that 44 percent of the first graders said they 
had records of their own-in other words, records bought specifically 
for them. 

Personal purchase of or subscription to magazines (Table 35) was re
ported by four out of ten of the students, and there was a slight decrease 

Table 34: Pu rchase of recordings 

% of total recordings purchased: 

Singles 
LPs 
Reel-to-reel tape 
Cassettes 

Sixth grade 

49% 
30 
14 
7 

Tenth grade 

38% 
39 
14 
9 
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in such consumption between the sixth and tenth gntdes. (It will be re
called that 24 percent of the first graders said they got magazines of their 
own.) 

Tqble 35: Purchqse of magazines 

Number of magazines bought 
in last month: Sixth grade Tenth grade 

None 
1 
2 
3 
4 or more 

60% 
16 

7 
4 

13 

62% 
17 
8 
6 
7 

Book purchases (Table 36) reflected the general low readership of 
books and also declined between the sixth and tenth grades. Paper
backs have established themselves as the dominant book market for 
these students. 

Table 36: Purchase of books 

Sixth grade 

Number of books bought 
in last month: Paperback Hardcover 

None 61% 74% 
1 11 10 
285 
373 
4 or more 13 8 

Other types of leisu re activities 

Tenth grade 

Paperback Hardcover 

80% 91% 
9 5 
5 2 
3 1 
3 1 

First graders. As an attempt to obtain a picture of how television 
viewing fits with other leisure activities of the first graders, these chil
dren were asked a series of questions concerning out-of-school activi
ties. They were asked what they best liked to do after school and be
tween supper and bedtime. Then they were asked what they were most 
likely to do on the weekends. The results are shown in Table 37. 

While television obviously dominated the evening hours, play activity 
was the most frequent activity during the daylight periods. It is worth 
noting that even in the evening less than half the children preferred tele
vision, and play activity still was a strong contender. However, almost 
one-third of the children mentioned television for Saturday morning, a 
peak period of cartoon programming. 

The sample of first grade mothers was asked what they thought their 
children would do with the time spent watching television if television 
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were not available. The major categories of response are summarized in 
Table 38. 

Play obviously dominates the responses. There is a fairly strong indi
cation in the responses that the mothers think the replacement activity 
would be likely to be one performed alone rather than a social one. 

Sixth and tenth graders. The older students were asked a series of 
questions about nonclassroom and nonmedia activities. First they were 
asked how many school and how many nonschool organizations they 
belonged to. The majority of the students belonged to no organizations 
(Table 39). 

Another series of questions asked for the frequency of participation in 
various activities. These are shown in Table 40, together with an index 
consisting of the summer scores of all six items. The amount of such 
participation shows a sharp decline between the sixth and tenth grades. 
Boys have a higher level of activity in the sixth grade group, but this 
difference fades among the tenth graders. The higher index scores are 
primarily a result of the particularly high involvement of boys in sports 
activities. Girls did report higher levels in church and music activities. 

The students were also asked the frequency of their work activities, 
both chores at home and work at a paying job. The vast majority of the 
students indicated that they do chores at home at least several times a 

Table 37: First graders' preferred leisure activities 

School Days Saturday Sunday 

After- After- After-
noon PM AM noon PM AM noon PM 

Watch TV 20% 44% 31% 22% 42% 17% 14% 49% 
Play 58 34 39 51 34 23 53 27 
TV/play 6 7 3 4 4 2 3 4 
Chores 11 6 4 4 4 3 
Shopping 2 2 1 2 1 
Read/study 5 5 
Snack 3 
Visit friends 3 2 2 7 2 
Church 48 6 2 

Table 38: Mothers' responses to: Suppose there wasn't any TV-what do you think your 
child would do with the time now spent watching TV? 

Play-general 
Play activities, alone 
Play activities, with others 
Play and read 
Play and activities 
Read 

Boys 

20";6 
22 
18 
12 

6 
12 

Girls 

11% 
29 
13 
11 

4 
8 

I 
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Table 39: Organizational membership 

Sixth grade Tenth grade 

Boys Girls Boys Girls 

School organizations, 
including teams: 

None 59% 73% 62% 52% 
1 25 18 23 29 
2 or more 16 9 15 19 

Nonschool organizations 

None 62% 57% 76% 72% 
1 27 30 20 18 
2 or more 11 13 4 10 

week, and the frequency was markedly higher among girls than boys. 
Boys, on the other hand, were more likely to have paying jobs (Table 
41). 

The tenth graders were asked how frequently they dated. Boys and 
girls reported identical frequencies: 17 percent said several times a week 
and 23 percent said they dated about once a week. 

Finally, the students were asked how frequently they talked with 
friends on the telephone. As can be seen in Table 42, there is a sharp in
crease in this type of activity between the sixth and tenth grades. In both 
grades the girls are far more active in use of telephone than boys. 

MEDIA AS AGENTS OF SOCIAL INTERACTIONS 

Most media can be used tn a social situation, either as a common ac
tivity, as the stimulus for conversation, or as the model for social behav
ior. While most reading is an exception, for young children parental 
reading does provide a social interaction and, as previously reported, 
two-thirds of the first graders said that their parents read to them at least 
occasionally. 

Watching television was most frequently done in a social context, as 
can be seen by the data in Table 43. However, it should be noted that 
solitary viewing did appear to be considerably higher among sixth grad
ers than first graders, and a further increase was shown among tenth 
graders. 

At all three age levels siblings were the most frequent companions 
while viewing. The first graders reported very little viewing with friends, 
and among the older students friends are much less frequent television 
companions than either siblings or parents. 

Of all media activity, moviegoing was overwhelmingly the most "so
cial." Practically all movie going at all three age levels was done with 
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Table 40: Recreational activities 

Sixth grade Tenth grade 

Boys Girls Boys Girls 

Individual sports: 
Never 26% 34% 33% 36% 
Monthly 20 24 21 26 
2-3 times a week 20 21 24 25 
Almost daily 34 21 22 13 

Scouts or club meetings: 
Never 70",(, 72% 89% 90",(, 

Church activities: 
Never 37% 29% 56% 54% 
Monthly 19 24 19 20 
Weekly or more often 44 47 25 26 

Play music or dance: 
Never 53% 37% 59% 39% 
Monthly 11 7 12 13 
2-3 times a week 18 21 10 21 
Almost daily 18 35 19 27 

Work on hobby activities: 
Never 23% 33% 39% 46% 
Monthly 28 20 19 19 
Weekly or more often 49 47 42 35 

After schoo! activities or sports: 
Never 27% 44% 62% 58% 
Monthly 15 13 11 20 
2-3 times a week 23 15 6 16 
Almost daily 35 28 21 1 

Summary index of activities: 
Low 27% 35% 55% 59% 
Moderate 44 38 35 31 
High 29 27 10 10 

p=.05 

companions (Table 44). Only the identity of the companions changed 
with age. First graders went mostly with the family group. By the sixth 
grade, the peer group had become slightly more important than the fami
ly. Among the tenth graders, the peer group was clearly dominant, and 
dating had become an important subdivision. 
Listening to records was also largely a social activity. Only 31 percent of 
both sixth and tenth graders said that they usually listened to records 
alone. (At the sixth-grade level, boys were more likely than girls to be 
solitary listeners.) The amount of social listening was higher among 
sixth graders than tenth graders. Among the younger group, 39 percent 
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1able 41: Work activities 

Work at a paying job: 

Almost never 
Monthly 
2-3 times a week 
Almost daily 

Do work at home: 

Almost never 
Monthly 
2-3 times a week 
Almost daily 

Sixth grade 

Boys Girls 

47% 64% 
19 12 
20 12 
14 12 

p=.001 

H)"10 9% 
16 9 
30 21 
.}3 61 

0=.001 

Tenth grade 

Boys Girls 

48% 62% 
10 15 
21 16 
21 7 

p=.001 

12% 11% 
15 7 
37 19 
36 63 

p=.001 

Table 42: Frequency of telephone conversations with friends 

Sixth grade Tenth grade 

Boys Girls Boys Girls 

Daily 11% 31% 24% 44% 
Several times a week 22 26 25 23 
Weekly 13 8 10 7 
Now and then 28 18 24 20 
Almost never 26 17 17 7 

p=.001 p=.001 
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said they usually listened to records with friends and 30 percent said it 
was about half and half, with friends and alone. Of the tenth graders, 27 
percent said they usually listened with friends, and 42 percent said half 
and half. 

Media as source of conflict with parents 
Since media - and particularly television - claim a very large share 

of the child's time and interest, it is perhaps only natural that they may 
be a point of irritation between parent and child. A series of questions 
was included to ascertain the frequency with which the older students 
perceived their parents complaining about their media activity. The re
sults are summarized in Table 45. 

As might be expected from its dominance in the child's media use, tel
evision was the medium causing most parentai complaints. The music 
media - radio and recordings - which ranked next to television in use 



166 

Table 43: Social viewing of television 

First graders 

When you watch TV, most of the time are you alone 
or is someone else watching with you? 

Watch with siblings 
Watch with parents 
Watch with siblings and parents 
Watch with friends 
Half alone, half with someone 
Mostly alone 

Sixth and tenth graders 

How often do you watch television: 

With parents With siblings With friends 

PATTERNSOFUSE 

. 
37% 

8 
27 

3 
14 
11 

By yourself 

6th 10th* 6th 10th 6th 10th** 6th 10th 

Never 3% 6% 6% 10% 8% 13% 
Not very often 10 16 12 15 36 40 
Sometimes 37 42 19 27 36 34 
Usually 50 36 63 48 20 13 

*Sex difference p ( .05, girls higher 
HSex difference p (.001, girls higher 

Table 44: Social aspect of moviegoing 

When you go to the movies, it is usually with: 

Family 
Siblings 
Friends 
Date 
Combination 
Alone 

First grade 

77% 
9 
4 

8 
1 

Sixth grade 

36% 
16 
34 

7 
5 
2 

9% 6% 
22 18 
42 43 
27 33 

Tenth grade 

12% 
8 

43 
32 

4 
1 

time also ranked next as focus of parental complaint. Movies and books 
were the least frequent causes of complaints. Parental objections about 
television and movie declined somewhat between the sixth and tenth 
grades, while there was a slight increase in the frequency of complaints 
about the music media. 

The nature of the parental complaints show an interesting pattern. For 
both television and movies, the content selection was cited as the most 
frequent cause of complaints (although this dominance is far less in the 
case :.If television than movies). For both recordings and radio, papren
tal complaints focused on the volume at which music was played. There 
was a higher frequency of parent complaints about the music media 
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Table 45: Parental complaints about media use 

Television Movies 

6th grade 10th grade 6th grade 10th grade 

Parents complain: 
Never 27% 38% 56% 67% 
Not very often 29 26 25 17 
Now and then 34 32 13 12 
Pretty often 10 4 6 4 

Complain about: 
Watch too much 27% 22% Go too often 14% 7% 
Watch too late 27 27 When you go 12 6 
Selection 29 35 Selection 42 54 

Companion 6 6 

Record playing Radio 

Complain: 
Never 50"'{' 46%* 50% 44%** 
Not very often 29 30 27 28 
Now and then 17 19 14 22 
Pretty often 4 5 9 6 

About: 
Play too loud 63% 69% 60% 62% 
Too much 6 4 5 7 
Selection 18 13 24 20 
Spend too much 5 5 

Books 

Never complain 66% 70%*** 
Should read more 25 24 
Should read less 5 4 

*Sex diffemllce, p < .01, girls more complaints 
**Sex difference, p <'01, girls more complaints 

***Sex difference, p <'01, girls more complaints 

among girls than among boys at the tenth grade level, perhaps reflecting 
the fact that girls did spend more time with both these media than boys 
(although, it should be noted, that this was also true at the sixth grade 
level where there was no difference regarding complaints). 

The major complaint parents made regarding books was that the child 
read too few books, particularly in the case of the tenth-grade boys. 

Parental control of television 
Another poin~ for consideration is whether or not parents attempt to 

control the chill!· d exposure to television. 
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Student perception of whether or not their parents attempt to impose 
(or have attempted to do so in the past) a iimit on television viewing is 
shown in Table 46. It is interesting to note that the two categories com
bined give the same total for both sixth and tenth graders, indicating that 
something over one-third of these students felt they either presently 
were or had been previously under a limit. 

Table 46: Do parents limit TV viewing? 

Yes 

Not now, but did when 
child was younger 

First grade 

19% 

Sixth grade 

22% 

14 

Tenth grade 

9% 

27 

This was considerably higher than the 19 percent of first graders who 
recognized that their parents set a limit. Since there was the possibility 
that these younger children might not recognize subtle forms of parental 
control, this area was explored in the interviews with the subsample of 
first grader mothers. The results of this series of questions are shown in 
Table 47. 

fable 47: Parental restrictions on TV viewing 
First grade mother responses 

Girls Boys 

Occas- Occas-
Do you or your husband ever: Never sionally Often Never sionally Often 

Set special hours when the child 
can and cannot watch TV 52% 35% 13% 65% 23% 12% 

Restrict the total amou nt of 
time he/she can watch TV 63 26 11 73 14 13 

Decide which programs 
he/she can watch 26 48 26 37 42 21 

Encourage him/her to watch 
TV just to keep him/her 
quiet or occupied 65 27 8 69 23 8 

Encourage him/her to watch 
just to keep him/her at home 82 16 2 90 8 2 

Punish him/her by not 
letting him/her watch TV 55 39 7 69 25 4 

Reward him/her by letting 
him/her watch more TV, 
later TV, or special programs 50 45 3 56 40 2 
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Among these mothers the most frequent form of control was supervis
ing the actual selection of programs their first grade child watched. The 
proportion actually setting special hours or "often" restricting the 
amount of viewing time was pretty much in line with the number of chil
dren recognizing control. Very little use of television viewing to keep 
the child occupied or indoors was reported. It is interesting to note that 
there is a consistent trend through all these questions for mothers of 
girls to report more control than the mothers of boys. 

Television deprivation as punishment 
The importance of television in the lives of most students creates the 

opportunity for parents to use deprivation of television viewing privilege 
as a form of punishment. A considerably higher proportion of the first 
graders - 31 percent - answered that they were som etimes punished in 
this manner. As can be seen by the last two items in Table 47, the moth
ers themselves reported a higher incidence of using expanded viewing as 
a reward than of restricted viewing a punishment. 

Among the sixth graders 35 percent reported that their parents used 
this form of punishment at the present time, and another 13 percent said 
that they had been so punished when they were younger. Only 15 per
cent of the tenth graders said they were now punished in this fashion, 
but another 19 percent said they had been when younger. 

Conflict with siblings was generally higher than conflict with par
ents (Table 48) and peaked among the sixth graders (who, of course, 
were most likely to be in the middle of a sibling hierarchy residing to
gether). First graders were also asked the age of siblings with whom they 
most frequently disagreed. Older siblings were cited by 61 percent com
pared to 33 percent for younger siblings and 6 percent who said they 
argued equally with older and younger siblings. 

The "pecking order" differences shown by r~sponses to the conflict 
resolution question (Table 49) are interesting. First graders predomi-

Table 48: Frequency of family conflict over television 

Conflict with parents Conflict with siblings 

First Sixth Tenth First Sixth Tenth 
grade grade grade grade grade grade 

Never 60% 36% 34% 42% 13% 18% 
Not very often 13 36 35 11 27 31 
Now and then 24 15 17 24 19 16 
Pretty often 5 13 13 22 41 35 

None-we have 
our own set 15 19 4 9 
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nantIy perceived themselves and older siblings - with whom they have 
the most conflict - as winning in almost equal numbers. Among sixth 
graders older siblings had greater dominance than self, but by the tenth 
grade self was once more dominant over older siblings. Perhap8 the 
most important difference is the change which occurs betweeR first and 
sixth grade for mutual agreement or compromise to become the most 
frequent form of resolution-a situation which persevered into the tenth 
grade. The strong position of father at all three age groups is also note
worthy. 

Who wins: 

Father 
Mother 
Older sibling 
Younger sibling 
I do 
Compromise 

Table 49: Resolution of conflict over television 

first grade 

17% 
7 

28 
5 

29 
14 

Sixth grade 

25% 
16 
12 

4 
8 

29 

Tenth grade 

22% 
12 
6 
3 

15 
31 

A final point concerns responses by older students that there was no 
occasion for conflict because; they had their own set. Almost one-fifth of 
the tenth graders and 15 percent of the sixth graders said this was the 
case regarding their parents; the percentages for a similar response re
garding siblings were'much lower. This suggests that when a family be
comes a multiset household, the custom is to reserve one set for adults 
and onefor the children. 

Media as topics of !Conversation 
In addition to serving as mn activity which can be socially shared, me

dia and their content can also be socially used as topics of conversation. 
The older students were asked how frequently they discussed the media 
both with their parents and with their friends. The results are summa
rized in Table 50. 

All the media were used with considerable frequency as topics of 
conversation with both parents and peers, but there were some differ
ences in the patterns. Televnsion programs and movies predominated as 
the subject of discussion with friends. With parents, discussion was 
considerably more evenly distributed among the media. 

Discussion of television programs, movies, and magazines was higher 
with friends than with parents, whereas television news, newspaper 
items, and books were more likely to be discussed with parents than 
with friends. (This pattern was not perfect for the newspaper.) 

There was considerably grv~ater difference between the sexes in the 
tenth grade in discussion '\vith parents than with friends. In most in
stances girls showed a higher level of discussion with parents tha\} did 
the boys. 
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To put the matter of conversation into a broader context, Table 51A 
and 51B show the percentage of students saying they "sometimes" or 
"often" discussed television and a range of other topics, such as per-
sonal problems and public issues. The second half of the table shows the 
ranking of each of the topics for boys and girls in each grade. School 

Table 50: Frequency of discussions concerning media 

With friends With parents 

Sixth grade Tenth grade Sixth grade Tenth grade 

Boys Girls Boys Girls Boys Girls Boys Girls 

Television: 

Never 7% 6% 10% 7% 18% 14% 22% 13% 
Not very often 18 18 26 30 30 30 41 32 
Sometimes 49 54 50 52 36 42 31 44 
Often 25 22 14 11 16 15 6 11 

p (,001 
Movies: 

Never 6% 7% 8% 3% 17% 15% 25% 14% 
Not very often 22 23 22 16 31 28 37 23 
Sometimes 42 46 48 53 34 41 33 47 
Often 30 24 23 28 17 16 6 11 

p=.02 p (.001 
Books: 

Never 21% 13% 36% 28% 28% 21% 44% 30% 
Not very often 39 40 44 45 33 28 37 37 
Sometimes 28 32 18 20 28 39 15 25 
Often 12 15 3 7 12 12 <I 8 

p(,02 p (.01 p (.01 
Magazines: 

Never 25% 22% 24% 14% 27% 25% 31% 17% 
Not very often 27 31 36 33 31 35 36 36 
Sometimes 31 32 32 40 29 27 24 39 
Often 17 15 18 13 14 13 9 8 

p=.01 p (,001 
Newspaper items: 

Never 25% 25% 21% 14% 25% 24% 27% 16% 
Not very often 32 35 35 31 24 32 27 30 
Sometimes 32 29 36 44 34 30 35 40 
Often 11 10 8 11 10 15 10 14 

p=.01 
Television news items: 

Never 21% 28% 24% 21% 21% 24% 23% 16% 
Not very often 36 31 33 36 27 32 30 30 
Sometimes 28 29 36 33 35 29 36 38 
Often 15 12 7 10 17 15 11 16 

p=.05 
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Table 51A: Television compared to other conversation topics 

% discussing With friends With parents 

"sometimes" Sixth grade Tenth grade Sixth grade Tenth grade 
or "often" 

Boys Girls Boys Girls Boys Girls Boys Girls 

Television 74% 76% 64% 63% 52% 57% 37% 58% 

School events 79 83 87 92 74 83 66 79 

Friends 61 63 58 72 58 69 49 66 

Personal problems 38 38 28 53 57 57 33 48 

Family problems (not asked) 59 60 50 66 

School problems 56 56 71 75 60 60 49 66 

Problems of 
Young people 39 38 36 62 45 44 36 56 

Clothes/fads 42 65 40 74 47 65 51 64 

Plans for future 57 58 55 69 55 56 55 64 

Student protest .33 33 30 45 54 46 28 38 

Pollution 52 52 54 50 53 54 46 40 

Politics 28 29 21 22 35 36 33 27 

Vietnam 58 39 56 58 56 42 50 55 

events dominated conversation across age, sex, and conversational part-
ners. Television's relative importance appeared to decline somewhat 
with age, and it also figured as a more important topic with friends than 
with parents. 

Television as a model for play 

Another type of social use which can be made of the media is as a 
stimulus or suggestion for play activity. The first graders were asked 
whether or not they ever played about thing!) they had seen on televi
sion. As can be seen in Table 52, they reported using television much 
more frequently as a model for social play than for solitary play activity. 
When asked what types of programs were copied in play activity, 24 
percent cited adventure shows (such as Batman), 21 percent cited sever
al types, 14 percent situation comedies, 12 percent cartoons, 7 percent 
cowboys. 



Table 51 B: Rank order of conversation topics 

With friends With parents (') 
::r: 

Sixth grade Tenth grade Sixth grade Tenth grade ...... 
r 

Boys Girls Boys Girls Boys Girls Boys Girls ti 
~ 
tyj 
Z 

School events School events School events School events School events School events School events School events en 
~ 

Television Television School School School Friends Future Friends en 
problems problems problems tI1 

0 
"1 

Friends Clothes Television Clothes Family Clothes Clothes Family >-l 
problems problems tyj 

r 
trl 

Vietnam Friends Friends Friends Friends Family Family School < 
problems problems problems en 

(3 
Future Future Vietnam Future Personal School Vietnam Clothes Z 

problems problems 

School School Future Television Vietnam Television Friends Future 
problems problems 

Pollution Pollution Pollution Youth problems Future Personal School Television 
problems problems 

Clothes Vietnam Clothes Vietnam Student Future Pollution Youth 
protest problems 

Youth Personal Youth Personal Pollution Pollution Television Vietnam 
problems problems problems problems 

P<lrsonal Youth Student Pollution Television Student Youth Personal 
problems problems protest protest problems problems 

Student Student Personal Student Clothes Youth Personal Pollution 
protest protest problems protest problems problems 

Politics Politics Politics Politics Youth Vietnam Politics Student 
problems protest -' 

-.) 

Politics Politics Student Politics w 

protest 
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Television's ranking as a leisure time option 

In the course of the first-grade interviews, children were asked a se
ries of questions as to what they most like to do when they are not in 
school. The results were presented in Table 37. 

While there is no denying the impact of television, it is significant that, 
with one exception-Saturday morning-it was not the most popular 
choice for daylight hours. Play - which some have called "children's 
work" - was dominant as the afternoon choice and remained a strong 
second even into the evening hours when television does clearly domi
nate. Church and Sunday School were very important Sunday morning 
activities. Forty-six percent of these children said they had gone to 
church the preceding Sunday, and another 30 percent said they some
times go. 

The Saturday morning figures are interesting because of the heavy 
emphasis on cartoon and kiddie programming by television stations dur
ing that period. 

Table 52: First grade use of TV as model for play 

Do you remember if you ever play either by 
yourself or with friends about things you've 
seen on TV? 

Often 
Sometimes 
Not very often 
Never 

By self With friends 

5% 7% 
25 42 
16 14 
54 37 

(N=274) 

ATTITUDES TOWARD TELEVISION 

Reflecting the sense of wonder which most adults felt toward the 
"miracle of television" in its early years, Schramm, Lyle, and Parker 
remarked upon the fact that the children they studied in 1959 calmly ac
cepted television as one of the ordinary accommodations of their lives. 
In 1970 television was, if anything, even more commonplace for all 
youngst ~rs. 

In th}(l working class town, only 2 percent of the students sa~d they did 
not have a working television set in their homes. Color was available in 
over half the homes, and a large minority of the homes contained two or 
more sets. With this universal availability of the medium, it is not sur
prising that the students had developed a fairly high level of critical so
phistication toward the medium. 

Even at the first grade level, students had begun to develop a differen
tiation between life as portrayed on television and what they themselves 
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experienced. This is reflected in the data presented in Table 53. It is in
teresting to note that these children were more likely to distinguish be
tween television and real life with regard to grown ups than with regard 
to children. 

Slightly different questions about the' 'realism" of television were put 
to the sixth and tenth graders. Responses to these are also shown in Ta
ble 53. The sixth graders appeared to be considerably advanced over the 
first graders in reji ·ting television as an accurate reflection of life, and 
there was a furiher increase reflected among the tenth graders. 

Schramm, Lyle, and Parker commented on a tendency for children to 
reject the concept of television as "educational" and to hold to the opin
ion that it was to be "fun" or "entertaining." Another possible reflec
tion of a growing sophistication concerning the medium were answers to 
questions about whether or not television should be just for fun and 
whether or not the students felt that they learned from watching televi
sion. 

As can be seen in Table 54, when directly asked if television should be 
for fun rather than education, more students disagreed than agreed. This 
is not meant to imply that the students actually wanted a heavier empha
sis on educational content in television. It will be recaHed that their ac
tual program selection reflected almost no viewing of educational or 
public affairs and news programs. But most students did feel that they 
do learn something from television at least part of the time, as sho\\: n in 
the second part of Table 54. 

Just like 
Pretty much 
Not very much 
Not at all 

Always 
Most of the time 
Some of the time 
Now and then 
Never 

Table 53: Acceptance of TV as realistic 

First graders 

Are grown ups on TV like 
grown ups you know? 

Do you think kids on TV are 
like you and your friends? 

6% 
39 
32 
23 

Sixth and tenth graders 

5% 
48 
25 
22 

The programs on TV tell The people you see on TV are 
about life the way it really just like people you meet in 
is. real life. 

Sixth grade Tenth grade Sixth grade Tenth grade 

1% 1% 19% 8% 
8 8 18 17 

48 43 24 33 
37 41 20 24 

6 7 18 19 
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Strongly 
Agree 
Not sure 
Disagree 
Strongly disagree 

Strongly agree 
Agree 
Some of the time 
Most of the time 
Always 

PATTERNS OFUSE 

Table 54: 

Television programs should be for fun, not education. 

Sixth grade 

8% 
12 
26 
34 
20 

Tenth grade 

13% 
20 
26 
31 

9 

You learn a lot from watching TV. 

5% 
20 
37 
29 
9 

4% 
25 
48 
20 

4 

Television news. The small amount of viewing of television news is 
reflected in the further finding that 45 percent of the sixth graders and 40 
percent of the tenth graders felt that there were too many news pro
grams presented on television, despite the fact that in this area the multi
plicity of channels meant that there was always a nonnews alternative 
available on one or more channels. 

Despite their apparent avoidance of television news programs, stu
dents generally rated television news high, as shown in Table 55. Most 
students were inclined to agree that the average person could get all the 
news he needs from television. The other half of the table, showing per
ceived need for the newspaper, complements this. It should be noted 
that the tenth graders, who were considerably higher in their newspaper 
readership, indicated a higher need for the newspapers and were some
what polarized regarding television news. 

Strongly agree 
Agree 
Not sure 
Disagree 
Strongly disagree 

Table 55: 

The average person can get To be well informed a person 
all the news he needs each must read the newspaper. 
day from TV. 

Sixth grade Tenth grade 

10% 
32 
33 
20 

6 

10% 
40 
20 
28 

2 

Sixth grade 

10% 
25 
23 
33 
10 

Tenth grade 

11% 
36 
18 
29 
7 

Television news did have high credibility among the students who also 
gave it a high rating regarding fairness to minority groups (Table 56). 
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Never 
Now and then 
Some of the time 
Most of the time 
Always 

Table 56: 

If you see something on TV TV is not fair to some groups 
news you can be sure it is like Blacks and Chicanos. 
true. 

Sixth grade Tenth grade Sixth grade Tenth grade 

8% 10% 22% 39% 
14 14 26 23 
17 16 26 21 
34 45 15 10 
27 16 11 7 

Commercials. The greatest criticism of and discontent toward televi
sion was reflected in the questions concerning commercials. Nine out of 
ten of the students thought there were too many commercials (88 per
cent in the sixth grade, 92 percent in the tenth grade). Furthermore, 
commercials were rated as annoying and in poor taste (Table 57). At the 
six-grade level, girls showed a higher tolerance than boys, but still 43 
percent said commercials were annoying "most of the time" or "al
ways. " 

Perhaps the most devastating results were the replies to the question 
concerning truthfulness of commercials. The majority of the students at 
both grade levels responded that commercials never tell the truth or, at 
best, only "some of the time" (Table 57). 

Never 
Now and then 
Some of the time 
Most of the time 
Always 

Table 57: 

Commercials are in poor 
taste and annoying. 

Sixth grade Tenth grade 

10% 
20 
23 
24 
24 

5% 
25 
19 
26 
25 

Television commercials tell 
the truth. 

Sixth grade 

23% 
35 
31 
10 

2 

Tenth grade 

23% 
47 
26 

4 
o 

To provide a basis of comparison for television commercials, students 
were asked to rate the truthfulness of newspaper advertisements. Al
though considerable skecpticism was also registered toward these, their 
acceptance was higher than that of the television commercials (Table 
58). Again, there was a considerable decrease in acceptance between 
sixth and tenth grades. 

Offensive content. Although many adults may be in a furor over vio
lence and sex on television, little discontent was evidenced by the sixth 
and tenth graders, as is seen in Table 59. With regard to both, there was 
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a decline in the objections with age, and this decline was particularly 
marked regarding sex. 

Table 58 

Newspaper advertisements tell the truth. 

Sixth grade Tenth grade 

Never 
Now and then 
Some of the time 
Most of the time 
Always 

Sixth grade 

Tenth grade 

Table 59 

6% 
23 
32 
26 
12 

7% 
35 
36 
20 

2 

Television has too much: 
Sex Violence 

33% 

20% 

24% 

70' /0 

First graders were asked whether or not they were ever frightened by 
what they saw on television and whether or not they remembered ever 
dreaming about things they'd seen on television. About half of the child
ren said they were sometimes frightened and over one-third remem
bered dreaming about television (Table 60). Boys were less likely than 
girls to say they were frightened, but there was no difference in the re
port of dreaming. 

Of those who did say they were frightened, the cause was overwhelm
ingly-88 percent-programs of the "chiller/monster" category. Shoot
ing and detective type violence was cited by eight percent of the child
ren. "Chiller/monster" shows were also the predominant stimulus of 
dreams-68 percent-followed by incidents in situation comedy shows. 
Cartoons and shootings were remembered as dream incidents by seven 
percent. 

First grade 

Often 
Sometimes 
Not very often 
Never 

Table 60 

Do you ever get scared by 
things you see on TV? 

Boys Girls 

7% 9% 
33 50 
12 10 
48 31 

P< .02 

Do you ever dream about 
something you saw on TV? 

Boys Girls 

7% 10% 
32 27 
10 10 
51 54 
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Attitudes of first-grade mothers. The sample of mothers of first grad
ers were asked three quest.ions to provide indications of their qualitative 
assessment of television's role in their child's life. First they were asked 
if there was anything about television or specific programs which they 
felt was good or useful for the child. Second they were asked about 
things they felt were bad or annoying, and finally, what kinds of things 
they felt the child le'Jrned from television. 

The vast majority of mothers did choose to specify some good aspect 
of televiilion for their young children. Aspects of learning were the most 
frequently mentioned (Table 61). In response to the question asking 
about learning specifically, almost nine out of ten mothers felt that their 
child was learning from television. The types of learning reported are 
detailed in Table 62, in which (it will be noted) the mothers of boys 
named more types of learning-including negative things-than mothers 
of girls. 

Most mothers also specified things they felt were bad about television 
for their young children. The area of most frequent complaint was 
commercials, followed by violence and horror content (Table 63). 

Table 61: Good points of television mentioned by first grade mothers 

School-oriented learning 
General learning 
News and special events 
Sesame Street 
Capt. Kangaroo, Romper Room, etc. 
Entertainment value 
Animal shows 
Cartoons 
Keeps child occupied 

(Multiple responses were permitted.) 

Boys 

10% 
15 
25 
12 
21 
15 
21 
14 
17 

Mothers of: 

Table 62: Learning reported by mothers 

No learning 
Not sure 
I ncreased vocabulary 
School-oriented learning 
Nature-oriented learning 
Learning about "life" 
General learning 
Negative things learned 

(Multiple responses were permitted.) 

Boys 

6% 
6 

39 
31 
31 
48 
27 
27 

Mothers of: 

Girls 

16% 
18 
10 
18 
10 
18 
21 
14 

6 

Girls 

3% 
10 
30 
29 
29 
25 
14 
14 
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Table 63: Bad points of television mentioned by first grade mothers 

Cigarette/nlcohol commercials 
Commercials generally 
Violence and horror content 
Sex in programs 
"Too adult" 
Cartoon content objectionable 
"Nothing bad" 

(Multiple responses were permitted.) 

Boys 

12% 
23 
27 
12 
14 
14 
14 

Mothers of: 
Girls 

11% 
31 
19 
11 
11 
13 
19 

Utility of television. An aspect of media attitudes is the perceived 
usefulness of a medium or activity for different types of personal needs. 
Taking a lead from Steiner's (1963) work, we included a series of ques
tions for this purpose in the sixth and tenth grade instruments. The stu
dents were asked to mark a degree of likeliness to engage in seven dif
ferent behaviors under five different situations: 

When you just want to relax 
When you just v/ant to be entertained 
When you fef)llonely 
When someone has hurt your feelings 
When someone has made you angry. 

The behaviors were: 
Watch TV 
Go to a movie 
Read a book or magazine 
Listen to music 
Playa game or sport 
Talk to somebody 
Go off by yourself 

Through these questions we hoped to get some indication of the relative 
utility of different media and personal interactions in situations reflect
ing different levels of tensions. The overall results are summarized in 
Tables 64A and 64B. These show considerable change between the two 
age groups and very marked sex differences. However, the number of 
sex differences declines among the teenage group. 

Table 65 regroups the data to facilitate the comparison between me
dia, summarizing only the proportion reporting themselves "likely" or 
"very likely" to use a particular behavior. 

As was expected, television is perceived by all age and sex groups 
primarily as a source of entertainment. It is interesting to note that all 
groups also rated it higher as a means of reducing loneliness than as a 
means of relaxation. The importance of television as a "companion" 
was more marked among the sixth than among the tenth graders. Among 



Table 64A: Comparative use of media and activities for personal reasons 
(") 
~ 

Sixth grade F 
Boys Girls d 

:>:I 
tIl 

How likely would you be Not Not Z 
to use each of these in the very Very very Very en 
following situations: likely Maybe likely likely likely Maybe likely likely ~ 

en 
tIl 
0 

When you just want to relax 'Tj 

Watch TV 16% 26% 21% 37% 12% 33% 23% 32% 
..., 
tIl 

Listen to music 33 20 21 26 22 28 21 29 p< .01 t"" 
Go to a movie 54 20 12 14 60 18 11 11 tIl 

< 
Read book/magazine 47 22 17 14 32 31 21 16 p< .001 en 
Go off by yourself 38 25 16 21 39 27 15 19 >-

0 
Playa game or sport 30 25 19 26 47 22 16 15 p< .001 Z 
Talk to somebody 33 28 10 10 22 30 26 22 p< .01 

When someone has hurt your feelings 
Watch TV 49 25 12 14 53 24 16 7 p< .01 
Listen to music 43 25 16 17 34 30 16 20 
Go to a movie 66 14 11 9 67 17 9 7 
Read book/magazine 53 22 14 11 42 25 21 13 p< .01 
Go off by yourself 22 14 19 45 20 16 17 47 
Playa game or sport 48 20 13 18 63 19 9 8 p< .001 
Talk to somebody 43 23 24 19 36 23 13 28 p< .05 

When you want to be entertained 
Watch TV 18 14 19 50 15 18 17 50 
Listen to music 25 24 19 31 13 23 28 36 p< .001 
Go to a movie 31 19 17 33 37 18 18 27 
Read book/magazine 50 23 12 15 38 27 16 18 p< .02 
Go off by yourself 59 15 13 13 63 17 11 9 
Playa game gr sport 24 19 16 51 21 23 21 36 
Talk to somebody 33 25 21 21 45 25 12 18 p< .02 00 



Table 64A: (Continued) ...... 
00 
IV 

Sixth grade 
Boys Gi;ls 

How likely would you be Not Not 
to use each of these in the very Very very Very 
following situations: likely Maybe Likely likely likely Maybe Likely likely 

When someone has made 
you angry 

Watch TV 45% 25% 12% 18% 46% 22% 15% 17% 
Listen to music 44 26 14 16 32 30 15 24 p < .01 
Go to a movie 57 17 13 13 59 23 8 10 p < .05 
Read book/magazine 53 21 11 15 41 25 17 17 p< .02 
Go off by yourself 29 16 19 36 20 17 17 45 p< .02 
Playa game or sport 42 23 13 23 53 24 14 9 p < .001 
Talk to somebody 43 20 19 18 38 22 15 25 

When you feel lonely 
Watch TV 21 15 17 47 19 17 21 44 
Listen to music 26 23 17 34 13 24 27 37 P < .001 
Go to a movie 43 21 14 22 51 17 18 14 p< .02 
Read book/magazine 42 26 16 16 32 30 16 21 P < .05 
Go off by yourself 47 18 12 23 21 16 24 29 
Playa game or sport 21 16 24 29 33 21 20 26 p < .001 
Talk to somebody 27 17 19 37 13 17 16 54 p < .001 '"d 

> 
~ 
~ 
tIl 
:;.:l 
Z 
CI.l 

0 
"I1 
C! 
CI.l 
tIl 



Table 64B: Comparative use of media and activities for personal reasons 
(') 

Tenth grade :r: 
t= Boys Girls t:I 
~ 

How likely would you be Not Not 
tIl 
Z 

to use each of these in the very Very very Very en 
following situations: likely Maybe Likely likely likely Maybe Likely likely c::: 

Ct:l 
tIl 
0 

When you just want to relax ~ 

Watch TV 20% 33% 26% 22% 15% 36% 23% 26% 
...., 
tIl 

Listen to music 7 18 25 50 4 13 27 56 t"" 

Go to a movie 58 23 10 9 56 24 10 9 
tIl 
<: 

Read book/magazine 59 23 9 9 43 29 14 14 p<.02 -Ct:l 

Go off by yourself 36 32 17 16 23 21 19 28 P < .001 25 
Playa game or sport 44 22 16 18 60 26 8 7 P < .001 Z 
Talk to somebody 23 30 28 19 21 28 31 19 

When someone has hurt your feelings 
Watch TV 63 21 8 8 68 13 11 9 
Listen to music 19 23 16 42 13 23 20 45 
Go to a movie 72 15 8 6 75 15 4 6 
Read book/magazine 69 18 5 8 58 23 10 9 
Go off by yourself 21 19 19 41 8 9 16 67 p < .001 
Playa game or sport 56 24 10 11 80 11 5 4 P < .001 
Talk to somebody 35 25 19 21 23 20 21 36 p < .01 

When you want to be entertained 
Watch TV 12 19 26 43 10 17 33 40 
Listen to music 9 15 29 47 3 15 25 59 p < .01 
Go to a movie 28 20 21 31 21 18 21 40 
Read book/magazine 54 24 11 11 45 25 17 12 
Go off by yourself 71 21 5 4 67 17 10 6 
Playa game or sport 26 16 19 39 30 20 22 27 
Talk to somebody 23 28 27 22 11 21 33 34 p < .001 

..... 
00 
w 
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Table 64B: (Continued) 00 

.j::>. 

Tenth grade 
Boys Girls 

How likely would you be Not Not 
to use each of these in the very Very very Very 
following situations: likely Maybe Likely likely likely Maybe Likely likely 

When someone has made you angry 
Watch TV 51% 25% 13% 11% 51% 22% 13% 14% 
Listen to music 22 22 19 37 13 22 23 42 
Go to a movie 69 16 8 7 66 18 10 7 
Read book/magazine 66 20 9 6 57 20 10 13 p< .05 
Go off by yourself 23 19 17 42 14 11 20 55 p < .01 
Playa game or sport 55 19 12 14 70 14 7 9 p < .02 
Talk to somebody 41 20 22 17 25 15 27 33 p < .001 

When you feel lonely 
Watch TV 21 26 20 33 20 23 23 34 
Listen to music 7 16 26 52 7 15 19 59 
Go to a movie 54 21 12 14 55 20 11 14 
Read book/magazine 56 23 12 9 49 20 17 14 
Go off by yourself 52 18 12 18 50 15 12 23 
Playa game or sport 36 18 20 26 48 16 18 18 
Talk to somebody 17 13 18 52 8 11 17 64 p< .02 '"d 

:> ..., ..., 
tIl 
:;d 
Z 
en 
0 
>Ij 

c::; 
en 
tIl 



CHILDREN'S USE OF TELEVISION 185 

the younger boys, television even ranked above personal interaction
talking to somebody. Among the sixth grade girls, television stood a 
close second to talking to somebody. 

While television was still an important relief from loneliness for the 
tenth graders, it had fallen behind music. One of the most significant 
points in the data, perhaps, is the testimony of the overwhelming im
portance of music in the life of the teenagers. Listening to music out
scored television even for entertainment and had an overwhelming lead 
for relaxation and for relief from loneliness. Music was becoming im
portant for these purposes for the sixth graders-particularly the girls, 
but among the tenth gradeis it reigned supreme. The sole exception was 
that talking to somebody rated slightly higher among the older girls. 

The other point deserving particular emphasis is television's relatively 
low standing as a relief from hurt feelings or anger. The sixth graders 
indicated that they would most likely resort to seeking solitude or go talk 
to somebody. While solitude still led among the tenth graders, music 
was now as likely a relief as seeking out someone for conversation. 

MEDIA BEHAVIOR RELATED TO ABILITY, FATHER'S 
OCCUPATION, AND ETHNIC GROUP 

Ability 
"Ability" for the first graders was based on ratings by the individual 

student's classroom teacher. The teachers were asked to rate each stu
dent interviewed as in the upper, middle, or lower third of the class. 
(There was no formal "tracking" by ability in the class assignment of 
students.) The results showed a slight bias toward the upper part of the 
continuum, and it will be noted from the summary below that this bias 
was primarily in ratings of girls: 

Girls Boys Total 

Upper third 58 41 99 
Middle third 44 49 93 
Lower third 33 44 77 

(Actual numbers) 

The weekday viewing time reported by these students is presented in 
Table 66. 

Table 67 is a general summary of media behavior and attitudes for the 
children of the different ability levels. (Areas or questions where there 
was no noteworthy difference are ommitted.) 



Table 65: Comparative use of media and activities -00 
C1\ 

"Likely" or Watch listen Go to Go off Play. Talk to 
"Very likely" to: TV to music movie Read by self sports somebody 

Sixth grade boys 
For relaxation 58% 47% 36% 31% 37% 45% 38% 
For entertainment 69 50 50 27 26 67 42 
When lonely 64 51 36 32 35 53 56 
When feelings are hurt 26 33 20 25 64 31 43 
When angry 30 30 26 26 54 36 37 

Sixth grade girls 
For relaxation 55 50 22 37 34 31 48 
For entertainment 67 64 45 34 20 57 30 
When lonely 65 63 32 37 53 46 70 
When feelings are hurt 23 36 16 34 64 17 41 
When angry 32 39 18 34 62 23 40 

Tenth grade boys 
For relaxation 48 75 19 18 33 34 47 
For entertainment 69 76 52 22 9 58 49 
When lonely 53 78 26 21 30 46 70 
When feel ings are hurt 16 58 14 13 60 21 40 
When angry 24 56 15 15 59 26 39 

Tenth grade girls 
For relaxation 49 83 19 28 47 15 50 
For entertainment 73 84 61 29 16 49 67 
When lonely 57 78 25 31 35 36 81 
When feelings are hurt 20 65 10 19 83 9 57 '1:J 
When angry 27 65 17 23 75 16 60 > ...., ...., 

tr1 
:;0 
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en 
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Table 66: First grade television viewing by ability groups 

(Weekdays only) 

TV viewing Girls Boys 
Hours: Low Mod High Low Mod High 

0- 1 :00 4% 7% 12% 4% 10% 9% 
1 :30 - 3:00 4 12 9 15 12 6 
3:30 - 4:30 5 7 8 6 4 8 
5:00 - more 10 7 13 7 10 7 

It will be noted that the low ability children perceived that they watch 
more television than their classmates. This was particularly marked 
among the boys. 

The personal impact of television did appear to be different among the 
groups, and this difference was consistent among boys and girls. The 
higher-rated children were somewhat more likely to use television as a 
play motif. There was a slight tendency for them to remember dreaming 
about television less frequently. More significant, both from the stand
point of intrinsic interest and statistical difference, was the fact that the 
children rated highest on ability were more likely to report that they 
were frightened by things on television. This was most marked among 
the girls. 

There were also differences in the patterns of family interactions re
lated to television. Disagreement with both parents and siblings over the 
selection of programs was inversely related to ability. The relationship 
to the withdrawing of television privileges as punishment showed re
verse relationship to ability for boys and for girls. The more able girls 
and the least able boys had the lowest percentage reporting such punish
ment. 

Another instance where sex was an intervening variable was the ques
tion on whether or not the child ever found that there was nothing on 
that she or he wanted to watch, and, if so, what action was taken? 
Among the boys there was no difference in the ability groups in re
sponses. A large majority of all three groups said they did encounter 
such situations and that their reaction was to turn the set off. This re
sponse was typical of the high ability girls, but the lower ability girls had 
sizable groups who said they never found this the case. 

With regard to other media, the picture was considerably mixed. 
There was not a consistent higher use of print by the higher ability child
ren. They were more likely to report reading books for themselves
particularly the more able boys, but it was the low ability girls who re
ported the highest use of magazines and the middle ability group of both 
sexes who were most favorable to comic books. As for the newspaper, 
the low ability girls did fall lower than any other group in use. 
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Table 67: Ability differences - first grade 

Girls Boys 
High Mod Low High Mod Low 

TV time compared to 
friends 

Watch more than friends 36% 36% 45% 29% 47% 46% 
Same as friends 19 20 18 22 12 16 
Less than friends 38 30 33 17 18 14 
Don't know 7 14 3 12 8 9 

Ever frightened by things on TV 
Never or not very often 31 41 58 51 63 68 

Ever dream about things 
seen on TV? 

Never or not very often 67 63 58 63 59 59 

Ever play with friends about 
things seen on TV? 

Often or sometimes 48 43 39 59 53 51 

Ever disagree with parents 
on TV programs? 

Never 47 64 61 54 61 73 

Ever disagree with siblings 
on TV programs? 

Never 39 30 55 44 38 57 

Ever punished by with-
drawal of TV privileges? 

Yes 24 36 36 34 35 23 

If watching TV and there's 
nothing on you want to see, 
what do you do? 

Never find this the case 18 27 36 10 12 14 
Keep on watching anyway 14 16 15 22 16 18 
Turn the set off 68 57 49 68 71 68 

Listened to radio 
yesterday 41 43 54 44 47 50 

Played records yesterday 19 25 39 15 16 23 

Read books for self 74 64 61 66 59 48 

Never read magazines 36 27 46 42 43 36 

Like to read comic books 79 86 79 80 92 73 

Have read comic books 
within last week at least 54 48 52 56 67 57 

Look at newspaper during 
week 53 57 42 49 51 54 
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With radio and record playing, there was a consistent trend for use to 
. be higher among the lower ability groups, particularly among the girls. 

Sixth and tenth graders. Students in the sixth and tenth grades had 
been given the Lorge-Thorndike inventory the preceding fall, and re
sults were made available to the investigators. The overall score was 
used. The distribution was generally skewed to the low side. For the 
analysis which is discussed in the following section, students were divid
ed into three groups. The "low" group contains those with scores under 
85, "moderate" those with scores of 85-99, and "high" those with 
scores of 100 or higher. The basic numbers in each group are presented 
below: 

Sixth grade Tenth grade 

Boys Girls Boys Girls 

Low 221 160 116 87 
Moderate 119 122 93 80 
High 116 133 106 72 

There was little difference (Table 68) in the amount of television view
ing among ability groups in the sixth grade, but in the tenth grade there 
was some evidence of the expected tendency for brighter students to 
watch less television. 

The point of most interest regarding the relation of intelligence score~ 
to use of other media had to do with the use of print media. These results 
are presented in Table 69. 

Daily reading of the newspaper is the activity which showed the high
est relation to intelligence. The low group of both sexes reported the 
lowest frequency of newspaper reading, and there was very little in
crease from the sixth to the tenth grades. 

Among the middle and high score boys, there was no increase from 
sixth to tenth grade. Indeed, the boys in the middle ability bracket re
flected a decrease in this period. Girls, however, showed a strong in
crease, and the high ability girls at the tenth grade level had the highest 
reading of the newpaper of any group. 

With regard to comic book reading, the high ability students were ac
tually among the highest users in the sixth grade group, but by the tenth 
gra·Je level they showed a heavier decrease of use than the other groups. 

The ability differences in magazine reading were found primarily 
among the girls. Lower ability girls at both grade levels had a higher 
proportion reading no magazines. 

As to books, the trend for low ability students to be the most likely to 
read no books-either paperback or hard cover-was s.urprisingly low. 
However, when one looks at the last section of the table, very different 
attitudes toward books are found in the groups. The low ability students 



Table 68: Television viewing by abilitv groups 

Sixth grade 
Boys Girls 

Low Mod High Low Mod High Low 

Sunday viewing 
0-3:00 32% 25% 31% 30% 36% 25% 44% 

3:30-5:00 16 20 24 20 23 25 16 
5:30-8:00 22 17 19 25 21 23 8 
8:30+ 29 38 25 25 20 27 32 

Wednesday viewing 
0 38 26 22 47 30 21 24 

0:30-3:00 19 24 31 5 24 32 38 
3:30-5:00 19 25 22 18 20 23 12 
5:30+ 24 25 25 30 26 24 26 

Tenth grade 
Boys 
Mod High Low 

34"' i" 33% 39% 
26 26 18 
23 28 15 
17 13 28 

20 30 25 
38 36 22 
16 20 20 
26 14 33 

Girls 
Mod 

40% 
21 
18 
21 

27 
31 
18 
24 

High 

33% 
28 
21 
18 

25 
32 
19 
24 
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Table 69: Use of print media related to ability :r: 
r:: 

Sixth grade Tenth grade 
0 
:;:0 

Boys Girls Eloys Girls ttl 
Z 

Low Mod High Low Mod High Low Mod High Low Mod High en -'-< en 
Read newspaper 

ttl 
0 

Daily 22% 69% 53% 20% 33% 57% 28% 54% 52% 35% 50% 78% 'Tl 
....J 

Comic books 
ttl 
r" 

Read none 33 29 28 42 36 37 54 63 68 67 64 76 tTl 
<: 
en 

Magazines a 
Read none 36 26 30 35 23 24 22 21 24 32 32 15 Z 

Paperbacks 
Read none 35 24 31 38 31 24 55 53 50 45 41 42 

Hard cover books 
Read none 35 19 31 23 19 21 76 71 65 59 67 54 

Percent responding 
"not very likely" 
to read boo ks 

To relax 57 51 44 47 27 15 64 63 47 52 43 20 
To be 

entertained 56 56 41 47 35 21 62 51 49 63 46 15 

When lonely 46 38 37 40 32 25 61 60 46 53 51 30 

...... 
\0 
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were the least likely to consider books as a possible source of relaxation, 
entertainment, and solace for loneliness. 

The situation regarding the relationship of intelligence or ability is se
riously clouded by the fact that exceedingly strong relationships were 
found between socioeconomic status and the test scores of the sixth and 
tenth grades and the ability ratings provided by the first grade teachers. 
There was a further relationship between ethnicity and the scores or rat
ings. These relationships are shown in Table 70. 

Because of this situation, heavier emphasis has been placed on the 
comparison of media behaviors and attitudes as reflected by groups 
based on these variables rather than on intelligence. 

SES and ethnic background 
Both socioeconomic status and the ethnic background of individuals 

have been found frequently to relate to the use of television and other 
media. As pointed out in the introduction, the present study location 
was a predominantly blue collar community. However, in the upper 
grades the numbers were sufficiently large to make possible comparisons 
between students from blue collar and white collar families, which are 
here equated with socioeconomic status. 

Father's occupation was categorized using the North-Hatt scale. 
Those categories 50 and above were put into the "white collar" group, 
those below into the "blue collar" group. 

The number of Mexican-American students (based upon identification 
of Spanish surname) was sufficient to allow comparison to Caucasian 
students at all three grade levels. However, the number of Negro stu
dents (identified by classroom teacher) was smaller than anticipated and 
in most instances was insufficient for reliable comparison. 

As usual there was a high-order relationship between socioeconomic 
status and ethnic background. All the Mexican-American (Chicano) stu
dents fell into the blue collar group. 

Television availability and use. Neither socioeconomic status nor eth
nic background appeared to be related to the number of television sets 
within the household. Both were important factors related to the pres
ence of a color set in the home, as can be seen in Table 71. There is a 
general tendency in all three grades for Caucasian students to have a 
greater accessibility to color sets than either the Mexican-American or 
Negro students. The SES data is less clearcut. In the tenth grade the 
expected positive relationship between white collar status and posses
sion of color was present, but in the sixth grade the only difference was 
between ethnic groups. 

At both the sixth- and tenth-grade levels, Mexican-American girls 
were heavier viewers than their "Anglo" peers (Table 72A and B). This 
difference ranged from a half-hour to an hour and a half more than the 
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Table 70: Ability and grade equivalence 
related to SES and ethnic background 

First grade 

Teacher's rating of ability 

Lower third Middle third Upper third 

Boys 

Caucasian 27% 42% 31% 
Mexican-American 46 19 35 
Negro 43 43 14 

Girls 

Caucasian 20 31 49 
Mexican-American 27 42 31 
Negro 60 1 30 

Percent identified as underachievers 

Caucasian 24% 
Mexican-American 15 
Negro 29 

Sixth and tenth grades 

IQ Grade equivalence 

Under Over 
85 85-99 100 Low Modal High 

Sixth grado boys 
Caucasian, white collar 6% 37% 57% 12% 70% 18% 
Caucasian, blue collar 28 47 25 44 43 12 
Mexican-American 42 42 16 56 40 4 

Sixth grade girls 
Caucasian, white collar 13 15 72 13 58 29 
Caucasian, blue collar 20 47 33 35 53 12 
Mexican-American 35 43 22 48 44 8 

Sixth grade Negroes 53 36 11 75 21 3 

Tenth grade boys 
Caucasian, white collar 7 31 62 27 73 
Caucasian, blue collar 18 50 32 25 75 
Mexican-American 32 59 9 50 50 

Tenth grade girls 
Caucasian, white collar 3 53 44 7 93 
Caucasian, blue collar 22 52 26 28 72 
Mexican-American 33 52 15 33 66 
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Table 71: Color TV in the home 

Mexican-
Caucasian American Negro 

First grade 57% 41% 29% p=.02 . 
White Blue 
Collar Collar 

Caucasian Mex.-Am. Negro 

Sixth grade 59% 63% 51% 48% n.s. 

Tenth grade 77% 62% 44% p=.001 

Chicanos. For the boys, on the other hand, there was no difference at 
the sixth-grade level, and among the tenth graders the results were in
consistent. The Chicanos watched more on Sunday, less on the week
days. This pattern of results meant that there was more difference be
tween Mexican-American boys and girls than between Caucasian boys 
and girls. 

Program selection. In response to the question concerning how they 
select television programs, the first graders of various ethnic groups 
showed no marked differences (Tables 73A-73C). However, when asked 
if they ever found that there was nothing on they wanted to watch, sig
nificant differences appeared. The Negro children were far more likely 

Table 72A: Viewing averages for white collar and 
blue collar groups 

Sunday Monday Tuesday Wednesday Thursday 

Sixth grade boys 

Blue collar 7:24 3:46 3:25 3:29 3:56 
White collar 6:54 3:20 3:27 3:56 3:65 

Sixth grade girls 

Blue collar 7:49 3:35 3:48 3:56 3:44 
White collar 6:39 3:14 3:39 4:01 3:35 

Tenth grade boys 

Blue collar 6:19 3:28 3:19 3:22 3:30 
White collar 6:22 3:22 3:07 3:16 2:59 

Tenth grade girls 

Blue collar 6:28 3:43 3:23 3:46 3:50 
White collar 5:20 2:52 3:13 3:24 2:49 
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Table 72B: Viewing averages for Mexican-American 
and Caucasian students 

Sixth grade Tenth grade 

Boys Girls Boys Girls 
Mex- Mex- Mex- Mex-
Am. Cau. Am. Cau. Am. Cau. Am. 

Sunday 6:29 6:34 6:37 6:07 6:14 5:31 6:46 

Weekday 3:00 2:52 3:22 2:49 2:38 3:07 4:30 

195 

Cau. 

5:47 

3:04 

than the others to say that they never found this to be the case, and. fur
ther, if they did, they were more likely than the others to keep on watch
ing anyway. The Mexican-American children also were more likely than 
Caucasians to say this was never the case. 

The pattern of program selection for older children is more complex 
since three questions were asked. 

Caucasian children in the sixth grade were more likely than either 
minority group to consult the program log, and a similar trend was ap
parent among the tenth graders. 

When asked how often they just turned the set on and flipped the dial, 
it was the blue collar sixth graders (including both minority groups) who 
indicated that they were most likely to do this. A similar trend was evi
dent among tenth-grade boys. 

However, when asked if they turned the set off when they found no
thing on they wanted to watch, the pattern was that white collar children 
at both grade levels were less likely to turn the set off. This, of course, 
could be a result of the higher probability that they had checked the pro
gram log before turning the set on. 

Favorite programs. Among the first graders the only major difference 
in the categories of programs named as favorites was that the small 
number of Negroes overwhelmingly chose situation comedies. 
While this category was also the most popular among Caucasian and 
Chicano students, its dominance was far less marked (Table 74). A con
siderable number of both Caucasian and Mexican-American children 
named cartoon shows. 

Both ethnic and socioeconomic difference, however, began to emerge 
in the preferences among sixth and, especially, tenth graders. The older 
children were asked to name their four favorite programs. In' Table 74, 
the percentages of programs of various types have been summed over 
the four possible choices. 

Sixth-grade preferences were concentrated in four program types: hip 
adventure, situation comedies, family situation comedies, and music-
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Table 73A: Selection of programs 

Caucasian 

When you decide to watch TV, 
how to you decide what 
program to watch? 

Just turn the set on 
Switch the dial 
Turn on for specific show 
Parent selects 
Sibling selects 
Look at TV guide 
Other 

How often do you turn the set on 

11% 
16 
33 

9 
4 

17 
9 

and change channels until you find 
something you like? 

Sixth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade Negroes 

Tenth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Tenth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

First grade 

Mexican
Americ,an 

11% 
21 
34 

8 

13 
13 

Negro 

6% 
18 
35 
18 

6 
18 

Sixth and tenth grades 

Not very often 
or never 

36% 
21 
27 

37 
25 
33 

12 

36% 
27 
26 

27 
31 
28 

Sometimes 

31% 
28 
18 

37 
30 
34 

Sometimes 
or usually 

64% 
79 
73 

63 
75 
67 

88 

Usually 

33% 
45 
56 

36 
39 
38 



CHILDREN'S USE OF TELEVISION 197 

variety. The differences were more marked for boys than girls. Among 
the boys, the Caucasians gave first preference to situation comedies 
while the Chicanos chose family situation comedies. Hip adventure pro
grams scored higher among blue collar group boys generally, and Chica
nos were higher for program types, but the blue collar girls 
showed the same rank order of program types, but the blue collar girls 
tended to be more diversified, as reflected by a more even spread of 
choices. 

The differences were more marked among the tenth graders. White 
collar boys preferred a far more varied selection of programs than their 
blue collar peers. While hip adventure shows dominated the choices of 
all three groups of boys, the blue collar Caucasians showed a stronger 
preference than their peers for situation comedies and for cop/detective 
shows. 

The most mixed pattern of all was shown by the tenth-grade girls. 
Mexican-American girls this age showed partiality for the hip adven
tures and, secondly, situation comedies. Among blue collar Caucasians 

How often do you look at the 
TV log and decide whether to 
turn the set on or not? 

Sixth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade Negroes 

Tenth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Tenth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Table 738 

Si xth and tenth grades 

Never or not 
very often 

41% 
35 
40 

24 
34 
40 

16 

39 
38 
47 

18 
33 
28 

Sometimes 

20% 
31 
43 

22 
25 
32 

48 

24 
27 
32 

32 
27 
31 

Usually 

39% 
34 
17 

54 
41 
28 

36 

37 
35 
21 

50 
40 
41 

Sixth grade overall, p=.02 
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Table 73C 

First grade 

When you're watching TV do 
you ever find that there's 
nothing on you want to watch? Never find Keep on Turn the 
If so, what do you do? this true watching set off 

Caucasian 14% 17% 69% 
Mexican-American 26 13 60 
Negro 41 29 29 

p=.02 

Sixth and tenth grades 

How often do you turn the 
set on and find there's 
nothing on you want to Never or not 
watch and so turn the set off? very often Sometimes Usually 

Sixth grade goys 
Caucasian, white collar 36% 36% 28% 
Caucasian, blue collar 27 35 38 
Mexican-American 35 34 31 

Sixth grade girls 
Caucasian, white collar 32 41 27 
Caucasian, blue collar 26 36 38 
Mexican-American 32 40 28 

Sixth grade Negroes 32 52 16 

Tenth grade boys 
Caucasian, white collar 38 48 14 
Caucasian, blue collar 33 40 27 
Mexican-American 27 38 35 

Tenth grade girls 
Caucasian, white collar 29 50 21 
Caucasian, blue collar 31 41 28 
Mexican-American 24 31 45 

the order was reversed. White collar girls were most equally partial to 
family situation comedies and dramatic shows. 

From these differences, there does not appear to be any consistent 
pattern of either SES or ethnic differences for the sex and age groups. 
Perhaps the most that can be said is that the results underscore the fact 
that the television audience is indeed a diverse one and that the concept 
of "most popular program" on a population basis is highly artifactual. 
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Table 74: Favorite program index 

First grade 

Mexican-
Caucasian American Negru 

Situation comedy 47% 53% 82% 
Cartoons 21 28 6 
Dramatic 10 8 12 
Cowboy 4 4 a 
Variety 6 2 a 

Sixth and tenth grades 

Hip West-
Adventure Comedy Familyerns Cops Music Drama 

Sixth grade boys 
Caucasian, white collar 50% 97% 81% X X 43% X 
Caucasian, blue collar 70 92 65 X X 35 X 
Mexican-American 65 68 106 X X 61 X 

Sixth grade girls 
Caucasian, white collar 38 113 133 X X 35 X 
Caucasian, blue collar 42 90 108 X X 32 X 
Mexican-American 39 98 143 X X 27 X 

Sixth grade Negroes 69 68 82 X X 26 X 

Tenth grade boys 
Caucasian, white collar 88 38 35 41 35 65 62 
Caucasian, blue collar 108 69 21 36 58 52 19 
Mexican-American 135 37 42 26 30 53 21 

Tenth grade girls 
Caucasian, white collar 46 49 70 15 10 48 68 
Caucasian, blue collar 70 84 57 15 12 59 14 
Mexican-American 94 74 58 25 19 43 12 

At the sixth-grade level, situation comedies and,family situation come
dies did clearly dominate, and among tenth-grade boys the hip adven
tures reigned supreme. 

There were some differences in the knowledge of and affect toward 
television characters by the first-grade ethnic groups. As might be ex
pected, the most pronounced differences were that the two black char
acters-Cory (Julia's son) and Bill Cosby-scored even higher with 
Negro students than they did with the other groups. The only other ma
jor differences were that Gilligan and the Brady Bunch-both among the 
most popular overall-were less popular among the two minority groups 
than among the Caucasian students. 
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Attitudes toward television 
The realism of television. Among the first graders, Caucasian children 

are less likely than minority group children to accept the children they 
see on television as realistic (in the sense of being like people they know) 
(Table 75). There is no difference between the Caucasian and Mexican-

Table 75: The realism of television 

Do you think the children you see 
on TV are pretty much like you and 
your friends? 

Caucasian 
Mexican-American 
Negro 

What about the grownups and the 
way they act on TV - do they act 
like the grownups you know? 

Caucasian 
Mexican-American 
Negro 

Not at all, 
Not very much 

51% 
40 
25 

56% 
58 
38 

First grade 

p=.05 

Pretty much, 
Just like us 

49% 
60 
75 

44% 
42 
62 

Sixth and tenth grades 

The programs on TV tell about life 
the way it really is. 

Sixth gr.:lde boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade Negroes 

Tenth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Tenth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade overall p=.01 

Never 
now & then 

52% 
44 
39 

48 
43 
32 

37 

47 
52 
40 

57 
40 
50 

Some of Most of time, 
the time always 

44% 4% 
45 11 
38 23 

48 4 
52 5 
58 10 

52 11 

45 8 
44 4 
47 13 

37 6 
50 10 
38 12 
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Table 75 (Continued) 

Sixth and tenth grades 

The people you see on TV are just like Never Some of Most of time, 
people you meet in real life. now & then the time always 

Sixth grade boys 
Caucasian, white collar 51% 22% 27% 
Caucasian, blue collar 42 20 38 
Mexican-American 30 23 47 

Sixth grade girls 
Caucasian, white collar 35 30 35 
Caucasian, blue collar 32 29 39 
Mexican-American 39 20 41 

Sixth grade Negroes 37 26 37 

Tenth grade boys 
Caucasian, white collar 51 24 24 
Caucasian, blue collar 41 34 25 
Mexican-American 33 33 33 

Tenth grade girls 
Caucasian, white collar 32 44 24 
Caucasian, blue collar 44 30 26 
Mexican-American 54 29 17 

Sixth grade overall p=.05 

American children in the acceptance/rejection of television adults as 
realistic but the small group of Negroes were considerably more likely to 
accept the adults than the others. 

Caucasians, particularly white collar children, in the sixth grade were 
significantly less credulous in accepting television as telling about life 
realistically than their peers. But among the tenth graders there was no 
significant nor consistent pattern. 

In evaluating television characters, in the sixth grade there was a sig
nificant difference only among the boys. Again Caucasian and particu
larly the white collar boys were less accepting of the television charac
ters than the Mexican-American boys. In the tenth grade there was no 
consistent pattern, and the differences, while in some cases appearing 
large, did not prove statistically significant. 

Acceptance/rejection of commercials. The minority group students 
generally showed a greater tolerance and credulity regarding commer
cials than the Caucasian students, but there was no consistent SES dif
ference. The only major exception was that among the tenth-grade girls, 
Mexican-Americans showed the least credulity of commercials (Table 
76). 
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Table 76: Acceptance/rejection of commercials 

Sixth and Tenth grades 

Never Some of Most of time, 
TV commercials tell the truth. now& then the time . always 

Sixth grade boys 
Caucasian, white collar 67% 24% 9% 
Caucasian, blue collar 63 27 10 
Mexican-American 48 35 17 

Sixth grade girls 
Caucasian, white collar 74 18 8 
Cuacasian, blue collar 51 34 15 
Mexican-American 54 35 11 

Si xth grade Negroes 50 46 4 

p=.01 
Tenth grade boys 

Caucasian, white collar 66 32 2 
Caucasian, blue collar 76 19 5 
Mexican-American 60 30 10 

Tenth grade girls 
Caucasian, white collar 70 30 
Caucasian, blue collar 67 30 3 
Mexican-American 75 17 8 

Commercials are in poor taste and 
very annoying. 

Sixth grade boys 
Caucasian, white collar 20% 18% 62% 
Caucasian, blue collar 28 23 59 
Mexican-American 31 22 47 

Sixth grade girls 
Caucasian, white collar 27 22 51 
Caucasian, blue collar 32 27 41 
Mexican-American 38 23 39 

Sixth grade Negroes 44 19 37 

Tenth grade boys 
Caucasian, white collar 22 19 59 
Caucasian, blue collar 26 16 58 
Mexican-American 50 17 33 

Tenth grade girls 
Caucasian, white collar 35 9 56 
Caucasian, blue collar 33 15 62 
Mexican-American 33 42 25 

Tenth grade ethnic difference p= .01 
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Television news. In response to the query about the sufficiency of tel
evision news for the needs of the average person, there was noreal dif
ference among the SES and ethnic groups at the tenth-grade level (Table 
77). Among the sixth graders, Caucasian students, and particularly the 
white collar ones, were more polarized in their opinions than the Mexi
can-American students. Thus more white collar Caucasians both agreed 
and disagreed with the statement than members of the other groups. 
This, of course, may be related to the correlations also found between 
SES and intelligence scores and grade equivalence performance among 
these students. 

As to the reliability of television news, there is an interesting reversal 
from the sixth to the tenth grades. Among the sixth graders, the Cauca
sian (and particularly the white collar) students have the highest accept
ance of television news as reliable, but among the tenth graders they 
show the lowest acceptance. 

Racial fairness of television. When asked whether or not television is 
ever unfair to ethnic groups like Negroes and Chicanos, the minority 
students in the sixth grade tended to give the medium a stronger acquit
tal than did Caucasian students. However, the maturation and growing 
militancy that has been generally seen among teenagers was reflected in 
the present data. Among the tep(h graders, the Mexican-American stu
dents were significantly more r,ritical of the medium on this count than 
their Caucasian peers (Table 78). 

Television as fun. Since it is generally assumed that immediate gratifi
cation is more important to blue colhr persons than to white collar per
sons, and since education is generally assumed to be deferred gratifica
tion, the older students were asked whether or not they thought televi
sion should be for fun, not for education. 

Among the tenth graders, the white collar students were significantly 
less likely to accept this statement. A similar general pattern was shown 
by the sixth graders, although among the girls at that level the difference 
was between ethnic, not SES, groups (Table 79). 

Uses of other media 

Moviegoing. Although as noted earlier, moviegoing generally is not 
frequent among the students of this town, there is evidence of an SES 
difference at all three grade levels (Table 80). Generally white collar stu
dents are more likely to have gone to a movie than blue collar students, 
regardless of ethnic group. Two major exceptions stand out. Sixth-grade 
Negroes reported the highest level of movie going of any group, and 
among the sixth-grade girls the difference was between Caucasian and 
Mexican-Americans rather than between white collar and blue collar. 
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Table 77: Television news 

The average person can get all the 
news he needs each day from TV. Agree Not sure 

Sixth grade boys 
Caucasian, white collar 53% 13% 
Caucasian, blue collar 49 23 
Mexican-American 39 41 

Sixth grade girls 
Caucasian, white collar 44 20 
Caucasian, blue collar 33 41 
Mexican-American 26 58 

Sixth grade Negroes 30 37 

Tenth grade boys 
Caucasian, white collar 53 13 
Caucasian, blue collar 50 21 
Mexican-American 48 24 

Tenth grade girls 
Caucasian, white collar 49 17 
Caucasian, blue collar 43 20 
Mexican.,...American 46 25 

Sixth grade overall p=0.001 

If you see something on TV news Never, Some of 
you can be sure it is true. now & then the time 

Sixth grade boys 
Caucasian, white collar 18% 9% 
Caucasian, blue collar 20 16 
Mexican-American 29 23 

Si xth grade girls 
Caucasian, white collar 14 6 
Caucasian, blue collar 21 17 
Mexican-American 18 25 

Sixth grade Negroes 33 21 

Tenth grade boys 
Caucasian, white collar 29 8 
Caucasian, blue collar 23 12 
Mexican-American 11 18 

Tenth grade girls 
Caucasian, white collar 43 11 
Caucasian, blue collar 20 18 
Mexican-American 33 29 

Sixth grade overall p=.01 
Tenth grade overall p=.05 

PATTERNS OF USE 

Disagree 

33% 
27 
20 

36 
26 
16 

33 

34 
29 
28 

34 
37 
29 

Most of time, 
always 

73% 
64 
48 

80 
62 
57 

46 

63 
65 
71 

46 
62 
38 
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Table 78: Racial fairness of television 

TV is not fair to some groups, Never, Some of Most of time, 
like Negroes and Chicanos. now & then the time always 

Sixth-grade boys 
Caucasian, white collar 44% 36% 20% 
Caucasian, blue collar 46 25 29 
Mexican-American 54 14 32 

Sixth grade girls 
Caucasian, white collar 50 33 17 
Caucasian, blue collar 46 27 27 
Mexican-American 56 29 15 

Sixth grade Negroes 54 29 17 

Tenth grade boys 
Caucasian, white collar 74 13 13 
Caucasian, blue collar 69 14 17 
Mexican--American 48 26 26 

Tenth grade girls 
Caucasian, white collar 65 24 12 
Caucasian, blue collar 64 18 18 
Mexican-American 41 36 23 

Tenth grade ethnic comparison p=.01 

Table 79: Television as fun 

TV should be for fun, 
not for education. Agree Not sure Disagree 

Sixth grade boys 
Caucasian, white collar 13% 27% 60% 
Caucasian, blue collar 21 28 51 
Mexican-American 23 26 51 

Sixth grada girls 
Caucasian, white collar 16 21 63 
Caucasian, blue collar 17 22 61 
Mexican-American 29 21 50 

Sixth grade Negroes 22 33 55 

Tenth grade boys 
Caucasian, white collar 21 32 47 
Caucasian, blue collar 36 21 43 
Mexican-American 28 29 45 

Tenth grade girls 
Caucasian, white collar 26 31 43 
Caucasian, blue collar 36 23 41 
Mexican-American 38 29 33 

Tenth grade overall p=.05 
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Table 80: Movie going 

First grade 

Caucasian Mexican-American Negro 

Can't remember last 
time went to movies. 46% 

Have been to no Caucasian 
movies in the laSt White Blue 
motnh. Collar Collar 

Sixth grade boys 43% 54% 

Sixth grade gi rl s 53 52 

Tenth grade boys 54 64 

Tenth grade girls 45 54 

Sixth grade overall p=.OOl 
Tenth grade overall p=.02 

60% 53% 

Sixth and tenth grades 

Negro 
Mexican-American Boys & Girls 

52% 35% 

59 

60 

50 

Radio listening. Although the ethnic group difference among first 
graders was statistically significant, this was primarily based on the di
vergence of the small sample of Negro students who had a higher overall 
percentage of radio listeners than the other two groups (Table 81). 

Among the older students, there was a consistent trend, statistically 
significant at the sixth-grade level, for Mexican-Americans to be heavier 
users of radio than Caucasians, regardless of SES. 

Record listening. Record listening was generally higher in the first 
grade among the Caucasian students than among minority students (Ta
ble 82). Among the sixth graders there is a trend for record listening to 
be higher among white collar family students than among the blue collar 
students, regardless of ethnic group. This situation changes in the tenth 
grade where the Mexican-American students showed a higher overall 
use of records than their Caucasian classmates. 

Comic books. In the past comic book reading has been found to be 
negatively related to high SES status. Among these students the situa
tion was somewhat mixed (Table 83). At the tenth-grade level the white 
collar students did have the lowest level of readership, and among the 
blue collar students the Mexican-American students showed a higher 
readership than their Caucasian peers. A similar situation held among 
the sixth-grade girls, but for the boys there was not real difference 
among the groups. In the first grade only the small sample of Negroes 
showed a distinct pattern, a pattern of low readership. 
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Table 81: Radio listening 

First grade 

Mexican-
Listened to radio: Caucasian American Negro 

Yesterday 47% 45% 41% 
Within last week 24 23 41 
Longer ago 29 32 18 

Overall p,;.05 

Sixth and tenth grades 

Radio listening time Less than 1-3 4 hours 
yesterday: 1 hour hours or more 

Sixth grade boys 
Caucasian, white collar 57% 23% 19% 
Caucasian, blue collar 59 30 11 
Mexican-American 45 43 12 

Sixth grade girls 
Caucasian, white collar 48 41 11 
Caucasian, blue collar 50 45 15 
Mexican-American 37 32 31 

Sixth grade Negroes 65 35 0 

Tenth grade boys 
Caucasian. white collar 29 48 23 
Caucasian, blue collar 24 50 26 
Mexican-American 17 63 20 

Tenth grade girls 
Caucasian, white collar 19 37 45 
Caucasian, blue collar 16 56 37 
Mexican-American 4 45 50 

Sixth grade overall p=.05 

Newspaper reading. Newspaper reading has generally shown the 
opposite relation to SES as comic books: a positive relationship with 
SES. This relationship consistently appears across grades and sexes 
(Table 84). It should be noted that the small sample of Negroes in the 
first grade showed a parallel pattern to Caucasian students. At the sixth
grade level the difference in daily reading of the newspaper appears to 
be primarily an SES difference, but at the tenth-grade level there was 
also a further decline among Mexican-American students compared to 
their blue collar Caucasian peers. 
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Magazine reading. The pattern for magazine reading is very inconsist
ent, with the boys and girls within each grade level showing very differ
ent patterns (Table 85). Only the tenth-grade boys produced a non
chance pattern which showed higher reading to have a positive relation
ship to higher SES among Caucasians and Mexican-Americans to be 
primarily moderate readers of magazines. 

Book reading. There was no difference among the ethnic groups of the 
first grade in reported parental reading, nor in general personal attention 
to books, although Negro children were less likely than the others to 
actually read books themselves (Table 86). 

Again, among the older children boys and girls showed different pat
terns. The boys generally exhibited a tendency for white collar students 

Table 82: Record listening 

Listened to records: 

Yesterday 
Within last week 
Longer ago/never 

p=.05 

Record listening time 
yesterday: 

Sixth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade Negroes 

Tenth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Tenth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Caucasian 

29% 
53 
18 

less than 
1 hour 

34% 
28 
25 

21 
29 
30 

13 

23 
22 

9 

13 
21 

8 

First grade 

Mexican
American 

20% 
29 
51 

Negro 

23% 
23 
54 

Sill)h and tenth grades 

1-3 4 hours 
hours or more 

57% 9% 
60 12 
60 15 

72 7 
57 14 
55 15 

69 18 

61 16 
55 23 
71 20 

61 26 
65 14 
58 34 
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Table 83: Comic book reading 

How often read 
comic books: Caucasian 

Every day 12% 
Within last week 47 
Can't remember 41 

Comic books read 
in last month: None 

Sixth grade boys 
Caucasian, white collar 34% 
Caucasian, blue collar 35 
Mexican-American 32 

Sixth grade girls 
Caucasian, white collar 41 
Caucasian, blue collar 38 
Mexican-American 26 

Sixth grade Negroes 22 

Tenth grade boys 
Caucasian, white collar 67 
Caucasian, blue collar 63 
Mexican-American 53 

Tenth grade girls 
Caucasian, white collar 73 
Caucasian, blue collar 67 
Mexican-American 56 

Tenth grade, boys and girls combined, 
readers vs nonreaders p=.001 

First grade 

Mexican-
American Negro 

8% 6% 
45 23 
47 71 

Sixth and tenth grades 

1-4 5-8 

21% 17% 
31 16 
28 16 

36 10 
30 14 
31 18 

48 13 

5 or more 

24 9 
24 13 
29 17 

17 10 
25 8 
37 7 
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9 or 
more 

28% 
18 
24 

13 
18 
26 

17 

to be the heavier users. However, at the sixth-grade level, the boys ac
tually showed more of an ethnic difference than an SES difference. Cau
casian boys generally reported higher use of both paperbacks and hard 
cover books than their Mexican-American peers. A similar ethnic pat
tern was shown by girls in their paperback use, but not in use of hard 
cover books. 

The tenth-grade boys did show the classic SES pattern with the white 
collar students clearly heavier users of both types of books. Among the 
girls, the Mexican-American students were actually heavier users than 
Caucasians regardless of SES. 
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Use of Spanish-language media 
The Mexican-American students at the two grade levels showed dif

ferent patterns in the use of Spanish-language media, and it would be 
perhaps futile to try to make meaning out of them. However, there are 
two points wbich seem worth noting. One is the reversal of use of Span
ish-languag(~ newspapers between the sixth and tenth grades among the 
sex groups. In this connection, it should be recalled that there is a com
plementary reversal (though not nearly so marked) in the use of general 
newspapers: boys showing a slight increase between the sixth and tenth 
grades, girls showing a slight decrease. 

Table 84: Newspaper reading 

First grade 

Do you ever look at Mexican-
the newspaper? Caucasian American Negro 

No 36% 49% 35% 
Sundays only 10 6 8 
Do look at least sometimes 54 45 57 

Sixth and tenth grades 

How often do you read Severa I ti mes 
the newspaper? Seldom/never a a week Daily 

Sixth grade boys 
Caucasian, white collar 4% 35% 51% 
Caucasian, blue collar 28 41 31 
Mexican-American 23 46 31 

Sixth grade girls 
Caucasian, white collar 24 31 45 
Caucasian, blue collar 22 48 30 
Mexican-American 18 49 33 

Sixth grade Negroes 33 33 33 

Tenth grade boys 
Caucasian, white collar 18 31 51 
Caucasian, blue collar 28 26 46 
Mexican-American 18 41 41 

Tenth grade girls 
Caucasian, white collar 15 23 62 
Caucasian, blue collar 20 31 49 
Mexican-American 26 33 41 

Sixth grade sexes combined, 
readers vs other p=.01 
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Table 85: Magazine Reaoing 

How often 00 you look 
at or read magazines at home: Caucasian 

Often 38% 
Sometimes 48 
Never 14 

How many magazines would you 
say you usually read each month? None 

Sixth grade boys 
Caucasian, white collar 21% 
Caucasian, blue collar 31 
Mexican-American 26 

Sixth grade girls 
Caucasian, white collar 28 
Caucasian, blue collar 26 
Mexican-American 34 

Sixth grade Negroes 39 

Tenth grade boys 
Caucasian, white collar 33 
Caucasian, blue collar 37 
Mexican-American 26 

Tenth grade girls 
Caucasian, white collar 25 
Caucasian, blue collar 27 
Mexican-American 22 

Tenth grade boys p=.001 

First graoe 

Mexican
American 

42% 
43 
15 

Negro 

47% 
29 
27 

Sixth and tenth grades 

1-3 4 or more 

48% 31% 
42 27 
39 35 

42 30 
43 31 
46 20 

52 9 

33 33 
39 24 
65 9 

50 25 
50 23 
56 23 
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The other point is the vast jump in attendance of Spanish-language 
movies by the older girls, while such attendance declines among the 
boys. 

Perhaps the most significant overall point to be drawn from these fig
ures is the fact that with only two exceptions-both of these among the 
tenth·grade girls-les'5 than half of either age group showed any use. The 
girls did show a consistent inrrease of use of Spanish media between the 
two grades, while the boys actually declined in their reported use of 
Spanish-language newspapers and movies (Table 87). 

Other factors related to leisure time 
Loneliness, Since a frequent thesis is that television (and mass media 

generally) are used as social substitutes, it is worth noting the self-re
ports of loneliness by the various groups. 



212 PATTERNS OF USE 

Table 86: Book reading 

First grade 

Does either mother or Mexican-
father ever read to you? Cacuasian American Negro 

No, never 34% 37% 35% 

Do you ever read or look at 
books at home by yourself? 

No 8 13 12 
Look, don't read 26 30 35 
Read for self 66 67 53 

Sixth and tenth grades 

Number read in Paperback Hard cover 
last month None 1 20r more None 1 2 or more 

Sixth grade boys 
Caucasian, white collar 21% 27% 52% 28% 15% 57% 
Caucasian, blue collar 32 16 52 28 14 58 
Mexican-American 35 17 48 26 24 50 

Sixth grade girls 
Caucasian, white collar 31 17 52 27 17 56 
Caucasian, blue collar 28 19 53 22 14 64 
Mexican-American 42 12 46 29 14 57 

Sixth grade Negroes 26 9 65 9 22 69 

Tenth grade boys 
Caucasian, white collar 46 20 34 61 14 25 
Caucasian, blue collar 53 24 23 71 15 14 
Mexican-American 53 29 18 76 15 11 

Tenth grade girls 
Caucasian, white collar 42 28 30 62 18 20 
Caucasian, blue collar 42 24 34 62 18 20 
Mex.ican-American 41 11 48 56 22 12 

Sixth grade girls paperback reading p=.05 

There were no differences among the ethnic groups in the first grade 
(Table 88). However, among the sixth graders Mexican-American boys 
showed a significantly higher amount of loneliness than their classmates, 
and in the tenth grade this situation held for both Mexican-American 
boys and girls. 

Organizational memberships. Organizational membership-both in 
school groups and teams and in nonschool groups-showed a distinct 
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Table 87: Use of Spanish language media by Mexican-American students 

Do you read or go Sixth grade 
to Span ish language: Boys Girls 

Books 24% 30% 
Magazines 35 24 
Newspapers 42 27 
Movies 42 45 

Table 88: Loneliness 

Do you ever feel lonely? 

Never 
Not very often/now and then 
Often/most of the time 

Caucasian 

43% 
45 
12 

First grade 

Mexican
American 

38% 
47 
15 

Tenth grade 
Boys 

38% 
41 
29 
30 

Negro 

41% 
47 
12 

Girls 

44% 
52 
43 
70 

Sixth and tenth grades 

How often do you feel lonely? 

Sixth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade Negroes 

Tenth grade boys 
Caucasian, wh ite collar 
Caucasian, blue collar 
Mexican-American 

Tenth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade boys p=.Ol 
Tenth grade overall p=.OOl 

Never, 
now & then 

76% 
68 
51 

64 
65 
68 

77 

71 
76 
63 

65 
58 
57 

Most of time" 
Once a week pretty often 

10% 14% 
13 19 
14 35 

19 17 
11 24 

7 25 

5 18 

16 13 
11 13 
8 29 

15 20 
10 32 

4 39 

SES difference at the sixth-grade level (Table 89). White collar students 
reported the highest levels of membership. However, the pattern falls 
apart for the tenth graders. Among Caucasian students, the SES pattern 
stilI generally prevails, but for school organizations the Mexican-Ameri
can students equal or surpass the white collar students in mem berships. 
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Table 89: Organization memberships 

Membership in 
school 

organizations 

Membership in 
non-school 

organizations 

Sixth grade boys 
Caucasian, white collar 62% 
Caucasian, blue collar 40 
Mexican-American 34 

Sixth grade girls 
Caucasian, white collar 43 
Caucasian, blue collar 24 
Mexican-American 28 

Sixth grade Negroes 35 

Tenth grade boys 
Caucasian, white collar 51 
Caucasian, blue collar 34 
Mexican-American 50 

Tenth grade girls 
Caucasian, white collar 52 
Caucasian, blue collar 44 
Mexican-American 79 

Sixth grade school organizations overall p=.01 
Sixth grade non-school organizations overall p=.001 
Tenth grade school organizations overall p=.01 
Tenth grade non-school organizations overall p=.001 

54% 
40 
37 

53 
47 
34 

13 

27 
26 
18 

50 
25 
14 

Chores and jobs. White collar students in the sixth grade appear to 
have more of their time claimed by work activities than their peers (Ta
ble 90). This is primarily due to the higher numbers of white collar 
students who report doing daily chores at home. The blue collar students 
are more likely to occasionally "hire out" for pay, but the amount of 
daily working for pay is very low at this age and there is no dfference 
among the SES or ethnic groups in the amount of daily work for pay, 
which generally is quite low. 

Chores obviously have become less important for the tenth-grade 
boys, who are more likely to be working at paying jobs. But here there is 
a significant trend for white collar boys to be more likely to work for pay 
than blue collar, and within the blue collar group for Caucasians to do 
more pay work than Mexican-Americans. Although chores continued to 
be more important for girls, working for pay shows the same SES and 
ethnic pattern for girls as for boys. In both cases these results may re
flect differential opportunities. Certainly it seems likely that white collar 
teenagers are far more likely to have baby-sitting opportunities than 
their blue collar peers. And for the boys, the white collar teenagers are 
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far more likely to have fathers or family contacts who are responsible 
for hiring decisions than the blue collar youths. 

Use of media and activities for personal reasons. Out of the complex 
set of data contained in Table 91 perhaps the most significant point is the 
comparatively high use of television by white collar boys in the sixth 
grade for relief of anger. Their peers are more likely to go off by them
selves, talk to somebody, or seek catharsis through sports. 

The high percentage of tenth-grade Mexican-American girls who 
would be likely to playa game or sports reflects a finding reported ear
lier. These girls showed a very high frequency of after-school activities. 

The relatively higher use of music listening for entertainment and re
laxation by sixth-grade Chicano boys recalls their higher preference for 
music/variety programs on television. 

While many of the comparisons are statistically significant, the pat
terns of differences were seldom consistent across sex and age groups. 

Table 90: Chores and jobs 

Do chores at 
home daily 

Sixth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade Negroes 

Tenth grade boys 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Tenth grade girls 
Caucasian, white collar 
Caucasian, blue collar 
Mexican-American 

Sixth grade chores overall p=.001 
Sixth grade job overall p=.02 
Tenth grade chores overall p=.001 
Tenth grade chores overall p=.01 

57% 
44 
39 

67 
63 
60 

42 

32 
40 
33 

73 
61 
73 

Work at paying 
job at least 

occasionally 

43% 
53 
58 

22 
37 
38 

54 

61 
51 
41 

43 
38 
33 



Table 91: Use of media and activites fur ,::~rsonal rti;'lsons - socio·economic status and ethnicity 
tv ....... 

Sixth grade 0\ 

Boys Girls Negro 
Mex.- Cau. Cau. Mex.- Cau. Cau. Both 

Likely or very likely to use: Am. BC ,,.,,... 
y'V .... Am. BC WC sexes 

When you just want to relax 
Watch TV 56% 44% 53% 52% 55% 63% 59% 
Listen to music 58 49 34 58 45 51 47 p<.05 
Go to a movie 32 26 20 29 20 18 53 
Read book/magazine 31 28 39 40 34 50 47 p < .01 
Go off by yourself 36 37 34 31 36 29 31 
Playa game or sport 48 44 45 45 27 27 53 p < .001 
Talk to someone 43 35 29 45 53 41 33 p < .05 

When someone has hurt your feelings 
Watch TV 22 26 28 14 26 20 35 
Listen to music 35 33 31 35 38 36 17 
Go to movie 30 20 17 17 16 8 47 p < .001 
Read book/magazine 27 24 33 40 32 41 19 
Go off by yourself 57 67 71 54 66 66 74 
Playa game or sport 37 33 36 30 15 9 35 p < .01 
Talk to someone 41 31 40 40 42 34 26 

When you want to be entertained 
Watch TV 64 70 76 66 68 75 73 >-t:J 

Listen to music 63 48 51 53 64 66 54 p < .02 :> 
>-l 

Go to a movie 56 51 49 41 46 54 50 >-l 
tI:I 

Read book/magazine 35 24 29 35 34 49 27 !;I:J 

Go off by yourself 38 24 17 26 18 8 35 Z 
rn 

Playa game or sport 55 62 47 52 56 60 65 0 
Tal k to someone 56 38 29 52 51 43 47 "Il 

d 
rn 

Continued tI:I 



Table 91: Continued () 

~ 

Sixth grade F 
t:l 
~ 

Boys Girls Negro ttl 
Z 

Mex.- Cau. Cau. Mex.- Cau. Cau. Both en 
Likely or very likely to use: Am. BC WC Am. BC WC sexes C en 

ttl 
0 

When someone has made you angry >tj 

Watch TV 30 28 46 21 34 29 43 >-l 
ttl 

Listen to music 40 27 32 33 40 26 11 t"' 
Go to a movie 40 26 18 25 16 9 55 

ttl 
< 

Read book/magazine 40 23 41 19 45 43 28 -en 
Go off by yourself 51 59 46 50 66 63 75 0 
Playa game or sport 53 32 31 39 21 20 39 Z 
Talk to someone 38 38 32 34 41 38 41 p <.Q1 

When you are lonely 
Watch TV 66 66 72 50 65 70 45 
Listen to music 60 48 57 52 66 59 50 p<.05 
Go to a movie 47 31 29 32 32 29 53 P < .001 
Read book/magazine 29 29 43 31 40 44 40 P < .001 
Go off by yourself 46 35 23 33 40 33 29 
Playa game or sport 73 59 61 46 46 41 61 p < .01 
Talk to someone 55 58 49 65 74 73 60 

tv ..... 
-.l 
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Tenth grade 

Boys Girls 
Mex.- Cau. Cau. Mex.- Cau. Cau. 

Likely or very likely to use: Am. BC WC Am. BC WC 

When you just want to relax 
Watch TV 52% 47% 50% 39% 55% 44% 
Listen to music 93 74 61 94 79 87 
Go to a movie 24 14 23 18 25 9 
Read book/magazine 38 15 20 36 29 33 
Go off by yourself 36 31 40 50 52 75 
Playa game or sport 33 34 35 5 16 8 p< .05 
Talk to someone 55 44 45 41 57 38 

When someone has hurt your feelings 
Watch TV 12 19 13 19 24 13 
Listen to music 62 58 60 67 65 71 
Go to a movie 23 10 10 10 11 4 
Read book/magazine 24 10 11 32 21 17 
Go off by yourself 89 55 62 83 79 88 p < .05 
Playa game or sport 11 20 29 4 11 4 p<.05 
Talk to someone 48 50 37 59 58 59 

When you want to be entertained '"t:I 
Watch TV 69 69 58 74 78 80 > 
Listen to music 77 79 71 86 82 91 

..., ..., 
Go to a movie 58 50 57 52 60 79 m 
Read book/magazine 24 32 21 29 36 30 

:>:l 
Z 

Go off by yourself 26 4 3 29 14 13 • p < .05 CIl 

Playa game or sport 60 60 50 76 44 44 p < .01 0 
'11 

Talk to someone 65 57 53 72 70 65 c:: 
CIl 

Continued 
m 
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Table 91: Continued 
en 
C! 
CI.l 

Tenth grade trl 
0 

Boys Girls "I:I 
Mex.- Cau. Cau. Mex.- Cau. Cau. .-j 

Likely or very likely to use: Am. BC WC Am. BC WC trl 
t"' 
trl 
< en 

When someone has made you angry 0 
Watch TV 15 24 27 19 32 29 Z 
Listen to music 59 55 62 71 63 75 
Go to a movie 23 11 14 16 21 4 
Read book/magazine 19 13 17 25 21 29 
Go off by yourself 70 54 71 65 76 83 
Playa game or sport 29 26 28 19 17 17 
Talk to someone 42 37 38 50 58 71 p<.05 

When you feel lonely 
Watch TV 60 51 52 57 61 48 
Listen to music 92 77 82 80 76 79 
Go to a movie 46 22 21 16 33 21 
Read book/magazine 25 17 21 35 32 34 
Go off by yourself 50 24 31 30 33 35 
Playa game or sport 48 46 43 52 32 36 
Talk to someone 84 77 76 83 83 77 

N ..... 
'-0 



220 PATTERNS OF USE 

HIGH AND LOW USERS OF TELEVISION AND PRINT 
CONTRASTED 

The preceding section analyzed differences in media use among so
cioeconomic, ability, and ethnic groups. In the present section we will 
focus on categories of users to see how they may differ. 

In doing this we have followed the basic methodology used by 
Schramm, Lyle, and Parker in their 1961 report. Four basic groups were 
established in each grade by dividing students into high and low users of 
television and books. "High" and "low" were defined independently 
for each age group relative to the norms of that age group. These criteria 
were as follows: 

First grade 

Low users 
High print 
High television 
High users 

Sixth grade 

Low users 
High print 
High television 
High users 

Tenth grade 

Low users 
High print 
High television 
High users 

Weekday 
Television times 

0-3:00 
\ 0-3:00 
3:30 or more 
3:30 or more , . 

0-2:30 
0-2:30 

3:00 or more 
3:00 or more 

0-2:30 
0-2:30 

3:00 or more 
3:00 or more 

Books read 

Do not read for self 
Do read for self 
Do not read for self 
Do read for self 

0-1 books per month 
2 or more books 
0-1 books 
2 or more books 

No books 
1 or more books 
No books 
1 or more books 

Division of students in each grade according to these criteria pro
duced the following distributions: 

First grade Sixth grade Tenth grade 

Low users 55 (20%) 111(17%) 136 (27%) 
High print 91 (33%) 136 (20%) 75 (15%) 
High television 47 (17%) 150 (23%) 203 (40%) 
High users 81 (30%) 262 (40%) 97 (19%) 
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Demographic relations 
Schramm, Lyle, and Parker demonstrated a relationship between sim

ilar divisions and such variables as socioeconomic status and intelli
gence. As might be suspected from the analysis in the preceding section, 
these relations were far less clearcut in the present data. 

Intelligence. Table 92 details the findings for intelligence among the 
sixth and tenth graders, using intelligence first as the dependent variable 
and then as the independent variable. At both age levels the High Print 
and High User groups had a higher average intelligence than the High 
Television group, this being more marked among the sixth than among 
the tenth graders. Turning the table around, one sees that at both levels 
there was a trend-not very strong~for brighter students to be dispro
portionately (comp<lred to the marginals) high in High Print and High 
Use. The low intelligence group was disproportionately higher in the 
High Television category, particularly at the sixth-grade level. Howev
er, it must be noted that at the tenth-grade level more high-intelligence 
students went into the High Television group than into any other group. 
Among the high-intelligence sixth graders, the largest number went into 
the High User group, a finding which paralleled that of the 1961 study. 

In sum, the High Print group (and at the sixth grade level the High 
User group) did tend to be more intelligent than the other groups; how
ever, it cannot be said that children of high intelligence are markedly 
lower users of television than their peers. 

Socioeconomic status. Many earlier studies, including that of 
Schramm, Lyle, and Parker, have reported higher viewing among blue 

Table 92: Media use categories related to intelligence 

Sixth grade Tenth grade 

Low High High High Low High High High 
Intelligence: user print TV user user print TV user 

Low 30% 22% 35% 22% 31% 12% 23% 24% 
Middle 33 48 39 46 39 47 52 37 
High 37 30 26 32 30 42 26 39 

Intelligence I ntell igence 
Low Mid. High Low Mid. High 

Low users 18% 13% 19% 35% 23% 25% 
High print 17 23 20 7 14 18 
High television 32 22 20 40 48 34 
High users 33 42 41 18 15 23 

p=.Ol 
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collar children compared to white collar children. Table 93 shows the 
socioeconomic comparison for the present data. There is little more than 
a suggestion of the relationship reported in earlier studies. True, at both 
grade levels the High Print group has the highest percentage of white 
collar family students, and among white collar students there.is a smaller 
proportion in the High Television group than among blue collar stu
dents, but these differences are not beyond the .05 chance level. 

Table 93: Media use categories related to socia-economic status 

Sixth grade Tenth grade 

Low High High High Low High High High 
user print TV user user print TV user 

Blue collar 83% 80% 86% 85% 80% 71% 83% 79% 
White collar 17 20 14 15 20 29 17 21 

Blue collar White collar Blue collar White collar 

Low user 16% 19% 28% 28% 
High print 20 26 13 21 
High TV 25 21 41 32 
High user 39 34 18 19 

Ethnic groups. The distribution of ethnic groups into the four media 
use categories presents a rather complex picture, one complicated by 
age differences (Table 94). The most clearcut point is that Negro stu
dents in both first and sixth grades were far heavier viewers of television 
than their peers, but that at the sixth grade level they were concentrated 
in the High User group. 

Chicano students at the first-grade level were disproportionately low 
in the High Print category, disproportionately high in the Low User cat
egory. In the sixth grade they were disproportionately low in the High 
User category and slightly high in both the High Print and the High Tele
vision groups. In the tenth grade they were disproportionately high in 
the High User group and, particularly, in the High TV group. 

Table 94: Media use categories related to ethnic groups 

First grade Sixth grade Tenth grade 

Cau- Mex.- Cau- Mex.- Cau- Mex.-
casian Am. Negro casian Am. Negro casian Am. 

Low user 19% 28% 9% 17% 19% 14% 28% 18% 
High print 37 28 12 20 25 9 16 8 
High TV 15 15 47 24 27 18 38 48 
High user 29 28 41 39 29 59 18 25 
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Parental relations 
Students in the sixth and tenth grades were asked a series of questions 

to ascertain frequency of disagreement or conflict with their parents 
over grades, friends, their clothes, their hair, and money. An index of 
conflict with parents was formed by summing responses to these five 
items. Table 95 shows the relation of media use categories to conflict 
index scores. 

Table 95: Media use categories related to conflict index scores 

Conflict: 

Low 
Moderate low 
Moderate high 
High 

Low user 
High print 
High TV 
High user 

Sixth grade 

Low High High 
user print TV 

17% 12% 6% 
36 29 29 
42 43 47 
15 16 18 

Conflict 

Mod. Mod. 
Low low high 

14% 20% 16% 
28 19 19 
17 25 27 
42 36 38 

Tenth grade 

High Low High High 
user user print TV 

9% 12% 4% 8% 
28 36 39 31 
44 40 48 47 
19 13 9 14 

Conflict 

Mud. Mod. 
High Low low high 

15% 42% 28% 24% 
18 8 16 16 
26 39 34 40 
41 11 23 20 

No real relationship appears between these two variables. 

High 
user 

4% 
40 
45 
11 

High 

28% 
10 
45 
17 

Two other indices of relations with parents were formed. One 
summed scores on the items detailing the frequency with which students 
discussed current issues with their parents, and the other the summed 
items dealing with the discussion of personal or family problems. The 
relationship of these index scores is shown in Table 96. 

Among the sixth graders there were significant differences. High tele
vision users were less likely than others to discuss issues with their pur
ents and, together with the Low Users, less likely to discuss their per
sonal problems with their parents. Tenth graders showed no difference 
in discussion of problems, and only the Low Users showed a markedly 
lower discussion of issues with their parents. 

Regarding parents' efforts to control the child's television viewing, 
somewhat different patterns emerged among the sixth and tenth graders, 
as shown in Table 97. 

There was no difference among the sixth graders in parenttal limita
tion on television viewing nor on the amount of parental complairlts 
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Table 96: Media use categories related to parental discussion indices 

Sixth grade Tenth grade 

Low High High High Low High High High 
user print TV user user print TV user 

Discussion of issues 
Low 31% 29% 44% 30% 41% 28% 33% 24% 
Moderate 35 41 32 36 36 47 45 50 
High 34 30 24 34 23 25 21 26 

Discussion of problems 
Low 29 21 26 19 33 29 28 27 
Moderate 51 52 54 48 44 49 48 49 
High 20 27 20 33 23 22 24 24 

p=.01 

Table 97: Media use categories related to parental control of viewing 

Sixth grade Tenth grade 

Low High High High Low High High High 
user print TV user user print TV user 

Parents have limited 
TV viewing 37% 38% 37% 38% 34% 30% 34% 46% 

Parents have used TV 
deprivation as 
punishment 51 53 50 42 32 41 34 50 

Parents do complain 
about TV 48 48 49 45 27 37 40 56 

Of those complaining, 
su bject of the com-
plaint is: 

Watch too much 21 33 32 24 12 23 24 46 
Watch too late 34 20 23 30 29 31 24 18 
Program selection 28 28 26 29 38 31 37 21 

about viewing. However, the High Users reported the least amount of 
parental use of television deprivation as punishment. Of the complaints 
cited, parents of the High Print and High Television groups most often 
complained of too much viewing, while those of the Low Users and 
High Users were more likely to complain about watching too late or 
about the programs selected. 
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A considerably different pattern emerged among the tenth graders 
where the High Users were the most frequent subjects of parental lim i
tation, punishment, and complaints concerning television. Further, the 
amount of time spent viewing was the overwhelming subject of parental 
complaints in this group, while among the other groups parents com
plained mostly about watching too late or about program selection. 

Students who were heavy viewers were far more likely to have par
ents who were heavy viewers than students who were light viewers, as is 
shown in Table 98. 

Table 98: Media use categories related to parents' TV time 

Sixth grade 

LoVl! High High High 
user print TV user 

Mother's TV time 
0- 1 hour 39% 30% 

33 
37 

1Y. - 3 hours 27 
3Y. - hours or more24 

p=.001 p=.05 

Father's TV time 
0- 1 hot;- 56 45 

1Y. - 3 hours 28 38 
3Y. hours or more 16 17 

p=.001 p=.01 

13% 
36 
51 

29 
32 
39 

16% 
30 
54 

32 
29 
39 

Tenth grade 

Low High High High 
user print TV user 

24% 
41 
16 

55 
35 
10 

26% 
46 
17 

49 
34 
17 

21% 
34 
39 

31 
44 
24 

19% 
31 
39 

21 
24 
34 

Social adjustment and peer relations 
An obvious question regarding the child's use of television is whether 

or not it interferes with the child's social relations and his integration 
into the peer group. A series of questions aimed at this problem were 
included in the data collection. 9 For the most part, the results lend no 
more than modest support to the thesis that heavy television viewing 
interferes with the child having a normal social life. Table 99 details the 
relationship between media use categories and the students' self-report
ed levels of loneliness. The only sizable difference is among the first 
graders, where the High Users showed the lowest level of loneliness. 

Similarly, self-rated popularity of the sixth and tenth graders showed 
no difference related to media use category. The High Print students in 
the tenth grade did show a significantly higher perception of teacher in
terest than all three other groups, and a similar trend was apparent 
among the sixth graders. 
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Table 99: Media use categories related to reported loneliness 

First grade Sixth grade Tenth grade 

Low Mod. High Low Mod. High Low Mod. High 

Low users 47% 36% 17% 65% 14% 21% 74% 9% 19% 
High print 57 27 16 60 13 27 63 14 23 
High TV 53 36 11 61 15 24 67 12 21 
High users 67 26 7 68 12 20 63 8 29 

Among the first graders it is noteworthy that both the Low User and 
High Print groups reported a higher level of daily play with other chil
dren compared to the High Television and High User groups. This per
haps was the single strongest indicator that television viewing may be 
dysfunctional to social activity. 

The series of items in the sixth and tenth grade questionnaire dealing 
with leisure time activities were summed to form an "activity" index. 10 

In neither grade was there a significant relationship between media use 
categories and activity index scores. One item in the index-frequency 
of participation in after-school activities or sports-showed a significant 
relationship among tenth graders. The High Television group showed a 
far lower level of such activity than the other three groups. 

A separate check was made to see if high activity index scores might 
be inversely related to daytime viewing. There was no difference among 
the groups. Daily home chores did show a trend in this direction among 
the tenth graders. 

Discussion with friends of various topics, ranging from current issues 
to friends and events at school to personal problems was also compared 
for the four media use groups. II Although there were general age differ
ences in the levels of discussion of various topics, a general pattern held 
for both sixth and tenth grades (Table 100A and B). High Print and High 
User groups had generally higher levels of discussion than the other two 
groups. Significantly, although television was one of the leading topics of 
discussion for all groups, it was somewhat less important among the 
Low Users and the High Print groups. Another highly suggestive differ
ence, far more pronounced at the tenth grade level than at the sixth, was 
that the High Print group had a higher level of discussion of the future 
than all three other groups. 

Indices of discussion of issues and personal problems with peers simi
lar to those for discussion with parents were constructed by summing 
over items. When the scores on these indices were related to the media 
use categories, there were no differences among the sixth graders. At 
the tenth-grade level the High Print group was significantly higher (at 
the .05 level) in discussion of issues than the other groups. There was a 
similar, but not statistically significant, trend for discussion of personal 
problems among the tenth graders. 



Table 100A: Media use categories related to frequent discussion of topics with friends - sixth grade* 

Low users High print High TV High users (j 
~ -t"'" 

80%'s School (80%) School (80%) School 
tl 

(84%) School (82%) :;>:l 
(1j 

70%'s TV (73%) TV (77%) 
Z 

TV (78%) en 
Movies (70%) Movies (70%) c:: 

IZl 
(1j 

60%'s TV (68%) Movies (69%) Friends (66%) 0 
Movies (67%) "T'l 

Friends (63%) >-l 
(1j 
t"'" 

50%'s Dissatisfaction Friends (53%) Friends (58%) Clothes (58%) 
(1j 

-< 
at school (53%) Future (55%) Clothes (56%) Dissatisfaction en 
Future (51%) Pollution (53%) Future (52%) at school (57%) -0 
Clothes (50%) Dissatisfaction Dissatisfaction Future (56%) Z 

at school (52%) at school (50%) Pollution (52%) 
Books (51%) Pollution (50%) 
Vietnam (50%) 

40%'s Pollution (48%) Newsp"p?r (49%) Magzines (44%) Vietnam (49%) 
Books (46%) Magazines (48%) Books (41%) Magazines (48%) 
Vietnam (45%) Clothes (45%) Books (45%) 
Magazines (45%) TV news (40%) TV news (43%) 
TV news (40%) Newspaper (41%) 
Newspaper (40%) Problems of youth (41%) 

30%'s Problems of youth (39%) Problems of youth (38%) TV News (39%) Personal problems (38%) 
Personal problems (38%) Personal problems (35%) Newspapers (38%) Student protest (31%) 
Student protest (31%) Student protest (32%) Problems of youth (38%) Politics (30%) 

Politics (31%) Vietnam (38% 
Personal problems (36%) 
Student protest (34%1 

20%'s Politics (28%) Politics (21%) IV 
IV 
-..l 

"Percentage of students indicating "frequent" discussion given in parentheses. 



Table 100B: Media use categories related to frequent discussion of topics with friends - tenth grade* 

Low users High print High TV High users tv 
tv 
00 

90%'s School (92%) School (92%) School (91%) 

80%'s Movies (82%) School (83%) 

70%'s Movies (70%) Dissatisfaction Movies (77%) Movies (77%) 
at school (73%) 
Future (71%) 

60%'s Dissatisfaction Friends (66%)' TV (69%) TV (69%) 
at school (68%) TV (62%) Friends (69%) Dissatisfaction 
Friends (64%) Dissatisfaction at school (67%) 

at school (66%) Friends (61%) 
Clothes (65%) 

50%'s Future (56%) Problems of youth (59%) Future (53%) Future (56%) 
TV (54%) Clothes (58%) Vietnam (53%) Newspaper (57%) 

Newspaper (55%) Vietnam (54%) 
Pollution (53%) Clothes (54%) 
Vietnam (53%) Magazines (52%) 
Magazines (52%) 

40%'s Vietnam (48%) TV news (45%) Newspaper (48%) Problems of youth (49%) 
Pollution (47%) Problems of youth (48%) Pollution (48%) 
Magazines (46%) TV news (42%) TV news (48%) 
Clothes (44%) Magazines (41%) Books (40%) 
Problems of youth (42%) Pollution (40%) ~ TV News (40%) ..-3 

30%'s Personal problems (36%) Personal problems (37%) Student protest (37%) Personal problems (37%) ..-3 
tn 

Student protest (36%) Personal problems (36%) Student protest (36%) ;0 

Books (34%) Z 
CI:l 

0 
20%'s Student protest (29%) Politics (24%) Books (20%) Politics (28%) 'i1 

Politics (20%) C 
CI:l 
tn 

10%'s Books (19%) 
Politics (14%) 

*Percentage of students indicating "frequent" discussion given in parentheses. 
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Viewing behavior 
There was no consistent evidence that the Low User or High Print 

groups were more selective in their television viewing. Among the sixth 
graders there were some suggestions that the High Print group might be 
more discriminating and the television group less so than the other 
groups, but among the tenth graders differences were small and incon
sistent. 

The High Television and High User groups were more likely to study 
with the television set on at both age levels, and the High User group at 
both age levels was most likely to watch in the company of parents and 
siblings. Among the first graders, both the High Television and particu
larly the High User groups were higher than the other groups in their 
viewing in the company of siblings. Disagreement with siblings over 
program selection was highest among the first-grade High Television 
group and among the tenth-grade High User group. There was no differ
ence among the sixth-grade groups. 

Talking while watching showed little difference among the groups, nor 
did other activities (other than studying), although the High Print groups 
had a slightly higher level of such activities. 

Use of other media 
Very little was found in the way of relations between the media use 

categories and use of other media among the first graders, as is seen in 
Table 101. The High Television group was low in record playing and 
movie attendance; High Print students were high on comic book read
ing; Low Use group students were highest in readership of magazines, 
lowest in daily looking at the newspaper. 

Similarly at the sixth and tenth-grade levels there were no consistent 
patterns of either positive correlation or displacement (Table 102). 

Table 101: Media use categories related to use of other media 

First grade 

Low users High print High TV High users 

Listened to radio yesterday 44% 50% 49% 42% 
Listened to records yesterday 20 29 13 22 
Saw movie last week 11 19 2 10 
Parents read to them 62 68 60 64 
Read magazines 24 14 13 15 
Read comic books daily 6 19 4 9 
Don't look at newspaper 54 32 34 37 
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Table 102: Media use categories related to use of other media 

Sixth grade Tenth grade 

Low High High High Low High. High High 
user print TV user user print TV user 

Radio time yesterday 
None 26% 21% 16% 16% 8% 5% 4% 7% 
5 hours or more 7 6 9 12 21 18 28 21 

Phonograph playing 
None 36 36 28 21 18 26 24 16 
5 hours or more 3 2 4 6 6 5 9 4 

No movies in 
last month 62 48 58 46 55 52 60 53 

Read newspaper 
No 30 19 29 22 23 20 27 17 
Daily 27 38 28 32 49 51 46 52 

Comic books read 
None 45 35 44 25 72 53 66 57 
9 or more 12 22 13 24 4 8 2 6 

Magazines read 
None 37 24 38 24 33 25 40 18 
9 or more 3 12 6 15 6 7 3 4 

Program preferences 
The different media use groups did show variations in the categories 

of shows they named as their favorites. Again, however, the pattern of 
differences was not consistent over age (Table 103). Among the first 
graders, the Low User group was somewhat lower in preference for sit
uation comedies, the High Print group somewhat lower in preference for 
cartoon shows. 

At the sixth-grade level the family situation comedies were considera
bly more important among the High Television and High User groups. 
Among the tenth graders, hip adventures stood considerably higher with 
the High Print and High User groups. Family Situation comedies were 
more important for the High Print group, which was low on music pro
grams compared to the other groups. Dramatic shows scored higher with 
the High User and High Television groups. 

Attitudes toward television 
>examining the responses of the members of the media use groups to 

arious questions concerning attitudes toward the media, several 
litIerences did stand out. 
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Table 103: Media use categories related to program preferences 

Family 
Hip Situation Situation 

Adventure Comedy Comedy Music Drama Cartoon 

First grade 
Low user 
High print 
High TV 
High user 

Sixth grade* 
Low user 66% 
High print 54 
High TV 49 
High user 53 

Tenth grade* 
Low user 90 
High print 110 
High TV 90 
High user 109 

42% 
53 
53 
52 

86 82% 
84 87 
95 100 
89 104 

55 37 
66 62 
68 38 
45 32 

38% 
35 
37 
34 

57 
45 
52 
55 

9% 26% 
13 16 
8 26 

21 7 

32 
25 
44 
43 

*Each individual allowed to name four favorite programs, hence percentages may 
total more than 100. 

At the first grade level the High User and High Television group were 
significantly more accepting of television children as being like them
selves than were the Low User and High Print groups (Table 104). This 
difference did not hold concerning acceptance of television adults, al
though it should be noted that the High User group did show the highest 
level of acceptance. This group also showed the highest amount of use 
of television for play modeling, in both solitary and social play. The 
High Television group was the most likely to dream about things seen on 
television, but it was the Low User group which showed the highest lev
( I of being frightened by television content. 

Among the sixth graders there were no nonchance differences be
tween the media use groups in their responses to the various attitudinal 
questions concerning television (Table 105). Several differences, howev
er, might be noied. The High User group. was the most accepting of tele
vision characters as being lifelike. The High Print group registered the 
strongest disagreement with the statement that television should be fun 
rather than educational. 

Three differences among the tenth graders were statistically signifi
cant. The High User and High Television groups were less likely to view 
television news as inadequate. The High Print group showed the strong
est disagreement with the statement that television should just be fun 
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Table 104: Media use categories related to TV influence 

First grade 

Low users High print HighTV High users 

Kids on TV like self 44% 41% 64% 68% p=.01 
Adults on TV lifelike 42 41 40 53 
Frightened by TV content 56 47 45 49 
Dream about TV content 34 38 49 32 
Use TV for solitary play 22 22 21 31 
Use TV for social play 47 45 45 52 

Table 105: Media use categories related to attitudes of sixth and tenth graders 

Sixth grade Tenth grade 

Low High High High Low High High High 
user print TV user user print TV user 

People on TV not 
like real life 50% 42% 38% 34% 42% 57% 36% 24% 

TV not like real life 47 44 39 44 49 63 48 35 

p=.01 

Too much news on TV 32 43 54 49 42 29 41 39 
TV news not truth-

ful 22 18 25 22 22 36 24 21 
TV news not sufficient 22 29 25 25 41 40 27 27 

p=.01 

TV unfair to minorities 23 27 23 26 20 24 16 15 
Commercials annoying 50 49 48 46 64 55 50 46 
Commercial~ un-

truthful 65 56 60 58 75 66 68 72 
TV should not be 

just for fun 49 61 52 57 40 58 32 47 

p=.05 

One doesn't learn from 
TV 26 30 23 26 28 32 25 32 

and also the highest rejection of programs as being realistic. Similarly, 
although the difference did not reach statistical significance, this group 
showed the highest rejection of television characters as being lifelike 
and the highest rejection of television news as being trustworthy, al
though they were also the least likely to think there was too much news 
on television. It might also be noted that both the High Use and High 
Television group were more tolerant of commercials. 
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Com parative use of media and activities 
Table 106 shows the relative levels of choice of different media and 

activities by the four media use groups for entertainment, relaxation, 
and solace from loneliness, anger, or hurt feelings. The general pattern 

Table 106: Media use categories related to comparative use of media and activities 

Sixth grade Tenth grade 

Low High High High Low High High High 
% likely to use: user print TV user p user print TV user p 

For entertCiinment 
Watch television 62% 59% 71% 70% .05 63% 64% 75% 74% 
Listen music 47 52 59 60 .05 80 82 76 86 
Go to movie 39 48 50 47 59 46 57 71 
Read book 27 31 24 36 .05 26 38 20 51 .001 
Go off by self 20 24 23 24 13 8 11 10 
Play game/sport 56 56 57 58 58 36 52 66 
Talk to someone 35 44 44 52 56 59 57 57 

For relaxation 
Watch television 44 41 65 60 .001 36 29 56 68 .001 
Listen to music 47 49 48 50 77 83 78 77 
Go to movie 21 21 26 24 19 30 17 18 
Read book 25 41 29 35 .05 21 39 18 46 .001 
Go off by self 38 34 40 30 45 40 40 59 
Play game/sport 44 46 33 37 27 22 24 24 
Talk to someone41 40 40 46 52 50 47 46 

When lonely 
Watch tolevision 50 55 68 70 .05 45 57 61 61 
Listen to music 50 58 56 59 73 81 76 83 
Go to movie 30 29 32 38 22 31 31 29 
Read book 34 33 31 43 25 38 20 41 
Go off by self 44 35 38 37 37 37 29 41 
Play game/sport 55 56 49 58 40 37 43 44 
Tal k to someone 66 59 60 66 71 73 78 69 

When angry 
Watch tel'~vision 30 18 31 38 .05 16 25 30 42 .05 
Listen to music 27 32 31 38 61 59 59 66 
Go to movie 23 20 24 19 13 11 14 24 
Read book 24 34 25 35 13 25 17 36 .001 
Go off by self 51 49 61 65 69 46 65 59 
Play game/sport 35 35 27 31 28 7 18 32 
Talk to someone 30 26 42 42 .05 45 54 46 53 

When feelings hurt 
Watch television 17 21 26 27 12 11 22 29 
Listen to music 32 35 39 38 63 54 59 60 
Go to movie 14 19 17 19 12 7 10 18 
Read book 30 33 23 38 16 33 12 18 
Go off by self 59 57 69 67 75 42 70 74 
Play game/sport 26 31 26 27 20 7 10 20 
Talk to someone 30 33 40 35 50 36 49 40 
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holds for both grade levels. In effect, the pattern is for television to be 
more important for all purposes to the High Television and High User 
groups, for print to be more important to the High Print and High User 
groups. This, of course, suggests that those who are heavi~r users of 
each medium do obtain greater and more general satisfaction from them 
which should, in turn, reinforce their use. 

But perhaps just as important is the fact that even among the heavy 
users of television at both grade levels-whether High Television or 
High User-television is a secondary medium for relieving both anger 
and hurt feelings. It is, however, a significant solace for loneliness for 
these students. 

SPECIAL PATTERNS OF VIEWING AND ATTITUDES 

Viewing of violent programs 
Using ratings by a sample of the general public and of television crit

ics, Greenberg and Gordon (1971) established a list of the 20 most vio
lent series shown during the 1969-70 television series. 

Fourteen of these shows were scheduled during the five days for 
which sixth and tenth graders provided recall diaries of their television 
viewing. In four instances, two of the programs competed in the same 
time period. This meant that the students could have watched as many 
as ten complete programs. 

Table 107 shows the share of audience for each grade gained by these 
programs together with the ratings for other major station programs in 
the same time period. It should be emphasized that the percentages for 
each program are based on the number of people watching in that time 
period, not on the population of sixth and tenth graders. The percentage 
of each grade population who were watching is given at the top of each 
time period. 

Some of these programs scored rather spectacularly. Mod Squad, for 
instance, attracted two-thirds of the tenth graders who were watching 
and well over half of the sixth graders. Bonanza was watched by 57 per
cent of the audience from both grades. Mission Impossible also scored 
well among both age groups, but it should be noted that the audience at 
that time period was relatively small. 

By contrast, in two different periods of peak viewing, The Virginian 
and Ironside did relatively poorly. Hee Haw outpulled The Virginian 
and Bewitched was far ahead of Ironside. 

Age differences were pronounced in several cases. It Takes a Thief 
and Then Came Bronson did much better among the tenth graders than 
among the sixth graders. Paris 7000 scored strongly with the sixth grad
ers but not with the tenth graders. However, this situation may have 
been happenstance. In the survey week the Grammy A wards were 



Table 107: Share of audience gained by "most violent programs" ("most violent programs" shown in capital lettersl 

Grade Grade Grade () 

6 10 6 10 6 1Q :r: r:: 
SUNDAY 

tl 
MONDAY WEDNESDAY (continued) ::a 

9 p.m. 7:30 p.m. Truth/Consequences 11% 9% 
tTl 
Z 

% of sample viewing 52% 57% % of sample viewin,g 54% 46% Perry Mason 4 2 en 
C Glen Campbell 14% 12% GUNSMOKE 25% 20% en 

BONANZA 57 57 My World and Welcome To It 25 18 
10 p.m. tTl 

Roller Game 12 10 ITTAf<ES A THIEF 28 41 
% of sample viewing 32% 53% 0 

"r:I 
Movie 12 16 Steve Allen 2 6 HAWAII FIVE-O 28% 23% ..., 
Movie 1 3 Movie 3 2 THEN CAME BRONSON 24 40 tTl 

t"" 
Movie 3 2 Truth(Consequences 13 10 Room 222 37 27 tTl 
News 1 1 Perry Mason 4 3 I Spy" 6 6 <: ...... 

News 1 2 
en 
(3 

7p.m, TUESDAY News Z 
~; of sample viewing 41% 36% 7:30 p.m. Twelve O'clock High 4 

Lassie 20% 15% % of sample viewing 63% 54% 

Wild Kingdom 23 19 LANCER 14% 10% 
THURSDAY 

LAND OF THE GIANTS 33 31 Once Before I Die 10 6 
7:30p.m. 

Showcase Five 2 MOD SQUAD 54 67 
% of sample viewin9 61% 50% 

Rat Patrol" 8 16 Steve Allen 4 Family Affair 30% 26% 
Movie 3 5 Movie 8 11 DANIEL BOONE 38 34 
Star Trek 13 18 Truth/Consequences 11 3 Steve Allen 2 5 

Perry Mason 2 Animal World 9 9 
10p.m. Movie 8 15 
% of sample viewing 28% 38% WEDNESDAY Truth/Consequences 10 8 

MISSION IMPOSSIBLE 45% 46% 7:30 p.m. Perry Mason 3 4 

BOLD ONES 34 37 % of sample viewing 63% 69% 

News 2 2 Hee Haw 32% 27% 
8:30p.m. 

Movie 14 13 VIRGINIAN 17 25 
% of sample viewing 64% 58% 

Let Me Talk To: 1 1 Steve Allen 2 6 Jim Nabors 10 8 
News 3 1 Movie 23 17 IRONSIDE 18 26 
Labor Report 1 Kentuckian" 12 16 Boxing 4 3 IV 

u.> 

"These programs, which generally contain considerable violence, were shown as re-runs. The "most violent ratings" were based only on 
VI 

network prime time shows far that season. Continued 



Table 107: Continued 

Grade 
6 10 

THURSDA Y (continued) 
8:30 p.m. 
% of sample viewing 64% 58% 

Bewitched 56% 47% 
Movie 7 11 
David Frost 1 2 
Big Valley 4 2 
----
10 p.m. 
% of sample viewing 24% 41% 

Movie 11% 20% 
Grammy Awards 18 36 
Boxing 6 3 
PARIS 7000 45 14 
I Spy 16 24 
News 2 1 
Major Adams 2 2 

*These programs, which generally contain considerable violence, were shown as re-runs. The "most violent ratings" were based only on network 
prime time shows for that season. 

tJ 
W 
~ 

"'C 
>-
~ 
:>:l 
Z 
en 
o 
'TJ 
c:: 
en 
tIl 
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broadcast as a special in the same time period as Paris 7000 and walked 
away with the largest share of the tenth-grade audience. The special 
appeal of music for tenth graders, documented in earlier sections, may 
have meant that this program drew regular viewers away from Paris 
7000. It should be noted that a rerun series (and a violent one), I Spy, 
drew a considerably larger segment of the tenth-grade audience. 12 

It is worth noting that in addition to Hee Haw and Bewitched, several 
other programs without violence competed successfully against the vio
lent programs. The gentle My World and Welcome to It did very well 
among the sixth graders. Room 222 and Family Affair did well among 
both grade groups. Ali three featured young people. 

The most popular program::; for the five-day period and the percentage 
of all the students in each group watching the programs were given in 
Table 11. Table 108 shows the "most violent" programs among the lead
ers for each age group. 

Table 108: "Most violent programs" among most popular programs for each age group 
(% are proportion of all students in group watching program.) 

First grade 
(of etJht programs) 

18% Daniel Boone 

Sixth grade 
(elf 22 programs) 

32% Mod Squad 
29% Bonanza 
18% Ironside 

Tenth grade 
(of 22 programs) 

35% Mod Squad 
35% Bonanza 
22% Dragnet 
19% It Takes a Thief 
17% Daniel Boone 
17% Then Came Bronwn 
17% Mission Impossible 
15% Ironside 
14% Bold Ones 

Turning to the programs which students listed as their "favorites" 
(Table 74), the "most violent" programs appearing are given in Table 
109. 

It is obvious that preference for violent programs, both in terms of 
actual viewing and as favorites, increases with age. 

Table 109: "Most violent programs" among favorite programs for each age group 

First grade Sixth grade 

Mod Squad 
It Takes a Thief 
Gunsmoke 

* A re·run series containing considerable violence. 

Tenth grade 

Mod Squad 
It Takes a Thief 
Then Came Bronson 
Gunsmoke 
(Highway Patrol)" 
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Turning to the students for whom there were complete five-day view
ing diaries, a count was made of how many of the "most violent" pro
grams each student watched. Table 110 shows the distribution. (It 
should be remembered that the maximum number of shows any student 
could see was ten.) There was no differenc~ between the boys and girls, 
so the results are combined in the table. 

None 
1 
2 
3 
4 
5 
6 
7 
8 

Table 110: Number of "most violent programs" viewed 

Mean number 

Sixth grade 

23.1% 
23.1 
20.2 
15.1 
10.1 

3.9 
3.1 
1.0 
0.2 

(N=484) 
2.0 

Tenth grade 

23.8% 
24.2 
16.1 
15.7 
10.9 

4.4 
2.0 
1.6 
1.2 

(N=248) 
2.0 

The distributions for the two age groups were almost identical. At first 
glance this might seem to contradict what has just been said concerning 
popularity of such programs among the age groups. However, the larger 
number of violent programs in the top 22 programs of the tenth graders 
was largely due to the fact that the tenth graders viewed somewhat less 
~verall than did the sixth graders, and their viewing was more broadly 
spread over programs. In other words, the top 22 tenth grade programs 
included programs with smaller audiences than was the case with the top 
22 of the sixth graders. 

A series of cross tabulations were made to see if the viewing of violent 
programs was related to various attitudinal and personal characteristic 
measures included in the survey. Students who watched four or more of 
the "most violent" programs were classified as "heavy violence view
ers." As might be expected, heavy 'violence viewing was positively 
related to total viewing time. It was felt this factor should be controlled 
to see if those students who were light viewers of television but heavy 
viewers of violent programs were unique. Inspection of the frequency 
tables, however. showed that wherever differences were found, they 
were functions of violence viewing independent of total viewing time. 

While there was no difference between boys and girls in the number of 
violent programs seen, there were different patterns of relationships. 
The most interesting relationship found was the positive relationship 
between heavy viewing of violent programs and the index of conflict 
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with parents. This relationship was significant among boys at both sixth
and tenth-grade levels. For the girls there were trends in the same direc
tion, but they did not pass the .05 non chance level. Examination of the 
individual items making up the index showed that violence viewing was 
most strongly related to conflict over hair and money spending, with 
conflict over clothes and grades following. Conflict with parents over 
friends was not related to violence viewing, The only item which 
showed a significant relationship among the girls was conflict over hair, 
which among the sixth-grade girls was positively related to violence 
viewing. 

. Generally there were no significant relationships between violence 
viewing and attitudes toward "establishment" and authority. Among 
the sixth graders, boys who were high violence viewers were significant
ly more likely than their peers to think that older people do not under
stand young people. There was a similar trend among the sixth-grade 
girls. In the tenth grade, the relationship was significant among the girls 
but not among the boys. 

Violence viewing tended to be related to lower intelligence among 
boys of both grade groups, but the differences were not beyond the .05 
chance level. 

Among the tenth graders there were trends, not beyond the .05 chance 
level, for violence viewing to be more prevalent among blue collar than 
among white collar youths. 

Those tenth-grade boys who were heavy violence viewers did show a 
significantly higher acceptance of television characters as being like 
people they know. 

Habitual afternoon viewing 
It might be expected that youngsters who habitually watch a large 

amount of television in the afternoon on school days might have prob
lems of social adjustment. To see if this might be the case, a "habitual 
afternoon viewer" variable was established. Using only those students 
for whom there were complete sets of viewing diaries for the four 
schoolday afternoons (Monday through Thursday), those students who 
watched at least one and one-half hours each afternoon were labeled the 
"habitual afternoon viewers." The dividing point was arbitrary. Most 
students did watch at least some television most afternoons. The criteri
on of an hour and one-half or more meant that these children spent close 
to half of their total nonschool afternoon hours with television and also 
yielded a large enough group to make meaningful comparisons possible. 

Table 111 shows the distribution of "habitual afternoon viewers" for 
both grades. As expected from the general viewing patterns previOUSlY 
reported, the proportion of students falling into this group showed a de
cline among the boys of the tenth grade as contrasted to the sixth grade, 
but there was no similar decline among the girls. 
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Table 111: "Habitual daytime viewers" 

"Habitual daytime viewers" watch at least 1% hours of television every school day afternoon. 

Sixth grade Tenth grade 
Boys Girls Boys Girls 

Habitual daytime viewers 29% 28% 16% 27% 

Others 17 72 84 73 

(N=288) (N=238) (N=153) (N=123) 

Contrary to expectations, there were no significant relationships be
tween habitual daytime viewing and any of the social adjustment varia
bles such as reported loneliness, self-rated popularity, or perceived 
teacher 5nterest. The habitual daytime viewers in the tenth grade showed 
only a slightly lower score on the social/recreational activity index than 
their peers. The difference was not statistically significant. Sixth-grade 
girls and tenth graders-both boys and girls-in this group also showed a 
slight, but not significant, trend to have higher scores on the parental 
conflict index. 

There was a consistent trend over the age groups for the habitual day
time viewing to be related to low intelligence. This relationship was 
highly significant (p= .001) among the tenth grade girls. There was a sim
ilarly consistent trend in responses to the question concerning the stu
dents' educational goals. They also reported significantly lower grade 
averages. They were also significantly more likely to watch alone (the 
tenth grade boys showed a similar trend) and to study with the television 
set on. 

Attitudinal relationships 
A final area of investigation concerned possible relationships between 

students' attitudes toward the media and their attitudes toward "estab
lishment" values and authority. 

Attitudes toward commercials, acceptance of television news as relia
ble, and acceptance of the newspaper as fair toward young people were 
all run against the questions concerning obedience to the law, authority 
of principals, older people's understanding of youth, optimism for the 
future, and "materialism." 

Only one significant relationship was found. Among the tenth graders 
a negative attitude toward the truthfulness of commercials was related 
to "antimaterialism" (as measured by response to the question "Most 
people think too much about thing!) like cars, money, clothes, etc. "). 

Among both sixth and tenth graders, a belief that commercials were 
untruthfui was significantly related to skepticism about the reliability of 
television news. 
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FOOTNOTES 

1. We would like to give special recognition to several people whose 
assistance was of particular importance to the project. Ziporah 
Suesskind helped with the preliminary literature review and pretest
ing. Three members of the UCLA Survey Research Center staff, 
Debbie Hensler, Winnie Horn and David Landes, helped us through 
many a problem and crisis. Richard A. Stone came into the project 
in its later phases and took over the computer work. Hazel Rich
mond of the Journalism Department staff proved herself a typist of 
supreme skill and patience. Finally, Dr. Douglas A. Fuchs provided 
ideas and guidance which were of great value to the study, and Dr. 
Frederick Gottlieb of UCLA's Neuropsychiatric Institute provided 
insights for the work with the younger children. 

2. Throughout this section, reference is made to tables on which state
ments are based. These tables will be found later in the paper. 

3. Since we had only one-day viewing records for first graders, we 
could not make a similar analysis of that age group. 

4. The fact that the survey was done at the end of the season when 
program schedules were well-established may have meant that there 
was little need to use the log. 

5. The other activities were: going to a movie, listening to music, read
ing, talking to someone, going off to oneself, and playing a game. 

6. Throughout the following sections, significance levels are given only 
for comparisons yielding a chi-square value sufficient for the .05 
level or less. 

7. The question of rank order is cloudy here as students were not 
asked to assign rank order to their selections. The ranking in the ta
ble, therefore, is based upon the total number of mentions for a pro
gram, regardless of whether it was the first, second, third, or fourth 
show named. An analysis was made, weighing the order of men
tion, which showed that the rank order remained pretty much the 
same. In a few cases where the total percentages were close, the 
order was reversed. 

8. So far as local school officials were aware, no "underground" paper 
had been issued by local students. Silch papers have sporadically 
appeared in many (if not most) of the hIgh schools in more urbanized 
sections of the Los Angeles complex. 

9. See Technical Appendix for details on these items. 
10. See Technical Appendix. 
11. See Technical Appendix. 
12. Several violent programs from previous seasons were appearing as 

reruns on the nonnetwork stations. 
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Technical Appendix 

The criteria for selecting the study location were predominately prag
matic. 

To avoid the expense and problems of constructing a sample of stu
dents in a large system, it was decided to seek a unified district of a size 
making it feasible to work with population groups at the sixth and tenth 
grade levels. In California there are Elementary School Districts, High 
School Districts and Unified School Districts. The unified districts offer 
instruction from kindergarten through grade 12. In some cases (as in the 
district used in this study), the unified district was created by the merger 
of earlier elementary and high school districts. 

Since comparison of ethnic groups was intended, it was necessary to 
seek a system with a mixed population. 

For ease of field supervision, it was desired that the test city be locat
ed within commuting distance of the UCLA campus. 

Because of the sensitivity currently encountered in many communi
ties among parents and school officials concerning "psychological test
ing" of children, it was necessary to find a system with a progressive 
administrative staff willing to participate and competent to cope with 
possible parental resistance. 

The school district 
The school district itself extends beyond the limits of the town and 

contains a school-age population of approximately 13,000 for kindergar
ten through twelfth grade. At the time of this study it operated 12 ele
mentary schools, three junior high schools (grades 7-9), and one senior 
high school (grades 10-12), plus a special school for the handicapped. 

In addition to the public schools, there are two Roman Catholic and 
one Protestant elementary day schools drawing enrollment from the lo
cal area. Through the good offices of the public school officials, arrange
ments were made to include children from these schools in the study, 
thus insuring coverage of all the school population with the exception of 
those in the special school. 

Although minority students tend to be concentrated in certain elemen
tary schools because of residential patterns, in all cases they are inte
grated into a predominately Caucasian student body. 

Disciplinary and racial problems within the district appear to be fairly 
typical. There have been some outbreaks of racial antagonism, but no 
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major violence. A dress code council exists in the high school and the 
rules on hair and clothing appear relatively moderate, but some student 
grumbling persists. While some use of narcotics is recognized, it is not 
seen as a problem that is out of hand. At least some teachers, however, 
feel parents are closing their eyes to the drug situation. 

Methodology 
Data were collected from students in the first, sixth, and tenth grades 

and from mothers of first graders. These age groups were used to con
form to the major pattern of data collection in the 1959 study. The meth
odology differed for the first graders and the older children. 

Sixth and tenth grades. In these two groups, self-administered instru
ments were distributed by the classroom teachers to all students in at
tendance on each day of the test week. Monday through Thursday the 
questionnaire consisted of a program log for the preceding day plus an 
additional page of questions. Students were asked to mark the programs 
they had watched and to answer the questions. This took 5-10 minutes of 
class time. 

On Friday a longer instrument was distributed. In addition to the pro
gram log for Thursday, it included the bulk of questions for other varia·· 
bles identified for analysis. This instrument was constructed so that 
most tenth graders would be able to complete it in a regular 50-minute 
class period. 

The questionnaires were distributed and collected each day. In the 
high school, English classes were used, because English was a required 
subject for all tenth graders. The elementary schools were organized in 
all-day classes, most of them at separate grade levels. Individual sixth
grade classes were used, with the teacher distributing the instrument at a 
convenient time within the day's activities. On Friday many teachers had 
their students work on the questionnaire in two sessions to offset fa
tigue. In the several nongraded classes, teachers gave the instrument 
only to those students of sixth-grade age. 

Students put their names on the instruments so that their responses 
over the five days could be collated. Teachers were asked to identify 
black students on class rosters, and this information was transferred to 
appropriate individual records. Spanish surnames were used as an indi
cator of Mexican-American students. 

Intelligence test scores and grade equivalence performance scores on 
the Lorge-Thorndike battery were provided from the records of the cur
rent year's testings for the majority of the sixth- and tenth-grade stu
dents. Data was missing for some students who had been absent or who 
had moved into the district after the testing. No test scores were availa
ble for parochial school students. 
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The daily data collection provided a record of viewing for Sunday and 
four weekdays, Monday through Thursday. Assuming that absences 
were random, this provided a representative profile of viewing for the 
age groups for each of these five days. The extension of data collection 
over a five-day period during which there were normal absences means 
that there was not a complete data file for all students. It was not feasi
ble to have "make-up" administration. Thus any cross-tabulations of 
data gathered on different days are based on a reduced sample. 

The instruments for the older children were pretested through the 
cooperation of another school district within the Los Angeles complex. 

First graders. The 1959 experience suggested that parents were not 
necessarily reliable sources of information about children's media be
havior. Therefore a decision was made to gather information directly 
from the first graders by personal interview rather than by parent ques
tionnaires as in 1959. Pretesting on a small sample of first-grade children 
proved the feasibility of the technique. 

A staff of women experienced in working with young children was 
recruited from the University of California Riverside campus. Included 
were both Negro and Mexican-American girls, all of the latter being able 
to interview children in Spanish if they felt it reduced anxiety. The staff 
was deployed so that all black students were interviewed by a black in
terviewer and all Chicanos by a Chicana. It should be noted that these 
interviewers also dealt with Caucasian students. This did not appear to 
present any problems of rapport for this age group. (The presence of 
some minority group teachers in the schools probably was a factor in 
this situation.) The staff received special training and was supervised by 
the junior author, who had worked in child care centers and who did the 
pretesting. 

A 25 percent sample was stipulated, since the yield of approximately 
300 would be sufficient to the cross-tabulations planned. Classroom 
teachers were asked to designate every fourth student on their roster for 
interviewing. (As it turned out, oversampling should have been made for 
black students. Prior estimates concerning the number of these students 
were incorrect and the straight sam piing produced only 17 black first 
graders.) 

Interviewing continued over a two-week period. Each interviewer 
reported to the principal of her assigned school. The principals and their 
staffs provided the liaison between interviewers and classroom teachers 
and provided a convenient place for the interviewing. Children were 
sent individually to the interviewer, who put great em phasis on reducing 
tension and allaying fears the child might feel at being "sent out of the 
room. " 

Since children of this age are not able to give reliable information 
about parents' occupations and education, followup interviews were 
planned with their mothers. Home phone numbers were obtained wher
ever possible for this purpose. These interviews also provided the op-
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portunity to obtain information on mothers' attitudes about various as
pects of television's relationship to their children. 

Several unanticipated administrative problems caused the delay of 
this stage of the study until the following fall term. This was unfortun
ate, because it contributed to a heavy reduction in the number of moth
ers reached. 

Where phone numbers were available, attempts were made to inter
view the mothers through this medium. For those without known 
phones, interviewers went to the listed address. Call-backs were made 
in all cases, but many of the mothers remained unreached. Further, 
many addresses and phone numbers were no longer accurate, due in part 
to an apparent increase in family mobility because of the rise in local 
unemployment. 

Date of study. Data collection for the sixth and tenth graders proceed
ed during the first week of May 1970. First-grade interviews continued 
through the following week. As noted above, the followup interviews 
with mothers of first graders were completed after the opening of the 
school term in the fall of 1970. 

The timing of the primary data collection was not ideal. It was late in 
the school year, when absences-particularly at the high school level
tend to run higher than normal. Further, it was after the end of the regu
lar television season, and summer "reruns" had begun on the regular 
schedules-a factor which could have influenced the amount of viewing 
time and program selection. 

Another problem was the Cambodian/Kent State upheaval which 
began during the data collection. While this did not have any apparent 
impact in the schools of the test town, the situation did produce anxiety 
among the field staff. Further, the presence of AFROTC facilities in the 
same building as the Journalism Department on the UCLA campus stim
ulated some physical damage. It was decided to evacuate all study mate
rials from the building and the staff worked for the remainder of the term 
at the home of the senior project director. 

However, there was little choice. The study was not funded until the 
end of February, making it impossible to get into the field at an earlier 
date. To have delayed data collection until the opening of the following 
term would have left insufficient time for data processing. 

After editing, data was punched onto computer tape, and analysis 
proceeded using the facilities of the UCLA Campus Computing Net
work and the programming staff of the UCLA Survey Research Center. 
Most of the analysis made use of SPSS (Statistical Programs for Social 
Sciences). 

The sample 
Information was gathered from a total of 274 first graders, 137 boys 

and 137 girls. This was from a total population of 1,047. Due to absences 
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(which were running higher than normal because of the closeness of the 
end of term and the warm weather), the totals for the sixth and tenth 
grades varied from day to day. The actual daily figures are detailed in 
Table A.I. 

Table A.1: Daily sample figures for sixth and tenth grades 

Sixth grade Tenth grade 
Boys Girls Total Boys Girls Total 

Monday 455 422 877 268 223 491 
Tuesday 446 412 858 260 223 483 
Wednesday 419 374 793 262 207 469 
Thursday 431 385 816 300 248 548 
Friday 451 407 858 285 220 505 

The ethnic breakdown is given in Table A.2, along with the socioecon
omic status distribution for the sixth and tenth grades. (SES was based 
on father's occupation. The derivation is detailed elsewhere in the re
port.) 

Table A.2: Ethnic and socioeconomic status data 

First grade Sixth grade Tenth grade 

Ethnic 
Caucasian 72% 82% 86% 
Mexican-American 19 15 12 
Negro 6 3 2 
Asianll ndian 3 * 

Socioeconomic 
Blue collar 65% 68% 
White collar 13 17 
Unemployed/retired 10 6 
Undetermined 12 9 

*Data not available. 

The vast majority of the children lived with two parents: 84 percent of 
first and tenth graders and 86 percent of sixth graders. One in ten of the 
first graders reported that their parents were divorced; the rate almost 
doubled for the sixth and tenth graders. 

Family size was slightly larger among the sixth graders and the num
ber of only children was quite small in all three grades (Table A.3). 

The incidence of working mothers was much higher for the high 
school students than for either elementary groups. (Table A.4.) 

The level of education was predominately high school or less for both 
mother and father (Table A.S). It should be noted that the number of sixth 
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Table A.3: Family size 

First grade* Sixth grade Tenth grade 

Only child 4% 6% 4% 

Number of persons 
in household: 

Three 4% 7% 12% 
Four 24 17 23 
Five 25 24 22 
Six 22 21 19 
Seven 13 16 9 
Eight 6 6 8 
Nine or more 5 7 4 

*8ased on subsample of 114 mother interview. 

Table A.4: Percent of students with working mothers 

Mother works: 

Full time 
Part time 

First grade 

22% 

Sixth grade 

20% 
32 

*Fir'st graders were not asked to distinguish frequency. 

Tenth grade 

43% 
27 

graders who, could not answer this query was quite high, reflecting a 
generally low level of awareness (also shown by the vagueness of an
swers concerning father's occupation). 

As would be expected due to natural age orders, older students were 
more likely to have a sibling who had attended or was presently enrolled 

Table A.5: Parents' educational level 

Father Mother 

First Sixth Tenth First Sixth Tenth 
grade grade grade grade grade grade 

* * 
Less than high school 41% 21% 41% 44 20% 40% 
High school 25 22 27 35 28 36 
Technical training 7 2 2 8 2 3 
Some college 17 7 9 11 7 8 
Finished college 4 10 8 2 11 6 
Graduate work 2 3 "I 0 1 0 

Don't know 4 35 11 0 30 8 

*8ased on subsample of 114 mother interviews. 
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in college. Thirty-five percent of the tenth graders had collegiate sib
lings, 27 percent of the sixth graders. 

Reflecting the nature of the community, the single unit dwelling was 
the overwhelming mode. Only 11 percent of the first graders, 14 percent 
of the sixth graders and 6 percent of the tenth graders lived in other 
types of domiciles, primarily apartments. The number of students hav
ing a room of their own increased with age, from 24 percent for the first 
graders to 37 percent for the sixth and 52 percent for the tenth graders. 

Table A.6: Mobility indicators 

How long have you lived here? 
.A year or less 
2 - 4 years 
5 - 9 years 
10 years or more 

Where else have you lived? 

Near this town 
Los Angeles area 
Other Southern California 
Nothern California 
Other states 
Combination of places 

Sixth grade 

8% 
21 
23 
34 

34% 
16 
8 
5 

25 
9 

Tenth grade 

3% 
15 
18 
38 

28% 
15 
15 
4 

32 
6 

Most of the students-about two-thirds-had lived in other towns, 
and between one-quarter and one-third of these had lived in other states. 

As an indicator of family interaction, frequency of family meals was 
asked. Daily family eating is detailed in Table A.7, which shows that the 
evening meal is the only one commonly eaten as a family gathering; even 
this one shows a marked decline among the tenth graders. 

Table A.7: Meals eaten daily with family 

First grade 

Breakfast 
Lunch 
Dinner 

Attitudinal questions 

39% 
7 

81 

Sixth grade 

47% 
22 
84 

Tenth grade 

25% 
8 

71 

A series of questions aimed at tapping the attitudes of sixth and tenth 
graders in several areas was included. These included a variety of moral 
issues, attitudes toward the "establishment" and middle-class mores, 
and optimism/pessimism. 
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The marginals for these questions are presented in Table A.S. Gener
ally there was little difference between boys and girls at each age group; 
what differences did exist were primarily differences of degree, not of 
direction. One exception was that the tenth-grade boys were less likely 
than girls to think it unsafe to be out alone on the streets of their home 
city at night (item 24). 

There was considerable disagreement with the concept of a dress code 
(item 1) and with unquestioned acceptance of the authority of principals 
(item 2). Questioning the authority of principals increased markedly 
in the tenth grade. There was a strong belief that older people do not 
understand young people's feelings and problems (item 3), and among 
the tenth graders there was considerable sentiment that young people 
should be free from their parents (item 4). 

However, both age groups were strongly supportive of the idea that 
people should obey all laws (items 5 and 6). 

Most students felt that one should seek new and unusual experiences 
(item 7), yet they strongly agreed that cigarettes, whiskey, and mari
juana are harmful (items 8, 9, and 10). However, for all three the degree 
of condemnation was lower among tenth graders than among sixth grad
ers. This decline was most marked with regard to marijuana. 

There was general agreement that people think too much about mate
rial things (item 11). 

The idea that one should let emotions rather than reason guide actions 
was strongly rejected (items 12 and 13). 

There was strong acceptance of the concept of delayed rewards, at 
least inasmuch as saying that hard work, planning, and study are neces
sary to succeed (items 14, 15). 

Strong endorsement was given to the concept that anyone-minority 
groups and women-can get good jobs (items 16 and 17), but there was 
also a strong feeling that there will always be poor among us (item 18). 

Generally, strong optimism was not expressed about general improve
ment in society during the coming 20 years (item 19 and 20). Both pollu
tion and overpopulation were rated as serious threats to the future of our 
society (items 21 and 22), and the overwhelming majority of students 
agreed that most American cities were dangerous places because of 
crime (item 23). They tended to see their owri hometown as less threat
ening (item 24). Only a minority of the tenth graders accepted the propo
sition that it was unsafe to be out alone on their hometown streets. 

Conflict with parents 
Five questions were included in the sixth- and tenth-grade question

naires concerning the frequency of disagreement with parents over 
grades, friends,' clothes, hair, and spending. The distribution of re
sponses is shown in Table A.9. As noted earlier, scores on these five 
items were summed to constitute a Parental Conflict Index. 
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Table A.8: Attitudinal question 

Sixth grade Tenth grade 
Boys Girls Boys Girls 

1- Some kind of school dress 
code is necessary. 

Strongly disagree 17.8% 10.2% 22.6% 16.3% 
Disagree 22.4 23.0 21.4 23.8 
Don't know 23.6 22.1 7.4 5.9 
Agree 25.9 3211 37.0 41.6 
Strongly agree 10.2 12.2 11.5 12.4 

2. Principals generally know best 
and students shouldn't question 
their decisions. 

Strongly disagree 16.7 15.8 29.2 21.9 
Disagree 21.7 22.9 33.3 41.3 
Don't know 22.6 26.4 21.8 17.9 
Agree 24.9 24.0 10.7 13.9 
Strongly agree 14.1 10.9 4.9 5.0 

3. Most older people don't under-
stand young people's feelings 
and problems. 

Strongly disagree 9.1 ,1,4 3.7 4.0 
Disagree 9.1 15.1 7.8 14.5 
Don't know 19.6 19.1 14.3 12.0 
Agree 33.6 30.4 35.9 37.5 
Strongly agree 28.7 27.0 38.4 32.0 

4. Young people should be 
allowed freedom from their 
parents. 

Strongly disagree 19.6 20.9 10.7 10.4 
Disagree 24.0 27.3 29.1 27.7 
Don't know 24.3 29.9 22.1 22.3 
Agree 16.1 9.0 24.2 23.8 
Strongly agree 16.1 12.8 13.9 15.8 

5. You should obey only those 
laws you think just and 
reasonable. 

Strongly disagree 29.5 32.8 22.4 26.2 
Disagree 22.2 24.1 49.4 44.1 
Don't know 16.4 20.3 11.0 9.9 
Agre'a 19.9 14.8 10.2 14.4 
Strongly agree 12.1 8.1 6.9 5.4 

6. It's a person's dury to obey all laws 
since they <Ire for (lUr own good. 

Strongly disagree 2.6 2.0 2.4 1.5 
Disagree 4.7 3.5 6.5 5.4 
Don't know 11.2 10.5 13.8 11.3 
Agree 37.9 43.4 48.0 53.7 
Strongly agree 43.5 49.5 29.3 28.1 

Continued 
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Table A.8: Continued 

Sixth grade Tenth grade 
Boys Girls Boys Girls 

7. To grow and develop as an 
individual person you should 
seek every new and unusual 
experience you can get. 

Strongly disagree 6.7% 8.5% 4.9% 5.4% 
Disagree 11.7 15.8 20.1 2"1.7 
Don't know 34.5 37.4 26.2 24.6 
Agree 28.9 27.2 31.6 34.0 
Strongly agree 18.1 11.1 17.2 14.3 

8. People who smoke cigarettes are 
harming themselves. 

Strongly disagree 5.6 5.5 2.0 4.4 
Disagree 5.6 2.9 6.1 4.9 
Don't know 4.5 6.7 9.4 12.8 
Agree 15.7 22.1 36.7 34.0 
Strongly agree 68.5 62.8 45.7 43.8 

9. People who drink whiskey or 
liquor are harming themselves. 

Strongly disagree 8.7 6.7 7.8 6.1 
Disagree 9.3 10.7 20.0 14.6 
Don't know 10.5 17.1 17.1 20.7 
Agree 27.7 26.7 34.7 31.3 
Strongly agree 43.7 38.8 20.4 27.3 

10. People who smoke marijuana are 
hurting themselves. 

Strongly disagree 6.8 4.7 9.5 9.4 
Disagree 3.8 3.2 14.0 10.9 
Don't know 5.9 5.3 21.8 16.8 
Agree 16.6 14.1 21.4 22.3 
Strongly agree 66.9 72.7 33.3 40.6 

11. Most people think too much about 
things like cars, money, clothes, etc. 

Strongly disagree 10.4 5.8 9.3 3.0 
Disagree 15.9 12.7 17.9 17.0 
Don't know 25.8 35.2 14.6 18.0 
Agree 33.9 36.0 34.5 46.5 
Strongly agree 13.9 10.4 14.6 15.5 

Continued 
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Table A.8: Continued 

Sixth grade Tenth grade 
Boys Girls Boys Girls 

12. People should let their emotions 
direct their actions. 

Strongly disagree 20.8% 17.4% 25.5% 17.4% 
Disagree 23.7 23.5 38.7 43.8 
Don't know 35.4 42.9 23.5 19.9 
Agree 14.6 12.1 7.8 16.4 
Strongly agree 5.6 4.1 4.5 2.5 

13. One should keep a cool head and 
think before acting. 

Strongly disagree 1.2 1.2 1.2 0.5 
Disagree 2.1 2.0 0.4 1.0 
Don't know 9.4 9.9 6.5 4.5 
Agree 45.5 42.9 4&.8 47.3 
Strongly agree 41.9 44.0 42.0 46.8 

14. The good things in life usually 
require hard work and planning. 

Strongly disagree 3.2 3.2 2.4 1.5 
Disagree 5.6 6.4 7.8 8.4 
Don't know 13.7 17.7 8.2 6.9 
Agree 41.2 47.0 44.1 50.0 
Strongly agree 36.3 25.8 37.6 33.2 

15. Everybody should study and 
work to get ahead as far as they 
can - it pays off in the end. 

Strongly disagree 2.6 1.4 1.6 0.5 
Disagree 2.1 2.0 5.7 3.9 
Don't know 10.9 13.3 10.2 5.9 
Agree 34.9 37.7 45.5 50.7 
Strongly agree 49.6 45.5 36.9 38.9 

16. Girls and women can have good 
jobs if they want to. 

Strongly disagree 2.9 1.7 1.6 1.5 
Disagree 4.6 4.0 2.0 4.9 
Don't know 13.3 11.8 11.1 7.4 
Agree 48.4 46.2 61.5 47.8 
Strongly agree 30.7 36.1 23.8 38.4 

17. Anyone - no matter color or back-
ground - who is willing to work 
hard can !let ahead in the U.S. 

Strongly disagree 4.7 3.2 5.3 4.5 
Disagree 9.1 8.1 12.7 8.4 
Don't know 16.4 22.8 12.2 8.4 
Agree 31.1 32.4 33.5 35.6 
Strongly agree 38.7 33.5 36.3 43.1 

Continued 
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Table A.8: Continued 

Sixth grade Tenth grade 
Boys Girls Boys Girls 

18. There will always be some 
people who are poor. 

Strongly disagree 5.0% 2.0% 2.5% 2.0% 
Disagree 5.0 4.4 2.9 4.9 
Don't know 10.7 15.4 6.6 7.4 
Agree 52.7 48.5 65.2 60.6 
Strongly agree 26.6 29.7 23.0 25.1 

19. There will be lots of changes in 
the next 20 years because my 
generation is going to change 
th ings for the better. 

Strongly disagree 7.6 6.1 6.9 1.5 
Disagree 10.0 13.3 10.6 12.0 
Don't know 38.2 48.4 45.3 53.0 
Agree 26.5 22.6 24.1 23.5 
Strongly agree 17.6 9.6 13.1 10.0 

20. The world will probably be in 
an even worse mess in 20 years 
than it is now. 

Strongly disagree 7.6 6.5 5.8 6.9 
Disagree 7.6 11.2 13.2 13.3 
Don't know 38.2 46.8 35.0 42.9 
Agree 19.8 18.8 18.1 23.6 
Strongly agree 26.8 16.8 28.0 13.3 

21. Pollution is a serious threat 
to our future. 

Strongly disagree 3.5 2.3 1.6 2.0 
Disagree 5.2 4.6 0.8 2.9 
Don't know 15.9 24.9 4.9 8.8 
Agree 21.4 25.4 27.8 27.5 
Strongly agree 53.9 42.8 64.9 58.8 

22. Overpopulation is a serious 
threat to our future. 

Strongly disagree 5.2 3.8 3.3 2.0 
Disagree 7.6 9.0 2.4 6.9 
Don't know 23.3 39.4 13.0 16.3 
Agree 29.1 26.4 38.6 44.3 
Strongly agree 34.9 21.4 42.7 30.5 

Continued 
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Table A.8: Continued 

Sixth grade Tenth grade 
Boys Girls Boys Girls 

23. Crime makes most of our cities 
unsafe. 

Strongly disagree 5.6% 5.8% 2.5% 3.0% 
Disagree 6.7 3.8 7.0 9.5 
Don't know 9.4 10.7 14.3 10.9 
Agree 32.7 39.3 49.6 42.8 
Strongly agree 45.6 40.5 26.6 33.8 

24. I t is not safe to be out alone 
at night in (this town). 

Strongly disagree 12.9 10.2 25.8 10.4 
Disagree 18.8 17.2 40.6 33.8 
Don't know 21.2 20.3 13.9 22.4 
Agree 25.3 27.9 14.3 18.9 
Strongly agree 21.8 24.4 5.3 14.4 

The two leading subjects of conflict were hair and grades. For the 
tenth grade girls, clothes replaced hair. The frequency of disputes over 
spending declined somewhat from the sixth to the tenth grade. 

Table A.9: Questions concerning conflict with parents 

Sixth grade Tenth grade 
Boys Girls Boys Girls 

Frequency of conflict with parents: 

Abou t grades 

Never 28.6% 28.2% 20.5% 25.2% 
Not very often 24.8 24.1 22.6 28.7 
Sometimes 27.8 28.2 32.2 29.2 
Often 18.8 19.5 24.7 16.8 

About friends 

Never 32.9 32.7 30.1 28.0 
Not very often 30.6 30.9 30.1 33.5 
Sometimes 26.1 25.5 28.0 28.5 
Often 10.4 10.9 11.7 10.0 

About clothes 

Never 29.6 28.6 35.0 25.1 
Not very often 30.3 30.4 33.8 31.7 
Sometimes 24 ~' 25.7 19.4 29.1 
Often 15.9 15.4 11.8 14.1 

Continued 
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Table A.9: Continued 

Sixth grade Tenth grade 
Boys Girls Boys Girls 

Abouthair 

Never 25.1 26.2 20.6 41.5 
Not very often 22.7 22.5 23.9 25.5 
Sometimes 25.9 26.0 29.8 20.5 
Often 26.2 25.3 25.6 12.5 

About spending 

Never 32.5 31.7 31.9 44.2 
Not very often 24.6 24.5 32.4 21.6 
Sometimes 20.5 21.9 21.4 20.1 
Often 22.4 22.0 14.3 14.1 



Explorations in Patterns 
of 

Television Viewing 
by 

Preschool-age Child ren 
Jack Lyle and Heidi R. Hoffman 

University of California at Los Angeles 

It is generally accepted that the preschool years are among the most 
important in a child's development. With television present in almost 
every American home, this medium undoubtedly is a factor contributing 
to the developmental experiences of young children. Yet very little is 
known about the norms of viewing behavior among this age group. Most 
of what has been reported is based on interviews with mothers about the 
behavior of their young children. 

This study was an attempt to gather information directly from pre
school-age children themselves. It focused on use of television and other 
media together; some questions also probed children's cognitive reac
tions to television. 
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In effect, it was an exploratory study. The sample is not a random 
one; rather, selection was purposeful to guarantee inclusion of a variety 
of types of children. The children were recruited through the coopera
tion of day care centers and nursery schools. These ranged from centers 
operated with public funds to private and church programs. ~ollowup 
interviews were obtained with mothers of approximately half the chil
dren. (See Appendix A for a fuller discussion of methodology.) 

THE SAMPLE 

Bask demographic characteristics of the 158 children interviewed are 
detailed in Table 1. There was a roughly even division between boys and 
girls and between students in half-day and full-day programs. Four-year
olds constituted about half the sam pie; the remainder was divided about 
equally between three- and five-year-olds. Over half the children were 
Caucasian, but sufficient numbers of blacks and Mexican-Americans 
were included to make comparisons possible. The Mexican-Americans 
tended to be older than the other groups. The age profiles for boys and 
girls were relatively even. 

Table 1: Characteristics of the sample 

N=158 

Girls 48.7% 
Boys 51.3 

Age 3 24.7% 
Age 4 52.5 
Age 5 22.2 
Age 6 .6 

Caucasian 55.7% 
Negro 23.4 
Mexican-American 17.7 
Other 3.1 

Poverty level 41.7% 
Middle-class 58.3 

Full-day students 48.7% 
Part-day students 51.3 

Four of every ten children came from poor or welfare families. These 
were primarily the minority children, and review of the cross tabulations 
suggested that the two were basically redundant. Therefore. in the anal
ysis which follows, the emphasis has been on ethnic rather than on 
socioeconomic comparisons. 
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RESULTS 

Before beginning a discussion of the responses provided by these chil
dren and their mothers, let us caution the reader against extrapolation of 
the data. Certainly it cannot be said that the sample is a representative 
one. However, we do feel that the results are suggestive of the patterns 
of media use and development. Differences between some of the groups 
within the sample are particularly intriguing. 

Despite the fact that there were many quite poor children in the sam
ple, only two youngsters reported that there was no television in their 
home. Color was present in 52 percent of the homes and actually was 
more prevalent in the poor homes than in the middle-class homes. Two
thirds of the Negro children said they had color, compared with 55 per
cent of the Caucasian and 36 percent of the Mexican-American young
sters. 

The living room was the most common location of the television set, 
with 65 percent of the children citing that location and 22 percent citing 
the fam ily room. But 45 percent of the children reported that their par
ents had a set in their bedrooms and 12 percent said they had a set in 
their own bedrooms. The percentages add to more than 100 percent, 
reflecting the presence of mUltiple sets in many homes. 

Television is immensely popular: 98 percent of the children said they 
do like to watch television. 

Since children of this age generally have not developed the ability to 
tell time, it was impractical to ask them for reports on viewing time. In
stead, they were asked if they were allowed to watch at various periods 
of the day. The results are shown in Table 2. The afternoon figures as 
the predominant viewing time; nine out of ten say they are allowed to 
watch then. But over 80 percent said they also can watch in the evening 
after supper and in the mornings. Six out of ten say they are allowed to 
watch while eating. 

Table 2: Periods of television viewing 

Are you allowed to watch television: 

In the While 
after- After eating In the Saturday 
noon supper supper morning morning 

All children 91.1% 82.8% 62.0% 82.3% 84.8% 

Full-time students 93.7% 80.5% 61.0% 76.6% 88.3% 
Part-time students 88.8 85.0 63.0 87.7 81.5 

Mother works 90.6% 90.6% 56.3% 71.9% 84.4% 
Mother doesn't work 90.5 78.6 52.4 95.2 83.3 
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There was a marked difference between ethnic groups in these respon
ses. For instance, 78 percent of the Negro youngsters said they could 
watch while eating, compared to 64 percent of the Mexican-American 
and only 53 percent of the Caucasian children. 

Children whose mothers work were more likely than their peers to 
watch after supper, but the other children were more likely to say they 
could watch in the morning. This latter difference reflected the fact that 
they were more likely to be part-time students and hence at home where 
television was available in the morning period. 

To provide a rough index of total viewing time, responses to these five 
items were summed. This provided possible scores of 0-5. Table 3 pre
sents the distribution of index scores. Over three-quarters of the 
youngsters responded that they were allowed to watch in at least four of 
the five time periods. Mexican-American children had the highest 
scores, followed by blacks; Caucasians had the lowest scores. Howev
er, the basic difference between the groups was whether they said they 
could watch in four or five of the time periods. Similar patterns of differ
ences were found between full-time and part-time students and between 
those whose mothers worked and those whose mothers did not. 

Table 3: Number of time periods child can view 

0-3 4 5 

All children 23.5% 32.5% 43.9% 

Girls 29.0% 25.0% 46.1% 
Boys 18.0 39.5 42.0 

Caucasian 24.1% 37.9% 37.9% 
Negro 24.3 27.0 48.6 
Mexican-American 21.1 21.4 57.1 

Full-time student 25.9% 37.7% 36.4% 
Part-time student 21.2 27.5 51.3 

Mother works 24.9% 43.8% 31.3% 
Mother doesn't work 23.8 35.7 40.5 

Solitary watching was definitely a rarity; only 11 percent of all the 
children said they did so. The major difference here was that such view
ing was higher among the younger children: 17 percent of the three
year-olds said they viewed alone, compared with 11 percent of the four
year-olds and six percent of the five-year-olds. 

An age difference was also apparent in responses to the question of 
who selects programs for viewing. The pattern of responses is shown in 
Table 4. The majority of five-year-olds say they make their own selec
tions, compared with only about one-third of the three- and four-year-
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olds. Selection by mother falls sharply after age three. Children whose 
mothers work are more likely to say they make their own program selec
tion or that they acquiese to older siblings, while the influence of non
working mothers is stronger. 

Table 4: Who selects programs 

I do Mother Older sibling 

All children 39.2% 16.3% 15.0% 

Girls 33.3% 19.4% 18.1% 
Boys 44.4 13.6 15.0 

Mo ther works 43.8% 12.5% 21.9% 
Mother doesn't work 38.1 26.2 7.2 

Age 3 33.3% 27.8% 13.9% 
Age 4 35.4 13.4 18.3 
Age 5 52.9 11.8 8.8 

"Other responses account for missing percentages. 

Children were asked to name their favorite program, and the respon
ses were categorized according to program type. The results are shown 
in Table 5. Cartoon shows of various types accounted for almost two
thirds of the choices. 

The cartoon show The Flintstones led in popularity with over one
quarter of the children naming it. Sesame Street, named by 16 percent, 

. was the only other individual program achieving a sizable frequency. 
It is interesting to note that Sesame Street was the most popular 

among the youngest children, the three-year-olds. It also was much 
more frequently named by Caucasian youngsters than by minority 
youngsters. 

The Plintstones' popularity increased with age and it also scored 
much higher among girls than among boys, among minority groups than 
among Caucasians. 

The violent action character cartoons were mentioned by 11 percent, 
pulling higher response among boys than among girls, among older chil
dren than among the three-year-olds. 

Almost one-fifth, 19 percent, of the youngest group did not compre
hend the concept of a favorite program. 

Children were shown a series of photographs of persons featured in 
various television series and asked if they could name them. The charac
ters were selected to provide a cross-section of both cartoon and regular 
programs, of both adult and child characters. 

The responses are detailed in Table 6. 



tv 
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Table 5: Favorite program categories tv 

All Mex.-
child· Age Age Age Cauca· Amer-
ren Girls Boys 3 4 5 sian Negro ican 

Flintstones 26.1% 39.3% 19.0% 10.8% 28.9% 36.4% 17.2% 34.3% 40.7% 

Mickey Mouse 
type cartoon 5.2 6.7 3.8 2.7 3.6 12.1 4.6 2.9 7.4 

General cartoon 11.8 9.3 13.9 8.1 15.7 6.1 10.3 14.3 7.4 

Violent cartoon 11.1 5.3 16.5 2.7 14.5 12.1 12.6 5.7 14.8 

Bozo, etc. 3.3 4.0 2.5 8.1 2.4 3.4 5.7 

Sesame Street 16.3 17.3 15.2 29.7 13.3 12.0 25.3 8.6 

Misterogers 2.0 3.8 2.7 2.4 3.4 

Situation comedy 4.6 5.3 3.8 3.6 12.1 5.7 2.9 3.7 

Family situation comedy 3.9 4.0 3.8 5.4 2.4 6.1 4.6 5.7 
"C 

No favorite 4.6 4.0 5.1 5.4 4.8 3.0 3.4 2.9 11.1 
)-

::l 
tIl 

Don't understand 7.2 8.0 6.3 18.9 3.6 3.0 4.6 11.4 11.1 ::0 
Z 
CIl 

(Miscellaneous program choices account for the missing residual percentages.) 0 
"Il 
c:: 
CIl 
tIl 
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Given the popularity of The FJintstones, it should be no surprise that 
Fred Flintstone was the most frequently identified character. His wife, 
Wilma, scored considerably below Fred but stiIJ was one of the three 
most frequently identified characters. The second best-known character 
was Big Bird from Sesame Street. 

Although the other Sesame Street characters presented to the children 
obtained good recognition levels, they were far less well-known than Big 
Bird. It is impossible to say whether this is due to the character's inher
ent attraction of the or to the fact that Big Bird has been more widely 
featured than his colleagues in guest appearances on major network 
programs. 

There were marked differences in the level of recognition of Sesame 
Street characters among ethnic groups. In all instances Caucasian chil
dren had the highest levels of recognition and, with the exception of Big 
Bird, black children the lowest. There also was a consistently higher 
recognition level of these characters among boys than girls. The fact 
that the human character and the two handpuppet characters were all 
males may have contaminated this difference. 

A similar sex difference was apparent for Fred Rogers. However, far 
more marked was the ethnic difference. Only six percent of the Negro 
children recognized him, compared with 27 percent of the Mexican
American and 53 percent of the Caucasian youngsters. 

Generally there was relatively low recognition of child characters 
from family :,ituation comedies. This was particularly true among the 
younger children. Several characters-Buffy of Family Affair, Eddie, 
and Julia's Cory-showed a sharp increased recognition among the five
year-olds. 

But several adult characters from situation comedy programs scored 
much higher than any child character. Lucy, Gilligan and his foil Skip
per, together with Samantha of Bewitched were particularly well 
known. It should be noted that these are characters in programs which 
are broadcast as repeats during daytime hours. The other adult charac
ters-and, indeed, all the child characters-are on programs shown only 
in the evening. The fact that adult characters like Malloy, Julia, and Tom 
Corbett were most widely recognized by five-year-ohis may be a reflec
tion of this situation, since they are apt to be allowed to view later into 
the evening. 

There was no age difference in recognition of Gilligan, a daytime-only 
character. Lucy's recognition did increase markedly with age, but she 
was seen both in daytime repeats as well as in her current evening series. 

Perhaps most interesting of all the differences is the recognition of 
black characters. Bill Cosby was identified by only one-quarter of the 
total sample, but over half the Negro children named him. Similar differ
ences are seen for Julia and for her son, Cory. By contrast, however, 
Gordon, a black adult from Sesame Street, was identified by over 60 per-



Table 6: Levels of identification for characters tv 
0\ 

(Percent able to identify characters from pictures) .j::>. 

All Mex.-
chiid- Age Age Age Cauca- Amer-

ren Girls Boys 3 4 5 sian Negro ican 

Fred Flintstone 92.3% 89.3% 95.1% 87.2% 92.6% 97.1% 89.8% 100.0% 92.6% 

Wilma Flintstone 71.6 71.6 71.6 61.2 72.5 82.9 64.4 77.8 85.2 

Scooby Do 48.4 45.2 51.3 25.6 52.6 65.7 40.2 55.6 65.4 

Lucy 64.1 68.0 60.5 53.8 66.7 71.4 59.1 83.3 59.3 

Malloy (Adam-12) 17.6 18.1 17.1 8.1 16.9 27.3 5.9 32.4 41.7 

Bill Cosby 24.7 21.9 27.2 17.9 26.3 29.4 17.2 52.8 11.5 

Samantha (Bewitched) 49.7 54.1 45.6 28.2 54.4 62.9 38.6 63.9 70.8 

Gilligan 57.5 54.8 60.0 48.7 54.4 71.4 53.4 63.9 70.8 

Skipper (Gilligan) 54.6 50.7 58.2 46.2 52.6 65.7 52.9 55.6 66.7 

Tom Corbett 
(Eddie's Father) 24.0 18.9 28.8 23.1 20.3 34.3 18.4 40.0 25.9 

'"d 
>-

Julia 11.8 13.3 10.3 5.4 8.8 25.7 3.4 31.4 15.4 >-l 
>-l 
tl1 

Danny Partridge 21.3 20.3 22.2 17.9 23.5 20.6 11.4 38.9 34.6 :;0 
Z 
C/J 

Buffy (Familv Affair) 25.2 27.0 23.5 23.1 21.0 38.2 15.9 44.4 26.9 0 
'Il 
c::: 

Continued C/J 
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Table 6: Continued 

All 
child- Age 

ren Girls Boys 3 

Marcia Brady 13.0% 15.1% 11.1% 20.5% 

Eddie (Eddie's Father) 23.4 17.6 28.8 20.5 

Cory (Julia) 11.3 12.0 10.5 8.1 

Sesame Street: 
8ig Bird 17.6 73.3 81.5 74.4 

Ernie 50.4 41.3 56.8 48.7 

Bert 50.3 43.2 56.8 58.7 

Gordon 46.1 37.0 54.3 41.0 

Fred Rogers (Misterogers) 36.8 31.1 42.0 33.3 

Age Age Cauca-
4 5 sian 

7.4% 18.2% 8.0% 

20.3 34.3 18.4 

8.9 20.6 1.2 

76.5 82.9 85.2 

54.3 40.0 62.5 

55.0 42.9 64.4 

49.4 45.7 60.9 

36.3 42.9 53.4 

Mex.-
Amer.-

Negro ican 

30.6% 7.7% 

4G.0 22.2 

35.3 15.4 

75.0 51.9 

22.2 44.4 

22.2 44.4 

19.4 38.5 

5.6 26.9 

'"d 
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tTl 
CI.l 
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0 
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0 
tTl 
(J 

::r: 
r=: 
t:l 
:::a 
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cent of the Caucasian youngsters, but only 19 percent of the black child
ren knew him. He even did better among Mexican-American children, 
38 percent of whom knew him. 

Since the children who were in the centers and nursery schools all day 
generally had less time for television viewing than their peers who were 
there only part of the day, it was thought that they might have lower lev
e:' of recognition. However, there were no consistent patterns of differ
ences when these two groups were compared-not even for daytime 
programs. 

It is interesting to com pare the recognition of characters by these 
preschool youngsters with the first graders studied by Lyle and Hoffman 
(1971). The pattern of best-known characters is quite similar, particular
ly among the five-year-olds: Lucy, Gilligan, Samantha and, above all, 
Fred Flintstone. Two differences do stand out: the higher recognition of 
Sesame Street characters and of Fred Rogers by these young children, 
and their lower level of recognition of child characters. The first graders 
tended to have higher recognition of child characters than of adult ones; 
this was not true of these preschool-age youngsters. 

The children were asked whether or not they "played things they saw 
on television" in their activities with friends. Over half-55 percent-of 
the children said that they did not. However, there was a marked tend
ency for such play to increase with age. Whereas 64 percent of the three
year-olds said they didn't engage in such play, 61.5 percent of the five
year-olds said that they did. The t~ jJes of things used as models for play 
were too varied to present any meaningful pattern. 

Another question put to the children was, "What kinds of scary things 
are there on television?" Two-thirds of the .:hildren named "scary" 
things, and the responses overwhelmingly dealt with "monsters." Only 
26.7 percent said that there weren't any scary things; another 8.7 per
cent did not understand the question. As noted in the report on first 
graders, care must be taken in equating this with an unpleasant experi
ence. Many children responded with obvious relish at the thought of 
these "scary monsters" of television. 

Several questions were included to try to ascertain whether or not the 
child had any concept of people on television as "real." The children 
were asked, "How do kids get to be on your TV?" Sixteen percent did 
not understand the question, and another 40 percent stated that they did 
not know. Only 22 percent showed signs of real comprehension about 
the nature of television. A parallel question asked, "Where do the peo
ple and kids and things on your TV gn when your TV is turned off?" On 
this item 24 percent couldn't understand the question and another 29 
percent didn't know; only 20 percent showed understanding. The major 
increase.in comprehension came between ages three and four, but even 
among the older children the vast majority still did not grasp the nature 
of television pictures. 
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The youngsters were also asked whether or not they thought the chil
dren they saw on television were like themselves and their friends. Fif
ty-five percent replied "yes." Minority children were somewhat more 
likely to think this way than were Caucasian children; 71 percent of the 
Mexican-American youngsters replied yes, compared with 59 percent of 
the Negroes and 51 percent of the Caucasians. 

Followup interviews were obtained from 76 mothers of children inter
viewed. Because of difficulties encountered in contacting minority group 
mothers, these tended to be mostly Caucasian mothers. Of those inter
viewed, 58 percent were employed and 42 percent did not work. 

Since the educational stations in the Los Angeles area are UHF chan
nels, it was necessary to ascertain the availability of reliable UHF recep
tion in the homes. Only 13 percent of the mothers said they did not have 
UHF receivers. Twenty-two percent said they had receivers but could 
not get good reception. Sixty-four percent indicated they had adquate 
UHF reception in their home. 

The mothers were asked to estimate the amount of time their children 
spent watching television in different periods of the day. The results are 
detailed in Table 7. Generally, viewing appeared to be heaviest on week
day afternoons and Saturday mornings. With the exception of weekday 
mornings, there was no marked difference in the responses of working 
and nonworking motb:fs. However, 61 percent of the nonworking 
mothers said their children were not allowed to watch on weekday 
mornings, compared with only 21 percent of the working mothers. 

Table 7: Children's viewing time, reported by mother 

Weekday Weekday Weekday Saturday Sunday 
morning afternoon evening morning morning 

None 37.9% 20.3% 10.5% 8.0% 16.4% 

1 hour or less 34.9 9.5 36.9 25.3 38.4 

1.5 - 2 hours 24.2 47.3 21.1 30.7 28.7 

2.5 hours or 3.0 36.5 19.7 34.7 16.4 
more 

Most of the children were up by 7 a.m., and most were put to bed by 8 
p.m. Nonworking mothers said their children got up earlier, although 
they were not put to bed any earlier than those of working mothers. 
However, 94 percent of the nonworking mothers said their children 
went to sleep immediately, compared with 80 percent of the working 
mothers. On the other hand, only 34 percent of the children of nonwork
ing mothers were said to take naps, compared with 51 percent of those 
of working mothers. 
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There was little difference between the responses of working and 
nonworking motllers to questions about use of television deprivation as 
a punishment of extended viewing as a reward. Less than one-quarter of 
the mothers said they used these techniques. There was a difference in 
their reports of selecting programs for their children: 70 percent of the 
working mothers said they did select programs, but only 41 percent of 
the nonworking mothers said they did so. 

Almost three-quarters, 74 percent, of the mothers said their young 
children sang commercial jingles learned from television, 62 percent 
saying that this had begun the time the child was age two, another 31 
percent saying by age three. 

The impact of advertising was further emphasized by the fact that 87 
percent of the mothers said their preschool-age children asked for food 
items they saw on television; 91 percent said their children asked for 
toys they saw on television. Only 22 percent of the mothers said they 
usually denied the request outright, but working mothers were twice as 
likely as nonworking mothers to do so. The most typical action was to 
sidetrack the child's request. 

Most of the mothers felt that their children were learning both good 
and bad things from television. Nine out of ten felt that beneficial learn
ing did occur, 17 percent citing learning" about life." Twenty-eight per
cent felt there was "school-readiness" learning, and another 22 percent 
mentioned learning from Sesame Street and Misterogers. A variety of 
other responses accounted for the remainder. 

As to bad learning, only nine percent were certain that no bad learning 
occurred; another 28 percent were not sure. The only type of bad learn
ing specified with any marked frequency had to do with violence. Twen
ty-four percent of these mothers felt that their young children were 
learning violent or aggressive behavior from the things they viewed on 
television. 

Slightly more than half the mothers, 53 percent, thought their children 
were sometimes frightened by television. Monsters were specified by 2.1 
percent of the mothers as the cause; this was the only specific type of 
stimulus mentioned by a sizable number. As we have pointed out, the 
children themselves also most frequently said they were frightened by 
television monsters. 

Only 12 percent said their children's sleep was interrupted by bad 
dreams; another 66 percent said this occurred only infrequently, and 22 
percent said it didn't happen at all. Only four percent of the mothers 
could recall dreams they could trace to television. 

USE OF OTHER MEDIA 

The children were asked about the availability of radios and phono
graphs in their homes. These were equally present: 84 percent of the 
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children said they had a radio, and 86 percent said they had a phono
graph or record player. Nineteen percent said they had records of their 
own. Interestingly, the children seemed to have more access to record 
players than to radios. When asked if they were allowed to play them 
when they wanted to, 64 percent said they had free access to the record 
player; only 51 percent said they had access to the radio. As might be 
expected, there was a general age progression on these responses: the 
five-year-olds reported more accessiblility to both radio and phonograph 
than did the younger children. 
~Books appeared to be generally available to the children; 87 percent 

said they had books of their own. When asked what were their favorites, 
the three most frequent categories named were classic story books (29 
percent), books like the Sesame Street series (27 percent), and the Dr. 
Seuss books (13 percent). 

When asked if their mother ever read to them, only 15 percent said 
"no"; 48 percent said she did so at bedtime. The remainder named dif
ferent times but indicated that she did read for them. There was clear 
evidence of decreased reading by mothers as children grow. Only three 
percent of the three-year-olds said their mothers did not read to them, 
compared with 27 percent of the four-year-oJds and 41 percent of the 
five-year-olds. 

Particularly marked were differences in parental reading among the 
ethnic subgroups. Whereas 87 percent of the Caucasian youngsters said 
their mothers read to them, only 61 percent of the Negro and 52 percent 
of the Mexican-American children reported reading. 

As can be seen from Table 8, these children did spend considerable 
time in pIal! activities, particularly with siblings and friends. 

Play with: 

1 hours or less 
2 hours 
3 hours or more 

Table 8: Children's play time, reported by mother 

Alone Siblings Friends Mother 

57.3% 29.3% 9.6% 77.6% 
22.7 17.3 11.0 10.5 
20.0 53.3 79.4 11.8 

SUMMARY 

Father 

69.3% 
13.3 
17.4 

The n,*ponses of these three-, four-, and five-year-olds drawn from 
disparate backgrounds provide strong testimony to the fact that mass 
media-and particularly television-do play an important part in their 
lives, do claim large shares of the children's time. Even the youngest 
children indicated that they do watch television regularly on a daily ba
sis. Viewing was particularly heavy during afternoons and on Saturday 
mornings, but the majority also indicated that they watched on weekday 
mornings and in the evenings. 
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Even the youngest children generally had favorite programs and 
showed high ability to identify at least some television characters; al
most nine out of ten of the three-year-olds could identify Fred Flint
stone; seven out of ten could identify Big Bird from Sesame Street; over 
half of them knew Lucy. 

Almost nine out of ten of the mothers said their children had learned 
commercial jingles from television, and that the children were stimulat
ed by commercIal to ask for food and toy items featured in television 
commercials. 

Sex and ethnic differences were already apparent in the program 
choices of these preschool-age youngsters. 

Generally, then, the responses of these children and their mothers 
strongly support the thesis that much of the framework of a child's pat
terns of television use and reactions to the television stim ulus has al
ready begun taking shape before the child begins his formal education in 
the first grade. 
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Appendix A: 

A note on methodology 

As noted at the outset, this study was an exploratory one. Not only 
did it attempt to gather data on a segment of the population about whose 
media use knowledge is sketchy, but it attempted to gather this data by 
direct interview with the young children themselves rather than by using 
reports from mothers. Interviewing with very young children is still a 
relatively rare and undeveloped area of field survey research. 

For the present study, the techniques employed were developed pri
marily as adaptations of those used in the interviews with the first grad
ers in the major portion of this study (Lyle and Hoffman, 1971). The jun
ior author was primarily responsible for developing the techniques and 
in doing so was able to draw upon considerable personal experience in 
working with young children in day care centers and nursery schools. In 
addition, helpful ideas and suggestions came from the authors of several 
other studies in this series who drew upon their experiences with young 
children, particularly Aimee Leifer, Donald Roberts, and Aletha Stein 
and her associates. Conversations with Dr. Fred Gottleib of UCLA's 
Neuropsychiatric Institute and Dr. Alberta Siegal of Stanford's Psychia
try Department provided other valuable inputs. 

In the early stages of development, it was anticipated that it might be 
necessary to rely heavily on projective devices. However, pretesting 
soon showed that even three-year-olds were knowledgeable about tele
vision and, for the most part, could respond directly to verbal question
ing. As a result, the technique used in the field relied upon direct ques
tioning together with a series of photographs of television characters 
which the children were asked to identify. 

Great care was taken in recruiting interviewers who could relate to 
children of this age group and could make them feel at ease while still 
keeping their attention directed. The interviewers were young adults 
who had experience working with young children. Negro children were 
interviewed by Caucasians after consultation with the Negro teachers or 
directors of the centers and nurseries. Mt xican-American children were 
interviewed in Spanish where it appeared that this was necessary to put 
them at ease. 

Most interviewing was done within the nursery school or day care 
center environment. This procedure allowed the interviewer to appear 
on the scene before beginning to interview and to be accepted as part of 
the group before dealing with a child individually. 
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All interviews were conducted on an individual basis; the interviewer 
provided reinforcement and reassurance as needed to keep the child's 
attention and confidence. The interview consisted of 24 questions, after 
which the child was allowed to rest or stretch before being presented 
with the 21 photographs for identification. 

The photographs were purposely kept until last to serve as something 
of a reward, since identifying them was found to be a generally pleasura
ble game-type activity for the children. 

An interesting informal observation was that although the word 
"test" was never used by the interviewers, a number of the children 
themselves applied this term in inquiring when their turn would come. 
Even in the preschool ages, these youngsters had already become "test 
conscious." 

Some difficulty was encountered both with the question about favorite 
programs and with the picture identifications. The responses were some
thing of a puzzle. With regard to favorite programs, this was primarily 
due to the apparent tendency for some children to fail to distinguish 
among programs and between programs and commercials. In some in
stances, the children had definite answers which were not immediately 
meaningful to the interviewers. A wide knowledge of programs and 
characters was of prime necessity for the interviewers so "that they could 
understand the response. Similarly, in response to the picture identifica
tion, children sometimes answered, not with the actual "name" of the 
chqracter, but with a mimicking of the character's behavior or pet 
phrases. 

The most serious difficulty encountered was the difficulty some chil
dren had in verbalization. At all three age levels considerable diversity 
of verbal skills was encountered. For instance, some children showed 
physical evidence-facial expression, body motion-that they recog
nized characters, but they couldn't respond with a verbal identification. 
Generally the difficulties in verbalization were more likely to be related 
to minority group membership and disadvantaged background than to 
age. 



Correlates Between 
Observed Behavior and 

Questionnaire Responses 
on Television Viewing 

Robert B. Bechtel, Clark Achelpohl, and Roger Akers 
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Studies of television viewing and its effects have relied heavily on the 
use of self-report questionnaires to determine the extent of television 
viewing. When much evidence depends on questionnaires, it becomes 
imperative to validate the accuracy of this method. Should the question
naire technique prove inaccurate in suffi~ient degree, a great many stud
ies would be modified or rendered invalid. 

The best method of validating a questionnaire is correlating re
sponses on the questionnaire with a direct measure of the behavior in 
question. Since the behavior in question is the daily viewing habits of 
the subject, the best measure must be taken in situ, not in the labora
tory. 

274 
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A technique for measuring daily behavior in the home has been devel
oped and used extensively by Barker and Wright (1955). This method 
collects written behavior specimen records which require detailed and 
exhausting observation of subjects. To perform such an operation in a 
home filled with children and adults watching television would require a 
team of observers who would be prohibitively obtrusive on the very 
behavior to be measured. 

A compromise would be photographing the behavior and analyzing 
the film. Such a technique was demonstrated by Allen (1968) although he 
used time sequence photography rather th~n continuous surveillance. 

The purpose of the present study was to explore the use of photo
graphing the television audience as a technique for validating question
naires about television viewing behavior. l The technique is expensive 
and does not permit the use of a large sample. Therefore the conclusions 
are intended only to demonstrate what directions must be taken in fur
ther research and to show how different from or how similar to the ac
tual behavior questionnaire reports can be. 

The question asked by Steiner (1963) needs to be answered empirical
ly: "What does viewing mean in behavioral terms-how much real at
tention is ordinarily devoted to programs? When and for whom is view
ing a primary or exclusive pursuit like reading, and when is it only of 
secondary or 'background' significance?" 

METHODS 
Subjects for the study were selected by resampling a previous survey 

population (52 subjects) representative of households in the first 99 cen
sus tracts of Kansas City, Missouri. All subjects were administered a 
preliminary questionnaire about television and asked if they would per
mit television cameras in their homes for a six-day period. When an in
sufficient number (eight) were found who would allow the surveillance 
technique in their homes, the remainder of families in the subject group 
(12) were made up of volunteers. Differences between those surveyed 
who agreed and those who did not were tested on 23 variables as a par
tial control. Differences between survey subjects and volunteers were 
also tested on the same variables. 

Families whose viewing behavior was recorded answered three addi
tional questionnaires about their viewing habits. The present study's 
results consist largely of the amount of agreement between these ques
tionnaires and the observed viewing. Other data were obtained from 
descriptions of the types of behavior that accompany and/or interfere 
with television viewing. 

Question nai res 
Four questionnaires on television were used in the study. The first 

(see Appendix A-I) asked general questions about the number of televi-
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sian sets in the house, how many channels could be received, prefer
ences for programs, and attitudes toward programs and television in 
general. This questionnaire was administered to all 52 subjects selected 
from the previous Mental Health Survey population. 

As part of this questionnaire, the subject was asked if he would permit 
the filming of his or her family while they watched television. Payment 
of $75.00 for six days was offered, If the subject agreed, an appoint
ment was made for a representative to call, and the subject signed an 
agreement (see Appendix A-2). If the subject refust!d, the reason for 
refusal was recorded on the questionnaire. 

The second questionnaire was a diary of viewing that was filled out by 
subjects who agreed to the surveillance (see Appendix A-3). The diary 
was in the form of a chart with the entire day marked off into I5-minute 
intervals. If the subject did not watch during more than half of a period, 
he was requested not to mark that period; the later comparison with 
observed viewing was not counted as a disagreement unless it showed 
the subject watching for the full period when he claimed otherwise. 

In most cases the lady of the house filled out the diary form for herself 
and other members of the family present. The diary was administered on 
the fourth day after the television camera was placed in the home
usually a Saturday. 

The third questionnaire (see Appendix A-4) asked the subject to speci
fy the programs watched the previous day and to fill out one sheet for 
each program. The subject was also asked to estimate amount of time 
missed watching each program and to list the reasons why the time was 
missed. The fourth questionnaire (see Appendix A-5) was administered 
following the sixth day and merely asked for an estimate of viewing for 
the five days during which the family was filmed. The subject was also 
asked whether the presence of the camera interfered with normal view
ing in any way and asked to estimate the effect of this interference. 

The diary and previous day questionnaires have been used in previous 
studies (Robinson, 1969) in similar form. 

Subjects 

The Greater Kansas City Mental Health Foundation's Epidemiologi
cal Field Station conducted a mental health survey of the first 99 census 
tracts in Kansas City Missouri in 1969-70. From a sample of 4,000, 3,685 
persons were successfully interviewed. Since the mental health survey 
provided a population about which considerable information was availa
ble, we decided to resample this population in order to save interview 
time. Since we anticipated that our request to install television cameras 
in these homes would be refused at a rather high rate, we thought it 
important to be able to measure whether refusals differed from accept
ances on a wide range of variable-s. 
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Seventy-nine names were drawn at random from the survey popula
tion. Only 53 were located. Six had no addresses, 18 had moved away, 
J.nd two were never found at home after ten callbacks. One person 
called on did not have a television set, and one other refused to talk at 
all. Fifty-one interviews were completed. Of these, only 13 agreed to 
having the television camera placed in their homes, making the refusal 
rate 75 percent. Since more single persons than families agreed to the 
surveillance, only eight subjects were finally used from the original sur
vey population. The remainder of the families (12) were volunteers, 
usually known to the researchers or employees of the Greater Kansas 
City Mental Health Foundation. 

Variables describing the subjects will be listed as part of the res!.!lts. It 
must be stressed that the main effort was not to obtain a truly represent
ative population but to gain knowledge about how to successfully mea
S(lre the television viewing behavior of families. 

Procedure 

Eight of the subjects were already part of the mental health survey 
and did not need to fill out that survey form. The volunteers, however, 
filled out the mental health survey so they could be compared with the 
survey subjects. This was done before the television apparatus was in
stalled. 

Installation of equipment began on a Tuesday. The family was given 
Wednesday to get used to the presence of the camera. They thought the 
camera was in operation, but the researchers did not record until Thurs
day. There was no way to tell whether the camera was operating or not. 
The camera did not click or hum or in any way reveal whether it was 
functioning. 

The equipment operator monitored the film recording from a rented 
truck parked in the driveway behind or beside the house. The largest 
bulk of the apparatus was mounted in the rear of the truck. The operator 
sat facing the screens and console, keeping a constant check on opera
tion and changing tapes after about every hour of viewing. As he 
changed each tape, he spoke into the sound track and identified the fami
ly and the time. As each tape was taken off, the can was carefully la
beled with the family name, date, and time. 

The cameras <lperated automatically with the television set in the 
home. Whenever the family switched on the set, the tape would begin 
recording in the truck, provided the operator had his own equipment 
running. 

After the tapes were recorded, they were collected and brought to the 
Field Station office for coding. Coders played the tapes and recorded 
viewing behavior for each two-ad-one-half-minute interval. A six
point scale was used (see Table 1) for behavior, and a letter code identi
fied type of program (see Table 2). After the tapes were coded, most 
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were recycled for use again. Several thought to be typical of certain 
types of families and behavior were keptfor later descriptive analysis. 

Equipment 

At first, we decided to use one-inch recording tape b~cause we 
thought it would provide a clearer picture for finer discrimination in cod
ing. However, we quickly discovered that one-inch equipment was not 
adaptable to changing temperatures and to the vicissitudes of continu
ous operation. Only the half-inch equipment was viable under field con
ditions. The one-inch tape picture was not noticeably clearer than the 
half-inch tape picture, even when the equipment was operating proper
ly. 

The equipment in the truck consisted of: 1) a Sony 3600 videotape 
recorder, 2) a microphone mixer that permitted pickup from three mi
crophones in the house and one microphone in the truck so that all 
voices would be recorded simultaneously with the visual image, and 3) 
three nine-inch (screen) television monitors mounted with a control con
sole in the truck. One monitor was used for each of the two cameras in 
the house, and one was used for the combined image with sound. A spe
cial effects generator was used to combine the two camera images for a 
corner insert. 

In the house, two cameras and three microphones were placed in the 
television viewing room. The cameras were two Sony CVC 2100 models 
with wide angle lenses. Camera # 1 was mounted over the set to obtain 
the widest possible view of the room. Camera # 2 was aimed directly at 
the set so that it could pick up the programs being watched. The picture 
from camera #2 was inserted in the lower left corner of the picture from 
camera # 1, providing a simultaneous view of the program and the view
ers. The three microphones and two cameras were connected by cables 
to the equipment in the truck outside. 

About seven minutes of viewing time were lost each time the tape was 
changed. In addition, the recording heads of the video tape recorder 
(VTR) had to be replaced at various times in an unpredictable fashion. 
Exactly why the heads stopped functioning was never clear, even to the 
manufacturer and supplier. Various other mechanical troubles devel
oped in serial fashion: the special effects generator broke down, one of 
the monitors broke down, one of the cables failed. Each of the equip
ment failures cost considerably in lost recording time. 

Lighting proved to be another obstacle. While the level in most rooms 
proved adequate for the sensitive camera, in a few instances the room 
was too dark for good observation. 

The buildup of iron oxide from running tapes caused continuous re
cording problems. Even a microscopic deposit of oxide would prevent 
the tape from recording a clear picture. The heads had to be frequently 
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cleaned, and the operator had to play back the first few minutes of each 
tape to make sure the tape was recording properly. 

Coding 

Videotapes were coded according to the degree subjects were en
gaged in watching and according to the type of program being watched. 

A six-category classification of television viewing was developed, as 
in Table 1. 

Table 1: Categories of involvement in television viewing 

Code 

Attending sc,een 
1 

2 
3 

Not attending screen 
4 

5 

6 

Behavior 

Participating, actively responding to the TV set or to others reo 
garding content from the set 

Passively watching (doing nothing else) 
Simultaneous activity (eating, knitting, etc.) while looking at 

the screen 

Positioned to watch TV but reading, talking or attending to 
something other than television 

In the viewing area of the TV but positioned away from the set 
i,l a way that would require turning to see it 

Not in the room and unable to see the set or degree of impact 
of TV content 

The six categories are not meant to imply subjective involvement. 
Letter codes were applied to the type of program, as in Table 2. 

Table 2: Coding for type of program 

A - Movie 
B - Family comedy and variety 
C - Commercial 
D - Suspense 
E - Melodrama 
F - Game show 
G - Talk show 
H - Religious 
J - News, weather, informative programs 
K - Sports 
L - Children's show and cartoons 

The coder checked the viewing of all subjects on the screen every two 
and one-half minutes. This time interval was found necessary in order to 
collect enough information on commercials. Larger units would miss 
commercial time. 

The coding sheet (Appendix B) was used for each tape. Since tapes 
lasted for about one hour, the sheet was calibrated accordingly. On the 
left side of the sheet, the amount of tape used was listed by number of 
feet. This enabled coders who used and reused tapes to pick up the same 
places in the tape for coding checks. (Each VTR unit had a counter that 
registers amount of tape used..) 
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The operator spoke into the tape the time that recording began. Thus 
the coder had an exact time for beginning and a second calibration in 
amount of feet used on the tape. Beginning and ending times are marked 
on each coding sheet. 

Analysis of data 

Computation of agreement with behavior and answers on question
naires. Subjects were instructed in the diary questionnaire to record as 
accurately as possible the time spent watching their programs. Since a 
significant amount of recording time was lost because of equipment fail
ures, only the times for which the subject made his report and which 
were correspondingly recorded on television tapes were used for analy
sis. Agreement was calculated between reported time and time coded as 
watching or nonwatching according to Guetzkow's (1950) accepted for
mula. In the questionnaire asking for the previous day's viewing, the 
same formulas were used for calculating agreement, taking into consid
eration only those times for which tapes and reported viewing were par
allel. 

To define viewing time as watching, those two-and-one-half-minute 
units coded with aI, 2, or 3 (see Table 1) were used to indicate times 
when the subject was considered actually watching the program. Cate
gories 4 and 5 indicated the subject was in the room but not watching, 
and category 6 indicated that the subject was not present in the room. 

Agreement was considered 100 percent when the subject reported 
viewing the program for a specific amount of time and was coded in the 
1, 2, and 3 categories for the same amount of time. If subject actually 
viewed less than the amount he reported, the report was considered a 
case of overreporting. If subject wus coded as viewing more than the 
reported amount, the report was considered underreporting. Underre
porting seldom occurred; virtually all self-reports are overreported. 

Because some data on tape was lost due to equipment failures, actual 
viewing time for the five-day estimate needed to be extrapolated from 
available data. In only one case did this extrapolation amount to more 
than 25 percent of data actually recorded. 

Reliability of coding. Two coders were used throughout the project on 
613 tapes. Reliability checks were made at the beginning, middle, and 
end of the project. Reliability was measured for agreement on watching 
(categories I, 2, 3) vs not watching (4, 5, 6) and for agreement on the in
dividual categories alone (agreement on 1, 2, or 3, 4, 5, or 6 separately). 

Watching-Ncnwatching 
Categories 

Table 3: Reliabilities among coders 

Beginning 

96.0 
96.0 

Middle 

92.2 
87.3 

End 

94.3 
82.0 



BEHAVIOR AND QUESTIONNAIRE RESPONSES 281 

RESULTS 

Accepters and refusers 

A comparison was made between the families who agreed to allow the 
cameras to be placed in their homes and those who refused. Twenty
three variables from the mental health survey were tested. 

Table 4: Continuous variables tested for differences between 
acceptance and refusal families 

Mean for Accept-
Variable N* refusals S.D. N* ances S.D. Tests p 

1. Number of people 
in house 40 3.67 2.05 13 3.31 2.37 t'" .5289 n.s. 

2. Number of 
children 40 1.30 1.54 13 1.76 1.96 t= .7583 n.s. 

3. Age 34 48.06 17.21 13 47.15 14.48 t= .1646 n.s. 
4. No. of rooms in 

house 40 5.45 1.48 12 5.42 1.32 t= .0688 n.s. 
5. No. of times 

moved/2 yrs. 40 .45 1.04 13 .69 . 99 t= .7202 n.s . 
6. Job changes/2 yrs. 38 .34 .66 13 .31 . 72 t= .1557 n.s . 
7. No. marriages 40 1.03 .65 12 1.42 . 95 t=1.5944 n.s . 
8. Family income 37 6999.43 2493.28 10 7099.40 2256.44 t= .1122 n.s. 
9. Last grade in 

school 40 10.17 4.30 12 11.33 2.24 t= .8799 n.s. 
10. Tiffany Scale FE 39 46.00 27.87 13 45.31 32.12 t= .0671 n.s. 

FI 39 55.00 30.44 13 41.46 32.41 t=3.1942 .01 
01 39 70.89 28.49 13 76.69 22.77 t= .7210 n.s. 
OE 39 56.72 27.25 13 59.15 23.88 t= .2974 n.s. 

11. Lubin Scale 40 5.83 3.30 13 6.85 3.32 t= .9490 n.s. 
12. Katz Scale 40 36.50 4.72 13 38.08 4.39 t=1.0445 n.s. 

*Ns for each test differ because not all subjects answered the questions or were appro-
priate for the category. 

The 23 variables reported in Tables 4 and 5 constitute the bulk of 
demographic and psychological variables measured on the mental health 
survey. The Tiffany Scale (Tiffany, 1967) is a measure of the degree the 
subject feels he controls forces inside or outside himself. The only sig
nificant difference found was on the PI Scale indicating refusal subjects 
seem to feel more control over internal forces within themselves than do 
acceptance subjects. 

Other tests-the Lubin (1965), the Katz and Lyerly (1963), and the 
Who-Am-l (Garretson, 1962) showed no differences between accept
ance and refusal families. Apparently, although the refusal rate was 
high (75 percent), there was not much difference between families that 
refused and those that accepted, at least on these measures. 
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Table 5: Nominal variables tested for differences between 
acceptances and refusal families 

Variable Refusals Acceptances 
----
13. Race 28 white,12 black 9 white, 4 black 
14. Who-Am-I A A 2, Others 33 A 0, Others 13 

X2 

.0870 

.0045 
B Bl0, Others 35 B 5, Others 8 . . 6694 
C C16, Others 19 C 5, Others 8 1.0446 
D D 7, Others 28 D 3, Others 10 .0277 

15. Own/rent Own 29, Rent 11 Own 6, rent 7 1.9753 
16. Type of residence House 35, Apt. 6 House 9, Apt. 4 1.2076 
17. Religion Prot. 31, Others 9 Prot. 7, Others 6 1.6651 

Cath. 7, Others 33 Cath. 4, Others 9 .3984 
18. Where did you live Rural 9, City 31 Rural 1, City 12 

most of your life 
19. Drinking problems Yes 2, No 38 Yes 2, No 11 .3930 
20. Anything good nap- Yes 19, No 21 Yes 6, No 7 .0550 

pened in past month? 
21. Anything bad hap- Yes 15, No 25 Yes 3, No 10 .3805 

pened in past month? 
22. How happy are you? Very 15, Fairly 25 Very 4, Fairly 9 .1100 
23. What scares you? Nothing 10, Nothing 1, 2.2385 

Something 24 Something 10 

Accepters, refusers, and volunteers 

p 

n.s. 
n.S. 
n.s. 
n.s. 
n.s. 
n.s. 
n.s. 
n.S. 
n.s. 

n.S. 
n.s. 

n.s. 

n.s. 
n.s. 

A preliminary questionnaire was administered to all persons included 
in the study-volunteers, survey subjects who accepted surveillance, 
and those who refused to allow the television camera in the home. The 
first item asked the number of television sets in the home. Volunteers 
(N = 12) had a mean of 1.58 sets, survey subject accepters (N =8) had 
2.12 sets, and refusers (N =38) had 1.55 sets. None of these differences 
was significant (F= 1.64). The second item asked the number of color 
sets. Volunteers had .41, accepters .50, and refusers .36. Again, the dif
ferences were not significant (F= .15). Volunteers, accepters, and refus
ers also did not differ in their ability to pick up UHF stations (X2= 5.43). 

When the subjects were asked to estimate the amount of time they 
spent watching on an average day, however, differences were signifi
cant. 

Table 6: Estimate of hours spent watching television on an average day 

Volunteers (N=12) Survey subjects (N=8) Refusals (N=38) 

6.20 3.31 3.09 

H=10.10 p<.Ol 

The volunteers had significantly higher estimates than either accepters 
or refusers. Since there were problems with homogeneity in the data 
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(F max = 4.31, p < .05), Kruskal Wallis one-way analysis of variance 
was used. 

Significant differences were also found in estirrrates of time spent 
watching television yesterday. 

Table 7: Estimate of hours spent watching television yesterday 

Volunteers (N=12) Survey subjects (N=8) Refusals (N=38) 

5.29 2.56 2.85 

H = 14.66 p < .01 

In general, then, preliminary estimates of viewing time by volunteers 
were significantly higher than those of either survey accepters or refus
ers. 

Asked whether their favorite program 1) shows life as it really is, 2) 
does not show life as it really is, 3) both, or 4) don't know, subjects re
vealed no significant differences between volunteers, accepters, and 
refusers (X2 = 3.0829, df = 6). 

Asked the reason they liked the programs (because of 1) the stories, 2) 
people in the stories, 3) both, and 4) don't know), subjects showed no 
significant differences (X2 = 3.9447, df = 4). 

Subjects were asked to agree or disagree with four opinions about tel
evision programming in general: 1) too much sex, 2) too many commer
cials, 3) too much violence, 4) too many news programs. There were 
again, no significant differences (X2 = 3.7271,2.2923, and .4840 respec
tively, df = 2). Generally, then, only on estimates of viewing time did 
volunteers differ from accepters and refusers. 

Accepters and volunteer subjects 

Since only eight of the 13 acceptance families were used and the re
maining 12 families were volunteers, it is imperative to show differences 
between "surveys" and volunteers. 

Tables 8 and 9 show that some rather important differences exist be
tween the volunteers and the accepters. The volunteers are about 16 
years younger, moved five more times than the accepter families in the 
last two years, had many more job changes, are less depressed, and 
have a lower FI score on the Tiffany (indicating that survey subjects feel 
they have a great deal more control over internal forces than volunteer 
subjects). 

Thus, significant differences between survey and volunteer families 
prevent com bining the two groups for generalizations about the popula
tion as a whole. Nevertheless, since the accepter population of eight 
families is so small, the two groups were combined for the purpose of 
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Table 8: Continuous variables tested for differences between survey and volunteer families 

N=8 N=12 

Mean for Mean for 
Variable survey S.C. volunteers S.D. Test p 

1. No. of people 
in house 3.63 2.11 4.67 1.49 t=1.1347 n.s. 

2. No. of children 1.63 2.12 1.83 1.14 t= .2390 n.s. 
3. Age 48.75 12.57 32.83 8.05 t=2.9838 <.D'I 
4. No. rooms in 

house 6.00 .87 6.17 .80 t= .4100 n.s. 
5. No. times 

moved/2 yrs. .63 .99 5.42 1.32 t=8.7629 < .001 
6. Job changes/ 

2 yrs. 1.13 2.32 5.42 1.55 t=4.3253 < .01 
7. Times married 1.63 1.11 1.17 .37 t=1.0547 n.s. 
8. Family income 7,000.00 2,397.90 6,750.00 2,919.00 t= .1978 n.S. 
9. Last year in 

school 11.25 1.56 12.17 1.06 t=1.3639 n.s. 
10. Tiffany Scale 

FE 58.00 27.65 52.50 29.47 t= .4009 n.S. 
FI 66.75 22.31 39.17 28.71 t=2.2825 <.05 
DI 73.13 15.19 70.83 26.29 t= .2341 n.S. 
OE 63.00 26.40 50.83 21.12 t= .9292 n.S. 

11. Lubin Scale 6.75 3.27 3.33 2.66 t=2.3204 < .05 
12. Katz Scale 38.13 4.14 36.17 10.50 t= .5545 n.s. 

Table 9: Nominal variables tested for differences between survey and volunteer families 

Survey Volunteers 
Variable N=8 N=12 X2 p 

13. Race (white 6, black 2) (white 11, black 1 ) .1470 n.s. 
14. Who-Am-I A none none 

B B 3, Others 5 B 5, Others 7 .0780 n.s. 
C C 3, Others 5 C 6, Others 6 .0082 n.s. 
0 D 2, Others 6 D 1, Others 11 .1470 n.s. 

15. Own/rent own 5, rent 3 own 9, rent 3 .0092 n.s. 
16. Type of residence house 8, apt. 0 house 10, apt. 2 .2082 n.s. 
17. Religion Prot. 2, others 6 Prot. 8, others 4 1.8750 n.s. 

Cath. 5, others 3 Cath. 3, others 9 1.4670 n.s. 
18. Where did you live 

live most of your rural 1, city 7 rural 1, city 11 .2082 n.S. 
life? 

19. Drinking problems some 2, no 6 some 1, no 11 .1470 n.S. 
20. Anything good hap-

pened in past yes 7, no 1 yes 9, no 3 .0130 n.s. 
month? 

21. Anything bad hap-
pened in past yes 0, no 8 yes 6, no 6 3.5812 n.s. 
month? 

22. How happy are you? very 2, fairly 6 very 7, fairly 5 1.0185 n.s. 
23. What scares you? some 8, not!1ing 0 some 11, nothing 0 .0437 n.s. 
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reporting selected results. However, differences between the two 
groups in television viewing behavior are reported for most variables. 

Diary questionnaire and observed viewing 

Since the diary was the questionnaire most contiguous with the re
corded viewing behavior, we expected that these results would corre
spond closest with behavior. 

Table 10: Agreement of diary with observed behavior on a 
watch·nonwatch basis* for survey families 

Family % of Agreement'. . 
-------------------------,,---,-

1 
2 
3 
4 
5 
6 
7 
8 

*See Table 1: 1-2-3 is watching. 4-5-6 is nonwatching 

54 
81 
55 
78 
68 
70 
56 
83 

Cases of underreporting were infrequent (5.5 percent of total time), 
while overreporting was the general case (24.8 percent). This means that 
for roughly every four hours' watching reported, only three hours were 
actually spent watching. 

Table '11: Agreement of diary with observed behavior on a 
watch·nonwatch basis for volunteer families 

Family 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 
11 
12 

% of Agreement 

92 
72 
65 
78 
55 
57 
78 
82 
85 
71 
69 
79 

A verage agreement among volunteers was 75.6 percent. The differ
ence between volunteers and accepter families was not significant (Z= 
-.79). 



286 PATTERNS OFUSE 

Previous day reports and observations 

Since the previous day questionnaire was one step removed from the 
diary in time, we expected that it would be less in agreement with ob
served behavior. 

Table 12: Agreement of viewing time on previous day report 
with observed behavior for survey families· 

Family 

"I 
2 
3 
4 
5 
6 
7 

*One family reported no viewing during the previous day" 

% of agreement 

61 
56 
51 
67 
44 
58 
72 

Table 13: Agreement of viewing time on previous day report 
with observed behavior for volunteers 

Family* 

1 
2 
3 
4 
5 
6 
7 
8 

% of agreement 

77 
29 
o 

55 
71 
22 
49 
61 

*Three families reported no viewing on the previous day and one family's data was lost 
due to equipment failure. 

Average percentage of agreement among volunteers is only 45.5 per
cent. This means that for over half the time they reported viewing, the 
subjects were not watching television. The difference between the aver
age agreements of accepters and volunteers is not statistically sign~·kant 
(Z = - .76). 

Five-day questionnaire estimates and observed 
behavior 

Respondents were asked to estimate the number of hours viewed per 
day during the five-day period, both for themselves and for each mem
ber of the family. These estimates were compared with the actual times 
recorded by the VTR each day. In most cases, the recorded tapes did 



BEHA VIOR AND QUESTIONNAIRE RESPONSES 287 

not exactly cover the times the set was on during the day because of the 
tape changing and equipment breakdowns. Total watching time was esti
mated by extrapolating from the watching-nonwatching data already 
recorded to the known time missed. In one case, this meant extrapolat
ing nearly 50 percent of the total watching time. Most families, however, 
had less than 25 percent estimated time. The total percentage of esti
mated time for all families was 23.7 percent (135 hours of 570 hours ob
served). This amounts to about 6.7 hours for each family over the aver
age five-day period. Time lost on tape changes amounted to 56.6 hours, 
or 3.8 hours per family over the aVerage five-day period. 

The total number of hours that each person watched was arrived at by 
taking the ratio of watch nonwatch time from the VTR tapes and apply
ing this to the known missed time. For example, Mrs. M watched two 
hours (ten percent of the time) on 20 hours of VTR tapes. This one/ten 
ratio was applied to the known time missed by the VTR, which was five 
hours. One-tenth of five hours is 30 minutes, so total watching time for 
25 hours was two hours and 30 minutes. This total was then averaged for 
the five-day period, resulting in average watching time of 30 minutes per 
day out of five hours each day the set is on. 

On the five-day questionnaire, subjects reported viewing times in 
three ways: 1) how much time they generally watched television per 
day; 2) how much time they themselves watched television per day dur
ing the five-day period; and 3) how much time each member of the fami
ly watched per day during the five-day period. These questions are simi
lar to the questions asked in a recent nationwide questionnaire (see 
Appendix A-I) and are repeats of estimates on the preliminary ques
tionnaire. Question 1 was asked before the observation period, and 
questions 2 and 3 were asked one day after the observation period end
ed. 

The three different estimates of average viewing time show remarka
ble agreement (F = .02 p > .05). Estimates 1 and 2 correlate .5109 (p < 
.05), but estimates 1 and 3 correlate only .0745 and 2 and 3 only 
- .0886. Nearly all overreport viewing, both for ::.elf and for others. One 
would expect an individual to estimate his own previous day's viewing 
time more accurately than he would estimate either others' viewing time 
or his viewing time in general. However, the estimate of viewing time 
for self turns out to be less accurate than the other two estimates. Sur
prisingly, estimates of viewing time in general turn out to be most accur
ate (Table 14). 

Comparing the diary with previous day estimate and with the general 
estimate shows a decreasing continuum of accuracy, as would be ex
pected. The further removed in time the respondent is from the immedi
ate situation, the less accurate should be his estimates of behavior in 
that situation. The respondent begins this continuum, however, with a 
fairly high degree of inaccuracy (about 25 percent error). 



288 

Survey 
subjects 

Weighted mean 
by hours 

Volunteer 
subjects 

Weighted means 
by hours 

Total combined 
weighted means 
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Table 14: Comparison of observed viewing time 
with estimates of viewing time in general 

% of agreement Absolute difference in hours** 

1 100 0 
2 91.3* -.5 
3 86.7 .4 
4 60.0 .8 
5 37.5 2.5 
6 34.5 3.6 
7 32.2 6.1 
8 20.0 .4 

55.1 1.7 

1 90.6 .3 
2 85.5* -.5 
3 57.8 1.9 
4 38.3 3.7 
5 36.0 3.2 
6 30.7 10.4 
7 30.0 8.4 
8 28.0 3.6 
9 22.5 3.2 

10 20.0 2.4 
11 2.8 3.4 
12 No data available 1\10 data available 

38.3 3.6 

43.6 2.8 

*The only two cases of underreporting; all other cases are overreporting 
**Difference between volunteers and survey subjects is not significant (t = 1.58 > .05). 

One possible explanation of the overreporting is that the subjects may 
have referred to the amount of time the set was on rather than the 
amount of time they watched. The evidence is mixed. For volunteers, 
the estimate of average vi0wing time was closer to the time the set was 
on than to the actual viewing time, but the reverse was true for accepted 
subjects. Yet the estimates of viewing made by all subjects showed a 
clear awareness that other activities interfered with watching; these 
were listed, showing that the estimates did not refer to the time the set 
was on. This was true for both volunteers and accepter subjects. 

Influence of the camera 

In the final questtionaire (see Appendix A-5), subjects were asked 
whether they thought the presence of the camera influenced them in any 
way. Ten replied they thought it did, and ten replied they thought it did 
not. Those who thought it did influence them gave the following reasons: 
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Table 15: Comparison of observed viewing time with estimates of 
individual average time watching during observation 

% of agreement Absolute difference in hours** 

Survey 1 100 a 
subjects 2 92.1 * -.2 

3 60.0 .8 
4 57.8 1.9 
5 52.0 4.8 
6 37.5 2.5 
7 30.5 6.6 
8 10.0 .9 

Weighted mean 
48.5 2.2 by hours 

Volunteer 1 83.3 .8 
subjects 2 72.5 1.1 

3 60.0 1.2 
4 52.0 2.4 
5 39.0 7.2 
6 38.3 3.7 
7 31.3 2.4 
8 28.0 3.6 
9 22.5 3.1 

10 17.6 2.8 
11 12.5 3.5 
12 2.5 3.9 

Weighted mean 
35.6 3.8 by hours 

Total combined 
weighted means 39.8 3.2 

*The only case of underreporting; all other cases are overreporting. 
**Difference between volunteers and survey subjects is not significant (t: .83, p > .05). 

"We dressed better, used better language and watched more.' 
"For the first day or so." 
"Felt a little guilty about not watching." 
"Husband wouldn't sit in the room in pajamas." 
"Tried to be more careful." 
"We were on our best behavior." 
"My 14-year-old was constantly trying to watch himself." 
"We turned it on more." 
"Let's act like we have company." 
"We didn't play." 
When asked if answering questions on the questionnaires made them 

more aware of watching television, eight of the 20 respondents said it 
had. 
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Table 16: O;'lmparison of observed viewing time with estimates of 
average viewing time of entire family (including self) 

Absolute difference in hours 
% of agreement per person, per day** 

Survey 1 64.7 1.2 
subjects 2 64.2 .7 

3 52.0 4.8 
4 50.0 1.0 
5 50.0 1.9 
6 40.0 .4 
7 36.0 3.7 
8 30.5 4.7 

Weighted mean 
44.4 2.0 by hours 

Volunteer 1 92.9 .3 
subjects 2 67.9 1.3 

3 51.1 2.8 
4 48.7 2.5 
5 41.2 1.8 
6 40.9 2.3 
7 36.9 2.6 
8 31.9 2.5 
9 31.8 1.9 

10 26.5 9.7 
11 24.6 3.1 
12 11.9 4.6 

Weighted mean 
31.5 2.9 by hours 

Total combined 
41.1 2.6 weighted means 

**Difference between volunteers and survey subjects is not significant (t= .64, p > .05). 

Table 17: Comparison of general viewing estimates with 
time set was on and time actually watched 

Volunteers (N=12) Survey (N=8) 

Time set on per day 
Estimate of average viewing 
Difference (hrs.) 
Difference from hours actual viewing and estimate 

7.90 
6.20 
1.70 
3.20 

7.20 
3.31 
3.89 
2.20 

Cluster analysis and classification of viewing 
types 

In order to arrive at an empirical classification of viewing behavior 
types, the scores on the six categories of watching were clustered accord
ing to the Be TRY system (Tryon and Bailey, 1970), and each of 93 sub
jects from the 20 families was classified by O-type analysis (Tryon and 
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Bailey, 1970, ch. 8). Rates, rather than raw data, were used for each cat
egory. O-type analysis is a classification procedure that uses composite 
scores on the derived clusters to group the subjects into types. For ex
ample, the six categories produced two empirical clusters. Each subject 
was then given a composite score on each of the clusters and grouped 
into types according to whether his or her composite scores fell above or 
below the mean on each of the clusters. A finer classification divides 
subjects into thirds above, at, or below the mean; a still finer classifica
tion divides into fourths, and a final one divides into fifths. 

The correlation matrix of the six categories showed fairly high corre
lations between category 6 and category 2 (- .870) and between category 
6 and category 4 (-.772). 

1 
2 
3 
4 
5 
6 

Table 18: Correlations among watching category scores 

2 3 4 5 

-.134 .022 .057 -.049 
.105 .444 -.133 

.298 .005 
.368 

6 

-.002 
-.870 
-.258 
-.772 
--.164 

These high correlations indicate that those who stayed out of the room 
(6) were not passive watchers (2) and were not non watchers while facing 
the television screen (4). In simpler terms: most people's in-room be
havior on categories 4 and 2 correlates negatively with being out of the 
room. 

The clusters are best defined as: 1) in the room, and 2) not watching. 
The pivotal variable (6) in the first cluster is negative, meaning literally a 
negative absence rather than a positive presence of watching behavior. 
The pivotal variable for the second cluster is variable 5-positioned not 
facing the set and not watching. 

Table 19: Clusters of watching categories 

Cluster 1 : in room CI uster 2: not watch i ng 

6 (out of room)-pivotal variable, reflected 5 (positioned away from set)-pivotal variable 
4 (not watching but facing set) 4 (not watching but facing set) 
2 (passive watching) 

Categories 1 (active watching) and 3 (interrupted watching) were 
dropped because they had communality measures below .200. This 
means that they were not associated significantly with any of the other 
categories. Both clusters exhaust .9785 cumulative proportion of the 
raw correlation matrix. Reliability coefficient for cluster one is .8656 and 
for cluster two .7004. 
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Of course, the clusters overlap on category 5. The meaning of cluster 
two as a not watching cluster is clear, but there is some confusion in 
cluster one because it shows association with two seemingly contradic
tory elements, passive watching (2) and not watching but facing set (4). 
The purpose of this analysis was to classify viewing behavior empirical
ly, not to impose arbitrary categories. What the data say then is that 
both watching in the passive sense (2) and not watching (4) tend to go 
together som'ewhat (corr . .444); at the same time, not watching (4) and 
positioning away from the set also go together somewhat but a little less 
strongly (corr .. 368). In other words, the behaviors observed are not 
exclusive, except those in category 6. Intercorrelation between the two 
cluster domains is .6919, which means they are closely related. 

The classification of the 93 subjects into behavioral types was done by 
O-type analysis. The first classification, separating high from low scorers 
on each of the clusters (one cut) resulted in four O-types. The overall 
homogeneity of these O-types after condensation was .9432 for Type 1, 
.8886 for Type 2, .9258 for Type 3, and .8401 for Type 4. The second 
classification (two cuts) resulted in five types after condensation with 
overall homogeneities of .9393, .9376, .8679, .9124, and .9507. A third 
classification (three cuts) resulted in six types after condensation with 
homogeneities .9453, .8886, .9285, .9106, .7844, and .9507. A fourth 
classification of scores into five parts (four cuts) resulted in nine O-types 
after condensation of overall homogeneities .9785, .9593, .9585, .9354, 
.7844, .9777, .9330, .9724, and .9507. Despite the fact that increasing 0-
types usually increases homogeneities, after five types there is a de
crease of homogeneity in one of the types for three, four, and five cuts, 
so that five types seem to optimize the homogeneity within each type
the lowest homogeneity there being .8679. 

Using five types, then, the following classification table can be set up 
for ali 93 subjects (two subjects were excluded because their scores did 
not fit homogeneously within any of the types, leaving an N of 91). 

Table 20: Television viewing behavior types 
Mean = 50, S.D. = 10 

Typology mean scores 

Type 1-28 members, low on in-room cluster, low on not-watching 
39.36 42.84 

Type 2-31 members, near mean on in·room cluster, near mean on not-watching 
48.19 47.34 

Type 3- 8 members, above mean on in-room cluster, high on not-watching 
56.16 64.13 

Type 4-18 members, above mean on in-room cluster, at mean on not-watching 
58.82 50.07 

Type 5- 6 members, high on in-room cluster, high on not-watching 
73.28 64.61 

The types of watchers can be further described as follows: 
Type 1, the least present group, were the ones who spent the least 
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amount of time in the room and also least amount of time {n the non
watching categories. 

Type 2, the average group, were just slightly and equally below the 
means of both cluster scores. 

Type 3, the nonwatchers, were those who spent more than an average 
amount of time in the room and who used most of it in non watching ac
tivity. 

Type 4, the watchers. These people spent a lot of time in the room, 
were high in watching and only at the mean on nonwatching. 

Type 5, the watch-nonwatchers. These people were highest on the in
room cluster and also highest on nonwatching. They both watched and 
didn't watch television while they were in the room. 

A further breakdown of the types according to age, sex, and income 
reveals the following: 

Type 1 had 28 members, 16 males, 12 females; mean age was 18.95, 
and $6,937.50 was mean income for the families. Only seven of the 28 
were adults. 

Type 2 had 31 members, 16 males and 15 females; mean age was 
22.52, and $7,500 was mean income of families. Twelve were adults. 

Type 3 had eight members, four males and foUIT females; mean age 
was 26.44, and $6,937.50 was mean income of families. Five were 
adults. 

Type 4 had 18 members, nine males and nine females; mean age was 
30.11, and $4,638.89 was mean income of families. Nine were adults. 

Type 5 had six members, one male and five females; mean age was 
40.33, and $7,000 was mean income of families. All were adults. 

The clearest trend is a rising mean age through all five types. The most 
inactive watchers (Type 1) had a mean age of 18.95, increasing to 22.52 
for Type 2, 26.44 for Type 3, 30.11 for Type 4, and 40.33 for Type 5. 
Although the numbers of subjects are too small for generalization, this 
may suggest that television watching styles are correlated with age. Cor
responding to that possible relationship, numbers of children decrease in 
the types from a large majority in Type 1, to no children in Type 5. 

Income does not have the obvious linear quality that age does, but 
higher mean income docs appear to be associated with inactivity (Type 
1), while the lowest mean income is associated with watching (Type 4). 

Sex is evenly divided among all types except Type 5, which is pre
dominantly fem,1le. The watch-non watch style of watching may 
be related to a kind of housewife syndrome, but it must be noted that 
other housewives (17 of them) are scattered among the other types. 

Table 21 lists three ways of measuring amounts of watching time in 
relation to the types of program s. 2 Part A lists the percent of total 
watching time devoted to each type of program. In other words, taking 
into account all the time periods in which subjects were scored 1,2, or 3, 
20.8 percent of that time occurred while subjects were watching a family 
type program. Part B shows the percent breakdown of total 4 and 5 
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scores by type of programs. Commercials, for example, account for 22.6 
percent of all the time subjects were observed not watching. The rela
tionship of watching to nonwatching is further illustrated by the fact that 
family programs account for 19.2 percent of nonwatching time as 
well as the largest amount of watching time. Commercials, in similar 
fashion, also account for the third largest amount of watchiJ1g time (15 
percent). 

Table 21: Program categories ranked by percent of total watching time, 
total not·watching time, and percent of time watched while program was on 

N = 20 families (93 persons) 

A B C 
Percentage of total Percentage of total Percentage of time 

watching time not-watching time watched while 
program was on 

Program type % Program type % Program type % 

Family 20.8 Commercial 22.6 Movies 76.0 
Movies 18.5 Family 19.2 Children's 71.4 
Commercial 15.0 Sports events 11.1 Suspense 68.1 
Children's 11.8 Movies 10.7 Religious 66.7 
Suspense 10.6 News 9.7 Family 66.4 
Sports events 8.6 Suspense 9.1 Game show 65.9 
News 5.6 Children's 8.7 Talk show 63.7 
Melodrama 3.1 Melodrama 3.9 Melodrama 59.3 
Talk show 2.5 Talk show 2.6 Sports events 58.7 
Game show 2.4 Game show 2.3 News 55.2 
Religious .2 Religious .2 Commercial 54.8 

Although the relationships are not exact, a comparison of columns A 
and B shows that programs that tend to be watched, also tend to be not 
watched. This suggests that the watch-nonwatch pattern is generally not 
a function of type of program. 

Column C in Table 21 shows the amount of time a type of program 
was watched while it was actually on the set, and it reflects the fact that 
for much of the time the sets were on, no one was watching. It appears 
that movies are watched 76 percent of the time they are on, while com
mercials, at the bottom of the list, are only watched 54.8 percent of the 
time they are on. 

Column C is not a reciprocal or parallel to either column A or B, be
cause A and B are calculated from scores in the 1-2-3 and 4-5 categories, 
while the time a particular program was on must take into account .::ate
gory 6 (indicating time people were out of the room). 

Suspense programs are rated most violent by critics and public in the 
Greenberg-Gordon (1971) study.3 Column A shows that suspense pro
grams only account for 10.6 percent of total watching time and 9.1. per
cent of nonwatching time, but receive a fair amount of attention while 
they are on, being watched 68.1 percent of the time. 
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Table 22: Proportions of watching to not-watching for types of programs 
among volunteers and survey families 

Type of 
program: A 8 C D E F G H J K L 

M F C S M G T R N S C 
0 A 0 U E A A E E P H 
V M M S L M L L W 0 I 
I I M P 0 E K I S R L 
E L E E D S G T D 
S V R N R I S R 

C S A 0 E 
I E M U N 

A A S 
L S 

Volun- % 
teers Watch 79.3 66.8 56.8 66.8 63.1 64.4 62.4 25.0 56.1 58.1 68.3 

% Not-
(N=12) watch 20.7 33.2 43.2 33.1 36.9 35.6 37.6 75.0 43.9 41.9 31.7 

Sur- % 
vey Watch 65.2 65.6 49.7 73.5 34.4 73.5 74.1 71.4 52.5 59.3 78.3 

% Not-
(N=8) watch 34.8 34.4 50.3 26.5 65.6 26.5 25.9 28.6 47.5 40.7 21.7 

295 

Total 

65.5 

34.5 

62.6 

37.4 

Volunteers and accepter subjects differed in the relative amounts of 
watching and nonwatching time devoted to each type of program. Table 
22 shows that the two largest differences are for religious and melodra
ma programs. Volunteers watch much less than they "not-watch" (25 
percent to 75 percent religious programs; accepters reverse this ratio (71 
percent to 29 percent). Generally the same pattern exists for melodrama. 
Both volunteers and accepters have high watch/not-watch ratios for 
children's programs (68/22 percent and 68/32 percent respectively), but 
accepter subjects watched 10 percent more than volunteers. The same 
pattern is true for game shows, but differences between the two groups 
are sm aller. 

A breakdown of families by income shows no reversals of watch-not
watch ratios between those who make less than $9,000 and those who 
make more than $9,000 (Table 23). The under $9,000 group does watch 
children's programs a great deal more intensely (86 percent) than the 
over $9,000 group (67 percent). 

The 93 subjects broke naturally into three distributions of age 
groups: 1-10, 11-19, and 20-75. Age was definitely a strong factor in de
termining watch and not-watch patterns for types of programs as well as 
the overall pattern for all programs. The 11-19 age group watched slight
ly more attentively than the 20-75 age group, and both these groups were 
considerably more attentive than the 1-10 age group. 

As might be expected, the highest watch/not-watch ratio (86.5/13.5 
percent) was for children's programs in the 1-10 age group. Correspond-
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Table 23: Watching, nonwatching, and income 

Type of 
program: A B C 0 E F G H J K L Total 

M F C S M G T R N S C 
0 A 0 U E A A E E P H 
V M M S L M L L W 0 I 
I I M P 0 E K I S R L 
E L E E 0 S G T 0 
S Y R N R I S R 

C S A 0 E 
I E M U N 

A A S 
L 

Under % 
$9,000 Watch 73.9 70.3 59.7 67.1 54.7 64.5 56.7 0 55.7 69.1 85.7 66.9 

% Non-
(N=9) watch 26.1 29.7 40.3 32.9 45.3 35.5 43.3 0 44.3 30.9 14.3 33.1 
Over % 

$9,000 Watch 80.8 65.3 54.3 71.6 68.9 68.9 67.3 66.7 55.0 58.6 67.0 65.0 
% Non-

(N=11 ) watch 19.2 34.7 45.7 28.4 31.1 31.2 32.7 33.3 45.0 41.4 33.0 35.0 

ingly, the highest not-watch/watch ratios (91.7/8.3 percent) are for 
sports and melodrama in the 1-10 age group. 

The 11-19 age group is far more attentive to the violent suspense pro-
grams than are the 20-75 or the 1-10 age groups. 

Table 24: Watching and not-watching for each type of program by age 

M F C S M G T R N S C Total 
0 A 0 U E A A E E P H 
V M M S L M L L W 0 I 
I I M P 0 E K I S R L 
E L E E 0 S G T 0 
S Y R N R I S R 

C S A 0 E 
I E M U N 
A A S 
L 

% 
Watch 38.6 53.6 41.5 54.3 8.3 50.0 57.1 12.3 8.3 86.5 52.2 

Age: 1-10 
% Not-

(N=26) watch 61.4 46.2 58.5 45.7 91.7 50.0 42.9 87.7 91.7 13.5 47.8 
% 

Watch 73.2 74.6 55.8 84.1 50.0 55.8 43.0 83.5 68.8 
Age: 11-19 

% Not-
(N=23) watch 26.8 25.4 44.1 15.9 50.0 44.2 57.0 16.5 31.1 

% 
Watch 77.9 67.6 51.8 76.8 67.2 73.5 70.2 76.9 60.6 64.8 54.8 65.3 

Age: 20-75 
% Not-

(N=40) watch 22.0 32.4 48.2 23.1 32.8 26.5 29.8 23.1 39.4 35.2 45.2 34.7 
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As age increases, the amount of relative time watching does, but there 
is some indication it may decrease again with older age. Perhaps atten
tion to television follows the u-shaped curve of general attention span 
and age. 

It is worth noting that the subjects in the 11-19 age group did not 
watch melodrama, games, or talk shows. 

Behavior specimen of television viewing 

Appendix D contains the complete record of a family watching televi
sion for one hour. Simultaneous records appear side by side on the 
pages for each member of the family so that interactions between their 
behavior can be seen. By no means can this record be considered a sta
tistical mean of all the families ob&erved. However, it can show just how 
varied is the behavior that accompanies television viewing. The record 
includes behavior that fits all of the categories of Table 1, including ac
tive participation in viewing. Children's general inattention during 
commercials can be seen. Probably the most consistently frequent type 
of behavior accompanying viewing, next to talking, is eating. Adults and 
children come and go during the period of observation. No conclusions 
can be drawn from this one record, but it serves to illustrate the watch
ing-nonwatching pattern. The description provides the essential flavor 
of the 613 tapes scored for this study. 

The behavior observed while viewing television included a surprising 
variety of items. This list only partially covers that variety: 

Looking out window 
Picking nose 
Scratching (someone else 

and self) 
Doing homework 
Smoking 
Rocking 
Reading 
Dancing 
Lying (on floor, couch, table) 
Untying knots 
Sorting wash 
Preparing meals 
Setting table 
Ironing. 
Dressing 
Undressing 
Posing 
Doing exercises 
Singing 

Reciting 
Wrestling 
Fighting 
Crying 
Throwing objects (toys, books, 

paper airplanes) 
Scolding children 
Mimicking the TV 
Answering back to TV 
Eating 
Drinking 
Sleeping 
Playing Cards 
Picking up objects (toys, etc.) 
Conversing 
Playing board games (Monopoly, 

Scrabble) 
Answering phone 
Crawling 
Fantasy play 
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Pacing Teasing 
Asking questions about TV program Combing hair 

Relatively well defined themes occur across the life styles of each 
family. These include the obvious meals, visits, phone calls, holidays, 
work, and school. There also seem to be wide varieties in cl1i1dren's play 
and bed times. 

Styles of viewing also appear. Each family has "regular" programs 
family members always try to watch (as opposed to "fill ins" and "spe
cials" or news events). 

Present limitations of the study did not permit quantifying these 
themes across all the families, but it must be noted that viewing seems to 
be a part of these themes and is, perhaps, no more than one element of a 
family lifestyle. No doubt an aim of future research is determining the 
relationship among viewing time, viewing styles, and the larger frame
work of a family's life style. 

SUMMARY AND DISCUSSION 

When observed viewing time is compared with self-report of televi
sion viewing a clear trend of overreporting emerges. This tendency 
ranges from about 25 percent overreporting in a diary to a 40-50 percent 
overreport in estimates of viewing time for the previous day and general 
estimates of an average day's viewing. 

Volunteers' general estimates of viewing time per day were close to 
those reported by a Nielsen survey-approximately six hours per day 
(Doan, 1971), while the estimates of randomly selected subjects were 
nearer those of another national survey-approximately three hours per 
day (Robinson, 1971). While the numbers are too small to be definitive, 
the possibility that Nielsen ratings might correspond with a volunteer 
rather than a random population needs further investigation. 

In general, the subjects' consistent overreporting indicates a lack of 
awareness of the complexity of behavior during the time the television 
set is on. This finding is supported by the single other study which pho
tographed the television audience (Allen" 1968). 

Globally, the data point to an inseparable mixture of watching and 
non watching as a general style of television viewing behavior. Classify
ing 91 subjects into five types of viewing behavior shows a complex rela
tionship between viewing behavior and age. The viewing types show a 
linear progression from youngest in the first type to oldest in the fifth 
type, but behavior, since it is based on several dimensions, does not 
function linearly with age. There is no evidence that viewing styles fol
lowed a family pattern or a sex-related pattern (except Type 5, which 
was made up almost entirely of women). 
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Family-type programs accounted for most of the total watching time, 
but movies received the greatest degree of attention while the set was 
on. The 11-19 age group was the most attentive, and the 1-10 age group 
the least attentive, to all programs. Commercials accounted for the larg
est block of nonwatching behavior. Generally, however, types of pro
grams that were watched a great deal were also "not-watched" relative
ly the same amount compared to other types. This indicates that watch
ing and not-watching are part of a general behavior pattern not related to 
program type. 

The most violent type of programs-suspense-only accounted for 
10.6 percent of watching behavior, but subjects in the 11-19 age group 
watched them very intently when they were on (84 percent of the time). 

Volunteers were significantly different from subjects selected at ran
dom in their viewing patterns for certain types of programs. Volunteers 
pay much less attention to religious and melodrama programs when they 
are on than do subjects selected at random. 

The findings point to the fact that television viewing is a complex and 
various form of behavior intricately interwoven with many other kinds 
of behavior. It will not be a simple matter to sort out how the way pro
grams viewed finally impinge on the sense receptors, nor to interpret 
how the interfering behaviors filter out the television stimulus. Clearly, 
watching television is not a behavior in its own right but is a mixture 
with many threads of which the viewer seems only partially aware. Any 
interpretation of (he way violence is or is not communicated from the 
television stimulus mus"t take this complex "filter" of the stimulus into 
account. Television viewing does not occur in a vacuum; it is always to 
some degree background to a complex behavior pattern in the home. 
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FOOTNOTES 

1. This research is one of a group of studies done under the sponsorship 
of the Surgeon General's Scientific Advisory Committee on Televi
sion and Social Behavior to provide evidence on the relationships 
between televised violence and the behavior of children and youth. 
Work was done under contract No. PH 43-67-1324 with the National 
Institute of Mental Health, Center for Epidemiological Studies. Spe
cial thanks are due to Roberta Haynes, Mario Fort, Charles Herrick, 
Cathy McCarthy, Jean Hicks and Jeanie Meyer for their work on this 
project. Bob Hayles and Patricia Banks recorded the specimen re
cord of TV viewing behavior in Appendix D. 

2. See Appendix C for a partial listing of programs for each type. 
3. Includes Mod Squad, Mannix, Mission Impossible, Hawaii Five-O, It 

Takes a Thief, The FBI, Gunsmoke, High Chapparai, Dragnet, Iron
side, The Virginian, Name of the Game, Land of Giants, and The 
Bold Ones as the most violent-and generally in that order. 
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Appendix A-1: First questionnaire 

My name is Ada Sylvie and I am conducting a poll for the Surgeon 
General's Scientific Advisory Committee on Television and Social Be
havior. This survey is paid for by the Federal Government and your 
cooperation would be greatly appreciated. 

May I come in and ask you a few questions. The poll should only take 
15 or 20 minutes at the most. 

1. a. How many TV sets (that work) do you have in your home? 
b. How many of these are color sets? 
c. Are any of these sets able to pick up the UHF stations (channels 

19,50)? 
Yes No __ _ 

2. a. On an average day, about how many hours do you personally 
spend watching TV? __ hours 

b. How many hours did you watch yesterday? hours 
3. What are your four favorite programs on television, the ones you try 

to watch every time they are on the air? 
a. ___________ _ c. _________________ _ 

b., ___________ _ d. _________ _ 

4. (FOR FIRST FICTIONAL PROGRAM MENTIONED IN Q. 3): 
a. Would you say that (PROGRAM) 

__ 1. Shows life like it really is 
__ 3. Does not show life like it really is 
__ 2. Both 
__ 8. Don'tknow 

b. Would you say you like these programs more for 
__ 1. The stories 
__ 3. The people in the stories 

2. Both 
8. Don't know 

5. Would you agree or disagree with these complaints about TV? 
a. Too much sex ___ Agree __ Disagree 
b. Too many commercials ____ Agree __ Disagree 
c. Too much violence ___ Agree __ Disagree 
d. Too many news programs __ "_ Agree __ Disagree 

Thank you for answering the questions in the poll. 



BEHAVIOR AND QUESTIONNAIRE RESPONSES 303 

A part of the research being done on the effects of television concerns 
itself with the time people spend watching television and the ways they 
behave while watching it. Would you be willing to allow us to film (your 
family) (you) watching television? 

Of course, we would pay you for the inconvenience. Payment is 
$75.00 for six days viewing. 

1. Record refusal and reason. 
2. Record acceptance and set up date for representative to call. 
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Appendix A-2: Subject agreement 

I, am willing to permit two cameras and 
three microphones to be installed in my home for research on television 
viewing behavior. It is my understanding that viewing will take place for 
six (6) days and that I will be recom pen sed by payment of $75.00. 

It is also my understanding that this information will be used only for 
purposes of scientific research sponsored by The Surgeon General's 
Scientific Advisory Committee on Television and Social Behavior and 
that the data are to remain anonymous. 

signed 



Appendix A-3: Diary 

A 

TIME SET USE STATION TUNED IN 
MAN 

NAME OF 
QUARTER OF 

HOURS 0 PROGRAM WATCHED 
0 CALL CHAN. HOUSE F N LETTERS NO. F 

AGE 
SEX 

4:00-4:14 

4:15-4:29 

4:30-4:44 

4:45-4:59 

5:00-5:14 

5:15-5:29 

5:30-5:44 

5:45-5:59 

6:00-6:14 

6:15-6:29 

6:30-6:44 

6:45-6:59 

7:00-7:14 

7:15-7:29 

7:30-7:44 

7:45-7:59 

8:00-8:14 

8:15-8:29 

8:30-8:44 

8:45-8:59 -
9:00-9:14 

9:15-9:29 
_L--~~ -~~--~~- .. --~---.---.-----

LADY 

OF CHILDREN H 
HOUSE T 

0 

i' 

'-- --

S 
R 

E 

tp 
tr:I 
rx: 
> 
<: 
(3 
:;0 

> 
Z v 
'§ 
rd 
<J.l 
>-,J -o z z 
~ 
:;0 
tr:I 
:;0 
tr:I 
til 
'1:J o 
Z 
til 
tIl 
til 

w 
o 
u, 
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Appendix A-4: Previous day questionnaire 
Now I'd like to go over with you the programs you watched on televi
sion yesterday, that is, (NOTE THE SPECIFIC DAY, 
e.g., Saturday). Here is a television schedule to help you recall the pro
grams on yesterday. Let's begin by asking what the first program you 
watched was after you got up yesterday . __________ _ 
a) Program (or description with channel, if R cannot recall program) __ 

b) And you watched that program between __ :~ and_:~ 
c) As best you can remember, what was the program about? (TRY TO 

GET R TO NOTE AT LEAST TWO DESCRIPTIVE SENTENCES 
ABOUT PROGRAM.) ____________ _ 

d) How did you happen to watch this show? Had you planned to watch 
it beforehand, did it just come on the channel you were already 
watching, or what? 

Planned to watch Came on channel 

Other (explain) __________________ _ 
e) Were you domg anything else while watching this program, or did the 

program have your complete attention from start to finish? 

1. Complete attention 5. Doing something else 

f) What were you doing? __ _ 

g) How long were you doing it? _ 

h) Looking back, would you say that the program was a waste of time, 
really worth watching or what? 

1. Waste of time 5. Worth watching 

Other (explain) 
i) Was anyone watching the program with you? 

Yes No 
j) Who was that? __________________ _ 

k) Did they have any say in choosing this program rather than other 
ones on at the same time? 
Yes No 
1) Who had the main say as to watching? (program 
watched) 

m) Did you talk with anyone while the program was on? 

Yes No' 
n) What did you talk about? _____________ _ 
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Appendix A-5: Five-day questionnaire 

I would like to ask about how much you watched T.V. during the past 
five days. 

1. First, do you think having the camera present influenced you and 
your family in any way? 
~sD NoD 

a.lnwhatway? ____________________________________ __ 

2. Do you think our asking you questions has made you more aware 
of watching T.V.? 
YesD NoD 

3. How much T.V. did you watch during the last 5 days? 
a. Hours per day for you 
b. Hours per day for spouse 
c. Hours per day for children 

l. 
2. 
3. 
4. 
5. 

4. Was the last five days in any way different from an ordinary week? 
Did anything unusual happen that might influence T.V. watching? 



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. 

30. 

31. 

308 PATTERNS OF USE 

Appendix B: Coding sheet 

T.V. OBSERVER: CODE SHEET 

FAMILY NAME: _______________ _ TAPE DATE: ____ _ 

SHEET NUMBER: # _________ _ TAPE TIME' ___ TO __ _ 

CODE DATE: ___________ _ REEL NUMBER # _____ _ 

NAME 

AGE 

SEX 

40 
C 
H 

78 
A 
N 

115 
N 
E 

151 
L 

185 

21B 

250 

2B1 

311 

340 

368 

396 

423 

449 

475 

500 

525 

549 

573 

596 

619 

641 

663 

684 

705 

725 

745 

765 

784 

803 

822 
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Appendix C: Partial listing of program types 

Category 

A. Movie 

B. Family variety 
and comedy 

C. Commercial 

D. Suspense 

E. Melodrama 

F. Game show 

G. Talk show 

H. Religious 

J. News, weather, 
information 
programs 

K. Sports events 

L. Children's show 
and cartoons 

Examples 

ABC Movie, NBC Movie, Wednesday 
Night Movie, Channel 5 Movie, Channel 9 
Movie 

Glen Campbell Goodtime Hour, I Love 
Lucy, Don Knotts Show, All in the Fami
ly, Johnny Cash, Odd Couple, Bob 
Hope's Christmas Show, Love American 
Style, Fanfare, Hee Haw 

Commercials for products and paid pol
itical announcements. 

The FBI, Felony Squad, Perry Mason, 
Big Valley, Gunsmoke, Dragnet, The 
A vengers, Mannix, Alfred Hitchcock, 
Run for Your Life 

Peyton Place, Where the Heart Is, Gen
eral Hospital, Secret Storm, Edge of 
Night, Divorce Court, Love of Life, A 
World Apart 

Truth or Consequences, Concentration, 
Movie Game, The Who, What, Where 
Game, Let's Make a Deal, Sale of the 
Century, You Don't Say 

Tonight Show, Dick Cavett, Merv Grif
fin, David Frost Show 

Story of Jesus, Faith for Today, Oral 
Roberts, Unity Society, Herald of Truth, 
Rabbi Margolies, Revival Fires, Faith for 
Our Times 

Issues and Answers, Perspective, CBS 
News, NBC News, 10:00 News, Weather 
and Sports, Meet The Press, World Press, 
The Advocates, CBS News Special, Your 
Congressman, 60 Minutes 

Basketball-1970 Stanley Cup High
lights, Gold, Sportsman's Friend, NFL 
Football, Roller Derby 

Tom & Jerry, Penelope Pitstop, Smo
key the Bear, Captain Kangaroo, Sesame 
Street, Superman, Flintstones, Romper 
Room, Gomer Pyle 
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Appendix D: Behavior specimen record of one 
family's television viewing for one ho.ur 

To 
Bedroom 

" To 
Bedroom .. 

SKETCH OF BARKER FAMILY TV AREA 
(View from above) 

--------~I Kitchen 

t 
Dining Area 

t Telephone 

----------------.~ 
CJ 

Couch 

Coffee 
Table 

I 

The following material came from: 
Barker: Monday, 2/16/70, Tape #18 

Time: approximately one hour 

Couch 



Time Tommie Jamie Mother Father 0::1 
tyj 

::r: 
(TV is presenting the I Love Lucy show.) >--< 

0' 0" Tommie sits with legs He is sitting on end of the Out Out 0 
;.:J 

tucked under him on the couch nearest the set. He >-
Z 

right couch. He holds a has his feet on the floor t1 

drumstick-like object in ant! his back resting on the 
I:) 
c:::: 

his hand. couch; one hand is near 
tyj 
Ul 

his mouth. He is watching 
..., -He watches the set in 0 

TV closely. He has his feet Z 
a relaxed but attentive Z 

crossed. He wiggles his feet. >-
manner. He watches for .... 

;.:J 

20 seconds without 
tyj 

;:d 

movement. tyj 
Ul 
"0 

Then, while still look-
0 
Z 

ing at the set, he gives 
Ul 
tyj 
Ul 

the stick a flicking 
movement. 

0' 30" He continues to watch in He wiggles his feet. Out Out 
a very stiU position. 

He continues to watch the 
set closely. 

I' Tommie's fixation on the He is sitting still watching Out Out 
set continues. He scrunches TV. 
back in his seat giving one c....> 
flick to his stick. --



Time Tommie Jamie Mother Father VJ ...... 
N 

}' 30" He is still like a statue, He bounces feet to the Out Out 
staring at the set. rhythm of the song. 

("I've got the world on a string" is being sung on TV.) 

He is bouncing his head to 
the beat a few times and 
then sits still with no move-
ments. 
(The song continues.) 

2' Tommie is watching closely. Jamie sniffs a rose. He Our Out 

He flicks stick. 
wiggles feet a little. 

2' 30" He is still watching He is sitting still. Out Out 
closely. 

Without moving his eyes, 
he pushes his legs out from 
under himself. Now he is 
sitting feet down on the 
seat of the couch. ~ 

(The music still continues.) ::l 
3' He is watching carefully He is still sitting in the Out Out tI:I 

:;d 

and taking it all in. He original position. Z 
en 

brings his hand and arm 0 
"lj 

across his face as if rub- e en 
bing an itchy area. tIl 



Time Tommie Jamie Mother Father ttl 
trJ 
::r: 

3' 30" Tommie draws his knees Jamie turns to look at his Out Out >-<: 
up and shifts his body dad as he closes the dining 0 
slightly. He is still watch- room, for a few minutes. :;0 

>-
ingTV. Z 

Then he returns to the t:::I 

original posture of watch-
/.::; 
c:: 

ing TV. tIl 
Ul 
.-J -0 

4' Tommie watches the set. Jamie pats his feet to tlle Out Out Z 
Z 

beat of the song for a few >-
Then he notices his dad ;a 
crossing the dining area. 

seconds. trJ 
:;0 
trJ 

He says something but 
Ul 
"d 
0 

does not receive an Z 
Ul 

answer. trJ 
Ul 

Then he turns and com-
ments briefly to Jamie 
(not heard). 

He looks back at the set. 

(The song on the set continues.) 

4' 30" He is still looking at the He stops beat. Out Out 
set. 

w 
(The song ends.) ..... 

w 



Time Tommie Jamie Mother Father w ..... 
.po. 

He uncrosses his feet, sits 
up, and scoots back on 
couch, places hand on his 
chin with elbow on knee. 
He watches TV attentively. 

(Lucy of The Lucy Show is making a comment.) 

5' Tommie watches closely. He flutters his feet for 10 Out Out 
He pulls himself further seconds and then stops. 
back on the couch so that He removes his hand from 
his feet are off the floor. his chin and leans back a 
He watches the set all the little more. 
while. 

He glances into the dining 
area. 

He qUickly looks back at 
the TV. 

5' 30" Tommie sits quietly and He leans forward a little Out Out 't:J 
> 

comfortably. with his head and body 
>-l 
>-l 
tTl 

and straightens up and :;tl 

He watches. Z 
places fingers in his mouth. en 

0 

He b~gins to whistle loudly 
"'Ii 
C 

for a few seconds. 
en 
tTl 



Time Tommie Jamie Mother Father to 
trJ 

6' He continues to watch TV. He whistles off and on. Out Out ::t: 
> 

He bounces his feet on <: 
(3 

the edge of tlle couch. :>:l 

(A commercial is on.) > 
Z 

(He does not seem to notice (Jamie does not notice his t:i 
t:) 

his father passing through father passing through the c:: 
trJ 

the dining room.) dining area.) en 
>-l 

6' 30" Tommie gets off the couch He continues to bounce his Out Out -0 

still facing the set as he is feet and whistle. Z 
Z 

about to leave. > 
~ 

(You might say he is tak- He stops viewing the set to trJ 
:>:l 

ing one last look.) look at Tommie. trJ 
en 

He then beats the drum- "'t:I 
0 

sticks and whistles. His Z 
en 

head is now turning away trJ 
en 

from the TV. 
7' He walks out of the area. Jamie looks back at TV. Out Gut 

He continues to beat his 
leg with the drumstick. 

He gets up and gue!: O'ier to 
the TV and adjusts the set, 
then returns to the coud .. 

He slouches down on the 
couch. He then looks into w ..... 
the dining area. v. 



Time Tommie Jamie Mother Father VJ 
>-
0'1 

7' 30" Out Ii.e looked back at TV. He's Out Out 
still in a slouched position. 
Jamie looks down at his 
hands that are playing with 
the drumstick. His feet are 
on the floor. He touches onp. 
foot to the other. 
He glances away from and 
then back to the TV set. 

8' Out Jamie takes his right shoe Out Out 
off. 
He then bounces his foot 
on the shoe. 
He continues to watch TV 
while doing this. 

8' 30" Out Jamie is playing around Out Out 
with his feet. He bounces '"d 

them and touches them > ..., 
to each other. 

..., 
tr:I 
:;0 

Jamie then puts his legs Z 
en 

entirely onto the couch. 0 

He beats his drumstick. 
'Il 
c::! 

He looks at TV. en 
tr:I 



Time Tommie Jamie Mother Father ttl 
tI1 
::r: 

9' Out Jamie looks into the dining Out Out :> 
< 

area and sits up. (5 
:0 

His legs are folded. He is :> z 
laying on his side; the drum- 0 

10 
stick is held under his foot e 

tI1 
with his hands attached to en 

>-l 
each end. (5 

Z 
Z 

9' 30" Out He continues to watch TV. Out We can hear him speaking. 
:> 
;;:; 
tI1 

Jamie beats his foot with :0 
tI1 

the drumstick. en 
"'d 
0 
Z 

10' Out Jamie scratches foot with Out We can now neither see or 
en 
tI1 
t..'il' 

his drumstick. hear the father. 

(Mayberry RFD is on TV.) 

10' 30" Out Jamie continues to play Out Out 
with his mouth holding it 
with his left hand. 

11' Out He puts the stick in and Out Out 
out of his mouth holding w 
it with his left hand. ..... 

-..J 



Time Tommie Jamie Mother Father w -11' 30" Out Jamie whistles. 
00 

Out Out 

He then lies on. his stomach 
facing TV. He beats some-
thing with his drumstick. 
Jamie continues to watch 
lV. 

12' Out Jamie looks down. He then Out Out 
beats on something. 

Jamie looks back at set. 

He stops his beating. 

12' 30" Out Jamie watches the TV set. Out Out 

He puts his fingers near 
his mouth, he sniffs. 

13' Out Jamie still has his hand in Out Out 
front of mouth ard nose. 

13' 30" Out He lies down flatter on the Out Out "d 
> 

couch. He keeps his eyes 
. ., .., 
t7j 

on the TV. :;0 
Z 

He glares to the right for a 
en 
0 

second. Then he places his 
'Tj 

c::: 
head on the arm of the couch. en 

t7j 



Time Tommie Jamie Mother Father to 
ttl 
::z:: 

14' Out Jamie kicks his legs a little. Out Out >-<: ..... 
0 

He then beats the arm of :;d 

the couch with his drum- > 
Z 

stick. 
t:) 

/::) 

14' 30" Out Jamie scoots forward and Out Out c::: 
ttl 

sits halfway up. He looks 
en 
>-cl ..... 

down and fiddles with the 0 
Z 

drumstick, beats on the Z 
> 

couch and runs stick along ..... 
:;d 

tlle couch. ttl 
:;d 
ttl 

He now resumes TV viewing. en 
'1:1 
0 

15' Out He beats an unknown Out He leans forward now and can Z 
object held in one hand 

en 
be seen sitting near the door- ttl 

en 
with the drum stick. way. 

15' 30" Out He is still watching TV and Out Mr. Barker raises, lowers, and 
beating with the drumstick. lowers his arm. He rests his 

He glances into dining area elbows on the table and rests 

and ba.ck at the TV. 
his head in his hands. 

16' Out He is still watching TV. Out Mr. Barker rubs his head with 
his hand. 

He tells Tommie "No" to an w 
unheard question. -\0 



Time Tommie Jamie Mother Father v.> 
N 
0 

16' 30" Tommie returns with two He accepts the cupcake Out He turns his head forward and 
cupcakes. from Tommie. gets up out of the chair. 

He gives one to Jamie. He leans back and his head He goes out of sight. 

He climbs onto the cOllch 
cannot be seen. 

and sits in a kneeling 
position. 

17' Tommie squirms. He looks Jamie sits up a ways with Out He is asked something by one 
at cupcake, then back at his head still out of sight. of the boys. 
TV. He gives a command. 
He wipes his nose with his 
elbow and turns head 
briefly. 

17' 30" He pounds one hand with He leans his head forward Out He gets some food out and 
the other while making and beats the cupcake then walks out of sight again. 
sounds to the same wrapper with his drumstick. 
rhythm. He nods his head (He is not watching TV.) 
a few times. '"d 

)-

He speaks to Jamie 
.., .., 

(content unknown). t:r1 
:;0 
Z 

18' Tommie watches TV in- He is viewing TV. Out Out en 
0 

tently; he sits very still. 
Jamie glances down and 

"I1 
c::: 

back at TV. 
en 
t:r1 



Time Tommie Jamie Mother Father to 
tIl 
~ 

18' 30" He now moves to a kneel- He beats his hand with the Out Out >-< ..... 
ing position. drumstick. 0 

~ 

He is still watching TV. >-z 
t:;) 

19' He looks down at his cup- He looks down and beats Out Out /:) 

c::: 
cake and takes a bite. the cupcake with his drum- tIl 

rn 
stick. 

..., 
He watches TV. a 

He takes a bite from his Z 
He chews, too. Z 

cupcake. >--!:tl 
He leans forward to see tIl 

around Jamie. 
!:tl 
tIl 
rn 
"t:l 

19' 30" He looks at the cupcake He drops a piece of cup- Out Out 0 
Z 

and takes another bite. cake, picks it up and eats rn 
tIl 

it; he eats more of the rn 
He looks into the dining 
area. (Someone moves in 

cupcake. 

there.) 

20' He sits very still with his Now he is totally involved Out Out 
legs straight out. with eating the cupcake. 

He is still watching TV. He is not viewing TV. He 
beats occasionally on his 
leg with rhythm. 

(Marlboro commercial on TV.) 
...., 
N 



Time Tommie Jamie Mother Father ...., 
N 
N 

20' 30" He does not notice his He glances at his dad as he She walks through the Mr. B. enters the area and goes 
father entering the room. enters the room. living room. She looks at around TV. 

He resumes watching TV 
the TV while moving. 

and beating the stick. 

He sits up on the edge of 
the couch and faces across 
the room at his father. 

21' He reclines and watches He eats the cupcake. She walks out of the living He leaves the area. 
TV. 

Jamie sits back and 
room and out of view. (She 

rocks over to one side. 
had apparently come into 
the room to look for, or 
to get something) 

21' 30" Tommie watches TV very He watches TV. He eats Out He returns and adjusts the 
intently with no reactions. some more cupcake at pillows on the couch and sits 

the same time. with legs spread apart and feet 
on the floor. "t:l 

>-
....j 

22' He watches TV while sitting He eats some more cup- Out He lifts his fe~t onto the couch ....j 
t!j 

very still. cake. He is still watching and glances at them. 
:;.:l 
Z 

TV. 
en 

He fingers his glasses. 0 
'I1 
c:: 

He cleans his ears. en 
t!j 



Time Tommie Jamie Mother Father b:I 
!:fj 
::r: 

22' 30" Tommie continues watch- He watches. Out He glances at the boys. >-<: 
ing. 

He looks back at the set. 
a 
~ 

>-
He places his hands across his Z 

t::1 
stomach. 10 

c::: 
!:fj 
en 

23' He watches. He continues to watch TV. Out He scratches his chest. t-:l -0 

He also continues to eat on He digs in his ear and looks at Z 
Z 

the cupcake. the object (unknown) used for >--~ 
digging. !:fj 

~ 
!:fj 
en 

23' 30" Tommie continues watch- He watches. Out He looks at TV. Mr. B. grunts '" 0 

ing. and yawns. Z 
en 
!:fj 

He picks up a newspaper and 
en 

holds it in front of him. 

24' He watches. He watches. Out He is reading the newspaper 

Tommie sits very still 
and doing nothing else. 

without moving or reacting. 

24' 30" He watches. He watches. Out He continues to read the news-
paper. He moves his fingers a 

YJ 

little. tv 
YJ 



Time Tommie Jamie Mother Father t...) 
N 
.j:>.. 

25' Tommie continues to He beats his hand with the Out The father now leans slightly 
watch. drumstick. over to one side, while still 

He leaves the area. He finishes the cupcake. 
reading the paper. 

25' 30" Out He beats the cupcake Out He continues to read. 
wrapper with the stick 
while holding the stick in 
one hand and the wrapper 
in the other. 

26' Out Jamie is sitting with one Out He is still reading the paper. 
leg down and the other He places his fingers by his 
bent at the knee with his mouth. He has not looked up 
arm resting on it. He puts the whole 30 seconds. 
the end of the stick into 
his mouth. 

26' 30" Tommie returns. He takes the stick away Out The father looks up from the 

He sits on edge of the 
from his mouth. paper once. 

couch and watches TV He glances at Tommie. He is still fingering with the "'d 
>-

intently. paper. >-l 
>-l 
~ 

27' He turns to his dad. He jumps up quickly and Out He moves the hand that is ;0 
Z 

runs into the dining area. holding the paper. The paper en 

He then watches TV quietly 0 
almost completely conceals "Ii 

and intently. d 
his face. en 

~ 



Time Tommie Jamie Mother Father tx:l 
l:Ij 
::r: 

..,~ , 
He still sits on edge of Out Out Mr. B. looks down. He moves >-

~I <: 
couch, and watches TV the paper slightly. He puts his 0 

::c 
intently. right hand up to his glasses >-

and pushes them back on his Z 
tj 

face. Then he places right hand 10 
q 

on top of and behind his head. l:Ij 
en 

He is still holding and reading 
::l 
0 

his paper. Z 
Z 
>-
;;.:; 

28' He is watching TV with Out Out He holds the same position. tIl 
::c 

close attention. tIl 
He turns his head to ask a en 

." 

question of Mrs. Barker. 0 
Z 
en 

He moves the paper slightly. tIl 
en 

He looks back at paper. 

28' 30" Tommie rests his hand on Jamie returns and sits on Mrs. Barker enters living He looks up as mother passes 
his leg. He wipe.s his nose the couch. He sits all the room. She is carrying an through. (TV says at the same 
with his arm. way back with his feet article of clothing on a time "Hey look over there"). 

He then looks at his 
extended straight out, hanger. She glances at He watches set for 10 seconds. 

brother and dad. 
and his hands between TV. He then turns back to paper. 
his thighs. Mother goes through. He looks 

He watches TV. 
up at set. (There is marching w 
music on TV.) IV 

V. 



Time Tommie Jamie Mother Father 
w 

29' He says something to He watches TV intently. She enters the living room He takes his hand off his head N 
0\ 

Jamie and something to He answers his dad and and glances slightly at the and looks toward the boys. 
Dad. looks at him for a few television. She is carrying He asks something about what 
He then leaves the room seconds. an article of clothing on a is on the television. 
after looking at Dad and hanger into another room. He then moves his legs slightly. 
then at Jamie. 

29' 30" Tommy returns and sits He flutters his feet as a She returns to the living He holds the paper up. I can· 
down on the couch. swimmer does while kick- room where she stands in not tell ifhe is looking at it 
He places one leg out and ing and then stops. the doorway and does not or the television. 
one leg tucked underneath pay attention to the tele-
him. He wiggles his foot a vision. 
little. She seems to be clearing 

something from the table. 
30' He wiggles his feet. He is He is still watching tele- She walks out of the room He maintains his same position 

still watching television vision intently with no and returns by the living but moves his feet up and 
intently. movement. room and glances at the TV down slightly. 

on the way by. 
30' 30" From this time through He flutters his feet a little, She is still out of the room. He holds his same position 

33 minutes, Tommie still watching TV intently. while sitting on the couch 
watches TV sitting very reading the newspaper. "d 

> 
still with no reaction or He places his hand on back >-l 

>-l 
movement. and on top of his head. He tIl 

~ 
crosses his legs. He is reading Z 

en 
the newspaper, definitely. He 0 

is holding it up with his left 
'rJ 
C 

hand. 
en 
tIl 



Time Tommie 

31' 

31' 30" 

32' 

32' 30" 

33' He still has no reaction to 
the TV or anyone in the 
room. 

Jamie 

He glances at Tommie. 

He folds one leg up and 
puts his hand in front of 
his mouth. Perhaps he 
puts a finger or two inside 
his mouth. 
He holds his left foot with 
his right hand. 

He then pats his left foot 
alternately with his right 
and left hands several 
times. 
He stops patting after 15 
seconds. 
Both his hands are finger
ing his feet. 

He stops, he glances down. 

Mother 

Mrs. Barker now leaves the 
room and does not return 
until 38 minutes. 

Out 

Out 

Out 

He sniffs his nose, he fin- Out 
geTS his foot with his hands 
and grabs one of his feet 
and pulls it up with both 
hands. He is still watching 
TV intently. 

(A commercial advertising Benson & Hedges is now on.) 

Father 

He is still lying on the couch 
reading the newspaper. He 
maintains this behavior to 33 
minutes 30 seconds. 

b:l 
trl 

g3 
<: ..... o 
~ 

~ 
tj 
I:) 
d 
l'Xi 
CJl 
:j 
o 
Z 
Z 

~ 
trl 

~ 
CJl 
"d o 
Z 
CJl 
trl 
CJl 

W 
1;.) 
-...l 



Time Tommie Jamie Mother Father w 
N 
00 

33' 30" He glances into the dining He puts his foot down and Out He now raises his head slightly 
area and then looks back puts his hand near his but I still cannot tell if he is 
at the television. mouth. watching TV and/or reading the 

He now puts his legs down 
newspaper. 

over the edge of the couch. 

34' He glances at Jamie then He now sits back on the Out He is in the same position on 
back at the TV. couch with his hand near the couch with his legs crossed. 

his mouth. 
He is reading the newspaper. 

He still has one hand on his 
head. 

34' 30" He is sitting still watching He is still watching TV with Out He scratches his left leg with 
TV intently. his hand at his mouth. He his right foot. His other body 

rubs one foot against the position remains the same. '"d 

other one. >-
>-l 
>-l 
tI1 
::0 
Z 

35' He glances at his dad read- He is still watching TV Out CI.l 

0 
ing the newspaper. with his hand near his "I1 

C 
mouth. CI.l 

tI1 



Time Tommie Jamie Mother Father to 
~ 
::c: 

35' 30" Tommie goes toward the Jamie claps his hands four Out He moves his head slightly. He > <: 
dining room and when he times and looks at Tommie lowers his arm along with the 0 
is caned by Dad he returns for a few seconds. paper. :;>::I 

> 
to the living room. He He then folds his legs under He then turns to see what the Z 

ti 
goes over to Dad by the him onto the couch. boys are doing and calls to 10 

couch to see what he Tommie. C! 
~ 
en 

wants. ..., 
(The television show Mayberry R.F.D. is now going on.) 0 

Z 
He now turns to watch the Z 

> 
TV while standing in front ;d 

~ 
of his dad. :;>::I 

He does not react to Jamie's ~ 
en 

clapping. 
'"0 
0 

36' He asks his dad for an He is sitting very still with Out 
Z 
en 
~ 

aspirin. his hand near his mouth en 

He then leaves the room watching TV. He makes 
and searches for his mom. no movements. 
Apparently, she will give 
him the aspirin. 

(At this point, The Doris Day Show begins.) 
36' 30" Tommie has not returned Out He begin~ to pick at his nose 

yet. while still reading the news-
paper. 
He moves his left hand as if 
scanning up the side of the V.l 

paper. tv 
\0 



Time Tommie Jamie Mother Father Vol 
Vol 
0 

37' Out Jamie is still watching TV Out He folds a section of the paper 
sitting very still with no and then scoots down further 
movement or reaction. on the couch. 

He places one hand behind 
his head. He now has his legs 
sprawltid apart on the couch. 

37' 30" Out He now gets up slowly and Out He turns his head slightly still 
walks slowly out of the reading the newspaper. 
room. 

He then takes his arm from 
his head and scratches his 
shoulder, and then resumes 
his previous position. 

38' Tommie has returned. He Out She walks into the living He now moves his legs around 

enters the room and climbs room and questions Mr. a little, scratches his head with 

onto the couch. He sits in Barker about what is on his hand. 
~ 

a kneeling position. TV. He then glances for a second 
.., .., 

He now wipes his face with She then stands in the at the set. Wl'lile he is glancing 
tIl 
::a 

his hands. living room facing toward at the set, he is turning a page Z 
en 

the television. of the newspaper. 0 

He glances at Dad for a few 
'"tj 

cj 

seconds. 
en 
tIl 



Time Tommie Jamie Mother Father ttl 
ttl 
::I: 
)0-

38' 30" He rubs his nose with his Jamie is still out of the She is still standing in front He now turns his head for a -< 
fist and yawns. He then room. of the couch watching TV second toward Tommie. 

(5 
~ 

turns to speak with some- standing very still. )0-

He then turns back and Z 
one who is out of the 

After a few seconds she watches television. 
t:! 

room and cannot be seen. to 

turns around to face to- e:: 
ttl 

ward the dining mom. 
en 
Jooj 

(5 
She places the article she Z 

Z 
was holding onto the din- )0--ing room table. ~ 

ttl 
~ 
ttl 
en 

39' Tommie looks around Jamie is still out of the Mrs. Barker does not re- He turns back to the paper "ti 
0 

quickly and pays close room. spond to Mr. Barker or and then turns back to the Z 
en 

attention to a light being statement in Spanish. TV to listen to an announce- ttl 
en 

cut on, probably by Jamie 
She now apparently goes 

ment ab<mt family planning. 
in the dining room. 

to the bathroom. He then says something to 

Mrs. Barker calls to one of 
Mrs. Barker in Spanish. 

the boys as she goes to the 
bathroom. 

39' 30" Tommie now watches TV Jamie returns to the room, Mrs. Barker is still out, ap- He return~ to his reclining po-
intently in the same carrying a little puppy in parently in the bathroom. sition on the couch still read-

w 
position. his arms. ing the newspaper. w 



Time Tommie Jamie M0ther Father v;, 
w 
tv 

40' He has no reaction to the Jamie now sits on the Out He now tells one of the boys 
behavior going on in the couch, with the puppy to bring him the dog. 
room or the TV. in his arms. 

He talks to the boy about the 
He looks at his dad and dog and about what the boy 
upon request from Dad has done. 
he takes the puppy over 

He accepts the dog from Jamie 
to Dad. 

and places the dog on his 
He hands the puppy to shpulder and begins to pet it. 
him and tells Dad what he 
has just done. Evidently, 
he has just cleaned the 
dog's pen. 

40' 30" Tommie looks at Dad as Jamie, after giving the dog Out He continues to play with the 
Dad is talking. He does not to his dad, now leaves the dog, petting it and stroking it. 
know to whom his dad is room. 
talking. 

He gets up, goes over to >c 
> 

Dad, and asks him what >-'l 
>-'l 

he is talking about. ttl 
::d 
Z 

He now climbs onto Dad en 
0 

and begins to play with '"Ij 

c::: 
the dog. en 

ttl 



Time 

41' 

41' 30" 

42' 

Tommie 

He is now kneeling on top 
of his dad. He turns to 
watch Jamie enter the 
room. He is still watching 
Dad pet the dog. 

Tommie watches his dad. 
He then crawls down, 
stands for a few seconds 
watching the TV. 

Jamie Mother 

Jamie returns to the room Out 
and sits on the edge of the 
couch facing Dad. 

Jamie sits back and begins Out 
watching TV. He is sitting 
up very straight. 

He wiggles his feet for a 
few seconds. 

(They are watching a Jif peanut butter commercial on TV.) 

Tommie goes back and sits 
on the edge of the couch. 
He begins watching TV 
very intently. 

He places a finger in his 
mouth. He is sitting on the 
couch across from Dad. 

Jamie glances at Dad for a 
few seconds. 

He bounces his feet on the 
edge of his couch and then 
wiggles his feet. 

Out 

Father 

He moves his hand in an en
couraging motion to the dog. 
He tries to get the dog to 
crawl on him. He is very at
tentively watching the dog. 

He now picks up the paper. 
The dog is crawling on him. 
He lowered the paper as 
Jamie entered the room and 
then laughed as he looked at 
the dog. 

He now places his hand behind 
his head and continues reading 
the paper. 

He then stops and strokes the 
dog once or twice. 

He strokes the dog again and 
then looks down over at Tom. 

He places one hand behind his 
head and continues to read 
the paper. 

tc 
tI1 
:I: 
> < ..... o 
:o<:l 

> 
Z 
ti 
t.) 
c::: 
tI1 
CZl 

g 
Z 
Z 
> .... 
:o<:l 
tI1 
:o<:l 
tI1 
CZl 
"'d o 
Z 
CZl 
tI1 
CZl 

Vol 
Vol 
Vol 



Time Tommie Jamie Mother Father v~ 
w 
~ 

42' 30" Tommie watches his ciad Out He now raises up slightly to 
pet the dog, then he turns see what the dog is dOing. The 
to watch Jamie. dog is under his chin. 
He rubs his eyes, and then He keeps looking back and 
looks back at the TV. forth between the paper and 
He glances at Dad, then to the dog" trying to keep up 
the dining area, and then with what the dog is doing 
back at TV. and occasionally reads a few 

lines on the paper. He now 
smiles and turns to glance at 
the TV. 

43' Tommie now gets up, Jamie moves both hands Out He is still holding the paper 
looks at the TV for a sec- down between his thighs. with his left hand and he pats 
ond, and walks out of the He flutters his feet up and tlle dog with his right hand. 
room. down on the edge of the He smiles briefly and then 

couch. He then glances at he turns to see what the boys 
Dad and then looks back are watching. 
at the TV. He then turns back to look at 

the dog. 
43' 30" Out Jamie sniffs his nose three Out He is still stroking the dog with ~ 

times then places his hand his left hand. He is holding the ~ 
near his mouL'1. He does all newspaper with his right hand. tr1 

:;0 

this while still watching TV. He now smiles, turns his head Z 
Cf.l 

toward the boys for a second, 0 
'"tj 

then turns back and watches d 
Cf.l 

the dog. tr1 



Time Tommie Jamie Mother Father to 
tTl 

44' Out Jamie is still watching TV Out He continues to play with the :r:: 
>-

intently. He bounces both dog, petting it and stroking it. <: .... 
feet on the edge of the 0 

:;z; 

couch. >-z 
44' 30" Out Jamie is still bouncing his Out He places his hand down along t:J 

feet on the edge of the his side for a moment. 0 
c:: 

couch. At this instant the trl 

He looks to see if the boy is 
(/) 

dog yelps loudly. Jamie ::l 
watching him, then he looks 0 

turns suddenly toward the Z 
back at the dog. Z 

couch and comments that >-..... 
he was scared by the dog's He smiles as the dog yelps. 

:;z; 
tTl 

loud yelping. He then re- :;z; 
tTl 

sumes TV viewing. 
(/) 

"t1 

He bounces his feet on the Out He smiles again and continues 
0 

45' Out z 
(/) 

edge of the couch for about to stroke the dog while still tTl 
(/) 

10 seconds, then he watches holding the newspaper with 
TV intently. the other hand. 

45' 30" Out He now beats his legs a little Out He makes a jerky movement 
willi both hands very rapidly. toward the dog and then he 
He then bends his head down smiles a little broader. 
a little while doing this. He 

He continues to pet the dog. 
stops and looks over at Dad 
and the dog for a while. 
He begins to bounce his feet 
on the edge of the couch w 
again. He then looks back at 

w 
l.Il 



Time Tommie Jamie Mother Father w 
w 

the TV and relaxes. He also 0\ 

ceases all motion. 
46' Tommie now returns. He Jamie yawns. He does not Mrs. Barker now comes out He continues to play with the 

walks over to the couch notice Tommie entering of the bath, comes toward dog, fingering him in the face 
with Jamie and looks at the room. He continues to the living room and and he continues to smile. 
the dog. watch TV intently. glances at TV. 

He is also still holding the 
He pets the dog. He places his hand near his As she goes by, she calls newspaper but not reading it. 

mouth. He sniffs his nose a to Jamie and tells him to 
He now turns sideways a little 

couple of times. He glances call Gus Jr., to tell him 
at Dad and the dog and to corne horne. 

so that his back is against the 
couch more so and he is rest-

glances back at the TV. 
ing more of his weight against 
the side. 

46' 30" Tommie now goes over to After being asked to call He quickly places his hand in 
the couch on the other Gus Jr., he says, "What's front of the dog and quickly 
side of the room. He sits the number?" At this draw~ it away, teasing him. 
in a kneeling position. point, he leaves the room. He continues to do this for 

He places the drumstick in 
several seconds. 

his mouth again and begins 
'd 

to watch TV intently. :> 
>-l 

47' Tommie takes the stick Out Out He removes his hand from 
>-l 
tI:I 

out of his mouth and back of the dog and places 
~ 
Z 

is still watching TV it on top of his head and be-
til 
0 

intently. gins to read. Paper is perfectly 'r:I 
d 

still. til 
tI:I 



Time Tommie Jamie Mother Father to 
tI1 

47' 30" Tommie is still sitting on Out Out He is now reading the news- II:: 
> 

the couch very still in a paper. He moves his hand up < ...... 
kneeling position watch- a little on the back of his head 0 

:;0 

ing TV. and moves it back and forth > 
Z 

a little. ti 
,Q 

48' A bell rings. Tommie turns Out Out At the sound of the bell, he ~ 
tI1 
C/.l 

his head for a second. He looks up and looks up at the >-'I ...... 
looks at the TV and then top edge of the paper. 0 

Z 
back at Dad and the dog. ~ 
He switches back and forth 

...... 
:;0 

several times between the 
tI1 
:;0 

TV, his dad and the dog. tI1 
C/.l 

'" 48' 30" Tommie now scratches his Out Out He now turns his head toward 
0 
Z 

head several times while the TV and makes a comment 
C/.l 
tI1 
C/.l 

still watching TV. and then turns back to the 
paper. He does not answer to 
a comment made by Mrs. 
Barker in the other room. 

49' Tommie listens while Dad Jamie returns to the room. Out Dad lies still for about 15 sec-
tells him something. He sits on the edge of the onds, then he turns to Tom 

He then goes over to Dad, 
couch, facing his dad. and tells him something. 

picks up the dog and 
carries the dog out of the w 

w 
room. -..l 



Time Tommie Jamie Mother Father V.) 
V.) 

49' 30" Out Jamie gets up, walks over Out He continues to read the news- 00 

to the couch where Dad is, paper lying on the couch. 
looks over his shoulder at 
the newspaper for a few 
seconds. 
He then picks up a maga-
zine off of the coffee table 
and leaves the room. 

50' Out Out Out He continues to read the news-
paper. He appears to be reading 
the comic section for there is 
an occasional smile. 

50' 30" Out Out Out He continues to read the news-
paper and continues to laugh 
and smile on occasion. 

51' Out Out Out He fingers the edge of the news-
paper and continues to read. 

~ 
51' 30" Out Out Out He continues to read the news- ~ 

trl • ~ paper quietly now. Z 
Ul 

0 
52' Out Out Out At this point, Mr. Barker is >tj 

q 
smiling broadly. en 

trl 



Time Tommie Jamie Mother Father ttl 

52' 30" Out Jamie has now entered the Out After about 15 seconds, he 
trl 
:r: 

room. He walks to the end stops and watches Jamie enter > <: ..... 
of the couch. the room. 0 

~ 

Jamie begins to look over He continues to smile. > 
Z 

Dad's shoulder. He now 
I:j 
t::) 

reaches to pet the dog. e: 
trl 
en 

He begins to poke at the 
..., 
>-< 
0 

dog, teasing it. Z 

~ 
>-< 
~ 

53' Out Out He begins to laugh now. He is 
trl 
~ 

still holding the paper with one trl 
en 
"C 

hand. 0 
Z 
en 

He now scoots up higher onto trl 
en 

the seat. 

He glances over at the TV, and 
then back toward the dog. 

53' 30" Out Jamie continues to tease Out Mr. Barker looks up now and 
and poke at the dog. The begins to watch Jamie play 
dog yelps. Then Jamie with the dog. 
turns toward the TV, looks 

He tells him, "That's enough 
at it, glances at the dog 

now." VJ 

and back at the TV. 
VJ 
1.0 



Time Tommie Jamie Mother Father 
w 
~ 
0 

54' At this point, Tommie re- Jamie places his hand in Out Mr. Barker holds the paper and 
turns with plate of food the dog's mouth, then looks moves it slightly. 
and sets it on the coffee at TV, and begins to lean 

He looks at dog and smiles. He 
table. He sits on edge of on the wall and the couch. 

giggles a little. He glances at the 
table. 

TV, then rolls to the side. 
He gets up, w?Jks around 

He begins to watch again. 
corner of table. He takes 
a bite of food. 

He walks over to the TV, 
then sits down on couch 
opposite his Dad. 

54' 30" He pounds on the table He is looking at dog (or Out He watches TV. He plays with 
and the couch with the paper?) for 15 seconds. dog while watching. 
drumstick. 

He then looks back at TV. He then looks back at the 
paper. 

55' He walks over to the table Jamie glances back and Out He looks at the paper, then at '"d 

~ and gets the plate. forth a few times from the the dog. ..., 
t'lJ 

He takes it over to the TV to the dog. 
He glances at TV. 

:;tI 
Z 

couch and sets it down. 
en 
0 
"I1 
C 

(The door bell rings.) en 
t'lJ 



Time Tommie Jamie Mother Father b:l 
tI1 

He goes back over to the He runs out of the room. 
p:: 
>-< table to get the drumstick (5 

which he left on the first ~ 

>-
trip. z 

t:J 
/:) 

55' 30" He returns to the couch. Out Out He picks up the dog. e 
tI1 
en 

He sits down and watches He rolls over himself. o-l .... 
TV. 

0 

He then places the dog on the z z 
floor. >-..... 

~ 
tI1 

He is still holding the paper. ~ 
tI1 

He then looks up and says 
en 
"tj 

0 
something in Spanish. Z 

en 
tI1 

56' He watches for a few sec- Out Out He looks back down at the 
en 

onds. dog. He motions with his head 

He then leaves the room 
to have someone take the dog. 

after Jamie does. He then begins to read the 
paper again. 

He lays back with his head 
resting on the back of the 
couch. One of his hands is up 
to his mouth, the other is v.> 

holding the paper. ~ 



Time Tommie Jamie Mother Father w 
""'-

56' 3~'' He returns to the couch Out Out (The telephone rings) tv 

immediately and climbs on. 
He turns his head slightly, takes 

He takes some food off the phone and lowers the paper. 
the plate and eats it. He places the phone to his ear. 

57' He plays with the drum- Out Out He is listening on the phone. 
stick (fingers it, and 
strokes it.) 

57' 3~'' He eats some more off the Out Out He talks very slowly and is 
the plate. asking questions. 

He eats slowly and con- He moves his legs slightly. 
tinues to watch TV. 

58' He continues to eat. Out Out He keeps his position and 

He also watches TV. 
talks. 

One cannot tell ifhe is look- >"d . )-
ing at the paper in front of >-1 

>-1 
him or the TV set. trl 

:;0 
Z en 

58' 3~'' He watches TV. Out Out He has not moved. 
0 
>'Ij 

c::: 
He continues to eat. 

en 
trl 



Time Tommie Jamie Mother Father t;d 
tI1 

59' He watches TV. He walks into the room, Out He shifts his leg slightly and ::t: 
> 

straight toward the TV. continues to talk. < 
He continues to eat. ..... 

He stands in front of it 0 
!;:tJ 

for a few seconds. > 
Z 
t:I 

59' 3~'' He watches TV. He sits on couch, and Out He is talking quite forcefully, 
I:J 
c:: 

places his hand near his but does not move. 
tI1 
til 

He continues to eat. >-3 
mouth. He is sitting in a (5 
slouched position. Z 

Z 
> 

60' He watches TV. He gets up and leaves the Out As he talks, he moves his leg 
sa 
tI1 

room. slightly back and forth. !;:tJ 

He continues to eat. tI1 
til 
'"c:I 
0 

60' 3~'' He watches TV. Out Out He is still talking. Z 
til 
tI1 
til 

He continues to eat. He has not moved, still has the 
paper in his hand. 

(JVe cannot tell if he is looking 
at the paper or the TV.) 

61' He watches TV. Out Out He maintains his position. 

He continues to eat. 

61' 30" He watches TV. Out Out He is in the same position, and !.oJ 

continues to talk on the phone. ~ 
w 



Time Tommie Jamie 

All the while, he bounces 
his feet on the edge of the 
couch. 

62' Tommie now ,plays with Out 
the drumstick. He beats 
his leg and then fingers the 
end of the drumstick. 

62' 30" (End of TV tape observa- (End of TV tape observa-
tion.) tion.) 

Mother Father 

Out Mr. Barker continues talking on 
the phone. 

(End of TV tape observa- He moves the paper back, lays 
tion.) it down, puts his hand on top 

of his head and scratches his 
scalp. 

He continues to talk. 

(End of TV tape observation.) 

v.> 
.".. 
.".. 

~ 

~ 
::0 
Z 
CIl 

o 
"l1 
C 
CIl 
t.r1 



Television in Inner-city 
Hornes: Viewing Behavior of 

Young Boys 

John P. Murray 

National Institute of Mental Health 

The extent of television use and its potential impact on the child view
er has stimulated considerable research. (For recent reviews, see Atkin, 
Murray. and Nayman, 1971; Weiss, 1969.) The major lines of such re
search have been centered either on the effects of televiewing or on the 
patterns of use associated with this media form. 

With regard to the effects of televiewing, Bandura and Walters (1963) 
have suggested that children can learn novel behaviors from the observ
ation of a televised model. More specifically, several studies (e.g., Ban
dura and Huston, 1961; Bandura, Ross, and Ross, 1963; Berkowitz, 
Corwin, and Heironimus, 1963) have indicated that the observation of 

345 
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televised violence may instigate or facilitate the child's display of ag
gressive behavior. However, elaboration of the social learning princi
ples underlying these formulations (Bandura, 1969) has generally re
stricted such studies to a laboratory setting and hence prevented clear 
demonstration of the applicability of such principles in accounting for 
spontaneous behavior occurring in naturalistic televiewing settings. 

On the other hand, the task of mapping children's television use pat
terns has provided information on behaviors that are clearly related to 
the child's daily life. For example, Schramm, Lyle, and Parker (1961) 
surveyed the role television plays in the lives of children and indicated 
that the child viewer is a heavy user of this medium. Indeed, their data 
indicate a consistent increase in the amount of televiewing from about 
two hours per day in the first grade to a peak of three or four hours per 
day during the preteens, with a subsequent decrease during the teenage 
years. In general, the description of the function and role of television 
provided by Schramm, Lyle, and Parker (1961) is echoed by the findings 
of Himmelweit, Oppenheim, and Vince (1958) in their study of British 
school children. Other studies (e.g., Greenberg and Dervin, 1970) have 
described some aspects of mass media use patterns of selected sub
groups of the population such as the "urban poor". One study in particu
lar (Greenberg and Dominick, 1970) described the function television 
performs for disadvantaged children. Taken together, these studies 
provide a fairly comprehensive picture of children's televiewing in 
terms of media use and program preference patterns. 

Research on the relationship between patterns of viewing and the 
impact of viewing on the child's social behavior has generally attempted 
to differentiate the program preference patterns of various "criterion 
groups" such as aggressive and nonaggressive boys (Eron, 1963; Lovi
bond, 1967). A recent study along these lines (Halloran, Brown, and 
Chaney, 1970) suggests that the delinquent boy differs from his nonde
linquent counterpart not only in the type of program content he most 
prefers (Le., exciting programs) but also in the likelihood that he will use 
television to rationalize his delinquent acts. Moreover, the results sug
gest that the observation of -aggressive or destructive behavior may lead 
the child to conclude that such behavior is not severely prohibited by 
society; by inference, such viewing may facilitate delinquent behavior. 

Although each of these previously described studies has been con
cerned with the broad issue of the role of television in childhood, most 
of the re8earch focuses on the way television deals with children rather 
than asking how the child deals with television. The latter issue is the 
focal point of the present study. More specifically, this study is con
cerned not only with "what" children watch but also with "how" they 
watch television. It attempts to map the behavior setting and describe 
the spontaneous reactions of the child while viewing standard commer
cial television programming in his own home, and to relate these factors 
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to other aspects of the child's total televiewing experience like program 
preferences, extent and duration of viewing, and cognitive/socialization 
variables.) 

METHOD 

Twenty-seven five- and six-year-old black males were selected from a 
sample of urban poor families in Washington, D.C. These boys had been 
participants for about four years in a longitudinal stu,dy of the impact of 
early childhood education. 

The initial subject selection in the longitudinal study depended upon 
some degree of parental cooperation; therefore, the sample cannot be 
considered truly random. The details of the sampling procedures are 
outlined in reports on the Infant Education Research Project (Furfey, 
1971). 

Sample characteristics 

Family unit. Thirteen (48 percent) of the 27 children lived in family 
units containing both mothers and fathers. An additional 13 children 
lived with just their mothers, and the remaining child lived with his 
grandmother. In general the parents represented a broad age range; 66 
percent of the mothers and 49 percent of the fathers were between the 
ages of 26 and 40. The mothers tended to be somewhat younger than 
their husbands; 26 percent of the mothers and 11 percer.t of the fathers 
were below age 25. Five families indicated that both parents worked; 
overall 15(56 percent) of the mothers are employed on a part-time or 
full-time basis. The typical family unit consisted of one or two parents, 
the subject child. and several older siblings. Of the 27 families, 14(52 
percent) had four or more children in addition to the subject child, while 
only two (seven percent) were one-child families. In 16 (59 percent) in
stances, the family consisted of one to three children who were older than 
the subject child. The subject child was a six year old male who was typ
ically described by his tutor as an active, outgoing youngster who usual
ly played well with both siblings and neighborhood playmates. 

Home setting. Most of the families lived in either a residential (14/52 
percent) or a primarily residential and mixed commercial (six/22 per
cent) neighborhood. The type of housing was either an apartment (59 
percent) or a row house (30 percent); only three (11 percent) families 
lived in a detached single dwelling unit. The families were relatively 
mobile; 23(85 percent) had moved between two and five times in the 
previous four years. The physical condition of the housing was generally 
described by the tutors as fair to adequate. The typical home had five to 
six rooms (12/44 percent) with an indoor bathroom (25/93 percent) and 
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adequate plumbing; 22 families indicated they had hot and cold running 
water. There were regular meal times in 19(70 percent) homes. Supervi
sion or discipline was described as either variable or lax in 11(40 per
cent) of the homes, while three families supervised the children rather 
closely. 

A vailable media. Each of the 27 families had at least one television 
set; six (22 percent) families had two or more, while only two families 
owned color television sets. In 16(59 percent) families, the main televi
sion set was in the living room; in seven homes, it was in the bedroom. 
Nineteen of the 28 families indicated that they owned at least one radio; 
it too was usually located in either the living room or the bedroom. In 
addition, 17 families possessed phonographs; they were likely to be lo
cated in the living room. 

Procedure 
In the present study, each child was observed and interviewed on sev

eral occasions during a one-year period from March 1970 to April 1971. 
The "interviewers" were the "tutors" in the longitudinal study; they 
had established considerable rapport with both the child and his family. 
The forms of data obtained from each child can be described as assess
ing either developmental variables (Le., measures of cognitive or sociali
zation processes) or televiewing variables (program preferences, behav
ior while viewing, media use patterns). 

Developmental variables. Longitudinal trends of each child's intellec
tual·and social development were obtained from both prior and concur
rent measures. In the long-range study, intellectual development was 
assessed at ages three, four, five, and six (Stanford-Binet Intelligence 
Scale). The child's interpersonal behavior was assessed, in both home 
and classroom settings, at age six by asking the "interviewer-tutors" 
and teachers to complete a behavior rating scale (see Appendix B). This 
scale had been employed in the longitudinal study at age three; develop
mental comparisons could therefore assist in describing the child's char
acteristic behavior patterns. 

Televiewing variables. Each child was interviewed on several occa
sions about his conception of television. The interviews covered such 
factors as the child's knowledge of and preference for various types of 
television programming. Additional questions focused on his daily activ
ities, life style, and future goals. In some instances the tutor presented 
structured questions to the children; in other instances the child and tu
tor engaged in free dialogue. 

During the week of February 15-21, 1971 each family maintained a 
"diary" of the subject child's television viewing. The diary (see Appen
dix C) provided data on such factors as programs viewed, duration and 
intensity of viewing, and reason for program selection. The diaries were 
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distributed to each home approximately three days prior to the onset of 
the recording period. The "tutors" instructed the subject child's mother 
or teenage siblings in the recording procedures. The family was p:Iid a 
small fee (seven dollars) for their cooperation in this phase of the study. 

An additional source of information on the televiewing patterns of 
these children was provided by direct observation of each child's behav
ior while viewing several television programs. The observation form 
(see Appendix D) provided for the collection of both quantitative and 
qualitative data on each child's behavior while he viewed standard 
commercial television programming. Each child was observed on two 
occasions for periods of 45 minutes, while he viewed television in his 
home. The observer fnr the first observation period was the child's tu
tor, a familiar black female. The observer for the second observation 
session was a black male who was unknown to both the child and his 
family. In each instBnce, a standard observational schedule was em
ployed, and the directions to the child never varied. 

RESULTS 

Patterns of Use 

Television and daily activities."A major portion of the child's day was 
occupied with school-related activities, since each child was enrolled in 
either preschool or first grade. The time between the close of school and 
bedtime (which for most children was before 10 p.m.) was devoted to 
activities like playing or watching television. Most of the children indi
cated that they spent some time between school and supper (3 to 6 p.m.) 
either playing or watching television; 13(48 percent of the children de
voted this time period primarily to play. In the evening (6 p.m. to bed
time), the children were more likely to watch television than to play out
doors. In this period, 17(63 percent) either played or watched television, 
as contrasted with ten(37 percent) who played or watched television in 
the afternoon time period. During both of these time periods the child
ren indicated that they had free access to the television set and engaged 
in extensive viewing (between two and four hours of television program
ming each day), but they were most likely to watch in the after-school 
and evening time periods. However, on holidays and weekends, morn
ing (9 a.m. to noon) is the heavy viewing period for nine(33 percent) of 
the children. 

Most children have definite program preferences, and about 19(70 
percent) of the children were able to name at least four favorite pro
grams. With regard to control of television viewing, 19(70 percent) of 
the children indicated that they were not supervised and that the choice 
of television fare was primarily determined in 13(48 percent) homes by 
either the child or his siblings. Indeed, the characteristic television set
ting in 19(70 percent) families is one in which the child and his brothers 
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and sisters are the primary users and controllers of television in the late 
afternoon and early evening hours. 

Viewing times. A diary of the television programs viewed by each 
child during the week of February 15-21 provided data on the patterns of 
television usage for 24 of the 27 children. Table 1 displays the "televi
sion time budgets" of these child viewers according to four time peri
ods: morning (sign-on to noon), midday (noon to 3 p.m.), after school (3 
to 6 p.m.), and evening (6 p.m. to bedtime). The heavy viewing periods 
during the weekdays are concentrated in the after-school and evening 
hours, with the evening somewhat more popular. However, on Saturday 
and Sunday, the prime viewing period shifts to the morning hours with a 
correlative large decrease in after-school and evening viewing. This pat
tern most readily suggests that the children are selective about their tele
vision viewing. They at least choose specific viewing times and, by im
plication, specific classes of programs. 

Table 1: Mean number of television programs viewed according to time and day 
of week during the week of February 15-21 a 

Time Total 
period Mondayb Tuesday Wednesday Thursday Friday Saturday Sunday all week 

MorningC 1,46 0.21 0.42 0.17 0.17 2.29 1.54 6.26 
Midday 0.08 0.00 0.00 0.00 0.00 0.54 0.46 1.08 
After-

school 1.38 2.17 2.12 1.75 1.58 0.50 0.50 10.00 
Evening 1.33 1.88 1.38 2.08 2.42 0.88 1.33 1 i .30 
Total 

all day 4.25 4.26 3.92 4.00 4.17 4.21 3.83 

aN=24. 
bMonday was a legal holiday (Washington's Birthday); hence heavy morning viewing was 

more typical of Saturday and Sunday. 
CMorning (sign-on to noon); midday (noon to 3); Afterschool (3 to 6); Evening (6 to sign
off). 

On Sunday, for example, the boys tuned in the children's programs in 
the morning but shunned the rest of the television day until Sunday eve
ning-which turns out to be Sunday Night at the Movies. This inference 
about the child's selective viewing is further supported by Monday's 
viewing pattern. Monday of the survey week was functionally equiva
lent to the weekend because it was a legal holiday, and the boys had ac
cess to a full day's programming. We again see the pattern of viewing 
early morning children's programs, but the pattern also includes normal 
after-school and evening viewing. The children actively sought out their 
normal favorite after-school programs and, in effect, used the morning 
as an opportunity to view additional children's programming. 

Television diet. Table 2 describes '\he television content viewed by the 
children for each day of the one-week recording period. All programs 
recorded in the diary were classified according to seven basic content 
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areas: situation comedy, cartoons, child adventure, action drama, quiz 
and variety, general drama, and educational programming. Several of 
these categories, like situation comedy (Eddie's Father and Here's 
Lucy), cartoon (Superman, Eightman, Batman, Speed Racer), quiz 
and variety ( Truth or Consequences and Ed Sullivan), and educational 
programs ( Sesame Street, Misterogers Neighborhood, etc.) are relative
ly distinct categories. The "child adventure" category, on the other 
hand, can be described as a melange of nonanimated, (noncartoon) ad
venture programs which seem to be designed specifically for children, 
such as Ultraman, The Little Rascals, and Lassie. The "action drama" 
category contains more adult fare such as Mod Squad, Wild Wild West, 
Mission Impossible, The FBI, and similar prime time programs. The 
"general drama" category, defined by social-dramatic content, was 
composed of such shows as Dark Shadows, Marcus Welby, M.D., and 
the so-called "soap operas." The remaining category included movies, 
sports and news or generic-unknown programs ( Cinderella, 
Spaceman). 

Table 2: Mean number of television programs viewed according to content 
(program category 1 and day of week for the week of February 15-21 a 

Program Total 
category Monday Tuesday Wednesday Thursday Friday Saturday Sunday all week 

Situation 
comedy 1.62 1.42 1.08 1.33 2.08 0.88 0.29 8.70 

Cartoon 0.88 0.88 1.04 0.50 0.71 1.88 0.33 6.22 
Child 

adventure 0.38 0.62 0.58 0.33 0.46 0.38 0.50 3.25 
Action 

drama 0.54 0.79 0.62 0.88 0.54 0.54 0.96 4.83 
Quiz or 

variety 0.29 0.08 0.12 0.46 0.00 0.17 0.33 1.45 
General 

drama 0.04 0.08 0.12 0.21 0.12 0.00 0.00 0.57 
Educational 0.46 0.08 0.21 0.08 0.08 0.08 0.21 1.20 
Other 0.04 0.38 0.12 0.08 0.21 0.29 1.17 2.29 
Total 

all day 4.25 4:33 3.89 3.87 4.20 4.22 3.79 

aN = 24. 

It is apparent that the frequency with which a specific type of program 
was viewed varied according to the day of the week. This finding can 
most probably be accounted for by differences in the availability of var
ious kinds of programming throughout the week; there are more situa
tion comedy programs on weekdays (at a viewing time available to the 
school-age child) than on weekends, for example. The data in Table 2 
indicate that, in terms of the total week's viewing, situation comedy is 
the front runner, followed by cartoons and action drama. However, on 
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weekends cartoons supplant situation comedy as the most frequently 
viewed programs primarily because of the Saturday morning "cartoon 
festival. " 

Table 2 also points up the very low incidence of viewing of education
al programs ( Captain Kangaroo, Misterogers Neighborhood, and Se
same Street). However, this may be due to the fact that many educa
tional programs are available only on UHF in the Washington area. 
Most older television sets are not equipped for UHF reception and, 
when equipped, the reception is frequently poor. On the other hand, it 
should be noted that Captain Kangaroo, on standard (VHF) commercial 
channels, was also seldom viewed. 

General drama programs, sports, and news broadcasts also had a low 
viewing index. The sharp increase in the "other" category for Sunday 
reflects the fact that many children viewed movies during the day; for 
the week recorded, the children viewed Shirley Temple and Blondie and 
Dagwood films in the morning, and Whatever Happened to Baby Jane 
and The Blue Max in the evening. However, the overall most frequently 
viewed programs for the total week were situation comedies and car
toons. 

Extent and duration of viewing. In general, the children in this study 
spent approximately 21 hours viewing about 30 programs during the 
week. Their viewing, in terms of number of programs, was lighter on 
weekends than on weekdays. However, in terms of duration of viewing, 
the actual amount of viewing appeared to be heavier on weekends. Ta
ble 3 describes the average numbers of hours devoted to television for 
each day, derived from the one-week "diary" records. Weekday view-

Table 3: Mean number of daily television hours viewed (duration) 
for the week of February 15-21 a 

Duration (hours and minutes) of daily viewing 

Monday Tuesday Wednesday Thursday Friday Saturday Sunday Total all week 

2:39 3:00 2:38 2:41 2:38 2:50 5:04 21 :29 

ing averaged around two and one-half hours. The record for Saturday 
viewing indicated only a small increment, but Sunday viewing was dis
tinctly atypical, with approximately five hours devoted to television. 
One plausible explanation of this finding is the fact that the Sunday pro
gramming contains a considerable number of movies; fourteen (58 per
cent) of the children viewed at least one movie during the day. This fac
tor simultaneously inflated the duration and decreased the frequency of 
viewing for Sunday. 
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One finding not evident in Table 3 is that viewing, in terms of both dai
ly and weekly averages and both duration and extent of viewing, varies 
greatly from child to child. Among the 24 boys, some could be consid
ered "addicted" to television. Five boys (21 percent) watched 48 or 
more programs throughout the week; nine children (38 percent) watched 
25-30 programs on weekdays. On the other hand, some children watched 
as few as five programs on weekdays and as a few as one program on the 
weekend. Some children watched as little as 30 minutes per day, while 
one child watched 12 and one-half hours on the recorded Sunday. The 
weekly viewing totals ranged from five to 42 hours. 

Program preferences. When children were asbd to name their favor
ite television programs, the viewing patterns they described differed 
only slightly from the diary records of their actual viewing. Table 4 de
scribes the proportion of "favorite programs" occurring in eight content 
categories. 

Program category 

Situation comedy 
Cartoon 
Child adventure 
Action drama 
Quiz and variety 
General drama 
Educational 
Other 

Table 4: Children's favorite television content 

Percent - Favored Content 

Time 1a index Time 2b 1 st choice 

19% 
50 
14 
5 
1 
1 
1 
9 

26% 
44 

4 
12 

7 

7 

On two separate occasions, the children were asked to name their four 
favorite television programs. All four programs mentioned by each of 25 
boys in the first interview (Time 1) were combined in a summary prefer
ence index. The results of the second interview (Time 2) are presented in 
terms of the favorite program first mentioned by each child. The summa
ry index of Time 1 is strongly related to the,preference pattern displayed 
by the child's first~choice favorite programs of Time 2 (rs = .76) and 
provides an index of good temporal stability of the child's preference 
structure. 

In general, the programs most favored by the children were cartoons; 
the next favored were situation comedies. These two categories alone 
accounted for about 70 percent of all preferred programs. Programs in 
the "child adventure" and "action drama" categories accounted for 
another 20 percent of favored programs. This preference pattern is 
clearly related to actllal viewing patterns as described by the viewing 
diary. 
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These children both prefer and watch a considerable amount of televi
sion besides that available during the "children's hours". Table 5 pre
sents the ten prime time television programs most frequently viewed by 
these subjects. The list was obtained by presenting 16 children with a 
menu of all locally available prime time programming (81 pro,.grams) and 
asking each child to indicate the programs he frequently (very often or 
always) viewed. Th.e product of this cafeteria selection was a television 
diet consisting mainly of situation cometlies and action drama. 

Table 5: Most frequently viewed prime time television programminga 

Program name 

Mod Squad 
Here's Lucy 
Julia 
Gunsmoke 
Beverly Hillbillies 
Lassie 
FBI 
Mayberry RFD 
Bewitched 
Land of the Giants 

aN'" 16 

Program content category 

Action drama 
Situation comedy 
Situation comedy 
Action drama 
Situation comedy 
Child .adventure 
Actio:1 drama 
Situation comedy 
Situation comedy 
Action drama 

Percent of children viewing 

94% 
81 
75 
69 
69 
62 
62 
62 
62 
62 

Note: The data are based on number of children indicating that they "frequently" !i.e., 
very often or always) watch these programs. The child selected each program from a list 
of all currently available, network prime time programming (81 programs). 

Do brighter children like to watch the same types of programs other 
children prefer? The data in Table 6 suggest that the brighter children 
(median-split, Stanford-Binet) are more likely to prefer programs other 
than cartoons or situation comedies. While the average child's favorite 
program is almost always a cartoon or situation comedy, the brighter 
child manifests a more varied preference structure (Fisher Exact Proba
bility Test, p. <.05). 

Table 6: Program preference patterns of bright and average children 

Intelligence 

N=27 

Bright 
Average 

First-choice favorite program 

Cartoons/situation comedy 

8 
11 

Other programs 

7 
1 

Heavy and casual viewers. The diary records for 24 boys indicate that 
the amount of time spent viewing television is highly variable. The fig
ures on typical weekly viewing range from five to approximately 42 
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hours. Five children watched more than 33 hours per week, and five 
viewed less than 13 hours. Thus, the children could be clearly separated 
into groups of intensive and casual viewers on the basis of a median split 
Q..n total weekly viewing time (addicted: X= 1821.82, S.D.=531.9/casual: 
X=810.0, S.D. = 229.7). Table 7 presents a description of the program 
preference patterns of light and heavy television users. Both the inten
sive and the causal child viewers overwhelmingly preferred cartoons and 
situation comedies to other types of programming. 

Table 7: Program preference patterns of heavy and casual viewersa 

Television use 
Heavy 
Casual 

First-choice favorite programs 

Cartoon/comedy 

9 
9 

Other 

2 
4 

The data in Table 8 suggest that a child's intellectual ability was not 
related to his "amount" of viewing. Thus, both bright and average child
ren were equally represented in the heavy user category. 

Table 8: Extent of televiewing among bright and average boysa 

Intelligence 
Bright 
Average 

Heavy 

6 
5 

Televiewing 

Casual 

7 
6 

A more elaborate picture of the intensive child viewer emerges when 
comparisons are made between the children's television use patterns 
and their social behavior ratings. Table 9 displays the mean behavior rat
ings of heavy and casual viewers on three behavior dimensions: extrav
ersion -intro version, hostility-con siderateness, distrac tibility-task -orien
tation. The "current" ratings (age six) were provided by the "tutor-in
terviewers" who had been involved with the children for the previous 
four years. Ratings obtained for each child at age three are provided for 
longitudinal comparison. 

From the current (age six) behavior ratings, the heavy television user 
can be generally described as a physically active but interpersonally 
passive child. He is more likely to forget instructions and drift from one 
activity to another with only passing interst, Jess Iihly to initiate inter
personal contact (like talking to visitors); he prefers tu engage in solitary 
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Table 9: Mean social behavior ratings of heavy and casual televiewers 

Extraversion Introversion 
Task orientation Distractibility 
Considerateness Hostility 

aN'" 21 
bN "'21 

Heavy 

32.27 
31.18 
36.54 

Casual 

35.30 
31.30 
36.60 

Age 6b 

Heavy 

32.80 
33.30 
37.10 

Casual 

37.18 
35.82 
36.27 

Note: Scores can range from 5 to 50. I n these bi-dimensional scales, higher scores refer 
to the first dimension and lower scores refer to the second dimension (e.g., 40.03 = extro
version; 10.60 = introversion), 

play. On the other hand, the casual viewer can be described as less dis
tractible, less likely to be bashful about playing with others, and more 
likely to initiate interpersonal contact. 

This suggested relationship between television use and the social be
havior patterns of these six-year-old boys invites speculation about the 
causal influence of heavy television viewing on facilitating passivity. 
However, Table 9 also presents data on the social behavior patterns of 
these children when they were three-year-olds; the data show that the 
heavy viewers at age six manifested similar behavior at age three. Thus, 
it may be suggested that the child who is interpersonally passive be
comes a heavy television 'user; passivity may lead to heavy viewing, 
rather than the reverse. However, it should be noted that, despite the 
trend of these findings, the conclusions remain ten'tative due to the re
stricted sample size. When the current (age six) social behavior ratings 
were dichotomized and recast in Table 10, Fisher Exact Probability tests 
failed to yield a reliable differentiation between the heavy and the casual 
viewer. 

Table 10: Patterns of children's televiewing and social behaviora 

Televiewing behavior 
Heavy 
Casual 

aN'" 21 

Extraversion/ 
Introversion 

High Low 

4 6 
8 3 

Televiewing behavior 

Social behavior ratings 

Task oriented/ 
Distractible 

High Low 

4 6 
7 4 

Considerateness/ 
Hostility 

High Low 

5 5 
7 4 

Behavior setting. Each child was observed on two separate occasions 
(daytime and evening) while he viewed standard commercial television 
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programming in his own home. The daytime observers were the two 
"tutor-interviewers," black females familiar to both the child and his 
family. The evening observer was a black male who was not previously 
known by either the child or his family. The observation period lasted 45 
minutes and was divided into a five-minute "orientation" and eight al
ternating five-minute "structured" (eye contact) and "free response" 
recording periods (See Appendix D). 

The 25 daytime observations took place in either the morning (13/52 
percent) or the afternoon (12/48 percent) on any day except Sunday; 
most observations (16/64 percent) occurred on Friday and Saturday. 
The observations were conducted in the room in which the child regular
ly viewed television-usually (15/60 percent) the living room. This na
turalistic setting necessitated the free inclusion of additional adults and 
children in the viewing environment. The total number of participants 
(including the observer and child) ranged from three to seven, fifteen (60 
percent) of the settings included five or more participants. In 21(84 per
cent) of the observations only one :~.dult, at most, was in the room, 
However, in 18(72 percent) observations, one to seven additional child
ren were present, "one additional child" being the most likely (six/24 
percent) of the possible combinations. 

The 22 evening observations took place in the afternoon (50 percent) or 
evening (50 percent) on weekdays (Monday-Friday); Monday or Tues- . 
day were most likely observation days (12/54 percent). The observations 
were usually conducted in the living room (16/73 percent), typically with 
three to five people in the room (12/54 percent) including the child and 
observer. The bulk of the additional viewers were usually children; in 
nine (41 percent) cases between two and four other children were pre
sent. However, in 13 (59 percent) instances, the observer was the only 
adult in the setting. 

Correlates of viewing. Observation records indicate that the behavior 
exhibited by these children while viewing television ranged from passive 
staring to simultaneous imitation of behavior displayed on the screen. 
Table 11 presents the mean frequency of occurrence of four broad 
classes of behavior (staring, commentary, imitation, and reproduction) 
and a weighted index of reactivity based on these four scores (staring, 1 
point; commentary, 2 points; imitation, 3 points; reproduction, 5 points) 
for the 20-minute "free response" observation period. The most likely 
event was passive staring more active forms of participation, su.ch as 
imitation, occurred rather infrquently. 

The behavioral content of each of these four categories is functionally 
discrete. Staring consists of merely passive gazing at the television set. 
Commentary is verbalizations about the program such as "1 saw this ,. 
yesterday" or "I like Lucy." Imitation consists of nonverbal imitation 
of televised be:',wior; or answering questions, talking back to the televi-
sion character, and singing along with or repeating songs or dialogue. 
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Table 11: Children's reactivity while viewing television 

Mean number of televiewing reactions 

Staring Commentar'{ Imitation ReprodLlction Reactivity index 

Daytimea 

Eveningb 

aN=25 
bN=22 

8.28 
8.04 

2.40 
.54 

.64 

.04 
.20 
.00 

.16.04 
9.05 

Note: The reactivity index is based on a weighted score for each of the four categories of 
viewing reactions: staring (one point); commentary (two points); imitation (three points); 
and reproduction (five points). 

The fourth category, reproduction, occurred very infrequently but was 
sufficiently unique to warrant separate description. Reproduction was 
typefied by the response of a child watching Spiderman, a cartoon serial: 
"No more monsters coming, no more Pete (a character in the film)." 
"I'm Spiderman!" (Stretching out hands, arms, and fingers and singing 
along with the music). In addition to these four categories, other behav
ior manifested during viewing included eating, interacting with other 
people, and solitary play. 

Table 12 presents the relationship among the various viewing behav
iors manifested by these six-year-old boys during the daytime observa
tions. As anticipated, the amount of passive "staring" at the television 
set was clearly inversely related to all other behavior-with the obvious 
exception of "attention" (calculated in terms of frequency of eye con
tact with the screen during the 20-minute structured response recording 
period). The commentary and imitative behavior of these children were 
positively related to all other reactions-with the exception of "solitary 
play," which was antithetical to the more active responses. All these 
active responses were, by definition, positively related to the reactivity 
index. However, both reactivity and attention were inversely related to 
the competing influence of interpersonal contact and solitary play. 

Table 12: Intercorrelation of children's viewing behavior (daytime)a 

Televiewing behavior 
1. Staring 
2. Commentary 
3. Imitation 
4. Reproduction 
5. Reactivity index 
6. Solitary play 
7. I nterpersonal contact 
8. Attention 

aN=25 
*p.05 

**p.01 

2 3 

·.60** -.23 
+.04 

4 5 6 

-.35 -.27 -.34 
+.43** +.77** -.12 
+.23 +.42" -.21 

+.70** -.14 
-.41 * 

7 8 

-.46** +.28 
+.22 +.12 
+.01 +.02 
-.14 -.07 
-.09 +.28 

+.08 -.68** 
-.16 
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Viewer involvement. In general, children's overall activity in front of 
the television set, measured in terms either of frequency of "eye con
tact" with the screen or of total reactivity (reactivity index) tended to 
decline over the 40-minute observation period. Table 13 presents the 
mean l'iUmber of eye contacts (possible range 0-20) for each of the four 
"structured" five-minute observation periods and the mean reactivity 
index for the four "free response" observation periods for both daytime 
and evening observations. The table shows that the children were re
sponding at a reliably lower rate during the last ten minutes of the home 
obsenation than during the first ten minutes (Wilcoxon Signed Ranks 
Test: T = 33.5, p < .01 contact, and T = 32.0, p < .01 reactivity-day
time; t = 16.0, p <.01 eye contact and T =16.0, p <.01 eye contact 
and T = 32.0, p = .02 reactivity-evening). However, despite this over
all decrease in response, the children continued to look at and respond 
to the television set throughout the observation period. 

Table 13: Televiewing activity rates during daytime and evening observation periods 

Duration lin five·minute periods) of observation 

5 10 15 20 25 30 35 40 

Daytimea 

Structured (eye contact) 15.36 15.08 13.60 8.56 
Free response 5.00 3.76 4.48 2.80 

(reactivitY index) 

Eveningb 

Structured (eye contact) 14.23 14:86 11.27 5.95 
Free response 2.73 2.14 1 2.64 1.54 

(reactivity index) 

aN=25 
bN=22 

The attentivene&s of the child viewer was assessed both by rating 
overall interest or attention and by recording the child's eye contact (ev
ery 15 seconds) during alternating five-minute periods throughout the 40-
minute observation. A strong relationship between,the tutor's global rat
ings of the child's overall attentiveness to the screen and the behavioral 
record of "eye contact" (rbis = .73) provided internal consistency for 
both measures. 

Attention (eye contact) to the television set was generally unrelated 
to either cognitive or socialization variables, including such factors as 
"task orientation." Moreover, Table 14 describes the relationship be
tween the child's attentiveness (observer rating) and his behavior while 
viewing. While the patterns in Table 14 suggest that increased attentive
ness is related to greater reactivity, Fisher Exact Probability tests on 
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Table 14: Televiewing reactions of attentive and nonattentive childrena 

Staring 

Low High 

Televiewing reactions 

Commentary Imitation 

Low High None Some 

Reactivity 
index 

Lew High 

Attentiveness High 6 
Low 5 

11 High 7 
3 Low 5 

10 High 10 
3 Low 7 

7 High 6 11 
1 Low 6 2 

aN=25 
Note: "Attentiveness" is based on the observer's rating of the over .. !1 attention to the 
television set, manifested during the 40-minute observation period. 

each contingency table failed to reliably differentiate the televiewing ac
tivity of attentive from that of nonattentive children. 

Daytime and evening televiewing. Interobserver reliability was diffi
cult to assess in this study, since three observers in a home to record a 
child's behavior would be extremely disruptive of the behavior to be 
observed. However, two indicies were devised to test the "goodness-of
ftt" between the observer's record and the actual behavior observed. 
The first of these indicies required each of three observers (two daytime, 
one evening) to view four l1ve-minute videotapes of a child viewing tele
vision in his own horrie and record the child's behavior. The completed 
observation records were coded; the reactivity index for each of the 
four five-minute periods were ranked for each observer. A Kendall 
Coefficient of Concordance (Siegel, 1956) computed on these rankings 
indicated only fair agreement (W = .56, p > .05) between the three ob
servers. On the other hand, the second index provided a measure of the 
validity of the observational record as a description of the behavior set
ting. This "narrative" measure, presented in Appendix F, compares the 
three observer's comments with a transcript of the videotaped behavior 
specimen. Although quantitative analyses are not possible, inspection 
suggests that the observers were able to accurately describe the child's 
television viewing behavior. Indeed, the conjoint observational record 
produced by the three observers directly paralleled the transcript of the 
vic;ieotape. 2 

Further analyses, however, revealed some clear differences between 
the daytime and evening observation periods. Table 11 indicates that the 
overall reactivity of the child (reactivity index) was clearly depressed 
during the evening observations (t = 3.88, d.f. = 21, p. < .001). While 
there was no reliable difference in the amount of passive "staring," it is 
evident that imitation and commentary are virtually nonexistent in the 
evening observation period. There are three possible explanations for 
this discrepency between daytime and evening observations: differential 
behavior settings for the child (watching television with parents/sib
lings); unfamiliar observer; or differential stimulus materials (viewing 
different kinds of programs in the evening). 
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Most of the significant aspects of the behavior setting, such as the 
number of children and adults in the room, remained unchanged in the 
evening observations. On the other hand, one factor which may have 
altered the evening behavior setting was the presence of an unfamiliar 
male observer. Despite the fact that the observer was carefully "intro
duced" to the family, this strangeness factor may have contributed to 
ger~,ralized inhibition of overt reactions to the television program. 
However, a plausible alternative explanation of the reactivity differ
ences between day and evening viewing rests on demonstrable differ
ences in the stimulus material. Table 15 describes the proportion of 
children viewing various types of programs during the two observation 
periods. Inspection of these data indicates that the differences are in
deed like "night and day"; cartoons and child adventure shows account
ed for 57 percent of all programs viewed during the daytime observation 
periods but for only 15 percent of the programs viewed in the evening. 

Table 15: Programs viewed during daytime and evening home obserVations 

Observation periods 

Daytimea Eveningb 

Program content Percent viewed 

Situation comedy 
Cartoon 
Child adventure 
Action drama 
Quiz variety 
General drama 
Educational 
Other 
No answer 

aN=25 
bN=32 

20% 
34 
23 
00 
03 
02 
16 
01 
01 

45% 
08 
07 
20 
08 
00 
00 
05 
07 

In the evening the programs most frequently viewed (65 percent) were in 
the situation comedy and action drama categories. Since it has been dem
onstrated that cartoons are overwhelmingly the favorite progams of 
these children, it is plausible that they would manifest greater reactivity 
while viewing cartoons (daytime observations) then while watching the 
less favored situation comedies and action dramas. It is also conceivable 
that program s specifically designed for children, like cartoons, are more 
likely to elicit spontaneous imitation and commentary than the more 
adult fare (action drama and situation comedy) broadcast during prime 
time. 

Patterns of use and viewing 
Heavy televiewing. Do children who view extensive amounts of tele

vision react to programs in a unique manner? The data in Table 16, al-
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though speculative, suggest a possible pattern. In general, the addicted 
viewer is less responsive to television, less attentive, and more likely to 
engage in solitary play while viewing. This pattern of viewing behavior 
is quite similar to the previous description of the heavy viewer's social 
behavior: the heavy television user is less likely to initiate interpersonal 
contact, more likely to prefer playing alone, and more distractible. Al
though attenuation of both sample size and range of observed behaviors 
prevents a clear differentiation between heavy and casual viewers, these 
parallel patterns of social and viewing behavior provide some support 
for the construct of television-addiction. 

Television use 

Heavy 
Casual 

Table 16: Televiewing behavior of heavy and casual viewersa 

Reactivity index 

14.50 
18.40 

Televiewing behavior 

Solitary play 

3.08 
2.30 

Eye contact 

52.25 
54.80 

Program preference and televiewing. In general, the subjects' reactiv
ity and attentiveness to the television set were highly variable. It was 
previously demonstrated that children's viewing activity during the 
home observations tended to decline throughout the duration of the 40 
minutes of observation. It was also demonstrated that the child's activi
ty during the evening observation period was much more restricted and 
passive than his behavior during the daytime observations. One poten
tial explanation of this daytime/evening contrast was the difference in 
the television content viewed during the evening; more adult programs 
were viewed at night than during the daytime. Table 17 describes the 
attentiveness and reactivity of the child viewers while they watched ei
ther children's or adult programming during the daytime observation 

Table 17: Attention and reactivity to varying program content during 
daytime observations of televiewing behaviora 

Observation period 

0-10 minutes 11-20 minutes 21-30 minutes 31-40 minutes 

Reac- Reac- Reac- Reac-
Program Eye tivity Eye tivity Eye tivity Eye tivity 
content contact index contact index contact index contact index 

Children's 16.31 5.46 15.31 4.38 14.46 3.62 6.67 2.11 
programming 

Adult 14.11 4.00 14.89 2.78 13.22 6.00 10.08 3.54 
programming 

aN=25 
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period. The general trend (despite the fluctuation during the last ten 
minutes of observation) is one of greater attention and higher reactivity 
while viewing children's programming. The trend reversal during the 
final ten minutes of the observation period may be related to the fact that 
the observation period usually began with the start of a program; the 
programs generally terminated after 30 minutes, possibly producing a 
minor disruption of the flow of viewing activity. 

DISCUSSION 

The results of this study provide a description of the role television 
plays in the daily lives of several young children, in terms of both the 
child's "use" of television (program preferences, extent of viewing) and 
his "reactivity" to the medium (viewing behavi.Jr). However, the find
ings should be considered primarily descriptive of the children in this 
study; generalizations to other ages and other groups should reference 
the particular characteristics of this sample. Despite this limitation, 
however, some intriguing and stable viewing patterns did emerge. 

In general, the viewing behavior displayed by these children suggests 
highly differentiated patterns of television use. By the time these boys 
were six years old, they had developed similar tastes in the programs 
they preferred and viewed most often, but the extent and duration of 
their actual viewing varied greatly. 

These boys overwhelmingly chose cartoons as their favorite form of 
television entertainment and regularly avoided all "educational" pro
gramming; this indifference was manifested both in the nominations of 
favorite programs and in diary records of one week's viewing. On the 
few occasions when educational programs were mentioned as most pre
ferred, they were usually nominated by the brighter children. Indeed, 
there was a reliable difference between the preferences of bright and 
those of average children; the brighter children manifested a more diver
sified preference pattern. 

It should also be noted that the boys frequently viewed and, by impli
cation, endorsed programs besides those specifically designed for child
ren. The second most preferred program category was situation come
dy; when each child was asked to indicate the evening (prime time) pro
grams he most frequently viewed, both situation comedies and action 
dramas were the front runners. The finding that young children are exten
sively exposed to adult programming stands in contrast to the results of 
Schramm, Lyle, and Parker (1961), who found that preschoolers rarely 
viewed other than children's programming, Moreover, their findings sug
gested a developmental progression (during the preschool to teenage 
years) in the child's "taste" in television programming from cartoons 
and child-adventure, to westerns and situation comedies, and finally to 
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pop music and public affairs. In the present study, inspection of the dia
ry records of a total week's viewing indicated that although children's 
programming (cartoon and child adventure) was heavily viewed, more 
adult fare like situation comedy and action drama accounted for almost 
48 percent of all programs viewed by these six-year-old boys. However, 
it is conceivable that the differential amount of adult programming 
viewed by the young children in the present study, as contrasted with 
that reported by Schramm, Lyle, and Parker (1961), may be merely re
flective of variations in the types of programs available a decade later. In 
this regard, some measure of the fluidity of television programming is 
provided by Shelby's (1964) history of the continuous modification in 
children's programming, from "live" broadcasts in the 1948-52, to the 
Disneyland era in the mid-1950s, and finally to the cartoon festivals of 
Saturday morning in the 1960s. 

The magnitude of television's involvement in the daily life of the child 
can be calculated in terms of the extent and duration of his viewing. On 
the average, these young boys spent half of an adult's workweek (21 
hours) watching approximately 30 programs. They were most likely to 
watch in the morning on weekends and in the afternoon and early eve
ning during the week. The pattern of viewing on a weekday that coincid
ed with a school holiday (Washington's Birthday) closely corresponded 
to the weekend viewing pattern. Thus, the child seems to structure his 
viewing in terms of both content preferences and available time. When 
given the opportunity to select from an entire day's programming, the 
child will focus both on early morning children's programming and on 
his next-favored, adult evening programs. There were however, clear 
individll::1.! diilerences in the total amount of time devoted to television. 
Indeed, the heavy viewers of television viewed extensively enough to be 
considered "addicted"-as much as 42 hours per week. This differential 
utilization of television did not appear to be related either to the child's 
intellectual ability or to his program preference patterns. 

The conclusions of the Himmelweit, Oppenheim, and Vince (1958) 
study, which suggest that the "addicted" child viewer may be distin
guished from his less involved counterpart by his interpersonal behav
ior, received some support in the present study of six year old boys. Rat
ings of each child's social behavior on three broad dimensions (extraver
sion-intr-oversion, task orientation-distractibility; considerateness-hos
tility) ttil,ued to describe the heavy viewer as more interpersonally pas
siveor shy, preferring solitary play to peer interaction. The casual viewer 
was described as more likely to initiate interpersonal contact and as 
more task-oriented. In addition, the finding that similarly differentiated 
social behavior patterns were manifested by the addicted and casual 
viewers when they were three-year-olds led to the speculation that 
heavy television use per se does not produce the interpersonal passivity; 
rather, such children turn to television as a means of maintaining a more 
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solitary environment. It is conceivable that an "electronic peer" is a 
more accessible playmate for a passive child. 

The patterns of behavior exhibited by these young boys while viewing 
television in their own homes varied from passive staring to more active 
participation in the process of viewing. The frequency of these reactions 
to televised programming was not uniform across all behavior catego
ries. Passive staring was the most likely reaction, but commentary and 
imitation were also \ lident (in that order). Observers were able to re
cord numerous instances of spontaneous imitation of televised behav
ior. The child who claimed to be Spiderman, the children who sang along 
with commercials, and the child who copied the behavior of Romper 
Room's "Miss Nancy" and sang along with Sesame Street (see Appen
dix A) were manifesting, in a naturalistic setting, behavior more typical
ly observed in experimental investigations of social learning phenomena 
(Bandura and Walters, 1963). The frequency or "reality" of this sponta
neous imitation, despite the presence of an observer in the home setting, 
suggests that the actual occurrence of this behavior in the course of dai
ly interaction with the television set is probably much greater than the 
number of instances recorded in the present study. 

The fact that the child's reactivity to the television ~flt was affected 
both by the type of program content viewed and/or by "observer ef
fects" demonstrates that the child's performance of behavior acquired 
while watching television is highly susceptible to environmental inllll
ences. General reactivity to television appears to vary in relation to the 
amount of "attention" the child pays to the television program, and this 
attention seems to be related to previously developed patterns of social 
behavior. It seems reasonable to conclude that what the child brings to 
the television set will determine, in some measure, the potential impact 
of television on him. 

The television "addict" seems to be somewhat different from the cas
ual viewer. Moreover, the child's previously acquired program prefer
ences exert an influence on his attentiveness and reaction to particular 
programming. Consequently, the results of the present study suggest 
that prediction of the potential impact of television requires a relatively 
precise specification of the characteristics of the child as well as a de
scription of the content of the program viewed. However, it must be 
remembered that observers who watched children viewing television in 
their own homes were able to record numerous instances of sponta
neous imitation of televised behavior. Thus, these children demonstrate, 
in a naturalistic setting, imitative behavior which usually has been ob
served only in an experimental setting. 
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FOOTNOTES 

1. The author is indebted to Paul Hanly Furfey, director, Bureau of 
Social Research, Catholic University of America, for providing re
search facilities and a working paper (see Appendix A) on observer 
impressions of television's impact on the children of the present 
study. Moreover, the author is especially grateful for the assistance of 
Lucile Banks, Lilly Davidson, and Robert Davidson who were the 
observers and interviewers. The author is further indebted to Earl S. 
Schaefer and May Aaronson, Center for Studies of Child and Family 
Mental HlJalth, National Institute of Mental Health for permission to 
use materials developed in a prior study of the impact of infant edu
cation. Finally, the author is very grateful for the assistance of Eileen 
Marchak whose research skills greatly facilitated this study. 
The research on which this report is based was supported, in part, 

by Contract No. HSM-42-70-50 between the Catholic University of 
America and the National Institute of Mental Health, Health Serv
ices and Mental Health Administration, U.S. Department of Health, 
Education, and Welfare. 

2. The videotaped behavior specimen of television viewing was provid
ed by Robert B. Bechtel, Epidemiological Field Station, Greater 
Kansas City Mental Health Foundation. 
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Appendix A: First Graders Watching Television 

Paul Hanly Furfey 
Catholic University of America 

Staff members of the Infant Education Research Project visited the 
homes of 25 six-year-old children and observed for approximately one 
hour while these boys watched television. The observers described their 
general impressions of the child's television viewing by drawing both on 
their observation period and on their general knowledge of these child
ren and their families. The 25 reports varied in length from about half a 
typed page to a full page. The present memo is based on these reports. 

It must be admitted at the outset that this anecdotal information does 
not permit clear generalizations about the part that television played in 
the lives of the subject children. However, it was interesting to note that 
in a number of cases television was chosen for a lack of something more 
interesting to do. One child said he watched television "when there is 
nothing better to do." Another chose it for lack of "something better or 
more exciting." Four boys explicitly stated that they preferred outdoor 
play but fell back on television when the weather was bad. The homes 
where these boys live are often crowded, dark, and unpleasant. There
fore, when outdoor play is impossible, television looms large. There are 
probably far fewer alternatives than in middle-class homes. Of one boy 
the observer said, "In inclement weather, this is his main entertain
ment. " 

Many published studies give quantitative data on the total amount of 
time children spend watching television or the amount of time they 
watch specific programs, but they do not distinguish qualitatively among 
different kinds of watching. One point brought out clearly by the pre
sent series of observations is that a child may react to television in many 
different ways. There are many varieties of "watching." 

Staff mem bers observed that in several cases a child's reaction to tele
vision was "passive." Of one boy it was said that "his television ob
servation was quite passive." One child was allowed to choose his pro
gram; but even though the program was his own choice, he sat passive
ly. Then the staff member allowed him to choose another program, but 
his reaction "was basically the same." Another boy was reported by his 
mother to "love" television; yet he impressed the visiting staff member 
as "a passive television viewer." Of one child, the staff mem ber re
marked that throughout the staff's contact with him he had been "ob
served as a passive, introverted, nonverbal child." She was therefore 
not surprised that he should also be "a passive viewer" of television. 
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On the other hand, more than half the subject children gave some 
proof of a genuinely active interest in the programs they watched. It was 
reported of one child that "each time the commercial came on he sang 
along and appeared to know the entire commercial. He also hummed or 
sang along with the music that accompanied the cartoons he watched." 
Another "appeared to enjoy particularly the programs in which he could 
actively participate. As he watched Sesame Street, he said his alphabet, 
counted and sang along with the TV." 

Six of the subject children knew by name the characters appearing on 
certain programs and could discuH'., them and what they did. For exam
ple, it was reported of one boy that "he is familiar with some characters 
who appear in the programs and can describe verbally various aspects of 
the programs, particularly those he is most fond of. ... He tries to imi
tate some of the people he watches." 

One subject child gets up early regularly every morning to watch a 
favorite program before he goes to school. In a couple of instances, ob
servers remarked that a ~hild would be so interested in a program that he 
could not be distracted by noisy siblings and would dislike being inter
rupted to answer questions. One child sat so close to the television 
screen that the observer was afraid this might injure his eyes; probably 
this, too, should be interpreted as an evidence of interest. 

To one little boy, television seemed to have a good deal of psychologi
cal importance: "Being an only child, he relies on the television for 
companionship. He spends a good deal of time watching televi
sion. . . .It appears that without television he might be a very lonely 
child. " 

The following excerpt from a report shows another way in which tele
vision may capture a child's interest: "This child appears to have a close 
relationship with his father. They often, from the child's report, watch 
television together. On occasion, Mis. W. says, the child really gets a 
big kick out of choosing the winner on The Dating Game along with his 
father. " 

The examples which have just been cited are cases in which subject 
children prove that they have a more than passive interest in television. 
The most striking examples, however, are those in which the child ap
pears to confuse the "make-believe" on the television screen with reali
ty. Several instances of this sort of thing occurred during the observa
rions now being discussed. 

The first was reported as follows: "In the course of the program there 
was a scene about a garage. An argument took place over the ownership 
of the garage. The subject child seemed somewhat disturbed by the ar
gument. It was my impression that he really took the argument seriously 
from the worried expression on his face. Then he looked at me as if to 
read my reaction to the argument. Then he smiled." In this case, by tak
ing the argument too seriously, the subject child see.med to show that he 
was confusing a story with real life. 
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A second case was thus reported: "While watching The Flintstones, 
the subject child turned to me and said, 'If Superman and Mighty Mouse 
were to fight, who would win?' This to me indicated that the child did 
not recognize the difference between the cartoons and the human char
acters." It seems rather striking that a child should consider the bizarre 
cartoon characters to be real. 

Another instance seems a little special. One subject child was report
ed by his grandmother to like to imitate the characters he watches on 
television. The report continues. "Sometimes he pretends that he is 
able to fly and then falls and hursts himself." Somehow te!evision was 
able to induce in this child the false belief that he could fly. In the face of 
common sense, he tried to do so and thus hurt himself. One would like 
to know a good deal more about this incident. 

The fourth case is the most striking of all. The report is as follows: 
"His baby sitter reported that on one occasion some time ago, he was 
watching Li'l Rascals on television and decided to run away. By the 
time the police apprehended him, he was at Union Station ready to 
board a train. When asked where he was going, he replied, 'to Califor
nia, to see the Li'l Rascals. '" 

In children,. like our six-year-old subjects, the dividing line between 
the real and the imaginary is far less sharp than with adults. Of course 
this is a general truth and is not confined to the world of television. 
However, children often watch television a great deal, and some of 
them, like some of our subject children, are fascinated by it. Television 
presents the imaginary, but it presents it with a peculiar and persuasive 
vividness. Thus television adds a powerful source of confusion of the 
reai and the unreal in the minds of the young. 

The data from our present series of observations are rather tantaliz
ing. They show that television can blur the distinction between reality 
and imagination in the minds of the young, but they do not show under 
what conditions this happens nor what the long-term effects may be. 

When one child got from television the false notion that he could fly, 
no great harm resulted. He soon learned that he could not; and he did 
not harm himself seriously in the process. What may be infinitely more 
serious is television's effect on the child's ultimate Weltanschauung. 
When growing up, a child must learn to adapt himself to reality. He must 
learn how to meet life's problems, and one does not solve life's prob
lems by magic, as on television. Of course fairy tales also distort reality, 
but television is much more vivid than a fairy tale and its effect may be 
much greater. 

At the present state of our knowledge, we can say little about these 
issues beyond the fact that television can distort reality in the minds of 
our subject children. But whether this distortion is a harmless and tri
fling matter or whether it can be serious, we simply do not know. Even 
to speculate about answers would be bad science. 
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Appendix B: Home Behavior Inventory 

Earl S. Schaefer and May Aaronson 

Child's Name Class Teacher --------------- -------------
Date __________________________ _ 

INSTRUCTIONS 

Please describe as accurately as possible how your child behaves by circling one 
of the five responses to each question. Give a response to every item and Base 
YOUR RESPONSE UPON YOUR PERSONAL OBSERVATION AND EXPER
IENCE. 

Almost Fre- Half Some- Almost 
always quently the time times never 

1. Goes up to other and makes 5 4 3 2 1 
friends; doesn't wait until 
they come to him. 

2. Sticks to something he starts 5 4 3 2 1 
until its finished. 

3. Prefers to be by himself; 5 4 3 2 
wants to be let alone. 

4. Gets in a temper ifhe 5 4 3 2 
can't have his way. 

5. Likes to run around rather 5 4 3 2 
than to settle down to quiet 
play. 

6. Is kind and sympathetic to 5 4 3 2 1 
someone who is upset or 
in trouble. 

7. Likes to be with people 5 4 3 2 
rather than by himself. 

8. QUietly sticks to what he's 5 4 3 2 1 
doing when others are mak-
ing noise or doing tllings 
nearby. 

9. Plays by himself rather than 5 4 3 2 
with others. 

10. Gets angry when he has to 5 4 3 2 1 
wait his turn or share with 
others. 

I 

I 
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Almost Fre- Half Some- Almost 
always quently the time times never 

11. Forgets a job or errand he 5 4 3 2 
started, as his mind wanders 
to other things. 

12. Tries to make life easier 5 4 3 2 1 
for others; doesn't want 
to hurt them. 

13. Looks for someone to 5 4 3 2 
talk with or play with. 

14. Spends a long time with 5 4 3 2 1 
things that interest him. 

15. Pulls away, hides, leaves 5 4 3 2 1 
the room when visitors 
come. 

16. Pushes, hits, kicks others. 5 4 3 2 
17. His attention wanders from 5 4 3 2 1 

what you're telling him. 
18. Is willing to share candy, 5 4 3 2 

food or belongings with 
others. 

19. Likes to talk to visitors. 5 4 3 2 
20. Keeps trying even if some- 5 4 3 2 1 

thing is hard to do. 

21. Watches others, but doesn't 5 4 3 2 
join in with them. 

22. Picks fights. 5 4 3 2 1 
23. Goes from one thing to 5 4 3 2 

another; quickly loses 
interest in things. 

24. Tries to help when he's asked. 5 4 '"' 2 .) 

25. Tries to get attention by 5 4 3 2 
smiling and talking to people. 

26. Tries to do something the best 5 4 3 2 1 
he can, even if it takes a long 
time. 

27. Is too shy or bashful to play 5 4 3 2 
with others. 

28. Sulks, gets resentful, and won't 5 4 3 2 
do things he should. 
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29. Gives up on what he's trying to 5 4 3 2 1 
do if it takes more than a 
short time. 

30. Tries to please others. 5 4 3 2 1 
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Appendix C: Televiewing diary record (sample 
page) 

SAMPLE PAGE MONDAY 

;riME OF PROGRAM 

2. Did you watch the entire program? 

".-.,-__ A.M. 

9-11: 1.3 P.M. 

o Ves ____ a. Between what times did you miss part of the program? 

)Zt No. I missed part of the program----- r and 9,. l/ '2 PM 

3. Reason for watching (Check one): 

o I planned to watch this program 

® It just came on the channel 

o Other (Please explain) 

4. Who"~ the main say in choosing this program? 

/ () and / /): ~~ ;:::. 

OMe 
o Someone else (WhO?)--'l1)1Imr/j) d ~AY O,A/}I.R_ ([11.- ~~ 
(1u41/n.l'<~ --< 

6. Did you talk at all while you were watching the program? 

o No, I didn't say anything. (GO TO QUESTION 6) 

~ Ves .. a. Did you talk about 0 the TV program 

~ something .Isa 

b. How long were you talking? c;2 () Minutes 

6. Did you do anything el'" during the program (e.g., reading, child care, erc.)? 

o No, (GO TO QUESTION 7) 

~ Ves __ •••• WnatwereYOUdOing?~d~!~~ tM~-rb 
W&#--?-,Y.; WJWU ~~ 1IdY-pdd 

b. How long were you doing this? /5 Minutes 

7. How did you feel about tIM program? (Check one): 

~ Waste of time 

OOK 

o Really worth watching 

8. What things did you like about tho program? 

.l8l. NOTHING 

--------------------------~·~---n~\----~~~, 
9. What things did you dislike about the program? , &.11/'64/ OilY j (y' J14!1 

UftA/.J . /)/1/'6 k!) ,/ 
o NOTHING 
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SAMPLE PAGE MONDAY 

1. NAME OF PROGRAM TlM~ OF PAOCAAM 
-::: ___ A.M. 

9-10 P.M. 

2. Did you walch Ihe enlire program? 

o Ves ____ a. Belween what limes did you miss part of the program? 

lRl. No, I missed part of the program 7 and C) : () 5 
9:'-15 and 1:50 

3. Rearon for watching (Check one): 

o I planned 10 walch this program 

o It just came on the channel 

® Olher (Please explain) (~~tL ~4 it> tu'a.J'-c-lv 

4. Who had the main say in choosing this program? 

OMe 
1& Someone else (WhO?)I __ "'~::ZJ&<!&f:.::!L,~~,t..!d2d~£~ _______________ _ 

5. Did you talk at all while you were watching the program? 

o No, I didn't say anything. (GO TO QUEST/ON 6) 

~ Ves I> a. Did you talk about ~ the TV program 

J;8l: something else 

b. How long were you talking? ;2. Q Minutes 

6, Did you do anything ei:. during the program (e.g., reading, child care, erc.)? 

o No. (GO TO QUEST/ON 7) 

lZ! Ves ------< ... a. What were y,ou doing? +~¥ c,uL 1 C~j 
LLudM1-f ~t¥fI"'.'.v 

b. How long were you doing this? /0 Minutes 

7, How did you feel about the program? (Check one): 

o Waste of time 

~OK 
o Really worth watohing 

8, What things did you like about the program? 

s. What thing. did you dislike about the program? 

n NOTHING 
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Appendix 0: Observation schedule-home 
televiewing 

OBSERVATION SCHEDULE 

377 

Name of child: ___________________ _ 

Date: ___________ Day of week: _______ _ 

Time: ______________________ _ 

GENERAL DIRECTIONS: Make sure the television is on. Explain to 
the child that the reason you are there is to watch TV with him. 

ORIENTATION PERIOD: Observe for five minutes and desciibe the 
setting. Description should include number of people in room and their 
activities, room in which TV is located, and general impressions of the 
setting. 

---------------------------
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NEXT FIVE MINUTES: Description of child and his activity (e.g. sits 
with legs crossed, sucks thumb, punches brother, etc.) for each minute. 

Minutes Name of program: Time: 

2 

3 

4 

5 
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NEXT FIVE MINUTES: Eye Contact-Record what child is look
ing at using fifteen second intervals. 

Minutes 0 

6 

7 

8 

9 

10 

15 30 45 60 

NEXT FIVE MINUTES: Description of child and his activity (e.g., 
sits with legs crossed, sucks thumb, punches brother, etc.) for each 
minute. 

Name of program: ______ Time: ____ _ 

II 

12 

13 
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Minutes 

14 

15 

NEXT FIVE MINUTES: Eye Contact-Record what child is look
ing at using fifteen second intervals. 

16 

17 

18 

19 

20 

o 15 30 45 60 

NEXT FIVE MINUTES:Description of child and his activity (e.g., 
sits with legs crossed, sucks thumb, punches brother, etc.) for each 
minute. 

Name of program: ________ Time: ____ _ 

21 

22 



--------- --~---

VIEWING OF YOUNG BOYS 

Minutes 

23 

24 

25 

381 

NEXT FIVE MINUTES:Eye Contact-Record what child is look
ing at using fifteen second intervals. 

o 15 30 45 60 

26 '. 

27 

28 

29 

30 

NEXT FIVE MINUTES: Description of child and his activity (e.g., 
sits with legs crossed, sucks thumbs, punches brother, etc.) for each 
minute. 

Name of program: _______ _ Time: 
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NEXT FIVE MINUTES~ Description of child and his activity (e.g., 
sits with legs crossed, sucks thumb, punches brother, etc.) for each 
minute. 

31 

32 

33 

34 

35 
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NEXT FIVE MINUTES: Eye Contact-Record what child is look
ing at using fifteen second intervals. 

o 15 30 45 60 

36 

37 

38 

39 

40 
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Summary of Observation Period 

1) Child watched: 
very attentively 
somewhat attentively 
not very attentively 

2) Who chose programs? (Check as many as apply.) 
child 

3) Setting during programs: 

sibling 
parent or other adult 
observer 
friend 
other 

noisy 
quiet 
both noisy and quiet at times 

4) Interactions of child during programs: (Check as many as apply.) 
parents or other adults made 

--- demands on child or interrupted 
his viewing 

__ siblings interacted with child 

__ friends interacted with child 

child played with toys or other 
materials (i.e., books, pets, etc.) 
other (describe) 

5) Emotional responses during programs: (Check as many as apply.) 
no emotional response 
laughter 
surprise 
sadness 
fear 
bewilderment 
boredom 
other (describe) _____ _ 
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Postviewing Questions 

1) What programs did you watch today? 

2) What do you remember about what happened on TV today? 

3) What did you like best about the shows you saw today? 
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Appendix E: 
Media use and 

dai Iy activities question nai res* 

Home Setting 

Family Name: ____________________ _ 

Address: _____________________ _ 

Type of Housing (e.g., apt., row/detached)* 

*General description 

Neighborhood Characteristics 

Description of Household 

No. of Rooms 
Indoor Bathroom Yes No 
Adequate Plumbing Yes No 
No. of Bedrooms 

Color: 
No. of TV sets Yes __ No_ 
Location 1. ______ _ 

of 2. 
TV's 3. ___ _ 

No. of Radios __ _ 
Location 1. ______ _ 

of 2. ______ _ 
Radios 3. ______ _ 

Phonograph: Yes No 

Location _________ _ 

Furniture: Old New 

*Note: These questionnaires area composite of structured and semi
structured interviews with each child and his teachers, tutors, 
and parents. 
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Background Inform ation 

Hours Usually 
Parents: Birthdate Age At Work AtHome 

Mother _________ _ 

Father ______________ ( 

Other Male ( 

Children and Other Adults: (in order) 

1. 

2. _______________ __ 

3. __________________ ___ 

4. __________________ __ 

5. __________________ __ 

6. ____________________ _ 

7. ____________________ __ 

8. ____________________ __ 

Discipline in Family: 

) 

) 

) 

No. and Location of Previous Residences (in order) 

1. 

2. 

3. 

4. 

Is family on welfare? Amount of additional support ____ _ 
Yes ____ No __ Source of support _____________ _ 
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Child's Daily Activities 

Child's Name ______________ Age ___ _ 

School _____________________________ __ 

Please indicate how he spends a typical day. _____________ _ 

1. School: What do you know about his behavior in school? ____ _ 

What kind of student is he? 
-------~--------------

II. After School: 

3:00-- 6:00 p.m. ___________________ _ 

6:00 p. m. -- bedtime ____________________ _ 

When is bedtime? 

Are meals served regularly? ____________ _ 

General comments 
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Television Viewing 

About how much time per day does the child spend watching TV? __ 

When is he most likely to watch? (Please give specific times) 

Does he watch most often with: brothers and sisters 

whole family 
(Please circle 

alone answer 

other 

What are his favorite shows? 

Does he receive parental supervision of the TV fare he watches? 

Is he free to choose what he will watch or do others make the selection? 

In the following space please indicate anything you have learned about 
the child's television viewing behaviors or attitudes, how TV has affect
ed him, what specific facts or behaviors he has learned from watching 
TV, etc. 



390 PATTERNS OF USE 

Program Preference Schedule 

ChiIdrens' Television Interview 

What are your favorite-TV programs? 

What do you like about (Program 1) 
------------------------------- ? 

What do you like about (Program 2) 
------------------------------- ? 

What do you like about (Program 3) -------------------------------- ? 

What do you like about (Program 4) 
'/ 
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Here is a list of weekly programs that are on network television during 
the evening. 

Circle each program that you have seen all the way through ten times or 
more since January 1, 1970. (Each program has been on about 15 
weeks.) 

MONDAY 

Gunsmoke 
Here's Lucy 
Mayberry RFD 
Carol Burnett 

TUESDAY 

Lancer 
Red Skelton 
Governor and J.J. 
Sixty Minutes 

WEDNESDAY 

HeeHaw 
Beverly Hillbillies 
Medical Center 
Hawaii Five-O 

THURSDAY 

Family Affair 
Jim Nabors 
ThursdaYMovie 

FRIDAY 

Get Smart 
Tim Conway 
Hogan's Heroes 
Friday Movie 

My World/Welcome It Takes a Thief 
Laugh-In ABC Monday Movie 
Monday Movies 

I dream of Jeannie 
Debbie Reynolds 
Julia 
Tuesday Movies 

Mod Squad 
Movie of the Week 
Marcus Welby, MD. 

The Virginian Nanny and the Professor 
Kraft Music Hall Courtship of Eddie's Father 
Then Came Bronson Room 222 

Daniel Boone 
Ironside 
Dragnat 
Dean Martin 

High Chaparral 
Name of the Game 
Bracken's World 

Johnny Cash 
Engelbert Humperdinck 

Pat Paulsen 1/2 Comedy Hour 
That Girl 
Bewitched 
Tom Jones 
Paris 7000 

Flying Nun 
Brady Bunch 
Ghost and Mrs. Muir 
Here Comes the Brides 
Love, American Style 
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SATURDAY 

Jackie Gleason 
My Three Sons 
Green Acres 
Petticoat Junction 
Mannix 

SUNDAY 

Lassie 
To Rome with 
Love 
Ed Sullivan 
Glen Campbell 

Andy Williams 
Adam-12 
Saturday Movie 

Marlin Perkins 
WaIt Disney 
Bill Cosby 
Bonanza 
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Let's Make a Deal 
Newlywed Game 
Lawrence Welk 
Hollywood Palace 
Cesar's World 

Land of the Giants 
The FBI . 
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Appendix E: 6bserver record and behavior 
specimen transcript 

Table F·': Observer Record and Behavior Specimen Transcript 

Observer Record 

Minute 1 

1. Leaning on sofa looking at T.V. feet crossed -
still laying back on sofa. 

2. Leaning back on couch while watching has legs 
crossed, hand to face 

3. Two children are sitting on couch; older child 
is partially seen; presumed to be viewing -
both children are silent 

Minute 2 

1. Patting feet to music still looking - looking 
atTV 

2. Same position but moving feet to music 
3. Younger child shifts to another position 

older child remains in same position. Music 
is the dominant theme at this moment 

Minute 3 

1. Looking intently same position 
2. Same position - still moving feet to music 
3. Exchange of words occur between the two 

children ... on time to watch. 

Minute 4 

1. Looking intently feet crossed. Moving feet. 
Raising feet up and down. 

2. Child still has legs crossed but moved hand 
from fact momentarily - moving it to music. 

3. Children watching, both are silent - older 
child moves both feet. 

Minute 5 

1. Still leaning back on sofa looking at TV. 
MO'ling feet. 

2. Sony ended - Child moves back on the couch 
to get more comfortable feet moving in up and 
down motion. 

3. Older child can be seen sitting up; full profile 
is in view. 

Transcript 

He is sitting on end of the couch 
nearest the set. He has his feet on 
the floor and his back resting on 
the couch; one hand is near his 
mouth. He is watching TV closely. 
He has his feet crossed. He wiggles 
his feet. He continues to watch the 
set closely. 

He is sitting still watching TV. He 
bounces feet to the rhythm of the 
song. He is bouncing his head to 
the beat a few times and then sits 
still with no movements. 

Jamie sniffs a rose. He wiggles feet 
a little. He is sitting still. 

He is still sitting in the original 
position. Jamie turns to look at his 
dad as he closes the dining room, 
for a few minutes. Then he returns 
to the original posture of watching 
TV. 

Jamie pats his feet to the beat of 
the song for a few seconds. He 
stops beat. He uncrosses his feet, 
sits up, and scoots back on couch, 
places hand on his chin with elbow 
on knee. He watches TV attentively. 
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Table F-1: Observer Record and Behavior Specimen Transcript {Continued} 

Observer Record 

Minute 6 

1. Sitting back on sofa looking intently. Gets up 
adjusts screen sits down, continues looking. 

2. Child has toy in hand and whistle gets up to get 
something and sits agair,l on sofa. 

3. Child is striking object leg - approaches 
television changes channels - returns to sofa 
and leans back. 

Minute 6 {Continued} 

Minute 7 

1. Same sitting position -looking intently. Sits 
up then leans back. 

2. Sitting on couch moving right foot up and 
down {shoe off!. 

3. Child raises up look toward other room says 
something to another person. Child is not 
watching - continues to play with object. 

Minute 8 

1. Changes position - moves arm. Playing with 
stick watching TV. 

2. Child looking toward kitchen - has legs 
crossed, toy in hand. 

3. Child is presumed to be watching. 

Minute 9 

1. Raises leg. Sitting back on sofa looking at TV. 
2. Same position but probing foot with toy that 

he has {both feet on couch}. 
3. Child turns to prone position watches some

what attentively. Child is watching. 

Minute 10 

1. Props leg up continues to lay back on sofa. 
Lays on stomach hitting stick on something. 
Watching TV. 

2. Right leg raised has toy in hand, blowing 
whistle (not too interested!' 

3. Child plays with object - continues to watch. 

Transcript 

Jamie looks back at TV> He con
tinues to beat his leg with the drum
stick. He gets up and goes over to 
the TV and adjusts the set, then re
turns to the couch. He slouches 
down on the couch. He then looks 
into the dining area. He looked back 
at TV. He's still in a slouched 

position. Jamie looks down at his 
hands that are playing with the 
drumstick. His feet are on the floor. 
He touches one foot to the other. 
He glances away from and then 
back to the TV set. 

Jamie takes his right shoe off. He 
then bounces his foot on the shoe. 
He continues to watch TV while 
doing this. Jamie is playing around 
with his feet. He bounces them and 
touches them to each other. Jamie 
then puts his legs entirely onto the 
couch. He beats his drumstick. He 
looks at TV. 

Jamie looks into the dining area 
and sits up. His legs are folded. He 
is laying on his side the drumstick 
is held under his foot with his 
hands attached to each end. He 
continues to watch TV. Jamie beats 
his foot with the drumstick. 

Jamie scratches foot with his 
drumstick. Jamie continues {u 

play with his mouth holding it 
with his left hand. 

He puts the stick in and out of his 
mouth holding it with his left 
hand. 
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This study examined the relationship among a child's interaction with 
his parents, his exposure to violent and nonviolent television content, 
and his attitudes toward the medium. It studied these phenomena from 
the twin vantage points of the child's description of his own behavior, 
and a description of that child's behavior by his mother. 

A basic methodological concern was to obtain an estimate of the ex
tent of agreement between the two principal sources of information. 
Some studies rely primarily on data obtained from the child, others on 
parent data. Schramm, Lyle, and Parker (1961) obtained time exposure 
estimates from both parties, found them discrepant, and subsequently 
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relied on a combination of parental estimates, aided recall, and whole 
family interviews. They examined none of their other media variables 
for possible additional disagreements. Himmelweit, Oppenheim, and 
Vince (1958) based their classic British study primarily on the responses 
obtained from children on questionnaires, diaries, and program-recall 
lists. Pa,-elltal estimates of the children's behavior provided only mini
mal data. The present study examined extent of agreement across a wide 
range of television behaviors. 1 

The basic theoretic notion was that extensive family interaction be
tween the parent and the child should result in fewer discrepancies be
tween the estimates made by both about the child's television behaviors. 
It was posited that if a child and his mother and father interact verbally 
across a wide range of issues, the increased parental awareness of the 
child's attitudes, interests, etc., should manifest itself in greater aware
ness of the child's television habits. In our measure of interaction, we 
focused on the child's talking with parents about school matters, about 
family decision-making situations, and "just sitting around and talk
ing." 

Here, interaction was considered in terms of its frequency and not in 
terms of specific content, nor in terms of the role of the child in such in
teraction. In a series of studies at the University of Wisconsin, McLeod, 
Chaffee, and Wachman (1967, 1970) have focused on the kind of family 
communication which occurs, and have related this to media use and 
family influence on socialization. In families, for example, where the 
child is exposed to controversial material and is relatively free of social 
restraints, he is more politically active and more often uses the media 
for information. 

For the present study, it was posited that in families where there was 
extensive interaction between mother and child, the mother and child 
would have clearer perceptions and/or data on the child's behavior. 
Thus, if both were asked what the child's favorite programs were, or 
how realistic television was perceived to be by the child, etc., the an
swers would be more harmonious than those of a parent and child who, 
by their own reports, interact little. In fact, the latter ought not even 
agree on the extent to which they interact. 

Relating such interaction, regardless of the content of the discussions, 
to the child's aggressiveness is a more tenuous matter. Basically, we 
proposed that if a child were exposed to a considerable diet of television 
violence and had attitudes which were supportive of the use of violence 
in problem-solving situations, then such attitudes would be somewhat 
ameliorated through extended family interaction. That is, the direction 
of family interaction would be biased against the learning or reinforce
ment of proviolence attitudes. 

Finally, this study examined the clustering of television-related be
haviors as estimated by both the child and his mother. We anticipated 
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that the watching of more violent programs would be positively related 
to total television exposure, perceived reality of television, and self
watching and would be negatively related to such variables as perceived 
amount of violence on television and the existence of household rules 
about television. Rather than a concise conceptual framework for these 
latter expectations, the study findings were to provide pilot data for sub
sequent, more precise hypothesis testing. 

In summary, this initial study sought (1) to determine the extent of 
agreement between a mother and one of her children as to the child's 
television habits and (2) to analyze the role of frequency of family inter
action in their coorientation toward television and toward the use of 
violence. 

METHODS 

During the fall of 1970, approximately 100 children from fourth and 
fifth grade classes in a single elementary school in western Michigan 
were interviewed. Questionnaires were distributed during normal class
time, explained by the investigator, and completed by the children. The 
school was purposively selected as a middle-class school, and all fourth 
and fifth grade children present on the testing day were interviewed, 
except one class. 

The parents of all the children interviewed had been notified in ad
van~e of the study and were asked if they would consent to interviews. 
This resulted in completed interviews with 85 mothers of the children 
tested. It is this paired grouping of 85 children with their mothers whose 
responses were analyzed. The mothers were interviewed in their homes 
on the same day as the children were queried. Of the 85 children, 44 
were girls and 41 were boys. Four-fifths of the children were white, and 
the remainder were black. 

Variables 

A mother's estimates of her child's viewing habits and television be
havior patterns were obtained in order to compare them to the child's 
own estimates. The specific variables and their operationalizations 
were: 

Television exposure. We assessed regularity of exposure to violent 
and nonviolent shows and the amount of time spent watching television 
on an average weekday and on Saturday morning. Respondents identi
fied programs they (their child) watched every week from a list of ten 
shows previously judged as having violent content (e.g., Mannix, Ha
waii Five-G, F.B.I.) and from a list of ten shows previously judged as 
having nonviolent content (e.g., Family Affair, Hee Haw, My Three 
Sons). These programs were identified in a study by Greenberg and 
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Gordon (1971). The 20 programs were interspersed in a common listing. 
Both parent and child estimated how much time, in hours, the child 
spent watching television on an average weekday and on Saturday 
morning. 

Context of viewing. This consisted of five items which asked how of
ten the child watched television with his (a) mother, (b),father, (c) 
friends, (d) brothers or sisters, and how often (e) by himself. Respon
dents indicated, for each question, whether it was always, often, some
times, not very much, or never. 

Program selection. These variables sought to determine where the 
child got information about what shows were on television and which 
ones he should watch, and who had the most control over what he 
watched. The first variable was indexed by asking the parent (and the 
child) the open-ended question, "When your child (you) wants to watch 
television, how does he (do you) find out what shows are on?" Major 
responses were: TV guide. turn channel, newspaper, memory, and 
mother. For the second measure, respondents indicated whether parents 
and teachers suggested that the child watch certain shows. The third was 
based on the question, "Who has the most to say over what your child 
(you) watches (watch)-child, parent, brother or sister, or someone 
else?" In the analysis, this became a dichotomy between self and other. 

Perceived reality of television. Five items formed this index and mea
sured respondents' judgments about how realistic television content is 
compared with real-life situations and people. Parents and children were 
asked about such statements as "Families I see on TV are just like my 
family" or "The shows I see on TV tell about life the way it really is." 
Response categories were agree, disagree. and not sure. 

Rules about television watching. Four items concerned parental regu
lation of the child's viewing habits. One item asked if there were any 
rules about how late the child could watch television. Another asked if 
there were some shows the child was not allowed to watch. Two items 
dealt with the loss of viewing privileges as punishment and extended 
viewing privileges as reward for something special the child did. All 
items had yes/no response categories. 

Amount of violence on television. Three items were used to determine 
how much violence respondents perceived on television in general and 
on shows they liked to watch. For this measure the parent did not esti
mate the child's response, but gave her own perceptions. 

Family interaction. Three items assessed how much and in what as
pects the child verbally interacted with his parents. They asked how of
ten the child talked about things going on in school, participated in fami
ly decisions, and just talked about things. Each item had the foils of very 
often, sometimes, not very often, and not at all. 

Violence justification. Four items asked respondents to agree or disa
gree with statements such as "It's okay for a teacher to hit one of her 
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students" or "It's all right if a man slaps his wife." The four items were 
assumed to create a violence jt:~dfication index. 

Hypothetical situations involving the child's behavior. Respondents 
were asked to estimate how the child would behave in situations in 
which (a) another child took something from him, (b) another child start
ed ordering him around, (c) another child his age pushed him down, and 
(d) he wanted something with which another child his age was playing. 
Open-ended responses were coded as either "verbal" (indicating that 
the child would speak to the other child), as "violent" (indicating that 
the child would react with some physical force toward the other child), 
or as neither. 

RESULTS 

Five issues were examined in the data analysis: (1) What is the relation
ship between the measure of the child's verbal interaction with his (her) 
parents and the degree of discrepancy between parent and child in esti
mating the child's television behaviors? (2) To what extent is some par
ticular television viewing behavior of a child, as reported by a parent, 
correlated with the behavioral report of the child? (3) What is the magni
tude and nature of the differences between the base levels of the behav
iors reported by the two sources? (4) Is there some general pattern of 
discrepancies; do reported differences in one behavior relate systemati
cally to reported differences in other behaviors? (5) What television hab
its are related, according to the child, and then according to the mother? 

Fam ily interaction and parent-child 
discrepancies 

For each of the measures obtained from both the mother and her 
child, a difference score was calculated. This score was correlated 
against the family interaction index obtained for both the parent and the 
child. The general expectation was that the higher the level of family 
interaction, the smaller would be the discrepancy between the mother 
and child in estimating the child's behavior. There was no support for 
this proposition; across 30 correlations (15 for the child and 15 for the 
parent), none achieved statistical significance. Approximately half had 
positive correlations, and half had negative ones. Therefore, the extent 
to which parents and their child talked about decisions, problems, or 
anything did not result in a common perception of the child's television 
habits. Indeed, they did not have very similar perceptions of the extent 
to which they interacted; the interaction indices correlated only .239 (p 
< .05). The remainder of these analyses then deal with the nature and 
magnitude of the differences in perceptions between the mother and her 
child. 
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Mother-child correlations in reports of child's 
television behaviors 

Table 1 correlates each of the television behaviors, as described by 
the mother with the self-description of her fourth- or fifth-grade young
ster. 

The general pattern was one of statistical significance; there was suffi
cient linearity in the relationships to indicate nonindependence. Howev
er, the size of the correlations in most instances was small. 

Table 1: Correlations between mother and child in estimating 
child's TV behaviors (n=85) 

Variable 

1. Exposure 
a. Violent shows watched weekly 
b. Nonviolent shows watched weekly 
c. TV hours/day 
d. TV hours/Saturday 

2. Context of viewing 
a. Frequency with mother or father 
b. Frequency with friends 
c. Frequency by himself 

3. Program selection 
a. Does mother suggest shows? 
b. Who has most to say about what is watched? 

4. Perceived reality of TV 
5. Rules about TV watching 
6. Family interaction index 

.219 

.522 

.069 

.221 

.404 

.382 

.274 

.315 

.219 

.318 

.190 

.239 

1 Pearson product-moment correlations. An r of .213 is significant at the .05 level; an r of 
.278 is significant at the .01 level. 

In terms of the exposure measures used, the mother and child agreed 
best on the nonviolent television diet of the child (r = .522). Indeed, that 
correlation was significantly larger (p < .05) than that for any other of 
the exposure measures. Agreement between parent and child on the vio
lent shows watched was minimally significant. There was no correlation 
in terms of how much time the child watched television on an average 
weekday. Estimates of viewing time on Saturday were marginally corre
lated. 

As to viewing partners, the mother and child agreed best on the fre
quency with which one or the other parent was present during television 
time. Agreement on frequency of vewing with friends was correlated to 
the same extent. Reliability on self-viewing by the child was substantial
ly smaller than either of these other two viewing contexts. 

A positive correlation was obtained between the two data sources as 
to the extent the child perceived television to be true-to-Iife vis a vis the 
series of reality items. 

There existed a moderate correlation for program suggestions by the 
mother, but less so for whether the child or others had the most to say 
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about program selection. There was insignificant agreement between the 
mother and child about the rules associated with watching television. 

As noted, a moderate correlation was found on the family interaction 
index. There was some-but not very much agreement-about the role 
of the child in talking about various issues and problems with the par
ents. 

There was no correlation between the parent's and child's statements 
about the child's perception of the justification of the uses of violence. 
For hypothetical problem situations, however, mother and child esti
mates on the frequency of verbal responses correlated .216, and their 
estimates that the child would make a physically violent response corre
lated .240. 

In summary, there was relatively strong agreement on only three as
pects of the child's TV habits-the nonviolent shows he watched and his 
frequency of watching with either his parents or his friends. 

Mother-child baseline differences in reports of 
child's tel,evision habits 

Table 2 presents the means for each of the measures. In this way, it is 
possible to examine the baselines obtained for each measure and the 
magnitude of the differences between the reporting groups. 

On the exposun~ indices, the child reported watching four of ten pos
sible violent shows weekly; the mother said the child watched 1.5 such 
shows. The child reported watching television for six hours on an aver
age day; the mother reported 2.5 hours for the child. The Saturday time 
estimates were equally discrepant. 

There was far more agreement on the frequency of watching nonvi
olent shows, with about one show's difference in the two estimates. 
Apparently the mother either was more knowledgeable about the child's 
watching of nonviolent programs than about his violent program diet or 
was prone to report it more accurately. 

As might be expected, the mother was best able to estimate how often 
her child watched television with her or with the other children in the 
same family. There was no significant difference between the child's and 
the mother's estimates. However, the mother reported significantly less 
viewing for the child with the father, with friends, and by himself. The 
grossest discrepancy was with self-viewing. Half the children said that 
they often or always watched television alone; less than one-sixth of the 
mothers had that perception of the child's viewing habits. 

In program selection procedures, the children were asked, "Do your 
parents ever suggest you watch certain shows?" Three-fifths of the 
youngsters responded affirmatively, compared with more than four
fifths of their mothers to a parallel question. In reverse fashion, half the 
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Table 2: Mother-child discrepancies in child's TV behaviors (n = 85) 

Mother's description Child's 
Variable of child self-estimate (p)l 

1. Exposure 
a. Violent shows watched 

weekly 1.54 3.93 < .001 
b. Nonviolent shows 

watched weekly 4.32 5.73 < .001 
c. TV hours/day 2.55 5.88 < .001 
d. TVhours/Saturday 2.56 5.06 < .001 

2. Context of viewinl 
a. With mother 36% 41% n.s. 
b. With father 22% 48% < .01 
c. With friends 12% 23% < .10 
d. With siblings 78% 76% n.s. 
e. By himself 14% 51% < .001 

3. Program selection 
a. Uses TV Guide 31% 52% < .001 
b. Mother suggests shows 82% 60% < .001 
c. Teacher suggest shows 47% 41% n.s. 
d. Child has most to say 

about what he watches 29% 46% < .05 
4. Perceived reality of TV 

a. Index of five items 8.06 9.51 < .01 
5. Family Interaction3 

a. Talk about school 81% 53% < .001 
b. Participate in family decisions 35% 22% < .001 
c. Just talk 53% 28% < .001 

6. Rules about TV watching 
a-d. No difference on four items 

IThe probability estimate comes from a Chi-Square analysis of the frequency data for the 
two groups of respondents for each variable. 

2Cell entry is percent who said "often" or "always." 
3Cell entry is percent who said "very often." 

children claimed to have the most to say about what was watched, but 
less than one-third of their mothers agreed. Nearly half of each group 
said that teachers made program watching suggestions. 

How realistic is television for the child? More than the mother thinks 
it is, and far more than the mother's personal perceptions, which were 
also obtained. The reality index scores ranged from 5-15 across five 
items, with three response categories each. The mean for the mothers' 
personal attitudes was 7. 10, a clear statement of disbelief in the reality 
of television. Her estimate for her child was 8.06, whereas the child's 
own response, a mean of 9.5 I, was very near the midpoint on the reality 
scale. For the child, there was neither belief nor disbelief, but uncertain
ty. 

As to child-parent interaction-talking about school, family decisions, 
or just talking-the child perceived about three-fifths as much a role for 
himself as his mother indicated he had. The mother said "Oh, yes," the 
child participated heavily, while the child denied majority participation. 
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The mother and her child did not differ in terms of questions about 
television rules in the household. All of the parents and 90 percent of the 
youngsters said there were rules about how late television could be 
watched; two-thirds of each group said there were some forbidden 
shows; one-third said there was punishment in the form of not being al
lowed to watch television; one-third of the children and one-fifth of the 
parents said more television watching was used as a reward for good 
behavior. Although these distributions are very similar, they do not indi
cate extensive agreement between a mother and her own child. The low 
correlation (.190) between the two on this index attests to this. 

Some nontabJed findings are of interest. In terms of perceived vio
lence, where the parent was giving personal responses, not projective 
ones, the mothers said there was significantly more violence (p < .05) on 
television overall than did their children. In reverse fashion, the children 
said there was significantly more violence (p < .01), on the programs 
they liked to watch than did their mothers. 

On the measures of when violence is justified, there were counterba
lancing differences between mother and child. The child was more likely 
than the mother to say that it was okay for a man to slap his wife (p < 
.001) and for a mother to hit her child (p < .001). The mothers said it was 
okay for a teacher to hit one of her students (p < .05) and for two boys 
to fight (p < .01), more so than did the children. 

Relationships among the mother-child 
discrepancies 

For each variable, the difference between the mother and the child 
was computed. These differences were intercorrelated to determine 
whether there were any general pattern of discrepancies. The general 
expectation was that such discrepancies would be nonindependent. A 
mother and a child who disagreed on one aspect of the child's television 
behavior should likely be in disagreement on other aspects. This was not 
the case. Across a 16 x 16 correlation matrix, with 120 possible compari
sons, only 12 yielded significant correlations, and eight of those were 
negative. Although it is of some interest to note that discrepancy in esti
mating number of nonviolent shows watched was positively correlated 
(p < .01) with discrepancy in estimating number of violent shows 
watched and with total amount of television exposure time (p < .05), the 
more general finding here was one of inconsistency. Mother and child 
tended to disagree sharply on whatever television behavior was being 
analyzed, but there was no systematic relationship among the discrepan
cies across the measures. 
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Relationships among behaviors 
Here we shall attempt to summarize our analysis of the intercorrela

tions among these variables separately for the mother and her child. 
This will be done primarily in a descriptive fashion, indicating what sets 
of variables appear to cluster. 2 

In terms of the original concern of this project for the anticipated (but 
unsupported) role of family interaction, one finding is critical. It might 
well be the capstone for interpreting the perceptions of the mother 
which are correlated, and the relationships among the child's reported 
behaviors. For the child, family interaction was positively correlated 
(.226) with watching television with his parents; in turn, such watching 
was significantly related to watching more total television, more of the 
violent shows, etc. For the parent, extensive interaction with the child 
was negatively related (-.251) to reported watching of television with the 
child and with the child's total television exposure. So the child has said 
if we talk a lot, we watch a lot together; the mother perceived the situa
tion to be just the opposite. 

Child's reported behaviors. The range of correlations reported here is 
from .226 to .365. 

As the child's weekday television time increased, his exposure to vio
lent shows increased, as did his exposure to Saturday television and the 
frequency of his watching with his parents. With more watching time, he 
perceived more reality in to what he viewed. 

With Saturday viewing, there was more self-watching and less paren
tal suggestions about what to watch. 

Another subset of correlations indicates that if the child perceived 
strong family interaction, he was less likely to give violent responses to 
hypothetical aggression situations. He perceived less violence on televi
sion, was more likely to choose a response of verbal aggression, and was 
less likely to perceive violence as a justified means of problem solving. 

Mother's reports of children's behaviors. Here, one can cluster the 
major behaviors of the child, as perceived by the mother, around the 
concept of total television time-either weekday or Saturday. Positively 
and significantly related to total exposure were the frequency of watch
ing violent and nonviolent shows, watching with parents, the perceived 
existence of rules about watching, and the reality of the television con
tent. 

If the child reported he watched a large number of nonviolent shows, 
the mother said she watched a large number of such shows (r= .656) and 
reported that the child perceived a lesser amount of violence on televi
sion. If the child watched a large number of violent programs, so did the 
parent in her own viewing (r= .312), and the child purportedly perceived 
more general television violence. This watching of more violent shows 
was in the context of more watching with a parent, according to the 
mother. 
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When the mother watched a substantial number of violent programs, 
she stated that the child would more often find the use of violence justi
fied and would make more violent responses to specified problem situa
tions. 

Across these separate sets of correlations, there was an intriguing 
consistency to contrast with the significant disagreement about the role 
of family interaction: it was in terms of the context of watching violent 
shows. From both vantage points, there was more viewing of programs 
considered violent among children who did a significant amount of tele
vision watching with one or both of their parents present. When such 
time was spent watching television, a good share (of necessity) went to 
more violent programs. Much of this tended to be family viewing time, 
rather than self-viewing. 

DISCUSSION 

A discussion of these findings might focus on these three issues: 
(1) Why is there so much disagreement between mother and ten

year-old about what the child's television behaviors and attitudes are? 
Who is right? 

(2) Given the watching that is done with parents (both with greater 
total television exposure and particularly with exposure to the more vio
lent shows), what occurs in that context? 

(3) What is family interaction all about if, for the child, it is concurrent 
with more television watching with his parents and, for the parent, it is 
concurrent with less television watching? 

These questions are not answerable directly from this project but tes
tify to subsequent research needs. 

That the mother and child strongly disagree is apparent. Given this 
non currence between the two, one would predict an even more dismal 
situation if data were collected from the father. Does the child overstate 
television watching because within his reference group it is prestigious 
to do so? Does the mother underestimate the child's preoccupation be
cause she devalues that activity? One requires an independent assess
ment of the child's behavior to isolate one or both of these plausible ex
planations. 

Certainly prior research data based on parental reports of the child's 
behaviors and attitudes must remain highly suspect. Biases which may 
be present in such reports are unlikely to be self-cancelling. One might 
expect mothers to be better reporters for children younger than those 
examined here, and worse reporters as the children approach and attain 
puberty. 

If the child does engage in as much watching by himself as he indi
cates-and there is little reason to associate status with that kind of 
viewing-this may be a major source of certain discrepancies. The 
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mother may not know how much or what kind of television is consumed 
in the context of the child's self-watching. Attitudes toward television, 
toward program content, and toward the use of violence may be misper
ceived if they are never discussed. 

This leads directly to the issue of what goes on while children view 
television with their parents. The parallel question of what goes on while 
they view with peers, siblings-or anyone for that matter-is also rele
vant. Is there any discussion of program, of characterization, of plot? If 
so, what is the content of the discussion? Is it unidirectional? Which 
direction(s)? Is there any analysis of the role of aggression or violence 
during those programs which feature such activities? Is there an exami
nation of the general reality levels of television dramatizations? 

One might propose to develop an educational effort for young people 
in terms of how to use the medium of television, and a second effort for 
parents. The books on raising children give little space (most give none 
at all) to the issue of the media. Yet television occupies a large portion of 
one's life space; it is absorbed without formal training in its use and of
fers few criteria for selecting among its offerings. Of course, the re
search necessary for indicating principles of television viewing remains 
largely undone. 

One begins to surmise that the family get·together for watching televi
sion is largely unaccompanied by any significant interaction directed 
toward the medium. Television viewing may be the master of the situa
tion, not the servant. 

This suggests some reasons why the family interaction measure con
structed in this study "washed out" so completely. It failed to explain 
discrepancies between parent and child in perceptions of the child's 
behaviors. It was not a correlate in its own right of what the child does 
with the television medium. It did not relate to concepts dealing with the 
use of violence. The measure, it will be recalled, determined the fre
quency of interaction between parent and child in terms of talking about 
school, family decisions, or "sitting around and just talking about 
things." It did not deal at all with the content of such discussions, nor 
with the role of the child in such discussions (e.g., passive receiver, ac
tive source). 

The empirical evidence indicates that such interaction, for the child, is 
intimately associated with watching television with one's parents. The 
mother claims that such interaction is not only not associated with that 
context, but occurs in a television-free setting. We may begin to suspect 
that, for the child, sitting around and just talking is a television-related 
phenomenon. In that case, family discussion may be considered a sec
ondary activity and in practice may be just that. The parent may perhaps 
envision a situation in which such discussion is the focal point of the 
togetherness, not ancillary. 
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All these musings require more precise data than are available at this 
point. These questions may be paramount: Do children interact with 
their parents over the content of television programs? How? Does 
communication about violent content on television affect the child's 
perceptions of and attitudes toward violence? 

Perhaps the closing speculation of largest import would be that the 
American family has not seemingly specified a role for television in the 
process of family growth and development. It is just there. Always 
there. No one has decided what to do about it, or with it. There are limits 
on how mu'ch it is to be used, but they probably are observed as much in 
their nonobservance. Television's merits, deficits, and utility have not 
been assessed and implemented in the American home, yet it remains a 
central feature of family activity. 
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FOOTNOTES 

1. The research upon which this report is based was performed pur
suant to Contract No. HSM 42-70-32 with the National Institute of 
Mental Health, Health Services and Mental Health Administration, 
U.S. Department of Health, Education and Welfare. Miss Christine 
Liebrock was a project assistant. 

2. The full correlation matrix from which these findings were extracted 
is avaiIabl~ from the authors. 
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Television's Impact on 
Everyday Life: Some Cross
national Evidence 

John P. Robinson 

National Institute of Mental Health 

Only now, 20 years after the introduction of television to American 
society, are the' magnitude and dimensions of its impact being recog
nized. Not surprisingly, speculation about the effects of television re
mains more provocative than the few well-documented empirical find
ings that have been published. 

Sociologists in the "mass society" tradition have alleged that televi
sion has brought about increased cultural homogeneity in dress, cus
toms, and language. Such students of communication as Marshall Mc
Luhan note that television changes the way in which man perceives and 
reacts to his environment, and social critics believe that this pervasive 

410 
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form of mass media debases taste and increases public tolerance for 
violence. 

Satisfactory empirical research bearing on such interesting issues is 
almost nonexistent, because social measurement tools for assessing 
such variables are still in an embroyonic stage. In areas where measure
ment is more straightforward, certain facts about television's effects 
have been uncovered with assuring regularity across a variety of study 
locations and populations. An example is television's effect on the time
table of people's lives. The arrival of the tekyision set obviously dis
placed leisure activities which are "functional equivalents" (Weiss, 
1970; Bogart, 1957; Hirnmelweit, Oppenheim, and Vince, 1958)-most 
notabiy radio listening and movie attendance, and to a lesser extent the 
reading of neWf;;;npers, magazines, and books. One particularly well
documented set of quantitative data comes from Coffin (1955), who 
examined the daily media behavior of a panel of 2,500 persons in Fort 
Wayne, Indiana, over a six-month period during which the city acquired 
its first television station. The time devote(l to media by the respondents 
who had purchased a set was calculated a'i follows: 

Magazines 
Newspapers 
Radio 
Television 

Before Television 
was available 

17 Min/day 
39 

122 
12 

190 Min/day 

Time spent after 
purchase of a set Difference 

10 Min/day -7 
32 -7 
52 -70 

173 + 161 
267 Min/day + . .-:....77~ __ _ 

Coffin's documentation also showed that the media behavior of per
sons who did not purchase a television set over the six-month period 
was virtually identical with the behavior of all the nonowners before tel
evision was available, thus strongly ruling out the possibility that media 
behavior changes were due to general historical shifts in popUlation time 
allocation. 

The data also show that while television has made deep inroads on 
functionally equivalent media behavior, it must have affected non.media 
behavior as wl!ll. According to the Coffin data, television owners spent 
77 minutes watching television that was formerly spent on other nonme
dia activities. J This represents a 41 percent increase in time devoted to 
the mass media. The next crucial question thus becomes which nonme
dia activities set owners gave up. 

Belson's (1969) study of the impact of television in Britain in the early 
1950s did attempt to isolate the ways in which nine other leisure activi
ties were affected by the acquisition of television. He located consider
able decreases in theater and ballet attendance and in visits to places of 
historical interest (each of which could be seen in a broad context as a 
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mass medium), lesser decreases in card playing and phonograph record 
playing, and little or no change in gardening and attending organizational 
meetings. Two activities actually showed considerable gains in partici
pation-visits to art galleries and attendance at sporting events (espe
cially horse racing and horse jumping), and Belson noted that substantial 
amounts of television time had been devoted to popularized coverage of 
these activities. In a subsequent study which looked at different leisure 
activities, Belson (1960) found that families with television sets engaged 
in considerably more entertaining in their homes that did nonowners, 
though owners were far less involved in social activities outside the 
home. 

The ten-year study of Videotown (New Brunswick, N.J.) between 
1948 and 1958 is the most extensive longitudinal study of the impact of 
television in the United States (Cunningham and Walsh, 1958). In 1951, 
the year when television ownership in the town jumped from 20 to 50 
percent, the amount of visiting and entertaining in the community 
dropped decidedly (from 25 to 13 percent on a typical day). After re
maining at this lower level for five years, these social activities began to 
increase moderately, although the study was terminated before <'Iny 
definitive trends could be isolated. Other gregarious activities-attend
ing meetings, going out to dinner, attending sports events-were en
gaged in rather infrequently on a daily basis, with no significant up or 
down trend emerging over the ten-year period. 

While these data shed light on how nonmedia aspects of leisure time 
are affected by television, they offer only limited glimpses of the full 
round of daily activities affected by an innovation like television. 

A number of activities might be affected: Do people sleep less when 
they frequently stay up to watch late programs?Does late viewing cause 
workers to be late reporting to work? Do homemakers take shortcuts in 
caring for children and household chores in order to compensate for tel
evision viewing? 

A major weakness of the available literature has been its failure to 
employ an adequate sampling framework of daily life with which to as
sess television's full impact. The major purpose of this paper is to show 
that time budget methodology contains within itself an ideal sampling 
procedure for this task. However, there are certain requirements that 
time budget studies must fulfill in order to prove equal to the task; very 
few time budget studies in the past have met these requirements. 

The major asset of the time variable is that it is a universal "contain
er" of all phenomena. Any behavior that occurs in a day can be indexed 
and catalogued by the amount of time it takes. In order to actually ex
ploit this feature of the time variable, however, researchers must exam
ine (or sample at random from) the full 24-hour day. If observations dur
ing early morning or daytime work hours are excluded, as they are by 
some investigators, the probability of subtle shifts in daily behavior 
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could be significant. For example, it might be a mistake to conclude that 
evening viewing makes inroads into the amount of sleep which people 
obtain; data collected during morning hours might reveal that late-hour 
viewers compensate by getting up later in the morning. It would seem 
wise, therefore, to utilize the full 1,440 minutes of the day as the proper 
sampling framework. 

Once this sampling framework is accepted, the crucial problem is de
vising a suitable coding framework into which activities can be classi
fied. The more detailed the code, the more specific the changes that can 
be detected. If, for example, one locates a decrease in "work time," it 
would be instructive to know that this decrease was due to decreased 
participation in second jobs or to fewer coffee breaks rather than to less 
actual time on the job. The coding scheme, of course, also should be 
broad enough to capture the full range of activities performed during the 
24-hour day. 

While numerous problems remain, sampling and coding are probably 
the most important. Among the others that remain unresolved are: (1) 
ensuring that various days of the week are weighted equally, so that time 
estimates are not biased by day of the week differences; (2) e~~suring that 
various seasons of the year are represented proportionately; and (3) 
ensuring that various segments of the population are not excluded or 
underrepresented. Attaining reasonable response rates and encouraging 
respondents to record daily activities in appropriate detail across the 
entire day typify steps which must be taken to ensure accurate represen
tation. 

It is unlikelY :hat time budget studies that will ideally resolve each of 
the above problems can be carried out in the near future, but the re
search re.ported here offers hope that quantitative data can be collected 
that satisfactorily represent patterns of daily behavior and hence are ful
ly capable of shedding light on how these patterns are affected by the 
presence of television. The data on which this report is based come from 
the Multination Time Budget Research Project (Szalai, 1966.)2 

TIME BUDGETS 

Time budgets of human behavior have only sporadically caught the 
attention of social researchers; for this reason knowledge about optimal 
procedures of collecting such data has accumulated slowly. The best
known studies of time use in Ameiica were conducted in the 1930s under 
the direction of two leading sociologists of that period, George Lund
berg (Lundberg, Kanarovski, and McInerny, 1934) and Pitrim Sorokin 
(Sorokin and Berger, 1939). In retrospect, helpful as they were in chart
ing new territory, these pioneer efforts seem sadly unsophisticated in 
their methods of sampling individuals and days of the week and in their 
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coding procedures. Nevertheless, both sets of investigators did take 
advantage of the full 24-hour day, so some extremely blurred glimpses 
of daily life in this interesting pretelevision period are implicit in these 
data. 

In a recent paper, Robinson and Converse (1970) compared time 
budget data collected from a national probability sample of 1-,243 urban 
adults in 1965-66 with those collected by Lundberg et al. and by Sorokin
Berger. In the national study (which was supplemented with a probabili
ty sample of the single community of Jackson, Michigan), 73 percent of 
the respondents approached (from households in which least one person 
under 65 was employed, in order to increase standardization) recorded 
an entire day's activities; respondents were randomly assigned to fill out 
diaries on either a weekday or a weekend day, and approximately equal 
numbers of diaries were obtained for each day of the week. These activ
ities were then coded into one of 96 coding categories. (These categories 
were subsequently collapsed to the 37 activities noted in Table 3.) Fur
ther details on procedures and coding categories can be found in Robin
son (1969) and Robinson (1970). 

When these time budget data were compared with those collected in 
the 1930s, Robinson and Converse found respondents in 1965-66 report
ing significantly less time sleeping, eating, reading, frequenting places of 
entertainment (especially movies), listening to the radio, playing sports 
and games, talking, pleasure driving, dancing, and going to church serv
ices. Most of these activities have already been isolated in previous 
studies of the effects of television, but some new changes appear, espe
cially in nondiscretionary activities like sleeping and eating. Needless to 
say, these results can be treated only as the crudest reflection of televi
sion's impact, since a number of 1960s activities besides television view
ing showed increases over the 1930s: working, traveling, shopping, and 
caring for children. It is unlikely that these changes in daily life are the 
results directly of television; rather, they are due to other social influ
ences that changed during the time period in which television was intro
duced. 

In the present paper we concentrate on the differential activity pat
terns of television owners and nonowners in the 1965-66 study. Such a 
contrast is necessarily confounded by other factors, most notably the 
fact that nonowners differ from owners in ways other than the mere 
presence of a set in the household. Almost from television's inception in 
the United States, set owners have been drawn quite disproportionately 
from households with children and with higher incomes.3 Moreover, the 
ownership rate for respondents at the time of this survey was over 98 
percent, leaving very few respondents in the important nonowner cate
gory. 

These United States survey sites, however, represented only two of 
the fifteen (mainly European) locations in which parallel time budget 



IMPACT ON EVERYDAY LIFE 415 

data were concurrently collected. Ownership rates in the other 13 sites 
varied between 26 and 85 percent, offering a much wider spectrum of 
societies from which to compare the behavior of owners and nonown
ers. Fourteen of the sites (the data from the Soviet Union, with an own
ership rate near 50 percent, were not available for computation in this 
paper) are described in Table 1. The table gives, for each site, sample 
sizes, ownership rates, and time spent watching television. The 14 sites, 
drawn from 11 different countries, are mainly cities (and their environs)' 
with populations between 50,000 and 150,000 and with more than 30 per
cent of their work force engaged in industry. In this way, a certain de
gree of standardization of respondents across countries was attained. 
Household sampling methods, field procedures, and coding methods 
were identical to those described for the United States survey. The re
search in each survey site was carried out by indigenous survey organi
zations and personnel; a UNESCO center in Vienna acted as a central 
coordinating agency. The project was directed by a Hungarian sociolo
gist, Alexander Szalai, who has described the background procedures in 
more detail in the December 1966 issue of the American Behavioral Sci
en tist (Szalai et aI., 1966). 

The data were collected for the purpose of better understanding the 
effects of industrialization on everyday life; hence they are not ideal for 
the study of television. Had television been the central focus, the study 
would have been more successful had it employed the panel design uti
lized in the C:>ffin study (in which the same respondents reported behav
ior before and after the acquisition of television). Nevertheless, encour
aged by Coffi n 's findings that identical figures and conclusions would 
have been obtained with a single "after" survey, we assume that it will 
be profitable to examine the figures from our "after only" survey. More
over, the present study has the further leverage of being able to isolate 
patterns that hold across a variety of societies in different stages of tele
vision diffusion. 

Table I reveals a constancy of time spent viewing television across 
the survey sites. With the exception of those in Kazanlik, Bulgaria, per
centages of owners viewing television (as a primary activity) on a partic
ular day vary only between 61 percent and 77 percent; the amount of 
time spent viewing varies only between 70 and 107 minutes. This basic 
trend toward cross-national inelasticity in viewing times was noted at 
the aggregative level in an earlier paper (Robinson, 1969). In that study 
the viewing figures for the Soviet Union were also found to be on a par 
with countries where similar ownership patterns were found and where 
further evidence for inelasticity was reviewed (from different studies of 
the United States viewing pUblic, which employed quite different re
search methodologies). 

Subtracting the total viewing of owners from that of nonowners, the 
investigators arrived at a cross-national average of almost 80 minutes 



Table 1: Ownership rates and time viewing for TV owners and nonowners across the survey sites 

TV OWNERS NONOWNERS 

Average time viewing Average time viewing 
(in minutes per day) (in minutes per day) 

Percent Percent 
SAMPLE Percent viewing Away from viewing Away from 

SIZE ownership at home At home home at home At home home 

United States cities 1243 97% 70% 93 1 11% 19 0 
Jackson, United States 778 98% 71% 100 2 7% 7 0 
West Germany, national 1501 67% 68% 86 1 10% 11 2 
Osnabruck, West Germany 979 77% 72% 92 1 4% 6 8 
Belgium, national 2077 72% 77% 107 2 6% 7 6 
French cities 2805 64% 76% 82 2 1% 2 5 
Olomouc, Czechoslovakia 2194 73% 61% 81 1 13% 15 5 
Torun, Poland 2759 59% 76% 101 2 6% 7 12 
Hoyerswerda, East Germany 1650 85% 73% 91 1 8% 9 2 
Gyor, Hungary 1994 45% 65% 83 1 2% 2 7 
Kazanlik, Bulgaria 2096 26% 50% 46 1 2% 2 2 
Maribor, Yugoslavia 1995 49% 72% 79 * 4% 4 1 
Kragujevac, Yugoslavia 2125 35% 67% 85 * 5% 6 4 
Lima·Callao, Peru 782 49% 71% 86 2 3% 6 3 

--- --- _L --- --- -- -- -- --
24,978 63.3% 72% 86.5% 1-1 min. 5-8% 7.3 min. 4.0 min. 

--- --- - --- ---- -- -- --- - -- -- ---- -------- ------ - - ---- - ---- -

*Less than 1 minute per day average. 
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per day of increased viewing at home. 4 Unsurprisingly, viewing away 
from home decreases substantially, from four minutes to one minute per 
day. The relatively small magnitude of this "guest" viewing indicates 
that persons who do not have sets view very little and that the full im
pact of television is only felt when people have personal access to a set 
in their own households. 

The similarity of viewing patterns across these countries becomes 
especially striking when one notes the contras~ing patterns of viewing by 
social status. In the Western European and American survey sites, re
spondents with less education and in blue collar occupations reported 
substantially more viewing than did their white collar counterparts; in 
Eastern Europe either the opposite trend or no trend at all was found by 
educational level (Robinson and Converse, 1966). Such trends are also 
reflected in ownership rates in Table 2 for individuals in various occupa
tional and family status cateogires. 5 It can be seen that while individuals 
in blue collar households generally show lower ownership than those in 
white collar homes, the effect is especially pronounced in Eastern Euro
pean countries. Table 2 also shows that, overall, employed married men 
with children have four percent higher television ownership than do oth
er employed men. These subdivisions of the sample will be used when 
we attempt to find out whether differences in time allocations of owners 
and nonowners hold up across various subdivisions of the sample. 

TIME ALLOCATIONS OF TELEVISION OWNERS AND 
NONOWNERS 

Table 3 shows the cross-national average time expenditures of owners 
and nonowners on 37 activities comprising the entire day's behav
ior. Where differences can be directly attributed to the more detailed 
code of 96 activities, these differences will be mentioned in the following 
discussion). It can be seen, first, that the 79-minute average increase in 
television viewing at home appears to have its greatest impact on other 
media activities, as previous research has already suggested. Especially 
large decreases are noted flJr radio listening (down eight minutes), book 
reading (down six minutes), and movie viewing (down three minutes). 
Magazine and newspaper reading seem least affected. Overall, televi
sion owners still spent almost an hour more than nonowners in contact 
with the mass media. 

The Table 3 data suggest that this extra hour is drawn about equally 
from both free time and nonfree time activities (if the reader accepts the 
investigators' definition of free time).1 The main free time activities en
gaged in less by television set owners are social gatherings outside one's 
own home (12 minutes less), conversation (five minutes less), hobbies 
(five minutes less), and travel associated with all leisure activities (four 



Table 2: Percentages of various demographic groupings owning television sets across survey sites 
(see text for definitions) 

EMPLOYED 
EMPLOYED MEN WOMEN HOUSEWIVES 

TOTAL White Blue White Blue White Blue 
SAMPLE collar collar collar collar collar collar 

United States cities 97% 97% 99% 95% 88% 98% 100% 
Jackson, United States 98 98 100 92 100 98 96* 
West Germany, national 67 70 68* 61 76 70 67 
Osnabruck, West Germany 77 80 80 62 82 82 71 
Belgium, national 72 67 73 61 80 78 73 
French cities 64 70 63 54 50 73 70 
Olomouc, Czechoslovakia 73 73 80 76 79 74 71 
Torun, Poland 59 74 50 65 45 62 47 
Hoyerswerda, East Germany 85 83 87 82 82 82 90 
Gyor, Hungary 45 69 39 65 38 68* 25 
Kazanlik, Bulgaria 26 38 16 29 23 43** 7* 
Maribor, Yugoslavia 49 85 31 79 29 74 25 
Kragujevac, Yugoslavia 35 67 12 67 12 69 16 
Lima-Callao, Peru 49 83 21 86* 28 84 43 

64% 75% 58% 70% 58% 75% 57% 

*Sample size less than 30 
* *Sample size less than 10 
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EMPLOYED 
MARRIED MEN 
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99.5% 
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72 
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Table 3: Differences in the cross·national average of time spent on all 
activities for TV owners and non owners 

(in minutes per day; data are weighted to ensure equality of 
days of the week and re,spondents per household) 

Percent 
TV Owners No.nowners Difference Difference 

1. Main job 254.2 253.2 + 1.0 
2. Second job 3.7 4.1 - .4 .10 
3. At work other 10.6 10,8 - .2 .02 
4. Travel to job 28.1 28.4 - .3 .01 

TOTAL WORK +D.'f 
5. Cooking 55.0 56.7 - 1.7 .03 
6. Home chores 57.9 58.1 - 0.2 
7. Laundry 27.9 32,9 - 5.0 .02 
8. Marketing 18.1 18.1 0 

TOTAL HOUSEWORK - 6.9 
9. Animal, garden 11.5 17.6 - 6.1 .35 

10. Shopping 7.7 6.4 + 1.3 + .20 
11. Other house 19.1 20.8 - 1.7 .08 
HOUSEHOLD CARE - 6.7 
12. Child care 17.9 16.8 + 1.1 + .07 
13. Other child 11.5 10.1 + 1.4 + .14 
TOTAL CHILD'CARE + 2.5 
14. Personal care 55.0 59.5 - 4.5 .09 
15. Eating 84.7 84.6 + 0.1 
16. Sleep 479.3 491.8 -12.5 .04 
PERSONAL NEEDS -17.4 
17. Personal travel 18.4 19.0 - 0.6 .03 
18. Leisure travel 16.4 20.5 -...ll .20 
NON·WORK TRAVEL - 4.7 
19. Study 15.7 18.1 - 2.4 .13 
20. Religion 3.5 6.2 - 2.7 .44 
21. Organizations 5.3 3.6 + 1.7 + .47 
STUDY & PARTICIPATION -3A 
22. Radio 5.2 13.2 - 8.0 .61 
23. TV (home) 86.5 7.3 +79.2 +10.85 
24. TV (away) 1.1 4.0 - 2.9 .73 
25. Read paper 15.2 15.3 - 0.1 .01 
26. Read magazine 3.9 5.4 - 1.5 .28 
27. Read books 8.3 14.1 - 5.8 .41 
28. Movies 3.1 6.5 - 3.4 .52 
TOTAL MASS MEDIA +57.5 
29. Social (home) 14.6 11.7 + 2.9 + .25 
30. Social (away) 22.4 33.9 -11.5 .34 
31. Conversation 14.5 19.5 - 5.0 .26 
32. Active sports 2.4 2.6 - 0.2 .08 
33. Outdoors 15.8 17.5 - 1.7 .10 
34. Entllrtainment 3.9 3.9 0 
35. Cultural events 1.0 1.1 - 0.1 .09 
36. Resting 23.8 24.8 - 1.0 .04 
37. Other leisure 16.7 21.9 - 5.2 .24 
TOTAL LEISURE -23.3 

TOTAL MINUTES PER DAY 1440.0 1440.0 
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minutes less). Entertaining in one's own home increases, perhaps (as 
Belson [1960] found) as a result of having "television guests." 

The major "'nonfree" time activity engaged in less often by television 
set owners is sleep (13 minutes less), indicating perhaps that television 
set owners do "trade off" their sleep in order to watch television. Less 
substantial decreases are noted for garden and/or pet care (Six minutes 
less), washing and caring for clothes (five minutes less), and personal 
care (five minutes less). Perhaps the most surprising finding is the great
er amount of child care for television set owners. Although the differ
ence is small, it holds up when presence of children is controlled. 

The final column in Table 3 alerts us not to overemphasize the abso
lute differences in time allocations. These figures indicate the relative 
percentage differences in time expenditures-the degree to which televi
sion set owners spent more or less time on various activities. In this 
perspective other media activities appear to suffer much greater losses 
from television: television away from home down 73 percent, radio 
down 61 percent, and movies down 52 percent. No nonmedia activity 
shows a difference greater than 50 percent. Sleep, the activity which 
showed the greatest absolute amount of difference (13 minutes), takes 
only four percellt less time among owners than among nonowners. 

Since we have been examining only gross aggregate figures, at least 
two sorts of statistical controls need to be placed on the Table 3 data 
before they can be reliably interpreted. First, we need to show that such 
differences are not the result of aberrant figures for one or two countries 
but reflect differences that hold across a reasonable number of survey 
sites. This aspect of the data is examined in Table 4. Second, we should 
establish that these differences hold for various demographic groupings 
within each sample. This control is exercised in Table 5. 

The distribution of survey sites according to how well differences 
between owners and nonowners hold up is shown in Table 4. The entries 
in the extreme left column represent the number of sites in which own
ers spent six or more minutes more time than nonowners on the activi
ty, while those in the corresponding right column represent the number 
of sites in which owners spent six or more minutes Jess time than non
owners. Differences of one minute or less are coded in the middle ("only 
slight change") category, with all other differences coded in the two 
adjoining categories. These distributions are presented for the 20 activi
ties in Table 3 in which owners and nonowners differed by more than 1.5 
minutes in their time allocations. It can be seen, for example, that own
ers reported six or more minutes less sleep than nonowners in 12 of the 
14 sites. 

Of the 20 activities, 11 show regular and consistent differences across 
the survey sites. Two activities that drew noticeably lower participation 

mong television owners-gardening and laundry-in Table 3 appear to 
have resulted from abnormally large differences in two or three sites. 



Table 4: Number of survey sites showing various differences in time spent on .... 
20 activities apparently affected by TV ownership ~ 

'" >-
6 or more 2-5 minutes 1 minute more or 2-5 minutes 6 or more TOTAL 

(J 
>-l 

minutes more more by less by TV owners less minutes less CHANGE 0 
by TV owners TV owners (+1 to-1) by TV owners by TV owners (in minutes) Z 

r.1 
-< 
tI1 

Trend holds regularly across survey sites ~ 
0-< 
t:J 

16. Sleep 2 0 0 0 12 -13 >-
0-< 

30. Social, away 0 1 1 4 8 -12 l' 
22. Radio 0 1 0 0 12 8 

..... 
'"rj 

27 Read book 0 1 3 3 7 6 tI1 

37 Other leisu re 0 3 3 7 5 
31. Conversation 0 0 2 6 6 5 
18. Leisure travel Q 1 3 7 3 4 
28. Movies 0 1 3 7 3 3 
24. TV, away 0 1 5 5 3 3 
20. Religion 0 0 11 1 2 3 
11. Other house 1 1 3 6 3 2 

Trend holds irregularly across survey sites 

9. Garden 1 2 6 2 3 6 
7. Laundry 2 0 4 5 3 5 

14. Personal care 1 1 6 2 4 5 
19. Study 4 2 2 3 3 2 
26. Read magazine 0 1 10 1 2 2 
33. Outdoors 1 3 3 5 2 2 

5. Cooking 1 4 2 3 4 2 
21. Organization 2 6 3 3 0 + 2 
29. Social, at home 3 4 3 3 + 3 
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The large cross-national differences in gardening, for example, appear to 
have resulted from the very great differences recorded in Maribor (Yu
goslavia) and Gyor (Hungary); owners in the United States and West 
German sites actually recorded more garden and pet care than did non
owners.8 Similarly, the large difference in laundry activities appears to 
have been unduly influenced by an abnormal discrepancy llmong re
ents in Peru; differences in magazine reading resulted from differences 
in West Germany. The two activities which showed larger time expendi
tures for owners in Table 3-organizational activity and social engage
ments at home-did not hold up when this consistency test was applied. 

Seven of these nine activities at the botton of Table 3 also fare badly 
when tested by the Table 5 control, which reflects the popularity with 
which differences hold across demographic groupings within the survey 
sites. The calculations for the Table 5 entries were arrived at by the 
same method as the Table 3 figures, but in Table 5 only the relevant pop
ulation subdivisions (identified earlier in Table 2) within each survey site 
were examined. Where less than ten respondents fell into a category, the 
country was excluded from the calculations. The lower amounts of 
magazine reading and outdoor activities (mainly promenades) for televi
sion set owners hold up more regularly in Table 5 than in Table 4, al
though the reverse holds true for religious activities, travel associated 
with all leisure activities, and personal care. Again, differences for the 
two activities in which television set owners engaged more extensively 
than non owners did not hold regularly across demographic groups. 9 

The nine activities which survive both tests most regularly are sleep
ing, radio listening, social gatherings away from home, book reading, 
other leisure activities (mainly correspondence and knitting), conversa
tion, movies, television viewed away from home, and other household 
care (mainly heat and water supply). Of these, two are nonfree time ac
tivities, four are media activities, and the remaining three are nonmedia 
leisure activities. In the perspective of previous research studies, the 
apparent implication of these data in isolating tradeoffs of television for 
sleep 10 and other household care II provide insights that are not possible 
without time budget data. That figures for these two activities emerge as 
significant, while nonleisure activities related to housework, paid work, 
child care, personal needs, and travel show little if any apparent effect, 
deserves reflection, though our data are too tentative to view as reflect
ing universal "effects" of television. 

OTHER ASPECTS OF TIME USAGE 

Further aspects of time usage were examined in this study: secondary 
activities accom panying the primary activities described in the previous 
section, the location of each activity, and the personal contacts with 



Table 5: Difference in time spent by TV owners (vs. non·owners) in 20 activities ..... 
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apparently most affected by TV as a function of demographic groupings (in minutes per day) ~ 
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Employed men Employed women Housewives 0 
Employed Z 

tTl 
TOTAL White Blue White Blue White Blue men with <: 
SAMPLE collar collar collar collar collar collar children tTl 

:>:l 
>-< 
tj 

Tren d holds regu larly across demographic groupings > 
>-< 
r 

16. Sleep -13 -21 - 9 - 6 -19 -13 -36 -13 ::r; 
tTl 

30. Social, away -12 -11 -11 -12 7 5 5 -4 

22. Radio 8 -16 -11 9 6 8 8 8 

27. Read book 6 - 5 4 9 3 8 5 3 

37. Other leisu re 5 -4 3 5 0 7 9 

31. Conversation 5 3 + 1 2 5 -10 7 5 

28. Movies 3 6 2 3 0 2 

24. Television, away 3 - 2 4 3 6 3 - 4 
~\ 

11. Other house 2 + 3 6 5 0 - 6 

26. Read magazine 2 2 3 3 5 

33. Outdoors 2 6 3 9 + 2 2 -10 
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Employed men Employed women Housewives 
Employed 

TOTAL White Blue White Blue White Blue men with 
SAMPLE collar collar collar collar collar collar children 

Trend holds irregularly across demographic groupings 

9. Garden 6 7 -10 + 2 4 + 7 -15 -10 /' 

7. Laundry 5 0 + 2 0 + 1 + 4 5 0 

14. Personal care 5 4 + 1 -4 2 + 3 + 1 -2 

18. Leisure travel -4 6 + 3 -8 3 + 2 - 2 

20. Religion 3 0 0 + 1 0 

5. Cooking 2 3 3 + 6 3 7 + 4 0 

19. Study 2 0 3 - 1 0 3 +22 + 6 

21. Organization + 2 0 + 2 0 + 0 0 

29. Social, at home + 3 0 + 1 4 4 + 5 + 3 0 
"tl 
>-
...J 
...J 
tT1 
::0 
Z 
til 
0 
'11 
~ 
til 
tT1 



----------------~--

IMPACT ON EVERYDAY LIFE 425 

whom the activity was performed. Table 6 shows differences between 
television set owners and nonowners on these aspects of time usage. 
Cross-national averages are reported both for the total sample and for 
one subsegment of the sample-employed married men with children
which might be most likely to show different patterns of reactions to tel
evision within the entire sample. 12 

The ten prevalent secondary activities are examined first in Table 6. 
The most overwhelming result (not surprisingly) is the lesser amount of 
radio listening as a secondary activity for television set owners. The 
decrease in secondary radio listening is almost matched by owners' 
greater expenditure of time on secondary television viewing. Television 
viewing away from home (which is slightly more prevalent as a second
ary activity than as a primary activity) is also lower for owners. The only 
other secondary activity showing any shift is conversation, but here the 
figures are contradictory: owners report more conversation (although 
the trend holds true only in eight of 14 sites), while television-owning 
males with children report less conversation. 

The largest difference in the ways owners and nonowners spend their 
time is found inside their own places of residence, a finding that holds 
across all sites except Olomouc, Czechoslovakia. As the middle portion 
of Table 6 shows, it also holds for employed married men with children 
-those who have more requirements keeping them at home. This differ
ence is offset mainly by the smaller amount of time that owners spend in 
the immediate environs of their home (perhaps gardening or maintaining 
heat and water supply), in other persons' homes (a corollary of the Table 
1 finding of less visiting by owners), in streets (related to decreased time 
in leisure travel), in indoor leisure (less time in movie theatres), and in 
restaurants and cafes. Other differences are either trivial or do not hold 
consistently for the two groups in Table 6 or across most survey sites. 

Television set owners spend less time alone than nonowners in all 
sites (except Lima-Callao, Peru), although employed men with children 
report similar amounts of time alone whether they are owners or non
owners, perhaps indicating that nonowners are likely to spend more time 
alone to begin with. 13 Both owners and nonowners among married men 
with children report similar amounts of time spent with their families, 
though these amounts of time are generally higher among owners. Own
ers and nonowners reported substantial differences in amount of time 
spent with friends, relatives, and neighbors, though again married men 
with children reported similar amounts of time whether they were own
ers or nonowners. The greater amounts of contact that television set 
owners reported having with other adult members of their households, 
work colleagues, and formal acquaintances (like clients) did not hold 
across a sufficient number of sites to warrant generalization. 
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Tab!e 6: Differences in total time in selected secondary activities, at various locations, 
and with various types of people for TV owners and non-owners (in minutes 
per day; data are weighted to ensure equality of days of the week and number 
of eligible respondents per household) 

Employed married 
Total sample me" withj:hildren 

SECONDARY ACTIVITIES 

MASS MEDIA 

Radio -22 -21 
TV, home +19 +13 
TV, away 5 3 
Read paper 0 0 
Read magazine 0 + 2 
Read book 1 0 

NON-MEDIA 

Child care 0 0 
Social, at home 0 1 
Social, away 0 + 1 
Conversation + 3 -8 

LOCATION 

" At home, inside +32 +42 
At home, outside -13 -18 
Others' homes -10 - 5 
Work 1 - 7 
Streets 4 -11 
Stores, business 2 + 6 
Indoor leisure 3 3 
Outdoor leisure + 1 1 
Restaurant 2 2 
Other 0 3 

COMPANY 

All alone -36 - 7 
Alone in a crowd - 5 - 5 
With spouse +12 + 8 
With children +10 +10 
Spouse and children together +30 + 4 
Other household adults + 4 0 
Friends, relatives -14 3 
Neighbors 9 5 
Work colleagues + 7 + 4 
Organization members 0 O. 
Forma! contacts + 3 1 
Other 3 9 
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SUMMARY AND CONCLUSIONS 

We have compared the daily expenditures of time of persons with tel
evision sets in their households with those of persons who do not have 
sets across fourteen diverse locations in Eastern and Western Europe 
ahd North and South America. These time budget data were not collect
ed with this comparison as the research aim, and they fall short on sev
eral research design desiderata. Little background information on the hab
its and experiences of respondents with television sets was collected; 
the survey locations were at widely different stages of television diffu
sion; the data were collected at only one period rather than on a longitu
dinal basis (so that the investigators could not ensure that individuals 
with and without television did not differ in their activity patterns before 
the survey). 

Nevertheless, these data afford an excellent opportunity to observe 
the ways television appears to have quantitatively affected daily behav
ior in the Western world. Time budget data are uniquely capable of mea
suring the impact of an innovation like television in the perspective of 
the full cycle of daily activities. Thus, while the data in this paper rein
force f' large body of studies that have rightly emphasized the effects of 
television on usage of the other mass media (particularly radio, movies, 
and book reading), they indicate that expenditures of time on certain 
nonmedia activities have also been affected. Particularly noteworthy are 
the lesser amounts of time that television set owners spend in the nonlei
sure activities of sleep and miscellaneous household care. 

The differences in time spent on other leisure activities are also inter
esting. Some social observers may be alarmed at the reduced amounts of 
time that television owners spend in conversation, in correspondence, 
or in vis.its to the homes of friends, relatives, and neighbors, but they 
should also note that these may be balanced by increased amounts of 
time in contact with the owners' immediate families, including children. 
Whether such shifts result in greater benefit or harm to the social fabric 
of society remains a moot point. 

Despite the convergence.s that appear in these data, it is necessary to 
reiterate that these "one-shot" surveys undoubtedly fail to illuminate 
some of the uynamics of change that occurs over time. The Belson 
(1967) and Videotown (Cunningham and Walsh, 1958) longitudinal stud
ies both indicate that television has its greatest effect on daily life during 
the first few years of set ownership. Belson found that set owners' "ini
tiative" dropped significantly with the acquisition of television but rose 
to pretelevision levels within two years. The Videotown study showed 
that within a few years set owners began to resume many of their pre
television activities, though without decreasing the time spent watching 
television. 
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A further finding from the Videotown study concerns the effects of 
television on moviegoing. Movie attendance in Videotown dropped 
drastically with the introduction of television. However, in the year that 
television diffusion made its initial spurt, the drop in movie attendance 
was noted for both owners and nonowners. Even persons without televi
sion sets were thus feeling some fundamental change in daily life that 
television might have brought in its wake. 

More data are needed on the everyday activities of television owners 
when they do not watch television. Such figures are now available only 
for employed men, and more stringent controls need to be imposed on 
these data before they can be interpreted with suitable confidence. Nev
ertheless, these figures indicate that only a few of the activities we have 
characterized as "casualties" of television are the activities that appear 
to recapture viewers away from their sets. Of the two activities that 
most substantially differentiate owners who watch from owners who do 
not, only one was isolated in our analysis-social visiting. The other, 
organizational activity, was engaged in slightly more by owners than by 
nonowners. 

The same mixed pattern holds for other activities that nonviewing 
owners appeared to choose in place of viewing. Movie attendance, a 
prime casualty from the earlier analysis, is markedly higher for non
viewing owners than for viewing owners, but so is attendance at thea
tres, nightclubs, and museums. Most interestingly, however, there are 
only insignificant differences between nonviewers and viewers for three 
of the most prominent casualties identified above-sleeping, radio lis
tening, and book reading. These may be permanent casualties of televi
sion. 

Finally, it is of considerable interest to compare television with other 
innovations of the twentieth century. Comparing the amount of travel 
by owners of automobiles with that of nonowners, we were especially 
surprised that cross-nationally automobile owners on the average spent 
only six percent more time in transit than nonowners. While automobile 
owners were undoubtedly able to cover far more territory in the time 
they spent traveling, the overall shift is pale indeed compared with the 
58 percent increase in media usage apparently occasioned by the influ
ence of television. Cross-national data also indicates that time spent on 
housework is not grossly affected by the acquisition of home appliances 
like washing machines and dryers. Rather, it appears that time saved on 
these basic chores as a result of laborsaving devices is quickly chan
neJed into ot~ler activities designed to improve the appearance of the 
home. Thus, at least in the temporal st'nse, television appears to have 
had a greater influence on the structure of daily life than any other inno
vation in this century. 
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FOOTNOTES 

1. Coffin's data exlude the media activities of movie attendance and 
book reading, but these could constitute at best only a small part of 
the 77-minute difference. 

2. The author wishes to thank Professor Szalai for granting access to 
the data prior to the publication of a two-volume series detailing 
procedures and results of this pioneering research venture. The au
thor also thanks Professor Philip Stone of the Department of Social 
Relations at Harvard University for preparing the complex comput
er program that generated the calculations for this paper. In no way 
can either of them be held responsible for any liberties the author 
has taken in interpreting these data. 

3. The relation with education has been more complex, tending toward 
curvilinearlity, with the least- and best-educated segments of the 
population reporting least ownership. 

4. An embarrassing proportion of individuals (six percent over all 
sites) reported that they did not own a television set and yet report
ed viewing television at home on the day they kept their diary of ac
tivities. Whether this is due to respondents' unwillingness to divulge 
ownership (perhaps because of nonpayment of state fees on set 
usage; orto coding error is not possible to determine from the pres
ent data. The possibility of such a discrepancy would have been 
given greater attention had the study been more directly focused on 
television. It should be primary concern of future time budget stud
Ies. 

5. The definitions used in Table 2 represent the two extremes, not the 
middle, of the status distribution. The designation "white collar" 
refers to men who were either employed in managerial or responsi
ble jobs orexposed to some college. "Blue collar" men, on the oth
er hand, had to both work in a blue collar occupation and have fin
ished no more than primary education. For both employed women 
and housewives, these definitions applied to the head of the house
hold-the husband, if he was employed, or the employed woman 
herself if she was not married. These groupings are less than elegant 
conceptually but were used in order to include roughly equivalent 
numbers of respondents in each country without imposing separate 
definitions for each country. 

6. These activities refer to the "primary" activity in which the respon
ent was engaged. A considerable amount of secondary activity 
(done to the accompaniment of primary activities, like eating while 
reading, caring for children while watching television) is considered 
separately in Table 6. 
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7. The present definition of free time includes activities numbered 
18-37 in Table 3. In essence it includes all daily activities besides 
paid work, housework, child care, shopping, sleep, and personal 
care. In some instances, of course, this division results in less than 
satisfactory assignment: coffee breaks and playing with children are 
coded as obligatory activities, while attending meetings and knitting 
are considered free time activities. 

8. This activity should be more accurately differentiated in future time 
budget studies. The "gardening" of Eastern European respondents, 
which provides them with extra staple foods, is an entirely different 
social function from the flower gardening and pet care of the United 
States and West Germany. 

9. Some interesting social patterns in Table 5 deserve consideration: 
differences in home social gatherings hold for housewives but not 
fo; employed women; differences in gardening hold more strongly 
for respondents in blue collar households than those in white collar 
households. 

10. Our overall difference of 13 minutes for sleep corresponds exactly 
with the 13-minute later bedtimes reported by American television 
children in Schramm, Lyle, and Parker (1961) and is very close to 
the changes in children's bedtimes reported in Himmelweit, Oppen
heim, and Vince (1958) and Maccoby (1951). But figures from these 
studies refer to times at which children go to bed and do not indicatt 
whether these children sleep later in the mornings as compensation. 
Although these bedtime data do not distinguish between owners and 
nonowners, research from Japan (Nakanishi, 1966) and from the 
United States (Robinson and Converse, 1970) show both later retir
ing and later rising times for adults in the last 15 years. 

11. It is possible that nontelevision households, despite the controls we 
have already applied, are more primitive in respect to ownership of 
other conveniences like running water and central heating. This fac
tor, if true, might better explain this difference than the presence 
of television. 

12. Elaborations on Table 6 differences along the lines of Ta
bles 4 and 5 are not presented because such differentiation produces 
practically no changes in the Table 6 results. 

13. Unlike the figures for location or primary activities, those for per
sonal contact are not mutually exclusive and do not add up to 1440 
minutes for all demographic groups. 
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Questions about the effects of television advertising on children have 
frequently been raised by television's critics. Surprisingly, little pub
lished research exists in this area. Investigators have examined the ef
fects of television programming on children, but they have not been 
concerned with television advertising; conversely, much research has 
examined effects of television advertising, but the focus has been on 
adults rather than on children. It would be naive to use these sources to 
derive hypotheses for research studies of effects of commercials on chil
dren. The content, structure, and repetitive presentation of commercial 
messages are different from programming, so the effects on viewers 

432 
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should be different. Moreover, hypotheses about effects of television 
advertising on children cannot simply be derived from research with 
adults. 

For these reasons, the overall purpose of the present program of re
search was to provide exploratory baseline data on the effects of televi
sion advertising on children and teenagers. The objective was to con
duct studies in several areas which might suggest a range of effects of 
television advertising on children and teenagers from five to 18 years 
old. This research program sought to stimulate future hypothesis-testing 
research rather than to explicitly undertake such research. Seven sepa
rate studies were undertaken for this project. Four concern effects of 
television advertising on preteen age children; three concern effects on 
adolescents and are based on a survey in a Maryland school district. 
Four additional papers, summarizing various aspects of the data, report
ing preliminary data, or dealing with related aspects of the research, are 
listed in Appendix A. The purpose of this overview paper is to summa
rize the areas of research, the methodologies employed, and the major 
findings. 

AREAS OF RESEARCH 

Figure 1 presents a descriptive model of the various areas of research 
in this project. 

Cognitive Development 
- cognitive -

affective focus 
- mode of assimilation 
- differentiation 
- level of judgment 
- attitudes toward 

commercials 
- materialistic attitudes 

Motivations 
for watching 
commercials 

Consequences of commercial watch~ 

Object of 
verbal 
comments 

Longer - term 

Consumer 
learning and 
behavior 

Figure 1: Major variables in studies of effects of television advertising on youth 
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Three areas of research were of primary concern in the studies of 
young children (ages 5-12): commercial watching behavior, effects on 
cognitive development, and effects on interpersonal behavior. 

Commercial watching is a necessary condition for learning from 
commercials; among young children, such learning presumably affects 
more complex learning during adolescence and early adulthood, when 
cognitive orientations and skills relevant to behavior as consumers are 
acquired. 

Our study of "commercial watching" focuses on the degree of chil
dren's attention to commercials and on the incidence of alternative or 
coterminous activities during commercial exposure. We also examine 
some determinants of watching behavior and short-term consequences 
of commercial watching. Our concern is with child characteristics, char
acteristics of television stimuli, and the viewing situation as determi
nants of commercial watching. We examine verbal comments about the 
objects advertised in commercials or about the commercials themselves 
as one kind of short-term consequence of commercial watching. 

The second area of research with younger children is the relationship 
between responses to television advertising and stages of cognitive 
growth. Four aspects of cognitive development interest us: a) cognitive
affective focus, referring to the kind or quality of physical, emotional, or 
intellectual stimuli which are most likely to affect children; b) mode of 
assimilation, referring to the ways in which children recall and use the 
information they receive from television advertisements; c) differentia
tion, referring to the degree to which children can discriminate fantasy 
from fact, products advertised from the advertisements themselves, and 
elements of commercials, and d) level of judgment, referring to the stage 
of cognitive or ego development at which a child judges commercials,or 
is susceptible to commercial appeals. 

The third area of concern is the effects of television advertising on 
interpersonal behavior-specifically, the extent to which children at
tempt to influence parental purchasing, One study reports data from 
mothers of young children-their perceptions of the frequency with 
which television commercials influence their children to want advertised 
products, and the extent to which they yield to children's purchase influ
ence attempts. 

Among adolescents, television advertising is one influence on the 
process of "consumer learning"-the process of developing attitudes, 
skills, and norms relevant to consumption behavior. We are concerned 
with the relative impact of television advertising on four aspects of 
"consumption behavior": attitudes toward advertising, materialistic 
attitudes, knowledge of commercials, and buying behavior. Additonally, 
we are interested in the motivations of adolescents to watch commer
cials and in the relationship of television advertising to intrafamily 
communication about consumption matters. Finally, data from adoles-
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cent samples are analyzed by race, to determine whether television ad
vertising differentially affects black and white adolescents. 

To summarize, while much mass communication research is con
cerned with the role of mass media in persuasion, the focus of this pro
ject is on learning-what children and adolescents learn from television 
advertising. Moreover, the project attempts to relate television advertis
ing to different kinds of learning which are relevant to different age 
groups. Among young children, we examine actual commercial watch
ing behavior as well as relatively simple aspects of learning from com
mercials. Among adolescents, television advertising is considered one 
input to more complex processes of acquiring skills and attitudes rele
vant to consumption behavior. 

METHODOLOGY 

Three surveys and one clinical investigation were conducted during 
the course of this research project. The initial survey was conducted in 
April 1970 among 1,094 junior and senior high school students in the 
Prince Georges County, Maryland, school district. During the following 
autumn, a subsequent supplementary survey was conducted in school 
districts with high proportions of black students. The purpose of this ini
tial survey was to gather basic information about adolescent attitudes 
toward advertising and toward commercials, the nature and extent of 
intrafamily communication about consumption matters, the effects of 
commercials on buying behavior, materialistic attitudes, and so forth. 

A second survey was conducted in spring 1971 in the Boston area. For 
this study 134 mothers of 5-12 year old children were asked to observe 
one of their children watching television-and commercials-for six to 
ten hours during the child's normal viewing times over a ten~day period. 

A third survey involved mail questionnaires completed by each of 
these 134 mothers. The objective of this study was to relate mothers' 
perceptions of the influence of commercials on their children to such 
interpersonal behavior as the child's purchase influence attempts and 
parental yielding to these requests. 

Finally, exploratory research was conducted with four groups of five 
children each, d.rawn from kindergarten, second, fourth, and sixth 
grades in a BoWx, nrea school. While sample size in this clinical exami
nation was quiw limited, the objective was to suggest some effects of 
commercials on young viewers, and to relate these effects to stages of 
cognitive development. 

Table I summarizes the five major study areas, the objectives for each 
area, and the methodology employed. 

It should be emphasized that this research relies upon cross-sectional 
rather than longitudinal data. Thus our research concerns age-related 



Table 1: Summary of studies, objectives, methodology in "effects of television advertising on youth" project 

Study 

A Cognitive Developmental 
Study of Children's Reactions 
to Television Advertising 
(Blatt, Spencer, and Ward) 

Children's Attention to 
Television Advertising 
(Ward, levinson, and 
Wackman) 

lelevision Advertising 
and Intra-Family 
Influences: Children's 
Purchase Influence 
Attempts and Parental 
Yielding (Ward and 
Wackman) 

Objectives 

To gather exploratory data concerning effects of 
commercials on young children and to relate 
effects to stages of cognitive development 

To examine determinants and short-term 
consequences of commercial watching; to 
examine degree of children's attention to 
commercials, and the incidence of 
alternative or coterminus activities during 
commercial exposure 

To examine effects of commercials on children's 
attempts to influence mother's purchases; 
mother's responses to influence attempts; 
perceived frequency of commercial influence 
on children4 

Methodology 

Four groups of five children each were exposed to a 
videotape recording of Saturday morning programming 
and commercials. The following day group interviews 
were conducted. Age groups were 5-12, with children 
drawn from kindergarten, second, fourth, and sixth 
grades. 

134 mothers of 5-12 year old children were recruited 
from service clubs sampled from various socio·economic 
areas of the Boston metropolitan area. The mothers 
were trained in the use of code sheets for unobtrusively 
observing one of their children watching television. 
Observation periods were scheduled according to a 
sample of each child's estimated normal viewing 
behavior. Mothers observed for a minimum of six 
and a maximum of ten hours and were paid $10 each 
for their participation. Data from 65 mothers were 
coded in 3 age groups: 5-7 (n=2a), 8-10 (n=18) 
and 11-12 (n=18). Data are based on a sample of 
one-fifth of the 6,465 commercials watched by 65 
children during the 10·day period. 

The 134 mothers participating in the watching 
behavior study received a self-administered question
naire. Analyses are based on 109 returned instruments 
(81% of the mothers) 
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Study 

Adolescent Attitudes 
Toward Television Advertising 
(Ward and Robertson) 

Family and Media 
I nfluences on Adolescent 
Consumer Learning 
(Ward and Wackman) 

Table 1; Continued 

Objectives Methodology 

To examine the nature of attitudes toward television Self-administered questionnaires were completed by 
advertising among adolescents from different 1,094 adolescents 18th-12th grades) in randomly-
racial and socio-economic backgrounds; to examine selected classrooms in the Prince Georges County, 
predictors of attitudes, and to relate attitudes to Maryland, school district. A subsequent survey 
other variables, e.g., intra-familY communication, 
television use, aspirations, etc. 

To analyze the influence of demographic variables, 
motivations for watching commercials, quantity 
of media use, and intra-family communication, on 
four aspects of acquiring consumer skills and 
values: recall of advertising content, attitudes 
toward commercials, materialistic attitudes, and 
buying behavior 

gathered data from adolescents in predominantly 
Black schools 

Subsequent analysis of Prince Georges County 
survey data, and supplementary data from 
primarily black districts. 
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differences but not age-related change. Taken as a whole, the data sug
gest different effects of commercials on children in different age groups, 
but they are not meant to suggest an explicit developmental process. 
The division of studies into those concerning young children (ages 5-12) 
and those concerning adolescents (ages 13-18) is arbitrary. 

FINDINGS: RESEARCH AMONG PRETEt:NAGE 
CHILDREN 

Children's commercial watching behavior 
The study by Ward, Levinson, and Wackman examined two aspects 

of commercial watching; behavior: degree of attention and types of be
havior at commercial onset, and degree of attention and types of behav
ior during commercial exposure. Four determinants of watching behav
ior were examined: (1) personal characteristics (age and sex); (2) char
acteristics of the viewing situation (time and day of viewing, who child 
views with); (3) characteristics of the viewing situation (duration of 
commercial, position of commercial, object of commercial-product 
category); (4) prior watching behavior (degree of attention to program 
just before commercial appears). 

Analysis of marginal data indicates that children pay full attention to 
prior programming about 65 percent of the viewing time, although some
what higher incidence of full attention is found among younger children 
(under ten years old). Children make some verbal response at commer
cial outset about 25 percent of the time. When such a response is made, 
it is most likely to be favorable ("here's a good commercial," "now 
watch this," etc.). 

Across all product categories, times of viewing, number of compan
ions, and so on, all children exhibit a drop in attention during commer
cial exposure from attention to prior programming. The drop in full at
tention is least for the youngest children (5-7 years old) and greatest for 
the oldest children (11-12 years old). Talking with others during com
mercial exposure--either a result of or an alternative to commercial 
watching-occurs during about 25 percent of the commercial exposures 
for 11-12-year-olds, somewhat less for younger children. 

Comments about the commercial and/or the product are made after 
about 20 percent of commercial exposures. When comments are made, 
they are most likely to be made by younger children (under ten), and 
they are more likely to be about the product advertised than about the 
commercial. The incidence of comments about the commercial itself 
increases with age: when young children make comments after a com
mercial, they are most likely to be about the product advertised; among 
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older children, about half the comments are about the product, and 
about half are about the commercial. 

No significant sex differences were observed, although girls in the 
oldest age group talked during 28 percent of the commercial exposures, 
while boys in the same age group talked during 20 percent. 

The data are divided into two groups (that for 5-8-year olds and that 
for 9-12-year-olds) for analysis of time of viewing as a determinant of 
commercial watching behavior. Older children watch less Saturday 
morning television; when they do, they pay less attention to prior pro
gramming and less attention during commercial exposure than do young 
children. They are also more likely to make negative comments at com
mercial onset than at other viewing times, and are more likely to make 
such comments than the younger children. 

Another aspect of the viewing situation is the other people who may 
be watching television with the child. Viewing with siblings and with 
father ("family viewing") increased with age (the mother was always 
present, de facto, observing the child's behavior), but paying full atten
tion to commercials during family viewing decreased with age; talking 
with others increased with age, suggesting that older children use the 
opportunity of commercial breaks for interpersonal communication with 
family members more than younger children do. 

Characteristics of television stimuli are another class of determinants 
of commercial watching. One such characteristic is the length of the 
commercial. Regardless of commercial length, older children paid less 
attention to commercials than did younger children. Least "full" atten
tion was paid to ten-second commercials. With the exception of the 
youngest age group, most attention was paid to 60-second commercials. 

Another characteristic which may affect differential commercial 
watching is the position of a commercial within a "block" of commer
cials. While children in all age groups had similar (and high) prior atten
tion to programming, attention level decreased more rapidly during a 
sequence of commercials for the oldest children. 

Attention was greatest to commercials at the beginning of programs 
for all three age groups. Full attention among older children decreased 
as the program progressed, while younger children showed little differ
ences in full attention regardless of the commercial's position in pro
gram context. 

The product category of the advertising may also determine watching 
behavior. Advertisements for food products were a priori designated 
"relevant" to children. Advertisements for cleaning products, cosmet
ics, and patent medicines were considered less relevant. The drop in full 
attention to commercials for relevant products is roughly equivalent for 
the three age groups. However, for commercials in the "less relevant" 
product group, young children's attention actually increased slightly 
from prior attention to programming. As age increased, attention to the 
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less relevant commercials decreased. It may be that children are so fa
miliar with food products-through advertising exposure, direct con
sumption, and intrafamily influence attempts-that advertising for food 
products is actually less relevant than advertising for products associat
ed with adult roles. 

A final determinant of commercial watching behavior is the watching 
behavior of children just prior to commercial exposure. Among children 
paying full prior attention to programming, attention falls off during 
commercial exposure for all age groups. However, the drop in full atten
tion is smallest for the 5-7-year-olds; the greatest drop occurs among the 
11-12-year-olds. Older children were, more likely to engage in other be< 
haviors·-getting up, talking, etc.-tt~an younger children. Among chil
dren paying no attention or partial ar:tention to prior programming, in
creases to full attention were observed during only 12 percent of com
mercial exposures, with slight age differences. 

Reactions to television advertising and stages of 
cognitive development 

In the exploratory study by Blatt, Spencer, and Ward, eight catego
ries of responses to commercials were identified and related to stages of 
cognitive development: (1) Reality. Children in all age groups could 
identify the term "commercials," but kindergartern children exhibited 
confusion and judged the relationship between commercials and reality 
based on coincidental reasoning or affect. (2) Purpose. While kindergar
ten students exhibited no understanding of the purpose of commercials, 
second graders exhibited clear understanding that commercials are in
tended to sell goods, and fourth and sixth graders commented on tech
niques employed in constructing commercials. (3) Discrimination be
tween product and advertisement. The youngest children do not dis
criminate between commercials and products advertised. Second grad
ers exhibited some confusion, but fourth and sixth graders made a clear 
differentiation between commercials and actual products. 

(4) Classes of products recalled. The youngest children spontaneously 
recalled food product advertisements, while second graders recalled 
advertising for products with which they could identify and which they 
could exhibit some competence in using (car games, dolls). Fourth grad
ers frequently mentioned household cleaning products, but sixth graders 
exhibited no consistent pattern of recall according to product groups. 
They seem more likely to recall advertisements on the basis of message 
characteristics. (5) Complexity of recall. Recall of commercials became 
more multidimensional and complex with age. (6) Significant others. 
Older children tended to see parents and celebrities as significant others. 
Sixth graders tended to project themselves as significant others ("I'd 
probably try the product out first"). 
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(7) Perceived validity and credibility of advertisements. Kindergarten 
students exhibited confusion, but second graders indicated concrete dis
trust of commercials, often based on experience with advertised prod
ucts. Fourth graders exhibited mistrust for specific commercials and 
"tricky" elements of commercials; sixth graders exhibited global mis
trust-except, if probed, of public service announcements. (8) Affective 
response to commercials. The youngest children showed some positive 
responses to the entertainment value of commercials; second graders 
had slightly negative associations, but these were not strongly felt; 
fourth graders exhibited distrust, but appeared to enjoy humor (espe
cially slapstick and sadistic humor); sixth graders enjoyed humor but 
were generally contemptuous. 

The data suggest that kindergarten children's memory of commer
cials, their reasoning about them, and their responses to them are con
cerned with concrete products-especially food products which relate 
to immediate impulsive needs. Second graders are primarily concerned 
with competence in sex roles, and their responses to classes of commer
cials reflect this orientation. Fourth grade childre n appear to be con
cerned with social relationships and the reactions of others to approved 
roles. Sixth grade children tend to evaluate advertisements on rational, 
"conscientious" bases. 

Television advertising and intrafamily behavior 

The study by Ward and Wackman is based on mail questionnaires re
turned from 109 of the 134 mothers recruited for the study of watching 
behavior. We were interested in relationships between frequency of 
children's purchase influence attempts for various products, mother's 
yielding to these attempts, and mother's perceivd influence of commer
cials in stimulating desires of children for specific rroducts. Data were 
analyzed by the three age groups employed in the watching behavior 
study (5-7, 8-10, 11-12); however, observation data from that study 
have not been related to these data from mothers. 

The data indicate that mothers feel commercials influence younger 
children more than older children, and they appear to gauge this influ
ence by the frequency of purchase influence attempts for particular 
products. Although influence attempts may decrease with age, parental 
yielding to requests increases with age, probably reflecting the perceived 
increased competence of older children to make purchase decisions. 

Aspects of parent-child conflict are related to influence attempts and 
yielding. The data suggest that influence attempts may be part of more 
general parent-child conflict problems; furthermore, mothers who re
strict viewing are likely not to yield to purchase influence attempts. Fi
nally, mothers' time spent watching television is positively related to 
influence attempts, yielding, and perceived influence, while recall of 
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commercials is related to influence attempts and perceived influence. 
Mothers with positive attitudes toward advertising are more likely than 
mothers with negative attitudes to yield to influence attempts. 

FINDiNGS: RESEARCH AMONG ADOLESCENTS 

Previous research indicates that patterns of media use change during 
adolescent years, from childhood years. Time spent with television gen
erally decreases, and use of other media increases. Our general hypothe
sis was that adolescents would also respond to television advertising 
differently than would younger children. As we have seen, younger chil
dren may respond impulsively to commercials, and cynical attitudes 
toward commercials may develop by the time a child reaches second 
grade. Attention to commercials also appears to decrease with age. 

While the development of cynical and negative attitudes toward tele
vision advertising should probably continue during adolescence, we 
should also expect commercials to become more relevant to teenagers, 
who are becoming increasingly active consumers of goods and services. 
Therefore, television advertising may be one input to more general proc
esses of "consumer learning"-acquiring skills and values relating to 
consumption behavior. In the case of preteenage children, television 
commercials were related to intrafamily purchase influence attempts. 
Such second-order consequences probably also occur during adoles
cence, but we should also expect different consequences of advertising 
exposure among teenagers, since adolescents engage in consumption 
behavior directly. They have more available money than younger chil
dren, and they increasingly assume consumer roles. 

The general model for our research with adolescents is described in 
Figure 2. 

Demographics 
- socioeconomic 

status 
- available 

money 
- intelligence 

Media us.e: 
time spent 
with TV, print 

Intrafamily 
communication 
about consumption 

Motivations 
for watching 
commercials 
- social utility 
- communication 

utility 
- vicarious 

consumption 

Knowledge of 
r---.-I television commerdals 

Attitudes toward 
advertising 

Materialistic attitudes 

Buying behavior 

Figure 2: Major variables in studies of effects of television advertising on adolescents 
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Adolescent attitudes toward television 
advertisi ng 
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One aspect of consumer learning is the development of attitudes to
ward advertising; the relationship of these attitudes with other aspects 
of learning and with behavior is important. In this case, "attitudes" re
fers both to specific affective attitudes toward television commercials 
and to more general attitudes toward the institution of television adver
tising. 

In studies by Ward and Robertson and by Wackman, Reale, and 
Ward, adolescents were asked open-ended questions about the televi
sion advertising they felt was representative of the "best" and the 
"worst" on television, and their reasons for these attitudes. While there 
were slight differences between junior high and senior high school ado
lescents, the most liked categories of commercials were those for drug 
and patent medicines, automobile advertising, and soft drink advertis
ing. The most liked category among black adolescents was advertising 
for food and gum products; otherwise, their ran kings were parallel to 
those for white adolescents. 

The adolescents were most favorable to those commercials seen as 
"funny" and/or "straightforward." There was some tendency for 
younger adolescents to cite humor as their primary reasons for liking 
and for older adolescents to cite commercials seen as "straightfor
ward." Both black and white adolescents ranked their reasons for liking 
commercials similarly. 

Cigarette advertising was listed as the most disliked category of com
mercials. Of those adolescents answering the question, over 20 percent 
cited this product category as "worst" advertising. While the data indi
cate that white adolescents were more critical of cigarette advertising 
than blacks, this result may reflect the fact that data from black adoles
cents were gathered during fall 1971, shortly before cigarette advertising 
was banned from television. The second category of disliked advertising 
was that for deodorants and cosmetics. 

More than one-third of the adolescents criticized commercials be
cause they were "stupid .. .insult intelligence." The second most salient 
reason was that commercials were seen as "false" or "hypocritical." 
Interestingly, junior high and senior high school adolescents are alike in 
their ranking of reasons for disliking commercials, but senior high ado
lescents also cite stylistic reasons (e.g. "bad acting") more than junior 
high adolescents do. Black students are somewhat more likely than 
white students to cite stylistic characteristics as a reason for disliking 
commercials. 

One puzzling aspect of these attitudinal data is that about one-third of 
the adolescents did not respond to the questions on liked and disliked 
commercials. This nonresponse rate was greater than for other open-
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ended items in the questionnaire, and the rate was higher among black 
adolescents than among white adolescents. This may suggest that televi
sion commercials are simply not very salient for adolescents. 

For purposes of analysis, a scale of attitudes toward the institution of 
television advertising was developed, based on four-point questionnaire 
items. About three-quarters of the sample agreed with the statement, 
"Most commercials are too long," and almost 70 percent agreed that 
"most commercials are in bad taste and are very annoying." Only about 
one-third of the adolescents agreed that "TV commercials tell the 
truth." 

The higher an adolescent's social class, the more negative were his 
attitudes toward television advertising. However, social class was not a 
particularly important predictor of other aspects of consumer learning, 
nor was it important in analyses comparing black and white adolescents. 

Among white adolescents, watching greater amounts of television was 
associated with positive attitudes toward television advertising, at least 
among middle and upper social classes. 

Adolescents fwiil. families in which consumption matters are dis
cussed relatively frequently-in which parents and teenagers seek and 
give advice about consumption of goods and services, are more likely to 
have positive attitudes toward advertising than are adolescents from 
families in which consumption matters are discussed less frequently. 
However, students who perceive that their parents want them to achieve 
higher socioeconomic status than the family's present status-adoles
cents who perceive that their parents have high expectations for them
are no more likely to have positive attitudes toward television advertis
ing than adolescents who do not have this perception. Similarly, there 
are no differences in attitudes between adolescents who hold high occu
pation expectations for themselves and those who hold less ambitious 
occupational goals. It might be expected that television advertising, 
which often portrays success in interpersonal and occupational roles, 
might be more appealing to adolescents from environments in which 
striving for success in such roles is important. This does not seem to be 
the case, however, at least in terms of perceived parental expectations 
and the adolescent's own expectations. 

A mild relationship was found, however, between attitudes toward 
advertising and "materialism." "Materialism" was defined as an orien
tation emphasizing material possessions and money for personal happi
ness and social progress. Adolescents scoring high in materialism had 
more positive attitudes than less materialistic adolescents. 

Consumer learning 
During adolescence, most young people begin buying goods and serv

ices for themselves. Television advertising often portrays buying behav
ior, and attractive life styles are presented as the consequence of buying 
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certain products or services. Thus, we should expect adolescents to use 
television advertising as one input to learning values and skills as con
sumers. 

Four aspects of such consumer learning were analyzed in the present 
studies: recall of commercial content is the measure of knowledge Df 

advertised products; attitudes toward commercials and "materialistic" 
attitudes are measures of more complex cognitive development; self
reported influence of commercials on specific product purchases is the 
measure of behavior. 

We expected that various demographic indices would be related to 
these criterion variables. Our interest was in demographic characteris
tics, of adolescents which, in effect, "locate" the adolescent in the so
cial environment, such as socioeconomic status, intelligence, and availa
ble money. Within demographically defined groups, however, we ex
pected that adolescent consumer learning would vary depending on the 
relative presence or absence of intrafamily communication about con
sumption matters and on the adolescent's media use. Our concern was 
with two dimensions of media use: amount of print and television use, 
and motivations or reasons adolescents watch television commercials. 
The specific "reasons for watching commercials" in the study by Ward 
and Wackman were derived from student-written essays on the subject. 
Content analysis of these essays revealed three major dimensions of 
reasons adolescents watch commercials. The major dimension was "so
cial utility"-watching commercials in order to gain information about 
the "social significance" of products or brands and association of adver
tised objects with social roles and life styles. 

A second major reason for watching commercials was "communica
tion utility' '-watching in order to provide a basis for later interpersonal 
communication. Finally, the teenagers indicated that they watch for "vi
carious consumption" reasons-as a means of vicadous participation in 
desired life styles or as a means of vicarious association with attractive 
others. 

These three clusters of motivations for watching commercials were 
measured by a series of questionnaire items. While most adolescents 
indicated that they did not usually watch commercials for these reasons, 
our interest was in the relative incidence of watching for these reasons 
among black and white adolescents and in the relative influence of these 
reasons on the four aspects of consumer learning. 

Black adolescents indicated that they watched for social utility, com
munication utility, and vicarious consumption reasons more than white 
adolescents. Black adolescents also watched television and listened to 
the radio more than whites; white adolescents spent more time with 
print media. 

No differences wr.re observed between the white and black adoles
cents in recall of commercials and in attitudes toward advertising. How-
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ever, blacks were more materialistic than white adolescents, and they 
indicated that television advertising influenced their purchases more 
than white adolescents. 

Further analyses of consumer learning processes were conducted for 
white adolescents only, because we had insufficient data from black ado
lescents. We were interested in differences in consumer learning proc
esses between younger and older adolescents. The data i,!ldicated no 
differences between the two groups on the dependent variables, but 
some differences between younger and older adolescents on the commu
nication variables. Thus, younger and older adolescents appear to be at 
the same level of consumer learning, but processes of learning differ for 
the two groups. 

The four aspects of consumer learning appear generally to be inde
pendent of each other, and relationships between them do not appear to 
change over time; intercorrelations among the dependent variables are 
essentially zero, for both younger and older adolescents. 

A step-up regression analysis was used to analyze the relationships 
between the independent variables and the four measures of consumer 
learning. The results may be summarized as follows: 

(1) Recall. Recall of commercial themes and slogans represents a fun
damental aspect of consumer learning. For younger and older adoles
cents, intelligence was the best predictor of recall. The fact that media 
exposure is a less certain correlate is not surprising, considering the re
dundancy of commercial messages. Even minimal exposure to media 
insures commercial exposure; but storing and retrieving their content 
seems mainly a function of intelligence-at least, as measured by tests 
of "intelligence." 

(2) Attitudes toward commercials. Markedly different processes seem 
to be involved in learning general attitudes toward commercials among 
younger and older adolescents. Social utility reasons for watching com
mercials and time spent viewing account for much of the variance for 
younger viewers. By contrast, vicarious consumption reasons and intra
family communication about consumption matters are important varia
bles for older adolescents. 

(3) Materialism. Another measure of more complex kinds of consum
er learning is "materialism' '-an orientation which views material goods 
and money as important for per~onal happiness and social progress. For 
both younger and older adolescents, social utility and vicarious con
sumption reasons for watching commercials account for much of the 
variance. However, for younger adolescents, a third factor was availa
ble money; for older adolescents, a third factor was intelligence, which 
was negatively related to materialism. 

(4) Effects of commercials on buying behavior. Our measure of effects 
of television advertising on buying behavior is a self-report item which 
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asks whether the adolescent feels he has been directly influenced by tel
evision advertising in buying a specific product. 

The data indicate that three variables are important predictors of this 
kind of learning for both younger and older adolescents: communication 
in the family about consumption, social utility reasons for viewing tele
vision commercials, and amount of exposure to magazines. In addition, 
for younger adolescents, a fourth variable is important-communicato
ry utility reasons for viewing commercials, which is negatively related to 
effects of advertisements on buying. 

To summarize the research on consumer learning: the data suggest 
that television advertising is not a sufficient condition for buying-espe
cially among older adolescents. Intrafamily communication about con
sumption intervenes between communication exposure and purchase. 
For younger adolescents, reasons for watching commercials are also 
important intervening variables between exposure and behavior. Specif
ically, the data suggest that: 

(1) Different aspects of consumer learning are not well integrated 
among either younger or older adolescents; 

(2) Different clusters of variables have effects on the different kinds of 
consumer learning examined in this study; 

(3) For any particular kind of consumer learning, essentially the same 
cluster of variables affects that kind of learning for both younger and 
older adolescents. Therefore, even though younger adolescents are 
exposed to more commercial content, talk with parents more about con
sumer goods, and watch commercials more for social utility and commu
nicatory utility reasons, the predictive power of these variables is essen
tially the same in both groups of adolescents. 

Three major processes seem to be involved in the different kinds of 
consumer learning: 

The learning of advertising slogans seems to be mainly a function of 
the intelligence of the adolescent. 

The learning of more cognitive orientations, such as attitudes toward 
television advertising and a materialistic orientation, seems to be mainly 
a function of the adolescent's reasons for viewing commercials. Thus, 
these cognitive orientations develop as a function of the adolescent's 
television behavior but not simply of exposure time. Rather, the orienta
tions develop as a function of the uses the adolescent makes of commer
cial content, several of which are basically social uses. 

A third process which seems to be involved in the formation of pur
chasing patterns is clearly an overt social process. In this process, com
munication with parents about advertising, consumer goods, -and con
sumption processes seems to be an important variable intervening be
tween exposure to advertising and the purchase of consumer goods. 
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SUMMARY 

Since the overall objective of this program of research was to bring 
exploratory data to bear on a broad range of television advertising's 
effects, no attempt is made to integrate the various findings presented in 
each of the discrete studies which comprise this research project. We 
hope that these studies will help make such conceptual integration possi
ble, so that we may have more complete, explicit, and integrated knowl
edge of televisision advertising's effects on children and adolescents. 

Five areas of this research seem particularly important, both in terms 
of policy implications and in terms of promise for future research possi
bilities: 

1. Young children's reactions to television advertising reflect stages in 
cognitive development. While our data in this area are quite tentative 
due to several methodological limitations, it appears that responses to 
television advertising become increasingly differentiated and complex 
with age. Children progress from confused perceptions of commercials 
-not discriminating between program and commercials, nor between 
advertisements and products-to the beginnings of cynicism about ad
vertising and perceptions of the intent of advertising by second and 
fourth grade. By sixth grade, we find that children have relatively well
developed attitudes toward commercials; they respond to them in terms 
of the message and evaluate advertised objects in terms of their rele
vance to them. 

2. "Selectivity" in viewing commercials increases with age, but proc
esses of commercial watching are highly complex. It does not appear 
that young children automatically "tune in" to commercials, as one 
popular criticism of television advertising suggests. Generally, paying of 
full attention to commercials decreases with age, although the viewing 
situation, characteristics of television stimuli, attention to prior pro
gramming, and personal characteristics all affect children's attention to 
com m ercials. 

Just as previous research suggests that adults selectively attend to 
programming and commercials, the same patterns are observed with pre
teenage children. Generally, all children seem to pay more attention to 
programming than adults, but the drop in attention during commercials 
is not as great as for adults. The drop in attention is greatest for older 
children, least for youngest children. 

Perhaps the central importance of the research concerning commer
cial watching behavior is that the data may be related to consequences 
of watching in other aspects of children's lives-Le., to learning from 
commercials, intrafamily influence, and attitudinal development. 

3. Mother's perceive that television advertising influences their chil
dren, and they estimate commercials' effects by the frequency with 
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which their children attempt to influence purchases. While most of our 
research concerns relatively direct effects of television advertising on 
children's behavior and cognitive development, the study of intrafamily 
influence is concerned with second-order consequences of television 
advertising-namely, do television advertisements stimulate desires of 
children for advertised goods, and do young children then engage in 
behavior directed at acquiring these goods? Direct measurement of such 
effects is impossible, but we asked mothers to estimate the frequency 
with which commercials influenced their children to want specific adver
tised products. The mothers had no straightforward, independent mea
sure of commercial's effects, so their estimates of advertising's influ
ence were based on purchase influence attempts. The mothers appeared 
to reason that, the more their children asked for products which were 
advertised on television, the more advertising was influencing their chil
dren. (Interestingly, however, even the placing of relatively stringent 
restrictions on viewing did not seem to inhibit purchase influence at
tempts, suggesting that television advertising was not the sole cause of 
such interpersonai influence attempts.) 

4. Adolescents hold negative attitudes toward television advertising, 
and there are only slight differences between black and white adoles
cents in attitudes. Generally, adolescents are quite cynical about televi
sion advertising, feeling that commercials are not straightforward and 
are often hypocritical. Cigarette advertising-still on the air at the time 
of the research-was especially disliked, while advertising for drug and 
patent medicines was particularly liked. (Most adolescents who cited 
drug and patent medicine advertising as most liked advertising seem to 
like it because it was seen as funny. Thus, the data may reflect the wide
spread popularity of one product in this category which was advertised 
in quite humorous ways.) 

It is interesting to note that most adolescents like advertising for sty
listic, entertainment reasons-not because commercials are seen as 
helpful or informative. On the other hand, the bases of their negative at
titudes are along dimensions of trust, truthfulness, straightforwardness. 

5. Adolescents acquire consumer attitudes and skills from television 
advertising. Such consumer learning occurs as a function of the quality 
of television advertising use, more than the quantity of media use. Un
derstanding the broad effects of television advertising among adoles
cents requires an understanding of the context of advertising communi
cation for adolescents. This context reflects the adolescent's growing 
interest in adult roles and activities and the relevance of television ad
vertising to associated consumer roles and activities. Our interest was in 
knowledge of advertising, general cognitive orientations (attitudes to
ward advertising and materialistic attitudes), and buying behavior as 
aspects of consumer attitudes and skills. 
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It appears that the most important predictors of the development of 
these aspects of consumer behavior are the motivations of adolescents 
for watching television commercials. Our data suggest that, beyond ver
bal attitudes toward television advertising (which are generally negative 
and cynical), adolescents do learn from television advertising, and this 
learning is related to developing skills and attitudes relevant to consum
er roles. 

FUTURE RESEARCH 

Future research will require further conceptual development and re
finement as well as further empirical work. The conceptual framework 
shown in Figure 1 has guided the present research, but some of the con
c~ . .,pts in this framework are too abstract and general for guiding empiri
cai research "consumer behavior," "alternatives to commercial watch
ing," etc. Thus, a first step in future research will be the development of 
lower-level, more specific concepts to describe buying behavior, reac
tions to advertisements, etc. Conceptual development in the areas of 
socialization and personality-cognition development should be especially 
useful-as indeed they already have been in guiding this research. For 
example, Brim's conceptualization of role development has been useful 
in conceptualizing "consumer role learning," and Piaget's and Erik
son's conceptualizations of stages of cognitive development and person
ality development have been useful in guiding our clinical research on 
stages of development in children's reactions to television commercials. 
Besides concept development, further research will need to specify the
oretical linkages between concepts, building upon and supplementing 
the relationships already found in the present research. 

At the same time, empirical research to develop adequate measures of 
these concepts must be carried out. For example, standardized mea
sures of the dimensions of reactions to ads should be developed and 
administered to larger samples of children, so that baseline estimates of 
stages of development in reactions to ads can be made. Measures which 
will tap the several dimensions of buying behavior should be developed; 
in fact, a start has been made with two questionnaires which have been 
administered in Ann Arbor, Michigan, and in the Boston area. 

Furthermore, research is needed to fill in gaps in the present research. 
Some of this research will simply involve analysis of data already col
lected-for example, analysis of the relation between children's watch
ing behavior and purchase influence attempts. By collecting more data 
from the children in the watching behavior study, we can analyze the 
relation between attitudes toward advertising, purchase behavior, and 
watching behavior to determine long-term consequences of differences 
in children's commercial watching behavior. 
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Research is also needed to clarify some of the conflicts in the present 
data. Our research on adolescents indicates that by the seventh grade, 
adolescent attitudes toward advertising are quite negative, and that 
these attitudes do not change markedly through junior and senior high 
schools. The watching behavior study indicated that negative reactions 
to commercials occur frequently among 11- and 12-year-olds, but not 
among younger children. On the other hand, the clinical study indicated 
that most fourth graders (8-10-year-olds) were quite negative toward 
advertising, and that some second graders (6-8-year-olds) were rather 
negative toward commercials because of their experiences with prod
ucts advertised. Research is needed to determine when these negative 
attitudes begin to develop and what variables in the child's media behav
ior, interpersonal behavior, cognitive development, etc., are related to 
this development. 

Finally, subsequent research must fulfill two methodological require
ments: (a) In order to investigate earlier development in watching be
havior and reactions to advertising, sampling must include children 
younger than those studied in the present research, those under five 
years old. (b) Cross-sectional research is useful for identifying impor
tant variables and for determining age group differences on these varia
bles, but longitudinal research is necessary to investigate developmental 
phases and trends. 
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A Cognitive Development Study of 
Children's Reactions to Television 

Advertisi ng 

Joan Blatt, Lyle Spencer, and Scott Ward 

The purpose of the present investigation was to observe and attempt 
to identify cognitive developmental trends in children's perceptions, 
explanations, and judgments of the c(wtent and purpose of television 
advertisements. 

The investigative approach used by the authors was Jean Piaget's 
"clinical examination and critical method" (Piaget, 1965). In its simplest 
form, Piaget's method consists of 'askin,g children direct questions about 
their perceptions and explanations of the existence of things and feel
ings; of careful clinical "probing" to determine the precise basis of a 
child's reasoning; and then of categorization of these "reasonings." 

Cognitive developmental theorists assume that all children progress 
through discrete stages of perception and cognition. Lower stages of 
reasoning are more concrete, literal, and undifferentiated; higher stages 
are more complex, involve greater degrees of "abstract thinking" in 
symbol recognition and analysis, and in general show more differentia
tion and integration of perception and cognition. For example, children 
universally mature through the following stages in their conception of 
life (responses to the question: "what is alive?"): stage one-"every
thing is alive;" stage two-"everything that moves is alive (e.g., bicy
cle);" stage three-"only things which move by themselves (are capable 
of spontaneous movement) are 'alive" (e.g., a car); stage four-"only 
plants and animals are alive (for various scientific reasons)." Similarly, 
children in every culture have been found to go through the following 
stages in their understanding of dreams: stage one-dreams are "real," 
come from outside the self, and remain external; stage two-dreams are 
caused by (;\rise within) the self, but remain external and "real"; stage 
three-dreams are of internal origin, take place internally, and are "not 
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real." In each example, it can be seen that children progressively refine 
their conceptions of the reality, locus, purpose, and explanatory reason
ing for the objective or subjective occurrences they perceive. 

The investigators hypothesized that, in their perceptions and judg
ments about television commercials, children would demonstrate similar 
developmental trends to those Piaget and others have identified in their 
assessments of children's understanding of physical realities. These 
trends have I;leen mentioned, but not explicitly developed, by several 
studies in the literature. Schramm, Lyle, and Parker (1961) have noted 
that television appears "real" to young children (e.g. there are "real lit
tIe people" inside the box), and Thompson (1959) has shown that the 
ability to discriminate reality increases with age and viewing experience. 
Wells (1965, 1966) notes that young children have difficulty in discrimi
nating and evaluating the advertisement as separate from the product 
being advertised. McNeal (1964) found that preteenage children make 
increasing and increasingly negative affective and credibility judgments 
about television commercials as they grov/ older. 

Numerous researchers in human development have further recog
nized that children progress through various stages of affective concern 
and cognitive-judgmental reasoning. Ericson (1950, 1968) has de
scribed eight stages of development during the human life cycle: (1) bas
ic trust (concern with basic oral needs), (2) autonomy (concern with con
trol over one's own body), (3) initiative (concern with personal expres
sion and sex role identity), (4) industry (concern with competence and 
peer cooperation), (5) identity (concern with stable and positive self 
image), (6) intimacy (concern with love and finding a mate), (7) genera
tivity (concern with one's life's work), and (8) integrity (a final judgment 
on the work of one's life). 

Loevinger and Wessler (1970) have described five stages of ego devel
opment: (1) impulsive/self-protective (concern with need satisfaction), 
(2) opportunistic (hedonistic concern with getting one's own way), (3) 
conformist (concern with social approval and role competency), (4) con
scientious (concern with duty and purpose), and (5) integrated (concern 
with self -actualization). 

Kohlberg (1968), expanding on early work of Piaget, has identified six 
universal stages of (cognitive-judgmental) reasoning in moral situations: 
(1) decisions made on the basis of deference to superior authority and 
avoidance of punishment (what is right is what a superior tells you to do, 
what is wrong what you get punished for); (2) decisions made on the ba
sis of hedonistic self-interest (what is right is what gets you what you 
want); (3) decisions made on the basis of conformity and social approval 
(what is right is what others are doing, what society considers "nice"); 
(4) decisions made on the basis of enduring rules of law (what is right is 
what is decreed by the established order of society); (5) decisions made 
on the basis of social utility (what is right is what is best for all men, the 
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democratic majority), and (6) decisions made on higher moral principles 
(e.g., the sanctity of life). 

Elements of these affective and judgmental stage conceptions would 
be expected to have relevance for the responses of children to television 
advertising. Small children might be expected to respond more to con
crete, "basic need," "hedonistic," and "authoritarian" themes ("buy 
this toy because it's fun for you"; an "authoritarian" announcer "or
dering" a child to "tell your mother to buy this every time you see it in 
the store"). 

Older children might be expected to respond more to symbolic, com
petency, mastery, sex-role identificatory and conformist themes ("don't 
be left out, get this toy-all the boys are getting them" or "this cosmetic 
will make you beautiful and popular"). More mature children would be 
expected to respond to more rational, "conscientious!' themes, those 
that deal with the factual characteristics of products or with their social 
utility, 

METHODOLOGY 
Blatt interviewed four groups of five children each from kindergarten, 

second, fourth, and sixth grade classes at the Lawrence Public School in 
Brookline, Massachusetts. While an attempt was made to choose groups 
of children with different racial, socioeconomic, and intellectual charac
teristics, the subjects were primarily white, middle-class, and slightly 
above average in intelligence and verbal ability. 

The day before the interview, each group of children was shown an 
hour-long videotape of typical "Satuday morning" children's television 
programming. This tape included a cartoon show, Sabrina and the 
Groovy Goolies (a "fantasy" offering), Joesie in the Know (a factual 
"news" or "reality" offering describing a fishing operation for king 
crabs off Alaska), and approximately fifteen commercials. Most of the 
commercials presented were for food and toy products; one was a "pub
lic service" message for the Boy Scouts. 

On the day of the interview, the groups of children were taken from 
their classes and questioned for one hour. The interview was conducted 
in the "open-ended, group discussion" format: children were asked 
specific questions, allowed to discuss one another's responses, encour
aged to "make up and act out" a television advertisement of their own, 
and presented with and then questioned about a moral dilemma. The 
questions used were designed to elicit responses that would indicate the 
perceived reality, purpose, content discrimination, affective reaction, 
credibility, and level of judgmental reasoning (or ego functioning) char
acteristic of each grade level. 

Due to the "exploratory" format of the interviews, the order and 
working of the questions varied, but each group was presented with the 
following questions: 
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1. "What did you see yesterday?" The purpose of this question was 
to determine which (if any) commercials children would spontaneously 
recall, and the degree to which they were able to differentiate commer
cials from cartoons (fantasy) and news or factual programs (reality). 

2. "What is a TV commercial you like? Dislike? Describe it in detail. 
What does it say? Why do you like/dislike it?" This question attempted 
to elicit the detail with which children remembered commercials, wheth
er they could distinguish products from commercials and the b~sis on 
which this discrimination was made, their affective reactions to com
merciais and the reasons for this reaction. 

3. "What is something you want that you saw in a commercial? 
Don't want? Describe in detail. Why do (or don't) you want it?" This 
question attempted to elicit responses which would indicate the effec
tiveness of commercials and the "reasons" for this effectiveness or lack 
of it; analysis of these "reasons" provided data for determining level of 
ego and developmental judgment. Responses to this question also prov
ided data about the degree to which advertisements were differentiated 
from products advertised. 

4. "Do you know what a television commercial is? What are they for? 
What are television programs for? Who makes TV commercials? TV 
programs? Why?" This question probed children's understanding of the 
purpose and source (hence reality and credibility) of commercials and 
programs, and the degree to which these are differentiated. 

5. "Do TV commercials (programs) always tell the truth? Why or 
why not? How do you know?" This question further probed the 
children's judgment about the purpose and credibility of commercials. 

6. "If you had to sell (another child in the group) a product how 
would you do it? Make up a commercial." (Ask response of the viewer. 
Did he/she like it or dislike it? Why?) How could it have been better? 
(Ask actor for reasons for choice, format, content, etc. of "commer
cial"?) This question was designed to provide children with an alterna
tive active, "role playing" method of communicating their responses in 
each of the issue areas probed by the preceding questions: origin, reali
ty, purpose, affective response, level of discrimination and judgment. 

Group interviews were taped and transcribed. Transcript data were 
organized by a "content analysis" procec:1ure which attempted to identi
fy the model or "stage" response for each age group in nine categories: 
(1) the perceived reality of television commercials; (2) their perceived 
purpose; (3) the degree of discrimination between the advertisement and 
the product advertised; (4) classes of products and/or advertisements 
recalled; (5) complexity of recall; (6) significant others responded to in 
the commercial; (7) perceived validity and credibility of advertisements; 
(8) affective response to commercials; and (9) cognitive-affective (ego 
level) basis of response to commercials. These conceptual categories 
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were derived empirically from inspection of the data; while not exhaus
tive, they appear to capture most of the meaningful information in the 
transcripts, constitute dimensions on which clear cognitive develop
mental trend progressions take place, and provide a framework for pre
liminary theory construction. 

FINDINGS 

Findings in each conceptual category consist of summary or "stage" 
descriptions which appear to be applicable to children in a given grade 
level group ("K" stands for the kindergarten group, "2G" for the sec
ond graders, "4G" for the fourth graders, and "6G" for the sixth grad
ers). All examples for graded summary descriptions are taken from the 
transcript of the interview of that grade level group. 

Reality 
The "reality" category refers to children's judgments about "what a 

commercial is" and "how real they are" compared with cartoon (fanta
sy) and news or documentary (reality) programs. A child's basis of cog
nitive reasoning can be "parataxic" (coincidental or associative) or 
"syntaxic" (logical, causal or purposive); both the discrimination and 
the basis of discrimination are important in judgments about reality. For 
f:xample, kindergarten children reason that news programs are "more 
real" than advertisements or cartoons, but they explain this perception 
by saying news is more real because "it tells about the weather" or "it 
always comes at the same time." Older childrer ;.re better able to make 
this distinction on the basis of specific differences in information pre
sented or in purpose. In the examples below, the perceived "reality" of 
commercials is compared directly with that for cartoons and news/doc
umentary program s. 

K: reality confused, judgment based on coincidental reasoning or affect 

Example: (Q: What is difference between news and commercials?) "I like 
TV commercials much better" (affect). "The news tells weather and the 
news is at 7:00 (coincidemal).(Q: How do you know one (crab) is real and 
one (cartoon) isn't?) "It looks not real." "It had too many legs" (confu
sion). "Commercials are more funny." (affect). 

20: reality confused; judgment based on reality of object or person portrayed 
(similarity to objects, persons, or events in the real world); perceived "im
portance", factualness, or confirmation by outside evidence 

Examples: (Q: Does the news have real people on it?) "Yes: They say real 
things. The news tells us what is happening in different places and what 
the temperature is and stuff and commercials they just tell us one thing 
like the do!1 or racing cars." (Q: Is Joesie [cartoon ch:lracter drawn to look 
like real person who introduces a "news" documentary film with real 
people in it] real?) "I think she is because I saw ... the program showed 
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her with other (real) people." "At first I didn't know and I thought she 
was just pretend, but then I read the paperback book." (Q: Is Sabrina (a 
cartoon witch) real? "No-I don't think there are such things as witches." 

4G and 6G: reality understood; no questions 

Purpose 
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The "purpose" category refers to the perceived intent or "message" 
of commercials, and the reasoning children use in making this judgment. 

K: confused (some thought "information," others "didn't know"), semi
recognition that ads were intended to sell 

Example: (Q: What are commercials for?) "If you want something, so 
you'll know about it. So people know how to buy things. So if some
body washes their clothes, they'll know what to use. They can watch 
what to use and buy it." 

2G: clear recognition that advertisements were intended to sell; semirecog
nition of advertisers' motives 

Example: (Q: What are ads for?) "To make you buy (product)." (Q: 
Why do they want you to buy it?) "So they can get more money and 
support the factories they have." 

4G and 6G: clear recognition of purpose of commerciiils'-in'o'tives of adver
tisers, and emerging understanding of the techniques advertisers 
use in c,.nstructing commercials 

Example: 4G: "They put the free things inside so you'll buy it 
(cereal box)." (Q, referring to discussion of the staging, tricks" 
etc., advertisers use: Why do they do that?) "Because they 
want you to buy it," 6G;"To advertise the product, to make 
people buy it, to benefit them because then they get more 
money." 

Discrimination between advertisement and 
product 

This category refers to children's ability to differentiate the product 
being advertised from the advertising message itself. Small children tend 
not to be able to make this distinction; they may, for exam pIe, dislike an 
advertisement because they dislike or fear the product (e.g., razor 
blades). Older children tend to be able to make the distinction; they may 
clearly like a product while disliking the advertisement for it, or vice 
versa. 

K: no discrimination between advertisement and product advertised 
Example: (Q: What's an ad that you liked?) "I like the one about the 
space men." (Q: Why?) "It was Hostess Twinkies." 

2G: confusion (can like product but not like commercial, but confuse product 
advertised with advertisement) 

Example: (Q: Which commercials did you like?) "Well, I like the adver
tisements about model electric shavers .. .I don't like those about blades, 
that are called shavers, because they cut and I don't think its good to use 
those kinds of shavers." 
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4G and 6G: cleat differentiation between advertisement and product adver
tised 

Examples: (4G) "I like that ad (for coffee), its so funny I just love 
it!" (Q: If you had to buy coffee, would you buy that brand?) "I 
don't know .. .I don't even drink coffee." 

6G: "It (an AIka Selzer advertisement) was really funny. It was the best com
mercial." (Q: Would you buy it?) "I've tried it and it made mlil even sick
er. " 

Classes of products recalled 
Transcript data revealed marked differences in the kinds of products 

and/or advertisements spontaneously mentioned or recalled by each age 
group. These differences appear to be relevant to the cognitive-affective 
or "level of ego development" dimension (see below). 

K: food (oral) products: Hostess Twinkies, Yodels, cereal (Dune Buggies), 
waffies 

Example: (Q: What do you buy with your allowance?) "Candy, gum (sev
eral responses)." 

2G: iden tifica tory competence products (sex-specific) 
Example: 
2G Boys: crazy car, miniature hockey, electric car set 
2G girls: Suntan Barbie, fashion doll, dancing doll 

4G: household (cleaning) products: dishwashing liquid, SOS, Lemon Pledge, 
Wind ex Cleaner, nonpolluting soap, rug cleaner, Lysol spray 

6G: no consistent pattern; emphasis on "message," not products 

Com p lexity of recall 
Children in different age groups differ in their ability to perceive and 

recall details of commercials. Younger children may be able to absorb 
and parrot back repetitious material like commercial jingles, but they are 
unable to understand it on more than one or very few dimensions. (Pi
aget calls this phenomena "unidimensionality" and gives as an example 
the little girl who, when told her friend was a Catholic, said, "Oh, I 
thought she was French"; the child could only reason on one dimension 
-religion or nationality-at one time). Factual details or "pieces" may 
be perceived and remembered, but only "at random"; young children 
are not capable of organizing their perceptions into a coherent under
standing of the "message" of the commercial. Older children selectively 
perceive and remember relevant details and organize these perceptions 
into focused gestalts which convey an image or message. 

K: recall is unidimensional, concrete and descriptive-only one aspect or 
image from a commercial is remembered, not the commercial's "mes
sage" 

Example: (Q: Describe the Hostess Twinkies commercial): "They all had 
space hats on." (Q: Describe the cigarette commercial) "There was a 
cowboy on a horse." 

2G: recall is multidimensional, concrete, and descriptive, but recaptured only 
with probing; memory of details is "random," without order or under
standing of tlleir relevance to the advertising message. 



EFFECTS OF ADVERTISING 

Example: (Q: What were those commercials like?) " ... she moves her 
arms and legs and hands and hips." (Q: probe) "She looks like a fashion 
model. .. " (Q: probe) "There's a thing in back and you turn it and there 
are a whole bunch of buttons and then you pull a little thing and a little 
stock of hair (grows out) ... " (Q: probe) "She has eyes that open and 
close, a nose of course ... " (Q: probe) "and she has red hair and an or-
ange dress and shoes.'" 

4G: recaIl is multidimensional concrete, descriptive, spontaneous and coher
ent, with understanding of relevance of details to ad message 

Example: "well, the commercial about SOS pads, they have all differ
ent kinds of cleaners in the frying pan, and SOS skates around and the 
whole frying pan gets clean and all the other cleaners are so embar
rassed they just jump out ... " 

6G: recaIl is a "gestalt," ad elements are remembered precisely and repeated 
in a way that conveys the advertising message; message is the focus of 
recaIl, not the elements 

Example: "Well there is this guy who is at a bar and Mr. Eddie Fitz of the 
concerned drinkers of Gansett in New England stands up and he talks 
about Gansett and says that there are rumors that they were probably 
going to make an imitation Gansett and call it something else trying to fool 
'we the people' and he says 'if anyone asks you about Gansett tell them to 
buzz.off. Sez who? Sez me, Eddie Fitz. And all of these guys are congrat
ulating him at the end." 

Significant others 
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This category refers to the human beings spontaneously recalled or 
cited by child viewers in their reactions to or evaluations of advertise
ments. The persons or category of individuals a child focuses on prov
ides a cue to what he considers important to his own interests and self
image dnd to whether his judgments tend to be "other-directed" (a less 
mature cognitive-development mode) or "inner-directed" (more ma
ture). 

K: significant others are recaIled concretely and are coincidental-associative, 
without real affective response 

Example: (recalling the cigarrette commercial): "There was a man on a 
horse. " 

2G: significant others tend to be parents and family members, relations dealing 
with mastery, sex-role or identity, or authority themes 

Example: (discussing cigarette commercial): "My little sister would find 
my mother's cigarrettes ... so we'd hide them and bring them to my moth
er and she couldn't find them so finally we made deals, and she got them 
back." 

4G: significant others tended to be celebrities or entertainers, social role mod
els ("other-directed" basis for judgment) 

Examples: John Wayne, Bob Hope, Danny Thomas, Cary Grant 

6G: the significant others tended to be the viewer himself ("inner-direct
ed basis for judgment) 
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Example: (Q: What about other people?) " .. .I'd like my own opinion. 
That might be just their opinion." (Q: If they had A. J. Foyt or Mario 
Andretti advertise a race car, would you buy it?) "They probably pay him 
to say it. . .I'd try it out first." 

Perceived validity and credibility of 
advertisements 

This category "efers to the degree to which children at each age level 
perceive television commercials as "true" and/or "trustworthy." 

K: confused-no real understanding of purpose, so no basis for judgment 

Examples: (Q: Do you think commercials always tell the truth?) 
"Noooooo!" However, with regard to commercials' information value: 
"So if someboy washes their clothes they'll know what to use" (implied 
belief). . 

2G: distrust, but concrete, empirical distrust on the basis of things wrong with 
the product advertised, not the advertisement (Commercials are only bad 
if the products they promote are bad, because a clear discrimination is not 
made between products and ads.) 

Example: (Q: Why do you think that sometimes ads don't tell the truth?) 
"Sometimes you buy things and they all of a sudden fall apart or some
thing happens to it." Reasons for mistrusting a comme:-dal about a "Corgi 
Racing Car" that wins: "I think maybe they made the Corgi a little more 
powerful than it is or maybe the other car isn't as good." 

4G: specific mistrust and contempt for specific commercials (i.e. "this v.:,), 
this one and this one are untrue "), recognition of specific "tricky" de
vices, but not generalized or global mistrust 

Example: (Q: Do commercials sometimes not tell the truth?) "YES!" 
(overwhelming consensus). "They always exaggerate it ... You know, 
there's some special kind of clothes and so they pick this lady and get her 
all dressed up and they put all kinds of makeup and cover her with all 
kinds of stuff and they take her and she looks great and they put the dress 
on a regular housewife and she looks ugly ... they just slop on a whole 
bunch of stuff and make her look good \" 

6G: global (generalized) mistrust: all commercials are bad (except, if probed, 
public service advertisements) 

Example: "They sort of brainwash kids and they go out and buy it and 
then they make a lot of money." "The things advertised aren't as good as 
the things that aren't. If they're really good, they don't need advertising." 
(Q: Are there any ads that are useful?) "Peace Corps, Vista, because their 
organizations help people. " 

Affective response to com mercials 

This category refers to the emotional reacticXl, likes or dislikes, ex
pressed by children. 

K: positive response to entertainment value but no real affective discrimina
tions 

Example: "I like it 'cause it's silly j" 



EFFECTS OF ADVERTISING 

2G: slight negative association, but not strongly felt 

Example: (bored) "Oh, that was just a commercial. .. " 

4G: distrust, but active enjoyment of (sadistic) humor 

Example: "It's real funny .. .it Was this new commercial for this cereal or 
something .. .it was really funny and this guy falls down and they make it 
hilarious ... you know these three clowns like and they fool around and 
everything and its really hilarious." Example of a good "made up" adver
tisement: "Ri-Jong here at the Japanese Market. .. There is a stampede 
on. Everyone has a hc:adache from the last atom bomb explosion and the 
stampede on Bayer Aspirin is now commencing. Better get some before 
they're all sold out!" 

6G: some enjoyment of humor, but general contemptuous rejection 

Examp'~: "It was really funny. It was the best commercial." "I don't like 
any commercials. It's a contest to see who can come up with the corniest 
and really dumbest commercial ever." 
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Cognitive-affective (ego level) basis of response 
This category refers to the central theme or basis of response which 

appears to underlie the reactions of each age group to television com
mercials. The cognitive-affective and judgmental stage theories and cat
egories of data findings discussed above suggests a summary "stage" 
framework for the present study. 

K: basic (oral) needs orientation: children's memory, reasoning and re
sponses at this level are primarily concerned with concrete products (es
pecially food products) which relate to their immediate impulsive needs 

2G: competence (mastery) and sex-role identification orientation 

children's spontaneous recall, reasoning and affective responses at this 
level are primarily concerned with competence in their sex roles: for girls, 
looks; for boys, power and strength, hence with products (for girls, dolls; 
for boys, racing cars, sports equipment, foods which make one "strong"), 
advertising themes and symbolism which appeal to these interests 

Examples: girl-"I want her (a doll) because she has long blond hair and is 
pretty;" boy-"It (a cereal) will make your muscles very strong ... it will 
make you beat up a big beast." 

4G: conformity and social approval orientation: children at this level appear to 
be most concerned with social relationships and the reactions of others to 
approved roles. (There is also a theme of "hedonistic/opportunistic" sad
ism and appreciation of exaggerated symbolic "fantasy material" on an 
affective level.) For example, in responding to a husband and wife coffee 
commercia!, fourth grade children put emphasis on the importance of 
being a good wife. 

6G: conscientious and altruistic social utilitarian orientation: children at this 
level tend to evaluate advertisements on rational, "conscientious" bases. 
examining them for factual truth and purpose, rejecting those which ap
peal to lower levels of reasoning or enjoyment (materialism, exaggerated 
claims, fantasy and symbolism), and responding (at least consciously) 
only to those with a "worthwhile" message 
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SUMMARY AND CONCLUSION 

It should be emphasized that for a number of methodological reasons 
(a very small sample and "clinical" rather than quantitative content anal
ysis, no interrater reliability standardizations, no frequenfY count in 
categories, and no statistical comparisons), the results of this study are 
highly tentative. However, the data do suggest "developmental" trends 
in the ways children perceive and react to television advertisements. 
These trends are summarized in Figure 1, in terms of four dimensions 
which appear to change with increasing maturity. 

Cognitive-affective focus refers to the kind or qualify of physical, emo
tional, or intellectual stimuli which are most likely to appeal to (be per
ceived by, remembered by, or reacted to) members of advancing age 
groups. Young children tend to "focus" on concrete products which are 
relevant to their immediate physical impulses and needs, a cognitive
affective reaction which can he labeled "concrete/impulsive." More 
complex symbolic or explanatory presentations are probably irrelevant 
to young children, who are only interested in and capable of absorbing, 
remembering, and acting upon simple, specific messages for concrete 
products. 

Older children tend to focus on affective and symbolic elements in 
advertisements-humor, emotional appeals, exaggeration, fantasy-a 
cognitive-affective response mode which can be labeled "affectjve/ 
symbolic." (Most television commercials-e.g., such highly symbolic 
productions as the "knight on a white charger" advertisement for a 
detergent cleanser-seem to be constructed in this mode, and are ap-par
ently correctly targeted for the "ten-year-old mind" frequently claimed 
for the general television aUdience.) More mature viewers, as they de
velop powers of logical discrimination, appear to focus increasingly (at 
least consciously) on the thematic content of commercials, in an attempt 
to extract and test the validity of factual details of advertised products, 
and to judge both commercial and product in terms of objective utility 
and worth. This cognitive-affective focus is labeled "rational/themat
ic." Sixth graders-12-year-old children-already can be seen to tend 
toward this more "adult" mode of reasoning. 

Mode of assimilation refers to the ways in which children recall and 
use the information they receive from television advertisements. These 
modes parallel the cognitive-affective focus dimensions. Small children 
tend to recall "imitatively" and "coincidentally"; they can "parrot" 
advertising messages and remember (usually one) element or image 
from an advertisement, but they do not really understand what the mes
sage means or how the elements recalled are related to the message or 
product. Older children remember advertisements on the basis of their 
"responses or associations" to the commercial stimulus-"it made me 
laugh" or "it had to do with growing up and being real strong." "Affec-
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tive/symbolic" advertisements depend on such nonlogical "response/ 
associative" recall mechanisms for their impact (e.g., the frustrated 
housewife's intended association to the knight on the white charger 
clearly depends on nonrational associations to the advertisement). More 
mature viewers, better able to discriminate and understand the purpose 
of commercial elements, tend to remember on the basis of an advertise
ment's "content" and "purpose" ("it was about this ... ") and of their 
evaluative use of this information ("and I didn't believe it, because it 
exaggerated, and white knights don't have anything to do with cleaning 
floors"). 

Differentiation refers to the degree to which children can distinguish 
fantasy (cartoon characters perceived as "real") from fact, products 
advertised from advertisements themselves, and elements of commer
cials from an "undifferented" to an abstracted or "gestalted" integrated 
whole. Small children have difficulty distinguishing fantasy from reality 
and products from advertisements, and do not distinguish (or distinguish 
on only one dimension) elements of advertisements from their unified 
"whole," purpose, and meaning. Older children are capable of discrimi
nating between reality "facts" and fantasy and exaggeration (although 
they tend to focus on fantastic emotional and symbolic elements), of 
judging products and their advertisement separately, and of breaking 



464 PATTERNS OF USE 

commercials up into their constituent elements. This differentiation 
lacks integrative accommodation (abstraction of purpose and judg
ment), however; children at this kvel remember "pieces" ("the ad had 
this, and this, and this in it"), but fail to grasp the "whole" ("the mes
sage was this"). More mature viewers are increasingly able to differen
tiate fully and reorganize their perr;eptions into fully formed gestals and 
abstracted generalizations about the nature and purpose of advertising 
stimuli. 

Level of judgment refers to the stage of cognitive or ego development 
at which a child judgr,s or is susceptible to appeal to a commercial mes
sage. Th~se "levels" appear to parallel the stages of development sug
gested by developmental and psychosexual theorists. [See Erikson 
(1950, 1968), Loevinger (1970) and Kohlberg (1964).] Small children 
judge on the basis of their personal "impulsive" needs ("I want gum 
when I'm hungry") or "submissively" in deference to commands from 
real or cartoon announcer "authorities" ("YOUTELL YOUR MOTH
ER TO BUY YOU THIS"). Older children appear to respond to appeals 
resonant with their psychosocial stage of development-mastery (sex 
role identity and "hero worship "), to conformist (peer group populari
ty) themes, and to more sophisticated affective/symbolic appeals to 
hedonistic self-interest and slapstick, sadistic humor. More mature 
viewers tend to evaluate advertisements (and products) more on the ba
sis of factual attributes, utility, and "conscientious" (duty, realistic 
functional and role requirement) concerns. 

Figure A-I illustrates these trends by weighing various advertising ele
ments on the basis of their importance (frequency of mention, emphasis, 
or focus) to the age groups interviewed. As elements increase in com
plexity, abstraction, and jUdgmental relevance, their importance can be 
seen to decrease for younger children and increase for older children. 

These developmental trends are not rigidly age-sequenced. Any less 
abstract element or mode of reasoning can occur at any later age, but it 
is likely to occur less frequently and be less impOitant as a focus or basis 
for perception and judgment as individuals increase in maturity. (For 
example, adults may still experience "ad jingles running through their 
heads"-an imitative basis of recall, and a majority of the adult televi
sion audience may remain "hooked" by affective/symbolic themes ap
proriate to the reasoning processes of ten-year-olds. If probed about the 
meaning of an advertisement or asked to make an actual purchase deci
sion, however, these same adults are much more likely than are ten
year-olds to weigh the factual merits of a product. 

The present study suggests numerous avenues for further research. It 
should be possible, for example, to develop a rating system for commer
cial messages (and their constituent elements) on the basis of the cogni-
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tive developmental level of judgment they appeal to and to develop 
norms for the differential affects of these appeals on various age groups. 

A preliminary stage. conception, suggested by data from the present 
study and a synthesis of the developmental ideas of Erikson, Loevinger 
and Kohlberg, might be: 

Levell: Impulsive, self-protective, and submissive. At this level, 
viewers respond principally to basic needs and fears, and tend to be 
most receptive to commercials which demand, threaten, or use "hard 
sell" commands to stimulate impulsive reactions or beliefs and behav
iors adopted in deference to a "superior authority." Advertisements 
aimed at this level tend to be blunt, direct and concrete. 

Level 2: Intentional self-interest. Viewers at this level are most sus
ceptible to appeals to "hedonistic" personal desires, "mastery" and 
"power" themes which appeal to self-image, ideal role models, and 
sexual identity. Level 2 is differentiated from and "higher" than Levell 
in terms of cognitive growth because appeals assume individual autono
my and intentionality and an active, preference-seeking sense of self; at 
Levell, individual reactions are pursued on a "stimulus-response" or 
"knee jerk" reflex basis. Advertisements at this level tend to be rich in 
"selfish" fantasy and symbolism. 

Level 3: Conformity. Viewers at this level are most susceptible to 
"other directed" appeals-comparisons with others, themes based on 
individual needs for social approval, popularity, and status ("not being 
left out"). Level 3 is differentiated from and more developmentally adv
anced than Level 2 because thinking at this level recognizes the exist
ence and influence of others in addition to the self. Level 3 advertise
ments employ symbolism, are more realistic and "social" in format and 
theme than those targeted to Level 2 thinking, but depend on emotional 
reactions rather than rational evaluation for their effects. 

Level 4: Conscientiousness. At this level, viewers preferentially re
spond to appeals to duty, functional utility, and rational role require
ments. Level 4 advertisements tend to be objective and factual (e.g., 
straight-forward industrial marketing: "Our company's new microwave 
tube delivers higher power at lower cost because it is designed to the fol
lowing technical specifications.") This stage is "higher" in a cognitive
developmental sense than those which precede it because it requires 
greater differentiation of facts and rational evaluation. 

Level 5: Social utilitarian, integrative, and self-actualizing. Viewers 
at this level respond preferentially to aesthetic, altruistic, moral social 
concern appeals and self-actualization: "Buy this and you will improve 
society while attaining your own highest potential" (e.g., advertise
ments based on ecological themes). Advertisements targeted at this level 
attempt to edify and appear as "arL" 

It is the authors' hypothesis that viewers are differ!ntially sensitive 
and receptive to advertising appeals, and that this differential suscepti-
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bility parallels recognized stages in the maturation of cognitive affective, 
moral, and ego reasoning abilities. Small children are most likely to be 
susceptible to manipulation by "low level" appeals. 



EFFECTS OF ADVERTISING 467 

REFERENCES 

Erikson, E. Childhood and society. New York: Norton, 1959. 
Erikson, E. Identity, youth, and crisis. New York: Norton, 1968. 
Flavell, J.R. The developmental psychology of Jean Piaget. Princeton, 

N.J.: D. Van Nostrand Co., 1963. 
Kohlberg, L. The development of moral character and moral ideology. 

Child Development, 1964, 1,415-24. 
Kohlberg, L. Moral development. International Encyclopedia of Social 

Sciences, Vol. 10. Crowell Collier and Macmillan, 1968. 
Loevinger, J. and Wessler, R. Measuring ego development. San Fran

cisco: Jossey Bass, 1970. 
McNeal, J.U. Children as consumers. No.9, Marketing Study Series. 

Austin: University of Texas Bureau of Business Research, 1964. 
Piaget, J. The child's conception of the world. Totowa, N.J.: Littlefield, 

Adams & Co., 1965. 
Schramm, W., Lyle, J., and Parker, E. Television in the lives of our 

children. Stanford: Stanford University Press, 1961. 
Wells, W. Communicating with children. Journal of Advertising Re

search, 1965, S, 2~14. 
Wells, W. Children as consumers. In Newman, J. (Ed.) On knowing the 

consumer. New York: Wiley & Sons, 1966. 



468 PATTERNS OF USE 

Children's Perceptions, 
Explanations, 

and Judgments of 
Television 

Advertising: A Fu rther 
Exploration 

Scott Ward 
Greg Reale 

David Levinson 

The purpose of the study reported here was to extend the data gath
ered in an initial, exploratory study of young children's perceptions, 
judgments and explanations of television advertising.' The initial study 
(Blatt, Spencer, and Ward, 1971) involved focused group interviews 
with children from kindergarten and second, fourth, and sixth grades. 
Five children from each grade level were shown a videotape of typical 
"Saturday morning" children's television programming, including 
commercials. The following day, the children were interviewed, in 
groups, for about one hour. Tape recordings of the interviews, and sub
sequent content analysis, revealed the following "conceptual catego
ries" of responses to television advertising: 

1. Reality-referring to children's judgments about "what a 
commercial is" and "how real they are" as compared to car
toon (fantasy) and news or documentary (reality) programs. 

2. Pu;pose-referring to children's ability to perceive the intent 
or "message" of commercials, and the reasoning they use in 
making this judgment. 

3. Degree of discrimination between advertisement and product 
advertised-referring to children's ability to differentiate the 
product being advertised from the advertising message itself. 
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4. Classes of products recalled-referring to the kinds of prod
ucts and/or advertisements spontaneously mentioned or re
called by children. 

5. Complexity of recall-referring to differences in children's 
ability to perceive and recall details of commercials. 

6. Significant other-referring to the human beings sponta
neously recalled, cited or associated by children in the reac
tions to or evaluations of advertisements. 

7. Perceived validity and credibility of advertisements-refer
ring to the degree to which children at each age level per
ceive television commercials as "true" and/or "trustwor
thy. " 

8. Affective responses to commercials-referring to the emo
tional reactions, likes and dislikes, expressed by children 
about commercials. 

9. Cognitive-affective (ego level) basis of response-referring 
to the central theme or basis of response which appears to 
underlie the reactions of children to commercials. These re
sponses ranged from 1) basic needs orientation; 2) compe
tence (mastery) and sex role identification orientation; 3) 
conformity and social approval and 4) conscientious and al
truistic social utilitarian orientation. 

469 

The central findings of the Blatt et a!. study may be summarized as 
follows: 

1. Reality-children in all age groups could identify the term 
"commercials", but kindergarten children exhibited confu
sion, and judged the relationship between commercials and 
reality bas'ed on coincidental reasoning or affect; 

2. Purpose-kindergarteners showed no understanding of the 
purpose of commercials, 2nd graders understood their pur
pose was to sell goods; 4th and 6th graders could comment 
on techniques employed in constructing them; 

3. Discrimination between product and advertising-kinder
garteners do not discriminate between commercials and prod
ucts, and with increasing age clearer discriminations are 
made between commercials and actual products; 

4. Classes of products recalled-kindergarteners spontaneous
ly recall food product advertising, second graders recall prod
ucts with which they can identify (toys), fourth graders men
tion household cleaning products, sixth graders show no 
consistent pattern of recall; 

5. Complexity of recall-recall becomes more multidimen
sional and complex with age; 
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6. Significant other children associated parents and celebrities 
as significant references, and sixth graders view themselves 
as significant references; 

7. Perceived validity and credibility of advertisements-as 
children get older they exhibit increasing distrust of cO!TImer
cials; 

8. Affective responses to commercials-young children enjoy 
commercials; with increasing age children are increasingly 
contemptuous of commercials but continue to enjoy humor 
in some. 

While some earlier research employing similar groups of children gen
erally supports the Blatt et al. findings (McNeal, 1964), small sample size 
and the qualitative nature of the research force one to regard the data as 
highly tentative. However, the data were useful in suggesting dimen
sions for analysis in the present study. Our purpose was to gather addi
tional data using personal interviews, relevant to several of the catego
ries of responses to commercials suggested in the exploratory research. 

METHODOLOGY 

Sixty-seven children, ranging in age from five to twelve years, were 
interviewed by trained research assistants during the summer of 1971. 
The children were selected from a sample of Boston-area families which 
had been used in other research. While the families varied in socioecon
omic status, the tendency was toward the middle- to upper-middle class. 

Mothers of the children were contacted first by letter, explaining the 
purpose of the research. Arrangements were made for an in-home inter
view in a followup phone call. All but two of the mothers cooperated 
in making their children available to be inter·.dewed. Children (or their 
families) were paid $5 for their participation. 

Once in the home, one interviewer conducted the interview, while the 
other transcribed the child's responses. Tape recorders were found to 
inhibit responses, so written transcriptions were taken. Efforts were 
made to be alone with the child, or at least to minimize interruptions and 
obtrusions by other family members. 

The interviews lasted an average of one hour. While questions we.re 
asked relevant to other purposes of the study during this time, the ques
tions pertaining to the present purposes are in the Appendix. The inter
view forms were coded independently by two research assistants, and 
discrepancies were reconciled. 

Data were gathered concerning several of the dimensions or catego
ries of responses suggested by the Blatt et al. data. Data were not gath
ered for two categories-significant other and cognitive-affective basis 
of response. These dimensions were reveaied through considerable 
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analysis of qualitative data generated in the group interviews. Such ex
tensive probing and analysis are not possible given the limitations of 
open-ended personal interviews employing questionnaires. 

FINDINGS 

Data in Table 1 concern children's responses to a direct question 
about their perceptions.and explanations of "what a commercial is". 

Level 
of 

Awareness 

Table 1: Awareness of "what a commercial is" by age groupa 

-----Age-----

5-7 8-10 11 - 12 

Low 15 2 3 

Med 6 14 15 

High 1 1 2 

d.k. 4 1 0 

n.a. 2 1 0 

n. (28) (19) (20) 

X=22.7. df = 4. p<..001 

20 

35 

4 

5 

3 

(64) 

aLow awareness=confused perceptions; low discrimination between commercial and 
program; definition in terms of product category. Perceptions 
based on coincidental reasoning or affect. 

Medium awareness=identification of "advertising" conc;~pt; notion of information 
about products; judgment based on reality of object or person 
portrayed. 

High awareness=hotion of "sponsorship" concept; awareness of selling motives. 
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The earlier study suggested three levels of awareness: (1) low aware
ness-confused perceptions, based on coincidental reasoning or affect; 
(2) medium awareness-judgment based on reality of object or person 
portrayed (i.e., similarity to objects, persons or events in the real 
world); (3) high awareness-judgment based on understanding nature of 
sponsorship, basic purposes of advertising. 

Few children were classified in the "high awareness" category, but 
the data show a clear trend from low to medium awareness with increas
ing age. "Medium" awareness appears to be reached by age eight, but 
few children exhibit high awareness by age 12. 

Typical "low awareness" responses (Table 2) include children's nam
ing specific categories of commercials or products in attempting to ex
plain what a commercial is (e.g., "A commercial is when they show 
toys"). "Medium level" responses exhibit some minimal understanding 
of the notion of advertising, and some explaining of commercials with 
reference to the fact that they are "advertising." Responses were coded 
as high awareness only if the child exhibited clear understanding of 
commercial's intent (" to get people to buy the product"). 

Table 2: Types of responses: "What is a TV commercial?" 

Responzes 

Low awareness responses (Total=20) 

name specific product category of ads or 
products 
"part of show" 
interrupts show 

Medium awareness responses (Total=35) 

"advertises things" 
"informs people about products, shows, 
things to buy" 

High awareness responses (Total=4) 

"tries to get people to buy products" 
"sponsor show" 

Purpose 

Frequency 

8 
3 
3 

18 

16 

3 
1 

The Blatt et al. study suggested three levels of understanding of the 
purpose of commercials. While one could evaluate advertising's pur
pose in the context of the general economy, our essential concern was 
whether children could understand that commercials intend to sell goods 
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and services. The levels of understanding range from no or little under
standing of selling motives to indications that the child understands this 
purpose of commercials-that advertisers seek profit and/or that adver
tising "pays for" programming. 

Table 3: Level of understanding of the purpose of commercials, by age group 

Level of 
understanding 
purposea 

II 

III 

d.k. 

n.a. 

n. 

-----Age----

5-7 8 -10 11 - 12 

11 6 3 

7 8 12 

2 2 5 

7 1 0 

1 2 0 

(28) (19) (20) 

x 2 = 8.0, df = 4, p":" .05 

a l = Low: confused, unaware of selling motive, profit-seeking 

20 

27 

9 

8 

3 

(67) 

II = Medium: recognition of selling motive, some awareness of profit-seeking 
111= High: clear recognition of selling and profit-seeking motives 

Data in Table 3 indicate that understanding of the purpose of adver
tising increa.ses with age, although few children exhibit relatively com
plete understanding of selling and profit motives and/or that commer
cials sponsor programming. Most Level I responses (low awareness of 
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purposes) are quite general-e.g., "to help and inform you about things 
they show" (Table 4). The typical Level II response (medium awareness 
of purpose) is "to make people buy things," but only five of the 20 elev
en- and twelve-year-olds exhibited understanding of selling motives and 
of the purposes of sponsoring programming. 

Table 4: Types of responses: "Why are commercials shown on TV?" 

Responses 

Level I responses (Total=20) 

"to help and inform you" 
"for entertainment" 

Level II responses (Total=27) 

"to make people buy things" 
"to sell products" 

Level III responses (Total=9) 

"get people to buy and they pay for 
the show" 

Frequency 

14 
2 

22 
5 

8 

Degree of discrimination between program 
and commercial 

While the Blatt et al. study did not deal with this discrimination direct
ly, children were asked 10 describe the differences between program s 
and commercials. Level I responses indicated a low level of ability to 
discriminate, based on coincidental reasoning or affect (e.g., "commer
cials are shorter than programs," "programs are better"). Level II re
sponses indicated more complex discrimination, based on accurate de
scriptions of programs or commercials (e.g., "programs have a story, 
theme or moral," "commercials are supposed to sell, programs to enter
tain "). 

Data in Table 5 indicate clear differences between younger and older 
children in degree of discrimination between programs lind commercials. 
About two-thirds of the younger children exhibit a low level of differen
tiation, while over two-thirds of the older children exhibit a high degree 
of differentiation. Younger children, in particular, were likely to distin
guish between commercials and programs on the basis of their length: 
"commercials are shorter than programs" (Table 6). 
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Level 
OT 

Differentiationa 

Table 5: Program-commercial differentiation by age group 

---,--- Age 

5-8 9-12 

22 6 

II 7 24 

other 5 3 

n. (34) (33) 

x2 " 19.5,4 df, p..c: .01 

al " difference based on affect or coincidental reasoning 
II" difference based on reality 

475 

28 

31 

8 

(67) 

Table 6: Types of responses: "What is the difference between a TV program 
and a TV commercial?" 

Responses Frequency 

Level I responses (Total"28) 

"commercial short, program long" 20 

"before or after show" 2 

Level II responses (Total=31) 

"program has story, theme, moral" 10 

"program supposed to entertain" 7 

"commercials sell, make money" 3 
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Classes of products/advertisements recalled 
Children were asked to recall their favorite television commercial and 

the commercial they disliked most. For both liked and disliked advertis
ing, almost all children mentioned at least one commercial, and over half 
mentioned two; only a few children mentioned three commercials. 

Data in Table 7 indicate commercials cited as "favorites" by children. 
Almost one-third of the mentions refer to food advertising, while about 
one-tenth of the mentions refer to toys and one-tenth to program an
nouncements. Eight of the children said they did not have a favorite 
commercial, while 12 said they considered one a favorite but couldn't 
remember it. 

Table 7: Classes of products/advertised recalled: Favorite commeriala 

(Total mentions, n=1 03) 

Age 

5-7 8-10 11-12 

Food 12 13 8 33 

Toys 6 2 2 10 

Program 6 2 9 
Announcements 

Soft drinks 2 0 4 6 

Autos, gas 3 5 

Public Service 
0 0 3 3 Local Adv. 

Otherb 8 4 5 17 

Can't 
8 2 2 12 remember 

None 3 2 3 8 

Total 46 26 31 103 
mentions: 

n. (28) (18) (20) (66) 

a1 mention = 64 b"Other" includes personal products (Total=5); 
2 mentions = 36 drugs and patent medicines (Total=4) 
3 mentions = 4 cleansers (Total=2) and 

misc. (Total=6) 

,-1-;1 
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Data in Table 8 indicate commercials cited as disliked. Food advertising 
is the most disliked product category, but only 15 of the 101 mentions 
refer to food advertising. Advertisements for household cleansers and 
for personal products are referred to in under one-tenth of the mentions. 
Interestingly, almost one-third of the mentions ·are categorized as "can't 
remember"-i.e., children said they did consider an advertisement as 
"disliked," but they couldn't remember it. This is in contrast with only 
12 of the mentions for favorite advertising which could not be recalled. 
This finding may be due to the fact that the question about disliked ad
vertising always followed the question about favorite advertising in the 
questionnaire, however. 

Table 8: Classes of products/advertising recalled: disliked commerciala 

(Total mentions, n=l 01) 

Food 

Cleansers 

Personal 
products 

Soft drinks 

Toys 

Public service 
Local adv. 

Otherb 

Can't 
remember 

None 

Total 
mentions: 

n. 

a1 mention = 63 
2 mentions = 35 
3 mentions = 4 

----Age----

5-7 

7 

o 

2 

o 

8 

14 

4 

37 

(28) 

8-10 11-12 

2 6 15 

2 6 8 

4 7 

2 2 5 

2 2 4 

3 

7 7 22 

8 5 27 

5 10 

30 34 101 

(19) (20) (67) 

b"Other" includes: autos (Total=2); 
drugs and patent medici nes (Total=4); 
program announcements (Total=4) and 
misc. (Total=12) 
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Table 9 compares liked and disliked advertising, based on total men
tions (n=204) for the total sample (n=67). About one-quarter of all men
tions concerned food advertising, reflecting that product category's pre
dominance during children's viewing times. In other research, the incid
ence of commercials for different product types was recorded during six 
to ten hours of normal viewing for 5-12-year-old children (Ward, Wack
man, and Levinson, 1971). The data in Table 10 indicate that between 29 
and 37 percent of the commercials to which 5-12-year-olds are exposed 
are for food products (including gum and candy). Exposure to commer
cials for personal products and for drug and patent medicines increases 
with age, reflecting the changing program tastes and viewing times of 

Table 9: Summary: Classes of products/advertisements recalled as favorite, 
worst commercials 

(Total mentions, n=204) 

Liked Disliked Total mentions 
-I, 

<f 
Food 33 15 48 

Toys 10 4 14 

'Program 
9 4. 13 announcements 

Personal 
5 7 >, 12 products 

Soft 
6 5 11 drinks 

Cleansers 2 8 10 

Drugs, patent 
4 4 8 medicines 

Autos, 
5 2 7 gas 

Public service 
3 3 6 Local adv. 

Other 6 12 18 

Can't 
12 27 39 remember 

None 8 10 18 

Total 
103 101 204 mentions: 

n. (66) (67) 
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older children. The data on liked and disliked commercials reflect the 
different types of product advertising which children in different age 
groups are likely to see. Interestingly, however, children rarely cite local 
advertising and public service advertising as "liked" or "disliked" ad
vertising despite the fact that advertising in these categories comprises 
between six and nine percent of the commercials to which they are ex
posed. A possible explanation is that (for local advertising at least) the 
commercials stimulate little affective response becaw;e they are fre
quently quite straightforward-showing only static pictures of products 
and slides illustrating a store's address, hours of business, etc. Advertis
ing for products like food and toys, however, usually contains stories 

Table 10: I ncidence of exposure to commercials in various product and 

content categories by age groupa 

Food, gum 

Personal 
products 

Drugs, patent 
medicines 

Public 
service 

Local 

Toys, 
games 

Program 
announcements 

All 
others 

n. 

5-7 

37% 

6 

4 

7 

8 

14 

6 

18 

100% 

(532) 

Age 

8-10 11-12 

30% 29% 

12 10 

5 7 

8 9 

7 6 

8 5 

:3 4 

27 30 

100% 100% 

(336) (320) 

3 Data based on a sample of 6,465 commercials to which children were 
exposed during six-ten hours of normal viewing. Recording of type 
of commercial and other information was done by mothers of 5-12-
year-old children. See Ward, Wackman, and Levinson, 1971. 
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and more complex visual and verbal stimuli. Additionally, of course, 
children simply may not be as interested in local advertising as they are 
in advertising for products, like food and toys, which reflect their imme
diate interests. 

The heterogeneity of liked and disliked commercials parallels the find
ing among adolescents (Ward and Robertson, 1971). Reflecting the 
changing tastes and viewing times of adolescents, food advertising is 
infrequently mentioned as either liked or disliked advertising. Food and 
drug advertising is cited as both liked and disliked by adolescents: most 
commercials in the product category are disliked, although one series of 
commercials was liked because of humorous aspects. Automobile and 
soft drink advertising was also liked by the adolescents. Aside from the 
predominance of affective responses to food advertising among preteen
age children, both preteenage and teenage groups reflected quite hetero
geneous patterns of liked and disliked television advertising. 

Reasons for liking and disliking com mercials 

Children were asked why they liked or disliked specific commercials 
they mentioned. 

Data in Table 11 indicate that over half the reasons given for liking a 
particular commercial concern the entertainment value of commercials; 
however, a substantial number of mentions by younger children indicate 
that their liking for the commercial is based on their liking for (and/or 
possession of) the product. 

Data in Table 12 indicate the children also dislike commercials prima
rily for "entertainment" reasons: they dislike commercials which are 
seen as "boring," "dull," etc. Almost one-third of the responses do not 
fit into the major categories of reasons, indicating a high degree of heter
ogeneity of reasons children dislike commercials. 

Comparing the reasons for liking and disliking for all age groups, data 
in Table 13 indicate that entertainment reasons predominate for both 
liked and disliked commercials. Affective attitudes toward the product 
itself only are given as a reason for liking commercials; no children men
tioned attitudes toward the product as a reason for disliking commer
cials. 

Complexity of recall 
In addition to being asked why they liked or disliked spontaneously 

recalled commercials, the children were asked to "tell what happens" in 
the recalled commercials. The Blatt et al. study suggested four levels of 
complexity of recall, ranging from recollections of a single, random 
image in a commercial to multi9imensional recall and recall focusing on 
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Table 11: Reasons for liking commercials by agea 

(Total mentions, n=81) 

Entertainment 

Aesthetics 

Product 

Other 

Total 
mentions: 

n. 

aReasons include: 

Entertainment: 

-----------Age-------------

5-7 8-10 11-12 

14 12 18 

2 2 2 

15 4 2 

4 2 4 

35 20 26 

(28) (19) (20) 

likes humor, music, cartoons 

481 

44 

6 

21 

10 

81 (5 na) 

(67) 

Aesthetics: 
Product: 

commercial is "fun", "happy", acting good, nice people, etc. 
likes product, has product 

Other: "effective", "has free offer", "just like it", etc. 

Table 12: Reasons for disli king commercials recalled by agea 

(Total mentions, n=67) 

------Age 

5-7 8-10 11-12 

Entertainment 3 11 11 

Aesthetics 7 5 

Effect 5 

Other 11 5 6 

Total mentions: 22 18 27 

n. (28) (19) (20) 

aReasons include: 

Entertainment: "dull"; Uboring" 
Aesthetics: "scary"; "people are rude to each other"; "brags" 
Effects: repetition irritating; aimed at opposite sex 
Other: "just don't like it"; "product no good"; etc. 

25 

13 

7 

22 

67 (18 na) 

(67) 
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the message themes and techniques, rather than simply on elements of 
commercials. 

Complexity of recall did not vary markedly for liked and disliked 
commercials. Therefore, data in Table 14 reflect complexity of recall 
levels for both liked and disliked commercials recalled. The data show 
increasing complexity of recall with age, although few children were 
categorized in level IV-recall focusing on the commercial message 
theme, and/or techniques, rather than on elements of commercials. 

Table 13: Summary: Reasons for liking and disliking commercials recalleda 

(Total mentions, n=148) 

Advertising Cited As •.. 

Liked Disliked Total 

Entertainment 44 25 69 

Aesthetics 6 13 19 

Product 21 -- 21 

Effect -- 7 7 

Other 10 22 32 

Total mentions: 81 67 148 

n.a. (5) (18) (23) 

aBased on total sample, n=67 

Perceived credibility and validity of com mercials 

Children were asked if they felt commercials always tell the truth; 
how they judge whether commercials tell the truth or not, and why they 
do or do not tell the truth. Blatt et al. (1971) suggested that by second 
grade, some children indicated distrust of specific commercials, often 
based on negative experiences with the product. Older children were 
found to feel that commercials often do not tell the truth; this feeling .is 
apparently based on reactions to specific commercials, to exaggeration, 
and to "tricky" techniques in specific commercials. 

Almost half the children interviewed in the present study felt that 
commercials do not always tell the truth (Table 15). Only about one-fifth 
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Table 14-: Complexity of recall for liked and disliked commercials by age group 

II 

Complexity III 
of recall a 

IV 

d.k. 
n.a. 

____ Age ----~ 

5-7 8-10 11-12 

11 2 2 

18 11 13 

6 9 14 

4 1 4 

17 15 7 

I?R\ (19) (20) 

al Unidimensional recall - child remembers single picture or image, 
e.g., "there was a man on a horse" 

II Multidimensional recall - child remembers several images, but 
no unified recall, sequence of ad not remembered 

III Multidimensional recall - child remembers several images, in 
coherent, unified sequence 

IV Recall centers on commercial message, not on descriptiVe elements 
of commercials 
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felt that commercials always tell the truth, and the majority of these 
childre~ were in the youngest age group. The youngest children were 
also most likely to respond to the question by saying that commercials 
do "not always" tell the truth. 

Data in Table 16 suggest how children judge whether commercials tell 
the truth or not. Younger children indicating that commercials are 
"true" may base this evaluation on their observation that the product 
exists. Children feeling that commercials are "untrue" seem to base this 
evaluation on three kinds of "reality tests." They may evaluate truthful
ness of commercials in terms Df their experiences with products, and 12 
of the 33 older children (ages 9-12) indicate that commercials are not true 
because products "are not like ads say they are." A second "reality 
test" involves evaluation of truthfulness on the basis of the messages 
themselves. Children feel commercials are not true if they exaggerate, 
contain unreal people, objects or actions, or just "don't look right." 
Finally, a few children said they felt commercials were not true because 
they had heard this from others. 

\ 
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Table 15: Perceived credibility and validity of commercials. by age group 

"Do commercials 
always tell the 
truth?" 

Yes 

No 

Not 
alway 

d.k. 

n.a. 

n. 

s 

-----Age 

5-7 8-10 11-12 

8 3 1 

6 12 14 

10 3 4 

0 0 1 

3 0 0 

(27) (18) (20) 

2 
X = 9.7.4 df. ~ .05 

Table 16: Perceived credibility and validity of commercials 

"How do you know commercials (don't) tell the truth?" 

Untrue 

Reality test: messages 

.... unreal people. objects. actions 

...... don·t look right" 

.... ads don't show everything 

.... general "exaggeration" 

Reality test: interpersonal 

.. :.heard from others ad(s) not true 

Reality test: consumer experience 

5-8 

3 
2 
o 
o 

o 

.... don·t see things advertised in store 2 

.... products "not like ads say they are" 6 

.... must buy product to be sure 0 

True 

.... true because products and objects 
portrayed exist 

.... true because see product in store 

.... don't know 

.... other 

.... na 

4 
1 
4 
9 
3 

34 

Age 
9-12 

2 
1 
2 
2 

3 

o 
12 

2 

1 
o 
o 
7 
1 

33 

12 

32 

17 

3 

(65) 
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When askea why commercials tell the truth or do not tell the truth, 24 
of the 33 older children (ages 9-12) said they feel that commercials are 
untrue because the motives of commercials are suspect-e.g., "they 
just want to make money"; "they want you to buy their product" (Table 
17). Some of the younger children, on the other hand, feel that commer
cials are untrue because of a "mistake"; they may feel commercials are 
"true" because they see advertised products in the store, and feel com
mercials help people and minimize confusion. 

It should be noted that children's perceptions of the validity and credi
bility of commercials are frequently based on the perceived intent of 
commercials (i.e., if commercials are trying to sell, they are not entirely 
true) and, particularly among younger children, are based on evaluating 
what is seen in commercials in terms of their literal perceptions of reali
ty. (If commercials contain unreal episodes or scenes, such as a man 
flying through the air, commercials are not true because men do not real
ly fly through the air). 

Table 17: Perceived credibility and validity of commercials 

"Why do (don't) commercials tell the truth?" 

Untrue 

Suspect motives 

...... they just want you to buy their product 

.... "they want you to buy one brand and 
not others" 

...... they just want to make money" 

Other 

.... "it's a mistake" 

...... they don't know if product works" 

.... other 

True 

Aid consumers 

...... help people. don't want people to 
get confused" 

Reality test: consumer experience 

...... you see products in the store" 

.... don·t know 

.... other 

.... na 

----Age -----
5-8 

o 
5 

2 
1 
4 

2 

2 
4 
9 
4 

34 

9-12 

9 

2 
13 

o 
o 
2 

o 

1 
o 
3 
3 

33 
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Our data are not sufficient to indicate the extent to which children 
generalized their feelings about commercials' credibility from one com
mercial, or group of commercials, to all commercials. It does appear 
that older children reason that commercials are not always true because 
of their selling motives. However, examination of attituc!.es toward 
commercials-as indicated by reasons for liking or disliking-reveals 
that children do not mention truthfulness as a reason for liking or dislik
ing. Similarly, the "unreality" of commercials is not explicitly men
tioned as a reason for disliking commercials. In fact, children may also 
perceive that programs are' 'not real, " but like them nevertheless. "U n
reality" fantasy can be entertaining or not entertaining, as the data con
cerning reasons for liking and disliking commercials suggests. 

Future research might examine the specific elements of entertainment 
to which children respond positively or negatively. Similarly, future 
work might be devoted to understanding the generality of children's 
perceptions that commercials are not true because of their selling mo
tives, and to understanding how these perceptions and attitudes relate to 
children's evaluation of products. 

SUMMARY 

This study sought to extend the data gathered in an exploratory inves
tigation in which children's responses to television advertising were ana
lyzed in a series of group interviews with kindergarteners and second, 
fourth, and sixth graders (Blatt et aI., 1971). This preliminary study sug
gested several categories of perceptions, explanations, and judgments 
of young children concerning television advertising. The findings sug
gested that children's responses to commercials may be related to stages 
in cognitive development (Kohlberg, 1964; Loevinger and Wessler, 
1970; Piaget, 1965). 

The present study involved personal interviews with 67 children, 
ranging in age from five to 12 years. The children were selected from a 
sample of families in the greater Boston area used in previous research. 
The sample is slightly skewed toward the upper-middle class. 

The data generally confirm the findings of the exploratory research. 
Younger children exhibit low awareness of the concept of commercials, 
frequently explaining them as "part of the show" or simply naming a 
category of products. Older children exhibit greater awareness, explain
ing commercials in terms of their purpose (to sell) and occasionally in 
terms of the concept of sponsorship. Similarly, older children show 
greater understanding of the purpose of commercials, and more readily 
discriminate between programs and commercials, than younger children 
do. 

When asked to recall both their favorite commercial and the one they 
"really don't like," most children spontaneously recalled food adver-
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tising, regardless of age. Younger children were slightly more likely to 
name advertising in this category as liked or disliked, reflecting food 
advertising's predominance during children's prime viewing times. Oth
er than food advertising, children's "liked" and "disliked" advertising 
choices are quite varied. 

Children cite "entertainment" reasons as explanations for liking or 
disliking specific commercials. They liked commercials seen as humor
ous, containing good music or cartoons, and disliked commercials seen 
as "boring" or "dull." Younger children, however, often said that they 
liked specific commercials because they liked (and/or possessed) the 
product. 

Complexity of recall increases with age: older children are more likely 
to recall several images from advertising in a coherent, unified sequ
ence. 

Most children do not feel advertising always tells the truth. Younger 
children, in particular, feel many commercials do not tell the truth be
cause they contain elements which do not match the child's literal per
ception of reality. Older children often suspect the motives of commer
cials and appear to reason that since commercials are "trying to sell," 
they do not tell the truth. The extent of generality of this feeling is not 
made explicit by the data, however. 

While the study has extended the earlier data generated in an explora
tory study, the sample size does not permit broad generalizations. In 
particular, important questions remain concerning responses to com
mercials among children from different socioeconomic backgrounds. 
Moreover, future research should focus on the relationship of other var
iables to the various responses to television advertising examined here. 
For example, future research might focus on intrafamily communica
tion, and on variables concerned with aspects of learning consumer 
skills as they relate to responses to television advertising. Such research 
can more accurately assess the various predictors of various responses 
to commercials which are indexed by age, and can suggest some conse
quences of responses to commercials, reflected in levels of knowledge 
about such consumer skills as brand awareness and accuracy of price 
perception. 
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FOOTNOTES 

1 The authors wish to thank Rod Uphoff, Cathy McCarthy, and Wing
Ring Tsang for their contribution to this research. 
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Appendix: Questions 

Questions used in personal interviews with 67 S-12-year-old. children 
regarding perceptions, explanations, and judgments of television adver
tising; based on Blatt et aI., 1971. 
1. What is a TV commercial? 
2. Why are commercials shown on television? 
2a. What do commercials try to do? 
3. What is the difference between a TV program and a TV commer-

cial? 
4. What is your favorite TV commercial-the one yeu like the most? 
4a. Tell me what happens in this commercial. 
4b. Why do you like it? 
4c. Why do you like them? 
S. Now tell me about the commercial that you really don't like - the 

one you don't like the most. 
Sa. Tell me what happens in this commercial. 
Sb. Why don't you like it? 
Sc. Are there other commercials that you really don't like? Which ones? 
Sd. Why don't you like them? 
6. Do TV commercials always tell the truth? 
6a. How do you know they (don't) tell the truth? 
6b. Why do (don't) they tell the truth? 
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Watching television commercials would seem to be a necessary condi
tion for learning from them, although the low-involvement nature of 
commercial viewing may mean that this learning is relatively gradual, 
subtle, covert, or ~'unconscious" (Krugman, 1965, 1968, 1971). Never
theless, young children may form attitudes and impressions of products, 
of services, and even of people, as a function of viewing television ad
vertising. Further, they may begin to acquire cognitive orientations and 
consumer skills. Such learning becomes increasingly important during 
adolescence and early adulthood, when young people assume roles 
which require consumer behavior (Cateora, 1963). Thus, early learning 
may have important effects on later learning. 

This paper presents an empirical investigation of the nature of chil
dren's commercial watching behavior. 1 It focuses on understanding the 
extent and nature of watching behavior, determinants of watching be
havior, and some short-term consequences of commercial watching. 

Watching behavior has several dimensions and characteristics. One 
dimension is the extent or amount of viewing of commercials. A second 
is the degree of attention to the commercials. A third is the alternative 
and/or coterminus activities a person engages in while viewing cummer
cials, such as walking around the room, talking, and so on. (Talking 
about the commercial and/or product can be viewed as a short-term con
sequence of watching, or it can be discussion of other matters, an alter
native to commercial watching.) This paper focuses primarily on the 
second and third dimensions of commercial watching behavior. 

With respect to these two dimensions of watching behavior, we are 
interested in: (a) the frequency of occurrence of different kinds of 
watching behavior while commercials are being shown; (b) changes in 
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behavior when a commercial is broadcast; (c) elements in the stimulus 
sequence influencing these behaviors (e.g., place of the commercial in 
the program, characteristics of the commercial itself like length, posi
tion in a sequence of commercials, type of product advertised); (d) char
acteristics of the cpild affecting these behaviors (e.g., age and sex); and 
(e) elements in the viewing situation influencing level of attention (e.g., 
time and day of watching, who the child is viewing with). 

Since our primary interest is watching behavior, we have adopted an 
observational methodology based on Steiner's (1966) study of watching 
behavior of adults. In that study, Steiner used college students to unob
trusively observe the watching behavior of one of their family members. 
In this study, we used mothers to observe commercial watching behav
ior of one of their children. 

In the present study, data were gathered on the following aspects of 
commercial watching behavior: 

Determinants of watching 

1. Personal characteristics 
a. sex and age of child 

2. Viewing situation 
a. time and day of viewing 
b. who child is viewing with 

3. Characteristics of television stimuli 
a. duration of commercial (seconds) 
b. position of commercial within a "block" of commercials 
c. position of commercial within programming schedule 
d. object of commercial (product and brand) 

4. Prior watching behavior 
a. attention to program before commercial appears 

Watching behavior 

1. Attention and behavior at commercial onset 
2. Attention and behavior during commercial 

Short-term consequences of watching behavior 

1. Affective verbal comments on commercial or product 

The variables listed above include only some of the range of determi
nants and consequences of watching behavior. Figure 1 illustrates these 
and other variables associated with watching behavior. 
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Figure 1: Major variables for study of children's commercial watching behavior 

METHODOLOGY 

Observation of behavior is often undertaken because of lack of con
fidence in the reliability of verbal reports of behavior. Since techniques 
for observation studies are normally quite expensive, they have tradi
tionally been used by social psychologists dealing with small samples of 
individuals. Even with observation techniques. however, some coding 
by judges is usually necessary (Bandura and Walters, 1963). Interjudge 
reliability estimates can be computed, however, while possible sources 
of unreliability and invalidity in self-report surveys are difficult to esti
mate. 

Observation techniques have been used in advertising research (Al
Ien, 1965) and in marketing research (Wells, 1966). Another study in this 
volume (Bechtel, Achelpohl, and Akers, 1971) assessed correlates of 
television viewing behavior and 'compared the information gathered by 
in-home cameras for observation with self-report (diary) measures. 

The present study applies unobtrusive observation techniques to the 
commercial watching behavior of children. Our procedures follow 
closely those of Steiner (1966). He used college students to unobtrusive
ly observe the watching behavior of one of their family members over a 
nine-day period; his data show variations in attention to commercials 
depending on such characteristics as type and length of commercial, 
program context, time of day, and sex and age of subject. In addition to 
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watching behavior, Steiner was also interested in overt reactions, non
verbal reactions, and alternatives to watching. 

For the present study, mothers of 5-12-year-old children were recruit
ed from women's service clubs sampled from different socioeconomic 
areas of the Boston metropolitan area. The sample is slightly skewed 
toward middle and upper socioeconomic levels (see Table 1). 

Mothers who agreed to participate in the study were trained in the use 
of observation sheets to record the various parameters of the viewing 
situation, the child's watching behavior, and subsequent behavior. (See 
Appendix A for sample code sheet.) After training and practice periods, 
mothers were instructed to unobtrusively watch a particular child during 
normal viewing periods selected to represent the child's distribution of 
watching during a typical week. Data were gathered over ten-day peri
ods in April and May 1971. Mothers were instructed to observe for a 
minimum of six hours and a maximum of ten hours. 

Mothers were instructed to code watching behavior. Variations in at
tention were coded according to whether the child's eyes were on the 
screen consistently. Overt behavior included such verbal responses as 
annoyance or pleasure, and such actions as leaving the room. If com
ments were made about a commercial or a product, the nature and the 
object of the comment were also noted (see Appendix B). 

Table 1: Comparison of socioeconomic levels; survey sample and Boston SMSA 

Survey Boston 
sample SMSAa 

Professional 12% 26% 
Managers, proprietors 39 15 
Clerical 7 6 
Sales 14 5 
Skilled labor 17 21 
Operatives 6 12 
Service 3 12 
Laborers 2 3 

100% 100% 
N (109) 

aBoston Area Survey: Joint Center for Urban Studies, Cambridge, Mass. 1969 

Of the 180 mothers initially recruited, 135 returned usable observation 
sheets. For the analyses reported here, data from 65 children were cod
ed in three age groups: 5-7 years (N=29); 8-10 years (N=18) and 11-12 
years (N = 18). Data are based on a sample of one-fifth of the 6,465 
commercials watched by these 65 children during the ten-day period. 
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FINDINGS 

Analysis of marginal data indicates that observations of commercial 
watching behavior occurred most often during children's programs and 
movies. Reflecting the changing program tastes of the three age groups, 
the number of observations made during adventure programs and during 
educational and sports programs increase with age (see Table 2). Addi
tionally, younger viewers are more likely to watch television on Satur
day mornings, while older children watch more on weekday evenings 
(See Table 3). 

Table 2: Percent of observations during program types by age groups 

Age group 
Programs watched 5-7 8-10 11-12 

Children's program~ and 
movies 50% 32% 41% 

Adventure 6 20 15 

Dramatic 6 7 7 

Family 28 31 18 

Variety 3 4 5 

Education and sports 7 5 14 

100% 100% 100% 
N (578) (356) (359) 

Observations of watching behavior for commercials in different prod
uct categories reflect the different programs watched by children of dif
ferent ages (see Table 4). Younger children are more likely to be ex
posed to advertising for foods, gum, and toys and games, while older 
children are more likely to be exposed to advertising for personal prod
ucts. 

Most watching was done in the company of one or more siblings; 
watching with the mother only (necessary de facto due to study design) 
or with father and siblings occurs about equally, while watching with 
father only (not counting mother who was observing) occurs quite infre
quently among all three age groups (see Table 5). 

Determinants of watching: age and sex 
differences in watching behavior 

Data in Table 6 are marginal percentages of observations of attention 
to programming just before commercial onset, reaction at commercial 
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Table 3: Percent of observations made at different times, by age group 

Age group 
Time of viewing 5-7 8-10 11-12 

6-10a.m. weekday 10% 4% 6% 

10 a.m. - 1 p.m. weekday 8 0 

1-6 p.m. weekday 11 10 14 

6-9 p.m. weekday 27 43 33 

9 p.m. - 1 a.m. weekday 2 

6 a.m. - 1 p.m. Sat. 14 7 9 

1-6 p.m. Sat. 3 3 

6 a.m. - 1 p.m. Sun. 5 3 5 

1- 6 p:m. Sun. 3 0 

6 p.m. - 1 a.m. Fri. night 8 15 7 

6 p.m. - 1 a.m. Sat. night 3 6 12 

6 p.m. - 1 a.m. Sun. night 9 I;> 9 

100% 100% 100% 
N (564) (356) (351) 

Table 4: Percent of observations of watching commercials 
for different product types, by age group 

Age group 
5-7 8-10 11-12 

Food, gum 37% 30% 29% 

Personal products 6 12 10 

Drugs, patent medicines 4 5 7 

Public service 7 8 9 

Local 8 7 6 

Toys, games 14 8 5 

Program comments 6 3 4 

All others 18 27 30 

100% 100% 100% 
N (532) (336) (320) 
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onset, behavior during commercial, and the incidence and object of ver
bal comments. The data indicate that children in the two youngest age 
groups (5-7,8-10) pay greater attention to programming than do children 
in the older group (11-12 years old). Conversely, the incidence of paying 
"no attention" to prior programming increases with age.2 

Table 5: Percent of observations made during viewing with others, by age group 

Age group 
5-7 8-10 11-12 

Others 

Mother only 26% 15% 19% 

Sibling(s) 60 60 54 

Father 3 8 6 

Father and siblings 11 17 21 

100% 100% 100% 
N (574) (352) (357) 

At commercial onset, the most common observation was that the chil
dren did nothing, although older children were slightly more likely to ' 
express a "dislike" reaction ("oh no, not another one") while younger 
children (under ten years old) were somewhat more likely to express a 
liking reaction ("now watch this"; "this is a good one "). 3 

During the commercial, "full" attention seemed to decrease with age, 
although "partial" attention increased slightly. Talking with others dur
ing commercial broadcast occurred most often among the oldest chil
dren.4 

The data in Table 6 indicate that younger children were somewhat 
more likely than the oldest children to make some comment about the 
advertisement or the product.5 This was the case even though older chil
dren talked more during television viewing than younger children. This 
result provides a further indication that young children paid more atten
tion to the commercial, since When they did talk, their conversation fo
cused on the commercial or product more often than 9id that of older 
children. 

Younger children's comments were more likely to be positive com
ments, and they were more likely to be about the product than about the 
commercial. Comments about the commercial itself increased with age. 

No significant differences were observed between males and females 
in watching behavior. One finding, however, was that boys in the young
est category talked during commercials slightly more than girls. Howev
er, the pattern was reversed among the oldest age group: girls talked 
during 28 percent of the commercials, the boys during 20 percent. 
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Table 6: . Watching behavior and verbal comments, by age group 

Age· group 
5-7 8-10 11-12 

Attention Full 58% 58% 50% 
before Partial 23 21 25 
commercial None 19 21 25 

100% 100% 100% 

Commercial Dislike 2% 3% 8% 
onset Break 5 7 6 

Like 14 16 9 
Nothing 78 75 77 

100% 100% 100% 

Attention Full 50% 46% 33% 
during Partial 16 22 25 
commercial Up, in room 9 6 6 

Talks 18 15 25 
Up, leaves 4 4 5 
Not in room 4 7 6 

100% 100% 100% 

Verbal comment Positive 12% 13% 8% 
about product Negative 2 4 6 
or commercial Neutral 7 7 4 

None 79 76 83 

100% 100.% 100% 
N (570) (350) (348) 

60% 56% 51% 
40 44 49 

100% 100% 100% 
N (63) (41) (41) 

Determinants of watching: the viewing situation 
One aspect of the viewing situation is the time during the week when 

children watch television. Two peak viewing periods were Saturday 
mornings and early weekday evenings (see Table 3). Because of cell en
tries when data ar.e analyzed by three age groups, data in Table 7 are 
based on two age·groups: 5-8 years old and 9-12 years old, instead of the 
5-7,8-10, and 11-12 age categories which are used in every other table in 
this paper. 

Observations of watching behavior before commercial onset suggest 
that older children, when they do watch on Saturday mornings, do not 
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pay as much attention to the television as younger children do, although 
both groups seem to pay relatively high attention during weekday eve
ning viewing. 

Table 7: Time of viewing, watching behavior, and verbal commentsa 

Attention 
before 
commercial 

Commercial 
onset 

Attention 
during 
commercial 

Verbal 
comment 

Full 
Partial 
None 

Dislike 
Break 
like 
Nothing 

Full 
Partial 
Up,Iin room 
Talks 
Up, leaves 
Not in room 

Positive 
Negative 
Neutral 
None 

N 

Saturday morning Weekday evening 
(6 am - 1 pm) (6 pm - 1 am) 

Age Age 
5-8 9-12 5-8 9-12 

67% 38% 57% 61% 
20 31 22 18 
13 31 21 22 

100% 100% 100% 100% 

2 20 2 6 
7 13 6 5 

17 16 12 14 
75 51 80 75 

10()O;6 100% 100% 100% 

50 33 46 45 
15 20 21 24-
3 13 11 4 

18 16 16 18 
9 9 2 3 
6 9 4 6 

100% 100% 100% 100% 

18 21 15 7 
2 14 3 7 

12 7 5 3 
68 58 77 83 

100% 100% 100% 100% 
(91) (45) (195) (323) 

aData are percentages of commercial exposures, based on a sample of 6, 465 
commercials observed by 35 children, 5-8 years of age, and 30 children, 9-12 years 
of age. 5-8 age group sample'" 694 commercial exposures; 9-12 age group 
sample = 591 exposures. 

Interestingly, 20 percent of the observations made at commercial on
set by older viewers on Saturday mornings were "dislike" reactions 
("Not another one"; "Here we go again"). This reaction was not nearly 
as frequent during commercial exposures on weekday evenings. The 
groups differed again in attention level during the commercials, with older 
children paying full attention during only 33 percent of the commercials 
on Saturday mornings, while younger children paid full attention during 
50 percent. The groups did not greatly differ in "full" attention paid dur
ing weekday evening commercial exposures. The older children seemed 
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to pay attention to considerably more commercials during weekday eve
ning viewing than on Saturdays. 

This pattern among older children may reflect their lessening interest 
in "kid's products" and their developing interest in the more general 
kinds of products advertised during early weekday evening programs . 

. Such an interpretation may not be entirely accurate, however, since old
er children made positive verbal comments about 21 percent of the Sat
urday morning commercials but only 7 percent of the weekday evening 
commercials. However, the older children also made negative com
ments about 14 percent of the Saturday commercials but only 7 percent 
of the weekday commercials. 

Another aspect of the viewing situation which should affect watching 
behavior is the number and types of people who are watching television 
with children. A limitation of this study is that the child's mother be
came a de facto viewing companion since she had to be present to unob
trusively observe the child. Thus no data are available on the child's 
viewing behavior whl?n he or she watched alone. 

Roughly equal proportions of children from each group watched with 
sil1lings and/or friends, and with fathers alone (see Table 5). Viewing 
with siblings and father- "family" viewing-increased with age. How
ever, the data in Table 8 suggest that, while the incidence of family 
viewing increased somewhat with age, paying full attention to commer
cials during family viewing (father and mother present) decreased with 
age. One possible interpretation of this finding is that older children use 
the occurrence of "family" viewing for interpersonal communication, 
either as an alternative to watching commercials or possibly as a conse
quence of commercial watching (in the sense that children and others 
may talk about the commercial) . 

. Determinants of watching: characteristics of 
television stimuli 

Various characteristics of television commercials were related to 
watching behavior. One was the length of commercials. Four com mer
ciallengths were coded: ten, 20, 30, and 60 seconds. Data presented in 
Figure 2 indicate that the oldest children pay full attention to commer
cials less often than the younger children, regardless of commercial 
length. Within all three age groups, least attention was paid to ten-sec
ond commercials. With the exception of the youngest age group, most 
attenfion was paid to 60-second commercials. 

A second characteristic of television stimuli is the position of a given 
commercial within a "block" of commercials. Only one commercial 
may be broadcast between programs or during breaks in a program, but 
"more often two to four commercials are aired in a block. 
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Table 8: Watching behavior ·(full attention, talking, and other) while watching with other viewers,. by age group 

------------~----------------------OtherViewers;-------------------------------

Age group: 

Behavior Full attention 
during 
commercial T Ik" a Ing 

Other (partial 
attention, uP. 
in room, 
leaves room, 
not in room) 

N 

Mother only 

5-7 8-10 

47% 39% 

16 16 

37 45 

(148) (51) 

Siblings 

11-12 5-'7 8-10 

36% 49% 46% 

19 19 14 

45 32 40 

(69) (350) (213) 

Father only Father and siblings 

11-12 5-7 8-10 11-12 5-7 8-10 11-12 

35% 47% 43% 22% 59% 51% 28% 

24 27 25 22 16 14 34 

41 26 32 56 25 35 38 

(190) (151 ) (28) (23) (63! (59) (76) 
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60 

50 

40 

Percentage 
full 30 

attention 

20 

5 to 7 _______ _ 

10 8to10 --------

l1to12 ---__ 

o ~ ______ _L ________ L-______ _L ________ ~ ______ ___ 

10-second 
commercials 

20-second 3D-second 
commercials commercials 

50-second 
commercials 

Figure 2: Full attention to commercials by commercial length and by age group 

Data in Figure 3 indicate that children of all ages have similar (and 
high) attention to the program, but the attention level decreases much 
more rapidly during the sequence of commercials for the oldest chil
dren. For them, full attention fell from 50 percent for the program to 43 
percent for the first commercial, to only 24 percent for later commer
cials. On the other hand, the youngest children were paying full atten
tion to prior programming for nearly 60 percent of the observations; this 
percentage decreased slightly for later commercials_ 

Analyzing the data by the position of a commercial in the program 
context (beginning, middle, end of program), Figure 4 indicates that, 
while older children generally paid less attention, the incidence of full 
attention for all three groups was greatest to commercials at the begin
ning of programs. Further, full attention among older children decreased 
as the program progressed, while the younger children showed little 
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difference in full attention regardless of the commercial's position in 
program context. For both 8-10 and 11-12 age groups, attention was par
ticularly low to commercials at the end of the show. This may indicate 
that the youngest children did not know the show was ending, and it may 
be further evidence of young children's difficulty in discriminating be-

60 

50 

40 

Percentage 
full 30 

attention 

20 

5107 ______ _ 

10 
8tol0 ---------

111012---

o ~ ______ 4-______________ ~ ______________ d-______ __ 

fulL attention 
during program 

Full attention 
during first 
commercial 

Full attention 
during subsequent 

commercials 

Figure 3: Full prior attention to program and full subsequent attention to commercials 
by age group 

tween commercials and the program. Evidence that young children may 
be less aware that the program is ending is that only 26 percent of the 
youngest children had left the room or were talking during commercials 
at the end of the program, com pared to 36 percent of the 8-10-year-olds 
and 47 percent of the 11-12-year-olds. 

Data presented earlier (see Table 4) indicated the product categories 
of commercials to which children were exposed during the ten-day ob
servation period. Because of the wide variety of products and the differ-
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ent times of viewing across the three age groups, cell sizes do not permit 
extensive analysis of watching behavior by product category of com
mercial. However, by combining several product categories, we can 
perform some analyses. Data in Table 9 indicate attention to program
ming before commercial exposure and watching behavior during com-

60 

50 -

40 

Percentage 
full 30 

attention 

20 

10 

o 
Start of 
program 

5 to 7 _______ _ 

8tol0 _____ tiI8, __ 

11 to 12 -----

During 
program 

End of 
program 

Figure 4: Full attention to commercials by position of commercial in program context and 
by age group 

mercial broadcast for three product categories: food products, personal 
items (cosmetics or patent medicine), and household cleaners. Food 
products are generally more relevant to children than are products in the 
other categories (Ward and Wackman, 1971), while household cleaners 
and personal items should be less relevant. 



tr) 
0 Table 9: Relevance of prodi2ct category ,attention to prior programming, and tr) 

subsequent attention during commercials, by age group 

Relevance of commercial product category 

More relevant Less r!'!levant 
food hshld. cleaners, cosms. etc. 

Age: 5-7 8-10 11-12 5-7 8-10 11-12 

Attention Full 61% 61% 46% 44% 55% 61% 
before 
commercial Partial 22 18 27 27 20 15 

None 17 20 27 29 26 24 

100% 100% 100% 100"10 100% 100% 
N (193; (98) (95) (63) (82) (62) 

0 Attention Full 52% 47% 35% 46% 40% 33% Z .... during CIl .... 
commercial £-< Partial 19 24 26 21 24 22 

~ w 
> Talks 12 14 23 16 23 19 Q 

-< 
~ Other 17 15 16 17 13 26 0 
CIl 
£-< 100% 100% 100% 100% 100% 100% C) 
Ul N (193) (98) (95) (63) (82) (63) 
~ 
~ 
W 
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Children in the younger two age groups were observed paying more 
attention than 11-12 year olds just before commercials for food prod
ucts. The pattern was just the reverse prior to commercials for less rele
vant products, probably reflecting the different program contexts for the 
types of commercials. The less relevant products are perhaps advertised 
during more adult programming, which are more engaging to older chil
dren. 

The drop in full attention during the commercial was roughly equiva
lent for all three age groups for food commercials. However, as Figure 5 
indicates, children in the 5-7 age group actually increased their attention 
during less relevant commercials over their attention to prior program
ming. As age increases, attention to the "less relevant" commercials 
decreases. 

60 

50 

40 

Percentage 
full 30 

attention 

20 

10 

o 
Full attention 

before commercial 

5 to 7 

StolO _______ ... u. 

11to12------

Full attention 
during commercial 

Figure 5: Full attention to the program and "less relevant" commercials by age group 
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This finding illustrates the danger of attempting to assess the "rele
vance" of types of advertising for children. If one defines relevance of 
products in terms of a child's direct consumption of them and/or his 
ability to directly buy them (low-price items), then clearly food products 
are more relevant than commercials for cosmetics and household clean
ers. However, it may be that children are so familiar with food products 
-through advertising exposure, direct consumption, and intrafamiIy 
influence attempts-that advertising for food products is actually less 
relevant than advertising for products associated with adult roles. If one 
defines "relevance" in these terms, as products which illustrate adult 
roles, then our "less relevant" product category of cosmetics, patent 
medicines, and household cleaners is actually the most relevant product 
category. 

Determinants of commercial watching: prior 
watching behayior 

A final determinant of commercial watching behavior is the behavior 
of the child just before the commercial. Data in Table 10 indicate that, 
among children paying full attention to prior programming, attention 
falls off during commercial exposure for all age groups. The smallest 
drop in attention is among the 5-7-year-olds; the greatest is among the 
11-12-year-olds. Conversely, older children are.more likely to engage in 
other behavior-partial. watching, getting up and moving around the 
room or le~ving the room, talking-than younger children. 

Table 10; Attention stimulation by commercials: behavior during commercials 
among children paying full prior attention to programming, by age group 

Age group 
5-7 8-10 11-12 

Subsequent Full attention 78%* 70% 57% 
attention to 
commercial 

All other (partial 22 30 43 
attention, talking, 
up in room, leaves 
room) 100% 100% 100% 

N (329) (201) (180) 

* Should be read: Of all observations of 5-7·year·old children paying full 
prior attention to programming, 78% of the subsequent {lbservations 
indicated that these children continued to pay full attention to commercials. 

An observation commonly made in the popular media and among 
commercial television's detractors is that young children actually pay 
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attention to commercials when they do not pay attention to prior pro
gramming. Data in Table 11 do not support this generalization. Of the 
c;hiidren who were observed paying no or partial prior attention to the 
program, only 12 percent showed an increase to full attention during the 
commercial; there were no differences among children of different ages. 

Table 11: Attention stimulation by commercials: behavior during commercials among 
children paying no or partial prior attention to program, by age group 

Age group 
5·7 8·10 11-12 

Behavior Full 12%* 13% 12% 
during Partial 29 30 37 
commercial Other _§.!L .JiL ....QL 

100% 100% 100% 
N (244) (148) (127) 

" Should be read: Of all observations of 5-7-year,0Id children paying no, or partial 
prior attention to programming, 12% of the subsequent observations indicated that 
these children increased their watching behavior to full attention during commercial 
exposure. 

Short-term consequences of watching: affective 
comments 

Data in Table 6 indicate that verbal comments after commercials (and 
about the commercial or the product advertised) occurred after about 20 
percent of commercial exposures. Younger children were more likely to 
comment about the product advertised, while older children are more 
likely to comment about the commercial itself. 

Data in Figure 6 indicate the nature of these comments. Overall, when 
comments are made, they are likely to he positive comments. However, 
positive and neutral comments decrease after ten years of age, while 
negative comments increase steadily from 5··12 years of age. 

CONCLUSIONS 

The focus of this paper has been two aspects of the commercial 
watching behavior of young children: attention to commercials and co
terminus or alternative activities during commercials. A number of gen
eral tendencies in ,viewing behavior emerged. 

Certain behaviors during commercial viewing are exhibited by all chil
dren. All children exhibit a drop in attention when a commercial is 
shown, compared with attention to prior programming, and attention 
continues to decrease during later commercials in a series. For all chil
dren, full attention to commercials is highest at the beginning of pro
grams, lowest for those shown during the program or at the end of the 

,.. 
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Positive 
20 comments 

Percentage 
of 

comments 

Negative ________ _ 

comments 

Neutral _______ _ 

16 comments 

12 

8 

4 

o ~------~----------------~----------------j 
5 to 7 

age group 
S to 10 

age group 

Figure 6: Percent of positive, negative, and neutral comments by age 

11 to 12 
age group 

program. Verbal comments about the product advertised or about the 
commercial itself are infrequent, but positive comments are more fre
quent than neutral or negative ones. Comments more often concern the 
product advertised than the commercial itself. 

Despite these general tendencies, some important differences occur 
by age. For older children, the trend is toward less attention to commer
cials and more negative, critical, and sophisticated reactions to televi
sion advertising. The greatest changes in behavior, and presumably in 
attitudes, occur among 11- and 12-year-olds. For them, we see less at
tention to commercials in every viewing context. Further, decreases in 
attention {rom programming to initial commercials to later commercials 
are substantially greater for this age group than for younger children. 
The oldest children talk more during commercials but make fewer com
ments about the product advertised or the commercial itself. Also, al
though positive comments are still most frequent for older children, 
negative comments are nearly as frequent. Comments are increasingly 
likely to concern the commercial itself rather than the advertised prod
uct. 
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Thus a picture emerges of older children jaded to commercial expo
sures, paying less attention to them, and making fewer comments about 
them-especially positive comments. Two indications of the changing 
nature of interest in commercials among the 11- and 12-year-olds are 
their greater withdrawal of attention when commercials occur during the 
program and their greater focus on the commercial itself, rather than 
upon the product advertised, indicating an awareness of the commercial 
as an entity itself, providing entertainment or irritation. 

The most general conclusion that can be drawn from the data is that 
children of all ages clearly exhibit differential behavior in viewing pro
grams and commercials, with attention decreasing during commercials. 
The deve.lopment among older children of greater immunity to commer
cials in the form of lower attention and more critical reactions to com
mercials is also clearly indicated. Finally, comparison with Steiner's 
data on the commercial viewing behavior becomes more like that of 
adults as they grow older, major contrasts with adult behavior occur 
among all three age groups studied. Consequently, children's commer
cial watching behavior and attitudes toward television advertising are 
phenomena requiring independent research. 

-- -----1 
I 
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FOOTNOTES 

1. This research was supported by the National Institute of Mental 
Health (Contract No. HSM 42-70-74). Scott Ward is assistant profes
sor, Harvard Business School, and research ;:tssociate, Marketing 
Science Institute. David Levinson is a research assistant at the Mar
keting Science Institute. Daniel Wackman is director of the research 
division at the University of Minnesota School of Journalism and 
Mass Communication. The authors wish to express appreciation to 
Dr. Herbert Klugman, General Electric Company, for his sugges
tions and encouragement on this project. 

2. The data indicate that children in the two youngest age groups were 
paying "full" attention during 58 percent of the observations made 
just before commercials. Children 11 and 12 years old paid full atten
tion during 50 percent of these observations. Steiner (1966) found 
that adults paid full attention during 70 percent of observations made 
just before network commercials and during 68 percent of observa
tions made before nonnetwork commercials. 

3. The data indicate that the children engage in some behavior-liking, 
disliking, or taking a break-about 25 percent of the time. Steiner's 
(1966) data indicate that adults engage in similar behavior at commer
cial onset only about ten percent of the time. 

4. Compared with Steiner's (1966) data, adults and the two younger age 
groups exhibit comparable incidence of "full" attention during 
commercials. The 11- and 12-year-olds exhibited far less "full" at
tention (33 percent) during commercials than either the younger chil
dren or Steiner's adults. 

5. The incidence of verbal comments (after about 12 percent of com
mercials) is slightly greater than that observed among adults by Stei
ner (1966). 
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Appendix A: Sam pie code sheet 

Observation Sheets 
Ob$'!rver: _____________ _ 

c:hild: _______ age: __ sex: __ 

. r-COMMERCIAl---, 

Dale with tIme I prOgrillTl BRANO SEeS. POSITION 

,----BEHAVIOR ------, 

1. furt .111. 
2. part au. 
J. no au. 

~ 

1. dislike 
2, break 
3. like 
4, nothIng 

1. lull au. 
2. pan all. 
J. Up, ill rm. 
4.lafks 
5, up,lvI. rm. 
6, "01 '" rm. 

fATONsETl fOuRiNGl 

1,+ 
2. -

513 

J. neUlr,,' 
4. nocomm. 

~ 
p 

app!rc 
If Ie 
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Appendix B: Coding of commercial watching 
behavior 

(excerpts from mother's training manual, adapted from Steiner, 1966) 

1. BEHAVIOR BEFORE COMMERCIAL ONSET 

This rating concerns your child's level of attention to television imme
diately before the onset of the commercial being rated, on the following 
3-point scale: 

1. Watching - full attention; eyes on set; 
2. Watching - partial attention; eyes on and off set; 
3. Not watching TV. 

II. BEHAVIOR AT ONSET 

This scale concerns reactions, if any, to the very beginning of the 
message. For instance, it is possible to have a very favorable (or unfa
vorable) reaction at the onset of a commercial and later change judg
ments on the commercial. The four possible "at onset" ratings are: 

1. Annoyance, dislike ("not another one;" "here we go again," 
etc.) 

2. Relief at break ("oh, good, here's my chance to get. .. " etc.) 
3. Pleasure, liking ("now, watch this;" "this is a good one," etc.) 
4. No overt reaction 

III. BEHAVIOR DURING COMMERCIAL 

This column relates to the degree of attention to the message itself, 
according to the following five-point scale: 

1. Full attention - stays in chair and watches all or almost all; atten
tion to visual and audio, eyes on set; 

2. Partial attention - stays in chair but does not pay full attention 
(turns around talks, etc.) Exposure to visual and audio, but eyes 
on and off set. 

3. Gets up but stays in room (gets something, makes phone call in 
room, etc.) 
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4. Leaves the room; 
5. Not in room at onset. 

IV. COMMENTS ON CONTENT 

Here emphasis is on reactions to material within the commercial it
self, whether form ("cute cartoon") or content ("think I'll try that"). 
Comments are to be classified according to these four categories: 

1. Positive - (cute, Interesting, clever, looks like a good idea); 
2. Negative (stupid, boring, ridiculous, that looks useless, etc.) 
3. Both, or neutral; 
4. No comments about commercial content. 

This refers strictly to verbal comments. If your child does not speak 
about the commercial, record "no comment." The last column refers to 
the child's comments on the content as recorded in the preceeding col
umn. If the child responds either positively, or negatively, listen to the 
youngster's comment carefully. If it is clear whether the negative or 
positive reaction is for either the specific product (P) or the format of the 
commercial (C) mark this accordingly. If you are not able to readily de
termine the subject of the youngster's comments, put a dash in this col
umn. 
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Television Advertising and Intrafam ily 
Influence: Children's Purchase 
Influence Attem pts and Parental 

Yielding 

Scott Ward and Daniel Wackman 

Traditionally mass communication research has been concerned with 
relatively immediate consequences of mass media use, such as attitude 
change. Considerably less attention is devoted to understanding second
order consequences of communication such as interpersonal communi
cation and subsequent effects following the occurrence of more immedi
ate and direct effects of mass media use. 

The present study examines such second-order consequences of 
television use. The focus is on the influence of television advertising on 
aspects of mother-child interaction: children's attempts to influence 
mothers' purchases, and mothers' yielding to these attempts. We also 
examine mothers' perceptions of the frequency with which commercials 
influence their children. 

Some previous research has examined relationships between mass 
media use, parent-child interaction, and subsequent effects. For exam
ple, McLeod and Chaffee and their associates have related adolescents' 
mass media use to parent-child interaction, and political socialization 
processes (Chaffee, Ward, and Tipton, 1970; McLeod, O'Keefe, and 
Wackman, 1969). Halloran et al. (1970) examined exposure to television 
and intrafamily communication among samples of delinquent and non
delinquent British adolescents. 

Little empirical evidence has been brought to bear on the question of 
the extent of television advertising's influence on intrafamily interaction 
and subsequent behavior. For example, while much commercial re
search attempts to relate mass media exposure to aspects of consumer 
behavior, effort is rarely devoted to explicit examination of the intra
family processes which intervene between media exposure and behav
ior. Studies of intrafamily consumer decision-making usually focus on 
husband-wife interaction and are not concerned with the influence of 
children (Granbois, 1967). 
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Some qualitative data indicate that mothers feel television commer
cials influence their children (Yankelovich, 1970). Most mothers cite 
commercials as influential in the formation of children's desires for var
ious products; their influence is resented when these desires turn to 
overt attempts to influence parental purchase behavior. However, many 
mothers accept television advertising as a "necessary evil." 

Such qualitative research, of course, does not explicitly link media 
eXDosure with sDecific intrafamily processes. Berey and Pollay (1968) 
examined intrafamily processes involved in mothers' purchases of chil
dren's breakfast cereals. While not concerned with mas,' media influ
ences, the investigators found that highly child-centered mothers pur
chased their children's favorite cereals less frequently than less child
centered mothers. The child's assertiveness was not correlated with 
purchase. 

The present study examines the influence of three kinds of variables 
on children's purchase influence attempts and parental yielding: demo
graphics, variables relating to parent-child interaction, and variables re
lated to mothers' mass communication behavior. 

METHODOLOGY 

Self-administered questionnaires were sent to 132 mothers of 5-12-
year-old children in the Boston metropolitan area. The mothers had 
been recruited from service clubs in the Boston area previously for par
ticipation in another study. While attempts were made to sam pie service 
clubs from different socioeconomic areas of Boston, the sample was 
skewed toward the upper and upper-middle classes (see Table 1). 

Table 1: Comparison of socioeconomic levels: survey sample and Boston SMSA * 

Survey 
sample SMSA 

Professional 12% 26% 
Managers, proprietors 39 15 
Clerical 7 6 
Sales 14 5 
Skilled labor 17 21 
Operatives 6 12 
Service 3 12 
Laborers 2 3 

100% 100% 

* Source: Boston Area Survey: 1969. Cambridge, Mass., Joint Center for Urban 
Studies. 

The questionnaire took about one hour to complete, and women were 
paid for their participation. Each was instructed to answer items about 
the specific activities of one particularchild in the household. Completed 
questionnaires were received from 109 of the mothers (83 percent re
sponse rate). 
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Various scales were recoded by summing responses to particular 
items, obtaining frequency distributions, and recoding the data for cor
relational analysis. 

FINDINGS 

Purchase influence attem pts 
Each mother was asked to indicate the frequency of her child's pur

chase influence attempts for 22 products. The products were all heavily 
advertised, but they varied in price, frequency of purchase, and rele
vance to the child (direct consumption or use by the child rather than by 
other family members). 

Analysis of marginal data indicates that food products-particularly 
food products which are relevant to children-were frequently request
ed and that purchase influence attempts decreased with age. (See Table 
2 for data on product requests.) 

Durables which the child might use directly (record albums, bicycles, 
etc.) were the second most requested product category. As one would 
expect, games and toys were requested most often by younger children 
(5-7 years old), while clothing and record albums were most often re
quested by older children (11-12 years old). Across four product catego
ries, it appears that purchase influence attempts decreased with age: 
younger children, more than older children, were likely to attempt to 
influence parental purchases of most products. 

Parental yielding to children's purchase 
infl uence attem pts 

Data in Table 3 indicate that, unlike children's purchase influence at
tempts, which decrease with age, parental yielding to such influence at
tempts increases with age. Across most product categories, it appears 
that the older the child, the more likely mothers are to yield to influence 
attempts. This may be because older children ask for less. Mothers may 
also attribute to older children greater competence in making judgments 
about products. 

Mothers are most likely to yield to purchase influence attempts for 
food products-the same products children most often ask for. 

Estimated frequency of influence of 
commercials on children 

Mothers were asked to indicate the frequency with which television 
advertising for the various products influenced their children to want the 
products. Data in Table 4 suggest that mothers of younger children feel 

----I 
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Table 2: Mother's reports of child's attempts to influence product purchases 

Age 
5·7 8·10 11-12 Total 

(n=43) (n=32) (n=34) (n=109) 

Food products 
Relevant 

Breakfast cereal 1.26 1.59 1.97 1.59 
Snack foods 1.71 2.00 1.71 1.80 
Candy 1.60 2.09 2.17 1.93 
Soft drinks 2.00 2.03 2.00 2.01 
Jello 2.54 2.94 2.97 2.80 

Overall mean 1:82 2.T3 2.16 2.'63 

Less relevant 
Bread 3.12 2.91 3.43 3.16 
Coffee 3.93 3.91 3.97 3.94 
Pet food 3.29 3.59 3.24 3.36 

Overall mean 3.45 3.47 3.49 3.49 

Durables, for child's use 
Game, toy 1.24 1.63 2.17 1.65 
Clothing 2.76 2.47 2.29 2.52 
Bicycle 2.48 2.59 2.77 2.61 
Hot wheels 2.43 2.41 3.20 2.67 
Record album 3.36 2.63 2.23 2.78 
Camera 3.91 3.75 3.71 3.80 

Overall mean 2.70 2.58 2.73 2:67 

Notions, toiletries 
Toothpaste 2.29 2.31 2.60 2.39 
Bath soap 3.10 2.97 3.46 3.17 
Shampoo 3.48 3.31 3.03 3.28 
Aspirin 3.64 3.78 3.97 3.79 

Overall mean 3.13 3.09- 3.26 3:T6 
Other products 

Automobile 3.55 3.66 3.51 3.57 
Gasoline Brand 3.64 3.63 3.83 3.70 
Laundry soap 3.69 3.75 3.71 3.72 
Household cleaner 3.71 3.84 3.74 3.76 

Overall mean 3.65 3.72 3.70 3.69 
Scale: 1 = often; 4 = never 

commercials influence the desires of their children more than do moth
ers of older children. 

Mothers report that commercials for food products which are relevant 
to children-Jello, soft drinks, breakfast cereal-seem to exert the most 
influence on children. 

Correlates of influence attempts, yielding and 
perceived influence of commercials 

Intercorrelations among the three dependent variables for the entire 
sample (see Table 5) indicate positive, significant relationships between 
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Table 3: Percent of mother's "usually" yielding to child's 
purchase influence attempts, by product category 

Age 
5·7 8·10 11·12 Total 

(n=43) (n=32) (n=34) (n=109) 

Food products 
Relevant 

Breakfast cereal 88% 91% 83% 87% 
Snack food 52% 62% 77% 63% 
Soft drinks 38% 47% 54% 46% 
Candy 40% 28% 57% 42% 
Jello 40% 41% 26% 36% 

Overall %: 51.6% 53.8% 59.4% 54.8% 

Less relevant 
Bread 14% 28% 17% 19% 
Pet foods 7% 3% 11% 7% 
Coffee 2% 0% 0% 1% 

Overall %: 7.667% 10.33% 9.33% 9.00% 

Durables, for child's use 
Game, toy 57% 59% 46% 54% 
Clothing 21% 34% 57% 37% 
Record albums 12% 16% 46% 24% 
Hot wheels 29% 19% 17% 22% 
Bicycle 7% 9% 9% 8% 
Camera 2% 3% 0% 2% 

Overall %: 25.6% 28.0% 35.0% 29.4% 

,\lotions, toiletries 
Toothbrushes 36% 44% 40% 39% 
Shampoo 17% 6% 23% 16% 
Bath soap 9% 9% 9% 9% 
Aspirin 5% 6% 0% 4% 

Overall %: 16.8% 16.3% 18.0% 17.0% 

Other products 
Laundry soap 2% 0% 3% 2% 
Household cleaners 2% 3% 0% 2% 
Gasoline 2% 0% 3% 2% 
Automobiles 2% 0% 0% 12% 

Overall %: 22.0% .75% 1.50% 1.75% 

children's purchase influence attempts and yielOing (r= .35) and per
ceived influence of commercials (r=.71). The latter finding suggests that 
mothers may estimate the influence of commercials according to the fre
quency with which children attempt to influence purchases for adver
tised products. The magnitude of the relationship suggests that the mea
sures are almost redundant. 

While perceived influence of commercials and yielding are significant
ly correlated (r= .22), the relationship does not hold when purchase in
fluence attempts are controlled. Thus, perceived commercial influence 
appears to be a function of the frequency of purchase influence attempts. 
Influence attempts may also lead to yielding, but the correlation between 
perceived influence and yielding seems a spurious one. 
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Table 4: Mother's estimated frequency of influence 

Food products 
Relevant 

Breakfast cereal 
Snack foods 
Candy 
Soft clri n ks 
Jello 

Overall mean 

Less relevant 
Pet food 
Bread 
Coffee 

Overall mean 

Durables, for child's use 
Game, toy 
Hot wheels 
Bicycle 
Clothing 
Record album 
Camera 

Overall mean 

Notions, toiletries 
Toothpaste 
Shampoo 
Bath soap 
Aspirin 

Overall mean 

Other products 
Laundry soap 
Automobile 
Household cleaner 
Gasoline brand 

Overall mean 

Scale: 1 = often; 4 = never 

of TV commercials on child's desires 

Age 
5-7 8-10 

(n=43) (n=32) 

1.43 1.50 
2.10 1.66 
1.91 1.94 
2.21 2.09 
2.71 2.94 

'""2.67 ""2.0'3 

3.27 3.55 
2.83 3.00 
3.91 4.00 

3.34 3:52 

1.29 1.45 
2.24 2.42 
2.55 2.88 
2.95 2.81 
3.26 2.71 
3.88 3.88 

2.69 2.69 

2.07 2.41 
3.10 3.31 
2.76 2.94 
3.64 3.72 

2.89 3.09 

3.38 3.63 
3.59 3.81 
3.55 3.75 
3.81 3.81 

3.58 3.75 

11-12 
(n=34) 

1.94 
1.86 
2.29 
2.38 
3.11 

2.32 

3.18 
3.29 
3.91 

3.46 

1.83 
3.11 
3.11 
2.82 
2.74 
3.77 

2.90 

2.43 
3.00 
3.43 
3.91 

'3.19 

3.66 
3.57 
3.83 
3.80 

3'.""7'1 

Total 
(n=109) 

1.62 
1.89 
2.04 
2.23 
2.91 
2.14 

2.32 
3.03 
3.94 
3.10 

1.51 
2.57 
2.83 
2.87 
2.94 
3.84 
2.76 

2.28 
3.13 
3.03 
3.75 
3.05 

3.54 
3.65 
3.70 
3.81 
3.67 

Table 5: Intercorrelations between dependent variables: child's 
purchase influence attempts, parental yielding, and 

perceived influence of commercials 

Influence attempts 
Parental yielding 
Perceived influence 

Chilu's purchase 
influence attempts 

.35*** 

.71 *** 

Parental 
yielding 

.22** 

Perceived influence 
of commercials 

** p< .01 
*"* p< .001 

Data in Table 6 show relationships between the three kinds of inde
pendent variables and the three dependent variables. Visual inspection 
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of the data revealed little intercorrelation among the independent varia
bles. 

Table 6: Correlations between child's purchase influence attempts, 
parental yielding, perceived influence of commercials, 

and the independent variables 

Child's purchase Parental Perceived influence 
influence attempts yielding of commercials 

Demographics 
Child's age -.13 .20"* -.14 
No. of children -.00 -.00 .01 
Social class -.01 .00 .03 

Interpersonal 
variables 

Parent-child conflict .18* -.00 .12 
Restrictions on viewing -.01 -.24** .06 

Communication 
variables 

Mother's time spent 
with TV .18* .23** .21** 
Recall of commercials .26** .04 .27** 
Attitudes toward adv. -.00 .16" .04 

"p< .05 
** p< .01 

EssentialIy no relationships were found between the dependent varia
bles and number of children in the family and social class. However, the 
relationship between age and influence attempts approaches significance 
(p = - .13). Thus, as seen in Table 2 influence attempts seem to decrease 
with age. A near-significant negative relationship also obtains between 
age and perceived influence of commercials. However, a positive corre
lation obtains between age and parental yielding to purchase influence 
attempts. Thus, while parents may receive many purchase requests 
from young children, they are more likely to act on them as the child 
grows older. 

Two variables regarding parent-child behavior were examined: par
ent-child conflict and restrictions on televison viewing. While many 
other variables may be important predictors of the dependent variables, 
conflict and restrictions are presumably related to types of control par
ents may attempt to exert over children. The data indicate a significant 
positive relationship between conflict and influence attempts (r = .18), 
suggesting that purchase influence attempts may be part of general pat
terns of disagreement and conflict between parents and children-per
haps a cause of them. However, no relationship is observed between 
conflict and yielding. Thus, it seems that failure to yield to a child's pur
chase influence attempts is not usually a mode of "punishment" em
ployed by parents. 

A negative relationship obtains between restrictions on viewing and 
yielding. Thus, the more restrictions parents place on a child's television 
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viewing, the less they yield to purchase influence attempts. Interesting
Iy, however, no relationship obtains between restrictions and influence 
attempts. It seems this form of parental control is not effective in reduc
ing a child's purchase influence attempts. 

The final set of independent variables concern aspects of mothers' 
mass communication behavior and their effect on the dependent varia
bles. The data indicate positive relationships between mothers' time 
spent watching television and influence attempts, yielding, and per
ceived influence. This may simply reflect the greater availability to chil
dren of mothers who watch much television. Moreover, perhaps in
fluence attempts, and promises of yielding, occur when mothers and 
children watch television together. 

Mothers' recall of commercial content, measured by a series of fill-in
the-blank advertising identification items, is related to purchase influ
ence attempts and perceived influence of commercials on children. This 
may suggest a general sensitivity of mothers to commercials which 
seem to affect their children. However, some evidence suggests that re
call of commercial content is a function of intelligence (Ward and Wack
man, 1971). Thus the lack of relationship between recall and parental 
yielding may suggest that more intelligent mothers are less likely to re
spond to influence attempts by yielding. Finaily, a mild positive relation
ship obtains between attitudes toward advertising and yielding: mothers 
with more positive attitudes toward advertising are more likely to yield 
to purchase influence attempts than mothers with less favorable atti
tudes. 

Examination of partial correlation coefficients (controlling for age) 
reveals only slight changes in the patterns of relationships analyzed 
above. 

SUMMARY 

Mothers feel that commercials influence younger children more than 
older children, and they appear to guage this influence by the frequency 
of purchase influence attempts for particular products. While influence 
attempts may decrease with age, yielding to requests increases with age, 
probably reflecting the perceived increased competence of older chil
dren to make purchase decisions. 

ASPects of parent-child conflict are related to influence attempts and 
yielding. The data suggest that influence attempts may be part of more 
general parent-child conflict; furthermore, mothers who restrict viewing 
are likely not to yield to purchase influence attemptt. Finally, mothers' 
time spent watching television is positively related to influence attempts, 
yielding, and perceived influence, while recall of commercials is related 
to influence attempts and perceived influence. Mothers with positive at-
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titudes toward advertising are more likely than mothers with negative 
attitudes to yield to influence attempts. 

In future research, other aspects of par,ent-child interaction and their 
influence on the dependent variables will be examined. Characteristics 
of the children should be related to influence attempts and yielding. 
Characteristics of the viewing situation should be considered. It may be 
that joint parent-child or family viewing increases the incidence of pur
chase influence attempts. 
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Adolescent Attitudes Toward 
Tel e vis ion A d vert i sin g: Pre lim ina ry 

Findings 

Scott Ward and Thomas S. Robertson 

Social scientists have long been concerned with the role of childhood 
and adolescent experiences in shaping a variety of later adult behaviors, 
but little attention has been paid to understanding the development of 
consumer behavior. Some recent attention is manifest in Herrmann's 
(1969) bibliography on the consumer behavior of children and adoles~ 
cents. 

The family, peer groups, and the mass media play major roles in shap~ 
ing adolescent consumer behavior as they do in other aspects of sociali
zation. This study concerns the effects of advertising on children and 
teenagers; we are particularly interested in television advertising, since 
television is the dominant advertising medium to which adolescents are 
ex:posed. 

There is a gap in the research literature here. Most published studies 
of advertising's effects are not concerned with responses of young peo
ple, since adults are most often the target audience (Bauer and Greyser, 
1968). On the other hand, most studies of effects of television on chil
dren ignore advertising; Schramm, Lyle, and Parker's (1961) classic 
study is a case in point. 

In this paper, I we have two objectives. First, we want to provide 
some baseline data about attitudes of adolescents toward'television ad
vertising. These descriptive data are contained in Tables 1-3. Second, 
we test nine hypotheses; seven of these concern predictors of adoles
cent attitudes toward television advertising, and two concern effects of 
these attitudes on recall of commercials and on self-reported effects of 
purchase behavior. 

METHODOLOGY 

The data reported here were gathered last April in 12 schools in Prince 
Georges County, Maryland, through self-administered questionnaires, 
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The sample consisted of 1,094 students in grades eight through 12, pro
viding reasonably good representativeness. However, black adolescents 
were underrepresented, because we were not permitted to interview in 
the predominantly black schools. The sample was slightly skewed to
ward the middle and upper classes; the lower class extends to the thirty
ninth decile (indexed by the Duncan Socioeconomic Status index) rather 
than the thirty-third. 

Various indices employed in this research are described in Appendix 
A. The indices were derived by examining factor loadings for question
naire items in various areas of a prioriinterest. Indices were constructed 
by recoding and summing items for each respondent. Groups were des
ignated on the basis of frequency distributions for each index. Different 
cutting points resulted from the different distributions for the junior 
high, senior high, and total samples. 

The main index, "Attitudes Toward TV Advertising," was construct
ed from five questionnaire items. The Spearman reliability coefficient 
estimate for the index is .55. 

DESCRIPTIVE DATA 

Tables D-; through D-3 concern commercials mentioned as represent
ing the "best" and the "worst" on television in response to open-ended 
questions. Tables report the data for the total sample, for the junior high 
and senior high respondents, and for each sex. The "percent of total 
mentions" column in Table D-l represents an "overall salience mea
sure" of commercials in various product categories for adolescents. 
Cigarette advertising, for example, is mentioned by 17 percent of the 
adolescents-making it a salient product category, but only 27 percent 
of these teenagers are favorable toward the cigarette ads. Drugs and 
patent medicine advertisements are in the second proQuct category; the 
adolescents have mixed emotions about these ads. 

Table 2 compares the junior with the senior high samples; there are no 
surprising patterns of differences. Table 3 compares responses of male 
and female adolescents. 

Table 1 reports the advertising cited as "best," and Table 4 reports 
the reasons adolescents like the advertising they cite as best. Drugs and 
patent medicines, automobiles, and soft drinks are product categories 
most often cited as "best" television advertising, with predictable dif
ferences between junior and senior high students and between males 
and females. More older adolescents than younger adolescents, like 
automobile ads, and more boys than girls. The data in Table 1 indicate 
that the adolescents like ads that are "funny" and "straightforward." 

The data in Table 5 indicate that cigarette advertising is the single 
most important product category accounting for negative attitudes. Ta
ble 7 shows that the major reason for the dislike is that adolescents feel 
the "worst" commercials are "stupid"-that they "insult intelligence." 
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Table 1: Major product categories cited as 
"best" or 

"worst" television advertising 
(Total sample N = 1,094) 

Product 
category 

% of total 
mentions 

% specifying product 
category as best, worst 

Best Worst 

Cigarettes 17% 27% 73% 
Drugs, patent medicines 15 58 42 
Autos 9 79 21 
Deodorants, cosmetics 9 43 57 
Public service: antismoking 8 80 20 
Soft drinks 7 96 4 
Food, gum 6 53 47 
Other* 29 20 80 

100% 
N (1,535) 

* "Other" includes beer, wine, laundry soap, household cleaners, personal soap, gasoline, 
airlines, and public service. 

Table 2: Compari~on of junior and senior high samples: 
percent of total mentions by product categories; 

percent citing product category as 
"best" or "worst" television advertising 

Percent citing Percent citing 
Product P;~rcent of total product category product category 
category ~ mentions as "best" TV adv. as "worst" TV adv. 

JI'. high Sr. high Jr. high Sr. high Jr. high Sr. high ,. 
Cigarettes , ~i6% 18% 26% 28% 74% 72% 
Drugs, pat. med. ;:' 16 13 55 60 45 40 
Deodorants, cosmetics 9 9 40 46 60 54 
Public service: antismoking 8 8 81 80 19 20 
Autos 6 12 75 82 25 18 
Soft drinks 8 6 96 96 4 4 
Food, gum 7 6 58 48 42 52 
Lau nd ry , soap, 

household cleaners 7 5 13 19 87 81 
Other* 23 23 47 42 53 50 

N (699) (836) 

* Other responses include: beer and wine, personal soap, toothpaste, gas and oil, 
airlines, other personal, public service (other than antismoking). 

Table 6 and 7 present the reasons adolescents give for liking and dis
liking television commercials, by the product categories, for the total 
sample and for the junior and senior high samples. Our sample sizes 
were quite small in these analyses, due to the fact that many adolescents 
failed to specify a commercial and/or a reason for liking or disliking it. 
In any case, some current advertising campaigns were reflected in the 
data: in Table 6 for example, of all the adolescents who gave "funny" as 
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Table 3: Comparison of males and females: 
percent of total mentions by product categories; 

percent citing product category as "best" or 
"worst" television advertising 

529 

Percent citing Percent citing 
Product Percent of total product category product category 
category mentions as "best" TV adv. as "worst" TV adv. 

Male 

Cigarettes 17% 
Drugs, pat. med. 11 
Deodorants, cosmetics 7 
Public service: antismoking 8 
Automobiles 16 
Soft drinks 6 
Food, gum 5 
Laundry, soap, 

household cleaners 7 
Other* 23 

100% 
N (673) 

Female 

17% 
17 
10 
8 
4 
8 
7 

5 
24 

100% 
(853) 

Male Female Male Female 

2.1% 31% 79% 69% 
57 58 43 42 
50 39 50 61 
78 82 22 18 
86 59 14 41 
98 96 2 4 
41 61 59 39 

13 17 87 83 
42 41 58 59 

* Other responses include: beer·and wine, personal soap, toothpaste, gas and oil, 
airlines, other personal, public service (other than antismoking). 

Table 4: Major reasons for liking "best" television 
advertising by total sample, Jr. and Sr. high samples, 

and male and female adolescents 

Total Jr. high Sr. high Male Female 
Reasons for liking (N=1,094) (N=537) (N=557' (N=510) (N=574) 

Funny 15% 17% 14% 16% 15% 
Straightforward 13 10 15 11 14 
Different, unique 6 6 7 6 6 
Interesting, clever 5 6 5 5 6 
Beautiful 5 5 6 5 6 
Other* 23 13 13 20 26 
No response 33 34 32 37 27 

100% 100% 100% 100% 100% 

* "Other" responses include: "contemporary style," "good music", "like product 
anyway", "real", "makn3 me think", and "fast moving." 

Table 5: Product categories most cited as "worst" television 
advertising, by total sample, jr. and sr. high samples, 

and male and female adolescents 

Product Total Jr. high Sr. high Male Female 
category (N=1,094) (N=537) (N=557) (N=510) (N=574) 

Cigarettes 17% 16% 19% 18% 17% 
Drugs, patent medicines 9 9 8 6 11 
Deodorants, cosmetics 7 7 7 5 9 
Laundry soap, 

household cleaners 7 8 6 8 7 
Other* 29 23 28 23 23 
No response 31 37 27 36 27 

100% 100% ·100% 100% 100% 

* "Other" responses include: beer and wine, food and gum, toothpastes, automobiles, 
personal soap, antismoking, and other personal products. 
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a reason for liking the "best" television commercials, 26 percent cited 
drug or patent medicine advertising as the product category exemplify
ing this humor. This suggests that much reaction is directed at the cur
rent Alka Seltzer campaign. 

Table 6: Major reasons for liking "best TV advertising" 
by most often cited product categories: total sample (N=705)* 

Major Reasons For Liking "Best TV Ads" 

Product Straight- Interesting, Good 
category Funny forward clever music Total 

Drugs, pat. med. 26%1 (75) 9% (7) 18% (14) .19%2 (127) 
Autos 16% (41) 13% (10) 12% (9) 14% (96) 
Soft drinks 60% (56) 14% (100) 
Antismoking 37% (28) 9% (12) 11% (80) 
Cigarettes 8% (19) 16% (15) 9% (63) 
Deodorants 18% (44) 7% (53) 
Food, gum 22% (17) 6% (44) 
Other 20% (142) 

% TOTAL 
REASONS: 33%3 (245) 11% (75) 11% (77) 13% (93) 100% (705) 

* 389 adolescents were eliminated from analysis due to missing data. 

1 Should be read: Of the 245.adolescents who gave "funny" as a reason for liking the 
"best" TV advertising, 75, or 26%, cited drugs or patent medicines as the product 
category exemplifying this reason for liking. 

2 Should be read: Of the 705 adolescents who specified both a product category as 
"best" TV advertising, and a reason for liking, 127, or 19%, specified some reason 
for liking drug or patent medicine advertising. 

3 Should be read: Of the 705 adolescents who specified both a product category as 
"best" TV advertising, and a reason for liking, 245, or 33% cited product categories 
for "funny" commercials. 

In table 7, cigarette advertising is disliked for a variety of reasons
primarily because adolescents see it as hypocritical. 

HYPOTHESES 

The first three hypotheses we formulated concern adolescents' char
acteristics which may affect their attitudes toward television advertis
ing: social class, amount of television exposure, and intelligence. 

Studies of effects of television programming on adolescents suggest 
that lower-class adolescents often use television as a learning device and 
that they have more favorable attitudes than higher-class adolescents 
(Greenberg and Dominick, 1968). Thus, we reasoned that lower-class 
adolescents would have more positive attitudes toward commercials 
than middle and upper class adolescents. The data in Table 8 support our 
hypothesis, although the main attitude difference is between lower- and 
upper-class adolescents. This finding holds only among the senior high 
adolescents, even when amount of television exposure is controlled. 
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Product 

Table 7: Major reasons for disliking "worst TV advertising" 
by most often cited product categories: total sample (N=667)* 

Major Reasons For Disliking "Worst" TV Ads 

Bad 

531 

category Stupid Fake Hypocritical taste Total 

Cigarettes 17%1 (41) 15%(11) 58% (40) 27% (16) 22%2 (147) 
Deodorants 13% ( (30) 15% (9) 8% (56) 
Food, gum 13% (31 ) 8% (6) 9% (62) 
Laundry soap, 

household cleaners 33% (24) 10% (7) 12% !7l 19% (127) 
Other 10% (23) 12% (9) 8% (5) 38% (275) 

% TOTAL 
REASONS: 35%3 (236) 11% (73) 10% (69) 9% (60) 100% (667) 

* 427 respondents were eliminated from analysis due to missing data. 

1 Should be read: Of the 236 adolescents who gave "stupid" as a reason for disliking the 
"worst" TV advertising, 41, or 17% cited cigarettes as the product category exempli-
fying this reason for disliking. . 

2 Should be read: Of the 667 adolescents who specified both a product category as 
"worst" TV advertising, and a reason for disliking, 147, or 22% specified same reason 
for disliking cigarette advertising. 

3 Should be read: Of the 667 adolescents who specified both a product category as 
"worst" TV advertising, and a reason for disliking, 236, or 35% cited product 
categories for "stupid" commercials. 

Hypothesis J: The higher an adolescent's social class, the greater the negative 
attitudes toward television advertising. 

Attitude 
toward TV 
advertising 

pos. 

neg. 

Table 8: Family social class and attitudes 
toward TV advertising (total sample) 

Lower 

51% 
(150) 

49% 
(145) 

100% 
(259) 

Social class 

Middle 

47% 
(150) 

53% 
(172) 

100% 
(322) 

Upper 

41% 
(134) 

59% 
(190) 

100% 
(324) /11=941 

X' = 5.64, 2df, p < .05 

Previous studies of effects of programs on children also led us to hy
pothesize that adolescents who watch a great deal of television will have 
more positive attitudes toward commercials than adolescents who watch 
less television and that less intelligent adolescents will have more posi
tive attitudes than more intelligent adolescents (Schramm, Lyle, and Par
ker, 1961). The data in Table 9 support our hypotheses about exposure 
and attitudes, but the relationship holds only for middle- and upper-class 
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Hypothesis 2: Greater amounts of exposure to television will result in more 
positive attitudes toward television advertising. 

Attitude 
toward TV 
advertising 

pas. 

neg. 

Table 9: Amount of television exposure and 
attitudes toward TV advertising (total sample) 

Amount of exposure 

Low 

40% 
(165) 

60% 
(243) 

100% 
(408) 

High 

49% 
(320) 

51% 
(328) 

100% 
(148) N=1056 

X2 = 7.70, 1df, p. < .005 

adolescents when social class is held constant. The data in Table 11 sup
port our hypotheses concerning intelligence and attitudes: the greater 
the intelligence, the greater the negative attitudes toward television ad
vertising. Both these findings are consistent with previous research con
cerning effects of programs of young people. 

Amt. Exp: 

+ 
Attitude 

Table 10: Amount of television exposure and attitudes 
toward television advertising, controlling 

for social class (total sample) 

Lower Middle 

social class (n=292) social class (n=318) 

Low High Low High 
55% 50% 37% 51% 
(55) (95) + (43) (103) + 

45% 50% 63% 49% 
(46) (96) - (74) (98) -

100% 100% 100% 100% 
(101 ) (191 ) (117) (201 ) 

Upper 

social class (n=321) 

Low High 
35% 47% 
(52) (82) 

65% 53% 
(95) (92) 

100% 100% 
(147) (174) 

X2 = .41,1df, n.S. X2 =5.68,1df,p<.01 X2 =4.06,1df,p<.04 

Hypotheses 4-7, reported in Tables 12-15, concern processes which 
presumably affect attitudes toward commercials. In other research 
(Ward and Robertson, 1971), we found that television advertising often 
complements interaction between parents and teenagers about the con
sumption of goods and services. Thus, we reasoned that adolescents 
from homes characterized by a great deal of communication about con
sumption should have more positive attitudes toward television adver
tising than adolescents from homes characterized by less communica
tion about consumption. The data in Table 12 support this hypothesis. 
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Hypothesis 3: More intelligent adolescents will have more negative attitudes 
toward television advertising than will less intelligent adoles
cents. 

+ 
Attitude 

Table 11: Intelligence and attitudes toward 
TV advertising (Jr. High sample) 

Intelligence 

Low Med. High 
59% 47% 43% 
(40) (85) (107) 

41% 53% 57% 
(28) J95) (141 ) 

100% 100% 100% 
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(68) (180) (248) N =496 

X2=5.29, 2df, p=0.7 

While a slight majority of all adolescents express negative attitudes to
ward commercials, adolescents from high communication homes have 
more positive attitudes than adolescents from low communication 
homes. 

Hypothesis 4: As communication increases within the family about consump
tion of goods and services, adolescents will hold more positive 
attitudes toward television advertising. 

Attitude 

Table 12: Family communication about consumption 
and adolescent attitudes toward 

television advertising (total sample) 

\total sample) 

Family communication about consumption 

Low High 
41% 49% 

+ (202) (219) 

59% 51% 
(292) (232) 

100% 100% 
(494) (451) 

X2 = 5.56,1 df, p=.025 

N= 945 

Hypotheses 5 and 6, reported in Tables 13 and 14, concern the aspira
tions of adolescents. We reasoned that for some adolescents television 
commercials portray attractive life styles and means of achieving them. 
Adolescents who aspire to these life styles should therefore have posi-
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tive attitudes toward commercials. We used two measures of aspiration: 
the perceived parental expectation for the adolescent's occupation and 
social class level, and the adolescent's own aspiration. Both measures 

Hypothesis 5: Adolescents who perceive that their parents want them to 
achieve higher social-economic status, than the family's pre
sent social-economic status, will have more positive attitudes 
toward television advertising than adolescents who do not per
ceive this partial expectation, or who perceive it to a lesser 
degree. 

+ 
Attitudes 

Table 13: Perceived parental expect.ation 
for adolescent's social class status 

(total sample) 

Perceived parental expectation 

No difference or 
slightly higher 
than present SES 

49% 
(79) 

52% 
(84) 

100% 
(163) 

Much higher 
than present 
SES 

46% 
(82) 

54% 
(95) 

100% 
(177) 

X2 = .082, ldf, n.S. 

N = 340 

are based on the Duncan Socioeconomic Index (see Robinson et al. 
1969) which provides a sensitive measure of social class status based on 
an extensive occupational code. 

The data in Tables 13 and 14 do not support our predictions, perhaps 
because adolescents are not firmly set on future occupations and class 
levels, perhaps because they do not clearly perceive their parents' ex
pectation for them. 

The seventh hypothesis concerns the effects of "materialism" on atti
tudes toward advertising. By "materialism," we mean valuing of physi
cal possessions and money as important for personal happiness and for 
social progress. In this era when many young people seem to desire a 
less materialistic existence, we would expect less materialistic adoles
cents to have less favorable attitudes toward television advertising than 
highly materialistic adolescents. The data in Table 15 support this expec
tation. However, when social class is controlled, the relationship holds 
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Hypothesis 6: Adolescents who desire a higher SES level than their family's 
present SES level, will hold more positive attitudes toward tel
evision advertising than adolescents who have less desire for 
higher SES. 

+ 
Attitudes 

Table 14: Adolescent aspiration for SES, and 
attitudes toward television advertising 

(total sample) 

No difference 
or slightly 
higher than 
present SES 

43% 
(131 ) 

56% 
(171 ) 

Aspiration 

Much higher 
than persent 
SES 

47% 
(165) 

53% 
(188) 

535 

100% 
(302) 

100% 
(353) N = 655 

X2 = .747, 1df, n.s. 

Hypothesis 7: Adol<!scents who hold highly "materialistic" values will hold 
more positive attitudes toward television advertising than ado
lescents who hold less materialistic values. 

+ 
Attitudes 

Table 15: Materialism and attitudes toward 
television advertising 

Low 
41% 
(227) 

59% 
(327) 

100% 
(554) 

(total sample) 

Materialism 

High 
50% 
(245) 

50% 
(242) 

100% 
(487) 

X2 =8.74, 1df, p.=.003 

N = 1041 

only for middle-class adolescents-suggesting that materialism is a mid
dle-class phenomenon, at least as measured by the items comprising our 
materialism index. 
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Hypothesis 8: The more positive an adolescent's attitude toward television 
advertising, the greater the recall of TV commercial slogans 
and descriptions 

Low 

Table 16: Attitudes toward television advertising 
and recall of commercials 

hotal sample) 

Attitudes toward TV advertising 

+ 
21% 19% 
(102) (111 ) 

19% 23% 
Recall * Medium (91 ) (134) 

34% 32% 
High (168) (183) 

26% 25% 
Very High (126) (145) 

*16-item scale: 

Low 
Medium 
High 
Very high 

100% 100% 
(487) (573) 

X2 = 3.62, 3df, n.s. 

= 10 items or less (22% of total sample) 
= 11-12 items (22% of total sample) 
= 13-14 items (32% of total sample) 
= 15-16 items (24% of total sample) 

N = 1060 

The final two hypotheses treat attitudes toward television advertising 
as the independent variable. We expected adolescents who have more 
positive attitudes toward commercials to recall more commercial con
tent, and to report greater influence of commercials on buying, than ado
lescent:. with negative attitudes. However, the data in Tables 16 and 17 
do not support our predictions. Attitudes toward television advertising 
were not related to recall or to self-reported effects on buying. 

Hypothesis 9: Adolescents who hold more positive attitudes toward television 
advertising will report more effects in buying of TV commer
cials than adolescents who hold negative attitudes toward tele
vision advertising. 
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Self-reported 
effects on 
buying* 

* Low effects 
*Medium effects 

High effects 

Table 17: Attitudes towllrd television advertising 
and self-reported effects on buying of commercials 

(total sample) 

Attitudes 

+ 
22% 21% 

High (105) (123) 

28% 27% 
Meduim (138) (154) 

Low 
50% 52% 
(245) (299) 

100% 100% 
(488) (576) 

X2 = .382,2 df, n.s. 

= nothing purchased 
= one item purchased 
= two or more items purchased 

SUMMARY AND CONCLUSIONS 

537 

N = 1,064 

Adolescents do not have extensive, firm attitudes toward television 
advertising. Many adolescents we surveyed did not list a commercial as 
representative of the "best" or "worst" on television or did not give a 
reason for liking or disliking particular commercials. As much as market
ers may wish advertising to be somewhat salient to adolescents, this 
does not seem to be the case. This "low salience" finding h ~onsistent 
with other studies of adult samples (Bauer and Greyser, 1968). 

However, the lack of clear, well-developed attitudes is not sufficient 
reason to ignore this aspect of the process of learning to be a consumer. 
At least some adolescents are quite responsive to some kinds of televi
sion advertising, and marketers should be interested in understanding 
their likes and dislikes. 

Our findings suggest that other cognitive phenomena should be more 
extensively investigated. For example, although we did not find a rela
tionship between attitudes and recall, the absolute level of recall was 
high. On the 16-item recall scale used to test Hypothesis 8, for example, 
over 50 percent of the sample correctly identified 13 or more of the 16 
items. Learning may occur independent of attitudes, but further re
search should examine the prediction and consequences of differential 
learning of commercials. 
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We found social class, amount of television exposure, and intelligence 
to be related to attitudes toward commercials. Lower-class adolescents 
had somewhat more positive attitudes toward commercials than their 
higher-class counterparts. Middle- and upper-class adolescents who 
watched relatively high amounts of television were more positive than 
adolescents who watched less television. More intelligent asolescents 
were more negative in their attitudes toward commercials than less intel
ligent adolescents. 

We found that adolescents from homes characterized by high commu
nication about consumption, as well as adolescents who held relatively 
materialistic values, were relatively positive toward commercials~ How
ever, we did not find a relationship between the occupational and social 
class aspirations of adolescents and attitudes toward commercials. Fi
nally, we did not find attitudes toward commercials to be a good predic
tor of recall or of effect on buying. 

The failure to confirm some of our hypotheses may be due to difficulty 
with some of our measures, including the attitudes-toward-advertising 
index. In future research, we plan to focus on the dimensions of the 
concept which our data suggest are particularly salient for adolescents: 
stylistic or presentation characteristics, belief in claims, and humor. 
Such an improvement in the measure may lead us to a more complete 
picture of the role of television advertising in shaping the development 
of consumer behavior. 
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FOOTNOTES 

1. This paper was presented to the meeting of the American Marketing 
Association, September 1970. 
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Appendix A: Summary of indices 

Index 

Attitudes toward 
TV advertising 

Operational definition 

Cognitive and affective 
orientations concerning 
liking of and belief in 
TV advertising; 
advertising as indication 
of product quality; 
efficacy of advertising 

Socioeconumic Duncan Socioeconomic 
status; social class index 

Family communi
cation about 
consumption 

Media use 

Intelligence 

Materialism 

Overt parent-adolescent 
interactions concerning 
consumption of goods 
and services 

Self-reported average 
time per day spent 
watching television, 
listening to radio; 
number of periodicals 
subscribed to or read, 
time spent reading 
newspaper 

School test scores 
(IQ, etc.) 

Orientation emphasizing 
physicaJ possessions 
and money for personal 
happiness and social 
progress 

Measure 

4-point frequency and 
"agree-disagree" items, 
such as: "TV commercials 
tell the truth"; "TV 
advertising makes people 
buy thin,gs they don't 
really wa 11. " 

5-digit occupational 
code including 3-digit 
IRS code, 2 digit code 
indicating popUlation 
decile of occupation 

4-point "often-never" 
items, such as: "How 
often do you ask your 
parents for advice about 
buying things?" 

Closed-end time spent 
items; open-end items 
for periodical 
subscriptions or reading 

Track in school 

4-point frequency and 
"agree-disagree" items, 
such as: "It's really 
true that money can buy 
happiness. " 
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Advertising recall 

Effects on buying 

Aided recall of national 
TV advertising cam
paigns aired during 
1969-70 

Self-reported influence 
of commercials on 
purchase behavior; single 
effect of commercial, or 
effect of commercial for 
product already known 
about 

PATTERNS OF USE 

16 incomplete slogans 
or descriptions of 
commercials, such as: 
"The Green Phantom ... " 

Open-end ques~ion 
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Racial Differences in Responses to 
Advertising Among Adolescents 

Daniel B. Wackman 
Greg Reale 
Scott Ward 

The major purpose of this paper is to compare the responses of black 
and white adolescents to television advertising. l In particular, three 
dimensions of these responses are compared: choices of "best" and 
"worst" ads and the reasons given for these choices (including re
sponses to specific aspects of ads); media behavior of black and white 
adolescents, with particular emphasis on the reasons adolescents have 
for watching commercials; and learning of several aspects of consumer 
roles. 

Little research has compared blacks with whites on each of these 
dimensions, and almost no research has compared black with white ado
lescents. Barban has compared black and white adults' reactions to ads in 
several studies, generally finding that their reactions are very similar 
(Barban and Cunditt, 1964; Barban and Granbaum, 1965). Bauer and 
Cunningham (1970) also found a high degree of similarity between black 
and white adults' attitudes toward advertising and specific reactions to 
ads. 

Only one study examined black and white adolescents' reactions to 
ads. In this study, Parente (1969) showed both all-white and integrated 
ads to black and white sixth graders. He found no differences in seman
tic differential responses to either the all-white or the integrated ads. 

Somewhat more research has been done in the area of media behavior 
and reasons for media use. A number of studies have compared media 
use and program preferences of black and white adults-Carey (1966), 
CBS (1968), Greenberg and Irwin (1970), Larson (1968), but few studies 
have surveyed black and white adolescents. Dominick and Greenberg 
(1971) compared amounts of use of various electronic and print media 
among black, low-income white, and middle-income white tenth and 
eleventh graders. They that found. the two groups of white youth were 
similar to each other and different from blacks in program preferences 
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and in use of all mass media. This contrasts with findings from Green
berg and Dervin's (1970) study of adult media behavior, in which low
income blacks and whites were similar to each other and different from a 
general population sample of whites. In a study of reading interests, 
Olson and Rosen (1967) found several differences between groups of 
black and white ninth graders. 

Gerson (1966) found that black adolescents were more likely to watch 
television shows and movies and read magazines and books to learn 
about dating than were white adolescents. Similarly, Dominick and 
Greenberg (1971) found that black adolescents were more likely than 
whites to watch television to learn "what life is really like," "how oth
ers solve the same problems I have," and so on. No research, however, 
has compared black and white adolescents' reasons for watching com
mercials. 

Finally, no research has com pared consumer learning among black 
and white adolescents. . 

In short, little research regarding racial differences in responses to 
advertising has been done, and almost none of this research has investi
gated racial differences among adolescents. The research presented in 
this paper will bring some empirical data to this area. 

METHODOLOGY 

The data reported here were gathered in April 1970 in 12 schools in 
Prince Georges County, Maryland, through self-administered question
naires. The sample consisted of 1,149 students in eighth through twelth 
grades-l ,049 white and 100 blacks.2 Open-ended questions were used 
to measure ad preferences, reasons for liking or disliking ads, and 
amount of television and magazine use. Close-ended questions were 
used to measure all the other responses discussed in the paper. 

The black and white samples were nearly identical in distributions of 
age, sex, and grade in school. The white sample was higher than the 
black sample in social class as indexed by father's occupation. 

Tables reported here show differences between black and white ado
lescents without control for social class. Data analyses run with control 
for social class are not different from thl:: data reported here. Indeed, 
social class in both the black and white samples was not significantly r~·· 
lated to the overwhelming majority of measures discussed in the paper. 

FINDINGS 

Reactions to television advertisements 

Choices of "best" and "worst" ads, reasons for these choices, and 
responses to features of ads are presented in Tables 1 to 6. Table 1 indi-



EFFECTS OF ADVERTISING 545 

cates that white adolescents were more likely to choose a "best" ad or a 
"worst" ad than were black adolescents. This result is not due to a re
sponse bias; on other open-ended items, the same percentage of black 
and white adolescents failed to respond. A possible explanation of the 
lower choice rate among black adolescents is that television commer
cials are less relevant to them, since the commercials depict products 
which are less a part of black adolescents' lives and show people with 
whom they do not identify. However (as will be seen below), black ado
lescents were more likely than whites to say they watched television 
commercials for "social utility" reasons (to find out how others live, to 
find out how to make a good impression on others, etc.). This finding 
seems to conflict with the present interpretation. 

Table 1: Percent of adolescents choosing a 
"best" and a "worst" commercial 

Black White 

Percent choosing a "best" commercial 58% 
Percent choosing a "worst" commercial 58% 

N (100) 

72% 
68% 

(1049) 

Tables 2 and 3 indicate that black and white adolescents choose highly 
similar types of commercials as "best" and give similar reasons for lik
ing them. The only major difference in types of commercial chosen is 
that blacks were more likely to choose food and gum ads as "best." The 
reasons given for liking the ads were quite similar for blacks and whites, 
the major differences being that blacks were more likely to say the 

Table 2: Types of commercials chosen as "best" 

Drug, patent medicine 
Automobiles 
Soft drinks 
Food, gum 
Antismoking 
Other 

N 

Black White 

12% 
12 
14 
19 
10 
33 

17% 
14 
14 

7 
12 
36 

100% 100% 

58 767 

"best" ad was "beautiful," while whites were more likely to say it was 
"different" or "interesting." These data support Barban' s (1965) finding 
that black and white adults have essentially the same structure in their 
reactions to ads, and Parente's (1969) finding that black and white sixth 
graders have essentially the same (favorable) evaluation of all-white and 
integrated ads. 
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Table 3: Reasons cited for liking "best" commercial 

Black White 

Humor, funny 34% 32% 
Straightforwardness 20 18 
Beautiful 18 12 
Stylistic, visual 11 11 
Different, interesting 9 17 
Other 8 10 

100% 100% 

N (56) (726) 

On the other hand, blacks and whites' choices of "worst" ads and 
their reasons for disliking these ads were somewhat different (Tables 4 
and 5). Blacks were more likely to choose deodorant-cosmetic, automo
bile, and food-gum ads as "worst"; whites were more likely to choose 
cigarette and laundry soap ads as "worst." Further, blacks were more 
likely to say the ads were bad for stylistic reasons or because they were 
boring and too long. Whites were more likely to say the ads were stupid 
and insulted their intelligence or were in bad taste. 

Table 4: Type of commercial chosen as "worst" 

Black White 

Cigarettes 14% 23% 
Deodorant, cosmetics 22 15 
Laundry soap 12 19 
Automobiles 12 5 
Food, gum 16 9 
Other 24 29 

100% 100% 

N (58) (712) 

Table 6 indicates that black and white adolescents were similar in their 
negative evaluation of several specific aspects of telp.vision commer
cials, although whites are more negative on three of four items. Only on 
the general attitude item is the difference between the two groups statis
tically significant. 

Table 5: Reasons cited for disliking "worst" commercial 

Black White 

Stupid, insults intelligence 30% 38% 
False, hypocritical 21 21 
Stylistic 25 14 
Boring, too long 16 10 
Bad taste 2 9 
Other 6 8 

100% 100% 

N (51 ) (670) 
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These data indicate that, in most ways, black and white adolescents 
have quite similar reactions to ads. Though whites were more likely to 
select an ad as "best" or "worst," the types of commercials chosen as 
"best" and the reasons for this choice were very similar for blacks and 
whites. Blacks and whites were also quite similar in their generally nega
tive evaluation of TV commercials. Major differences between blacks 
and whites appear only in the choice of "worst" ads and the reasons 
given for this choice-though even here, in two of the three categories 
with the largest percent of responses (stupid, insults intelligence, and 
fake or hypocritical) blacks and whites show quite similar percentages. 

Table 6: Attitudes toward television commercialsa 

Black White 

Most commercials are too long 72% 76% 

Most commercials are in poor taste 
and are very annoying 64 68 

TV commercials tell the truth 30 35 

I like TV commercials 43 30 

N (98) (1032) 

aTable entries are percent of respondents agreeing with the item. 

bS > W indicates a difference statistically significr·»t at p < .05, 

Media behavior and reason', tor watching 
commercials 

Differenceb 

n.S. 

n.s. 

n.s. 

B>W 

Differenc,,-· between black and white adoiescents in time spent using 
various media are reported in Table 7. Blacks watched substantially 
more televIsion daily than white~; 'a,nd they listened to the radio more. 
These results support Dominick and Greenberg's (1971) finding regard
ing television use but contradict their finding that whites listen to the ra
dio more than blacks. In the present study, whites reported reading 
newspapers and magazines more frequently than did blacks; these re-
sults support Dominick and Greenberg's findings, .. 

Thus, in our sample, blacks were relatively more orientecj to "elec
tronic" media than whites, and whites were relatively more "p~int" ori
ented than blacks. However, for both blacks and whites, the dominant 
medium was television. 

A consistent pattern of difference between blacks' and whites' rea
sons for viewing commercials is found in the data (Table 8). Blacks were 
more likely than whites to say they watched commercials for social utili
ty reasons (to learn how to solve problems, learn how to make a good 
impression on others, learn I)ow to be successful), for communication 
utility reasons (to provide e')mething to talk about with parents and 
friends), and vicarious consumption reasons (to see things I'd like to 
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Table 7: Amount of media use 

Black White Differencea 

Electronic 
Hours spent watching TV yesterday 4.4 3.1 

Hours spent listening to the radio 
yesterday 2.7 1.6 

Print 
Percent reading a newspaper at 
least four times per week 51% 62% 

Percent reading two or more 
magazines regularly 34% 46% 

N (99) (1035) 

as> W indicates a difference statistically significant at p < .05. 

have, let me dream of the good life). Th0se results support Gerson's 
(1966) finding that blacks use media more than whites for information 
about dating, and Dominick and Greenberg's (1971) finding that blacks 
are more likely than whites to watch television shows to learn such 
things as "what life is really like" and "how others solve the same prob
lems I have." Of course, the difference in the present study jg that 
blacks are more likely than whites to report watching commercials for 
these purposes. 

Table 8: Reasons for viewing TV commercials 

Black White Differencea 

Social utility reasonsb 7.2 5.2 
Communication utility reasonsc 1.8 1.3 
Vicarious consumption' reasonsd 2.8 2.4 

N (96) (1015) 

a B> W indicates a difference statistically significant at p < .05 

b The index of social utility reasons consisted of seven items: 
1. I find out what kinds of people buy the things advertised. 
2. Commercials show how other people solve the same problems I have. 
3. Some of the people they show are examples of what I wish'l were. 
4. Commercials help me learn how to make a good impression on others. 
5. Commercials tell me the "in" things to buy. 
6. I watch them because they show what qualities people like in others. 
7. Commercials tell me how to be successful. 

c The index of communication utility reasons consisted of two items: 
1. I. w:Jtch commercials to give me something to talk about with my parents. 
2. ! watch commercials to give me something to talk about with my friends. 

d The index of vicarious consumption reasons consisted of two items: 
1. They show me things l'dUke to hilVe. 
2. They let me dream of the good life. 

B>W 
B>W 
B>W 

It should be noted that these findings refer to relative differences. 
Most black and white adolescents do not watch television commercials 

I 
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for these reasons. To measure these reasons, the respondents were 
asked whether a given reason for watching commercials was "a lot like 
me" "a little like me," "not much like me," or "not at all like me." In 
response to the social utility item ("Commercials show how other peo
ple solve the same problems I have"), only 34 percent of the blacks and 
19 percent of the whites reported the statement was a lot or a little like 
them. For the social utility item ("I watch TV commercials because they 
show what qualities people like in others"), 37 pergent of the blacks and 
22 percent of the whites said this was either a lot or a little like them. For 
the communication utility item ("I watch commercials to give me some
thing to talk about with my friends"), 30 percent of the blacks and 21 
percent of the whites reported this was a lot or a little like them. 

As noted previously, social class was not significantly related to media 
use or reasons for watching commercials. However, age was related to 
several of these variables. Junior high blacks and whites were more like
ly to watch commercials for social utility, communication utility, and 
vicarious consumption reasons than were. their senior high counterparts. 
It would seem, then, that younger students, who are probably in an ear
lier stage of learning social 'norms and how to behave socially, are more 
likely than older students to try to find this kind of information in the 
media-in this case, in television commercials. Older students, with 
more social experience, probably have less need for this kind of infor
mation and/or have found the information presented in commercials not 
very useful for social purposes. 

Clearly, then, television commercials do not have high "social utility" 
or "communication utility" for most adolescents. But they do seem to 
have somewhat more utility for black adolescents than for white adoles
cents and more for younger than for older adolesc((nts. Apparently, not 
only do television shows and other media supply more socially useful 
information for black adolescents, as previous research indicated, but 
television commercials also do the same-at least, as the adolescents 
perceive it in terms of their reasons for watching commercials. 

Consumer learning 

Consumer learning-acquiring attitudes, values and skill relating to 
buying behavior-involves several different kinds of learning, which can 
be ordered according to levels of complexity .. The simplest level of 
learning is recall of commercials, indexed here by a test of identification 
of product and company slogans used in television advertising 
(" has a better idea"). A somewhat more complex level of 
learning involves orientations toward marketing institutions (indexed 
here by a measure of attitudes toward advertising) and toward consump
tion (indexed here bya materialism scale). Finally, a higherlev.el of 
learning complexity involves behavioral response. to' advertising, in-
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dexed here by an adolescent's report of buying products after seeing ads 
for the products. 

Table 9 indicates no difference between black and white adolescents 
in recall of commercial slogans and attitudes toward advertising. Both 
black and white adolescents have a rather high recognition of commer
cial slogans, and both are somewhat negative toward adverti~ing. Blacks 
are more materialistic than whites, and they report more purchases of 
products in response to ads than do whites. It may be that black adoles
cents, who are probably from a relatively more deprived material envi
ronment, feel a stronger need to have consumer goods than whites do; 
this may also account for their being more responsive to ads in subse
quent purchase behavior. 

Table 9: Consumer learning 

Black White Differencea 

Recall b 11.9 12.4 n.s. 
Attitudes toward advertisingC 6.5 6.1 n.s. 
Materialismd 12.2 11.5 B>W 
Effects of ads on buyinge .9 .7 B>W 

N (98) (1033) 

a B > W indicates C! difference statistically significant at p < .05. 

b The recall scale consisted of 16 fill-in the blank items requiring recall of commercial 
slogans, e.g., has a better idea. 

CAttitudes toward advertising was a three item agree-disagree scale 
1. Most commercials are too long. 
2. Most commercials are in poor taste and are very annoying. 
3. I like TV commercials. 

d Materialism was a five item agree-disagree scale: 
1. A lot of social problems today could be solved if all people could just have more 

material possossions-Iike cars, televisions, etc. 
2. It's really true that money can buy happiness. 
3. All the things you can buy today really show how great America is. 
4. People judge others by the things they own. 
5. I buy some things that I secretly hope will impress other people. 

e The effects of ads on behavior scale consisted of one open-ended question: 
Have you bought anything for yourself or others because of TV advertising? 
What? Respondents could write-in two products. 

On none of these measures did junior high and senior high students 
within the black or white subgroups differ significantly from each other. 
Apparently, in terms of the measures of consumer learning used here, 
most learning had occurred by the time the students reached seventh 
and eighth grades. 

SUMMARY 

The overall impression of black and white adolescents' responses to 
advertising is that they simply are not very different. The two groups 

I 
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were very similar in their choices of types of commercials as "best" ads 
and in the reasons for these choices. They did differ somewhat in the 
types of commercials chosen as "worst" ads and in the reasons for 
these choices, although for two of the three largest categories of reasons 
for disliking the "worst" ads, blacks and whites had quite similar per
centages. 

Black adole<:()ents were more likely than whites to say they watch 
commercials for social utility, communication utility, and vicarious con
sumption reasons, but relatively few adolescents in either group 
watched commercials for these reasons. Blacks and whites were no dif
ferent in recall of commercial slogans and in attitudes toward advertis
ing. Blacks were more materialistic and more likely to report purchasing 
products in response to ads, but differences between blacks and whites 
were not large. 

Thus, black and white adolescents do not differ very much in most of 
their responses to ,1dvertising. This is the case even though blacks spend 
an hour and a quarter more per day watching television and an hour 
more per day listening to the radio than whites and therefore are subject
ed to many more commercials. Apparently this greater exposure does 
not have much impact on black adolescents which might differentiate 
them from their white counterparts. 
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FOOTNOTES 

1. ThIS resear~h was supported by the National Institute of Mental 
Health (Contract No. HSM 42-70-74). Dr. Wackman is an assistant 
professor and director of the Research Division of the School of 
Journalism and Mass Communication, University of Minnesota. Mr. 
Reale is a research assistant at the Marketing Science Institute. Dr. 
Ward is an assistant professor at the Harvard Business School and· 
senior research associate, Marketing Science Institute. 

2. Because of racial problems in the Prince Georges County schools, we 
were unable to interview in predominantly black schools in the 
spring. Therefore, to increase the sample of black adolescents, we 
administered additional questionnaires in October 1970. Approxi
mately half the black sample completed questionnaires in the spring, 
half in the fall. 



-------~-- ------ --

EFFECTS OF ADVERTISING 553 

REFERENCES 

Barban, A.M., and Cundiff, E.W. Negro and white response to advertis
ing stimuli. Journal of Marketing Research, 1964, 1,53-56. 

Barban,A.M., and Grunbaum, W.F. A factor analytic study of Negro 
and white responses to advertising stimuli. Journal of Applied Psy
chology, 1965,49,274-79. 

Bauer, R.A., and Cunningham, S.M. Studies in the Negro market. Cam-
bridge, Mass.: Marketing Science Institute, 1970. , 

Carey, J.W. Variations in Negro/white television preference. Journal of 
Broadcasting, 1966, 10, 199-212. 

Cohlmbia Broadcasting System. White and Negro attitudes towards race 
related issues and activities. Princeton , N.J. : Public Opinion Re
search Corp., 1968. 

Dominick, l.R., and Greenberg, B.S. Mass media functions among low
income adolescents. In Greenberg, B.S., and Dervin, B. Use of the 
mass media by the urban poor. New York: Praeger, 1970. 

Gerson, W.M. Mass media socialization behavior: Negro-white differ
ences. Social Forces, 1966,45,40-50. 

Greenberg, B.S., and Dervin, B. The role of the mass media for urban 
poor adults. In Greenberg and Dervin, Use of mass media by the 
urban poor. New York: Praeger,1970. 

Larson, C.M. Racial brand usage and media exposure differentials. In 
Cox, K., and Enis, B. (Eds.) A new measure of responsibility for 
marketing. Philadelphia, Pa.: American Marketing Association, 
June 1968. 

Olson, A.V., and Rosen, C.L. A comparison of reading interests of two 
populations of ninth grade students. Adolescence, 1967,1,321-26. 

Parente, D.M. An investigation of the responses of Negro and white 
children to integrated advertising stimuli. Unpublished master's 
thesis, University of Illinois, 1969. 



554 PATTERNSOFUSE 

Family and Media Influences on 
Adolescent Consumer Learning 

Scott Ward 
and 

Daniel Wackman 

The focus of this paper is on "consumer learning" processes-proc
esses by which adolescents acquire skills and attitudes relating to the 
consumption of goods and services. I We examine intrafamily and mass 
media communication as they affect consumer learning processes, and 
describe some demographic predictors of consumer learning. 

While the area of consumer learning has received little attention in 
published research sources (Herrmann, 1969), it would seem to be an 
important area for research for several reasons. Young people comprise 
a large specialized market segment for many products and services. 
They influence purchases within family and peer groups. In addition, 
childhood and adolescent experiences relating to consumption presuma
bly affect patterns 01 "onsumer behavior in adult life. 

From the point of view of communication research, the area of con
sumer learning is important for two reasons. First, television advertising 
comprises a large amount of air time. On the average, between one and 
two of every ten minutes is devoted to advertising. Commercials are the 
number three content category, behind movies (32 percent) and comedy
variety (17 percent) but ahead of action (13 percent) and eight other cate
gories (Steiner, 1963). Therefore, young people are likely to be exposed 
to a great deal of television advertising. In light of the high incidence of 
television advertising, it is particularly surprising that communication 
research has focu>J,d on effects of television programming on young 
people, to the virtuat exclusion of examination of effects of television 
advertising. 
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A second reason for the relevance of consumer learning to communi
cation research is that the area offers the possibility of studying effects 
of communication on overt behavior, as reported by adolescents. 

BACKGROUND 

Research relevant to the stud y rf adolescent consumer learning is typ
ically of two types: research examIning family consumer processes, and 
research examining consumption-related variables within static age 
groups of children. Research examining family processes, however, 
usually is limited to consideration of husband-wife dyads (Granbois, 
1967; Kenkel, 1961; Komarovsky, 1961; Pollay, 1969; Wolgast, 1958). 
Little systematic evidence exists concerning the role of parent-child in
teraction in affecting consumer learning processes of offspring (see 
Ward and Robertson, 1971). 

Research focusing on static age groups has examined such topics as 
attitudes toward saving vs spending and marginal propensities to con
sume (Cateora, 1963; Phelan and Schvaneveldt, 1969). Additionally, 
research has examined developing patterns of consumer behavior 
among young children to commercial messages (Wells, 1965, 1966). 

Communication research, on the other hand, has generally ignored 
television advertising's effects on young people, while concentrating on 
programming effects: Published studies of advertising's effects have 
generally focused on adults rather than on young people (Steir.er, 1963; 
Bauer and Greyser, 1968). • 

Nevertheless, several points of view developed in consumer and 
communication research are relevant to the present study of family and 
media communication influences on consumer learning. Communication 
research has examined the interactions of family 'and maSs media as pri
mary factors in socialization processes, especially political socialization 
(Chaffee et aI., 1967; Jennings and Niemi, 1968; Hess and Torney, 1967). 
Communication research has also focused on reasons for watching tele
vision (Greenberg and Dominick, 1968) and simple measures of time 
spent watching, which characterized earlier media research. 

With respect to the dependent variables, recent research has demon
strated that communication effects-particularly mass communication 
effects-do not operate in simple stimUlus-response fashion (Klapper, 
1960; Bauer, 1963). It would also be inaccurate, however, to consider 
communication as merely a reinforcer of existing cognitive states or 
behavioral patterns, as one prevalent view of mass media effects would 
have it (Klapper, 1960). Most of the evidence for this point of view is 
from studies of attitude change. However, socialization processes are 
characterized by attitude formation and learning processes. Thus, varia
bles other than attitude change, such as attitude formation and learning, 
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more accurately indicate mass communication effects and, perhaps, 
predict behavioral effects. 

In the present research, our interest is in four criterion vari
ables: recall of commercial content, attitudes toward television advertis
ing, materialistic attitudes, and self-reported effects of commercials on 
buying behavior. We expect that various demographic indices will be 
related to these criterion variables. Our interest is in demographic char
acteristics of adolescents which, in effect, "locate" the adolescent in 
the social environment-socioeconomic status, intelligence, and availa
ble money. 

Within demographically defined groups, however, we expect that ado
lescent consumer learning will vary depending on the relative presence 
or absence of intrafamily communication about consumption matters 
and on the adolescent's media use. Our concern is with two dimensions 
of media use: amount of print and television use, and motivations or 
reasons adolescents watch television commercials. Thus we are con
cerned with the reasons adolescents watch commercials, as well as with 
the amount of television and print use. 

Previous writers suggest that people may attend to mass media com
munication for social reasons. For example, by watching commercials 
they may form impressions of what kinds of people buy certain products 
or brands, and they may develop associations of products with various 
life styles (OgiIvy, 1963). These "social utility" reasons for watching 
commercials may provide a means of conforming to the perceived ex
pectations of others-that is, individuals may feel that if they buy a cer
tain product or brand, they can manipulate the impression others have 
of them (Ward and Gibson, 1960). 

Individuals may also attend to mass communication in order to pro
vide a basis for later interpersonal communication (Chaffee and McLeod, 
1967). Such "communication utility" motivations may also apply to 
watching television commercials. 

Finally. people may attend to commercials as a means of vicarious 
participation in desired life styles or as a means of vicarious association 
w{th attractive others. 

METHODS 

Data for this study were obtained in a 1970 survey of 1,094 eighth 
through twelfth graders in the Prince Georges County, Maryland, school 
district. The adolescents received self-administered questionnaires in 
randomly selected classrooms in twelve schools. The questionnaires 
took about 45 minutes (one class period) to complete. 

While Prince Georges County provides a good cross-section of Ameri
can social classes, the sample distribution slightly overrepresents the 
middle class. This may result from the undersampling of classrooms 
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from predominantly black schools. Because of racial tensions at the 
time of the survey, these schools refused to permit questionnaire distri
bution. 

The sample is divided into junior high school students (eighth and 
ninth grades, n=537) and senior high school students (tenth, eleventh, 
and twelfth grades, n=557). 

The variables in this research consist of scales formed by summing 
several items. 2 The procedure for developing the scales was to factor
analyze items relevant to areas of a priori interest where appropriate. 
Items which failed to load on the hypothesized factors were discarded 
and remaining items were summed to form the scale. 

RESULTS 

A primary concern is the extent to which different kinds of consumer 
learning change over time-or, to put it some'.'lhat differently, what de
velopmental changes occur during adolescence in different kinds of con
sumer learning. Comparisons between junior and senior high respond
ents indicate no differences on the several learning criteria-recall, at
titudes, materialism, and effects on buying behavior. Thus it would ap
pear tha~ there are no gross developmental changes during the adoles
cent period, at least in terms of our criteria of four kinds of consumer 
learning shown in Table 1. 

In contrast to the lack of differences on the criterion variables, how
ever, we find differences between junior and senior high respondents on 
nearly every communication variable. In general, younger adolescents 
engage in more communication and are more likely to watch commer
cials for social utility reasons than older adolescents. The data in Table 
1 also inrlicate that younger adolescents watch more television than 
older adolescents and talk more with their parents about consumption. 

Table 1: Consumer learning and communication 
variables by age groupa 

Younger Older 

Recall of ads 12.4 12.3 
Attitudes toward TV ads 6.2 6.1 
Materialism 13.4 13.4 
Effects of ads on buying 0.7 0.7 
Exposure to TV 3.6 2.8 
Exposure to magazines 2.6 2.6 
Family communication about consumption 8.8 7.5 
Social utility reasons 6.0 4.7 
Communication utility reasons 1.6 1.1 
Vicarious consumption reasons 2.6 2.4 

Differences 

n.s. 
n.S. 
n.s. 
n.S. 

Y>O 
n.s. 

Y>O 
Y>O 
Y>O 

n.s. 

a Table entries are the mean scores for the age gorup on particular scales. Unless n.s. 
indicated, differences between younger and older samples are significant at the .05 
level or beyond. 
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Younger and older adolescents are equal in their use of magazines. Fur
thermore, while junior high respondents watch television commercials 
for social and communication utility reasons to a greater extent than 
senior high respondents, the two groups do not differ in watching televi
sion commercials for vicarious consumption reasons. 

These results suggest that although younger and older adolescents 
may be at the same level in terms of consumer learning, the processes of 
learning may differ for the two age groups. Mean scores for the two 
groups differ on the independent and mediating variables. We defer a 
closer examination of this question until later. 

A second consideration is to examine to what extent the different 
kinds of consumer learning occur together or occur independently of 
each other. Moreover, do the patterns of relationships among the criteri
on variables change over time? If the relationships among ~he criterion 
variables were stronger for older than for younger adolescents, this 
would indicate an increase in the integration of different aspects of con
sumer learning during adolescence. However, this kind of development 
does not seem to occur, as can be seen in Table 2. Corr(1lations among 
the criterion variables for both younger and older adolescents are nearly 
all essentially zero. Thus, it would seem that the several criteria of con
sumer learning we have used in this study are quite independent of each 
other, including the general orientation measures of attitudes toward 
advertising and materialism. 

Differences in consumer learning between 
younger and older adolescents 

The remainder of;theanalysis concerns differences in consumer learn
ing processes for younger and older adolescents. Our procedure is to 
examine the relationship bet.ween a set of independent variables and 
each criterion variable. 

Recall of ads 

Table 2: Correlations among consumer learning variables 
for younger and older adolescentsa 

Recall Attitudes Materialism 

-.01 -.08 
Attitudes toward 

TV ads .08 .05 
Materialism .01 .07 
Effects of ads on 

buying .05 .13 .06 

Effects on 
Buying 

.08 

.04 

.11 

a Table entries are product-moment correlation coefficients. Entries in the upper 
right triangle of the matrix are correlations for younger adolescents; entries in 
the lower left triangle are correlations for older adolescents. 
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With each criterion variable, a step-up regression analysis was con
ducted with three sets of independent variables. Demographic variables 
included the adolescent's social class, available money, and intelligence. 
Communication variables included amount of time spent watching tele
vision yesterday, number of magazines subscribed to and read, and 
amount of family communication about consumption. Reasons for 
watching television commercials included social utility, comm unicatory 
utility, and vicarious consumption reasons. Analyses were carried out 
separately for younger and older adolescents. 

Recall of television advertising 
Recall of television advertising is a measure of the simplest kind of 

consumer learning, basically indicating an awareness of the themes and 
slogans of American companies and consumer products. For younger 
adolescents, the respondents' intelligence. and their magazine reading 
were the two variables that met our criterion of accounting for at least 
one percent of the variance of the criterion variable. As can be seen Ta
ble 3, intelligence was a much better predictor of recall than exposure to 
magazines. For older adolescents, intelligence was again the strongest 
predictor, with television time the only other important predictor. 

Intelligence, which in school tests mainly reflects verbal skills, is the 
primary predictor of commercial retention. Perhaps one should not be 
surprised that amount of media exposure is a less certain correlate. Con
sidering the redundancy of commercial messages, it takes limited con
tact with the media to gain exposure to most prominant ads. However, 
storing and retrieving their content depend on the verbal skills that gov
ern perform'lnce at a wide range of communicatory tasks in modern so
ciety. 

Attitudes toward television advertising 
Attitudes toward television advertising are a measure of a more com

plex kind of consumer learning. Table 3 indicates that, among younger 
adolescents, two variables accounted for much of the variance: social 
utility reasons for viewing commercials, and time spent watching televi
sion. By contrast, among older adolescents three different variables 
accounted for much of the variance: vicarious consumption reasons for 
viewing commercials, family communication about consumption, and 
socioeconomic status. Thus, it would appear that markedly different 
processes are involved for the two groups of adolescents in learning 
general attitudes toward advertising. 

Materialism 
Like attitudes toward advertising, materialism is a measure of more 

complex kinds of consumer learning, indicating an orientation which 
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Table 3: Relationships between recall of ads, attitudes toward TV advertising, 
materialism, effects of advertising on buying, and the independent variables 

for younger and older adolescentsa 

Recall Attitudes Materialism Effects 

Young Old Young Old Young Old Young 

Socioecor,omic 
status .07 .08 .02 -.11 .06 -.02 -.01 

I ntellige.'cE .34b .29 .04 .07 .07 -.17 .06 
Available money .00 .01 .07 .08 .11 .01 .07 
Family communication .00 .06 .06 .13 .03 .07 .18 
TV exposure .10 .16 .'iD .03 -.01 -.07 -.09 
Print exposure .13 .07 .01 .04 .07 -.01 .12 
Social utility .06 .06 .14 .02 ,17 .11 .21 
Communication 

utility .01 .02 .03 .06 .09 .05 -.16 
Vicarious 

consumption -.02 .02 .06 .16 .11 .17 .12 
Multiple correlation 

coefficient (R I .39 .31 .25 .29 .34 .38 .37 

a Cell entries are beta-weights between the independent variables and the four 
dependent variables. These standardized partial regression coefficients represent 
the relationship between the independent and the dependent variable with all 
other independent variables controlled. 

b The boldfaco entries indicate those variables, when added in the step·up regression 
equation, increased the amount of variance accounted for by at least one percent. 

Old 

.02 

.02 

.08 

.26 
-.09 
-.03 

.08 

.08 

-.03 

.31 

views material goods and money as important for personal happiness 
and social progress. For younger adolescents, three factors accounted 
for much of the variance: social utility, vicarious consumption reasons 
for viewing television commercials, and the amount of money an adoles
cent usually has available. For older adolescents, social utility and vicar
ious consumption reasons for viewing commercials were aLso. important 
predictor variables; however, the third variable for this age group was 
intelligence, which was negatively related to materialism. 

These results suggest that among both age groups, the processes in
volved in learning a materialistic orientation are quite similar and quite 
str~ngly related to the adolescent's television viewing behavior, espe
cially reasons for watching commercials. 

Effects of television advertising on buying 
behavior 

Our measure of effects of television advertising on buying behavior is 
a self-report item which asks whether the adolescent feels he has been 
directly influenced by television advertising in buying a specific product. 
This variable is essentially a measure of behavioral effects of advertis
ing. 
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Table 3 indicates that three variables are important predictors of this 
kind of learning for both younger and older adoles
cents: communication in the family about consumption, social utility 
reasons for viewing television commercials, and the amount of exposure 
to magazines. In addition, for younger adolescents, a fourth variable is 
important: communicatory utility reasons for viewing commercials, 
which is negatively related to effects of advertisements on buying. 

Consumption as a social process 
These results suggest that simple exposure to advertising is not a suf

ficient condition for buying behavior. Rather, other variables involving 
the processing of information about consumption intervene between 
exposure to the commercial and purchase. Communication about con
sumption with parents seems to be a particularly important variable in
tervening between exposure to commercials and actual purchase, espe
cially among older adolescents. This finding indicates clearly that con
sumption behavior is a social process, involving overt communication 
with others, not simply an individual p~ychological process triggered by 
exposure to advertising. . 

For younger adolescents, reasons for watching commercials are also 
important intervening variables between exposure and purchase. Social 
utility reasons for viewing are positively related to purchase behavior, 
further supporting the interpretation that consumption behavior is a so
cial process. 

The nature of this social process requires further study, however. 
Communicatory utility reasons for viewing commercials correlate nega
tively with purchasing behavior among younger children. Thus, pur
chasing seems to be a function of social comparison motivations, but not 
of interest in social communication. Among older respondents, both 
reasons for watching commercials emerge as modest but significant cor
relates. 

SUMMARY AND DISCUSSION 

We can conclude the following from the data presented in this study: 
(1) Different aspects of consumer learning are not well integrated 

among either younger or older adolescents. 
(2) Different clusters of variables have effects on the different kinds of 

consumer learning examined in this study. 
(3) For any particular kind of consumer learning, essentially the same 

cluster of variables affects that kind of learning for both younger and 
older adolescents. Therefore, even though younger adolescents are 
exposed to more commercial content on the media, talk with parents 
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more about consumer goods, and watch commercials more for social 
utility and communicatory utility reasons, the predictive power of these 
variables Is essentially the same in both groups of adolescents. 

(4) Amount of exposure to television is not a very important variable 
in predicting different kinds of consumer learning. This finding adds to 
the growing body of literature which indicates that media expo.sure time 
is simply not a powerful explanatory variable of communication effects. 

(5) Three major processes seem to be involved in the different kinds of 
consumer learning. 

The learning of advertising slogans seems to be mainly a function of 
the intelligence of the adolescent. 

The learning of more cognitive orientations, such as attitudes toward 
television advertising and a materialism orientation, seems to be mainly 
a function of the adolescent's reasons for viewing commercials. Thus, 
these cognitive orientations develop as a function of the adolescent's tel
evision behavior, but not simply of his exposure time. Rather, the orien
tations develop as a function of the uses the adolescent makes of com
mercial content, several of which are basically social uses. 

A third process, which seems to be involved in the learning of pur
chasing behaviors, is clearly an overt social process. In this process, 
communication with parents about advertising, consumer goods, and 
consumption processes seems to be an important variable intervening 
between exposure to advertising and the purchase of consumer goods. 

This finding, indicating the occurrence of an overt social process be
tween exposure to the media and decision-making, is similar to Chaffee 
and McLeod's (1967) finding regarding the occurrence of an overt social 
process between exposure to political content on the media and voting 
decision. Further, our finding that adolescents use commercials for SQ

cial purposes parallels their finding that media political content is used 
for social purposes as well as for making political decisions. 

Adolescents' consumer learning is not simply an individual stimulus
response phenomenon, but is a social learning process. It may be fruitful 
to think of media advertising as shaping the content and form of inter
personal perceptions and communication, rather than considering the 
media as dispensers of product information. Cross-sectional research 
with wider age samples than studied here would help reveal develop
mental changes in youngsters' consumer orientations. 
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FOOTNOTES 

1. The research on which this paper is based was supported by the Na
tional Institute of Mental Health (Contract No. HSM 42-70-74) and 
by a grant from the Marketing Science Institute, Cambridge, Mass. 
The authors wish to acknowledge the help of Greg Reale (Northwest~ 
ern University and MSI) for research assistance and that of Wing 
Ring Tsang (MSI) for computer assistance. 

2. The following is a summary of the indices used in the present study: 

INDEX 

Socioeconomic 
status: social 
class 

Intelligence 

Availabl& 
money 

Family com
munication 
about con
sumption 

OPERATIONAL DEFINITION 

DUncan socioeconomic index 

School test scores (J Q, and the 
like) 

Total money acquired in average 
week 

Overt parent-adolescent inter
actions concerning consump
tion of goods and services 

Quantity of media use: 
A. television Self-reported average time spent 

watching television, time spent 
watching yesterday 

8. print Self-reported subscriptions and 
readership magazines 

Reasons for watching commercials: 
A. social Motivation to watch commercials 

utiltiy as a means of gathering informa
tion about life styles and behav
iors associated with uses of 
specific consumer products. 

8. communi· 
cation 
utility 

C. vicarious 
consump
tion 

Attitudes 
toward TV 
advertising 

Motivation to watch commercials 
in order to provide a basis fDr 
later interpersonal communica
tion 

Motivation to watch commercials 
in order to identify with or 
vicariously participate in attrac
tive life styles 

Cognitive and effective orienta· 
tions concerning liking of and 
belief in TV advertising; adver
tising as indication of product 
quality; efficacy of advertising 

MEASURE 

5-digit occupational code, in
cluding 3-digit IRS code, 
2-digit code indicating popu
lation decile of occupation 

Track in school 

Open-end item concerning allow
ance,jobs, "all other ways" 
money acquired 

4-point "often-never" items, 
such as: "How often do you 
ask your parents for advice 
about. buying things?" 

Open-end responses to ques
tions about time spent with 
TV yesterday 

Open-end items for periodical 
subscriptions or readership 

4-point agree-disagree items. 
Scales such as: "I find out 
what kinds of people buy the 
things that are advertised." 

4'point agree·disagree items. 
Scales such as: "I watch com
mercials to give me something 
to talk about with my friends." 

4-point agree-disagree items. 
Scales such as: "Some of the 
people they show are exam
ples of what I wish I were." 

4·point frequency and "agree
disagree" items, such as: "TV 
commercials tell the truth"; 
"TV advertising makes 
people buy things they don't 
really want." 
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Materialism 

Advertising 
recall 

Effects on 
buying 

Orientation emphasizing posses
sions and money for personal 
happiness and social progress 

Aided recall of national TV ad
vertising campaigns aired dur
ing 1969-1970 

Self-reported influence of com
mercials on purchase behavior; 
single effect of commercial, or 
effect of commercial for product 
already known" about 

PATTERNS OFUSE 

4-point frequency and "agree
disagree" items, such as "I t's 
really true that money can 
buy happiness," 

16 incomplete slogans or de
scriptions of commercials, 
such as: "Fly the Friendly 
Skies of " 

Open-€nd response to" Did you 
ever buy a product after seeing 
it advertised on TV?" 
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Toward Defining the 
Functions of Television 
John P. Robinson 

National Institute of Mental Health 

Researchers who have conducted empirical studies of the impact of 
the mass media often have come away feeling that by the time any prom
ising principles of mass communication are developed, they have be
come so laden with qualifications and exceptions that they are all but 
inoperable. Such ambiguities have also characterized other subjects of 
applied social science; research in the closely related field of att.itude 
change has also been characterized by inconsistent and ungeneralizable 
findings. 

Daniel Katz (1960) has performed the laudable service of drawing to
gether many of the disparate findings of attitude change research, l.!sing 

568 



FUNCTIONS OF TELEVISION 569 

a "functional approach to the study of attitudes." Katz outlined three 
values of the functional approach: 

1. It reduced all factors to the same level of analysis: "Dealing with 
nonfunctional variables makes ... generalization difficult, if not impossi
ble." 

2. It avoided the great error of simplification-the error of attributing a 
given cause to a single phenomenon. Not only must a number of motiva
tional forces be taken into account in explaining behavior, but the same 
behavior can have different motivational bases and consequences for 
different people. 

3. In recognizing the complex motivational sources of behavior, it 
helped fill the gaps in several theories which lack specification of condi
tions under which given types of behavior will occur. 

It is not the present author's ambition to set forth as exhaustive and 
helpful a set of functions for television viewing as Katz has done for at
titudes. 1 The functions that will be proposed are far too tentative and 
disconnected for that. Nevertheless, even a modest attempt in this 
direction is required if the social psychological processes whereby tele
vision does or does not influence its audience are to be identified. Even 
if only partially complete, such a set of functions could be used to antici
pate certain consequences of such changes in television programming as 
the removal of programs with violent content or the institution of new 
educational programming. 

The data upon which this paper's analyses and conclusions are based 
come from five studies in which the present author was involved: 

1. The National Inventory of Television Viewing Behavior (LoSciuto, 
1971), in which a national sample of 512 viewers gave their attitudes 
toward television and recorded their television viewing during a one
week period. 

2. A study of the viewing habits and news exposure of 949 high school 
students in a suburban Maryland county, conducted as part of the Mc
Intyre and Teevan (1971) study. This survey has been supplemented by 
comparable data from college sUdents and high school teachers in the 
Ann Arbor, Michigan, area. 

3. A cross-national comparison of the differences in daily activities 
between set owners and nonowners (Robinson, 1971) from data collect
ed by the Multination Time Budget Research Project. 

4. A delineation of demographic characteristics of heavy viewers of 
violent dramatic programs and of news programs (Israel and Robinson, 
1971) from data collected by the W. R. Simmons research organization. 

5. In-home camera studies of 20 families' television viewing habits 
(Bechtel, Achelpohl, and Akers, 1971). 

Figure 1 lists the areas of concern in this examination of data, and 
shows the relevance of each of these studies to the issues. 
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The samples, procedures, and results of these studies are detailed 
elsewhere in this volume.2 The present paper will build upon and at
tempt to integrate the analyses they present.3 

National 
inventory 

Amount of v;ewing xx 

Ti me trade-off xx 

Learning xx 

Pleasure xx 

Violence xx 

KEY: xx = highly relevant 
x = somewhat·relevant 
blank = not relevant 

Maryland Time Demographic 
teenagers study characteristics 

xx xx )( 

xx 

xx 

xx xx 

.Figure 1: Studies bearing on each of the issues in this report 

Camera 
study 

xx 

x 

x 

Since a considerable portion of the following discussion is based on 
cross-tabulation from the national survey, the author wishes to make 
clear at the outset th~t sample sizes in this pilot project were too small to 
permit strong statistical confidence in these results. If it. appears that 
firm conclusions are drawn, the author's intention of advancing these as 
hypotheses for further testing should be firmly kept in mind.4 . 

TIME SPENT VIEWING 

Considerable effort in these five studies was devoted to estimating 
how much of the 24-hour day Americans do in fact spend with televi
sion. This question of time spent viewing is almost completely independ
ent of concerns about the functions of television, since both heavy and 
light viewers may view a program for the same reasons, and a person 
who views five hours a day can derive the same benefits from an episode 
of Beverly HiJIbillies as the person who views only one hour a day. 

Like other investigators (Schramm et aI., 1961;. Bogart, 1968), we 
found that estimates of viewing time varied widely according to the 
method of estimation used. In order to increase standardization, several 
surveys asked the same question used by the Roper organization in their 
surveys for the Television Information Office (Roper, 1971): "On an 
average day, about how many hours do you spend watching television?" 
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This question resulted in the highest viewing estimates for the popula
tion (over three hours on the average for the national sample), such esti
mates being about 50 percent higher than those obtained when the res
pondent was asked about his viewing "yesterday.,,5 Such differences 
conceivably might have occurred because respondents interpreted the 
question to ask about an ". . .average day that you do watch 
television. . ." and forgot about nonviewing days in their estimates. 
However, even among those who did view on a particular day, the aver
age viewing time was still well under three hours. Thus, as Bechtel et a!. 
found in their in-home camera study, Americans persistently tend to 
generously overestimate the time they spend viewing. 

This finding suggests that people feel little social pressure to conceal 
television viewing or to report it at lower than actual levels (as many so
cial observers fear).6 That few respondents (16 percent of the total) in 
the national sample felt they spent "too much time" watching television 
-even though they appeared to report more viewing than they actually 
engaged in-further reinforces this conclusion. Even among people who 
estimated that they watched more than eight hours on an average day, 
almost twice as many respondents felt they did not spend too much time 
watching television as did feel they watched too much. 

The in-home camera study and the national survey suggest a further 
reason for these generous estimates: that many viewers count programs 
they view only sporadically or partially as viewed full time. We shall 
have more to say on this point later when considering the potential cog
nitive impact of such disjointed viewing patterns. For now, it is suffi
cient to comment that ascertaining actual viewing times seems a rather 
modest scientific goal, perhaps no more noteworthy than to remark that 
most estimateS-of viewing times and viewing audiences are highly exag
gerated. The fact that Americans watch two hours rather than three 
hours of television per day may tell program sponsors and network ex
ecutives that their audiences are not as large as projected, but it does lit
tle to alter the conclusion that viewing times are considerable, especially 
when aggregated across the span of a person's lifetime or during periods 
like childhood. It is because time is such a finely measurable entity and 
because social commentators use the more generous and inaccurate 
viewing estimates to comment on the poor use that Americans make of 
their leisure that we are led to devote as much discussion to it as we have 
already. 

We feel confident enough of the relative validity of the question used 
to estimate viewing that we have used it as a predictor variable in several 
of the analyses which follow. There is a clear and strong relation in the 
aggregate between estimate times and "yesterday" viewing times, even 
though the estimated times are larger. (In other words, people who esti
mate they watch four hours per day on an average day do watch more 
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television than those who claim to watch two or three hours on an aver
age day.) 

A far more interesting question is how viewing times vary by back
ground factors like age and education. Almost all available data suggest 
a strong negative correlation between viewing and education. A curvilin
ear pattern of viewing exists with age, if one examines the whole life 
cycle. Steady viewing begins around age three and continues to stay at 
relatively high levels until age 12, when a gradual decline begins as 
shown in Figure 2. Figure 2 combines data from the W.R. Simmons na
tional 'lurvey and data from the Maryland teenage sample. The data sug
gest that the decline "bottoms out" in one's early twenties and begins to 
rise again with the onset of marriage (especially for women). A noticea
ble jump in viewing (especially for men) also occurs around age 50, 
when children depart from home and leave more time for their parents 
to devote to television. Viewing times seem to increase further after re
tirement, when available leisure reaches a maximum. 

The critical point in the life cycle during which viewing begins its de
cline in this generally U-shaped pattern comes during junior high school, 
as documented by the data from the Maryland teenage sample in Figure 
2. It can be seen that the drop in viewing by age occurs differentially 
according to how well the student is doing in school. Even at the begin
ning of junior high school, students with A grades watch about one-half 
hour less television than C students. In the last four years of high 
school, this differential increases to over an hour, even as the viewing 
among C students drops dramatically lower as well.1 By the time the 
students reach 19 years of age, data from the nationwide Youth-in
Transition study (reported by Robinson and Bachman, 1971) suggest, 
viewing continues to decline for both those who go on to college and 
those who do not, both groups estimating less than two hours viewing 
per day.8 

While other background differences do exist, they are not as de
monstrably great among the high school student sample, once the two 
iactors of age and grades in school are controlled. Children of higher
status parents do tend to watch somewhat less, as do those with fewer 
sets and noncolor sets in the home. Teenagers with three or more sets in 
their homes repork·j more viewing (4.2 hours) than those with two sets 
(3.8 hours) or one set (3.6 hours). The five percent of fortunate teenagers 
with two or more color sets in their homes estimated they watched 4.6 
hours per day, compared to 3.7 hours for those with one color set and 
3.9 hours for those with no color set. Unlike other investigators, we 
found little relation between social isolation and increased viewing, ex
cept among that one percent of the sample who said they had "no" close 
friends. Among these, estimated viewing was reported at a remarkable 
5.5 hours per day, but the small sample size renders this finding highly 
tentative. 
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Figure 2: Hours of televi~ion viewed per day by t8~)i)ag~:s, by grade in school and age 
(data from MarVland suburban courtly survey, spring 1970). Hours or 
television viewed per day by adults, by sex (.Ind \'3ge (data from W. R. Simmons 
national sarnple, de3cribed in Israel and Robir1SCln, 1971). 

Television's role in the lives of adults with infrequent social contacts 
or who have time on their hands comes across clearly in the national 
survey. Respondents who felt that they had "time on their hands with 
nothing to do, almost every day" estimated 4.9 hours of daily viewing, 
compared with 2.9 hours for respondents who had such time available 
less than once a week. Among respondents who reported spending none 
of their evenings away from home in an average week, estimated daily 
viewing time was 3.6 hours, compared with 2.8 hours for respondents 
claiming to be away from home more than three nights a week. Probably 
related to these findings is the higher viewing among persons scoring rela
tively low on a self-esteem scale (4.0 hours) or relativelY high on an al
ienation scale (3.7-4.0 hours). 

Each of these four variables is related to respondents' social class; the 
question naturally arises whether these variables provide extra explana
tory power beyond social class or other background differences. One 
response to this question is provided by a MUltiple Classification Analy
sis,9 in which the effects of many other variables (including number and 
type of sets, channels received, use of other media, sex, race, educa
tion, age) were held constant to see whether any of these variables were 
responsible for explaining significant portions of variance in television 
viewing that the above variables appeared to explain. These results are 
presented in Table 1. 
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Table 1: Estimated average daily viewing time-national sample 

Deviation 

TOTAL SAMPLE 3.3 Hours Before* After** 

One set in household (N=203) 3.4 +.1 -.1 
Two sets in household (N=123) 3.3 0 +.1 
Three sets in household (N=27) 3.3 0 +.7 

Color set (N=139) 3.4 +.1 +.2 
Black and white (N=214) 3.3 0 -.1 

1-3 channels received (N=76) 3.2 -.1 -.2 
4-5 channels received (N=135) 3.4 +.1 +.1 
&7 channels received (N=76) 3.4 +.1 -.1 
8 + channels received (N=66) 3.5 +.2 +.3 

No magazines read (N=123) 3.5 +.2 -.2 
One-two magazines read (N=135) 3.4 +.1 +.2 
Three-eight magazines read (N=99) 3.0 -.3 -.1 

No movies seen (N=214) 3.5 +.2 0 
One-two movies/month (N=107) 3.1 -.2 0 
Three or more movies/month (N=36) 3.2 -.1 0 

No radio (N=96) 3.4 +.1 +.1 
One hour/day (N=1 01) 3.3 0 -.1 
Two-three hours/day (N=84) 3.4 +.1 +.2 
Four or more hours/day (N=80) 3.3 -.1 -.2 

Men (N=163) 2.9 -.4 -.3 
Women (N=194) 3.8 +.5 +.3 

Black (N=42) 4.5 +1.2 +.9 
White (N=315) 3.2 -.1 -.1 

Less than high school (N=96) 3.8 +.5 +.3 
High school graduate (N=105) 3.3 0 +.5 
Some college (N=36) 3.1 -.2 0 
College graduate (N=36) 2.2 -1.1 -.9 

No evenings away from home (N=65) 3.6 +.3 +.2 
One-two (N=177) 3.6 +.3 +.2 
Three-four (N=69) 3.0 -.3 +.1 
Five-seven (N=46) 2.6 +.7 -.8 

Time on hands every day (N=25) 4.9 +1.6 +1.3 
Time on hands 2-3 times/wk (N=55) 4.2 +.9 +.8 
Time on hands once/wk (N=72) 3.5 +.2 +.3 
Time on hands less often (N=205) 2.9 -.4 -.5 

Low alienation (N=100) 2.7 -.6 -.2 
Low-medium alienation (N=1 01) 3.2 -.1 -.2 
High-medium alienation (N=100) 4.0 +.7 +.4 
High alienation (N=56) 3.7 +.4 +.1 

Low self-esteem (N=23) 4.0 +.7 +.6 
Middle self-esteem (N=143) 3.6 +.3 +.1 
High self-esteem (1'1=191) 3.1 -.2 -.1 

* Deviation of average figure for that grouping of the sample from the whole sample 
.. Deviation of average figure corrected for effects of all other variables by Multiple 

Classification Analysis 
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The Multiple Classification Analysis indicates that the available time, 
time at home, and alienation differences were attenuated only slightly 
after adjustment for other background factors. Thus, persons who have 
a great deal of time on their hands estimate that they watch 1.3 hours 
more television on an average day than other citizens; those who are 
away from home five or more nights per week watch .8 hours less. Re
spondents who feel alienated or who have lower self-esteem estimate 
they watch about a ·half-hour rnore than other viewers, other factors 
being equal. Among other factors included in this analysis, only educa
tion and race produced anywhere near as much variation in estimates of 
amount of television viewed as did these four variables. 

These analyses thus provide a preview of at least one function of 
television: supplying something to fiJi in time for many people 
who have nothing better to do. Moreover, the decreased viewing of old
er adolescents suggests that these youngsters are entering a more active 
period of the life cycle during which other media, like radio and movies, 
provide the more restricted content satisfying the demands peculiar to 
this age grouping. Television does not currently supply the more special
ized and privatized content that adolescents' life styles require. Indeed, 
the high proportion of teenagers in the national sample who reported 
"time-killing" as a reason for television viewing or who could give no 
suggestions for changing television suggests that television would be 
hard put to cater more effectively to this segment of the audience. 

SOME FUNCTIONS OF VIEWING 

Social observers have identified several functions that television per
forms in everyday life. Television has been said to provide relaxation, to 
foster escapism and passivity, to affect family life, to define the broad 
outlines of the outside world, to set social norms and expectations, to 
homogenize language and customs, to destroy economic competition, to 
encourage consumption of trivial goods, to engender development of 
superficial personality traits (rather than "inner" personal qualities), to 
redesign the schedule of everyday living patterns, and to increase the 
feeling of national identity. There would appear to be no suitable way in 
which all of such functions could be subsumed into a single framework; 
some of these functions refer to processes within individuals, some to 
interpersonal relations among individuals, and some to the society as ~ 

_whole. 
Because of the limited scope and time of the current inquiry, the more 

complex and longer-range aspects of television 'seffects could not be pro
perly investigated. Instead, we will examine three aspeC:t~_or functions 
of television on which considerable information was collected: time- - _ 
trade-off, learning, and pleasure. They operate mainlyatthesocial psy
chological level, rather than involving deeper personality dynamics or 
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properties of the social system. These three functions are proposed as a 
selective rather than an exhaustive listing of the functions of television, 
and there is considerable overlap among them. It is possible that an indi
vidual's viewing of a particular program could be simultaneously fulfill
ing each of these functions. 

Television as a time trade-off 
Most individuals would probably be appalled at the thought that each 

activity they engage could be formally coded as performing some sort of 
behavioral function. While there are several conscious and unconscious 
motivations for each activity engaged in during the day, it would be most 
difficult for a social scientist to believe that individuals use rational ac
counting criteria to determine each and every activity in which to partic
ipate. Nevertheless, it is possible to draw a number of interesting infer
ences from the behavior choices that people do make; particularly inter
esting to us is the way television fits in with other activities during the 
day. 

The data from the Multination Time Budget Research Project provide 
an instructive example in this regard. Almost from its inception, sodal 
scientists noted that people who acquired television sets began to spend 
less time with the other mass media. This was explained by television's 
subsuming and performing more efficiently the functions of these other 
media; television became a "functional equivalent" favored over radio, 
movies, and the reading of fiction (Schramm et aI., 1962; Weiss, 1970). 

The time budget data, however, suggest that several nonmass media 
activities in most Western societies may be replaced or filled by televi
sion as well. One of these-conversation-is also a communication or 
media activity; television set owners report 25 percent less conversation 
than nonowners. However, the three other activities that are lower for 
television owners-sleep, visiting, and hobbies-would take some rede
finition to be visualized as functional equivalents to television. It is not 
dim'cult to construct post hoc rationalizations for such trade-oft's for tele
vision. But we doubt that an investigator operating from a functional 
equivalence perspective would have been successful in predicting these 
three activities as the ones most affected by television. Several other 
activities-such as relaxing or eating-seem more likely candidates to 
be traded with television than sleep, visiting, or hobbies. 

Research has shown that sleep does play an important role in allowing 
individuals to process and integrate the divergent information encoun
tered during the day or previously. In this sense, sleep can be considered 
a functional equivalent of television, although it is hard to argue that this 
is the only "trade-off" between sleep and television. It is more provoca
tive to describe sleep and television as sources of escape and fantasy or 
to describe television for many viewers as a stage of semisleep, inducing 
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viewers into full sleep or into "daydreaming." Some recent physiologi· 
cal evidence does infact suggest parallelisms in brain wave reactions 
during sleep and while watching television. 

The exact nature of the trade-off between visiting and television is 
also not entirely clear. How much of the replaced visiting was just low
involvement activity to break the monotony of some extra time? How 
much "company" does the television set provide? How does the view
er's interaction with actors on the screen different from his interaction 
with visitors? Is the interaction with the set more directed than the re
placed conversation, more or less likely to focus on "realism" rather 
than "fantasy?" 

At the same time that he has cut down on visiting, the television own
er now does spend more time at home with members of his family. Tele
vision may thus be fulfilling a revolutionary role in altering mass pat
terns of informal communication. which are focused around more stand
ardized media content than prob y was true with regard to topics dis
cussed with friends and neighbors. 

The lower time owners spend on hobbies becomes both more and less 
understandable when we find that the major affected components of 
such activities are correspondence and handiwork (like knitting). Since 
correspondence is a medium of communication and handiwork is a low
involvement pastime, both are understandable as possible functional 
equivalents; on the other hand, the two activities themselves differ quite 
widely in the social functions they perform. 

We might well conclude that one of the main effects of television's 
introduction (in addition to increasing time in communication activities) 
has been that individuals receive less communication inputs from infor
mal sources (conversation and correspondence with friends and ac
quaintances) and more from structured, formal, and standardized 
sources (the mass medium of television). At the same time, it has 
brought the family into greater proximity (even though figures indicate 
that they may not communicate among themselves more as a reSUlt), 
perhaps at the expense of aimless visiting and low-involvement leisure 
activities like knitting. 

That television watching itself may be characterized as an aimless or 
low-involvement activity is suggested by several facet~, of respondents' 
viewing activity in the national sample: 

Somewhere between 30 and 40 percent of all programs viewed 
were seen either because the show simply came on a channel the 
person was already viewing or because some other member of 
the household wanted to watch it. 

Of all programs seen, again between 30 and 40 percent were not 
watched from beginning to end. 
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Very nearly the same percentage reported engaging in second-
ary or tertiary activities while viewing, with conversation being 
a partitularly prevalent distracting activity while viewing (half 
of such conversations do not refer to the content on the 
screen).IO 

Another 30 to 40 percent by interviewers' (or coders') standards 
were unable to give an accurate recount of what the prGgrams 
last seen were all about. 

Such indices of low attention to or low involvement with television 
programs are not independent of one another. Otherwise we would be 
unable to locate any "true" viewing of television. Thus, respondents 
who see less than half of a program are more likely to have engaged in 
secondary activities, are likely not to have personally planned to watch 
the program, and are less likely to be able to recall what the program was 
about than are viewers who watched the show from start to finish. Less 
than half of all programs viewed, nonetheless, meet all four criteria of 
serious viewing: planned viewing, viewing of the entire program, ab
sence of disrupting secondary activities, and recall of the major story 
line of the program. 

Such findings on how television time is consumed are not without the
oretical implications. It appears that the ways people watch television 
are at least as discontinuous and "mosaic" as McLuhan's (1964) de
scription of the stimulus properties of the medium; many of the provoc
ative effects of television that McLuhan describes as flowing from the 
mosaic image properties of the television picture could be due to the 
pr()perties of the viewing environment. II Another factor detracting from 
attention was not even included in this study-daydreaming that is ei
ther provoked or begun independently at various points during the pro
gram. 

Nor are these findings devoid of empirical ramifications, especially in 
the context of the debate over the relevance of laboratory studies relat
ing filmed violence to aggressive behavior (Weiss, 1970). It seems vir
tually impossible to recreate in the laboratory the discontinuous setting 
in which most programs are viewed. The laboratory situation approxi
mates movie viewing, with its lack of interruptions from either the envi
roninent or the viewing schedule, more closely than it does the usual tele
vision viewing experience. On the other hand, criticism of many labo
ratory experiments because they show segments of violent material out
side the context of the scriptwriter's intended story line seems less 
applicable in light of the finding that so much television is normally seen 
out of coritext through the interrupted viewing patterns of the audience. 

Considerable portions of viewing, however, are seen in context and 
are of a nature sustained enough to be suitably replicated in laboratory 
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settings. The poiut is that laboratory experiments can replicate only cer
tain facets of the television viewing environment or certain types of 
viewing. This point is especially relevant considering the effects of long
term habitual viewing patterns of most of the audience, which would 
seem impossible to recreate in controlled settings. 

The bulk of the above findings should not be taken as evidence that 
television only "fills up" time that would be frivolously spent anyway. 
On an average day, almost 25 percent of respondents in the national sur
vey were so attracted to available fare that they reported missing a pro
gram that they wanted to see. While the most frequent reason for miss
ing the program was that another program was viewed instead (usually 
because another family member wanted to see the program, again point
ing to television's role as a focus of family activity), the first column of 
Table 2 shows that about half the missed viewing time was taken up with 
obligatory (rather than "free-time) activities such as work, housework, 
shopping, school work, and organizational activity. 

Table 2: Activities engaged in during periods when respondents either: 
a) missed watching a program they wanted to see, or 

b) did not watch television because no programs were worth watching 
(national sample) 

Missed Boycotted 
Alternate activity programs programs 

Work 15 4 
Housework-child care 12 27 
Shopping-personal care 

(sleep. eat, etc.) 15 9 
Study and homework 5 4 
Organizational activity 7 3 
Entertai nment-visiting 15 6 
Other leisure 25 28 
Other 2 3 
No answer, don't know 4 16 

Total 100% 100% 

Moreover, almost 20 percent of the sample reported feeling obliged to 
turn off their set sometime during the day becau~e the choice of pro
grams was so unpalatable, an indication that at least some viewers re
fuse to sit perfunctorily through a program of little consequence to them_ 
Again, about half of the activities performed in place of television were 
more obligatory in n;;ture (see the second column in Table 2); a good 
deal of extra housework apparently is inspired by the lack of acceptable 
television content. It is interesting to not0 in Table 2 that, while 
housework is highly likely to be a post hoc substitute for television, 
work, shopping, personal care, and entertainment-visiting are consider
ably more likely to prevent viewing than to be substitute activities once 
the television menu is rejected. 
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In any event, it is obvious that television's function in the daily round 
of activities goes well beyond a mere filling in of time when there is 
nothing better to do, even though a considerable portion of viewing time 
may have no more function than that. 

Since the more positive terms "entertainment" and "relaxation" 
were three times as likely as "killing time" to be spontaneously men
tioned by national survey respondents as reasons for viewing, it might 
be safely assumed that viewers do see their viewing fulfilling mainly pos
itive and legitimate functions. The low porportion of viewers who de
scribe programs they have recently seen as a "waste of time" substanti
ates the view that only a minority audience perceives television viewing 
as merely filling up time during which there is nothing better to do. 

Learning 
It is obvious, not only from our surveys but also from previous re

search and common observation, that few viewers consciously turn on 
their sets for educational purposes. The high mortality rate and small 
audiences for documentaries and news specials offer ample supplemen
tary testimony. Only ten percent of the national sample spontaneously 
brought up information-seeking as a reason for watching television. This 
figure may, of course, represent an increase over ten or twenty years 
ago, since younger persons and persons wlth college and post-college 
training (a group whose size has increased significantly in the last two 
decades) are most likely to give these information-related reasons for 
viewing. 

News. That less than 20 percent of the national sample listed a news 
or educational program as one of their four favorites may be taken as 
one indicator of the relatively low salience of this type of programming 
among viewers. On the other hand, one could hardly expect such pro
grams to come to mind when a respondent is asked to name "favorite 
programs." Although the figure was closer to 40 percent among college 
graduates, it is not an unheard-of response. The figure is also notewor
thy compared with the widely circulated poll finding (Roper, 1971) that 
most people claim to get most of their information about the world from 
television. In the Simmons survey, over a two-week period less than 
half the sample recorded watching a national news program. 12 

Both the study of Maryland teenagers and the national survey at
tempted to find out whether viewing of news programs was associated 
with greater awareness of news stories or of people in the news. As a 
standard of comparison, parallel information was also colleGted on news 
habits with regard to newspapers and magazipes. Separate multidimen
sional analyses were performed on the Maryland and national survey 
data to gauge the impact of television news viewing on recognition of 
news material, to contrast it with use of other news media; the effects of 
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other media usage and background factors such as education and age 
were controlled. 

Recognition of people in the news was measured by how many out of 
seven persons in the news (Robert Finch, Bob Dylan, Calvin Hill, Ralph 
Nader, Joseph Tydings, Martha Mitchell, and Tom Hayden) the re
spondents could at least partially identify. These seven persons were not 
chosen by any systematic sampling from some universe of news person
alities, but were thought to represent a reasonable cross-section of indi
viduals in the news. The questions are obviously sex-biased, since in 
both samples males did significantly better on the quiz than did females. 

The average number of correct identifications for various groupings in 
the Maryland student sample is given in Table 3; the effects of media 
exposure are shown separately according to two prime predictors of 
recognition about people in the news-year in school and average 
grades. Within practically all year-by-grade groupings, heavy viewers of 
television are less likely to recognize persons in the news than light 
viewers, and heavy news viewers show almost no more r~cognition than 
light news viewers. However, print media users are far more likely to be 
informed than are students who do not use these media, suggesting that 
print is a more powerful variable than television in explaining recogni
tion. 

Table 3: Average number of correct identifications of persons in the news 
by year in school, grades in school, and mass media usage 

(Maryland student study, total N=949) 

Year in school 7 & 8th 9 & 10th 11 & 12th 

Average grades A's B's C's A's B's C's A's 8's C's 

Hours of TV on 
average day 

Less than two hours 2.4 .8 .4 2.8 2.0 1.2 3.1 2.4 2.2 
Two-four hours 1.6 .6 .7 2.3 1.6 1.0 3.2 2.0 1.6 
More than four h rs. 1.1 .5 .3 1.5 1.3 .8 2.1 1.2 

Frequency of news 
viewing 

At least twice a week 1.7 .5 .6 2.3 1.8 1.0 3.6 2.4 1.9 
About once a week * .6 .3 2.2 * .8 2.5 1.4 
Never .7 .5 2.5 1.2 1.4 * 2.7 2.5 

Reads a news magazine 
(i.e., Time, Newsweek, 
U.S. News) 

Yes 1.8 .7 1.4 2.7 2.2 1.2 3.7 3.0 3.0 
No 1.6 .6 .3 2.2 1.5 1.0 2.8 1.8 1.4 

Reads newspaper 
Everyday 1.9 .9 .6 2.8 2.0 1.5 3.9 2.5 2.0 
At least once a week .3 .3 .5 1.7 1.4 .9 2.8 1.9 1.8 
Less often 1.4 .6 .4 1.6 .5 .3 * 1.5 1.4 

*Sample size less than 10 
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The question then arises whether enough control variables are includ
ed in the Table 3 analysis. For this reason, a multiple regression analysis 
based on a procedure outlined in Williams (1959) was performed on 
these data in order to test for the simultaneous effect of eleven other 
variables in addition to those examined in Table 3. Like the Multiple 
Classification Analysis described earlier, this procedure provides esti
mates of differences of each variable when controlled for th'e effects of 
all other variables, assuming no interaction effects. In this procedure, 
however, a simple Student t-test value is provided as the indicator of 
whether each independent variable shows significant associations with 
ihe dependent variable (here, recognition of persons in the news). The 
independent variables are ranked in Table 4 according to the strength of 
their association (in terms of t-test values) with recognition of people in 
the news. 

Table 4 verifies the general findings of Table 3, but indicates that the 
students' preferences for psychedelic (or underground) music13 and 
students' professed interest in the news are also prime predictor varia
bles of recognition of people in the news-although weaker predictors 
than the student's age, grades in school, and print media readership re
spectively. The data also corroborate Table 3 in indicating total amount 
of television viewing to be significantly negatively associated with rec
ognition of personalities. None of the other nine predictor variables is 
significantly associated with recognition (significance being attained by 
a t- value above 1.96). 

Table 4: Values for t-test regarding the strength of linear association 
between each of 16 predictor variables and knowledge of people in the news 

and characteristics of foreign countries (Maryland teenage sample) 

Year in school 
Grades in school 
Read news magazines 
Frequency of newspaper reading 
Preference for psychedelic records 
I nterest in news 
Father's occupational status 
Mother's education 
Frequency network news 
Frequency family conversation 
Number of close friends 
Number of TV specials seen 
Read general interest magazines 
Amount of radio listening 
Amount of movie going 
Amount of daily television viewing 

I dentification of 
people in news 

5.9 significant 
5.5 significant 
5.2 significant 
4.3 significant 
3.7 significant 
3.3 significant 
1.6 not significant 
1.6 not significant 
1.1 not sign ificant 

.7 not significant 

.7 not significant 

.2 not significant 
- .3 not significant 
- .5 not significant 
-1.2 not significant 
-3.4 significant 

Knowledge of 
foreign countries 

:3.5 significant 
4.1 significant 
1.9 not significant 
2.7 sign ificant 
3.5 sign ificant 
1.4 not significant 
1.5 not significant 
2.6 sign ificant 
1.0 not significant 
2.8 sign ificant 

.9 not significant 
2.3 sign ificant 

.1 not significant 
-1.3 not significant 

.5 not significant 
-2.3 significant 

The Maryland student sample was also asked to identify whether each 
of four countries (Poland, Spain, China, and India) had a communist 
government or not and whether each of four countries (Ecuador, Ghana, 
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}\.lfghanistan, and Morocco) was or was not in Africa. A knowledge 
score, based on how many of these eight true-false items the students 
answered correctly, was constructed, and the same predictor variables 
were run against this score in a mUltiple regression analysis. The results 
are portrayed in the right column of Table 4. 

Age and grades in school again emerge as prime predictor variables, 
but while newspaper reading and preference for psychedelic music 
strongly predict knowledge of foreign countries, news magazine reading 
and interest in the news do not. Three variables not significantly asso
ciated with the foreign country questions now appear as significant pre
dictors of country recognition: extent of family conversation, mother's 
education, and (perhaps most interestingly) number of television specials 
of an educational nature seen over the preceding four months. 14 This 
last variable indicates that at least one aspect of television use has a 
beneficial effect on enlightment-since, once again, television news 
viewing does not explain significant amounts of variance in knowledge 
and since heavier television viewers have significantly lower knowledge 
levels. 

Although there seems no way to read causal inferences into these data 
(since the data were collected at only one point in time), it seems doubt
ful that heavy television viewing yields much in the way of educational 
benefits in the topic areas examined here: it seems actually to be asso
ciated with considerably lower assimilation of this type of knowledge of 
the outside world. 

Very much the same conclusion appears to emerge from an analysis 
of the national sample's replies to the same set of person recognition 
items. IS We have set out, in the first column of Table 5, variations ac
cording to levels of media use in the recognition of these seven persons 
in the news. Heavier television viewers and nonusers of the printed 
news media again emerge as much less aware of people in the news than 
do light viewers or print media users. Paralleling the results from the 
high school sample is the lack of higher recognition levels among most 
frequent national news viewers-although the recognition level of re
spondents who claim never to watch either national or local news pro
grams is strikingly low (less than one person recognized on the avera
ge).16 

Again the question of how much such "effects" may be due to other 
related variables (such as sex, age, education, and other media use) aris
es. A Multiple Classification Analysis was undertaken to control for 
such possibly spurious influences; these results are portrayed in the final 
columns of Table 5 in terms of deviation above or below the average 
level of 1.5 persons recognized. Practically all the above differences 
become considerably attenuated once these other factors (particulariy 
education) are taken into account. The original 1.3 point difference be-
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Table 5: Average number of news personalities recognized according to media use 
(national sample) 

Total sample 

Hours of TV on an average day: 
Less than two hours (N=64) 
Two-three hours (N=172) 
Four-five hours (N=127) 
Six or more hours (N=67) 

Frequency of national news viewing: 
At least twice a week (N=270) 
About once a week (N=81) 
Never (N=82) 

Frequency of local news viewing: 
At least twice a week (N=229) 
About once a week (N=44) 
Never (N=60) 

Reads a news magazine: 
Yes (N=60) 
No, but reads other magazines (N=214) 
Does not read any magazines (N=159) 

Reads a newspaper: 
Everyday (N=293) 
At least once a week (N=99) 
Less often (N=41) 

Hours of radio on an average day: 
Less than two hours (N=235) 
Two-three hours (N=113) 
Four-five hours (N=34) 
Six or more hours (N=51) 

Number of movies seen: 
(in previous three months) 

None (N=270) 
One-two (N=116) 
Three or more (N=.!!7) 

Deviation from overall mean 

Before 
correction 

After 
correction * 

1.5 

1.9 
1.8 
1.3 

.6 

1.6 
1.8 

.7 

1.7 
1.3 

.7 

3.0 
1.5 

.8 

1.8 
1.1 

.3 

1.5 
1.6 
1.2 
1.5 

1.2 
2.2 
1.4 

+.4 
+.3 
-.2 
-.9 

+.1 
+.3 
-.8 

+.2 
-.2 
-.6 

+1.5 
0 

-.7 

+.3 
-.4 

-1.2 

0 
+.1 
-.3 

0 

-.3 
+.7 
-.1 

+.1 
+.1 
-.1 
-.2 

+.1 
+.1 
-.3 

+.1 
+.1 
-.4 

+.6 
o 

-.2 

+.2 
-.3 
-.5 

o 
o 

-.3 
+.1 

-.1 
+.1 
+.1 

* After correction for usage of other media, sex,race, and education. 

tween lightest and heaviest viewers (.6 VS. 1.9 persons rec-egnizedrbe
comes reduced to a .3 difference after suitable controls are introduced. 

For the national sample data, Table 5 corroborates the results of Ta
bles 3 and 4: differences in recognition levels by use of any of the broad
cast media (television news, radio, movies) are not as significant as 
those by print media use. At the same time, with the exception of those 
few respor.dents who never watch television news programs, there· is no 
evidence that television has any beneficial effect on recognition levels. 

This conclusion is further supported by parallel analyses of self-re
ported awareness of several recent news stories (included in both the 
teenage and national surveys). On these items, print media differences 
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again overshadow television use differentials in explaining professed 
awareness. There was a tendency in both samples, however, for heavier 
national television news viewers to show higher awareness levels, sug
gesting that watching television news may have demonstrable effects 
depending on the aspects of awareness asked and the format of the 
question (self-reported awareness as opposed to hard-and-fast informa
tion quiz items). The story recognition items, if not contaminated by 
respondent response set, may reflect assimilation of those "headlines" 
of information that television news is thought to convey most effective
ly. Such a suggestion-that television is able to effectively "teach" cer
tain kinds of material but not others-will be further discussed in the fol
lowing section. 

Weather. Two information questions about weather were included in 
both the Maryland and the national surveys. Although weather pro
grams are often scorned by viewers and mimicked by entertainers, one 
can well i:.nagine that exposure to weather program map presentations 
night after night could inculcate in the minds of the public a good deal of 
"incidental learning" about the geography of this country. Since this 
effect would be hard to measure because of the many other factors that 
account for geographical map knowledge, the investigation focused on 
more direct questions about two principles implicit in television weather 
forecast presentations-that the prevailing weather flows from west to 
east and that low pressure systems are associated with cloudier weather 
conditions-in order to test the potential learning associated with view
ing weather forecasts on television. 

Few respondents (22 percent in the Maryland student survey and 24 
percent in the national survey) were able to specify that the weather 
comes from the west,17 while 48 percent in the student survey and 53 
percent in the national survey knew the implications of a low pressure 
system. Our interest, however, is less in these levels of performance per 
se than in the way such levels relate to respondents' contacts with 
weather programs on television. This relation is examined in Table 6, 
along with differences by sex, age, and education in the national sample. 

Respondents who claim to watch weather programs more often tend 
to answer both questions correctly, although differences are neither 
dramatic nor monotonic. Correct answers to both questions are found 
most often among respondents who feel that television weather pro
grams have helped them understand weather maps or who feel that the 
weather forecasts are accurate predictors; both these variables, howev
er, are themselves related to frequency of viewing, so they may not be 
pure indicators of what they purport to represent. Correct answers also 
tend to be given by men, by older persons, and by the better educated. 

All of these variables, along with general mass media use questions, 
were thus subjected to a Multiple Classification Analysis, to ascertain 
how well each of them held up as predictors of \veather knowledge once 
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Table 6: Percentage of the national sample knowing direction of weather 
and implications of low pressure system by various factors 

before and after correction for other variables 

Percent knowing Percent knowing 
weather comes what low pressure 

from west means 

Deviation Deviation 
from mean from mean 

Before After* Before After* 

Total sample 36% 54% 

Watches weather programs 
Every night (N=233) 40 +4 +2 60 +6 +5 
Two-three per week (N=108) 36 0 -1 53 -1 -1 
Once a week (N=43) 23 -13 -8 36 -18 -14 
Less often (N=65) 31 -5 -1 44 -10 -5 

Weather programs have helped 
understand weather maps 

Not at all (N=146) 28 -8 -4 37 -17 -13 
A little (N=118) 33 -3 0 57 +3 +4 
Somewhat (N=116) 47 +11 +9 65 +11 +7 
A great deal (N=69) 37 +1 -5 66 +12 +8 

Percent of time weatherman 
is correct 

0-30% (N=39) 20 -16 -13 37 -17 -9 
31-50% (N=147) 39 +3 +6 51 -3 +10 
51-70% (N=68) 30 -6 0 59 +5 +3 
71-100% (N=195) 35 -1 -2 58 +4 +1 

Sex 
Women (N=247) 31 -5 -A- 50 -4 -4 
Men (N=202) 43 +7 +5 59 +5 +4 

TV viewing per day 
0-1 hours (N=80) 39 +3 +3 52 -2 -2 
2-3 hours (N=176) 41 +5 +4 60 +6 +6 
4-5 hours (N=124) 29 -7 -5 44 -10 -4 
6-8 hours (N=67) 30 -6 +1 59 +5 +6 

Age 
Under 20 30 -6 44 -10 
20-39 31 -5 Not 52 -2 Not 
40-59 39 +3 calcu- 62 +8 calcu-
60-89 44 +8 lated 52 -2 lated 

Education (adults only) 
None-11th grade (N=125) 31 -5 -2 52 -2 -2 
High school graduate (N=125) 34 -2 -6 57 +3 +2 
Some college (N=43) 42 +6 +5 61 +7 +1 
College graduate or more 53 +17 +9 54 0 -3 

(N=45) 

*Figures refer to deviations above and below the overall mean before and after corrections 
for the effects of all other factors by Multiple Classification Analysis. 

the other variables were taken into account. Results of this analysis indi-
cate that of the variables in Table 6, only frequency of viewing weather 
forecasts consistently and significantly relates to increased ability to 
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answer both weather knowledge questions correctly; even here the rela
tion does not extend to people who profess to watch these programs less 
than once a week. One other group also gave more (but not significantly 
more) correct answers to both questions: respondents who reported 
watching six or more hours of television on an average day. In this one 
knowledge area, television use seems to predict greater awareness. 

In the high school sample, differences in knowledge of these two 
items was again higher among more frequent viewers of weather pro
grams, those who felt that such programs were instructive, those who 
thought forecasts more correct, males, older students, and students with 
better grades (who presumably as adults will have completed more edu
cation than their peers). However, such differences are not nearly so 
pronounced as they are in Table 6. Indeed, when the multivariate regres
sion program using these and media usage variables to predict weather 
knowledge was conducted, not one variable predicted significantly to 
weather knowledge in the teenage sample. 

Perhaps the most significant result in both samples, however, is that 
for this knowledge area-which is closer to "life knowledge" and has 
more day-to-day applicability than the more abstract "school knowl
edge" required to identify distant persons in the news or characteristics 
of foreign countries-heaviest television viewers emerge as well or 
slightly better informed than less frequent viewers. This is quite oppos
ite to their performance on the more academic knowledge questions 
about news. Television, therefore, may well be an effective transmitter 
of information that it specifically and repetitively "teaches," reducing 
the "knowledge gap" between those of higher and lower educational 
achievement that the media are usually found to increase (Tichenor, 
1970). The knowledge area (weather) upon which this suggestion is ad
vanced is much too circumscribed to allow further generalization, and we 
have not been able to measure the degree to which weather viewers have 
picked up this information from other sources. However, the basic hy
pothesis does warrant attempts at replication in future research. 

Other learning. Surprisingly little research has been devoted to esti
mating how much learning transpires as a result of viewing typical non
informational programs on television. McLuhan has claimed that in the 
presence of the electronic media, a child goes to school "to interrupt his 
education." Not many students seem to agree with McLuhan's pro
nouncement; when we directly asked Maryland high school students to 
estimate whether they had learned more about life from television or in 
school, they overwhelmingly chose school, as Table 7 shows. Not sur
prising, but still noteworthy, is the finding that less successful students 
are most likely to claim to have learned more from television. IS 

Such subjective estimates, while instructive, are, of course, of limited 
value in gauging possible learning from television. It seems implausible 
to imagine that if so few viewers teel that programs they watch are a 
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Table 7: Percentages of various youth samples estimating whether they have 
learned more from television or in school 

"All things considered, would you say you have 
learned more about life ............. 

From 
television In school Both 

Maryland students 
(N=949) 14% hS% 27% 

National sample of 19·yr. old boys 
(N=1534) 16% 80% 4%" 

University of Michigan advanced 
journalism students 

(N=73) 4% 79% 18% 

Total 

100% 

100% 

100% 

"This specific alternative was not read to respondents in this survey, although it was listed on 
the questionnaire forms filled out by the other two groups. 

waste of time, the gratifications they derive from viewing perform only 
the "maintenance" functions of time consumption, escapism, or plea
sure and do not provide viewers some partially realistic or instructive 
experience. 

This viewpoint is supported by the national sample's estimates of the 
learning and the realism inherent in their favorite dramatic; programs. 
Majorities of viewers claimed their favorite dramatic programs to be 
both realistic and instructive. Programs receiving particularly high men
tion in this regard were soap operas and the medical programs like Mar
cus Welby, M.D. and Medical Center. Respondents say they derive les
sons and solutions to real-life problems from soap operas and acquire 
medical knowledge from "doctor" programs. Several respondents also 
mentioned learning about methods of tracking and catching criminals 
from police-detective series; two of these programs, Ironside and FBI, 
were described as "showing life as it really is" by over 85 percent of 
viewers claiming these programs to be among their favorites. 19 Very few 
respondents claimed that situation comedies were realistic or fostered 
learning; Eddie's Father and Family Affair were seen as closest to reali
ty. 

With their more frequent mention of soap operas and medical pro
grams, women are half again more likely than men to perceive favorite 
dramatic programs as either realistic or instructive. Blacks and people 
under 30 are also more likely than whites or people over 30 to feel that 
they learn something from their favorite programs and to feel that these 
programs show life as it really is. Persons with more formal education 
are more likely to claim to learn something from their favorite dramatic 
programs than the less educated, but at the same time they are less likely 
to describe these programs as realistic. 

Because of the wide variety of dramatic programs that people enjoy 
watching and the diverse facets of these programs to which people at-
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tend, it would seem impossible to design a study to adequately capture 
all the various "learning" that goes on from these programs over the 
course of a season-from the styles of dress and behavioral mannerisms 
expressed in the visual dynamics of the program to the moral precepts 
and philosophy of the world inherent in the scriptwriter's mind. 20 Yet it 
is precisely from such research that identification of the most telling 
impact on its audience is likely to emerge. 

Pleasure 
The replies in the national survey leave little doubt that television is a 

source of considerable daily pleasure in the lives of Americans. Few 
favorite programs mentioned are not predominantly entertainment-ori
ented. Viewers describe more than five times as many programs as 
"really worth watching" than as "a waste of time." While 82 percent of 
programs viewed evoke some pleasurable remark, only 17 percent had 
some element that was disliked. More viewers could name a program 
they wanted to watch but could not, than could cite some time period in 
which they had to turn off their sets because nothing was worth watch
ing. 21 When asked specifically if there were anything on television they 
would like to see changed, 28 percent were unable to find any fault with 
television as it is; among those who did find fault, commercials rather 
than programs were the prime targets. 

While these findings bear only indirectly on television's role in gener
ating a purely pleasurable experience devoid of action consequences, as 
described by Stephenson (1967), they do suggest that much of television 
does perform this function. For many people, the set alone provides 
enough company to dispel feelings of loneliness. It can also transport 
them into situations they dare not enter or to places they know nothing 
about. Our surveys did not inquire specifically into such psychologically 
pleasurable experiences of viewers (if indeed the typical social survey is 
an appropriate setting for pinpointing such functions of television). 

Nevertheless, several sources of displeasure were voiced. Most fre
quent, by a wide margin, were complaints about commercials on televi
sion-especially that there were too many of them. 22 A minority, but a 
substantial one, felt there was too much violence on television. Feelings 
that televis:on overemphasized sex also received frequent endorsement, 
particularly among older people. A true generation gap emerged in re
sponses to this question, more so than on any other question in the sur
vey; two-thirds of the over-60 age group agreed that sex is overem
phasized, compared with half of the 40-59 age group, one-quarter of 
those aged 20-39, and just over one-tenth of teenagers. Women and per
sons with less education were also more likely to agree with this asser
tion. 
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While substantial numbers of viewers reported encountering televi
sion content that had bothered or upset them, newscasts rather than en
tertainment programs were the predominant source of such unpleasant 
content. 

The proportion of the audience claiming to boycott television because 
of poor program choice was twice as high as that reported in a national 
survey six years earlier (Robinson, 1969). This may well signal an in
creasingly critical audience for television programming, even though the 
bulk of this boycotting, as in the earlier study, occurred during nonprime 
time. 

Indicators of the ways in various program content gives pleas
ure and performs other functions are summarized in Table 8. The data 
base for Table 8 consists of the reactions of diary keepers in the national 
survey to each of the 2,796 programs23 they viewed as a group over a 
one-week period. The reactions registered in the diaries indicated nota
bly greater attention to the set, greater viewer involvement, and more 
complete viewing than was found when respondents were asked in the 
interview portion of this survey, to give their reactions to the most re
cently viewed programs, so the Table 8 data may picture a more in
volved audience than actually exists. 

Table 8 shows that newscasts and soap operas were the most-often 
viewed programs, although if all the adventure or situation comedy pro
grams were grouped together, they would be heavily viewed categories 
as w~ll. 

With regard to types of programs that are pleasurably evaluated, fic
tionalized programs in general fall in the middle range of evaluation
with the exception of cartoons and movies, both of which are highly 
likely to be described as a "waste of time" or as having some element 
disliked by their viewers. These reactions seem to be a function of the 
accidental nature in which movies and cartoons are viewed; relatively 
few of them are chosen by the viewer, planned beforehand, or watched 
from beginning to end. (It is possible that such responses are due to the 
fact that these programs are not viewed in prime time hours, although it 
has not been possible to separately analyze movies by the time of day 
they were shown.) The Table 8 results also diverge from some results of 
Bechtel et al. 's in-home camera study, which found more attention de
voted to the screen when movies were on than for any other program. 

The most positively evaluated (and least negatively evaluated) pro
grams were educational shows, newscasts, religious programs, local va
riety shows, and children's programs (children's programs-not surpris
ingly-being seldom chosen or viewed from start to finish by this largely 
adult sample).24 This would suggest that while this set of programs does 
not attract relatively large portions of the television audience, they do 
give viewers the feeling that their viewing time has been well spent. 
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FICTION <: 
Dramatic programs Vi .... 

Crime-detective (e.g. Mod 0 
Squad, Mannix) 166 81 40 29 79 87 46 7 81 14 Z 

Westerns (e.g. Gunsmoke, 
Bonanza) 59 81 48 25 75 81 25 5 80 12 

Other adventure (e.g. Mission 
Impossible I 114 73 45 29 62 77 25 7 74 21 

Other drama (e.g. Marcus 
Welby, M.D.) 118 85 37 26 71 84 46 3 81 16 

Soap operas (e.g. Edge of Night) 304 90 22 40 96 97 30 4 88 18 

Situation comedy 
Emphasis on young children 

(e.g. Eddie's Father! 129 83 30 26 83 80 29 88 9 

Emphasis on adults (e.g. 
Arnie, That Girl) 178 84 32 32 62 80 31 4 86 6 

Rural emphasis (e.g. 
Mayberry RFD) 112 80 44 21 60 76 32 4 83 14 

All movies 226 56 53 35 57 77 31 12 73 36 

All cartoons 48 62 40 29 30 42 25 19 65 23 
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Table 8: Continued 

NONFICTION 
Variety programs 

Comedy (e.g. Laugh-In, 
Flip Wilson) 118 63 48 40 

Singer (e.g. Dean Martin) 214 72 42 28 

Talk shows (e.g.Johnny Carson) 94 51 36 58 

Other 
News 397 80 31 50 

Education 92 65 28 38 

Sports 129 51 54 37 

Game shows 190 86 32 34 

Childrens shows 53 45 59 40 

All programs 2843 75% 38% 32% 

71 77 41 

79 79 41 

82 94 52 

89 83 52 

73 83 71 

71 81 50 

83 87 38 

57 55 60 

74% 82% 42% 
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Several other interesting findings are continued in Table 8: the high 
degree of viewer involvement in and complete attention to soap operas 
(a finding supported by the Bechtel et al. data), and the great amount of 
conversation that accompanies children's programs, movies, sports, and 
comedy programs (suggesting these programs promote rather than re
tard social intereaction). Perhaps the most curious findings, however, 
center around differences between situation comedies and live comedy 
shows. The situation comedies seldom offend viewers, although their 
generally "wholesome" humor seldom seems to provide great pleasure 
either. Live comedy programs (with the exception of the Flip Wilson 
show, which pulls the favorability ratings for live comedy in Table 8 up 
considerably) often offend viewers and fairly often invite distracting ac
tivity. 

In all, Table 8 suggests a variety of pleasurable functions that different 
programs provide: news and education programs keep viewers ade
quately in touch with the outside world; situation co'medy offers a pleas
urably bland entertainment; sports, comedy, and movies serve as a 
stimulus or an opportunity for social conversation; and game shows and 
soap operas provide diversions from household chores for housewives. 
Such results need to be replicated on much larger samples, however, to 
verify these impressions. 

THE FUNCTIONS OF TELEVISION VIOLENCE 

The data from the Simmons surveys clearly indicate that most televi
sion programs emphasizing violence draw disproportionate numbers of 
their audience from the less educated, black, and elderly segments of 
the population-even when the heavier overall use of television among 
these groups is taken into account. These population groups were also 
reported to describe their lives as "dull and routine" by a Gallup poll, 
which suggests that television violence may fulfill the function of prov
iding vicarious excitement to these citizens. 

On the other hand, higher viewing of violence may perform quite a 
different function for high school dropout youth. Although the data are 
not available in these studies, other research has found this group re
porting higher participation in (and desire for participation in) certain 
forms of aggressive behavior than the rest of the population.25 If true, 
this would comprise more concrete evidence for the common-sense 
proposition that television violence serves dramatically different func
tions for different segments of the audience. The need for wider and 
more complex measures of audience effects than are now usually con
sidered becomes obvious. 

The Simmons data also reveal that programs high in violence are 
viewed far more attentively than other television content, especially by 
male viewers. Parallel data from the national survey (see Table 8) and 
from the in-home camera study do not reveal this relation as strikingly, 
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but they still show that violent programs attract more than average at
tention to the set. Perhaps if the data from these two studies were ana
lyzed run separately for males, they would more closely approximate 
the Simmons results, which strongly suggest that violent content cap
tures the attention of the male television audience far more than other 
fure. • 

Negative reactions to violent programs have also been examined. In 
the national survey, only 11 percent of respondents spontaneously men
tioned excessive violence when asked about things they would like to 
see changed on television-although this was still the most frequent 
specific content complaint about television. When asked directly, some 
43 percent agreed that there was too much violence on television. As 
with complaints about sex, substantial age differences emerged in views 
about violence; 25 percent of the under-20 segment of the sample 
agreed that there was to026 much violence, compared with 65 percent 
among persons over age 60. More women than men agreed that there 
was excessive violence, but the overall difference was less than ten per
cent. A V-shaped relation held for education: college graduates and 
those with eighth-grade education or less (this group being dispropro
tionately older) were more likely to endorse this complaint about vio
lence than those with middle ranges of educational achievement-dif
ferences in some cases being as high as 20 percent between extreme and 
middle educational groups. 

To a great extent, these results parallel viewing patterns for violent 
programs: young people and the less educated (who watch more than 
normal television violence) are least likely to complain about too much 
violence. Indeed, at the individual level in the national sample there is a 
mild negative relation between complaints about excessive violence and 
the amount of violent content in the respondents' favorite television 
programs. However, the relation is not strong enough to suggest that the 
two are intimately codetermined. Furthermore, there are interesting 
exceptions to this relation at the group level, especially among college 
graduates in the national sample, who complained disproportionately 
about excessive violence while describing favorite programs that were 
well above average in violent content. If their generally expressed atti
tudes about television violence were implemented, college graduates 
and older people might find many of their favorite programs taken off 
the air.27 

It was obvious, from replies to several questions asked of the national 
sample about content that had upset them, that television news coverage 
underlay many of these complaints about excessive violence. One-third 
of the total sample (and 40 percent of news viewers) said too much at
tention was paid to violence on network news programs. The older and 
better-educated segments again tended to agree that news coverage of 
violence was excessive; there was no sex difference on this question, 
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however, as there was for the question about television violence in gen
eral. There was a moderate correlation between the two attitudes; per
sons who felt there was too much violence on television were more like
ly to feel that network news paid too much attention to violence. 

No relation was found between attitudes about news violence and 
preference for violent fare in favorite television programs. Nor was 
preference for violent television related in any notable way to either of 
the aggression measures (described near the end of the LoSciuto report) 
employed in the general national sample. However, among adult males 
(but not among male teens or women), some moderate differences do 
occur with one of the measures-the agree-disagree aggression items
but not with the other aggression measure, which was in forced-choice 
or open-end format. When male viewers were divided into three groups 
by the amount of violence in their four favorite television programs, 
progressive increases in agreement with aggressive responses were 
found. Respondents with low amounts of violence gave an average of 
1.6 aggressive responses to these five items; those with medium televi
sion violence, 1.8 aggressive responses; those listing most violence, 2.0 
aggressive responses. Such differences border on standard criteria of 
statistical significance and hence suggest that replication on larger repre
sentative samples is in order. The fact 'that such differences were not 
obtained with the other aggressive measure and that these differences 
are not overwhelming does indicate that the link between the two varia
bles is not likely to be a strong one, however. 

SUMMARY AND CONCLUSION 

A number of functional aspects of television use have been identified 
and explored: television's functional relationships with other everyday 
activities; the way television functions vis-a-vis other media in inform
ing the public; the sources of pleasure and displeasure that television 
provides; and some possible functions of television violence. Americans 
devote a considerable portion of their lives to television viewing, al
though not nearly as much nor with as much concentration as some esti
mates from previous research would lead us to believe. Nor are many 
viewers willing to agree with academic critics who contend that most 
viewing is merely a way of killing or filling extra time. 

However, it has been far easier to demonstrate that television time 
results in a pleasurable diversion from the more serious concerns of ev
eryday life than to demonstrate any benefits of an educational nature. 
Nevertheless, considerable numbers of viewers feel they are vicariously 
experiencing and learning about real-life situations from their favorite 
dramatic programs, and there is modest evidence of some learning tran
spiring in the process of watching television weather forecasts or in be-
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coming aware of top news stories from television news. However, deep
er understanding of more complex media content was decidedly lower 
among heavier viewers. 

The category scheme employed here was meant as neither a compre
hensive nor a thorough cataloguing of television's functions. Of those 
functions that have been discussed, "learning" is probably of greatest 
interest, since it seems to be the function that has important social con
sequences beyond the simple "social maintenance" function that time 
consumption or pleasure infer. Research is needed-perhaps from clini
cal psychological perspectives-on what goes through people's minds as 
they watch and on how such mental processes relate to the particular 
viewer's style of life and psychological goals. With such data, a compre
hensive measurement scheme could be developed that could tell how 
viewers are affected by what they watch, what they "carry away" from 
their television experience. 

Some attempt has been made here to see how well television use pre
dicts to specific items of knowledge. The more laborious task of index
ing how people's horizons are opened or restricted by the things they see 
on television now must be undertaken. Instead of asking, in essence, 
"What have you learned?" we need to ask, "Has anything you've seen 
changed your way of looking at the world?" Without such inform:.1tion, 
our knowledge of television's effects-with respect to violence, to polit
ical attitudes, or to information accrual-will continue to be excessively 
limited. 

I 
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FOOTNOTES 

1. With some modification, the four functions that Katz proposes that 
attitudes perform for individuals can be seen to have some parallels 
in television use: 

Possible ~xamples 
Katz's of function for 
function Purpose for attitudes television viewing 

Utilitarian Maximize rewards and Television as a purely 
minimize dissatisfactions pleasurable or relaxing 

experience 

Ego- Protection from harsh "Escapist" viewing; find-
defensive realities about oneself ing out everybody has 

or the outside world problems; enjoying Don 
Rickles 

Value Expression of appropriate Reinforcement and exten-
expressive personal values sion of viewers' values 

and life styles 

Knowledge Provides structure and Educational or news view-
meaning to one's ing; keeping up with 
environment "what's going on" 

Since there are enough problems identifying and separating Katz's 
functions in the study of attitudes (e.g., all functions are essentially 
utilitarian), we have decided on a more mundane and direct task of 
proposing three more limited functions of television, which certain
ly do not exhaust its potential functions as well as Katz's scheme 
does for attitudes. 

2. The Maryland teenagers' data was collected in connection with the 
McIntyre and Teevan survey; it was not written up as a separate 
paper for this research program. 

3. The author wishes to thank Nils Mattsson of the NIMH computer 
facility (for his skillful assistance and guidance in processing several 
difficult analyses), Deborah Cutler, and Eileen Marchak. 

4. If perchance it may appear that firm conclusions are drawn, the au
thor's intention to ad vance these as hypotheses for further testing 
should be kept in mind. Time limits have made it impossible to 
probe in detail any but a few of the many aspects of television view-
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ing examined in the national survey; it is hoped that resources will 
become available so that we can more fully mine these data in the 
future. 

5. In such comparisons, "yesterdays" are spread proportionately 
across all days of the week to offset the higher-than-average viewing 
which occurs on Sundays and the lower-than-average times for Sat
urday. It should be noted that several television rating services like 
Nielson and Simmons also estimate three hours of viewing per day 
per respondent. 

6. There is a suggestion in the national survey data that the college
educated do underestimate their viewing on an average day com
pared with "yesterday viewing," so the critics receive partial justi
fication on this SC0re. 

7. C students in eleventh and twelfth grades may be slightly better stu
dents than their counterparts in grades seven and eight, since some 
C students in grades ~even and eight eventually drop out of school 
before reaching grade:; 1.1 and 12. 

8. Among University of Michigan journalism students asked the same 
question, the estimate is just over one hour of viewing per day, 
which may represent one of the lowest group viewing figures. 

9. The computer program is described in Andrews et al. (1967). It is 
based on a general linear regression model and hence does not ex
tend to situations where there are strong interaction effects among 
the independent variables. Unfortunately there was no opportunity 
to check for interaction effects in this analysis. 

10. The 40 percent reporting conversation during the program rises in 
significance when it is noted that 32 percent of all programs seen are 
reported viewed alone. 

11. In a recent address to the American Association of Public Opinion 
Research, Herbert Krugman has suggested a further property of the 
television viewing experience that leads to the discontinuous per
ceptual style of "television man"-namely, the fact that almost all 
programs, serious or not, are constantly interrupted by frivolous 
and irrelevant commercials that draw viewers' attention away from 
the story line of the program. 

12. Again respondents tend to overestimate their viewing with respect 
to news. Extrapolating from a general question on news viewing 
would place the proportion viewing national news on an average 
night at 43 percent and the proportion seeing any local news shows 
at 54 percent. In their week-long diaries, however, less than 30 per
cent reported any news program at all (20 percent seeing local news, 
17 percent national news). In the Simmons data the average daily 
audience for all three network news shows combined was slightly 
larger, at 24 percent. 
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13. This finding suggests that the selection of news personalities in the 
information quiz may have been slanted toward personalities of 
more interest to followers of the "counterculture." Certainly a 
more systematic sampling plan to select news personalities may 
have been called for, but the fact that the same results were ob
tained with the information quiz about foreign countries indicates 
that conclusions reached from the news personalities' quiz do not 
suffer from serious deficiencies in this respect. 

14. Even though students who watched most television were most likely 
to see such specials, and though students with lower grades watched 
most television, viewing of educational specials was slightly higher 
among students with better grades. 

15. While the national sample averaged 2.4 persons recognized and the 
Maryland sample averaged 1.5, University of Michigan advanced 
journalism students averaged 4.5 persons recognized and a sample 
of Detroit area teachers recognized 4.3. Only Calvin Hill and Joseph 
Tydings were known to less than 50 percent of these higher educa
tion groups, while none of the news personalities were recognized 
by half of either the Maryland students or the national sample. 

16. By and large, the more frequent news viewers are among heavier 
general users of television. However, almost one-third of the sam
ple who estimated they watched over four hours of television a day 
claimed that they never watched national news programs, compared 
to less than 15 percent of the rest of the sample. 

17. Another four percent in the student survey and 12 percent in the na
tional survey did mention west and other directions (west and north, 
south and west), which are counted partially correct answers in Ta
ble 6 and other analyses. Among University of Michigan students 
and Detroit area teachers, clear majorities (73 and 64 percent re
spectively) knew the correct direction of the weather. The implica
tions of a low pressure system were less well known, by 61 percent 
of the Michigan students and 70 percent of the Detroit teachers. 

18. Among blacks in the national sample of 19-year-old boys, the pro
portion answering television was 30 percent, more than twice as 
high as the proportion of whites. This racial difference could not be 
accounted for by differences in educational attainment of either the 
boys or their parents. 

19. More detailed personal interviews. with some of the Maryland teen
agers indicated that they predominantly felt crime-adventure pro
grams to realistically portray the daily lives of police and govern
ment agents. The only vehement rejection of the reality of these 
programs came from the son of a police officer. 

20. We did launch one half-hearted effort to locate a possible contribu
tion of color cues in "learning" from television. In one subsample 
of Maryland teenagers, viewers of the program Laugh-In were 
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asked to describe the underlying joke of the Farkle family sketches. 
Since the brightly colored wigs worn by members of the family were 
such a tip-off to the neighbor's having fathered the Farkle children, 
we hypothesized that children who had color sets would be more 
aware of this implication than those who only had black and white 
receivers. In actuality, students without color sets were more likely 
to catch the joke, thus delivering a crippling blow to this line of re
search. 

21. The two questions show a curious relation to education. The col
lege-exposed, who watch least television, are far more likely to cite 
a program they wanted to watch but could not, and at the same time 
to note a time when they had to turn off the set because of poor pro
gram choice. The former finding suggests that, given fewer outside 
pressures, the better educated would watch more television; the lat
ter finding suggests that, given more free time, they wiII boycott 
whatever is on anyway. 

22. In the weekly diaries of viewing, excessive commercials received 
several mentions as something disliked about a program (especially 
movies), but almost no viewers noted infrequent commercials as 
something they liked about a program. 

23. Several programs are counted more than once in this figure, since 
several respondents usually viewed a particular program. It is in
structive to find the most popular programs on television-in this 
sample Marcus Welby, M.D. and Ironside-being recorded in only 
seven percent of respondent diaries. By our count across one week, 
several reruns (like Big Valley or Star Trek) come into the Top 10 
programs viewed because they are shown many afternoons during 
the week by local stations. 

14. Among the individual programs rated highest by viewers were Mar
cus Welby, M.D., Flip Wilson, Lawrence Welk, and Family Affair; 
over 60 percent reported these programs as really worth watching. 
The most unfavorable reactions were given to Laugh-In, Ed Sulli
van, Johnny Carson, and Bonanza by respondents who saw these 
programs; less than 25 percent thought these were really worth 
watching. 

25. The author has explored this relation in greater depth for a national 
sample of 19-year-old males in a separate report, co-authored with 
Jerald Bachman, which can be found in another volume of this re
port. 

26. This percentage is almost exactly identical to that obtained in the 
Maryland teenage sample, where 23 percent agreed with the-com
plaint of too much violence. An interesting interaction effect was 
noted between age and grades in school with this variable. Only 
among students with A grades did complaints about violence differ 
significantly from other students. The difference by grades did not 
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exist for the seventh and eighth graders, but it became evident 
among ninth and tenth graders and more evident among eleventh 
and twelfth graders-where about 44 percent complained about 
excessive violence. To some extent this interaction effect was con~ 
centrated among girls; however, it is of further interest to find this 
college·bound group resembling college students and teachers (at 
least at the University of Michigan, where close to 60 percent agree 
with this complaint) in their attitudes about television violence. This 
suggestion of "anticipatory socialization" for attitudes toward tele
vision violence among the academically successful teenagers most 
likely headed toward the university campus appears for other atti
tudes espoused by University of Michigan students as well: more 
negative views of big qusiness, police, and the military; more posi
tive views of college students, war protesters, and hippies; and 
greater appreciation of psychedelic music. The sample sizes are too 
small to speculate further. but it is interesting to find this group of 
older high school students with above-average grades to be the one 
group with such widely and consistently divergent attitudes from 
the rest of the teenage sample. 

27. Few respondents probably made a conscious connection between 
the two questions; different results might be obtained if the two 
questions were explicitly linked. Moreover, the term "violence" 
has curious meanings to many Americans. A recent national survey 
conducted by the Survey Research Center found that more Ameri
can males defined draft card burning as violence than defined police 
beating students as violence (Blumenthal et al., 1971). 
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