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ABSTRACT
POLITICAL NARROWCASTING:
A STUDY OF THE RELATIONSHIPS BETWEEN

TELEVISION PROGRAM AND CABLE CHANNEL VIEWING
AND POLITICAL ATTITUDES AND BEHAVIORS

By

Mitchell Steven Shapiro

Cable television's growth has greatly increased the
number of video channels available to a majority of American
homes, increasingly fragmenting the television audience.
This produces both problems and opportunities for political
communicators who previously could reach nearly all American
homes via the three broadcast networks.

One possible response to this trend is "political
narrowcasting," the targeting of specific political messages
to relatively narrow audience segments, e.g., viewers of
particular programs, program types or cable channels.

This study, analyzing data from a survey of 321 voting-
age Lansing, MI, residents, explores the relationship
between broadcast and cable viewing patterns and political
attitudes and behaviors. It discovers that some audience
segments differ from others in terms of political
characteristics that are significant to political campaigns.
Based on such findings, implications are drawn regarding
campaign media buying and message design strategies and
suggestions are made for incorporating similar analyses in

campaign polls.
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I. INTRODUCTION

In recent years, technologicai and regulatory changes
have brought about a dramatic increase in the number of
video channels available to the producers and consumers of
political communications. While desirable economically
because it offers video consumers increased options, and
politically because of its potential to expand the
marketplace of ideas, this proliferation of channels has

made the job of those who transmit political messages to the

Americanvpublic more complex and perhaps more difficult. It
has done so by fragmenting television's traditionally mass
audience among multiple channels and thereby reducing the
share of that audience reachable by the three broadcast
networks which, in the past, have been able to collectively
provide political campaigns with direct access to nearly all
Amer?can homes (Brotman, 1981).

'fwith cable penetration surpassing 50% in 1987
(Multichannel News, December 9, 1987), and 'VCRs in more than
40 percent of American homes, (Lachenbruch, 1987) there has
been growing interest among researchers and campaign
managers in the concept of "narrowcasting." Generally,
"narrowcasting" refers to the targeting of particular video,
audio, text or data transmissions to relatively narrow
audience segments, in contrast to "broadcasting”, which is
associated with more limited channel availability and larger

audiences per channel. '



Targeted political communications have become
increasingly commonplace and important in political
éampaigns, with candidates making heavy use of targeted
direct mail, often based on geodemographic analyses such as
the Claritas Cluster System, C.A.C.I's ACORN, or Market
Opinion Research's Custom Targeting (see Robbin, 1980;
Mockus, 1980; Atlas, 1981; Schneider, 1983; Kramer and
Schneider, 1985), as well as occasional use of
videoconferences, videotapes and cable television (Meadow,
1985). /Narrowcasting is already a well established
phenomenon in radio, with its numerous specialized formats,
and this characteristic has been taken advantage of by some
political candidates. For example, congressional candidates
in Los Angeles have aired messages of special interest to
black and Hispanic voters, and to voters within specific age
groups (Brotman, 1981)f While cable television has so far
been largely ignored by most political campaigns, some
systems, such as one in Austin, Texas, have been heavily
used for political advertising in recent local elections
(Paley and Moffett, (1984). Probably the most compelling
example thus far of a politician's use of cable television
to his advantage is the successful 1982 campaign of
Representative Barney Frank (D-Mass), who tailored
commercials to a key Portuguese population in his district
and aired them on the local Portuguese cable channel (Power,

1987). At the national level, cable, now in more than half



of the nation's homes, is expected to play an increased role
in presidentiél campaigns. Already media buyers for
Republican presidential candidates Bob Dole and George Bush
have told reporters that they see cable as- a good buy and
will definitely be incorporating it into their 1988 campaign
media strategies (Cablevision, December 7, 1987, p. 170).

This study is intended to provide information that can
lead to greater use of targeted political communications by
exploring the narrowcasting concept as it relates to the
video medium, seeking to identify politically relevant
distinctions between viewers of specific types of television
programs and cable channels. It first addresses the
Qquestion of whether program or channel "types" exist. It
then investigates the extent to which the viewers of these
various program or channel "types" (as well as of specific
programs and channels) can be identified in terms of unique
political characteristics. This is done first without
controls, and then controlling for age and -gender, the two
demographic variables used to segment ratings data. The
demographically controlled analysis is intended to reveal
those campaign-relevant audience segments which ratings data
cannot(adequately identify. In a secondary analysis, the
relationships of age and gender to both political
characteristics and viewing patterns are explored in terms
of their implications for a ratings-based political

narrowcasting strategy.



It is hoped that the study will generate findings
useful to political communicators who will be designing and
disseminating political messages in an increasingly multi-

channel environment.



II. LITERATURE REVIEW

Four general areas of research are reviewed in this
chapter. First, studies which have attempted to develop
television "program types" are reviewed in order to provide
a substantive and methodological context for our own
exploration of such a typology. Next we examine
"geodemographic" analysis, the communication targeting
methodology which has been most heavily used in recent
political campaigns. We then focus on television audience
segmentation studies with relevance to political
communications, followed by a brief discussion of
”narrowcastin&" as it is practiced by today's political
campaign consultants. Finally we examine data on the
relationship pf age and gender--the two segmentation
variables included in program ratings data which political
communicators usually rely on to target their televised

messages—-—-to political characteristics.

Program es

There are two basic research approaches to the
identification of program types, a priori and empirical.
Since an empirical method is used in this study, our
discussion will focus on empirically derived typologies.

The empirical approach to identifying program types has
been developed mainly by researchers affiliated with

business schools who sought empirical verification for the



existence of program types through analyses of viewing data
and respondents' ratings of programs (Gandy, 1984). Most of
these studies have used a form of factor analysis to
identify underlying program dimensions, and most which have
been published date back to the 1960s and early 70s.

Kirsch and Banks (1962), applying factor analysis to
viewing data from diaries, discovered six program factors--
ABC Wesferns, CBS situation comedies, Music and Variety, ABC
Action, and NBC Westerns. Ehrenberg (1968), in reviewing
this analysis and one done by Swanson (1967) with similar
results, pointed out that the correla?ions among programs
are due not only to program content (type of show), but also
to other influences such as time of day, day of the week,
and network. For example, he concluded that the two major
factors which Swanson identifies in terms of show types
actually represent the ABC and NBC networks, and pointed to
similar evidence of network loyalty in Kirsch and Banks'
analysis, which yielded separate ABC-Western, NBC-Western,
ABC-Action and CBS-Action factors.

William Wells (1969) combined commercial ratings data
with preference data from respondents in an analysis which
concluded that the influence of program content was greater
than that of time and channel as a predictor of viewing
trends. In a later study, Dennis Gensch and B. Ranganathan
(1974), applying a factor analysis to data from a national

marketing survey, discovered eight underlying dimensions of



eighty-one programs controlling for scheduling and
demographic factors. These eight factors were as follows:
1. Movie factor
2. Action shows

3. "Light entertainment” shows (e.g., Monkees,
Carol Burnett, Jerry Lewis)

4. Shows emphasizing nostalgia and traditional
values (e.g., Andy Griffith, Green Acres,
Lawrence Welk, Walt Disney)

5. Peyton Place factor, including its two weekly
segments

6. The Dating Game and the Newlywed Game shows

7. Westerns

8. Variety shows

In an analysis of data on 7000 British adults collected
in a Leo Burnett Lifestyle Research study, Goodhardt, et.
al, (1987) found six program types. Analyzing the responses
to questions about specific programs which inquired whether
respondents:

"Really like to watch it";

"Watch it only because someone in my family watches
it";

"Watch it when there's nothing better" or;
"Don't watch it",
the study derived the following typology:

1. Sports

2. Current Affairs

3. Light Entertainment

4. Adventure

5. Children's '

6. An unnamed category which Leo Burnett refers to as
"cult" programs.



A review of these published studies provides some
indication of the typologies which may emerge in such factor
analytical studies of program types. However, most are
fairly dated--for example, variety shows and westerns are
rare in prime time today--while the only recently published
study focuses on British audiences. In any event, as Gandy
notes:

Program types generated by factor
analysis cannot be considered to be
universal, or, for that matter, stable
over time with the same population...we
should expect factor structures to
change over time as both tastes and

program schedules will change. (Gandy,
1984, p. 237)

Geodemographics

Geodemographics was developed as an analytical tool
utilizing census data, often supplemented by polls and
election returns, to derive voter segments based on census
districts known as Block Groups/Enumeration Districts
(BG/EDs), each containing about 900 persons. Claritas'
Cluster System, a pioneer in geodemographic analysis, uses
factor analysis to reduce a large number of census variables
into a smaller number of variables for easier analysis.
Then, using cluster analysis, the 250,000 BG/EDs in the
country (or the 36,000 5-digit ZIP Code areas) are divided
into approximately forty relatively homogeneous groups or
clusters. Each BG/ED is assigned to a particular cluster

based on its value for the factors previously generated.



The end result is that each cluster is made up of census
areas from across the country in which people with similar
demographic characteristics reside (Atlas, 1981). The use of
this multivariate approach allows political communicators to
develop geographically-based targeting strategies which
transcend the "one-dimensional pigeon holes such as 'women,'
‘blacks,' 'blue- collar,' or 'senior citizens'"
traditionally relied upon in political campaigns (Robbin,
1980).

Since its emergence as the "hottest fad"” in the 1982
election (Schneider, 1983), geodemographic analysis has
evolved to incorporate data on political characte?istics
from surveys and election returns in addition to census
data. Among the methods used by this new generation of
research, such as Market Opinion Research's Custom
Targeting, is the inclusion of partisanship information (not
included in census data) in a cluster definition by
establishing the correspondence of political precincts to
.census units in order to estimate the partisan composition
of the latter based on precinct election returns. Other
approaches include survey driven clusters which allow
clusters to be defined in terms of campaign-relevant
variables such as candidate preference, turnout, fundraising

and major campaign issue positions (Schneider, 1983).



Television Audience Segmentation

As valuable as geodemographic analyses have been in
political campaigns, their value to a campaign's television
media buyer is limited. While it may provide some
information useful in placing spot buys with specific
stations or cable systems to the extent census areas
correspond to broadcast coverage or franchise areas,
geodemographics reveals nothing about which programs or
channels are best suited to carry particular messages to
particular audiences.

Television audience studies that measure politically
relevant variables are needed to free media buyers from
reliance on the age and gender breakdowns found in
commercial ratings data. However, because audience studies
are usually sponsored by commercial advertisers whose
interest in them tends.to be more long-term than that of
political campaigners, very few such studies have paid much
attention to viewer characteristics of importance to the
latter.

For example, one study of audience segments examined
the relationship between "audience interests" and program
viewing behavior, using cluster analysis to derive fourteen
"interest segments" from a nationwide sample (Frank and
Greenberg, 1980). Three of the segments were predominately
male (mechanics and outdoor life, money and nature's

products, family and community centered); four were
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primarily female (elderly concerns, arts and cultural
activities, home and community centered, and family
integrated activities); three were composed mainly of young
people (competitive sports and science/engineering, athletic
and social activities, and indoor games and social
activities); while four were demographically mixed (news and
information, detached, cosmopolitan self-enrichment, and
highly diversified). The study compared the different
clusters' viewing of nineteen a-priori program types using
an F-ratio statistic for each of the ninefeen progrém types.
Though all of the nineteen tests were significant at the
.005 level, it is difficult to imagine how these "interest"
categories could have very much significance to a political
campaign's message designers and media buyers.

Another, more relevant, multivariate analysis of
television viewing patterns is the "values and lifestyles"
research undertaken by SRI International. SRI's VALS
program uses a discriminant analysis of "values and
lifestyles" variables for a nationwide sample to develop a
typology consisting of four major groups--"need-driven",
"outer-directed"”, "inner-directed"” and "integrated"
individuals--which are further subdivided into nine
lifestyle groups (Mitchell, 1983). Though focused primarily
on commercially relevant variables, e.g., consumption
patterns, SRI's :esearch does include a number of

politically significant variables, including partisan and
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ideological affiliation, political trust, and attitude
toward military spending.

VALS researchers have discovered that different
“lifestyle"” groups differ in terms of these political
characteristics as well as in their media behaviors. For
example, the heaviest overall television viewers--the "need-
driven" segments of the population (also the lowest-income
segments) and the "outer-directed" "belongers" and
"emulators" are made up largely of Democrats. Among these,
the two "need-driven" groups--the "survivors" and the
"sustainers"--as well as the "emulators"” tend to be quite
distrustful of political and economic leaders, while the
"belongers” have the highest level of trust of any of the
groups. While a majority of "survivors" consider themselves
to be conservative, only 29% of "sustainers" do so. They
are more middle-of-the-road" politically (48%), as are the
"belongers” (46%) and the "emulators” (44%). Among these
four groups, only the "survivors" feel that too much is
spent on the military.

The two "need-driven" groups are both heavier than
average viewers of game shows and soap operas, though the
more conservative "survivors"--the oldest group (median age
of 66) and the group with the highest proportion of females
(77%) -—are heavier news and variety show viewers, while the
much younger, more middle-of-the-road "sustainers" (median

age of 33) watch more comedies, crime dramas and movies.
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The latter's preference for comedies and movies is shared by
the similarly young (median age of 27) and middle-of-the-
road "emulators."” The more politically trusting "belongers"”
(median age of 52 and 68% female) are heavier than average
viewers of news shows only and are infrequent viewers of
sports programming.

Among the lighter television viewers are found the
outer-directed "achievers" and the three inner-directed
groups--the I-Am-Me's, the "experientials” and the
“societally conscious.” The "achievers" (60% male with a
median age of 43) are predominantly Republican,
conservative, inclined to support military spending and to
trust military and corporate leaders (though less so elected
officials), and are heavier than average viewers of sports
programming only. The "inner-directed” groups, in contrast,
tend to be liberal, independent, less supportive of military
spending and less trustful of society's leaders. Among
these, the "I-Am-Me's”"--the youngest (median age of 21) and
most predominantly male (64%) among all groups--are the
least strongly opposed to military spending, and the least
distrustful of the country's leaders (particularly military
leaders). They are also heavier than average viewers of
comedies and movies. The most liberal, independent,
distrustful of leaders and opposed to military spending are
the "societally conscious" individuals. Though light

television viewers in general, they are heavier than average

13



viewers of educational programming. They are also the
oldest of the inner-directed groups with a median age of 39,
and are split about evenly between men and women.

Though SRI's study is notable in that it measures
program—-type viewing as well as certain political
characteristics, its VALS program does not appear to
directly measure the relationship between these two sets of
variables. In addition, it ignores a number of variables
important in political campaigns such as likelihood of
voting, ticket splitting, opinion leadership, political
interest and participation, and candidate preference.

/Though there appear to be no audience segmentation
studies published by practicing political consultants, there
is evidence that some of the leaders in this field employ
narrowcasting concepts in their message design and placement
strategies. For example, Larry Sabato, in his book, The
Rise of Political Consultants (1981, pp. 182-184) cites
political media wizard Tony Schwartz as describing "the
object of time-buying as 'narrow-casting' rather than
broadcasting” and reports that another highly respected
consultant, Robert Squier, produced seventy spots for a
gubernatorial campaign, "most with a specific audience and
time slot in mind."™ Noting that dissimilar kinds of people
watch and listen to different sorts of programs at various
times of the day, Sabato cites the following examples:

better educated, information-oriented, undecided voters have

14
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been tqund to cluster around late night news shows; middle-
aged housewives can be influenced by family-oriented or
charismatic image spots strategically located within
afternoon soap operas; and rural Americans, southerners, and
blue-collar workers can be reached with down-home, musical
or even humorous advertisements during Hee-Haw. While
perhaps of great value to political campaigns, these
"narrowcasting” insights, with the exception of the first,
nevertheless still rely on demographic "locators" of
political characteristics rather than on direct measurement
of the relationship between political characteristics and

program viewing.

Age and Gender as Predictors of Political Characteristics

In an effort to evaluate the efficacy of the indirect
demographics-based approach to narrowcasting, we will now
briefly examine‘the relationship of the two demographic
variables included in commercial ratings data--age and
gender--to campaign relevant political characteristics.

Political participation. While the difference in
levels of registration and voting between men and women once
greatly favored men, this differential has steadily declined
to the point where it now no longer exists. As of 1982,
63.7 percent of men and 64.4 percent of women reported to
the Census Bureau that they were registered‘to vote, while
the numbers who reported actually voting were 48.7 percent
for men compared to 48.4 percent for women. While there is

15



somewhat more variation between genders within specific age
cohorts, these differences are not in any consistent
direction. There is no difference in the 18-24 year ola
group, women show slightly higher percentages for ages 25-
54, and for the 55 and over age group men are somewhat more
likely to vote (Poole and Ziegler, 1985, pp. 121-126).

Regarding the relationship between age and voting,
analysis of survey and census data indicate that voter
turnout is lowest among the youngest voters, highest among
the middle-aged, and somewhat lower among the elderly
(Abramson, 1986, p. 111; Pierce, 1982, pp. 300-301).

In terms of political participation other than voting,
the general trend has been that housewives do not
participate to the same degree as employed women, but
employed women are just about as active as men, most
strongly so in presidential campaigns. In 1972 and 1980
women were actually somewhat more active than men, though
they appear to be less active in non-presidential election
years. The one area where men consistently participate
significantly more than women is in their efforts to
influence another person's vote (Poole and Ziegler, 1985,
pp. 141-147).

Partisanship and presidential preference. 1In
presidential elections since 1968 men and women have both
tended to favor conservative over liberal and Republican

over Democratic candidates, but women consistently less so
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than men, with the exception of Democrat Jimmy Carter's
victory in 1976, when there was practically no difference
between the sexes. In 1980, for example, 60 percent of
white males voted for Reagan, while 53 percent of white
females did. The numbers for 1984 were 66 percent for men
and 61 percent for women (Abramson, et. al, 1982, pp. 98-99;
1986, pp. 136-137).

The relationship of age to candidate preference and
partisanship is somewhat unclear in light of the conflicting
findings of various studies of recent presidential
elections. However, it seems fairly clear that third party
candidates did best among the youngest voters in 1968 and
1980, as did President Reagan in 1984. This is generally
interpreted as evidence of the relatively weak party loyalty
of younger voters (Ibid., p. 100, p. 139), though some
interpret Reagan's popularity among young voters as a
movement toward fhe,Republican party. The former
interpretation is, however, supported by the relatively high
levels of declared "independence" among younger voters (see,
for example, Gallup Poll, March 10, 1983), suggesting that a
"dealignment"” rather than a "realignment" is occurring.

Issue attitudes: foreign policy and crime. Gallup
Polls taken during the period when the data for this study
was collected, as well as other periods, indicate that men
tend to take a somewhat harder line than women on foreign
policy issues such as the relative value of arms buildup

versus negotiations with the Soviet Union. Regarding age
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differences on these issues, liberal, "dovish" views tend to
be Stronqest among the 18-24 and 25-29 year old age groups,
with the percentage of respondents expressing conservative,
"hawkish”" views increasing somewhat with age (April 21,
1983). One partial exception to this apparent correlation
between age and conservatism on foreign policy issues
emerged in response to the question "Do you think the USSR
is doing all it can to keep peace in the world?" For this
question, the frequency of negative respénses peaked for the
30-49 year old group and then decreased with age (Ibid.).

In a May 1, 1983 Gallup Poll, when asked if they
approve or disapprove of President Reagan's handling of the
Central American situation, 30 percent of males and 21
percent of females expressed approval, 49 percent of males
and 43 percent of females disapproved, and 21 percent of
males and 36 percent of females had no opinion. In terms of
age, younger respondents, especially those 25-29, expressed
somewhat lower approval ratings than older ones, though the
maximum variation in ratings between age cohorts was only 9
percent for approval and 6 percent for disapproval, with no
consistent relationship to age appearing throughout all the
age groups reported.

A number of studies have shown that women tend to be
less supportive than men regarding defense spending,
military intervention and the death penalty (Holloway, 1986,
pp. 45-46). Young people also appear less supportive of

the death penalty than older people, with the elderly

18



tending to take the "hardest” line on law and order issues,
presumably because of their sense of vulnerability to crime
(Ibid. p. 48; Erikson, 1980, p. 171).

Political efficacy. Recent studies of political
efficacy reveal little or no difference between political
efficacy scores of men and employed women, though housewives
score significantly lower than both of these two groups
(Poole and Ziegler, pp. 137-139). 1In terms of age, there is
no consistent pattern except that the elderly consistently
show lower levels of efficacy than other voters. The
demographic variable most strongly related to efficacy is
education, and it has been suggested that its influence is
largely responsible for the observed differences noted above
(Abramson, 1983, 182-189).

Political Trust. The level of reported political trust
has declined steadily in the two decades prior to Ronald
Reagan's election for all groups in the population. During
the Reagan years this tendency has been somewhat reversed.
Women have tended to be less trustful of government than
men, with this difference being greater for housewives than
for working women (Poole, p. 129-134). There seems to be a
fairly clear pattern in the relationship of life-cycle (age)
to trust, with young adults having relatively high levels of
trust which declines rather rapidly as they enter the mid-20
to mid-30 age group, followed by further but more gradual

erosion in later years (Abramson, 1983, pp. 234-38).
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III. RESEARCH QUESTIONS

This study addresses several related research questions
cohfronting political media buyers seeking to practice
narrowcasting. Primary among these is whether viewing of
particular types of television programs and cable channels
is related to campaign-relevant political attitudes and
behaviors.

Because the relationship of age and éender to program
viewing is readily available to media buyers in the form of
ratings data, the study also seeks to discover which of
these political characteristics is correlated with age
and/or gender. By combining these correlations with ratings
data (or with the correlations of age and gender to those
viewing measures included in this data set), media buyers
may be better able to "locate" high concentrations of
viewers with particular political characteristics.

The study further seeks to identify those political
characteristics for which such use of age and gender as
proxies for political characteristics is a relatively
inefficient targeting strategy. This is done by measuring
the partial correlations between content viewing and
political characteristics controlling for age and gender.
In those instances where such partial correlations are
significant we can conclude that political media buyers
would improve the quality of their targeting by looking to
the results of this or similar studies rather than relying

20



solely on television ratings supplemented by knowledge of

the relationship of age and gender to political attitudes

and behaviors.

The specific research questions addressed in the study

are listed below.

1. Are there prime-time television program types

which can be identified in terms of audience

viewing patterns?

2. Are there cable channel types which can be

identified in terms of audience viewing patterns?

3. Is viewing of particular programs, program types

or cable channels associated with the following

political attitudes and behaviors:

a.
b.
c.
d.
e.

£.

j.
k.

Likelihood of voting

Political activism

Opinion leadership

Tendency to split one's ticket between parties
Partisanship

Liberal vs. conservative self-identification
Interest in politics

Political efficacy

Political trust

Intention to vote for Reagan in 1984

Attitude toward law and order issues

21



1. Attitude toward U.S. military intervention

m. Attitude toward the USSR and socialism?

What campaign relevant political characteristics
and content viewing measures are significantly

related to age and gender?

Which of the significant zero order correlations
discovered between viewing measures and political
attitude and behavior variables remain significant

when subjected to age and gender controls?

-~
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IV. METHODOLOGY

Sampling and Data Collection

The data used in this study were collected in a
telephone survey of Lansing area residents over a period of
six days in late October and early November of 1983. A
sample of 321 individuals was drawn from the Lansing
telephone book using systematic sampling procedures.
Respondents were screened so that only those 18 years or
older were interviewed, since the target population of the
study was those of voting age.

The telephone survey was administered by trained and
supervised college students. Each phone number included in
the sample was called at least three times. The non-
completion rate, including households that could not be
contacted after three attempts (15%), refusals (14%) and
households where an 18 yr. old was not available (7%),
totalled 36% percent. A copy of the questionnaire used in
the study is included in the appendix.

The data was recoded on the questionnaire when
necessary, and then transferred to codesheets. It was then
keypunched into an MS-DOS based computer equipped with SPSS-
PC software. Using that software, a system file was created

for analysis.
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Measurement and Analysis

Program-viewing measures were developed using questions
as to the<£requenéy of viewing 29 prime-time television
shows and five prime-time fringe shows. Prime-time shows
were defined as those running between 8 and 11 p.m., whiie
prime-time fringe shows were defined as non-news shows
runnin§ between the hours of 5 and 8 p.m. ' The questions
used three response categories, "Regularly"”, "Occasionally"”
and "Practically Never". As Table 1 shows, measures of
"program-type" viewing were developed by subjecting the
prime-time show items to principle components factor
analysis with varimax rotation. This yielded seven factors
which together explained 58.4 percent of the total Qariance.
The first factor, referred to as "Less Sophisticated
Comedy/Entertainment” included comedies such as Happy Days,
Dukes of Hazzard, Alice, The Jeffersons, as well as the two
light-entertainment magazine shows, That's Incredible and
Real People. This factor explained 22.7 percent of the
variance. The second factor included the somewhat more
sophisticated sitcoms such as Family Ties and Newhart and
explained an additional 8 percent of the total variance.
The third factor included the evening soap-operas such as
Dallas and Dynasty and explained an additional 7.2 percent
of variance. The next two factors included most of the
action/adventure/police shows. One consisted of three ABC

shows--Fall Guy, Matt Houston and T.J. Hooker--all with
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Table 1: Prime Time Viewing Factor Loadings

Less Nore Bvening  "Nacho® Cop "Charming® Cop New NBC News/
Sophisticated Sophisticated Soaps Action/Adventure Action/Adventure Series Info.
Comedy/ Conedy Nagazine
Entertainment

Alice .67

Bappy Days .64

That's Incredible .59 54
Dukes of Hazzard .53

Real People ) .61
The Jeffersons .50

Three's Company A9 A

One Day at a Time .44 44

Fanily Ties N

Facts of Life .67

Newhart .61

Rine to Five A

Falcon Crest .82

Dallas .80

Dynasty .68

Knots Landing .62

Fall Guy .69

Matt Bouston .67

TJ Hooker .67

Magoua B.I. .10

Simon and Simon .67

Hart to Hart A8

Bill Street Blues 7

§t. Blsewhere 1

Reaington Steele .50

Cheers .50

20/20 NE
60 Ninutes .63

Total variance
accounted for: 22.7% 8 1.2 6.8 5.6 {4 3.8=58.4%
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relatively "macho" heroes, and explained 6.8 percent of the
variance. The second included three shows with relatively
"charming"” heroes-?Magnum P.I., Simon and Simon, and Hart to
Hart. This factor explained an additional 5.6 percent of
variance. The sixth factor was comprised of four NBC shows
which did not fit into a single program genre as easily as
the others included in the study--Hill Street Blues, St.
Elsewhere, Remington Steele and Cheers. It explained an
additional 4.4 percent of variance. The final factor
included all of the magazine-format shows and explained 3.8
percent of variance.

Prime-time fringe shows were not included in this
factor analysis because they were televised at a time when
many peoplé are either still at work, driving home, or
eating dinner. Since the effects of viewers' daily work
schedules would seem much more likely to distort preference-
based viewing patterns for these shows in comparison with
prime-time shows, it was decided to omit them from the
factor analysis of the latter. In addition, because there
were so few fringe shows included in the study, and because
they were repeated daily and thus tended to compete directly
‘with each other for viewers, each was included in the
subsequent analysis as a separate variable.

Respondents were also asked whether they were cable
subscribers and whether they owned a VCR and a home

computer. If they were cable subscribers they were asked to
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estimate the weekly amount of time they viewed each of the
basic cable channels. Submitting these data to a principle
components factor analysis yielded no factors with 30
iterations. An examination of the correlation matrix for
these variables also revealed a lack of intercorrelation
among them. Therefore, each cable channel viewing measure
was used separately in the subsequent analysis.

Respondents' estimates of the total time they spent
each day watching television and the number of times each
week they watched television news shows were also solicited.

Several aspects of voting behavior were measured.
Respondents were asked if they had voted in the 1980
election, whether they intended to vote for President Reagan
in 1984, and the extent to which they were inclined to split
their ticket between parties. The latter was measured by
offering the respondents three choices: "always vote for
candidates of the same party,” "usually vote for most of
candidates of the same party," or "vote without much
consideration of which party a candidate is affiliated
with."

Political activity in addition to voting was also
measured, with the responses subjected to a principle
components factor analysis with varimax rqtation (see Table
2). Opinion leadership was measured by two questions
regarding whether the respondent had tried to convince

anyone of their political ideas lately and whether they had
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Table 2: Political Activity Factor Loadings

Attended political rally
Worked on campaign
Contributed to campaign

Belong to political
organization

Contacted political leader
or public official

Tried to convince someone of
political ideas

Was asked for political advice

Written letter to editor

Total variance accounted for:

28

Political Opinion
Activity Leadership
.75
.75
.71
.65
.55
.76
.67
.66
14% 38% 52%



been asked for their advice on a political question
recently. Other political activities such as "worked on a
political campaign," "attended a political rally," and
"contributed to a political campaign" were measured using
three point response scales with the following values: "more
than once”, "only 6nce" and "never." In addition,
respondents were asked if they belonged to a political club
or organization. The factor analysis of political activity
measures yielded two factors explaining 52 percent of the
total variance: one representing opinion leadership and
explaining 38 percent of variance, and the other associated
with actual physical or financial participation in political
campaign activity which explained an additioﬁal 14.1 percent
of variance.

Partisanship was measured using a seven-point scale
from "strong Republican" to "strong Democrat." The scale
was used for correllational analysis and was also collapsed
into three categories--Republican, Independent and Democrat-
-for use in an analysis of variance. In addition,
respondents were asked to identify themselves on a five
point scale from "very conservative" to "very liberal."

These two variables were also combined to create a
typology consisting of nine combinations of three
partisanship categories--Republican, Independent and
Democrat--and three ideological categories--conservative,

middle-of-the-road and liberal. This typology was used in
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subsequent analyses to explore the possibility that
particular subgroups--e.g., conservative Democrats, liberal
Independents, liberal Republicans--had different viewing
patterns. This was done largely in response to some of the
findings of SRI's VALS study, for example, that the
conservative Democratic "survivors" had substantially
different viewing patterns than the more liberal Democratic
"sustainers.” Creation of this composite variable was also
felt to reflect the fact that each party's membership as
well as the growing ranks of political independents span the
full range from liberal to conservative. This being the
case, it seems desirable, particularly on certain issues,
for politicians to be able to address these different
subgroups separately.

Respondents were also asked whether they were "very
interested", "somewhat interested" or "not very interested"
in politics and political campaigns.

Respondents' trust in political and economic leaders
was measured using several questions. One asked whether the
respondents felt that "the government in Washington was run
by a few big interests looking out for themselves or for the
benefit of all the people." Two other questions asked how
often respondents felt that the government in Washington and
the leaders of private industry did what was best for the
country, using a four point scale ranging from "always" to

"practically never." Political efficacy was measured using
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two Likert-scale questions ranging from "strongly agree" to
"strongly disagree."” One concerned perceived efficacy with
regard to action, while the second concerned one's perceived
ability to understand politics and government. Both the
trust and efficacy related questions were subjected to a
principle components factor analysis with varimax rotation
which yielded one trust factor explaining 34.4 percent of
total variance and one efficacy factor explaining an
additional 26.7 percent of variance, a total of 61.1 percent
of variance explained by the two factors (see Table 3).

A number of items measuring attitudes regarding foreign
policy issues were also subjected to factor analysis. These
included three Likert items with four response categories
ranging from "strongly agree"” to "strongly disagree." One
of these asked respondents whether they felt that the U.S.
had ever fought in an unjust war, another attempted to
measure respondents' acceptance of socialism, while a third
addressed their willingness to support negotiations in El
Salvador even if it meant that Communists would get some
power in that country's government. An additional two items
solicited respéndents' attitudes toward the Reagan
administration's policies in Grenada and Lebanon using four
response categories ranging from "strongly approve" to
"strongly disapprove.” Two final items, using a forced-
choice format, addressed respondents' relative evaluation of

reliance on arms buildup vs. arms negotiations and the
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Table 3: Political Trust and Efficacy Factor Loadings

Political Political
Trust Efficacy

Government run by few interests
looking out for themselves or for .72
the benefit of all the people?

How often do you think that the
leaders of private industry do 17
what's best for the country?

How often can you trust the government
in Washington to do what's right for .14
the country?

It's no use worrying about public
affairs; I can't do anything about .82
them anyhow.

Sometimes politics and government seem
so complicated that a person like me .81
can't really understand what's going on.

Total variance accounted for: 34.4% 26.7% = 61.1%
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extent to which the U.S. should attempt to get along with
the Soviet Union. A factor analysis of these items yielded
two factors explaining 49.7 percent of variance. The first
factor included items which addressed attitudes toward the
use of U.S. military troops abroad--the question about U.S.
involvement in an unjust war and the two questions about
support for Reagan administration policies in Lebanon and
Grenada--and explained 32.8 percent of variance. The second
factor, which explained an additional 16.9 percent of
variance, included the other four items which addressed
attitudes toward relations with the Soviet Union and toward
socialism and communism (see Table 4).

Three items included in the study addressed attitudes
toward law and order and appropriate forms of punishment for
criminals. Two of these items used Likert scales measuring
levels of agreement or disagreement with a statement about
the relative merits of rehabilitationvversus punishment and
about whether the police should hesitate to use force to
maintain order. A third question asked respondents whether
they supported or opposed capital punishment as a‘deterrent
against crime. When subjected to a principle components
factor analysis with varimax rotation all three items loaded
on to a single factor'which explained 49.3 percent of

variance (see Table 5).
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Table 4: Foreign Policy Issue Factor Loadings

U.S. Military
Intervention

Do you strongly approve, approve,
disapprove or strongly disapprove
of President Reagan's handling of
the problems in Lebanon?

Do you strongly approve, approve,
disapprove or strongly disapprove
of President Reagan's handling of
the situation in Grenada?

The U.S. has never fought
in an unjust war (Likert scale)

To end the fighting in El1 Salvador,

the U.S. should arrange for negotiations
with the rebels even if it means that the
Communists would get some power in the
government. (Likert scale)

(The following two questions asked
respondents to choose which of two
opposing viewpoints they most agreed with.)

It is important for the U.S. to try very
hard to get along with Russia

' versus

It is a big mistake to try to get along
with Russia.

The U.S. should place less emphasis on
military weapons and more emphasis on
negotiations.

versus

It is important that the U.S. continue
to develop new and more effective
weapons and not depend too much on
negotiations.

It would be alright if socialism replaced
capitalism if it meant a better life for
most people. (Likert scale)

Total variance accounted for:
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.87

.81

.57

32.8%

View of USSR
and Communism/

Socialism

.82

.66

.49

.47

16.9% = 49.7%



Table 5: Law and Order Attitude Factor Loadings

Would you say that you are in
favor of capital punishment as
a deterrent to crime, or would
you say that you are opposed to it?

The police should not hesitate to
use force to maintain order. (Likert scale)

Our treatment of criminals is too harsh;
we should try to rehabilitate, not to
punish them. (Likert scale)

Total variance accounted for:
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Law and Order/
Punishment Factor

.80

.15

.59

49.3%



The factor scores generated by the factor analyses of
these variables were appended to the data file for use in
further analyses.

Two demographic characteristics were also included in
analysis--age and gender. As noted earlier, these variables
were selected because they are the only demographic
variables currently available in the commercial ratings data
which media buyers usually rely on for targeting purposes.

The data were analyzed in three stages. First
bivariate analyses were performed to determine the zero-
order relationships between the independent variables
measuring television content viewing and the dependent
variables measuring political attitudes and behaviors.
Second, correlations of both dependent and independent
variables to age and gender control variables were examined.
This provided information as to how the two demographic
variables could be used by media buyers to "locate" viewers
with particular political characteristics for targeting
purposes. In the third stage, partial correlations between
independent and dependent variables with controls for age
and gender were calculated in order to explore the extent of
direct relationships between viewing patterns and political
attitudes and behaviors. This analysis was intended to
reveal instances where age and gender would not serve as
efficient proxies in locating audience segments with

particular political attitudes or behaviors.
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V. RESULTS

Of 364 bivariate relationships between viewing
variables and political attitudes and behaviors, 51 emerged
as significant at a level of p=.05. When these zero-order
relationships were subjected to demographic controls, 28

were still significant at p=.05 (see Table 6).

Bivariate Analysis
Political participation, interest, efficacy and trust.

Several television viewing variables were negatively related
to voting. Heavier viewers of both kinds of comedy shows
were less 1ikely to be voters than lighter viewers (r=-.18
for the "less sophisticated comedy/entertainment” factor;
and r=-.21 for the "more sophisticated comedy" factor). The
same was true with regard to several cable channels: ESPN
(r=-=,17), MTV (r=-.42), and the USA Network (r=-.15). Only
two viewing variables were positively related to voting.
More frequent television news viewers and more frequent
viewers of People's Court were more likely than less
frequent viewers to vote (r=.13 and r=.11, respectively).
Cable subscribership was also found to be mildly related to
voting behavior (r=.10), though not to any of the other
political characteristics included in the study.

Heavy television viewers were less likely to be opinion

leaders than lighter viewers (r=-.23) and expressed less
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interest in politics and public affairs (r=-.17) and less
sense of political efficacy (r=-.23).

A number of specific programs, program-types and cable
channels were also related to opinion leadership and
political activity, interest and efficacy, though none
emerged as significantly related to political trust. Those
who watched more television.news tended to be more
politically active (r=.15) and more politically interested
(r=.20) than lighter news viewers. Héavy viewers of
People's Court were less politically active (r=-.11), less
often opinion leaders (r=-.18), and expressed less sense of
their own political effectiveness (r=-.19) than light or
non-viewers. The same was true for Wheel of Fortune viewers
with regard to political activity (r=-.13) and political
~efficacy (r=-.17), and for regular Monday Night Football
viewers in terms of opinion leadership (r=-.13). Among the
five prime-time fringe shows, only the viewing of MASH was
positively related to a measure of political activity,
showing a mild positive association with opinion leadership
(r=.10).

In terms of prime time viewing, "more sophisticated
comedy"” viewing was negatively associated with political
activity (r=-.15), political efficacy (r=-.20), and interest
in politics (r=-.14). Action/adventure series viewing was
also negatively associated with political activity (r=-.15

for "charming cop" shows) and political efficacy (r=-.14 for
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"macho cop" shows). Viewing of the shows comprising the
"NBC" factor, on the other hand, was positively related to
feelings of political efficacy (r=.13) and to political
interest (r=.15).

Regular C-SPAN viewers were also more politically
involved than others. They were more active (r=.15) and
were more likely to be opinion leaders (r=.17).

With regard to the demographic variables, women emerged
as significantly less interested in politics than men (r=-
.16), less trustful of government and economic leaders (r=-
.14), less politically active (r=-.12), less likely to be
opinion leaders (r=-.13), but not significantly less likely
to vote. Age showed a fairly strong positive relationship
to both voting (r=.26) and other political activity (r=.24)
(see Table 7).

Partisanship. In the correlational analysis, heavier
television viewers emerged as more likely to consider
themselves Democrats than lighter viewers (r=.17), as did
heavy viewers of "less sophisticated comedy/entertainment”
shows (r=.21) and Monday Night Football (r=.11).

When the partisanship variable was collapsed into three
categories--Republican, Independent and Democrat--and its
relationship to viewing examined using analysis of variance,
the F-statistic was significant at the .05 level for viewing
of three types of content--less sophisticated comedy/

entertainment shows, NBC-factor shows, and Monday Night
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Football. Using the least-significant-difference paired
comparison test, the following was discovered: Democrats
were the most likely to watch the less sophisticated
comedies, followed by Independents, with both groups viewing
these shows significantly more often than Republicans;
Independents were the most likely to watch the NBC factor
shows, but a significant difference was found between them
and Republicans only, who were the least likely to watch
these shows; Monday Night Football was watched most by
Democrats, significantly more than Republicans, but not
significantly more than Independents.

Regular viewers of "charming cop" action-adventure
shows revealed somewhat more party loyalty in their voting
habits (r=.12), while fans of the new breed of NBC series
exemplified by Hill Street Blues were more likely than
others to split their ticket among different parties’
candidates (r=-.13). Of those who reported an intention to
vote in the 1984 presidential election, heavier television
viewers were less likely than lighter viewers to report that
they intended to vote for president Reagan (r=-.12). Among
specific content variables, only USA Network viewing was
associated with a relative (positive) preference for Ronald
Reagan (r=.20).

Neither age nor gender was significantly related to
partisanship, though younger respondents appeared

significantly less likely to vote for Ronald Reagan than
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older ones (r=-.14). They were also more likely to split
their ticket (r=-.10), thus displaying less party loyalty
than older generations.

Liberal/conservative self-identification. Relatively
heavy viewers of "NBC-factor" shows (r=.17), MASH (r=.11),
C-SPAN (r=.15), and the Arts and Entertainment cable channel
(r=.21) considered themselves more liberal than did less
frequent viewers. The reverse was true with regard to
frequency of viewing magazine format shows, where heavier
viewing was associated with a more conservative identity
(r=.11).
| As expected, age showed a significant positive
relationship to conservatism (r=-.11), though there seemed
to be no relationship between gender and this variable
(r=.0004)

Partisanship/ideology. When this composite variable
consisting of nine combinations of partisanship and
liberal/conservative self-identification was tested for
relationships with viewing variables in an analysis of
variance, the F-statistic was significant for three
relationships (See Table 9). Liberal Republicans were found
to be the most likely to watch MASH, followed by liberal
Independents and middle-of-the-road Independents. The least
likely to watch this show were conservative and middle-of-
the-road Republicans, and significant differences in viewing
frequency were found for both these two Republican groups in

comparisons with the three most frequent viewer groups.
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Conservative Democrats emerged as the most frequent viewers
of Wheel of Fortune, followed by middle-of-the-road
‘Independents. Members of these two groups were
significantly more likely to watch this show than members of
a wide range of other groups, including middle-of-the road
Democrats (the least frequent viewers), liberal
Independents, and conservative and middle-of-the-road
Republicans. Conservative Democrats were also the most
frequent viewers of the less sophisticated comedy shows,
with all paired comparisons with other groups significant at
the .05 level.

Law and order/crime and punishment. On the issue of
law and order, heavy viewers of "macho cop" shows appeared
to take a harder line against criminals than lighter viewers
(r=.19), as did regular viewers of Wheel of Fortune (r=.12).

While there was not a significant difference between
men and women for this factor, older respondents did take a
significantly harder line than did younger ones (r=.16).

Foreign policy. Macho cop show viewers tended to
favor the use of military force abroad (r=.15) and to take a
harder line against socialism and the Soviet Union (r=.17).
Regular viewers of "more sophisticated"” comedies, while also
expressing relatively strong distrust of the Soviets and
socialism in general (r=.17), were less likely than less
frequent viewers to supbort the use of U.S. troops in
military actions abroad (r=-.14). Those who regularly

watched the shows comprising the "NBC-factor" seemed to have
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relatively high levels of faith in negotiations and
relatively little distrust of the Soviet Union and socialism
in general (r=-.32). Among cable viewers, relatively heavy
viewers of the Arts and Entertainment channel were more
likely than lighter viewers to oppose U.S. military
intervention abroad (r=-.21).

Men took harder lines on both foreign policy issues
than did women (r=-.23 regarding military intervention, and
r=-.19 on attitudes toward the Soviet Union and socialism).
Age, in contrast, cut in different directions with regard to
the two foreign policy factors. While younger respondents
were significantly less supportive of military intervention
(r=.14), they were also significantly less trustful of the
Soviet Union and accepting of socialism (r=-.17).

Age, gender, and program and channel viewing. Older
respondents tended to be heavier viewers of television news
(r=.43), Wheel of Fortune (r=.23), People's Court (r=.13),
Hour Magazine (r=.25), and of television in general (r=.20)
than younger respondents. They also tended to be heavier
viewers of the magazine format programs (r=.25) and of CNN
(r=.18). On the other hand, they appeared to watch MASH
(r=-.20), "NBC factor" shows (r=-.20), and MTV (r=-.34) less
often than did younger respondents (see Table 8).

Women tended to watch somewhat more television than men
(r=.10), particularly the "more sopListicated comedies"
(r=.23), the evening soap operas (r=.24), and the Cable

Health Network (CHN) (r=.13). On the other hand, they were
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less likely than men to be heavy viewers of sports
programming such as ESPN (r=-.36), Monday Night Football
(r=-.40) and the USA Network (r=-.21).

None of the other correlations between age or gender

and viewing variables emerged as significant at p=.05.

Multivariate Analysis

To find out whether the observed bivariate
relationships between viewing patterns and political
attitudes and behaviors had predictive power beyond that
which was available through reliance on commercial ratings
data, age and gender were included as controls in the second
stage of the analysis (see Table 6).

Political activity, interest, efficacy and trust. 1In
terms of voting, the tendency of heavy comedy viewers to be
less likely to vote than lighter viewers did not lessen when
demographic controls were introduced. In fact, it
increased, (r=-.22) for the "less sophisticated" comedy/
entertainment shows, while remaining the same as the
bivariate correlation (r=-.18) for the "more sophisticated”
comedy shows. A stronger negative correlation to voting
when subjected to controls was also observed for ESPN (r=-
.25) and ghe USA Network (r=-.19). The negative
relationship of MTV viewing to voting also retained its
strength (r=-.36). However, the positive relationships
between voting and television news and People's Court
viewing largely disappeared with demographic controls (r=.03
and .08, respectively). Age emerged as an extraneous
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variable in both cases, with older viewers more likely both
to vote and to watch both television news shows and People's
Court.

Among the observed bivariate relationships of
television viewing variables to measures of political
interest, activity, efficacy and trust, a good portion were
still significant when subjected to age and gender controls.
Partial correlations were significant at p-,OS for the
following relationships: overall television viewing was
negatively related to political interest (r=-.17) and
efficacy (r=-.20); television news viewing (r=.19) and "NBC
factor” viewing (r=.16) were positively related to political
interest; C-SPAN viewing was positively related to
political activity (r=.18) and opinion leadership (r=.18);
viewing of Peoples' Court (r=-.16) and Monday Night Football
(r=-.20) were negatively related to opinion leadership;
Wheel of Fortune (r=-.18), People's Court (r=-.14) and
"charming cop show" (r=-.-.16) viewing were negatively
related to political activism. Viewing of Wheel of Fortune
(r=-.14) and People's Court (r=-.18), along with "more
sophisticated comedies"” (r=-.18) and "macho-cop shows" (r=-
.15) also retained a significant negative relationship to
political efficacy after controllinq for the effects of age
and gender.

Partisanship. Neither the relative party loyalty in
voting revealed among regular viewers of "charming cop"

shows nor the tendency to split one's ticket characterizing
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regular viewers of the ”NBé factor" shows retained their
significance when controlling for age and gender.

The relationship of total television viewing (r=.18)
and "less sophisticated comedy/entertainment shows" (r=.21)
but not of Monday Night Football viewing, to Democratic
partisanship still held with controls (r=.16). The
relationship of total viewing to a disinclination to vote
for Reagan appeared even stronger with controls (r=-.15
compared to zero-order r=-.12). The same was true for hegvy
viewing of the USA network (r=.21 compared to r=.20 for the
zero-order relationship) though in the opposite direction--
heavier viewers being more likely to vote for Reagan.

Liberal/conservative self-identification. The
association of liberal self-identification with "NBC-factor"
viewing (r=.15) and with Arts and Entertainment channel
viewing (r=.21) retained their significance with controls.
However, the demographically controlled relationship of C-
SPAN and MASH viewing to liberalism was not significant at
p=.05. The relationship of conservatism to
information/magazine show viewing also was not significant
in the analysis of partial correlations, with the viewers
of this type of show tending to be both older and more
conservative than non-viewers.

Law and order/crime and punishment. Of the two
significant bivariate associations of viewing variables to a
hard line position on the "law and order" factor, only one,

the relationship to "macho cop" show viewing held up with
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demographic controls (r=.20). Age appeared to be an
extraneous variable in the relationship between this factor
and Wheel of Fortune viewing, with older viewers appearing
both more hard-line on law and order issues and more likely
to watch this show.

Foreign policy. Attitudes toward foreign policy issues
were influenced by gender as an extraneous variable. The
relationship of "more sophisticated comedy" viewing to both
foreign policy attitude factors, as well as that between
"macho cop" show viewing and the "military intervention"
factor were no longer significant when subjected to
controls. Apparently women were more likely both to watch
these comedy shows and to take less hard-line positions,
while men were more likely to watch "macho cop" shows and to
have a more militaristic view of foreign affairs. However,
the positive relationship of "macho cop" show viewing to a
hard-line position on the second foreign policy factor--
"attitude toward the USSR and socialism" did not lose any of
its strength with demographic controls (r=.18). "NBC-
factor" viewing also retained a fairly strong relationship
with this attitudinal factor, though in the opposite

direction (r=-.29).
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Table 6:

Political

T Tine

IV News
Viewing

Cable
Subscriber

VR

Home
Computer

People's
Court

Mash

Theel of
Portune

Television Viewing and Political Characteristics: Correlations

and partial correlations controlling for age and gender

Opinion
Activity
Factor

.051

(299)

J49
(an)
.059

-.078
(279)

-.062
(289)

.035
(289)

=113
(280)
=147

.066
(280)

=127
(219)
=18

Political
Leadership
Factor

101
(299)

084

(211),

-.069
(an)

-.082
(289)

.035
(289)

-.175
(280)
-.164b

104
(280
an

-.033
(279)

a = significant at p=.001
b = significant at p=.01
¢ = significant at p=.05

Partial correlations are included for variable pairs with zero-order
correlations significant at p<=.05

Political
Bfficacy

Factor

=225
(339)
=03

=064
(215)

-.022
(225)

.008
(230)

-.061
(230)

-. 189
(223)
=178

-.067
(223)

-.168
(225)
=144
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Bcononic Political
Trust Pactor Interest
.022 - 167
(239) (309)
- 178
-.04] 195
(215) (281)
85
0Mm 073
(225) (298)
.010 -.050
(230) (299)
-.085 -.055
(230) (299)
-.083 -.087
(223} {290)
010 -.004
(223) (290)
-.057 -.002
(221} (289)

Law

and
Order
Factor

.009
(255)

030
(229)

=119
(237)
-.087



Table 6 (cont'd.)

Law
Political Opinioa Political Political and
Activity Leadership Bfficacy Beononic Political Order
Factor Factor Pactor Trust Factor  Interest Factor
BT -.091 -.007 109 -.009 .016 -.001
(281) (280) (223) (223) (291) (238)
Bour -.083 -.065 -.041 011 109 -.085
Nagazine (280) (280) (223) (223) (290 (238)
Nonday -.080 -.128¢ -.078 .008 039 -.038
Right (277) (27M) (223) (223) (290) (234)
Football -.203¢
Comedy I -.098 ' -.028 -.061 -.0m -.07% -.06%
Factor (243) (243) (198) (198) (252) (203)
(Less-Soph.)
Comedy 2 - 145 -.081 -.195 -.076 =139 032
Pactor (243) (243) (198) (198) (252) (203)
(More Soph.) -.106 =177 .060
Bvening -.018 -0 -.058 106 -.073 -.089
Soap Factor (243) (243) (198) (198) (250) (203)
Macho Cop -.007 -.083 - 44 .010 -.043 -.19¢
Show Factor (243) (243) (198) (198) (250) (203)
-.12 =197
Charaing Cop -.145¢ -.092 -.104 048 .026 002
Show Factor (243) (243) (198) (198) (252) (203)
-.152¢
Bill Street/ .080 .082 A3 -.030 1450 .060
NBC Factor (243) (243) {198) (198) (252) (203)
A1 .158¢
Magazine -.028 -.009 -.041 .021 033 .046
Show (243) (243) {198) (198) (252) (203)
Factor
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Table 6 (cont'd.).

Law
Political Opinion Political Political and
Activity Leadership Bfficacy Beononic Political Order
Factor Factor Factor Trust Factor Interest Factor
W | | .038 -.012 012 A7 011 -.082
(158) (158) (136) (136) (166) (141)
114 ] .015 .067 -.04 033 007 .069
(153) (153) (132) (132) (160) (139)
NTV 049 .080 .028 A1 -.051 130
(149) (149) (129) (129) (156) (134)
UsA .023 041 -.102 -.040 -.004 124
Network (146) (146) (128) (128) (154) (134)
Cable Health .095 -.080 -.018 -.006 -.114 -.033
Network (147) (147) (128) (128) (152) (135)
C-Span J4%e .165¢ -.011 116 .009 021
(145) (145) (127) (127) (153) (133)
176¢ 176
ARTS 012 112 -.023 -.03% .021 -.025
(144) - (144) (125) (125) (152) (131)
Satellite .004 - 117 -.086 102 042 -.062
Prograa (147) (147) (128) (128) (154) (135)

Network
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Table 6 (cont'd.).

Voter

T Tine -.059
{284)

77 News 132
Viewing (259)
.025

Cable .100¢
Subscriber {266)
.099

veR -.048
{2)

Home -.096
Computer (274)
Peoples Jdl4e
Court {266)
.080

Mash -.032
(266)

Wheel of -.127¢
Fortune (266)
-.125¢

ET .051
(267)

Bour -.047
Magazine (267)

Nonday Night -.080
Football (267)

Partisan-
ship

J70
(287)
J8

.099
(260)

NH
(269)

.003
(217)

033
(277}

044
(268)

070
(268)

100
(267)

.026
(270)

Q047
(268)

110
(266)

Military  View of
Reagan  Liberal vs. Ticket Action USSR &
Voter Conservative  Splitter Factor Socialisa
-.1200 -.024 -.0m 036 104
(287) (304) (299) (164) (164)
-1
-.014 -.046 012 112 .007
(211) (276) (273) (152) (152)
-.088 -.021 -.035 -.024 -.027
(278) (285) (281) (154) (159)
-.032 -.031 -.056 -.094 -.03
(288) (294) (291) (159) (159)
.060 -.022 -.001 -.018 -.036
(288) (294) (291) (159) (159)
.056 034 011 -.080 .059
(279) {285) (282) (154) (154)
-.030 107¢ .056 -.035 -.03%
(279) (285) (282) (154) (154)
.080
042 -.058 .035 -.032 .059
(278) (284) (281) (153) (153)
.060 -.02¢ 068 .004 -.090
(280) (286) (283) (154) (154)
004 -.120 -.034 -.054 122
(279) (285) (282) (154) (154)
-.004 .085 041 .098 -.070
(278) (282) (279) (234) (234)
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table 6 (cont'd.).

Nilitary  View of

Partisan-  Reagan  Liberal Vs.  Ticket Action USSR &
Voter ship Yoter  Conservatism  Splitter Factor  Sceialisa
Comedy I - 180 .09 104 049 054 -.046 -.094
Pactor (234) (234) (229) (248) (245) (138) (138)
-8 07
Comedy II =214 072 031 .099 034 142 72
Pactor (234) (234) (229) (248) (245) (138) (138)
=183 .082 151
Bvening -.050 029 .016 048 -0l -.006 .053
Soap Factor  (234) (234) (229) (2348) (245) (138) (138)
Nacho Cop -.035 052 -.079 032 046 - 148 .165¢
Show Pactor  (23d) (234) (229) (248) (245) (138) (138)
=14 q78e
Charming Cop  .001 101 -0 .007 =117 -.05) 091
Show Pactor (234) (234) (229) (248) (245) (138) {138)
-.115
Bill Street/  .067 .056 074 165 BRI -.037 -39
MBC Factor (234) (234) (229) (248) (245) (138) (138)
J47e Al -.2900
Nagazine Show .047 -.064 -.057 =113 .062 -.127 .057
Pactor (234) (23¢) (229) (248) (245) (138) (138)
-.088
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Table 6 (cont'd.).

CHN

BSPN

L

usd
Retwork

Cable
Health
Network

C-Span

Arts

Satellite
Prograa
Network

Voter

.106
(183)

=172
(147)
-. 46

=418
(145)
=355

=147
(142)
-.15%¢

=040
(142)

-.044
(141)

=03
(141)

107
(144)

Partisanship

-.044
(152)

.080
(147)

A8
(150)
.150

=03

(148)
-1

-.089
(144)

-.073
(142)

019
(141)

.003
(144)

Nilitary
Reagan  Liberal Vs.  Ticket Action
Voter Conservative Splitter  Factor
.001 -.030 .030 -.060
(159) (160) (159) (86)
.085 .002 -.062 012
(153) {155) (152) (83)
=183 -.027 120 116
{150) (152) (149) (81)

- 144
.03 .082 -.010 088
(148) {150) (147) (79)
.08
-.045 .051 -.030 009
(148) (151) (148) (19)
027 1460 -.100 -.018
(147) (149) (146) (19)
138

105 206! -.087 .a10¢

(146) (147) (145) (76}

208 .169¢

-.012 073 -.126 -.052
(149) (151) (148) (79)
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View of
USSR &

Socialisa

=002
(86)

119
(83)

-.138
(81)

001
(19)

=134
(79)

-.04%
(19)

-.165
(76}

-.106
(79)



Table 7: Correlations of Age and Sex to Political Characteristics
Political  Voter  Partisan- Liberal/  Reagan Ticket Political Opinion  Law and  Bfficacy
Interest ship  Conservative Voter  Splitter Activity Leader Order
AGB 0799 2642 -.0013 -.1129 - 1318 -.1024 24370 -.0889 -.1559  -.0241
(303) (2190 ( a84) ( 299) ( 293) ( 295) ( 2%6) ( 296) a81)  (23))
P= 083 P= 000 P= .91 P= 026 B= .009 P=.040 P= .000 P= 063 P=.007 P= 357
SEX -.1641 -.0991 -.0573 .0004 0336 -.0667 =1m - 11 -.0101  -.0923
(294) ( 268) ( 273) ( 289) ( 282) ( 284) ( 287) ( 287) as) (226
P= 002 B= 053 P= .173 P= 497 P= .287 P= .131 P= 024 B= .01) P= .37 P= .08)
Trust Military  View of
Action USSR
AGE -.0886 -.1360 1740
(233)  ( 161) ( 161)
P= 089 P= 043 P= .01
SEX -.1410 3389 1894
(226) ( 158)  ( 155)
P= 017 P= 001 P= .009
Table 8: Correlations of Age and Sex to Television Viewing
TV Tine TV News Wheel of People’s  Hour MASH Entertairsent Comedy Comedy  Evening C-Span
Fortune Court Negazine Tonight 1 2 Soaps
AGE 1976 .4250 . 250 .1269 L2516 -.2008 -.049%4 .0823 -.0716 -.0272 -.084
( 308) (278) ( 285) ( 286) ( 286) ( 286) ( 287) ( 250) ( 250) ( 250) ( 150)
P= 000 P=.000 P=z.000 P=.016 P=.000 P=.000 P=.202 P=.097 P=.130 P=.33% P=152
SEX .0989 .035% .0821 0279 .0630 -.0741 -.0091 -.0472 2306 L2357 -.0060
(296 (26) (2750 (276) ( 2%6) ( 276) (277} ( 2%1) ( 21) ( 21) [ 148)
P= .05 P=.280 P=.087 P=.322 P=.148 P=.110 P=.40 P=.233 =.000 P=.000 P=152
Macho Charaing NBC Magazine  Monday
Cop Shows Cop Shows  Shows Shows Night CNN ESPN MV USANET CHN ARTS
Football
AGE -.0005 0262 -.1991 . 2498 -.0428 .1806 .0303 -.3366 -.0778 L0873 -.0369
(2500 (2500 ( 250) ( 2500 ( 283) ( 1) ( 157) ( 15) ( 151) (1520 ( 149)
P= 497 P=.3%2 P=.001 P=.000 P=.23% P=.011 P=.353 =000 P=.171 Pz . 2l P=.327
SEX -.0401 .0049 -.0585 -.0119 -.4026 -.1037 -.3614 .0877 =211 L1468 1863
(221) (2410 (21 (210 (223 ( 180) ( 15%) ( 152) & 19) ( 150 ( 147)
P= ,268 P= 470 P=.183 P= 427 P=.000 P=.09 P=.,000 P=.141 P=.005 P=.050 P=.012
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Table 9: Partisanship, Partisanship-Ideology and Television Viewing
(F values for Analysis of Variance)

Partisanship Partisanship-Ideology
TV Time 3.0¢ 1.4
TV News 2.8 1.6
Cable Subscriber 1.3 ‘ 1.6
VCR 1.0 1.0
Home Computer 1.1 , 1.5
People's Court 1.8 1.1
MASH 2.4 3.1b
Wheel of Fortune 1.6 , 2.6°
ET 0.1 1.1
Hour Magazine 0.1 1.8
Monday Night Football 3.1c : 1.2
Comedy 1 4.6° 1.6
Comedy 2 1.2 1.9
Evening Soaps 0.4 | 0.9
Macho Cop 0.1 1.3
Charming Cop 0.6 0.9
NBC Factor 2.7 1.9
Magazine Show 0.6 0.9
CNN 2.5 1.4
ESPN 0.5 0.5
MTV 1.3 0.7
USA Network 1.8 1.7
CHN 1.3 0.4
C-SPAN 0.6 1.6
ARTS 0.3 1.4
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VI. DISCUSSION

This chapter discusses the results, implications and
limitations of this study. It first examines the findings
regarding program and cable-channel types. Following this
it considers the implications for potential political
narrowcasters of the study's findings regarding the
relationship of viewing patterns to political
charécteristics.

Readers seeking to draw conclusions from the results of
this study should keep in mind its limitations. First of
all, the sample is limited to residents of the Lansing,
Michigan, area. Secondly, the déta are four years old at
the time this report is completed, having been collected in
the fall of 1983, approximately one year before the 1984
presidential election and several months before the
presidential primaries began to receive heavy press
coverage. Data collected--even from the same respondents--
might vary considerably if the survey was conducted in the
heat of a presidential campaign. Additional research would
thus be required to test the generalizability of its

findings to other locales and time periods.

Program and Cable-Channel Types

In general, the factor loadings of the various programs
are conducive to meaningful interpretation of "program-

types," though they can also be viewed as revealing some
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network loyalty and scheduling effects. For example, two of
the factors included shows of only one network--ABC's
"macho-cop"” shows (all scheduled on different nights) and
the group of NBC shows led by Hill Street Blues (all on
different nights save for Cheers which precedes Hill Street
Blues).

Possible evidence of both scheduling effects and
network loyalty could also be observed in the make-up of the
two comedy factors. Within the "less sophisticated”" group,
three CBS comedies--Alice, One Day at a Time, and The
Jeffersons--ran one after another on Sunday night, while two
ABC shows--Happy Days and Three's Company--ran back-to-back
on Tuesday night. For the "more sophisticated"” comedy
factor, two NBC shows, Family Ties and Facts of Life, ran
back-to-back on Wednesday night. However, neither network
loyalty nor scheduling effects can fully explain the
loadings on these factors, since each factor included at
least one show from each of the three networks as well as
shows scheduled on at least four different nights.

Among the "charming-cop" shows, Magnum P.I. and Simon
and Simon ran back-to-back Thursday night on CBS, while
ABC's Hart to Hart could be seen on Tuesday night. Among
the evening soaps, CBS dominated with three of the four, two
of which, Dallas and Falcon Crest, ran back-to-back on
Friday night, while ABC's Dynasty was scheduled on an

evening in which none of CBS's shows of that genre appeared.
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In summary, the program groupings generated in the
factor analysis do appear to reflect legitimate "program-
types," given the common characteristics of the shows
loading on each factor (in the case of the NBC-factor, the
program "type" involved appears to have more to do with plot
and production devices than with those elements
traditionally used to distinguish genres) and the overall
network and schedule mix which most of the factors embraced.

As for the observed network loyalty and scheduling
effects, they may reflect network executives' desire to
retain and expand their audience by imitating a successful
format and running several shows of the same type one after
another on the same evening as much as they do audiences'
network loyalty and viewing inertia.

In contrast to these findings for broadcast program-
types, the results of both correlational and factor analysis
yielded no evidence pointing to the existence of cable

channel types.

Viewing Patterns and Political Characteristics:
Implications for Political Narrowcasting

Political involvement. 1In general, the data reveal a
tendency toward relatively low levels of involvement in
politics among heavy television viewers. Only four measures
of content viewing were positively related to any form of
political involvement, with two of these--news and C-SPAN--

devoting a large share of their airtime to direct coverage
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of politics and public affairs. Only two television
programs or program types with no current affairs or
explicitly political programming were positively associated
with any measures of political involvement. MASH was
positively related to opinion leadership, and the "NBC-
factor"” was associated with relatively high levels of
political interest and efficacy.

The positive relationship of television news viewing to
voting, as well as to other forms of political
participation, was largely the result of older viewers'
higher level of both. However, the negative relationships
of a number of specific content variables to voting retained
their strength subject to the same controls. The relative
disinclination to vote of MTV, ESPN, USA Network, Wheel of
Fortune, and both types of comedy show viewers, independent
of age and gender, suggests a direct relationship between
low voter motivation and viewing of these types of content.
In light of this finding, these shows would seem to be
particularly inappropriate vehicles for reaching likely
voters.

Though Wheel of Fortune was watched more by older than
by younger viewers, it was associated with low levels of
voting, political activity and efficacy. Thus, while a
ratings-based narrowcasting strategy might expect to find a
high concentration of active voters among Wheel of Fortune's

older viewers, a strategy which considered the direct
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relationship of political participation to specific
television content viewing would discover that this is not
the case.

Heavy viewers of comedies, action-adventures, sports,
music television (MTV), Wheel of Fortune and People's Court
all revealed relatively low levels of political interest,
efficacy and/or activity, and most of these relationships
remained significant with age and gender controls. The one
exception was the "more sophisticated comedy" shows, with
women's lower level of political interest and participation
and more frequent viewing largely explaining the observed
relationship between these political characteristics and
viewing of these types of shows.

The low level of political involvement among viewers of
these shows should not necessarily discourage political
campaigns from buying time on such programs. In fact,
research indicates that low involvement viewers may be more
readily influenced by political messages than more
interested and involved voters: McClure and Patterson
(1974), testing the influence of political messages on
viewer attitudes, found that the greatest attitude change
took place among heavy viewers with low political interest;
studies by McLeod et al. (1974) and Iyengar et al. (1983)
found less interested persons to be more prone to agenda-
setting effects than more interested individuals; Schoenbach

and Weaver (1985) found that the most politically ignorant
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and uninterested voters gained the most consistency in their
political cognitive structures as a result of an election
campaign and; Rothschild (1978) found that in the low
involvement situation it was possible to cause a change in
behavioral intent without affecting attitude formation to
the same degree.

However, the extent to which low involvement viewers
can be influenced by televised political messages will of
course be affected by the type of message used. For
example, long and complex messages providing less interested
viewers abundant opportunity to switch to another channel,
leave the room, or become otherwise distracted, could be
expected to be less effective than shorter messages based on
images and visual appeal (Perloff, 1985) which require
minimal cognitive involvement and "encourage ([viewers] to
perform their civic duty without [having] to evaluate
information."” (Rothschild, 1978).

Because People's Court viewers appear more likely than
non-viewers to vote, but also scored significantly lower
than non-viewers on the political activity, opinion
leadership and efficacy factors, this prime-time fringe show
appears particularly well suited for a political advertising
campaign designed to have an impact on the low involvement
voter—--for example, a well designed high-frequency, high
visual impact, 30-second spot campaign designed to convince

low-involvement viewers of the importance of voting for a
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particular candidate. In addition, given the low cost of
cable advertising, a similar campaign geared to the low-
involvement viewers of ESPN, MTV and USA Network might be
.able to generate new voters at relatively low cost. The
effectiveness of such campaigns would likely be further
enhanced if their messages emphasized the closeness of a
political race and the differences between the candidates
(Rust, et. al., 1984) and were geared toward the particular
demographics of these networks--predominantly male for ESPN
and USA Network and primarily young for MTV.

Partisan and ideological targeting. The positive
relationship of television viewing to Democratic
partisanship and the apparently related disinclination to
vote for Ronald Reagan actually became stronger when age and
gender were controlled for. This finding seems to run
counter to the image of President Reagan as television's
"Great Communicator,"” and is thus difficult to explain.
However, it does suggest that Democratic candidates are more
likely to reach their supporters via television than are
Republicans.

Oonly one content variable--USA Network viewing--could
be identified as running clearly counter to this tendency.
Its heavier viewers were considerably more likely to
identify themselves as Republicans than non-viewers, as well
as more likely to vote for Reagan if they voted. This cable

network would therefore seem a good candidate for placement
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of Republican campaign spots. However, heavy USA Network
viewers are also less likely than others to vote. 1In spite
of this, a Republican campaign might find it worthwhile to
take advantage of this cable network's low advertising rates
and relative abundance of availabilities (in comparison to
broadcast networks) by running political spots designed to
activate this relatively dormant support for their party.

A similarly undermotivated Democrat constituency
emerged as regular viewers of the less sophisticated
comedy/entertainment shows, making these programs relatively
good vehicles for messages designed to expand that party's
base of regular voters. Conservative Democrats in
particular could be most efficiently reached via these shows
as well as by Wheel of Fortune, which was also associated
with low levels of voting and political activity and
efficacy.

As noted in the above discussion of low-involvement
viewers, these seemingly dormant partisan constituencies
could probably be best activated by campaign messages which:
sharply contrasted the candidates of the opposing parties;
pointed to the closeness of the race (Rust, 1984); required
minimal cognitive involvement (Rothschild, 1978); and, where
appropriate, took into account the demographic makeup of the
audiences (male for USA Network and older for Wheel of
Fortune).

As noted earlier, "NBC-factor" viewers emerged as

particularly interested in politics and public affairs, a
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finding which seems consistent with the fact that these
shows portray more complex and controversial socio-political
issues more frequently and more realistically than most
other television shows. Political campaigns running spots
on these shows could therefore reasonably expect to find
more attentive audiences willing and able to digest messages
dealing with relatively complex political issues. On the
other hand, these viewers would tend to be less susceptible
than less interested viewers to the influence of political
advertisements which were not consistent with their
previously held views. |

NBC factor viewers also tended to consider themselves
Independents and were relatively frequent ticket splitters.
This relatively weak party identification combined with
their high interest level suggests that these viewers would
be particularly responsive to ads emphasizing a candidate's
experience rather than his or her party affiliation (Shama,
1974). Since the viewing of this program type was also
associated with self-reported liberalism, even when
controlling for the effects of demographic variables,
placement of political spots within these shows would seem
to be particularly effective for liberal candidates.

Self-reported liberalism was also characteristic of
Arts and Entertainment network viewers, though they did not
reveal a high level of interest in politics, even without
controls. They also did not exhibit the relatively tolerant

attitude toward communism and willingness to deal with the
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Soviet Union which characterized the liberalism of "NBC
factor"” viewers, though they were significantly less
militaristic than non-viewers. 1In light of these findings
and the different nature of the two types of content
involved, it is suggested that the liberalism of Arts and
Entertainment viewers is somewhat different than that of
"NBC factor" viewers. Perhaps the former is more strongly
associated with the "liberal" arts and humanities and with
refined, pacifist sensibilities which stand in contrast to
the aggressive character of militarism. The liberalism of
NBC factor viewers, on the other hand, appears to be less an
abhorrence of conflict and violence (certainly Hill Street
Blues has its share of both) as it is an active interest in
social liberalism and left-of-center politics.

"Macho cop" show viewing was positively related to
hard-line positions on law and order issues and toward the
USSR and communism, both with and without demographic
controls. Perhaps this can be at least partly explained in
terms of the good-guys versus bad-guys themes so
unambiguously expressed in both this type of show and these
kinds of socio-political attitudes. "Macho cop" show
viewers also expregsed more support for military
intervention than non-viewers, though the partial
correlation for this relationship was not statistically
significant at p=.05. These findings indicate that this
type of show is probably the best vehicle for anti-

communist, anti-crime and pro-military political messages.
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Given the importance of opinion leaders in the
dissemination of new ideas and information, MASH would seem
to be a good vehicle for political messages attempting to
introduce change. In light of the relatively liberal
leanings of the show's viewers, advertising on MASH seems
particularly well suited for a liberal candidate or campaign
offering an innovative program and seeking to get its
message out to an audience likely to be both receptive and
inclined to pass it on to others. Interestingly enouéh,
when MASH-viewing was analyzed in terms of partisan/
ideological self-identification, liberalARepublicans,
followed by liberal Independents, emerged as the heaviest
viewers of the show. Thus, a liberal but strongly partisan
message of a Democratic candidate might lose much of its
effectiveness by alienating liberal Republicans and
Independents. On the other hand, a liberal Republican or
Independent caﬂdidate with a "new" message could reach a
uhiquely concentrated audience of potential supporters, many
of them relatively young (r=-.20). The show might also be a
good advertising vehicle for a candidate of any party who
wanted to appeal to those Republicans who have become |
alienated from the party's conservative wing which has to a
large extent dominated the party during the Reagan

presidency.
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VII. SUMMARY AND RECOMMENDATIONS

This study has discovered a number of relationships
between general and content-specific television viewing
patterns and political attitudes and behaviors. While some
of these disappear when controls for age and gender are
introduced, quite a few are independent of these two
demographic factors. This suggests that potential political
narrowcasters might find it worthwhile to "look beyond the
ratings" by pursuing this line of research further in order
to develop a more refined understanding of the relationship
of program and cable channel viewing to political
characteristics.

Table 10 summarizes the results of this study in terms
of the most appropriate television programs or cable
channels for reaching voter segments likely to be targeted
in political campaigns. Programs or channels listed in the
second column were found to be significantly related to the
political characteristic described in the first column.
Those programs or channels which are marked by an asterisk
are those for which the partial correlations controlling for
age and gender were also significant. In the third column
of the table statistically significant age or gender
characteristics of each voter segment are presented as well.
The information in this column, combined with ratings data,

could also be used to reach particular voter segments,
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Table 10: Targeting Voter Segments

Description of
Target Voter Segment

Likely voters

Unlikely voters

Opinion leaders

Politically active

Political inactive

Interested in
politics

Not interested
in politics

High efficacy

Most Appropriate Content
(largest "r" listed first)

News shows
People's Court
Cable subscribers

MTV=*

Less sophisticated comedies*
More sophisticated comedies*
ESPN*

Wheel of Fortune*

C-SPAN*
MASH

News shows
C-SPAN*

Charming copy 'shows*

More sophisticated comedies*
Wheel of Fortune*

People's Court*

News shows*
"NBC factor" shows*

Television generally*
More sophisticated
comedies

"NBC factor" shows
(e.g., Hill Street Blues)

Age/Gender

Older

Younger

Males

Older/
Males

Young/
Females

Males

Females

All variables listed in columns 2 and 3 exhibited significant bivariate
relationships with the corresponding "target voter" characteristic at p=.05.
An asterisk (*) indicates that the partial correlation between a viewing
measure and a political characteristic, controlling for age and gender, was

also significant.
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Low efficacy

Liberals

Conservatives

Democrats

Republicans

Independents

Liberal Republicans

Conservative Democrats

Likely Reagan voters

Unlikely Reagan
voter

Ticket Splitters

Party voters

High trust in
leaders

Television in general*

More sophisticated comedies*

People's Court*
Wheel of Fortune*
Macho cop shows*

Arts and Entertainment
Channel*

"NBC factor" shows*

C-SPAN

MASH

Magazine Shows

Less sophisticated comedies*

MTV
Television generally*
Monday Night Football

USA Network*

"NBC factor shows"

MASH

Wheel of Fortune

More sophisticated comedies

USA Network*

TV generally*
MTV

"NBC factor" shows

Charming cop shows

69

Younger

Older

Older

Younger

Younger



Low trust in
leaders

Lavw and order
oriented

Support military
intervention abroad

Oppose military
intervention abroad

Hard-line anti-Soviet,
anti-Communist

Detente oriented; more
willing to deal with
Soviets, Communists

Macho-cop shows*
Wheel of Fortune

Macho-cop shows

Arts and Entertainment*
More sophisticated comedies

Macho-cop shows*
More sophisticated comedies

"NBC factor" shows*
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Women

Older

Male/
Older

Female/
Younger

Male/
Younger

Female/
Older



instead of or, most effectively, in combination with the

type of findings summarized in column two.

Recommendations for Future Research

The results of this study suggest to the author that it
would be worthwhile to undertake similar surveys using
current programs. Given the difficulty in obtaining
accurate and reliable recall data, it may be preferable for
such follow-up studies to measure viewing variables with
questions asking respondents about what shows and channels
they watched during the past week rather than in general as
was done in this study. It is the authors view that the
former would tend to be a more accurate reflection of actual
viewing, as it might be affected by other family members'
viewing choices, etc., while the approach used in this study
appears more likely to reflect respondents' individual
viewing preferences, independent of external influences
which impact on their actual viewing. While the author
believes that this approach is likely to yield data more
readily interpretable, media buyers may be more interested
in getting more accurate viewing data than in developing a
coherent understanding of the relationships between
respondents' political attitudes and behaviors and their
viewing preferences.

It might also be desirable for future studies to
measure fewer variables than did the survey upon which this
study was based, so that they can reach a larger sample
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within comparable time and budgetary constraints. A larger
sample would allow for more statistically robust analysis of
cable channel viewing, since only about half of a given
sample are likely to be cable subscribers, and among these,
a much smaller percentage are likely to be even occasional
viewers of certain cable channels. Expanding the sample
would also be valuable in that it would allow for
statistically meaningful analysis of data for specific
demographic categories--e.g., males 18-24. This would
increase a study's comparability to commercial ratings and
polling data which tend to break out their data in terms of
these demographic categories. By controlling for
demographics in this way rather than by partial
correlations, the study could also avoid potential problems
in analysis associated with the latter when it must deal
with variables that first increase and then later decrease
with age, such as voting.

With cable viewing and audience fragmentation an ever-
increasing reality, the conceptual approach taken in this
study seems a timely one for an actual campaign setting--for
example, in a baseline study done at the start of a campaign
or one undertaken just prior to a period of heavy television
time buying. A campaign could combine a set of viewing
questions with another set testing respondents' attitudes
toward major campaign issues and images of the candidate (as

well as some of the general measures included in this study,
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such as likelihood of voting). By comparing these two sets
of variables, campaign media strategists might discover
especially appropriate (or inappropriate) programs or
channels for presenting particular positions or qQqualities of
their candidates.

Because cable channel advertising is often sold by time
period (e.g., a 30 sec. spot in a particular four-hour time
block), instead of by specific program, questions about what
time of day respondents watched particular cable channels
would likely be useful to media buyers, though they would,
of course, ienqthen interviews. To compensate, prime time
viewing questions might be limited to the ten or twenty most
widely viewed shows among voting-age viewers.

For those with more theoretical interest in this
subject, the author suggests undertaking in-depth analysis
of program types and themes such as that practiced by
Chesebro (1976). Such research, particularly when combined
with the kind of survey research practiced and discussed in
this study, could be very useful in helping both political
communicators and scholars' understand the nature of
program—-types as well as their relationships to political

attitudes and behaviors.

73



APPENDIX: QUESTIONNAIRE



“TELEFHOME NO. ( )

. 1983
MEDIA USE/POLITICAL VARIABLES I0 NO. ( )
SHAPIRO ,
337-2002 -

FINAL STATUS OF INTERVIEW: {‘I} COMPLETE (2) INCOMPLETE (3) REFUSUAL
4) DISCONNECT (5) JUNK (6) - OTHER:

CALL #  INTERVIEWER NAME _DATE _ TIME RESULT
1. '

2. BZ = busy

3. NA = no answer .
s, C8 = call back (give time)
5'

INTRODUCTION: -

HELLO, my name ifs ___ and I'm calling from Michigan State University. We're doing a
study of television viewing and public opinion in the Lansing area. If there is a
HALEéFEMAl.E_ (INTERVIEWER -- ALTERNATE EVERY OTHER ONE AND CIRCLE) 18 years old or older
at thi number, HIS/HER time to answer a few questicns would be very nelpful. Is there
a MALE/FEMALE 1 could speak to?

IF FIRST CHOICE IS NOT AVAILABLE, ASK FOR THE OTHER §£x: Is there a MALE/FEMALE I could
speak to instead?

ngE:T IKTRO IF RESPONDENT HASN'T HEARD IT. THEN PLUNGE RIGHT IN: Thank you.
u o0 0

1. On a typical day, how much time do you spend 1istening to the radio?
{1 ZERO, 60 TO Q.5)

2. What is your favorite radio station?
(IF NONE, GO TO Q.5)

3. What 1s your second favorite station?

4. Do you ever listen to "A1l Things Considered" the evening news report on Public
Radio WKAR?

1= yes 2= no 9= dk/refused
(IF YES, ASK:)
4a. How many times have you 1istened to it in the past weex?

S. On a typical weekday, how muck time do you spend reading newspaper articles
about politics and public affairs?
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6. How about on a typical weekend?

7. Of the following daily newspapers, please tell me whether you read.
each one of them frequently, occassionaly or practically never.

Freq.  Occas'lly  Pra. never dk
a. USA TODAY ’ -3 2 1 9
‘b. The Wall Street Journal 3 2 1 9
c. The New York Times 3 2 i 9

8. Do you read any n;ews or public affairs magazines?
Isyes  2=no 9-dklre1"used
(IF YES, ASK:) |
Which ones .do you most often read?

1sTime 2sNewsweek 3=US News and World Report
4=other (specify):

9. How much time during the past week did you spend reading
. new magazines?

10. Are there any other magazines that you read quite regularly?
1=yes 2=no 9=dk/refused
(IF YES, ASK:) . Which ones? (LIST UP TO FIVE)

11. On a typical yoekdty. how much time do you spend watching telévision?

(IF NONE, GO TO Q. 26)
(STARTING.ON THE SECOND MONDAY, 11/21, ASK:)

1la. Did you watch the gcccncly televised movie "The Day After"?
1 yes 2=no 9=dk.

12.. I'a nov going to read you a list of TV proirun that are on each weekday.

Please tell me how many times, if any, you've watched each sh type
of show in the past week. (READ rmﬁsg ¢ o oF ot

a. The local news at 6 P.W.

b. The nightly news at 11 p.m.

c. The 7 to 9 a.n. early morning news shows

d. The CBS Evening News with Dan Rather
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13.

14.

. The NBC Nightly News with Tom Brokaw

- or practically never?

The ABC World News with Peter Jennings
The McNeil-Lehrer News Hours
Hour Magazine with Gary Collins

The Peoples Court
M*A*S*H*

The Wheel of Fortune
Entertainment Tonight .
The 'Nightly Business Report

How often do you watch television during the weekday hours of
9 a.m. to 5 p.m. ...very often, fairlv often, only occasionally,

1=very often 2=fairly often 3=occasionall
4=practically never 9=dk/refused .

(3F 22%Y.0CCASIONALLY OR PRACTICALLY NEVER OR DK/REFUSED, GO TO

13a. On a typical weekday, how much time do you spend watching
the daily seri2ls, or soap operas?

-13b. How about the daytime quiz and game shows? How much
time do you spend each day watching these kinds of shows?

13c. How many days a week, if any, do you watch the Phil
Donahue show?

How often do you watch television after 11:30 at night?....
very often, fairly often, only occasionally, or practically
never? :

I=very often 2=fairly often 3=occasionally
4=practically never 9=dk/refused

IF ONLY OCCASSIONALLY, PRACTICALLY NEVER OR DK/REFUSED GO TO Q. 15)

IF VERY OR FAIRLY OFTEN, ASK:)

14a. In the past week, how many times have you watch the following

shows on late night television? (READ TITLES)

a. The Tonight Show with Johnny Carson
b. Nightline with Ted Koppel
c. Thicke of the Night with Allen Thicke
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15. What about on weekends? Do you usually watch a 1ot of TV during the

dai gn weekends, some TV, or not very much TV duriag the day on week-
ends

1= a lot 2= some 3= not very much 9= dk/refusé&

(IF NOT VERY MUCH, OR DK/REFUSED G0 TO Q. 16)
(IF A LOT OR SOME, ASK:)

‘15a. Of the following types of TV shows, please tell me if you watch -

each type of show quite_a lot, occassignally, or hardly—ever
on weekends. Z§ Z_E_s @

a. Public affair and interview shows
b. Sport Shows
c. Religious program
d. 01d movies

E———

C———

L

16. How much time would you estimate you spent watching programs
on Public Television in the past week? ,

17. Have you watched any of the episodes in the Public Television
series entitled "Vietnam - A Television History"?

I=yes 2=no 9=dk/refused

(IF YES ASK:) HOW MANY EPISODES HAVE YOU WATCHED?

(RECORD NUMBER GIVEN
or “ALL" IF THEY HAVE WATCHED EVERY EPISODE SO FAR)

18. I'm now going to read you a 1ist of weekly television shows that are
on during the evening prime-time hours this season. For each show that
I name, please tell me whether you've been watching it pretty regulary,
only occassionally, or practically never.

REGULARLY OCCASSIONALLY PR; NEVER

o

K

Hardcastle and McCormick
60 Minutes
The A Team
Threes Company
Simon and Simon--
Magnum P.I.
9 to 5 -
Webster--~-<cc---
Lottery--- - -
Newhart

w
N
-t

W W WWwwWwwwwauw
N NNV NDNNRNDMNRNMNRNDRN
_c_a.a—o-o—o—.o-o-—o
QD\D!D@QODQDOU'O'
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. .5 KLGULAKLY OUCCASIONAILY PR. NEVER DK

Hi11 Street Blues-- -
Monday Night Football -===----
Jeffersons --- - .-
Matt Houston---
We Got It Made .e-
One Day at A Time
Scarecrow and Mrs. King-
Hart to Hart--
Cheers -=-- -
Benson
Love Boat
Fall Guy ==ee--
AfterMash-
Emerald Point N.A.S
4 Thats Incredible -

Wwwwwdddbdbddddddiidd

ot b b od wd omd ot od b b md b od od ond wh b ool b wd b ) od wd wd wd wd b d b b b wd b
OWYW O W W W WV VW YV VO VW W OV OV VWV W W W WYV W W WLV W W OVWWWOWW WL W WV

Oh Madeline-ececccccccccccccacacccccaa- 3
Remington Steele-=eeccccccccccccccna-. 3
Bay City Blues - -==3
Just Our Luck -- .- 3
Happy Days=----<=-- 3
Whiz Kids---- .- =<3
Real People~====--- S
Facts of Life =-ccccccccccca-- 3
Family Ties - 3
St. Elsewhere . -3
Dynasty - -3
Hotel ee3
Mamas Family 3
Dukes of Hazzard - -3
20/20 e 3
Dallas - - - 3
Falcon Crest ==-ecccccccccccccccccaaan 3
Trauma Center-----. ---3 i
T.J. Hooker-eeececccccccccccccccccae.. 3
Alice -- e 3



21.
22,

23.

24.

25.

26.

. Do you own a home computer?
" Isyes 2=no0 - 3=no computer but say they have a video game unit
9=dk/refused

Do you own a videotape recorder?
l=yes 2=no 9-dk/refused

Is cable televiison avaiIable in_your area?
Isyes 2=no 9=dk/refused
(IF NO OR DK, GO TO Q. 25)

Do you have cable television in your household?
l=yes 2=no 9=dk/refused
-(IF NO OR DK, GO TO Q. 25)

Do you subscribe to any of the pay TV channels on cable?
1=yes 2-no 9=dk/refused
(IF YES, AsK:) Which ones?

Now I,m going to read you a 1ist of cable television channels.
Please give me your best estimate of how much time, if any, you
spent watching it in the past week.

a. Cable News Network

b. ESPN Sports Program

C. MIV, Music Television

d. USA Network

e. Cable Healt Network

f. C-SPAN

g. ARTS

h. Satellite Program Netuork

AT Enevers ons SeTeFion one Toetttemn ettt Newer  Often
a. how often do you watch TV for infcrmation? 1 2 3.4 5 -9=dk
b. how about for excitement? ' 12 3 4 5 9=dk
c. how about for amusement? 1 2 3 &4 5 9=dk
d. how about in order to relax? 1°2 3 4 5 9=dk
e. and how often do you watch TV just for '
something to do? 1 2 3 4 5 9=dk

Which of the following would you say is your primary
source of information about politics and public affairs?
(READ THEM THE CHOICES) :

I1=newspapers 2=radio 3=television 4=magazines
S=personal discussions (STOP READING) 6=other 7=dk/refu.
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27.

28.

29.

3].

32.

Among the other choices, which one would you say is your
second most important source of political information?
(READ REMAINING CHOICES If NECESSARY)

I=newspapers - 2=radio 3=TV 4=magazines 5=personal discussions
9=dk .

Some people pay a lot of attention to politics and political
campaigns, while others don't. How about you? Would you say

that you are very interested, somewhat interested, or not very
interested in po‘?t?cs and political campaigns.?

1=very 2=somewhat 3=not 4=dk
Would you say that the government in Washington is pretty

much run by a few big interests looking out for themselves
or that it is run for the benefit of all the people?

1=few big interests 2=for benefit of all 9=dk
How much of the time do you think you can trust the government

in Washington to do whats right for the country?...Always, most
of the time, some of the time, or practically never?

I1=always 2=most of time 3=sometimes 4=practically never
9=dk

How about the leaders of private industry--the executives that run
America‘'s large corporations? How much of the time do you think that
they do what's right for the country? (READ CATEGORIES IF NEC.) .

I1=always 2=most of the time 3=some of the time 4=practically never
9=dk

I'm now going to read you a series of statements. Please tell me
whether you stongly agree, agree, disagree or strongly disagree
with each statements.

SA A D SO DK

a. Its no use worrying my head about
public affairs; I can't do anything
about them anyhow 1 2 3 4 5

b. Sometimes politics and government
seem so complicated that a person
1ike me can't really understand whats
going on 1 2 3 4 5

c. voting is the only way that people
1ike me can have any say about how the ,
government runs things 1 2 3 4 5

d. 1 feel that our political leaders
hardly care what people 1ike
myself think or want 1 2 3 4 5
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SA A D SO DK

e. There is practically no connection between

what a plitician says and what he will do

once he gets elected 1 2 3 4 5§
f. The U.S. has never fought in an unjust

war 1 2. 3 &4 5
. g. Our treatment of criminals is too harsh;

we should try to rehabilitate, not to

punish them 1 2 3. 4 5
h. The police should not hesitate to use

force to maintain order 1 2 3 4 5

{. It would be all right {f socialism
replaced capitalism if 1t meant 2
better 1ife for most people. 1 2 3 4 5

J. In order to end the fighting in El
Salvador, the U.S. government should
arrange for negotiations with the
rebel forces even if it means that the
Communists would get some power in the
government. 1 2 3 4 5

k. It is the government's responsibility
to help people get medical care at Tow

cost 1" 2 3 &4 5
1. 1 must adaft that-I try to see what -

others think before I take a stand. 1 2 3 4 5
m. A strong person doesn't show his

emotions and feelings 1 2 3 4 5

n. Nuclear energy is too dangerous
to be relied upon as a major source
of energy in this country. 1 2 3 4 5

.FOR THE NEXT GROUP OF QUESTIONS, I'M GOING TO READ TO YOU A NUMBER OF PAIRS OF

STATEMENTS REPRESENTING OPPOSING POINTS OF VEIW ON A PARTICULAR SUBJECT. AFTER
LISTENING TO EACH PAIR OF STATEMENTS, PLEASE TELL ME WHICH OF THE TWO STATEMENTS
;g!l.l’" mlgr AGREE WITH AND WHETHER YOU STRONGLY AGREE WITH IT OR JUST TEND TO AGREE

HERE IS THE FIRST PAIR OF STATEMENTS FOR YOU TO CHOOSE FROM. (Read the or
between the two statements) .
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35.

37.

smgusu TOWARDS PREF TOWARD
a_

NP

b

S STIR

ONGLY
8

If citizens get togeiher and apply
pressure, they can frequently have
some real influence on the government.

or

Even 1f citizens get together and try
to apply pressure, they can hardly
ever have any real influence on the
government.

A.

There can't be much improvement in

our way of lives unless we are willing to
question the old and accepted ways of
doing things,

or

People. who question the old and accepted
ways of doing things usually end up
causing trouble.

A.

The main cause of poverty in this
country is that the American system
doesn't give all people an equal chance.

or

Those who are poor usually have mainly
themselves to blame.

A.

If our country does something that we
feel is wrong, we should be prepared
to criticize {t.

or
Americans should be willing to defend

their country, even {f it has done
something that might be wrong.

The main Cause of violent rebellion
in the less developed nations of the
world 1s the poverty and social
injustice that exist there.

or

The main cause of violent rebellion

in the less developed countries of

the world are the efforts of Russia and
Cuba to export their Marxist revolutions
to those countries.
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41.

42.

TEND

"NO

TEND

STRONGLY TOWARDS PREF TOWARDS STRONGLY

A

NP

b

If you act in faith with people,
most of them will respond with fair-
ness to you.

or
1f you give them the chance, most

people will take advantage of you
for their own benefit

A.

Obedience and respect for authority
are important virtues that every child
should learn.

or

Self-reliance and a healthy
skepticism towards authority are
important virtues that every
child should learn.

The U.S. should give economic aid to
the poorer countries of the world if
they need our help.

or

The U.S. should concentrate on
solving 1ts own problems and let
other countries make their own
way as best they can.

If a law 1s unjust, people should
refuse to obey it.

or .

Laws must be obeyed by everyone,
even 1f they are sometimes unjust.

" AlT the electronic and other techno-

logical developments in recent years
are fmproving the quality of our lives

or

A1l the electronic and other techno-
logical developments in recent years

are making our lives too complicated -
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4S.

TEND NO  TEND

STRONGLY TOWARDS PREF TOWARDS STRONGLY

A a. NP b B

A.

This country would be better off if
we just stayed home and did not worry
abm]:: problems in other parts of the
world.

or

This country realistically cannot
afford to ignore problems in other
parts of the world or to remain
uninvolved with them.

The U.S. should place less emphasis on
military weapons and more emphasis on
negotiations.

or
It 1s important that the U.S. continue

to develop new and more effective weapons,
and not depend too much on negotiations.

The world has always been divided into
different groups or nations. Since each
nationality is different, this is as it
should be.

or

The world should not be divided into

different nations -- all people should
learn to live together as one community.

Do y

1= str. approve

2=approve .

éIF APPROVE OR STRONGLY APPROVE GO TO Q. 47
IF DISAPPROVE OR STRONGLY DISAPPROVE, ASK:)

Would you prefer that the U.S. strengthen its military presence in
Lebanon or would you prefer it i{f we moved in the direction of

withdrawing our troops from Lebanon?
Isstrengthen ailitary 2=withdraw

e
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strongly_approve, approve, disapprove or strongly disapprove of President
Reagan s handling of the problems in Lebanon?

3=disapprove 4sstr. disapprove 9=dk

3=other 9=dk
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47.

49.

51.

52.

53.

Do you strongly approve, approve, disapprove, or strongly disapprove
of President Reagan's handling of the situation in Grenada?

I1=strongly approve 2=approve 3=disapprive 4s=strongly disapprove
9=dk/refused

Some people feel that its important for the Unfted States to try very hard
to get along with Russia. Others feel that its a big mistake to try to
get along with Russia. Which of these two positions do you most agree with?

1=should try hard 2=its a -1sta¥e to try hard 9=dk

Would you say that you are in favor of capital punishment as a deterrant against
crime or would you say that you are opposed to it?

1={n favor 3=opposed 2=t depends 9=no opinion

Generally speaking, do you usually think of yourself as a Republican,
a Democrat, an Independent, or what?

1= Republican 2= Democrat 3= Independent 4= Other S=dk/refused

S0a. (IF REP. OR DEM. ASK:) Would you call yourself a strong or not very
strong Rep./Dem.?) :
J=strong Republican 2=weak Republican
6=weak Dem. 7=strong Dem.
, 9=dk/refused
50b. (IF INDEP. OR OTHER ASK:) Do you think of yourself as closer to the
Republican party or to the Democratic party?

3= Closer to Repub. S= Closer to Demo.
4= niether
Have you tried to convice anyone of your political ideas lately?
1=yes 2=no  9=dk
Has anyone asked your advice on a political question recentIx?
I=yes 2=no 9=dk

In terms of your political views, would you say that you are very
conservative somewhat conservative, middle of the road, somewhat
1iberal or very liberal?

Isvery conservative 2=somewhat conservative
4=somewhat 1{iberal S=very liberal
3-nidd1e-of-road 9=dk/depends/refused

Do you remember whether or not you voted in the 1980 presidential election
and whom you voted for if you did vote?

1=didn't vote 2=voted for Carter 3=voted for Reagan 4=voted for, Anderson
5=Clark 6=Commoner 7=other 9=don't remember
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55. Assuming that President Reagan runs for reelection in 1984 do you plan-

to vote for him?

‘1syes 2s=it depends/ maybe /not sure/dk 3= no 9-refused
(IF YES, 60 TO Q. 57) C

56. Can you name any of the men who have declared their candidacy
for the 1984 presidential nominatfon?

1=yes 2=no (IF NO, 60 T0 Q.57)
(IF YES, ASK:) Which ones? (Circle below those candidates which are named) .

Ratings

:

a. Walter Mondale
b. John Glenn

c. Jesse Jackson

d. Gary Hart

e. Alan Cranston

f. Senator Hollings
g. Rubin Askew
(NOW ASK:) Could you now tell me how much you support each of these (or this)
candidate (s) on a scale of 1 to 9, with 1 meaning practically no support and
9 meaning complete support? (RECORD RATINGS IN SPACE PROVIDED ABOVE NEXT TO
CANDIDATES NAMES)

§7. When you cast your vote on election day, do you always vote for all the
candidates of the same party, do you usually vote for most of the candidates
of the same party or do you cast your votes without much consideration of
which party a candidate is affiliated with?

1= always same party 2= uysually party 3= don't consider party
4= don't vote 9=dk/refused

$8. I'm now going to read you a 1ist of activities related to government and politics.
Please tell me whether you've participated in each activity more than once, only
once, or never.

more than once only once never dk
a. Attended a political rally 3 2 1 9

b. Contributed money to a political
campaign 3 2 1 9

C. Worked for a candidate or in some
other kind of political campaign 3 2 1 9

d. Written a letter to the editor of :
a magazine or newspaper 3 2 1 9
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61.

62.

63.

more than once only once never dk

e. Spoken or written to a political
" leader or official about a public .
problem 3 2 1 9

f. VWorked with other people or an
organization in tryin? .
something about a public prob!eu 3 e 1

g. Taken part in a sit-in, demonstration,
or protest concerned with some public
problem 3 A 2 1 9

Do you belong to any political clubs or or organizations?

I=-yes 2= no 3= dk/refused

Do you belong to any other types of clubs or organizations?

yes 2= not 9= dk/refused
(IF YES, AK:) How nany’

Do you or any member cf your immediate family belong to a labor unfon?
(IF THEY DON"T SPECIFY WHO, ASK THEM)

1= yes, I do 2= yes, my husband/wife does (Circle which one)
3= yes, other family member does (Specify: )

4= no 9= dk/refused

How t:;ny organfizational or other meetings have you attended in the past

And how many times in the past month have you gone out to a movie, a show
or some other form of enterta_iment?

Just a few more questions... How many persons live in your household?
0 1 2 3 4 5 6 7 8+ (9) DK/REFUSED

What 1s your age?
( Record exactiy as stated

What is your marital status?

Single

Cohabitaeing (11ving with someone)
Married

Separated

Divorced

Widowed

Dk/refused

i NONEWN
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67.

69.

70.

710

What was the last year of school you finished? '

Less than high school

Some high school

High school graduate

Trade or vocational school
Some college or 2 yr. degree
Bachelor's degree

Graduate Training
DK/refused

ONOVNBWN =

Are you presently employed?
1= yes 2= mno
(IF YES, ASK:) WHAT IS YOUR OCCUPATION?

What is your racial or ethnic background; are you black,hispanic, white,
or what?

1) Black

2) Hispanic

3) Orifental

4) White

§) Other

6) DK/refused

What is your religion?
Catholic

Protestant
Jewish

Other (Spectfy: )
DK/refused

UV W N -

Is your total annual household income more than $15,000?
(---=) YES (1) No (6o to Closing)  (9) DK/refused
52a. Is it more than $25,0007 T

(=---) YES  (2) No (Go to Closing)
52b. Is 1s more tha;-;SS.OOO?

(—-) YES . (2) No (Go to closing)

352c. 1Is it more than $45,0007?
(5) YES (4) NoO

Thank you very much for your cooperatiom.

RECORD SEX: (1) MALE  (2) FEMALE
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