
21

Experienced finding no Inogp ants they
Want to see because of lel us

Total
Quite
often

Some.
times

Never,
!lately don't know

p
r.

,
(

(7;,

Q ite often 14 15 12 17 11

Sometimes 36 34 44 35 22

Rarely 35 37 33 39 25

Never 14 14 11 9 34

Don't know or no answer 8

Attitudes Toward Commercials
As has been found in the past studies, most people accept the com-

mercials as a way of television life, although this study finds a little

more criticism of them than in 1971.
One question included since 1963 asks respondents to select from

four statements (two favorable to commercials, two unfavorable) the

one with which they most closely agree. While more selected a favor-

able statement than an unfavorable one, a few more this year than in

1971 chose an unfavorable statement.

"Which one of these four ,slalemen1s comes (loses1 10 (le.scrthing how

you feel about rommerciats on lelevi,sion?

11163
e,

11/64
C,

1/67 11/68 1/71

0

11/72

I dislike practically all
commercials on television 10 10 I1 13 11 14

While some of the commer-
cials on television are
all right, most of them
are very annoying 29 26 26 9r-a 24 27

There are some very annoy-
ing commercials on tele-
vision, but most of them
are perfectly all right 31 35 33 35 38 32

The commercials on tele-
vision seldom annoy me
in fact, I often enjoy
them 24 23 21 22 24 24

Don't know or no answer 6 6 9 5 3 3

At the same time, a second
tulles toward the concept of

question, designed to (tete' mine atti-
having commercially-sponsored tele-
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Since the first Roper stir\ ey in this series thirteen seats ago. the
influence and shifting toles of the majol ..*, nerican media have been
changing so dramatically that ca( It new stuck can only be read in the
light of a dynamic social context.

A most ob'ious alteration in the media picture sin( e 1959 has been
the stea(lily increasing availability of television and radio service. as
shown in the table below:

June 1959 Mend, 1973

Commercial TV 520 7;09
Educational TV 3 225
AM radio 3.377 .3S5
Commercial FM 699 2.434
Educational FM 154 580
Daily newspapers 1,755 1.761
Non-competitive dailies 1.400 (1W)/ ) I.455(1971)
Cities with 2 or more

competing dailies til (/06/) 37 (1971)
timstlis; C for broadusi (law: R. It. NINoo and Ediko Pubh,lk I 101 netopvel 4.11.1

Although the greatest percentage growth has (gun led in edua-
tional television and in FM (both «minter( ial and educational) . even
the number of stations in the long.established commercial AM and
television categories has grown substantially. Today. 20 per cent of

iii



American homes can receive 10 Or more television signals while only

two per cent receive fewer than three signals.

Less obvious are the changes in daily newspaper publislnng. While

the number of dailies has remained essentially the same, -many' once-

thriving metropolitan dailies have disappeared. A decrease in the

number of big-city dailies, brought on by meiger or lit-initiation, has

been almost precisely balanced by the growth in the number of sub-

urban and small-town journals. The fierce competition for readership

that characterized many multi-daily markets is now limited to.the 37

cities in which separately owned dailies compete economically.

Just as Roper's interviewers were completing their work for this

survey, the last issue of Life magazine was published, leaving no

national weekly or In-weekly general-interest magazine. Instead there

are the specialty publications; parac.,ixically. the largest of them,

TV Guide. owes its existence to the widespread interest in another

medium.
On die horizon arc technological developments which may have

considerable impact upon the present communications mix. Audio-

visual cassettes, still in very limited use and quite expensive for the

average consumer. are an uncertain entry in the mass communications

market. Cable television. on the other hand, has shown significant

growth, almost entirely as a re-conveyor of broadcast signals; at present

it serves about 10 per cent of the homes in the country. Cable entre-

preneurs arc showing active interest in so-called "pay-cable-TV,"

which involves extra subscriber charges for individual programs of

exceptional interest or for special program "packages." Because many

of the programs which hold the greatest profit potential fin pay-cable

operators are ciirren tly broadcast over the air (e.g., major sports events,

recent motion pictures), a confrontation is in the making between

conventional broadcasters and pay-TV advocates. The latter argue

their right to hid for programming in an open market and to put cable

to whatever profit-making uses they can devise. Broadcasters contend

that viewers would be forced to pa) for the programs they now receive

without change aml that, because of the econoinks of cable installa-

tion, more than hall the homes in the country would be deprived of

access to the programming nansferred from broadcasting to cable.

While these economic and technological factors have emerged,

sot io-political pressures and counter-pressures have swilled around



the industry. Complaints front some highlv.ulaced government offi
dais have been dire( ted at broadcast journalism: dune are demands
for more coverage of consnmerist issues: minorities are asking a greater
share of air time and influence in programming: some parents want
program changes and less advt.' Using directed toward hildrer vio-
lence in programming is decried: questions have been raised about the
number and content of commercials for products ranging front gaso-
line to breakfast cereal and headache remedies.

The extent to which many of these critical 1 news are shared by the
general public is clarified and given perspective by the data presented
in this report. Of particular importance arc the answers to trend
questions, since they afford a measure of television's response to public
needs over the rears of its existence as a national medium.

)ilay. l973

1

Ron DNisti. Director
Te/evi.sion Information Offic



I
Trends in Attitudes Toward
Television and Other Media:
A Fourteen-Year Review

By Burns W. Roper

Since the first study in this series was conducted in 1959. successive
studies have found an almost steads. increase in the American public's
regard for television* and approval of its performance. On every com-
parative measurement, the 1971 study found levels of approval for
television as high as or higher than they had been in previous years.

As in the past. the television industry during the seventies has had
problems to cope with and criticisms to facesome continuing and
some new. Recently. lnoadcasters faced the problems Of covering
fairly a very one-sided national election. There has been the question
of proper handling of the new -freedom- pertaining to sex and other
subjects formerly not brought into the open. Organized groups have
focused criticism on drug commercials and commercials on children's
programs. Pay television has continued to be an issue. Questions have
been raised about the responsibility o' broadcast journalism and or
the safegualding of the First Amendment.

Besides asking trend questions used in past studies. our latest in-
cludes new questions to throw some light on these problems.

The field work was done late in November. 1972. alter the Presi-
dential election. Analysis of the data shows television continuing in
its commanding position with the American public. While there are
some percentage point differences. both up and down, in attitudes

I
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and opinions about TV and other media between the 1971 and the

present snick'. the differences arc small and the general pattern of

response is the sante and consistent: The American public combines

to regard TV as its Nuniber One source of news. It continues to b
scary of government regulation. And. while there is some criticism.

the American public generally approves of what it gets on television.

both in programming and comMercials.

Source of News

As in the previous studies, to make bias less likely. all questions

comparing media have been asked before those questions which focus

specifically on television.
The first question in each study has asked people where they get

most of their news. Television. which has led sine 963. has slightly

increased its simable lead over the second-place medium. to IA points.

First. I'd like loos!: von 71thr1 (' rot/ 1/quilly get most of von, news about

what's going on in the world today-11'0m the newsP0Per5 01' 401+0 01

television ur magazines or talking to people or zlteter

12/59
Source of most news:

0

11/61
v.

(.

11/63
4,

11/61
( !,;

1/67

, Cr

11/66

4.

1/71
0
0

11/72
0

Television 51 52 rrJ.) 58 64 59 60 64

Newspapers 57 57 53 56 55 49 48 50

Radio 34 34 29 26 28 259r.. 23 21

Magazines 8 9 6 8 7 7 5 6

People 4 5 4 5 4 5 4

Don't know
or no answer 1 3 3 3 2 3 1 1

Total mentions 154 157 147 153 158 145 140 145

In past studies. nespapers have led television as the main source

of news among the collegeeduated.. This studs' finds the two media

almost even. with newspapets named by 58 per cent, television by 5t;

per cent.
Multiple answers have always been accepted to this question when

people have designated more than one medium. Analysis of multiple

responses shows television continuing to lead as the single most-

rdied-upon medium (one-third of respondents mentioned only tele-

vision) .
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Analysis of 12/59

multiple responses:
11/61

/ 0

11/63 11/64

0

1/67
0'

11/68 1/7: 11/72

4
V

Television only 19 18 23 23 25 29 31 33
Newspapers only 21 19 21 20 18 19 21 19
Both newspapers and

television (with or
without other
media) 26 27 24 28 30 259r.. 22 26

Newspapers and other
media but not
television 10 11 8 8 7 6 5 5

Television and other
media but not
newspapers 6 7 8 6 8 5 7 5

Mafia other than
television or
newspapers 17 15 13 12 10 13 13 12

Don't know or
no answer 1 3 3 3 2 3 1 *

The Relative Credibility of Media
Since 1961. television has consistently led as the most believable

news medium. After reaching a two-toone advantage over newspapers
in 1968, it has enjoyed a seven-to-three lead in the last two studies.

"If you got conflicting or different reports of the same news story porn
radio. television, the magazines and the newspapers, which of the four

'versions would you be most inclined to believethe one on radio or
television or magazines or newspapers?"

Most believable; 12/59 11/61 11/63 11/64 1/67 11/68 1/71 11172

/4' 0 /0 /4'

Television 29 39 36 41 41 44 49 48
Newspapers 32 24 24 23 24 21 20 21
Radio 12 12 12 8 7 8 10 8
Magazines 10 10 10 10 8 11 9 10
Don't know or

no answer 17 17 18 18 20 16 12 13

In previous years, respondents have also been asked which medium
they would be least inclined to believe. Because television consistent-
ly ranked lowest among the four media. this reverse question was
deleted this year to provide space for new questions felt to be more
informative.



tricts, or as "national" because they go to Washington? Are U. S.
Senators thought of as "state" or "national"?)

We therefore asked differently-worded questions of the other half
of the sample after the 1970 and 1972 elections, using what we felt to

be clearer illustrations for the three levels of office:

"From what souro did you become best acquainted with the candi-

dates running in local elections like may», members of the state
legislature, etc. Pon? the newspapers or radio or television or maga-
zines or talking to people or Whei r? What about the candidates run-

ning in statewide elections like U. S. Senator and Governor? And

what about candidates in the national election for President and

Vice President?"*

As with the first version of the question, newspapers led telel ision

in acquainting people with local candidates, both in 1971 and in this

year's study.

Local elections:
1/71 11/72

Newspapers 41 41

Television 27 31

Radio 6 7

People 19 23

Magazines 1 1

Other 5 5

Total mentions 99 108

In this second version, where statewide elections arc identified as
Senatorial and gubernatorial races, television clearly leads news-
papers. Both versions of the state questions found television stronger
relative to newspapers after the 1970 mid-term election than in 1972.

This may be characteristic of the two kinds of elections, or it may just

be a peculiarity of these particular elections.

The question on national elections was asked only in 1972 and not in 1971.
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Among the upper economic groups, television has maintained the
slightly more than two-to-one lead over newspapers it gained in 1971.

12/59Most want to keep:
.0

11/61

/0

Upper economic levels
11/64 1/67 11/68

,0

1/71 11/72

Television 35 42 45 45 45 50 52

Newspapers 41 33 34 33 30 24 25

Radio 15 17 13 13 15 18 16

Magazines 7 6 7 6 6 7 5

Don't know or no answer 2 2 1 3 4 1 2

Trends in Hours of Viewing

Since 19(31, we have asked about the amount of time individuals
spent viewing television. While answers to this question are subject
to respondents' reporting error, the trend results are meaningful,
even if the absolute responses may be sornewha, off the mark.

Television viewing increased steadily until 1971, and this year
leveled off at two hours and 30 minutes daily.

-On an average day, about how many hours do you personally spend
watching TIT'

11/61 11/63 11/64 1/67 11/68 1/71 11/72

Median hours
of viewing 2:17 2:34 2:38 2:41 2:47 2:50 2:50

Television viewing by the college-educated and upper income
groups, while each year consistently below the national average. in-
creased steadily until 1971. This year finds reported viewing by the
college-educated at a somewhat lower level and reported viewing by
th'e tipper economic levels very slightly lower.

Median reported limirs of
viewing by: 11/61 11/64 1/67 11/68 1/71 11/72

College-educated 1:48 2:04 2:10 2:17 2:19 2:12

Upper economic levels 2:02 2:14 2:21 2:24 2:30 2:29



Media in Election Years

Since 1964. people lime been asked alter each of five elections

(three Presidential and two mid-term) about their sources of infor-

mation about candidates running at different levels of go% ernment:

"Outing the last election campaign, from what source dui you become

best acquainted with the candidates fm city (town) and county of/ices

from the newspapers or radio Or television m. magazines Or talhing

to peopk or where? What about candidates for state offices? And what

abont the (andidalcs for national offices the Presidency, the Senate

and the House of Rept esentatives?"

In every year, newspapers have le.1 television in acquainting people

with candidates for local offices, and by slightly more this year titan

in past years. The point spreads are somewhat less in mid-term years.

Local offices:
11/64
co.

1/67

";r

11/68

0/1,

1/71 11/72

o'
'0

Newspapers 42 44 40 37 43

Television 27 32 26 32 28

Radio 10 10 6 6 7

People 18 16 23 20 22

Magazines 1 1 1 1 1

Other 7 6 4 5 5

Total mentions 105 109 100 101 106

The question about candidates lot national otkes was not included in the 1907 stud)

When asked following the ntid-tertn election of 1970. the question read: "And what about

candidates for national officethe Senate and the House of kept esentatts es't

6



The results for state offices are less clear. Television and newspapers
led other media in the 1964 Presidential election and ve:e about
even. Television gained a modest lead over news . ,68. In
1972, television stayed at the same level, and news, , came up to
an equal position. In the surreys following mid-term elections, tele-
vision led newspapers more strongly in 1971 than in 1967.

State offices:
11/64 1/67 11/68

vl
1/71

;,

11/72

Newspapers 41 41 37 30 42
Television 43 50 42 50 43

Radio 10 9 6 6 7

People 8 9 9 9 10

Magazines 1 1 1 1 1

Other 4 4 4 4 4

Total mentions 107 114 99 100 107

'Television clearly overshadows newspaper s as a source for hemm-
ing acquainted with candidates for national office, whether in mid-
tem or Presidential ele( Lions.

National offices:
11/64 11/68

0,
1/71

u
11/72

0.

Television 64 65 62 65
Newspapers 36 24 24 29

Radio 9 .1 4 8

Magazines 6 5 4 5

People 4 4 5 6

Other 3 2 2 2

Total mentions 122 104 101 115

Variation of the Election Questions

The questions cited above were asked of one-half of the sample
following the elections of 1970 and 1972. In earlier years there had
been some quest on in our minds as to whether these questions may
be imprecise because of inconsistent respondent inteipretation of
"local" vs. "state" vs. "national." (For example, are Congressmen
thought of as "local" because they are elected only from their dis



tricts, or as "national" because they go to Washington? Are U. S.
Senators thought of as "state'' or "national"?)

We therefore asked differently-worded questions of the other half
of the sample after the 1970 and 1972 elections, using what we felt to

be clearer illustrations for the three levels of office:

"From what source ;lid von become best acqnainted with the candi-

dates running in local elections like maym, members of the state

legislative, etc. from the new spapers or radio or television or maga-
zines or talking to people or whet e? What about the candidates run-
ning in statewide elections like U. S. Senator and Governor? And
what about candidates in the national election for President and

Vice President?"

As with the first version of the question. newspapers led television

in acquainting people with local candidates, both in 1971 and in this

year's study.

Local elections:
1/71 11/72

,o

Newspapers 41 41

Television 27 31

Radio 6 7

People 19 23

Magazines 1 1

Other 5 5

Total mentions 99 108

In this second version, where statewide elections are identified as
Senatorial and gubernatorial races, television clearly leads news-
papers. Both versions of the state questions found television stronger
relative to newspapers after the 1970 mid-term election than in 1972.

This may be characteristic of the two kinds of elections, or it may just

be a peculiarity of these particular elections.

The question on national elections was asked only in 1972 and not in 1971.
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Statewide elections: 1/71
v-

11/72
%

Newspapers 29 39

Television 51 49

Radio 6 7

People 10 9

Magazines 2 1

Other 4 3

Total mentions 102 108

Answers to this second version of the question at the national level
clearly demonstrate television's ascendancy.

National election: 11/72
C,

Television 66

Newspapers 26

Radio 6

People 5

Magazines 5

Other 2

Total mentions 110

The three questions in this more explicit form confirm as well as
clarify the findings of the first version questions used in the past., At
least up to now, newspapers appear to be the most important medium
in local elections. Both newspapers and tele% ision are important in
"state'' electionstelevision more so than newspapers for the top
statewide elections lor U. S. Senator and Governor. Television is
dominant in national elections.

Another and somewhat broader question including issues as well as
candidates and focusing solely on the four media further confirms
television's dominant position at the national level. Possibly owing to
President Nixon's restrained use of television in the campaign, tele-
vision's lead over newspapers has narrowed a little since 1968, but it
is still two to one.
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"Which would you say gives you the cleared understanding of the

candidates and issues in national electionsradio, television, news-

papers or magazines?"

National issues 11/64 11/68 11/72

and candidates: 0,0 /0 /0

Television 51 57 54

Newspapers 26 23 27

Magazines 10 10 11

Radio 6 4 5



III
Media in a Period
of Social Change

The sixties and the early seventies lime been characterized by
much social change. It has not only been a period that has seen changes
in life styles, social mores and customs, but also one when many
traditional institutions and ways of thinking have been challenged.
How well has television adjusted to these changes and challenges?

One question asked in every study provides an over-all estimate of
how well television and newspapers have performed at the local level.
compared with two other community institutions: schools and gov-
ernment. People were asked to make separate evaluations of each:

"In every community, the schools., the newspapers, the television stn--

lions, the local government, each has a different fob to do. Ilion ld von
say that the local (schools, newspapers, television stations, government)

are doing an excellent, good, fob or poor lob?"

From a back -seat position in 1959, television stations moved to
front position in 1967 and are first today on good performance. While
more than one-third rate television's performance as less than good,
few low-rate it as poor-9 per centwhich is about the same perent-
age as rate the performance of schools and newspapers as poor. By
comparison, 17 per cent give a "poor" rating to their local govern-
ments,

11
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Per cent considering the performance as:
Ewe Hein Fair Don', know
or good or pool or no mown

0 r.;

Television stations

11/72 60 36 4

1/71 59 36 5

11/68 57 36 7

1/67 64 30 6

11/64 62 28 10

11/63 60 31 9

11/61 57 34 9

12/59 59 32 9

Schools

11/72 50 35 15

1/71 50 37 13

11/68 58 29 13

1/67 61 25 14

11/64 62 22 16

11/63 61 24 15

11/61 61 25 14

12/59 64 26 10

Newspapers
11/72 51 43 6

1171 48 46 6

11/68 51 41 8

1/67 59 34 7

11/64 55 36 9

11/63 55 36 9

11/61 59 32 9

12/59 64 30 6

Local government

11/72 36 53 11

1/71 34 55 11

11/68 41 47 12

`1/67 45 42 13

11/64 47 38 15

11/63 43 43 14,

11/61
rY 45 42 13

12/59 44 43 13
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Aspects of Opinion on the Air

Always important. but particularly so in times of change, is

broadcasting's handling of opinions: giving the right amount of time
to them and being fair about them. Therefore, questions on this
subject were included in the past two studies.

Few fault television for devoting too much time to opinion pro-
grams. Four times as many say they would like more time rather
than less given to opinions, but half of those who expressed their
views feel there is about the right amount devoted to such broadcast
material.

"Do you think television devotes too much, too little, or about the
right amount of time to having people express then opinions on the
air?"

11/71
0

:1/72

Too much time to opinion 9 9

Too little time to opinion 31 36

About the right amount 51 47

Don't know or no answer 9 8

As to fairness in presenting a balanced spectrum of opinions, the
same substantial majority this year gives television a clean bill of
health. As in 1971, the college-educated are somewhat more critical.
The percentages answering "fair" dropped five point:, among Demo
crats and increased an equal five points among Republicans, possibly
reflecting the strong showing of the Republican Presidential candi-
date in the election.

-In its news programs, discussion shows and interviews, television de
votes a certain amount of time to opinions opinions of community
leaders, leaders of mganizations, politicians and just average citizens.

In presenting opinos, television is supposed to be fair and balanced
in showing different points of view. Do von think television is fair 0) is

not fair about showing different points of view?" (Note: .1 his question

was asked of half the sample.)
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Total
1/71 11/72
`'..,

t'

Democun
1/71 11/72

70 ";.

Repub.
Ikon

1/71 11/72

';',. 4';.

lode.
pendent

1/71 11/72
et.

College-
educated
1/71 11/72

e I '
4,

Fair 69 68 73 (38 65 70 68 70 60 61

Not fair 21 21 18 18 24 23 213 22 32 30

Don't know or
no answer 10 11 9 14 11 7 6 8 8 9

tVhen people (21 per cent of the respondents) answered that tele-
vision is "not fair.- they were asked two additional questions to
illuminate their perceptions of "unfairness." As in the 1971 study,
the criticism is not one-way. It leans toward -too-nitwit-extreme-
and-1ar-out Opinion- and -too-much-to-the-lett" opinionin just
about the same proportions this year as in 1971.

"Do xott think there is too much extreme and far-out opinion on tele-

vision. or too much conventional and middle -of- the -road opinion. Or

abOill the proper balance between the two?

1/71 11/72

Too much extreme and far-out
opinion 10 9

Too much conventional, middle-of-
the-road opinion 6 6

Proper balance 4 4

Don't know or no answer 1 2

Total "not fair" 21 21

-Do you think that overall the people who ale given an oppmlunity
to express their opinions on TI' lean too much to the left politi«illv,
or too much to the right politically, or that on the whole thetc is a

proper balance between them?"

1/71 11/72

Too much to the left 7 7

Too much to the right 2 3

Proper balance 7 7

Don't know or no answer 5 4

Total "not fair" 21 21



Because in 1971 so few answered that television is unfair about
showing different points of view, most people did not have a chance
to express themselves specifically on either of the follow-up questions:

the balance on television between extreme-and-far-out vs. middle-of-
the-road opinions and the balance between to-the-left v . to-the-right
opinions. Therefore, to pursue the matter further and di-termitic the
full amount of possible criticism, half the sample in tits study. was
asked the same sequence of questions asked in 1971 as reprted hove.
to see whether differences had occurred since then, and th °tinr half
of the sample was asked the two questions without the vielitninaty
screening question on over-all fairness.

Of this latter sample. two-thirds think the balance is right or have
no opinion as to whether there is too much extreme or too much

conventional opinion. Those who question the balance divide about
equally between the two.

"In its news programs, discussion shows and intemies. television de-

votes a-certain amount of time to opinionsopinions of community

leaders, leaders of organizations, politicians and just average citizens.
In presenting opinions, television is supposed to be fair and balanced

in showing different points of view. Do you think there is too much
extreme and far-out opinion on television, or too much conventional

and middle -of- the -road opinion, or about the proper lmlance between

the two?"

Too much extreme and far-out 17

Too much conventional, middle-

of-the-road 15

Proper balance 54

Don't know or no answer 14

Four-fifths of the people in this sample think there is a proper bal-
ance between right and left, or have no opinion. Twice as many of
the critics think there is too much to-the-left opinion as think thew
is too much tothe-right.
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"Do you think that overall the people who are given an opportunity
to express their opinions on TY lean too much to the left politically, or
too much to the right politically, or that on the whole there is a proper

balance between them?"
4

Too much to the left 14

Too much to the right 6

Proper balance 58

Don't know or no answer 22

Fairness of Campaign Coverage

Political campaigns might be expected to trigger most accusations
of unfairness, particularly in a very lopsided campaign. However, a
majority of voters for both major party candidates in both the 1968
and 1972 elections felt there was no unfairness in election coverage
by any of the four major media.

"Thew have been both good and bad things said about the way dif-
ferent media covered the election campaigns. Here is a list of four
major sources of news and information newspapers, television, maga-
zines and radio. First, do you think any of them were unfair in the way
they coveted or treated Richard Nixon and his campaign ?"

"And do you think any of them were unfair in the way they covered
and treated George McGovern and his campaign?"

Republican campaigns:
Nixon Nixon
voters voters
11/68 11/72

P4,

Democratic campaigns:
Humphrey McGovern

voters voters
11/68 11/72

4,4

Vcs, unfair 18 31 24 38

Newspapers 6 11 7 17

Television 6 15 11 15

Magazines 1 3 1 2

Radio * 3 2 2

All were 4 4 4 8
Some were, but don't
remember which 3 3 4 2

None unfair 76 63 65 55

Don't know
or no answer 6 6 I I 7
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The 1972 election drew more charges of unfairness than the 1968
campaign, from voters for candidates of both parties. The charges, as
would be expected, centered on television and newspapers, the lead-
ing media for information about national elections. But television was
singled out for being unfair by only a small minority: 15 per cent of
Nixon voters and 15 per cent of McGovern voters.

Changing Mores

Since early in the sixties, there has been increasingly open and frank
ti;scussion of such things as The Pill, homosexuality, premarital sexual
relations and the like in magazines, books and so forth. One of tele-
vision's problems has been how -to keep tip with the times in -this re-
spect and at the same time not violate the sanctity of the home with
programs considered to be offensive. Therefore, a new question was
included in this study asking for reactions to the handling by television
of certain subjects now being more openly discussed. A majority of
people think they have been handled welland among the young and
the collegeeducated, who are likely to indicate the direction of future
trends in public attitudes, it is a substantial majority.

"Now turning to another subject. Things like scx relations, homo-
sexuality and venereal disease are the .subjects of many television pro-
grams news programs, documentaries and serious dramatic shows. 1w
you think such subjects are usually handled responsibly and infuria.i
lively, or are usually handled sensationally and offensively?"

1844
years College.

Total old educated

Responsibly and informatively 57 66 66

Sensationally and offensively 19 15 14

Half and half (volunteered) 12 10 13

Don't know or no answer 12 9 7

The Question of Government Control

Two questions on government control have been asked in previous
studies, one in some studies, one in other studies. Both were included
in this year's and in the 1971 study, each asked of alternate respond.
ents, or one-half of the total sample.
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One question asked about programs. Most people think the gov-
ernment has the right amount of control now or feel there should be
less of it. While the percentage in favor of more government control
of programs has increased some since 1971, the percentage favoring

less control has increased even more.

"There has been some talk recently about the government paying

more attention to what kinds of programs are shown on television and

being, more critical of what should and should not be shown. Some

people are in favor of this as a way of ensuring high quality television

programming. Others are opposed to it on the grounds that it would
result in television programs which the government, but not necessarily

the public, would like. How about you do you think: the government
should exercise more control over what programs are on TV, or there
is about the right amount of government control of TV programming
now, or the government should have less control over what programs

are on TV?"

11/63 11/64 1/67

"4'.

1/71
I'.

11/72

The government should
exercise more control over
what programs are on TV 16 19 18 12 17

There is about the right
amount of government control
of TV programming now 43 41 40 48 38

The government should have
less control over what
programs arc on TV 27 26 28 31 39

Don't know or no answer 14 14 14 9 6

Government Control of Television News

The second question asked about news. An even smaller minority
wants government control of news than wants more control over
programming. The percentage favoring control of news has increased
some since 1971 among the college-educated and Republicans. But
the vast majority in all groups is .*tinst it.
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"There has been some talk recently about the government investigating
news programs on television. Some people are in favor of this as a way
of insuring that television news programs would be fair, complete and
impartial. Others arc opposed to it on the grounds that we'd run the
danger of having government-managed news. How about youdo you
think ..."

11/68
Total
1/71

`;.0

.

11/72

'74%

Grade school
or less

11/68 1/71 11/72
40 0. 0,7

11/68
V1
, 0

College.
educated

1/71 11/72
V i'

.1 /0

The government
should have
control over TV
news programs 11 14 14 17 22 22 5 7 13

The government
should not have
control over TV
news programs 76 80 79 61 66 67 92 91 83

Don't know or
no answer 13 6 7 22 12 11 3 2 4

Democrat
1/71 11/72

1"'," 0

Republican
1/71 11/72

4
.L

Independent
1/71 11/72

'''0 4,

The government
should have
control over TV
news programs 17 14 13 16 10 12

The government
should not have
control user TV
news programs 77 78 82 89 87 83

Don't know or
no answer 6 8 5 4 3 5
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Attitudes Toward Programs
and Commercials

Providing the right "mix" of programs to satt3fy television's broad
audience is a continuing problem for broadcasters. Questions have
been asked since 1968 to find out.public feeling about the balancing
of major program categories: (1) entertainment vs. news and.public
affairs, and (2) special interest vs. genetal interest entertainment
programs.

News and Public Affairs vs. Entertainment

The results in all three surveys indicate majority approval of the
existing balance. In both 1968 and 1971, thew were twice as many
respondents who would have liked more news and public affairs as
against more entertainment., While the same percentage this year as
in previous years would like more of news and public affairs, the figure
for entertainment went up six points.

"Magazines and television serve their readers and sewers in difThent
ways. Where a magaziae may decide to publish only business news or

articles foternagers or features for housewives. television cannot. It
must serve all groups and rater to all intests. This presents the pab
km of how to have a proper balatt« of prog;a711A and I want to ask you

how you feel about program balance.

-1;bst there is both entertainment programming on Tr and news
and publi.--e,,.2s programming. How do you pmsonally feel about

20
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the balance between news and public affairs versus entertainment
would you like to see more news and public affairs on television, or
more entertainment, or do you like the balance that now exists?"

11/68
Cr;

1/71

V

11/72
( , '

I.

Want more news and public affairs 23 22 23

Like existing balance 59 64 58
Want more entertainment 11 10 16

Don't know or no answer 7 4 3

The Cultural/ Light Programming Ratio
There is somewhat less satisfaction with the Ltix between the two

types of entertainment programs, but more people in all three studies
expressed satisfaction with the present balance than want different
fare, Somewhat fewer this year than in 1971 expressed satisfaction
with the present balance, but the critical viewers show a substantial
division between preferriog more special interest programs and more
general interest ones.

"There is a certain amount of entertainment programming for people
with specialized inteiests ballets, classics of literature, serious music
and so forth and there is of course general interest entertainment
programming designed for much broader audiences variety shows,
westerns, comedies, spy thrillers, etc. Would you like to see more of
the special interest type of entertainment on television, or num of the
general interest type of entertainment, or iio you like the balance that
now exists?"

11/68 1/71 11/72.,4,
i

1.

Want more special interest 31 30 34

I ike balance now 41 45 39

Want more general interest 21 21 24

Don't know or no answer 7 4 3

This year, as in previous years, fewer college-educated than less-
well-educated like the present balance. While many more of the
college-educated vote for more special interest than general interest
programs, the figure for general interest increased this year.
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Glade school
11/68 1/71 11172

'''( ''' 40 4,

High school
11/68 1/71 11/72

.0 0 0

11/68
4,

College
1/71

0

11/72
0

Want more special
interest 18 16 19 28 27 29 59 50 54

Like balance now 48 51 48 45 48 42 27 36 27

Want more general
interest 26 26 28 23 23 .26 11 12 17

Don't know
or no answer 8 7 5 4 2 3 3 2 2

Although some small shifts have occurred, the results of these bal-

ance questions still leave us with the same three conclusions as in

previous years:

(1) Television has not achieved a perfect balance,

(2) However, television has done a good job of staying to the mid-

dle of the road;, and
(3) "Sweetening" the fare for one minority would seem automat-

ically to "sour" it for an opposing minority.

Attitudes Toward Reruns
Related to the program balance problem is the question of reruns:

are there too many of them or not enough; are they welcome or not.

Four questions about them were included in this study.

When answering about reruns, people know what they are talking

about. Practically everyone has had experience with them.

"How often do you turn on a TV program and find that it is a )epeat

or a rerun of a program you have already seen quite often, some-

times, or rarely?"

Quite often
44

Sometimes
35

Rarely
17

Never
2

Don't know or no answer 2

It could be assumed that reruns are reaching the point of public

annoyance if people who wish to watch television find, frequently,
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nothing they want to see because of the reruns. While this happens
sometimes to a number of people, it appears not to happen "stein to
most people.

"How often do you find that, because of the reruns, there are no pro-
grams on the air you want to see - quite often, sometimes, or mielv?"

Watches T1' on average day:

Total
0

Less than
3 homy

0,

3 up to
5 hours

4'
0

5 or more
bonus

(''

Quite often 27 26 29 29
Sometimes 34 33 37 39
Rarely 28 31 25 24
Never 8 8 7 6
Don't know

or no answer 3 2 2 2

Answers to two further questions suggest that the television public
is not fed up with reruns and well might welcome more of them.
Even among people who say they have frequently found nothing they
want to watch because of reruns, a good many have wished for a rerun
of a program they missed, and wished for a rerun of a program they
have liked.

"How often have you missed television programs you wanted to see
and wished they would be inn again so that you could see them
quite often, sometimes, mrarrly?"

Experienced finding no programs they
want to see because of term%

Quite Some- Never,
Total often times Rat elx don't know

("0
(

0
0,

0
0 '
, 0 , 0

Quite often 22 23 20 24 21

Sometimes 39 37 50 33 23
Rarely 30 34 26 36 20
Never 7 6 4 7 27
Don't know or no answer 2 * * * 9

"How often have you seen a program that you liked and wished it would

be rerun so that you could see it a second timequite often, sometimes,
or rarely?"
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Experienced finding no pt °grams they
want to see because of reruns-

Quite Some- Never.
Totale often tunes Rarely don't know

Q ite often 14 15 12 17 11

Sometimes 36 34 44 35 92

Rarely 35 37 33 39 25

Never 14 14 9 34

Don't know or no answer 8

Attitudes Toward Commercials
As has been found in the past studies, most people accept the com-

mercials as a way of television life, although this study finds a little

more criticism of them than in 1971.

One question included since 1963 asks respondents to select from

four statements (two favorable to commercials, two unfavorable) the

one with which they most closely agree. While more selected a favor-
able statement than an unfavorable one, a few more this year than in

1971 chose an unfavorable statement.

"Which one of these four statements comes closest to describing how

you feel about commercials on television?"

11/67
p.

11/64
d-

1/67 11/68 1/71 11/72

I dislike practically all
commercials on television 10 10 11 13 11 14

While some of the commer-
cials on television are
all right, most of them
arc very annoying 29 26 26 25 24 27

There are some very annoy-
ing commercials on tele-
vision, but most of them
are perfectly all right 31 35 33 35 38 32

The commercials on tele-
vision seldom annoy me
in fact, I often enjoy
them 24 23 21 22 24 24

Don't know or no answer 6 6 9 5 3 3

At the same time, a second
tildes toward the concept of

question, designed to determine atti-
having commercially-sponsored tele-
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vision, found the same high percentage as in former years accepting
the concept. Non-acceptance edged up a little, "no opinion" down
some.

"Different people have all sorts of things, both good and bad, to say
about TV commercials for example that they are in poor taste.
that they are informative, that they are amusing, that there are too
many of them, etc. Now, everything considered, do you agree or dis-
agree that having commercials on TV is a fair price to pay for being

able to watch it?"

11/63 11/64 1/67 11/68 1/71 11/72
0

0. 4,

Agree 77 81 80 80 80 81

Disagree 14 10 9 10 10 14

Don't know or no answer 9 9 11 10 10 5

In answer to a new question, a majority of people, and particularly
the heavy viewers, say they find that television commercials are help-
ful to them, at least sometimes.

"Do you find that television commercials are often helpful to you,
sometimes helpful, seldom helpful, or never helpful to you?"

Watches Tv on average day:
Less than 3 up to 5 or snore

Total 3 hours 5 hours hours
0

Often helpful 10 8 10 15

Sometimes helpful 43 40 50 47

Seldom helpful 28 31 26 22

Never helpful 17 19 13 14

Don't know or no answer 2 2 1 2

Commercials on Children's Programs

Before the 1971 study, it had been proposed that commercials be
completely eliminated from children's progTains and,, therefore, ques-
tions were included specifically asking about such commercials.
When the results were published, proponents of the proposal criti-
cized inclusion of the phrase "if they don't take unfair advantage of
children" on the grounds that it begged the question. Therefore,
when the question was asked again this year, this phrase was excluded.
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"NMI, l'd like to ask you about commercials on children's television
programs and I mean all kinds of children's programs. Some people

think there should be no commercials in any kind of children's pro.
grams because they feel children can be too easily influenced. Other

people, while perhaps objecting to certain commercials, by and large

see no harm in them and think children learn from some of them."

Asked in 1971: "How do you feel that there should be no commer-
cials on any children's programs, or that it is all right

to have them if they don't take tinfoil advantage of

children?"'

Asked in 1972: "How do you feel that there should be no commer-
cials on any children's programs, or that it is all right

to have them?"

With the difference in wording in the two years, this cannot he
considered a trend question. The results for 1972 are noticeably
different from 1971. We doubt that the differences reflect real change.
With the offending phrase removed, however, only a minorityand
a minority of parents of young childrenthink there should be no
commercials. The majority thinks it is all right to have them, by
nearly two to one.

On children's
programs:

People who have children:
Both under

Total Under 6 and over 6.16
sample years old only 6 years old yea, s old only

1/71 11/72 1/71 11/72 1/71 11/72 1/71 11/72

4" `'0 10 0 %,

Should be no
commercials 18 32 20 39 21 37 18 31

All right to
have them 74 60 78 58 78 62 79 64

Don't know or
no answer 8 8 2 3 1 1 3

To test the strength of negative feeling, respondents who answered
"no commercials" were asked an additional question in both years.
As in 1971, more people who had answered "no commercials" to the
1972 question would keep the commercials to keep the programs,
rather than give up some programs to get rid of the commercials.
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"If eliminating Corm:feu ials on (161(1(.75'v Tr Mogants meant eon-
siderably reducing the number of (-barers's 'nova:rm. with!, would

you favor...?"

1/71 11/72

Eliminating the commercials and
considerably reducing the number
of children's programs, or 3 38*

Keeping the commercials to keep
the children's programs -17 53

Don't know or no answer 10 9.

Proprietary Drug Advertising
Another charge recently launched specifically at drug commercials

has been that they have been an important contributing factor to

drug abuse by virtue of showing people taking pills for various ail-

ments. Few agree. When presented with a list of possible causes for
today's drug problem four-fifths of the people passed up the chance

to name the drug commercials as one of the important causes.

"Nar«dics and dug abuse is one of the serious moblenty faring

Conrail.. Here is a list of some of the things that different people have

said are rousing the drug problem, Which, if any of them, do you Minh

are important causes of our (ug poblmc today? Any others?"

Not enough parental discipline 50

The courts being too lenient 38

Drug laws that are not strict enough 33

The rapid changes in our society that are going on all around us 31

Young people having too much money to spend 25

The thrill of doing something illegal 23

Television commercials showing people taking pills and
remedies for various kinds of common ailments 19

Police not enforcing the laws strictly enough 18

The Vietnam War 17

None 2

Don't know or no answer 3

This is 12";, of the total sample.
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It seems apparent, from the answers to both the new and trend
questions on commercials, that the American public continues to
endorse the commercially sponsored system of broadcasting. While

criticism exists, the critics are in the minority. And even though the
minority criticism is sizeable, most of the critics agree with others

that having commercials is a fair price to pay for getting their pro-

grams.

The Question of Pay Television
Respondents were asked about pay TV, one advantage of which is

supposed to be absence of commercials. The pay TV question asked

in 1963 was repeated in this study, using the 1963 cost figures with

one-half of the sample and using higher figures, to reflect today's

inflation, with the other half. A few more than in 1963 expressed

interest in subscribing to pay TV. However, most people don't want

it, at either price, Sentiment for pay TV exists among only one in

four.

"In some places both pay TV and free TV are available fm homes. On

pay TV you would get to see Broadway shows, the newest movies, cham

pionship fights, operas, and other special programs you rarely see now.

Of course, you would have to pay to see them but at less than box

office prices. The cost would range front 5.50 to SI .25 each, depending

on the programs, or to put it on a monthly basis, anywhere from SIO

to $25 or 530 per-month, depending upon how many you watched.

Would ;"on be interested in subscribing to an additional service like

this, or wouldn't you be interested?"

Higher
cost

Lower cost figusec figurer,
11/63 11/72 11/72

no
0 0

Interested 16 24 24

Not interested 79 72 72

Don't know or no answer 5 4 4

These were: from $.75 to $2.00 each, depending on the programs, or on a monthly basis,
anywhere from $15 to $35 or $45 per month, depending on how many programs were

watched.
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How the Study was Conducted

The Television Information Office in-
dicated the areas or subjects it wished
to have covered in this year's study. The
Roper Organization assumes full re-
sponsibility for the wording of the
questions, the study design, and for the
analysis of results included in this re-
port.

As in pro ions surveys, the early ques-
tions in the questionnaire dealt with
the various media (newspapers, televi-
sion, magazines, radio). Liter the inter'
view focused on television itself. This
approach was used so that answers to the
earlier questions would not be biased
for or against television.

A multistaged, stratified, area prob-
ability sample was used, as in the earlier
studies. It is a nationwide cross section
of the population 18 years and older
living in the continental United States.
It is representative of all ages 18 and
over, all sizes of community, geographic
areas and economic levels. A total of
1,982 personal interviews was conducted
by experienced, trained interviewers.

Although the method of sampling
used in this study was identical to that
in previous studies, two differences in
implementation should be mentioned
in connection with the trend results.
First, it was possible in this study to
take advantage of the completed 1970
Census figures, which were not available
for the 1971 study. Having the advan-
tage of this year's study to compare with
previous ones, it appears that our 1971
sample may have been slightly low on
average income level and level of os-

cation. Thus, where differences in atti-
tudes exist among the various economic
and education levels, trend results could
he affected. To test the extent of this,
the current study was weighted to
match it with the economic level and/or
education distributions of the 1971
study, and answers to trend questions
were retabulated. After weighting, a
scattering of answers changed by one
percentage pointbut none by more
than a percentage point.

Second, because of the lowering of
age limits for swing, the samples in
1971 as well as this year included 18to
20yearolds. To test the possible effect
of this, the trend questions in both the
1971 and the current study were
weighted to match the age distributions
of the 1968 study, and the answers re-
tabulated. In no instance was there
more than a one percentage point dif-
ference in any answer to any of the
questions. This means that trend differ.
ences found in the study are meaning.
ful, and arc due to changes in attitude
of the population over 21 years old
asul not due to inclusion of younger
people in the sample.

The hulk of the field work for this
study was conducted in late November
and December, 1972. (Because of, first,
weather conditions, followed by the
Christmas holidays, interviewing in a
few places was not completed until early
January.)
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