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ABSTRACT
ADOLESCENTS IN A MULTI-MEDIA ENVIRONMENT:
THEIR MEDIA-USE ACTIVITIES AND GRATIFICATIONS
By

Carolyn A. Lin

Teen viewers in the 1980s face a TV screen dramati-
cally different from that of previous decades. These
viewers represent the first cable-TV and video-cassette-
recorder (VCR) generation. With these technologies comes a
new media environment, which includes material with highly
explicit violent and sexual content such as R-rated or X-
rated movies.

Despite concern over the role of less orthodox con-
tent in socialization processes of teen viewers, little
research has addressed how teenagers make use of it or the
extent to which they interact with this "abundant" media
environment. The present stuay assesses how teenagers uti-
lize media technologies, and what are the relations bet-
ween their media-use activity and gratifications. Further,

a theoretical model is proposed to interpret the manner in

” ”

which viewers interact with the "new" home-video cultural
phenomenon.
The hypotheses tested in this study were based on the

"gratification-seeking" phase of a proposed theoretical



model whicﬁ assesses the overall relations between grati-
fication-seeking activity and 1) media gratifications
expected as well as obtained, 2) the audience’s media
exposure level, and 3) the audience’s overall control over
the media exposure process. Data were obtained from an in-
class survey of 206 7th graders and 221 10th graders from a
medium-sized midwestern community.

Results generally revealed that: 1) a more active
audience tends to expect and to receive a higher level of
media gratifications, 2) the more active audience member is
also inclined to be a heavier media consumer, 3) the con-
trol available to the audience through the use of new video
technologies is related to the audience’s gratifications-
seeking processes, and 4) the concept of gratification-
seeking activity is indeed an intervening factor in the
relations between gratifications-sought and gratifications-
obtained. The empirical support provided for the hypo-
theses and the theoretical model substantiates the
theorizing effort incorporated in this study that examined
teen audience’s media uses and gratifications within the
context of a multimedia environment. The foremost
contribution of this study, however, lies in the introduc-
tion of new theoretical components that broaden the scope
of conventional audience-activity typologies to address the
processes of audience media consumption in a new home video

culture.
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CHAPTER 1

INTRODUCTION

Teen viewers in the 1980s face a TV screen
dramatically different from that of past decades. These
viewers constitute the first cable-TV and video-cassette-
recorder (VCR) generation. Many of them are able to watch
certain TV programs that contain highly explicit violent
and sexual content such as R-rated or X-rated movies on
cable TV. They may also watch pre—recopded movies
portraying similarly unrestricted video content by use of a
VCR, often without parental supervision. Consequently,
concern over fhe role of TV viewing in children’s lives has
sharply incréaled.l Parents and educators have started t&
ponder whether the popularity of graphically "antisocial”
music videos and their "offensive" lyrics might have a
negative impact on the youth culture.

The pervasiveness of new media technologies across
U.S. TV households cannot be disputed. Nearly fifty
percent of households subscribe to cable.2 thirty percent’
have at least one pay channel, and forty percent own a VCR?
Despite concerns over the role of 1less orthodox video
content in the socialization process of teen viewers,

little research has addressed how teenagers make use of

such content or how they interact with this "abundant"
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media environment. This study will assess how teenagers
utilize media technologies and what are the relations
between their media-use activity and gratification. A
theoretical model will be proposed to interpret how teen
viewers interact with the "new" home-video cultural

phenomenon.

Problem Statement

Adolescent years are the most stressful time of a
person’s developmental transition. Experts have segmented
adolescence into early-, mid- and late- stages; each stage
is said to have a different phase of challenges.4 The
recurrent themes generally appear to be an inevitable
search for the following elements that prepare an adolescent
for a successful adulthood: 1) self-identity (related to
body image), 2) autonomy (in relation to gaining indepen-
dence), 3) achievement (in academic work and self-worth)
and 4) intimacy (indicative of friendship and approval).5
For an adolescent to attain these elements in either a
positive or negative direction, parents, schools, peer
groups, media and social/cultural environments all play a
certain role in the socialization process.

Literature has described the potential impact of
media on adolescent behavior. Teenagers often model their
favorite entertainers in terms of mannerism, clothing,
hairstyles, and so on. They exchange opinions on

yesterday’s soap-opera episodes or the newly released

music videos. They form a "youth culture"” that symbolizes



independence from their parents. In fact, a teenager’s
commitment to the peer-group values is often reflected in
the extent to which he or she identifies with the pop media
culture adopted by the group.6 According to Roe, pop media
culture such as pop music contains "values and roles
sponsored by mass media designed for adolescent consump-
tion." ! However, most TV programs on commercial channels
deal with primarily adult-oriented themes. Teenagers who
are not intellectually mature may absorb certain morals or
values indiscrilinately.8

Although parents have sounded their criticisms about
the possible negative influence of some pop media culture
on their children, most children receive little parental
guidance or mediation in their daily TV-viewing activity.9
With the number of single-parent households and dual-working
parent households on the rise, watching TV has become a
major after-school activity for many children while
awaiting their parents’ return home. On average, a
teenager spends two to three hours a day watching TV.lo One
reason why TV viewing is a favorite activity for many teen-
agers is that it represents a rather neutral source for
passing leisure time, especially when "no other attractive
alternatives" are available%1 Yet, television--to maintain
audience viewing interest and loyalty--must be satisfying
certain important psychological needs, because the appeal

of TV viewing is still much lower than most other teenage

activities.



In examining how and why teenagers utilize media to
pass their leisure time, their use of cable TV and VCRs
must be scrutinized. Access to cable TV and VCRs has

" home-video envi-

undoubtedly created a distinctively "new
ronment for the audience. Cable TV, with its multichannel
capacity, has provided viewers with 24 -hour viewing
enjoyment in a good variety of specialty channels such as
news, sports, music, movies, and so on. For example, the
Music TV channel (MTV) provides 24-hour rock-music videos;
it has become the primary source for teenagers to scout the
newest rock-music releases. Other channels, such as
Nickelodeon, supply programs for children of all ages.
Cable TV is obviously capable of meeting a much broader
horizon of audience viewing interests than traditional
broadcast networks are capable of serving.

Having a greater degree of "control" over the access
to home-entertainment options also translates to a greater
degree of "audience control" over viewing activity. Such
additional ability to "control" what one wishes to watch on
the TV screen is further expanded when a VCR set is brpught
into the home. With a VCR, not only is the audience able
to increase viewing options by playing pre-recorded tapes
(i.e., rented, purchased, or borrowed), but it can also
watch any TV programs at its convenience through recording
them for later viewing. A teen viewer may watch a favorite
rented movie (with a friend or a group of friends) that is
no longer available on TV or in theatres. Alternatively, he

or she may play back a program that perhaps had a



conflicting schedule with another favorite program or
another activity (e. g., sleep, sports).

What a VCR can offer to the audience is freedom from
the restriction of broadcast and/or cable schedules, as
well as thousands of movie titles on videocassettes. Stay-
ing home to watch a rental is often more economical than
"going to the movies" in terms of time or cost for the
entire fa-ily.lz Watching videos at home also gives one
privacy and control over ti-ing.13 Video parties——-inviting
guests over to watch a video--have evolved into a "new"
kind of socializing event, especially among the younger
generation.14 Although a "home-video culture" has not been
concretely established at present, all signs indicate that
it is in a clearly intensive process of formation.

If the ability to "control” one’s viewing enjoyment
has become an important concern to the audience, technology
has provided yet another answer to that demand. A remote-
control device that accompanies a TV or VCR set enables the
audience to control viewing conditions with little physical
effort. Through the use of a remote-control device, the
audience can switch channels freely for the purpose of
skipping undesired content (e. ¢g., commercials), scanning
the viewing options, or changing viewing choices. The
sensation of physically "controlling"” one’s television or
VCR machine by using a remote-control device is probably,

nevertheless, less significant than the psychological

satisfaction of being "in-control"™ of one’s viewing



activity. Teen viewers, when the circumstance allows,
reportedly switch around channels very frequently. 1
Cable-TV and VCR technologies have evidently intro-
duced a greater level of "control" and a widened variety of
"choice" in making viewing decisions. TV viewing is,
therefore, no longer a "passive" activity. Instead, the
audience can be a relatively active "participant”™ in the
process of selecting and viewing a progranm. Although the
"one-way" nature of mass communication has not really been
altered, more "interactions" between the audience and its
TV screen have nevertheless taken place. The "locus of

control” in this particular communication process has been

heavily transferred to the hands of an audience from the

media source. An examination of this new home-video
phenomenon may lead to a redefinition of the relationship
between the audience and its media environment. The multi-
media environment may have generated a "new" dimension of
psychological and behavioral consequences highlighted by
changes in viewing patterns and an enhancement of media
gratification for child as well as adult audiences.

Most research related to adolescents’ use of media is
one to two decades old, and thus, only a few studies have
dealt with adolescent use of cable TV and VCRs. These are
preliminary investigations which have provided descriptive
information on general media-use patterns and on demo-
graphic profiles of adolescents and their multi-media

environment. Not many media theories have, however, been

tested for the purposes of making inferences and



interpretations about this "new" relationship between the
teenage users and their "new" media environment. This
paucity of work on teens and new media likely stems from
the 1lack of applicable theoretical frameworks that may
generalize meaningful new dimensions for explanation.

In an attempt to fill this vacuum in theory, Levy
proposed a new approach to study audience activity:
observing the psychological and behavioral reactions of the
adult audience throughout the entire viewing process. He
also made an effort to integrate the uses-and-gratifications
perspective with various aspects of audience activity to
explain how the levels of viewer interaction with media
may be correlated with media gratificatiog.ls Though
Levy’s contribution needs to be verified as yet through
replication, his effort raises the possibility of revising
existing theéries and assumptions to accommodate new
dimensions in media research.

It scems that a full understanding of the relations
between an audience and its "new" media environment will
call for a reexamination of this relationship. Certain
fundamental matters pertaining to why and how an audience
uses media, what it chooses from media offerings, and what
it gains from media use must be reevaluated. Levy has’
explored a few new aspects of audience-media interactions
(including VCR use), and other researchers have studied
channel switching and program selection processes in cable
TV and VCR ho-es.l7 Nevertheless, there are yet to be

thoroughly analyzed the theoretical meanings of a central



"audience control" element that captures the essence of

" media environment (i.e., widened content variety,

the "new
increased media access and technical-control features).
The 1lack of exploration of this "audience control" element

has hampered any potential theoretical breakthroughs.

Amidst all the research old and new, on adolescent
use of media, one principal disciplinary area--uses and
gratifications--seems to have been insufficiéntly studied.
Without sufficient knowledge about the psychological
motives and consequences of media-use activities among
teenagers, the theoretical basis for making inferences on
many media-related adolescent behaviors is somewhat
rudimentary. To establish that theoretical basis, more
research effort will be needed. In light of the changing
media environment, it may be useful to combine an utilitar-
ian approach with any potential new theoretical elements
arising from the "new" home-video culture. Fof one can
easily study any media-use related concepts within the
context of the uses and gratifications perspective. For
example, one may assume the concept "audience control"” is
one of the underlying motives for media wuse because
"control motivation" is said to exist in every action a
person takes in life.18 It is expected that the exploration
of new models will unquestionably broaden our knowledge of
the relationship between audiences and their "new" multi-

media environment.



CHAPTER II: PART I

LITERATURE REVIEW

To establish a sound basis for the construction of a
new communication model, this section will review litera-
ture in three areas—-the uses and gratifications perspec-
tive, "control motivation,"” and general use patterns of
VCRs and cable TV. Each section will be relevant to a part
of the communication model proposed in the second part of

this chapter.

The general framework for this approach assumes that
certain psychological needs motivate individuals to seek
mass media content for need-fulfillment purposes. Media
exposures will result in the gratification of those
psychological needs to varying degrees, and perhaps trigger
certain short- or 1long-term cognitive, affective, and
behavioral reactions either intended or unintended by the
audience. Implicit in this generalization is the
assumption that the individual is an active audience member
who is capable of identifying his needs and the preferred
means (i.e., media exposure) to gratify those needs.

Much research has adopted the uses and gratifications

perspective to study media audience behavior. However,
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media-gratifications studies have long been criticized as
being atheoretical.l9 Most of them have difficulties in
assessing the existence and effects of psychological needs
and gratifications in theoretical terms. They also fail to
interpret media gratifications within a meaningful social
context. Much effort has since been devoted to developing
more complete theoretical frameworks to overcome such
difficulties. There are five general areas where researchers

have explored either new theoretical ramifications or the

potential for initiating new theoretical models.

I. Psychological Origins

To trace the'psychological origins of human needs for
media gratifications, two types of basic psychological
needs--deficiency and non-deficiency--must be exalined.zo
Deficiency needs are said to derive from internal dissatis-
factions such as needs for love and security; most of these
needs rely on other people (e. g., friends and families) as
need-fulfillment sources. In contrast, the non-deficiency
needs (self-actualization needs) are thought to be
gratified by sources that are independent of other people
and may enhance one’s self-development.

Media use is said to be able to fulfill an audience’s

non-deficiency needs because mass media may serve as a

21
functional alternative to facilitate one’s cognitive or
22
affective growth. Empirical findings have supported this
assumption. Among the media functions identified by the

audience, media exposure may supply positive cognitive and
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affective (or even behavioral) stimuli to the audience as
well as elicit similar positive responses from then.23

Advocates of the "obstinate audience" contend that
external factors (e.g., mealtime or work schedule) rather
than internal factors (i.e., needs or motivations) general-
ly determine an audience’s media-use activity.z4 They
challenge the notion that an audience is aware of its needs
for media use. Because of the fact that audiences often
show clearly strong and loyal preferences among equally
available mass media, it is difficult to assume that such
loyalty is only due to "habit" or external factors. It may
be more reasonable to assume that media use is a purpose-
ful act determined by audience needs or lotivationl.25
McGuire’s sixteen-cell classifications of human motives
for media use have opened up a wide reange of theoretical
supports for such an assumption 2 (see Appendix I).

Although the negation of internal factors in the
process of media use may not be entirely valid, the role of
external factors should not be denied. According to
Blumler, external circumstances and internal motivations
(or needs) represent separate stages in the process of
media u-e.27 McGuire concludes that external factors domi-
nate the initial stage of media exposure (even though
available alternatives may limit an individual’s choices),
whereas, continuing exposure is motivated by internal
force..z8

The theoretical assumptions discussed in this section

generally fall into the following three categories: 1) the
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conceptualization of basic psychological needs; 2) the
individual’s ability to identify his or her psychological
needs; and 3) the role of mass media as a functional
alternative to gratify certain human needs. These three
the-e; will be integrated into the psychological-orientation
phase of the proposed model, in which they will be closely
associated with the following model components--General

Needs, Need Orientation, and Basic Motivations.

II. Social Origins and Factors
Research results have demonstrated that perceptions of
media gratifications may have a cultural or social origin.
Based on findings of Lichtenstein and Rosenfeld, media use
is not related to individual perceptions of media gratifi-
cations; both wusers and non-users of different media
describe media images in a consistent -anner.29 Their con-
clusion, similar to that of Becker 3oand Bantz,31 implies
that media image is probably a consequence of social
learning and/or media self-definition (e. g., films are
promoted to the public as "escape" or "entertainment").
Additional evidence further reveals that there was a
significant degree of agreement between perceived gratifi-
cations for one’'s self and for others when respondents were
asked to describe their own and most people’s (or social or
cultural) perception of media gratifications.32Moreover. it
was also reported that the audience’s viewing choice is

independent from its expected media gratification. This

was indicated by the inconsistency between the audience’s



13

general expectation of media gratification (i. e., socially
learned) and its choice of favorite progra-s.33

Social factors such as an audience’s sociological
characteristics and social conditions (e.g., family
economy, work schedule) may all play an important role in
its media use activity and gratifications.34 Media studies
have rarely 1looked at social factors in a meaningful
context; instead, these factors have often been introduced
as demographic variables at a descriptive level. A Blumler
study,sgevertheless, presented a brilliant documentation of
the significance of social factors. His overall findings
indicate that the various social roles (e.g., full-time
worker, older, less educated) and social conditions (e.g.,
car ownership, geographic mobility) associated with an
audience may. factor together in different ways to interact
with its media-use activity and types of gratifications.
sought. For instance, a lack of organizational affiliation
among retired people is related to more frequent TV use for
diversion purposes; being housebound is correlated with
surveillance seeking among housewives.

It is clear that, as media habits are usually shaped
and displayed in social circumstances, social factors serve
as more than just an intervening factor in the process of
media use. Social factors are, instead, according to
Blumler, a M"socially regulated ggeno-enon" deserving of

further research in its own right. In essence, there is a

need for reconceptualizing social factors and redefining
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the relations between those factors and an audiences’s
media use activity. Such a feconceptualization need will
be briefly addressed in the proposed model, within the
component entitled "Socio-Cultural Composition." The
literature reviewed in this section undoubtedly provides
invaluable insights which should aid in the reconceptu#li—

zation effort.

III. Gratifications-Sought vs. Gratifications-Obtained

If media gratifications are to be reliaﬁly assessed,
then the theoretical distinction between the concepts of
gratifications-sought and gratifications-obtained must be
properly addressed. The reason is simply that these two
concepts don’t have an isomorphic relationship. Palmgreen
and Rayburn first attested the difference between the two
concepts and found that non-public-TV viewers have a larger
discrepancy between their perceived degrees of gratifica-
tions-sought and gratifications-obtained than regular
public-TV viewers.37 Subsequently, Palmgreen, Wénner and
Rayburn reported that the overall correlations between an
audience’s gratifications~;ought and gratifications-
obtained are moderate to strong; program dependency (i.e.,
viewer 1loyalty) is relative to the strength of the
relationship between gratifications-sought and gratifica-
tions obtained pertaining to that progran.ss

In a separate study, Palmgreen et al. tested a

"discrepancy model"” of program choice that assumes that

program choice is a function of the average discrepancy in
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the perceived gratifications-obtained between a particular
program and some similar program(s). The results show that
when comparing the perceived gratifications-obtained
between favorite (or most watched) news program and compet-
ing programs, the respondents reported receiving greater
gratifications from the former than the latter. However,
once a viewing decision is made (under certain environmen-
tal constraints), the perception of gratifications-obtained
may be altered (to an acceptable level) to justify the
decision.39

Rayburn et al. retested the "discrepancy model®™ and
found that program selection is influenced by what one
seeks from a program, the extent to which gratifications
are perceived to be obtained, and an evaluation of gratifi-
cations-obtained between one’s favorite and competing
prograls.40 The results of Palmgreen et al. and Rayburn et
al. were further supported by a Wenner study, which also
revealed gratifications-obtained as a good predictor in
explaining the phenomenon of program dependency.41Meathile
Palmgreen and Rayburn introduced an "expectancy-value
model” that assumes a particular gratification will only be
sought from X if X is perceived to possess the related
attribute, and the attribute is also positively evaluated.
The results from testing the model indicate that expecta-
tions about and evaluations of, the characteristics of
media content are important antecedents to the formation of

42
gratification-seeking motives.
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It is apparent from the empirical findings that there
is no perfect parallelism between gratifications-sought and
gratifications-obtained. Individual gratifications-sought
are perceived to be gratified at varying degrees. Also, if
a program is perceived as more gratifying than others,
repeated exposure to the same program will occur. Further-
more, @& program Bmay be evaluated for its gratification
attribute and for the significance of that attribute before
an audience makes its viewing decisions.

The essence of this particular review section reveals
the need theoretically as well as empirically to separate
the concepts of gratifications-sought and gratifications-
obtained. To meet such a theoretical challenge, these two
concepts will be carefully and thoroughly conceptualized in
the proposed model. Empirical evidence presented herein
will be drawn upon to form the foundation for theoretical

claims made in support of the model.

IV. Gratification-Seeking Activity

Gratification-seeking activity characterizes the
process of media use activity or "audience activity,"
because any media-use-related audience activity is assumed
to be a goal-oriented act to obtain gratifications. Levy
first adopted a more structured approach to examine
audience activity by classifying audiences into active and
passive types. An active audience member is, for example,
an individual who regularly plans his viewing, whereas a

passive audience may be an individual who does not wusually
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plan his viewing. The measures of media gratifications and
audience activity in the study were, however, independent-
ly analyzed and interpreted; the relations between these
two sets of measures was not exalined.43

Later, Levy developed a two-phase audience-activity
typology. Three types of "qualitative orientation"--
audience selectivity, audience involvement, and audience
use-—-comprise the first phase. Three stages of "temporal
dimension"--pre-exposure, exposure, and post-exposure--form
the second phase. By merging the two phases, the first
category is characterized by "audience selectivity" of
media wuse options within the "pre-exposure" period. The
second category illustrates "audience involvement" (i. e.,
cognitive, affective, or behavioral interaction) with media
content during the "exposure" period. ' The third category
depicts "audience use" (i.e., cognitive, affective or be-
havioral reaction) of media content during the "post-
exposure” period. The overall results suggest that the
more active audience is inclined to be more selective in
its program choice, more concentrated during exposure, and
more frequently engaged in "using" media content mentally
or behaviorally. Furthermore, the more active audience
(among the better educated) is not necessarily a heavy
viewer or more involved in para-social interaction with TV
personalities than the more passive audience.44

Levy and Windahl further formulated a model of

"audience activity, gratifications, and exposure”"--integra-

ting audience activity with three temporal dimensions
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(i.e., preactivity, duractivity, and postactivity), media
exposure and gratification measures (i. e., gratifications-
sought and gratifications-obtained). They found that
viewers do not possess a consistent orientation toward
media content across different phases of audience activity,
and that the levels of audience activity appear to covary
with gratifications-sought and gratifications-obtained.
Thus, according the them "...audience activity and
gratifications stand as important intervening variables in
the communication ﬁrocess.”45 These results provided a sig-
nificant theoretical implication; that is, a more highly
motivated audience (with greater degrees of gratifications-
sought) will be more actively engaged in various types of
audience activity in order to gain greater levels of media
gratifications throughout the media use processes.

Blumler contends that examining audience activity can
determine whether there is an active audienée in relation
to uses and gratifications.46 Other researqhers such as
Galloway and Meek.47 as well as Palmgreen and Rayburn,48
assert that the process of how a person acquires media gra-
fications may help explain his or her subsequent media
behavior.

While none of these authors directly addresses the
role that gratification-seeking activity (or audience
activity) projects in the relations between gratifications-

sought and gratications-obtained, this concept was implicit

in their work. Moreover, although the concept of gratifica-
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tion-seeking activity (or audience activity) and its
possible intervention in media-use processes has been
implicated in past studies, researchers have failed to draw
a key inference from the literature. That inference
pertains to the effect of any possible intervening varia-
bles such as socio-cultural factors or gratification-seek-
ing activity on the relations between gratifications-sought
and gratifications-obtained. The proposed model will make
an effort to conceptualize these functions as they relate
to the overall processes of media uses and gratifications.
Furthermore, since the empirical evidence collected
in the area of audience activity has thus far been rela-
tively limited, a range of other audience actiyity associat-
ed with access to "new" media technology needs further
investigation. To fill in such a theoretical and empirical
void, the pfoposed model will formulate a broader theo-
retical scheme that can encompasse the relations betweeﬂ
media gratifications and the uses of both new and old media

technologies.

V. Gratifications and Media Effects

Media gratifications have not been treated as one of
the factors to explain the effects of media use to the
extent that they could. In the area of cognitive learning,
Becker49diucovered that several gratification measures had
a liggificnnt influence on voter knowledge. A study by

Gantz reported that motivations-gratifications are strong

predictors of information recall when other non-motivatio-
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nal factors such as attention level are considered. Media
gratifications, further-ore; were also said to have
affected audience perception of media credibility.
Audiences who have a stronger information need tend to
value npewspapers more than TV as a more credible news
source.

The role of media gratifications in mediating the
affective effects of media exposure appears to be a mixed
one. It seels'that. when programs are categorized into a
specific gratification type (e. g., informational, enter-
tainment) and matched with gratifications-sought reported
by the audience, program enjoyment is lower than when
gratification-type associated with a program and audience
gratifications-sought are not matched. This lack of
parallelism suggests that media content is not "gratifica-
tion-specific"--a single program can provide multiple gra-
tifications. The audience with its own set of gratifica-
tions-sought, moreover, may seek multiple gratifications
from within a particular program type to obtain expected
viewing enjoynent.sz

To examine the relations between media gratifications
and behavioral effects of media exposure, Weaver 53exalined
political knowledge and discussion through the use of
general cognitive orientation measures (i. e., generalized
motivation measures) and specific gratification measures.
General cognitive orientation (or general informational

need) is reflected by the degrees of uncertainty that one

feels about certain problems and the relevance of those
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problems; specific gratification measures are formed by
grouping motivational items under certain a priori catego-
ries such as surveillance. The results show that general
cognitive orientation is more influential as a contingent
condition on media effects than specific gratification
measures. Specific gratification measures appear to be too
narrow and inflexible to detect nuances in audience
responses.
54

Blumler has rendered three aspects that characterize
the impacts of media gratifications on media effects:
"cognitive orientation, diversion, and personal identity."
The above discussion roughly covers part of these three
aspects. Much more work is needed before the relations
between media gratifications and media effects can be
better comprehended. As reflected in the proposed model,
efforts have been made to examine the role of media
gratification as an intervening factor in the process of
media-effect formation. In particular, the impact of media
gratification will be conceived in the context of the
entire process of media-use activity.

There are several media-gratifications paradigms that
emerged during the past decade but have not been discussed
in any of the above five areas. For instance, Palmgreen et
nl.ssintegrated earlier work of Mcleod and Becker, Weibull,
Rosengren, and others and presented a "general media-grati-

fications model."” In this model, the media-gratifications

process is located within a social and cultural context



22

and interacts with media structure and technology, media-

use behavior, media content, media effects and individual

characteristics based on an expectancy-value approach.
Borrowing the concept of transac;éon communication,

Wenner launched a "transactional model" which postulates

that media use and media effects for the individual and

society are prescribed by certain broad systemic
relationships. The major components in the model are as
follows. The "general background" of the audience (i.e.,

social and psychological origins of needs and values) helps
shape the "general foreground" of the audience (i.e., the
audience’s interest, knowledge, attitudes, activities and
problems). These individual characteristics will influence
the audience’s "media reference background" such that its
media exposure patterns ("habitual media exposure") and
experience with alternatives ("functional alternatives")
will enable "beliefs" and "evaluations"” to be formed about
media sources and their alternatives. The beliefs and
evaluations formulated based on media exposure experiences
from the "media reference background"” will help determine
the gratifications sought within the audience’s "media
reference foreground” in which the gratifications obtained
are intervened by the content and context of exposure. The
last component, media "effects," is characterized by the
change occurring within and among individuals, media, and
society as a whole.
57
Weibull’s model of media use emphasizes the rela-

tions between media use habits and exposure. His model
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assumes that social structure shapes the media structure,
which in turn determines the availability/accessibility of
media source/content. The social structure also influences
the audience’s social situations and needs which help
formulate its motivation/gratifications-sought. Though
audience use of media content (or media behavior) is
restrained by the media structure, a highly motivated
audience will be 1less affected by the existing media
structure as a whole in terms of its general output or
day’s content. In contrast, an audience with less interest
in media outputs or media content seems to be more
concerned with specific contents or content composition.
These three models, each with its specific emphasis,
represent an effort to conceive media gratifications
processes through an integrated approach. Along with the
empirical evidence discussed above, these models have
provided multiple dimensions of theoretical assumptions for
future media gratifications research. For instance, the
integrated approach taken by Palmgreen et al. emphasizes a
multivariate structure in which the gratification
processes are viewed as taking place within an environment
where societal structures and individual characteristics
constantly interact. For Wenner, the most important
concept was that of a "transaction"” which focuses on
"dynamic change, not only within the individual, but within
and among individuals, media, and society." He maintained,

moreover, that an analysis of both "content" and "context"
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of media exposure would be necessary if a "transactional
media gratification framework"™ is expected. Weibull’s
model of media use treats media structure as an
explanatory factor for media use behavior. Within a
particular media structure, both institutional structure
and media outputs can influence an audience’s media-use
habits. In Weibull’s opinion, the best way to study how
the various media structure factors may affect media-use
behavior is to conduct comparative studies between
different regions and countries, and across different
times. As the track record in media-use research indicates,
much more work is still needed before a theoretically com-

prehensive model may be attainable.

Control Motivation

The concept of control motivation has its origins in
psychological research on motivations. To begin the
discussion of "gaining control" as a lotivational force for
activating certain behavior, one must first becone familiar
with the notion of "freedom." The notion of freedom refers
to an individual’s belief that he or she can carry out a
particular behavior without specific internal or external
constraints in order to obtain a potentially pleasant
outcome or avoid an unpleasant one. A freedom thus can be
viewed as an expectancy with various degrees of strength
that may satisfy motives of different levels of intenaity?8

Similarly, the concept of control has also been

recognized as an expectancy or belief. The "locus of
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59
control,” as an expectancy variable, is defined by Rotter

as follow:

the degree to which the individual perceives that the

reward follows from, or is contingent upon, his own

behavior or attributes versus the degree to which he

feels the reward is controlled by forces outside of

himself and may occur independently of his own actions.

Studies have suggested that individuals who 1lean
heavily on "internality" for reinforcement perhaps value
personal freedom and control more highly than those who are
inclined toward "externality" for reinforcement. This is
not to say those individuals whose inclination rests
strongly on "externality" do not cherish freedom and
control. Instead, these individuals are said to perceive
the external constraints that control their freedoms to
receive reinforcement as being more forceful.so For in-
stance, it was found that an individual with an internal
locus of control tends to believe that one may utilize the
environment or overcome the environmental éonstraints to
accomplish one’s goals. 1In contrast, an individual with an
external 1locus of control is more likely to submit to
environmental barriers and less inclined to maximize
existing resources for goal attainment purposes?l In sum,
individuals who are high on internality demonstrate more
resistance to external influence than those who are high on
externality.
From the definitions of "freedom” and "locus of

control,” it can be conceived that, although a person

desires a certain kind of freedom to behave in a certain
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way 1in order to gratify certain motives, he or she will
also evaluate where the "locus of control" of his or her
freedom lies both internally or externally. As a result,
the motive to control the outcomes of one’s behavior (or
"control motivation”) will surface because of the
intention to preserve one’s freedom of engaging in such
behavior. In this regard, an individual who is high on
"internality" may have a stronger motivation to pursue
freedom and maintain control, compared to an "externality"-
bound individual who is more restrained by environmental
factors. |

There are two intepretations of "control motivation."
One describes the function of control motivation as
enhancing the degree of control that an individual has over
his or her behavioral consequences in hope of improving the
quality of life.62 The other, a more moderate view,
considers that control motivation has a functional value
because individuals generally wish to perceive the.selves
as having control over their actions.63 ‘Overall, both
interpretations posit a mastery or general control motiva-
tion that encompasses all the activities in which an
individual may participate. Implicit in this conception is
the assumption that control motivation may also be
instrumental in the gratification processes of all other
human motives.

To underline the facilitative or beneficial effects

of "control” in an individual’s perception of motivation

enhancement, two aspects may be articulated. The first
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aspect, to have control over one’s behavioral consequences
means that one can maximize desirable outcomes and minimize
undesirable ones. On the other hand, a lack of control
over one’s behavioral outcomes will create a state of
frustration. The vital message manifested by these two
conditions is that, if a lack of control will instigate
frustrations over the motive to control, then having
control will strenghten one’s motivation for ensuring the
intended outcones.s4 As such, control motivation will in
turn facilitate the goal-attainment aetivity in order to
gratify the ultimate motive to control one’s destiny.
Empirical studies on how control motivation may
possess facilitative functions in human activities have
generally focused upon the areas of cognitive learning
and information-seeking behavior. For instance, internal-
control oriented individuals were able to "efficiently
extract information even from ambiguous situations" better
than external-control oriented individuals. Moreover, they
were also said to be more capable than external-oriented
individuals in distinguishing between relevant =~ and
irrelevant information, organizing and utilizing it to
their udvantages?s These observations were confirmed by
another researcher who concluded that individuals with
internal-control orientation were more efficient processors
of cognitive infor-ation.66 In another study of mathematics

learning among children, it was reported that learning is

greatly facilitated when the children are allowed to have
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control over their learning conditions such as as pacing,
scheduling of work periods, and goal setting.67

Research findings regarding information seeking
behavior have generally supported the idea that people with
stronger internal-control orientation tend to more actively
seek information than people with stronger external-control
orientation.68 Moreover, the degree of perceived external
control has also proven to differentiate the information-
seeking motives between the internal- and external-control
oriented individuals. One researcher revealed that, when
the degree of situational control over what one can expect
of the outcomes is vague, the internal-control oriented
individuals seek more information than the external-control
oriented individuals.69

In applying the concept of control motivation to
information-seeking in the media, control motivation or
"locus of control™ does not appear to be an effective
predictor as concluded in an experimental study on news
consumption by Zerbinos.7olt is denoted that people are not
consistently active or passive in their information seeking
activity. The author, therefore, speculates that people
with an internal locus of control tend to utilize all media
more than those with an external locus of control. It seenms
that the author’s failure in predicting information-seeking
behavior through the ‘use of control motivation factor might
be a result of comparing two news media of a very different

access nature--namely, newspapers versus electronic

bulletins--in an artificial setting. For instance, one may
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question whether the hypothesis--that newspaper readers
make fewer information-seeking decisions than electronic-
news bulletin readers because the use of electronic-news
services requires a stronger information-seeking motive—--is
entirely appropriate. The reason is that newspaper readers
don’t necessarily make fewer information-seeking decisions
because of the physical and mental effort required to find
the desired information. In contrast, electronic-news
bulletin wusers in this experiment were expected to make a
certain number of information-seeking decisions in order to
access the intended information through technical means.
The fundalgntal difference in the nature of these two news
media renders any comparison suspect.

It seems that control motivation could play a pivotal

role in general media use activity in relation to media

gratifications instead of certain information-seeking
behavior with no specific goals defined. In particular,
control motivation is highly goal-oriented or

reinforcement-oriented (as demonstrated in the theoretical
discussion @and empirical evidence); it should hence be
analyzed in the context of "controlling" the outcomes of
one’s behavior. Prospects on locating control motivation as
part of the "locus of control"™ associated with an
individual’s media uses and gratifications has yet to be
investigated. The model proposed in this study will
attempt to conceptualize the construct of control motiva-

tion (or locus of control) in the context of media uses and
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gratifications. Control motivation, with its inherent
implications for "controlling the outcomes of one'‘s
behavior" will be conceptualized as an intervening factor
in the mechanisms of basic human motivations. The rationale
behind this assumption is that individuals with stronger
control motivations will tend to reinforce their particu-
lar motivations, which comprise their basic mental forces,
to activate subsequent need-fulfillment activities and

ensure the attainment of media gratifications.

Uses of VCRs and Cable TV

" multimedia

To examine the relations between a "new
environment and an audience’s media uses and gratifications
processes, two "newer" video technologies--VCRs and Cable
TV--must be examined. In particular, the two technologies
have provided audiences with more viewing options and
better control over viewing schedules as well as viewing
conditions. By implication, technologies such as these
could help facilitate audience involvement with the media
uses and gratifications processes in a more "active"™ and
"autonomous” fashion (in terms of selecting programs and
controlling viewing time as well as the video hardware).
The following review will focus on presenting the nature,

the functions, the utilities and the influences of these

two technologies in relation to audience use patterns.

I. VCR Use Activity
VCRs are primarily used for time-shifting (i.e.,

recording programs for later viewing), video-library
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building (i.e., recording programs for video collection
purposes) and prerecorded tape viewing (i. e., replaying
tapes that are rented, borrowed or purchased)'.'1 According
to market research, VCR users are reportedly very active in
engaing in all three of these activities.72 The major
advantages of owning a VCR are generally thought to include
giving users a chance to have more control over their TV
viewing activities, viewing conditions and program options?s
In addition to these purposes, there is also a mechanical
aspect unique to the viewing process. The specific process
concerns the practice of commercial avoidance through the
use of a remote-control device. Research has revealed that
viewers with remote-control devices are highly 1likely to
zap commercials (through channel switching) during record-
ing and zip commercials (through the use of fast-forward
control) during playhacks.74

It is obvious that utilizing a VCR means frequent
engagements in physically manipulating the machine for
controlling one’s viewing activity and mentally conte-plqt-
ing one’s viewing options/decisions. All of these physical
and mental viewing enhancement activities require a
relatively strong degree of commitment from the audience.
In the case of an audience that intends to watch a rental
movie cassette, viewers must order the cassette either
through mail (from a video club) or a video store,

typically within a short period of time. Alternatively,

if an audience wishes to record a channel while watching
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another at the same time, it must program the VCR machine
to carry out such a task in advance.

It seems that these various activities to which a VCR
owner becomes accustomed on a daily basis are much more
elaborate than those of a non-VCR owner. If the VCR owner
is also a cable TV subscriber, the level of involvement
with or interaction of the audience and VCR/TV media
combination increases greatly. For there are many cable
channels available for the time-shifting purpose such that
a more active audience will probably be relatively
entangled in the process of making viewing decisions.
However, the TV audience seems to be rather enchanted by
the idea of owning a VCR and subscribing to a cable-TV ser-
vice. Studies have found that VCR households show a strong
willingness to install basic and/or pay cable .ervice.75

VCRs have also influenced an audience’s viewing
activity in terms of altering exposure patterns and viewing
habits. For instance, a recent study of VCR owners reveals
that 1) over 30X of those surveyed have increased their
time spent in TV viewing and with family members as a
direct result of owning a VCR, 2) the quality of TV viewing
has improved for 88% of the sample, 3) 69X of the respon-
dents have increased their TV viewing time, 4) while 20X of
the respondents rent four or more movie tapes a month, 45%
of them have joined a video club, and 5) families enjoy
inviting other families over for "special event" viewing.76

In an attempt to connect the concept of audience

activity to VCR use, Levy concludes that VCR users are
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essentially an active audience because, in general, they
are actively involved in activities related to TV viewing.
Their orientations toward VCR use are "selective, somewhat
involving, and often useful” during the pre-exposure,
during-exposure and post-exposure periods, in that order.
On a theoretical level, Levy argues that different kinds of
TV entertainment technologies and/or TV contents may be
associated with varying degrees of audience activity,
depending on the nature of the technology and program
content.77
II. Teen Use of VCRs

Only two studies, one conducted in Sweden and one
domestically, have thus far examined teen use of VCRs. The
general conclusions drawn from these studies are as follow.
First, findiﬁgs from the Swedish study indicate that Teens
from 1lower social economic backgrounds watch more videos.
than teens from higher socio-economic backgrounds. The
majority of the extremely heavy VCR users spend most of
their time watching rented prerecorded tapes; heavy VCR
users are also heavy TV viewers. An average teenager spent

from five to seven-and-a-half hours viewing videos on a

weekly basis, although time-shifting frequencies were
relatively limited. TV use and VCR use are negatively
associated with school achievement. Traditional TV viewing

is perceived as providing the user with very little scope
of control while VCRs are considered to give the user more

control over what one wishes to view as well as when and
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how. The TV set is regarded as a typical "family" medium,
but the VCR is more often perceived as a "peer group"
medium. VCR use enables teens to demonstrate independence
and display anti-social identities. It is not a matter of
"where", so much as "with whom" the VCR is wused that
indicates the strongest significance for teen users.
Finally, in rural areas, geographic factors and VCR
ownership density have limited the chance for a "video sub-
culture” to develop as compared to more urbaﬂ areas with
higher VCR ownership density.78

The domestic study, conducted by Greenberg and Heeter
has provided profiles of teens who have home access to
VCRs. According to them, teens from VCR homes watch more
TV of every variety, expose themselves to other types of
mass media (i.e., n;wspapers. books, movies and magazines)
more frequently, and have more access to cable, pay cable
and computers. Parental mediation is not widely reported,
although youngsters have greater access to explfcit sex-—
oriented TV programs. Teens from VCR homes usually have
parents who are better educat;d and of higher income leveIZ?

Although the study on teen VCR use did not address
certain aspects of audience activity, teenage users are
expected to be a relatively active audience by nature,
which is evident from the frequencies that they use the VCR
as a medium for pursuing media gratifications. However,
theoretical foundations will still need to be furnished to

explain how teen audience activity and VCR use are related
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to media gratification-seeking. Existing theoretical
assumptions developed for adult gratification-seeking and
audience activity are readily applicable to teen-viewer

research.

III. Cable Use Activity

BEarly cable-user surveys assessing the impact of
cable TV on audience media-use habits have indicated that
audiences that have cable and/or other special television
services tend to use other news media more than those
without such services.eo More upscale audiences who have a
stronger tendency to seek information are more 1likely to
install cable and/or other special television services.al
However, the largest impact of cable TV seems to involve the
diversion of audiences from local TV-channel viewing to new
media outlets. It was cautioned that the growing penetra-
tion of cable TV will probably change the audience size and
composition for local television channels.82

When cable users were asked why they have cable TV,
the most frequently cited reason for the original decision
to subscribe was to receive greater variety or more and
better program choice. Better TV reception was the second
most commonly cited reason. The desire for more
specialized program types (e.g., movies, sports, news) and
having access to a new technology held a tied rank as the
third most important reason for subscribing to cable.

Furthermore, although cable use is found to have 1little

effect upon radio, total-daypart TV usage and prime-time TV
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viewing and network shares have declined. It was predicted
that future audiences will tune in to the most attractive
programming, disregarding what form the media sources might
assune.ss

Major differences in audience behavior between cable
and non-cable subscribers have been summarized in a recent
marketing study. The overall findings disclose that, for
subscribers, access to more movies, expanded program choice
and the exclusion of commercials constitute the primary
reasons for cable subscription. Among .subscribers, cable
movie viewing frequencies, viewing during late evening
hours, home entertaining, and time spent with the family
are increased as a result of cable subscription. In
contrast, reasons for not subscribing to cable include a
lack of viewing interest, 1lower levels of time spent with
TV, concerns about adult programming (particularly X-rated
materials), the cost of subscription and insufficient
knowledge about cable programs. The comparisons between
these two groups of households regarding the perception of
electronic media reveal that cable subscribers greatly
outscore non-subscribers in terms of awareness, ownership
and/or intention to purchase a home computer, VCR, large-
screen TV projection system, videodisc player or a video-
game. In short, cable households are much more in step
with the development of new electronic media and what tele-
vision as an entertainment medium can and will do for

84
then.
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Additional research evidence reveals that non-sub-

scribers appear to be older, have fewer family members
and lower household inco-es.85 They are also fairly satis-
fied with broadcast TVBsand more reliant on 1local media
(such as radio, newspapers and local TV stations).87 In

comparison, basic cable households are younger, 1likely to
have more family members and be more affluent. These
audiences are less satisfied with traditional television 59
and consume less local television than non-subscribers.QOOn
the other hand, the demographics of pay-cable households
are similar to those of basic-cable households, except that
the former watch slightly more television than the latter
and view TV as a more important entertainment source.
Further, these subscribers use cable to enhance the value
of TV viewing rather than avoid traditional television.gl
Moreover, they display a greater propensity to purchase
other new electronic media technologies.92 In terms of
their enhanced control over viewing conditions (i. e.,
through mechanical means), cable subscribers are equipped
with a program-selector that, in it