
telephone survey conducted among households in the metropolitan
television market for Boston, Massachusetts. The purpose of the
survey was to determine the nature of the Boston television' market
and the role of 41GBH...,A random samp1e of 4157 respondents was
obtained. Among the conclusions were, that as family size increased,
viewing of children's programs increased; as the educational revel of
adults in the household rose, viewing of adult programs on WGBH
increased; television sets were on for two hours or more per day in
more than 90 percent of the homes and for six hours or more daily in
more than 40 percent; and adult viewing was greatest in households
where there were no childpen. (The results of the study are presented
in both narrative and table format.) (RB)
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WGBH-TV
SUMMERY_

An analysis of the WGBH-TV audience in the Bobton area,
based on telephone interviews with 4157 respondents, showed
the following:

Demographic Characteristics

Family size and composition,- as family size increased,
viewing of children's programs rose, viewing-of adults' pro -grams
detlined. Viewing was highest in families with four or more
members, When there were children in the family, the greatest.
Viewers were pre-school, then elementary school level; less than
half of teenagers were viewers.

Age - viewing was greatest when the househOld head was
betweep 30 and 39, then when the age was 18-29. (Peoplein
these age categories were most likely to have young children.)

As age increased above 40, viewing declined for children's
programs, increased for adult programs. 41,

.

Education - as the educational level of adults in the
household rose, viewing of adult WGBH-TV increased. Children's
viewing peaked when parents had finished a high school degree,
dropped off among the children of the' college educated.

Occupation - Adult viewing levels were highest among pro-
fessionals and students, but declined among proprietors/
managers, sales/clerical, skilled, and at the lowest level the

unskilled. Children's viewing is not clearly related to occu-

pation.

4-,
Employment status - Adult viewing w s highest in the homes

of retirees. Children's viewing was tonsta t, whether the head
of household was employed or unemployed.

Ethnic - Black children were less likely,to view WGBH
than were white,,Portuguese, Italian, and "other" children,
but adult viewing was highest among the blacks and undifferentiated

whites.'

3



Television Usage

--TelevleIon-sete-were-on for --t-wootirs or 1,99,e per clay
in more than 40% of homes and for six hours or more daily
more than 40%. Usage of day-time teleyleiaftlwasJgreatest
among pre-school4ChildNn (76%), then elementary school
children, female adults, teenagers, and down to 14% among male
adults. Boston led other CPB study cities in daytime viewing.

Public television usage in,the Boston area was also,
higher than in cities such askWashington, D.C., New York, 4nd
Dallas. Of the total sample, half were able to name at least
one program, and in no county surveyed did the figure fall be-
low 42%. A third of adults said they watched WGBH-TV once a week,
and a fifth said they and other adults in the house were "regular
viewing fans."

Children and WGBH-TV

As the size of the family increased, the likelihood
that children's programs were watched increased markedly.
The peak was among. four-member families. Viewing of WGBH-TV
children's programs was highest when parents were fairly \.

young, there was more than one phild, and there were no
teenagers. Viewing was not related to thZ parents' occupation.
It was highest. when the parents had some college education, but
then declined somewhat when the mother had graduate education;
Proportionately, there was more viewing of these programs by
blacks than by any other group. Young WGBH-TV fans were more
likely to watch television during the day-time than were
children who seldom watched the_station.

Adults and WGBHrTV

Adult viewing was greatest in households where there
were no children; where there were only one or two members
of the family; where the head of the household was under 30,
over 40, or especially over 50; and where the head of the house-
hold was retired. While the relation to occupation was less
con stent, professionals were the highest users. Teenagers'
vi ng was associated more with adult programs than with

c dren's programs. Adult viewing was correlated with higher
education, and with high status/income occupations.

ii



Viewing of Public Affairs, Cultural Programs

There was very small overlap between those who watched

public affairs programs and, those who watched dramatic or

4mms-Loal programs only 72% of _thezere.spongtents__Jaarnerl programs

from both categories. Yet the audience for both genres was

basically the same: households without children, with higher
education and employment levels, beyond child4rearing age, more

men than women, and among blacks and whites more than among

other ethnic groups.

r
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INTRODUCTION

This is one in a series of studies undertaken by the
flee of ---COMTiluication--Re,se-a-rchof _the_Corpo/-ation for

Pu is Broadcasting (CPB) with the support Of a matching
fu s grant from the Ford Foundation. It is the #first study in

a p ojected program of research for WGBH-TV, channel 2, the
public television station serving the Boston area. WGBH is
a community station, licensed to the WGBH Educational Founda-
tion, which also'operates WGBX-TV on channel 44 and WGBH-FM.

The sample covered WGBH-TV's Grade('A Signal Area, which
extends roughly to a radius of 50 miles out from Boston (Figure 1).

Included in this area are Norfolk and Suffolk counties, most
of Middlesex county, and parts of Essex, Worcester, Bristol,

and. Plymouth counties. Portions of Net4 Hampshire and Rhode
Island that fall in the signal area were excluded from the

study.

The data for the study were gathered by telephone
interviews. A computer-generated, random-digit sample of
telephone households was constructed by the Opinion Research -

Corporation of Princeton, New Jersey. Since the primary

purpose was to obtain information regarding family, rather
than individual, viewing, the sampling unit was the household.

IntervieWers were instructed to accept any' responsible adult

in the household as respondent. A total of 4018 interviews

were completed. When county figures were compared to census
data, some counties were overrepresented and others were

. underrepresented. An appropriate weight factor was there-
for applied to each county, resulting in a projected total

sample figure of 4157.

The interviewers were recruited from the local area
and were trained -by Donna Ellis of the CPB staff and the

author, Karen Sapolsky. Interviewers introduced them-
selves by saying, "We're doing a study of television viewing."

If the respondent asked for further infOrMation, he orshe was
told that the survey was being conducted by the Corporation for

Pdblic Broadcasting. Coding was done in Boston; data processing
was done in Boston and by the CPB staff in Washington.

1
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FIGURE 1

WGBH GRADE A SIGNAL AREA

BOUNDARY OF
GRADE A SIGNAL AREA

BOUNDARY OF

GRADE A SIGNAL AREA 2

10



BACKGROUND ON HOUSEHOLDS SAMPLED

Demographic Characteristics

Tables 1 to 3 (see Appendix I for tab s) and Figures
2-4 present the survey marginals for the enti we hted sample
and for each county. With the exception of Suffolk county
(which includes the city of Boston), the counties exhibit roughly
the same pattern on most items (the range of difference seldom
exceeds 10 percentage points, so that a gpod degl of the varia-
tion could occur by chance). Table 1 and Figure 2 show the demo-
graphic characteristics of the sample.

The concentration of colleges and universities and of
young people working in the Boston area is evident in the
Suffolk sample and may account for the differences in background
factors as well as television behavior. Suffolk is hi

e
est

in the proportion of students and single- or two-perso households,

lowest in the presence of children. It has disproportionately
younger heads of households. Suffolk also includes a higher
proportion of male respondents. Television sets are turned
on for fewer hours and female adults are less likely td watch
daytime TV, but Suffolk leads in the proportion of elementary )

school children viewing day-time television. Finally, Suffolk

tends to have a greater adult and teenage involvement with WGBH-TV,

but less child involvement, than do most of the other counties.

While the other counties are not homogeneous by any means,
the are similar enough to warrant using the overall sample

figures.

In the total Sample, just over one-quarter of households
numbered two people, while almost a fifth each included three

or four members. Twenty-three percent of the households in-
cluded pre-school children, 28% had children of elementary
school age, and 28% included teenagers (categories not mutually

exclusive).

In terms of age, about one-fifth of the heads of house-

hold we .e 18-29, 30-39, and 40-49, respectively. As age increased

wove 50 the proportions declined.

About one-third of the adult males in the sample had

finished high school. Above that level, more than 50% had
either some college or a college degree. Among women, 43%
had finished high school and 43% had college experience or

3
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FIGURE 2 (cont.)
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FIGURE 3

TELEVISION'AVAILABILITY AND GENERAL VIEWING BEHAVIOR
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FIGURE 4
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degrees. Suffolk county had a higher general pattern of educa-
tional achievemeflt.

The greatest proportion of respondents were in skilled
jobs (28%). Other categories were professional (23%), proprie-
tor /manager (18%), and sales/clerical (17%). Suffolk county,
allowed a disproportionately high student population (14%).

The Treat preponderarrce of respondents identified them-
.

selves as being white. About.5% said they were of Italian
background. Less than 2% each were black, Portuguese, or
"other." Suffolk county included 7% Italian and' 5% black
respondents.

General Television Availability and Use

Table 2 and Figure 3 detail general television avail -.
_ability andviewing-behavior'for the- total sample and by .

county. Television ownership is virtually universal in the
Boston area. Only 66 (1:6%) of the respondents did.not
have a television and so were eliminated from this report.
More than 50% of the households reported owning more than one .

set. A set .i's turned'on for two hours or more per day in more
than 90% of.the homes, and for six hours or more in more than
40%. The heaviest users of day-time television are pre-school
'children (76%)then elementary schbol children (47%), female
adults (44%), and teenagers (1%). Few male adults (14 %)
watch day-time television. Among the young in.the Boston area,
day-time viewing decreased sharply with age, from a high of
76% of pre-schoolers to a low of 31% of teenagers. Reported
day-time viewingis fairly stable from county to county, al-
though Plymouth and Norfolk households reported a somewhat greater
percentage.of very young children watching day-time television.

Boston led of er cities studied across the country in
day -time viewing by male adults, teenagers, and children. This

was especially true among pre-schoolers: 76% of this group in
Boston watched before 6:00 p.m., compared to only 49-64% in
Washington, New York and Dallas.

About half of the respondents said that they watch one,
or more documentaries or discussions of contemporary issues
(apart from regular'news broadcasts) each week; only a fifth
reported never watching such programming.
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The most frequently used source of information on
_programming was tv Guide (43%). Following it was the

Sunday suppleMent (28%). The remaining respondents
used daily papers, followed habit, or turned the dial.

PUblicTelevision Availability and Use

-.Public television,invOlvement is detailed 'in Table 3

and Figure 4. Respondents were'asked to name any WGBH-TV
program'or programs that had been watched by any member of
the household during the past week. Of the total sample, half

were able'to name at least one program, and in no county did
this figure ,fall below 42%. This is in marked contrast to
Washington, D.C., New York, and Dallas, where percentages were
20%, 32%, and 36%, respectively.,

AMcmg those who did name a program, 58% mentioned at
least one children's show, 34% cited public affairs and

27% named a dramatic or musical ("cultural") production.

Overall, adult programs were Mentioned by almost as

many people as named children's programs The strong showing

of adult.programs occurred despite the wide currency of the

names of several WGBH-TV offerings for children. And even_though

more than halt.of the respondents who named a program named more
than one, only 15% named both a children's and,an adult's show.
This'implied divergence between the' adult-viewer households

and child-Viewer households is explored later.

In regard 'to the naming o# WGBH programs, aboUt 37%

of the respondents named one, 25% named two, and 38% named

three or more.

A third of the adults reported that they tuned in to

WGBH-TV once a week, and ,a fifth said that they and other

.
adults in the house are "regular viewing fans." Reported
viewing among male and female adults during the past week was

cofrsonant with these figures. On these measures,' the propor-
tion.of adillts viewing public television in Boston is consi-

.

derably greater flian in Washingtbn, D.C., New York, and
Dallas, where only 16-20% of adults watch once a week or more.

A larger proportion of children were "regular fans"

(57 %) than adults. Still More watched WGBH-TV in the last week
5



(79% of pre-schoolers, 64% of those in elementary grades).
Among teenagers, -those living in urban Suffolk county were more
likely to have watched channel 2 in the last week than those
in the other counties (43% compared to 30%). Boston children
and teenagers were ahead of those in the other cities studied
on all measures of publi levision viewing.

When respondents were asked to recall a program watched
during the.past year, an additional 20% were able to.cite-the
name of a program. The fairly wide range of programs noted
clustered in the children's and public affairs areas.

Half of the respori ents could name a prograewatched
last week andmwe than half said they had watched last year's

4 atetion,,but only 22% had donated money. Financial contribu-
tions vary from county to county. Norfolk and Middlesex. counties
were the most generous, followed by Suffolk and Essex. Those
Who live in Worcester, Bristol, and Plymouth were the least likely
to have given. As for the perceived sources of financial support
for WGBH-TV, about 40% of the respondents said individuals were
the primary source, almopt that many "didn't know," and the
remaining 20% gave a variety of responses.

As a prelude to possible further research on WGB
(radio) and ,,WnX-TV .(channel 44),-questions on FM and JHF
receivers were included in the.queStionnaire. Eight house-
holds out of ten*had an FM radio, and nine out of ten had
UHF capability. Of those who had UHF, 41% reported that
someone in their house watched channe1,44. The latter figure
did not vary widely by county. The substantial county
variation in ownership of UHF antennas, combined with the
consistency in channel 44 viewing, suggests that the use of
antennas where needed makes WGBX-TV 'equally available in all
of the counties.

NON-VIEWERS

1, In this report, WGBH-.TV viewing households are assumed
to be 'those in which the respondent (1) stated that someone
in the family watched WGBH-TV during the preceding week, and
(2) could name at least one program seen. Those households
in which no program was named can be thought of as being out-
side the WGBH-TV audience. In later sections, the viewers will
be discussed in considerable detail, but first there will be
a brief examination of the non-viewers.

10
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Demographic Description

WGBH-TV viewers are contrasted with non- viewers along

some demographic dimensions in Table 4 and Figure 5. The

smaller the household, the less likely a respondent was to

name a WGBH program. More than half of the households where

a teenager was,present were non-viewing, compared to only

a third of the households with a child of elementary school
age, and less than a fifth of those homes where there was

a pre-schooler. Homes where the head of the house was over
age 50 were least likely to have viewers; homes where the

head of the house was 30-39 were mast likely to contain

'viewers (67%). Overall, WGBH-TV seemed to be least viewed

by the small household, where there were older adults and

no young children.

Viewing was less likely in homes where the adults

had less education. WGBH-TV was not viewed in about 60%
of the homes where adults had not completed high school,

but only 31-46% of homes where the adults had had at least

some college were in the non-audience' group.

The level of non-viewing was'highest in households

where the head was retired (64%), a student (59%), or unemployed

(58%). Among the employed, the non-viewing level declined

to 46%.

On another socio-economic measure, those with lower
status occupations were least likely to head households

where the public channel was watched. WGBH-TV was viewed"

in only 39% of the homes of unskilled, workers, but in 61%

of the homes of professionals.

Male respondents were less likely than females to

be able to name at least one WGBH-TV program; 59% of the males

did not name a program, .compared to only 47% of the females. ,

Bearing in mind the small subsample sizes, one can still

say that the `WGBH -TV audience varied substantially according

to ethnic identification. The public channel was least
popular among the Italians and the Portuguese. About 60% of

these groups could not name a program, but only 49% of'the

.whites and 38% of the blacks fell into the non-viewer category.

1 9
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, FIGURE 5

WGBH-TV'S SHARE OF DEMOGRAPHIC GROUPS
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FIGURE 5' (cont.)
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General Television Behavior

Looking at general television access and use (Table 5 and
Figure,6), there was only a slight suggestion that WGBH -.V view-
ing was less likely in the home with only one television set.
Nor did there appear to be any difference bdtween viewers and non-
viewers in regard to the number of hours a TV sect was on duiing
the day.

Day-time television viewing was not strongly related to
WGBH-TV viewing among teenagers and adults. However, only 34% of
pre-school children in non-WGBH-TV households watched day-time
television, compared to 84% of their age group in the WGBH -TV-
viewing households. The same relationship, though less strong
(35% to 52%), held for children of elementary school age.. Since
most of children's programming is oikopuring the.day, this suggests_
that many children who do not watch WGBH-TV might not be watching
television at all in the afternoon. Moreover, the strong difference
between preschool and elementary day-time viewing disappeared in
the non,-WGBH household. Among Boston children, the age appeal of
day-time television may be reflective of the age appeal of WGBH-TV
children's programming.

The source of information about television schedules
varied very little between viewers and non-viewers. Both
relied mainly on TV Guide and the Sunday supplement, but
non-viewers were more inclined than viewers to view from
habit or flip through the channels. Mention of Prime Time,
the WGBH programming guide, was negligible in both groups.

Public Television Behavior'

Additional information on behavior and attitudes in
regard to public television is given in Table 6. Almost
half of the viewers, but only a third of the non-viewers,
considered the primary source of financial support to be
individual viewers. Half of the non-viewers said they did
notAnow the source of financing, but only one-fourth of
the viewers indicated,this lack of knowledge. Sixteen percent
of non-viewers said they had contributed money to WGBH,
and only 31% of viewers made this claim,

r

,Half of the non-viewers and;two-thirds of the viewers
said that,, they had watched the Auction occasionally or daily
last year.
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FIGURE 6

WGBH VIEWERS AND NON - VIEWERS CONTRASTED ON MEDIA AVAILABILITY AND USE
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Non-viewers were less likely than viewers to fa Cie
watched WGBH-TV's UHF affiliate, WGBX-TV, channel 44, even
though members of both gropps were almost equally likely to
dwn a UHF set.

Ownership of an FM radio (at home, in the car, or
both) was more widespread among the WGBH-TV viewers. The
latter therefore have a somewhat greater opportunity to be
WGBH-FM listeners as well.

CONSISTENCY OF RESPONSES BY WGBH-TV VIEWERS

The ability of the respondent to name a WGBH-TV program
he saw last week is being used as the criterion to determine
whether a household is a viewing or a non-viewing household.
Respondents were als6 asked to describe tkeir WGBH-TV viewing
habits and those-of other members of their families. Table 7
explores the consistency of'respon s between naming WdBH
programs and other measures of p lic televiiion viewing.

I

In the top half of Table , 12-14% of the adults who
claimed weekly or regular viewing of WGBH-TV were unable to
name any program at all, and griother 17-21% could give only
the title of a children's program. Thus,'roughly a third of
the adults would seem to claim more viewing for themselves
than they can substantiate by naming an adult program. This
pattern confirms the choitg of the more stringent measure as
the criterion for the viewer/non-viewer dichotomy. (Some
further thoughts'on this topic are noted below in the section
On "Adults and WGBH-TV.")

the lower half of Table 7 shows program recall in
homes in which a child viewed WGBH-TV last week. The situation
looks much more encouraging),p regard to children's viewing,
but the wide currency of such names as "Sesame Street" and
"Zoom" may have inflated the ability of viewers to nape a
children's program.

CHILDREk AND WGBH -TV

The presence or absence of children, especially small
children, was a large factor in the use of the television
set and in the ability ofrespondents to name a WGBH-TV program.
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It is useful to investigate separately the behavior of children
and of adults in order to understand public television viewing.

Table 7 shows that there was a strong correlation be-
,

tween naming a children's program and the reported frequency
of children's viewing of WGBH-TV, so that any one of these

measures is a suitable index of the young audience. (See

Tables 14-16 for data on naming children's programs.) Respon-
dents were asked to choose the statement best describing their

pre-school and/or elementary school children; never watch
WGBH-TV; watch WGBH-TV now and then; watch WGBH-TV one to three

times a week; regular viewing fans of WGBH-TV. Such assess-

ments are not very accurate,'but collapsing the first two
categories into "infrequent" and the last two 'into "frequent"

viewers should provide a reasonably viable dichotomy.

Cros-l-tabulationswith background variables are reported
in Table afand Figure 7. The likelihood of WGBH-TV viewing
by young children increased markedly with family size. The

peak was among four-member families. Children's viewing was
least likely in households of two and three persons, where only

ohe parent was present, or where there were no siblings. 'The
presence of a teenager also decreased the likelihood of view-

ing. Seven out of ten young children who had parents aged
18-39.were reported' to be fairly-'devoted fans, but the propor-

tion fell off sharply in households headed by a person age
40 or older. In sum,' thwdata suggest that young children
were most likely to watch WGBH-TV when they d in a familly

situation with fairly young parerits at least on sibling close

in age, and no teenage brothers or si ters.

While overall household viewing tended to increase with
adult education, the viewing by children seemed to peak (68-

70%) when the parents had some college education; involvement
with WGBH-TV declined to about 60% if the mother had graduate

education. Household viewing also correlated positively
with employment status, but the children's audience of

WGBH-TV showed no consistent relationship with occupation.

Women were somewhat more likely than men to report thai

their children were regular watchers of public television. The

difference was not significant and was probably due to the

mother's greater contact with children during the daytime.
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FIGURE 7

YOUNG WGBH VIEWERS BY DEMOGRAPHIC GROUPS *

One/Two

qr

Three Four

SIZE OF HOUSEHOLD

Yes

18-29 30-39

vA=.

Five

TEENAGER IN HOUSEHOLD

No

J

Six or More

AGE OF HOUSEHOLD HEAD

Reported As Frequent Viewers Of WGBH

Reported As Infrequent Viewers Of WGBH

40-49

percentages based on the number of households with a child in this age group

18

26.

50 or More

(cont.)



fit
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Avid youftg viewers of WGBH-TV were most often reported
among those who described their-ethnic identity as black (72%)
or "other" (80%). For whites, Italians, and Portuguese, the
rates were 59-64%.

. General television behavior of the, two groups is re-
ported in Table 9. Here again, we see the-pattern suggested
in Table 5 that young WGBH-TV fans were more likely to watch
television during the day -time hours than were children who
seblom watc71 WGBH-TV.

As. might therefore be eXpected, the television was
gpereting More hours of the day in those homes where young-
sters watched WOBH-TV., The junior audience did'not
iseem to flucUate in relationship to the number of television
sets in the ,house.

ADULTS AND WGBH-TV

As we saw in Table 7, 36% of adults who classified
:themselves as "regular fans" of WGBIltVdid:not volunteer
the. name of,.a single adult.kprogrem when asked what programs,
had been watched in their hOiise during the last week. While

,somerrespondentS may -have eaggeratec-their devotion to .WGBH-TV
it `is possible that others cOuld'hai7e nathed.an adult 'program
but chose to mention onllf,children's pi'ograms SinCe the four
adult viewing variables'Were-so differel1C we wil'begin by
using all of them. , 0

,Relationship to Child Viewing

4 -,
The great'pppularty of some public televisio6

ten's programs, particularly "Sesame Street,i' has raised the'
question of whether childkelPs-viewing patterns could infruence,
adult_ viewing patterns Are theA5arents,of "Zoom'' fan more
likely;than other parents to watch'MGBH-TV?

1 .

-Table 10 uses child-rrelated
c

indicatOrs as the indepen- '

dent:variables to illustrate correlation or,la'ck,of'it,; not to
imply causatibn, Reported-adult-WdBH,,TV:vieWin,haa a fairly
consistent and oTten'quit&strongrelationship with ^ehildren's
reported viewing of 0M3111-TV:' the more the ,children watched,
ithe' more the, ,adults. watched (Jor,vice,versa). .I1 there, was a

n.



teenager who watched WGBH-TV, his viewing was associated
with more adult viewing and the parents were also more likely
to name adult programs.

Some other child-adult relationships are intriguing.
The presence or absence of children in the house had no
clear correlation with reported adult viewing of WGBH-TV, but
did have a dramatic.link with whether the respondent named
an adult program or not. Mentions of adult shows were far
more likely if the home was without a child (93%), with only
one or two members of the family (92-96%), and where the head
of the household was under 30 (53%), over 40 (59% and higher),
and especially over 50 (80-95 %). Looking only at 'households
containing children, an even sharper distinction is seen
between naming an adult program and reported viewing. Already
low in households with children (32%), the naming of adult

.
programs dropped even further if the children were regular
WGBH-TV fans (24-29%).

One possible but unlikely explanation of these findings -
is that parents of small children were less able to name an
adult show and more apt to fib about their own viewing. Or it
may be that the only viewing of WGBH-TV on the part of some
adults is viewing of the children's shows in the company
of their children. A third explanation might be that the
respondents with children (especially if those children were
WGBH-TV fans) tended to name only children'g shows, but
would have been-capable of naming adult programs as well,
Adult self-reports of viewing suggest that they should have
been more able to name programs directed toward adults.
Future surveys can explore this point and possibly generate
clearer data on salient programs by asking respondents to
,list both adult and children's programs seen in the last week.
Data should-also be collected on the age-audie ce for each
program.
A

Relaticinshil;to Socio- Economic Factors
. -

-Turning to socio-economic indiCators (Table 11), all
four teasureg of adult viewing echo what is already well
known: those adults Who are well educated and are employed
in high status/income occupations are most likely to view
public television. The-relationship was strongest at the
transitidn,beeWeen high'school graduates and those with some
college'experience, and again at the transition between,college
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degree_ and some graduate study. Similarly, WGBH viewing

increased steadily with increments in occupatiOnal status/

income. In marked contrast, children's viewing of WG H-TV

was unrelated to occupation and was positively relate to
parental education only up to the level of "some colle e."

Though the strengths of the relationships varied
and were not altogether consistent, there was a general
tendency for those identifying themselves as whites and
blacks to lead in,reported viewing of WGBH-TV and abilit
to name an adult program.

Male respondents were more likely (68%) than women
(54%) to name an adult program on WGBH-TV. Both males
and females showed some tendency to think that they had
watched WGBH-TV "last week," but that their spouse had

not. This perception evened out when either sex reported
on general adult viewing in the home.

Relationship to General Television Use

Since the ability to name an adult program diverged so
sharply from other measures of adult viewing and since there
would seem to be a logical reason to doubt the completeness
of the response to naming adult programs, this section and
the next will use the measures on male and female viewing of

WGBH-TV last week as the independent variable. (An approxi-

mation of the "named adult program" relationships can be
found in Tables 14 through 16.)

General television use by adult viewers of WGBH-TV
is explored in Table 12. The presence of an adult WGBH-TV
viewer, whether male or female, seemed to have little or no
relationship with general television behavior except that
WGBH-TV fans were more likely than others towatch documentaries
or discussions,of current affairs. There was also a slight
tendency for the Sunday supplement of the newspaper to be
more popular with viewers than with non-viewers, but the
TV Guide still retained its primacy even among the adults who

watch WGBH-TV frequently.

Relationship to Public Television Use

rOthe
in Table 13,/
adult viewer.

behavior related to public television, examined
also seemed undifferentiated by the sex of the

Those who watched WGBH-TV were mote likely
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to support the station in its other Activities as well. As we

have seen before,'exposure WGBH-TV correlated with the de-
creased proportion of "don't know" responses ab9ut the primary
source of WGBH-TV's financial support. Those who did watch
WGBH-TV were slightly more likely to own a UHF set, substan-

tially more likely to Watch WGBX-TV. Their greater incidence
of FM radio ownership also increased their opportunity to
listen to WGBH-FM.

VIEWING OF PUBLIC AFFAIRS, CULTURAL PROGRAMS

Adult viewing behavior can be furtherexplored.by
contrasting two groups of viewers: those whb named public
affairs programs and those who named dramatic or,musical
("cultural") prOgrams. Of the 1033 respondents who named
either of these two program types, onli232 (22%) named
both. While the type and number of programs named may have
been an artifact of the interview scheSule, the small over-
lap between these two groups suggests that their other
contrasts, if any, should be further e*plored.

The tables for this section (Tables 14-16) have been
set up to provide a summary of the entire report. In

addition to the public affairs and cultural (adult)*
groups, those who named children's programs and those who
could not name any program-at all have been included.
These tables will be useful for those who desire a quick
overview/ but the discussion that follows will be limited

to the two adult categories of response.

In terms of personal characteristics detailed here,

public affairs and cultural programs seemed to find their
audience among roughly the same types of people. Both were

most popular in the childless household, least popular in the

*Those who named both genres are included in both groups, .so

the groups are not mutually exclusive. Further, not all ,

adult program mentions are represented. Those who named only

oth-er types of adult programs (147 who named "The French Chef,"

"Making Things Grow," "House of Yoga," etc.) are not included.
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1.%

house with small children. If there were only one or two
people living in the home, or if the head of the household was
beyond child-rearing age, both public affairs and cultural
programs were named more often. The popularity of both tended
to increase with educational level and occupational status.
Men were more likely than women to name either genre. Those who
thought of themselves as undifferentiated whites or as blacks'
were most lik y to list public affairs and cultural programs,
although the I alians ran a close third on public affairs men-
tions.

The general television behavior of the two audiences
was also quite similar. Table 15 shows only a very small tendency
for public affairs viewers to have the televisi n on for more
hours a day than cultural program viewers; on 1 other measures,
there is remarkable similarity.

Table 16 reports a ';osimilar convergence in behavior
related to public television. Those who named a public affairs
program were somewhat more likely to have a child who was a
regulax fan of WGBH-TV, and this group was also more,likely to
own an FM radio and to watch WGBH-TV, but less likely to have
contributed money to WGBH-TV. These differences, however, were
far from significant.

What is noteworthy abodt these three tables is the
consonance between viewers of public affairs programs and
viewers of the dramatic and musical progiams. Despite the fact
that only 22% of the group named a selection from both genres,
it seems that both public affairs and cultural programming
appeal to the same type of viewer. It may be that the audience
is actually the same, that those who named one type of progran
were quite able to name the other type as well. This can be
checked in later surveys by requesting an example from each
genre. If the audiences do prove to be separate, further attention
can be given to discovering distinguishing characteristics.
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table 4

4. WGBH-TV'S' SHARE OF DEMbGRAPHIC GROUPS

Vietiers,

NoneViewet

Viewers
Non Viewer

Viewers
Non Viewer

ViewerS
Non Viewer

18-29

55.9%
44.1

Single

Size of Household
Six or

Two Three Four Five more

32.9% 37.2% 45.4% 63.0% 63.7% 63.3%
67.1 62.8 54.5 37.0 36.3. 36.7

Children in Household
Preschool* Elementary* Teenager*

82.7% 69.5% 46.6%
17.3 30.5 53,.4

Age of Household /4ead
30-39 40-49 50-55 60-69 70-89'

67.4% 4 51.5% 37.8% 38.2% 32.0%
32.6 48:5' 62.2 : 61.8 68.0

Didn't finish
high school

38.2%
61,8

Female Adult Education
-Finished . Some B.A, or Graduate
high school college equivalent 'work

6 1

51.2% 57.1% 56.8% 58.2%
48.8 42.9 43.2 41.8

male Adult Education
Didn't finish "Finfshed SoMe . B.A. or Graduate.
'high school high school c011ege, equivalent work

. \.

40.8% 46:2%Viewers '54.5% 56.3% 68%5%
Win Viewer X9.2 53_.8 45.5, 43.6' 31,4

,;
,

.
.

Employment Status of Head of Household
Employed Retired Unemployed Student

Viewers
Non-Viewer

*Percentages based

53.5%
46.5

36.0%
64.0

42.1%
57.8

40.8%
59.1

on number of households with child in this sage group.

(More)

36., ,

43,



Table 4
ACOncluded)

Viewers
Non Viewer

Viewers
Nort01iewer

Unskilled

40.3%
59.7

Black White

Occupation of Household Head
Sales Proprietor

_

Skilled Clerical Manager Professional

47.7% 49.4% 54.6% 60.8%
52.3 50..6 45.3 39.2

Sex of Respondent
Male . Female

41.2%
58.8

53.3%
46.7

Ethnic Identification of Respondent
Italian Portuguese Other RefuSal

38.6% 52.7% 35.6%
61.4 2 47.3 64.3

Viewers 62.0% , 51.0% 42.0%
Non Viewer 38.0 49.0 58.0

*ft

37

44
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Table 5

WGBH VIEWERS AND NON-VIEWERS CONTRASTED
ON MEDIA AVAILABILITY. AND USE

Number of TV Sets WGBH Viewer Non-Viewer

One set
Two sets
Three or more sets

39.4%

(

.

40.5
. 20.0

44.1%
7 38.3

17.7

Hours TV Set is on
During Average Weekday

.1

"All Day" 14.2%
6 hours or more 26.3 23.6
5 hours 22:1 13.3
4 hours 10.6 14.2,
3 hours 11.1 14.4
2 hours 8.1 12.1
1 hour or less 2.9 7.2
Usually not on 0.9 0.8

Who Watches TV During .

the Day on Weekdays

5. 0\47 °)' 40.8%,Female adult
Male adult 12.9 \ 15.9
Pre-school child* 84.0 38.3
Elementary school child* 52.1 35.1
Teenager* .31.8 30.5

Primary Television
Information Source

TV Guide 44.1% 41.2%
Sunday supplement 30.2 26.3
Boston Daily newspaper 8.9 9.2
Habit ,,, 6.5 10.5
Local newspaper 5.2 5.3
Channel changing 2.9 6.1
Other 2.2 1.4

*Percentages based on number of households with ch ld in this
.age group.

t'
3
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Table 6

WGBH VIEWERS AND
ON.RESPONSES'TO

NON-VIEWERS CONTRASTED
OTHER WdBH VARIABLES

Perceived Primary Source
of Financial Support of WGBH WGBH viewers Non-Viewers

Individuk viewers 46.1% 36.0%
Foundations 9.0 r. 3.6

Federal government 3.6

Businesses 6.2 1.8
Auction 3.2 S.6
Schools .6 .1

Other 1.5 1.0

Don't know 27.3 49,2

Watched Last Year's
WGBH Auction

Daily 20.8% 11,7%

Occasionally 45.9 36.8

No 33.2 51.4

Respondent Contributed
Money to WGBH

k.
30.8% 16.0%Yes

No 69.2 84.0

UHF Receiver in Home

Yes 91.5% 87.2%

No 8.4 12.8

Does Anyone in Home Watch
UHF, Channel 44*

Doesn't watch UHF 20.0% 27.6%

Watches UHF, not 44 34:1 38.9

Watches 44 45.9 33.6

Respondent has FM Radio

Yes 85.1% 78.1%

No 14.9 21.9

*Percentages based on households with UHF receiving television.
39 46



Table 7

CONSISTENCY OF WGBH VIEWING RESPONSES

Programs Named Female Adult Reported to Have Viewed WGBH-TV Last Week
Yes No

Adult 67.6% 5.9%
Children's only 20.9 22.6
None' 11.5 71.5

Male. Adult Reported to Have Viewed WGBH-TV Last Week
4

Yes No

Adult 69.6% 10.5%
Children's only 16.6 2378
None 13.8 65.8

Reported Frequency of Adult WGBH-TV Viewing
Regular 1-3 Times Now and Never

fans a week then

Adult 64.0% 45.6% 20.2% 2.4%
Children's only 20.6 20.8 21.9 21.8
None 15.3 33.6 57.9 75.8

Pre School Child Reported to Have Viewed WGBH-TV Last Week*

) Adult only
None

a

Yes 4 No

96.3%
1.9
1.8

14.4%
13.9
71'.7

Elementary"School Child Reported to Have Viewed WBGH-TV Last Week*

Children's
Adult only
None

Yes

87.9
5,8
6.3

No

19.5%
11.8
69.4

Reported :requency ofd Younger Children WGBH-TV Viewing*

Regular 1-3 Times Now and Nevek
fans a week then

'Children's 93.6% 44.0% 37,2% 4.9%
Adult only 2.8 12.2 16.5

None 3.7 43.9 47.7 78.7

*Percentages based on number of households with
a child in this age group.

40 .47



Table 8

YOUNG WGBH VIEWERS BY DEMOGRAPHIC GROUPS

Younger Children as
WGBH Viewers*

Size of Household
One/ Six or
Two Three Four Five more

`Frequent 37.9% 55.4% 71.3% 65.7% 61.3%
Ipfrequen.4 62.1 44.6 28.7 34.3 38.7

Frequent
Infrequent

Teenager in Household
Yes No

49.2%
50.8

73.2%
26.8

Age of Household Head
18-29 , 30-39 50 or more

Frequent 72.9% 72.4% 52.1% 39.0%

Infrequent 274 27.5 47.9 61.0

Education of Female Adult
Didn't finish 'Finished Some BA or Graduate

high school high school college' equivalent work

Frequent 58.0% 62.1% 70.4% 67.8% 59.4%

Infrequent' '42.0 37.9 29.6 32.2 40.6

Education of Male Adult
Didn't finish Finished Some BA or Graduate
high school high school college equivalent work

Frequent 56.2% 60.7% 68.4% 66.7% x.''eg'.-2%

Infrequent 43.8 39.3
r

31.6 33.3 30.8

*Percentages based on number of households with a child in this age group.

(More)
41 L-

48



Table 8
(Concluded)

Occupation of Household Head
4 Sales Proprietor

Unskilled Skilled Clerical Manager Professional

Frequent 58.4% 74.9% 62.6% 81.5% 69.0%
Infrequent 41.6 25.1 37.4 18.5 31.0

Sex of Respondent
Male Female

Frequent 58.9% 65.2%
Infrequent 41.1 34.8

7WEthnic Identification of Respondent :

Black White Portuguese Italian Other

Frequent 72.2% 63.5% 62.5% 59.2% 80.0%
Infrequent 27.8 36.5 37.5 40..8 20.0

42
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Table 9

YOUNG WGBH VIEWERS CONTRASTED
ON MEDIA AVAILABILITY AND USE

Number of Hours TV Yotinger Children, as. WGBH-TV Viewers
Set is on During Once a Week
Average Weekday or More

Now and Then
or Never

"All Day" 28.1% 22.9%
Six hours or more 36.9% 33.0%

,s Five hours 12.0% 12.3%
Four hourS or less 23.1% 31.7%

Who Watches TV During
the Day on Weekdays .

ct

Female adult 49.2% 50.0%
Male adult 7.9% . 10.7%
Pre-school child* 88.5 40.7
Elementary school child* 52.6 39.2

Teenager* 35.2 29.7

Number of TV Sets

One 34.6% 32.7%
Two 45.5%, 41.4%
Three or more 20.0% ' 25.9%

*Percentages based on the number of househda; with
child in this age group.

/0-
43

50



Table' 10
r

ADULT WGBH -TV VIEWING.IN RELATIONSHIP TO CHILDREN IN HOME

Young Child in Nome
Yes 1 No

Named adult program* 31.8% 93.1%
FeMale ad}41t viewed last week 38.03% 34.5%
Male adult :viewed lastmeek 25.9%' 29.0%
Adults view WGBH onoe a week or more 33.4% 334%

Single
Size of Household

Five Six or more-Two Three Four
Named adult
program* 96.1% 92.3% 58.3% 45.2% 38.0% 34.0%
Female adult viewed
last week 30.],% 38.6% 35.3% 39.2% 32.6% 33.9%
Male adult viewed
last week 17.9% 34.1% 26.1% 27._3% 24.9% 26.6%
Adults view WGHB
once a week or
more 31.9% 35.4% 32.7% .35.2% 31.9% 27.9%

Age of Head of Household
18-29 30-39 4049 50-59 60-69 70-98

Named adult
program* 53.5% 34.6% 59.0% ,80.2% 90.9% 95.3%
Female adult viewed
last week 39.3% 36.4% 34.3%'' 32.2% 36.9% 39.8%
Male adult viewed .

last week 32.5% 25.9% 27.1% 27.8% 27.7% 28.1%
Adults view WGBH
once a week or
more' 36.9% 36.3% 3?0.7% 33.5% 30.0%! 29.3%

*Percentages based on number of households where at least one
program was named.

(More)
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Table 10
(Continued)

Reported Frequency of Child WGBH-TV Viewing**
egular
fan

1-3 Times
a week

Now and
then Never

Named adult program* 25.2% 41:7% 46.5% 86.0%
Female adult viewed last week 46.9% 29.5% 29.4% 20.0%

Male adult viewed last week 30.9% N 16.4% 22.4% 14.5%

Adults view WGBH once a
week or more 42.6% 39.9% 19.2% 14.2%

Pre School Child Reported to Have Viewed WGBH Last Week**
Yes No

Named adult program* 23.8% 63.6%

Female adult viewed last week 48.2% 19.9%

Male adult viewed last week 30.3% 15.7%

Adults view WGBH once a
week or more 41.7% 18.9%

El2mentary School Child Reported to Have Viewed WGBH Last Week**
Yes No

Named adult program* 28.8% 44.5%

Female adult viewed last week 45.4% 14.0%

Male. adUlt viewed last week 32.5% 10.3%

Adults vieurWGBH once a.
week or more 37.0% 19.1%

Teenager Reported to Have Viewed WGBH Last Week**
Yes No

Named adult program* 58.5% 39.3%

Female adult viewed last week 58.2% 14.2%

Male adult viewed last week 49.3% 9.6%

Adults view WGBH once a
week or more 46.7% 17.1%

*Percentages baed on number of households where at least

one program was named.
**Percentages based on number of households with children in

this age group. -4

el

(More)-
45

52
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Table 10
(ConclUded) k

Able to Name Children 's Program

Yes No, only adult

Named adult program* 26.0% --%
Female adult viewed last week 47.5% 86.3%
Male adult viewed last week 32.8% 73.5%
Adults view WGBH once a

week or more 41.6% 62.9%

*Percentages based on number of households where at least
one program was named.

46
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Table 11

ADULT WGBH VIEWING BY DEMOGRAPHIC GROUPS

Named adult program*
Female adult viewed

last week
Male adult viewed

last week
Adults view once

week or more

Named adult program*
Female adult viewed

fast week
Male adult viewed

last week
Adults view once

week or more

Unskilled

Named adult ,

Didn't finish
high school

IN

Female Adult Education
Graduate
work

Finished Some BA or
high school college equivalent

44.3%.

26.8%

17.8%
a

23.0%

Didn't finish'
high school

4b.9% 57.8% 68.6%'

31.9% 41.9% 49.5%

22.1% 29.9% 38.0%

26.7% 37,X% 45.0% ,,,,,.

Male Adult Education

85.0%

54.7W0

48.9%

58.0%

Graduate
work

Finished Some BA or
high school college equivalent

47.4%

.28.6%

22.0%
a

?2.5%
,..

Skilled

45:2%

27.7%

22.3%

244%
/

Occupation

52.2% 59.8%

36.4% 39.6%

30.9% 33.5%

34.8% 36.8%

of Head of Household

74.1%

55.0%

54.2%

60.0%

StudentSales
Clerical

Proprietor Professional
Manager

A

program* 51.6% 44.4% 59.4% 55.5% 67.4% 91.0%

Female adult
viewed last
week 28.2% 30.9% 34.9%. 37.6% 48.0% 38.4%

Male adult
viewed last
week 20.4% 22.8% 23:4% 31.4% 39.3% 39.5%

Adults view once
A week o? more 23.1% 26.4% 30.5% 35.1% 47.1% 47.7%

*Percentages based on number of households
where at least one program was named.

(More)

47

.



Named adult program*
Female adult viewed

last week.
Male adult viewed

last we0k.
Adults view once of

week or more

S

/

Table 11
(Concluded)

hnic-Identification of

,Blaki
t

L White Portuguese

4959.8%

35.9%

37.8%

33.8%

Respondent

Italian Other

57.9% 34.8% 44.0% 39.3%

36.7% 30.4% 28.9% 35.5%

27.8% 18.8% 24.6% 24.7%

33.6% 32.5% 27.6% 36.3%

Sex of Respondent
Female Male

Named adult program* 54.4% 67.8% \\

Female adult viewed
last week 38.6% 28.1%

Male adult viewed
last week 23.9% 3.5.3%

Adults view once a
week or more 66.5% 68.0%

4

*.percentages based on number ofActiseholds where
at 1eaSt 'one program.,,was named.

5o
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Table 12

ADULT WGBH VIEWERS AND NON-VIEWERS CONTRASTED
ON MEDIA AVAILABILITY MID USE

Viewed Programs on Channel 2
Female

Number of
TV Sets

Did
View

Did.Not°
View

41.4% 41..1%
39.5 40:119.2 18.8

17.9% 16.9%
26.8 .26.7
12(.1 12.4
12.3 13.3
14.2 - 12.9
11.1 9.'5

3/.7 5.8
1.9 2.5

,r
37.2% 17..3%
28.5 23.8
8.6 11.7

17.5 -,21.1
8.2 26.1

Male
Did Not
View ,

Did-
"

;9.2% 41.2%
39.6 40.0

Oneset .

Tvio sets
Three or more sets

Jiours TV Set in on'..
During Average `Weekday

"All Day"
6 hOurS or more
5 hours
4 hours.
3 hours
2 hourS
1 hour or less
Usually not on

Frequency of
Documentary Viewing

Two, or more a week
One fa week
One a month
Occasionally
Never

Primary television
Information Souce

TV Guide
Sunday supplement
Boston Daily
Habit

_
Local paper
Channel changing
Other

42.4% 43.6%
X0.2 26.6
9.8 8.8
6.5 9.5
5.4 5.4
3.1 4.8
2.5 1.2 2.5

49

.56

21.2 18.8

14.6% 17.8%
c 24.8 27.4

12.3 12.7
13.7 13.2.

15.0 12(.5
12.7 8.9
'4.8 5..3
2. 2.2

396% 18.5%
29.6 24.0
8.4 11.6

15.3 20.9
7.1 25'.0

40.6% 43.5%
31.1 26.7
9.7 9.1

/ 7.5 9.0
5.1 5.5
'3.5 4.8

1. 5
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Table 13

ADULT WGBH VIEWERS:AND NON VIEWERS
CONTRASTED' ON RtSPONSES-TO OTHER WGBH VARIABLES

''Viewed Programs on Channel 2 in Last Week
Able to Name WGBH-TV
Program'Shown in Last.
Year

Yes
No

Watched Last Year's
WGBH Auction

Daily
Occasionally
No .

SUpport of WGBH

Female Male
Did bid Not, Did, *-bid Not
View - -View

,

View View
0.,

91.9% .-58.1% 89;.4%,'' 61.3%
9.0' 41.9'. 10'.6 38.7

23.6% . 12.4i- 22.8% 13.9%
47.8 ' 37.9 '47.4 38.5
28.6 49.7 29.8 47.6

47.6% 36.9% 47.3% 38.2X.

9.8 4.3 10.3' 4.7
5.7 4.0 7.8 3.8
6.7 3.5 6.0 4.0.

3.6' 3.5 3.0 3.6
0.2 0.5 '0.3

1;0 1.6 1.1
24.1 46.6 23.5 44.3

35.3%
64.7

90,0%
10.0

50,7%
49.3

14.3%
85,7

88.9%
11.1.

35.4%
64.6

85.4% 79.4% 86.6%
14.6 20..6 13.4.

33.8% 54.0%
66.2 '46.0

92.0% 89.0%
8.0 11.1

16.7%
83.3

79.7%
20.3

35.6%
64.4'

Individuals r

Foundations
Federal governmen't
Business
Auction
Schools 0.7.

Other. : 1.8

Don't know

Respondent Gave Money
to WGBH'

Yes
No

Respondent Owns FM Radio

Yes
NO

UHF Capability,

Yes
No

Owns UHF, Views Channel 44

Yes
No

57



Table 14

TYPE OF -WGBH PROGRAM BY DEMOGRAPHIC GROUPS

Type of'Program' Named

Children's*
Public Affairs*
Cultural*

Nod WGBH Viewer**

Children's*
Public Affairs*
Cultural*

Non WGBH Viewer**

Childten's*
Public Affairs*
Cultural*

Non WGB151 Viewer**

Children's
Public Affairs*
Cultural*

NonWGB11 Viewdr**

Size of Household
Six or

Single Two Three Four Five More

8,.5%

63.2%
41.1°4-

67.1%

gip%
11T:7%

42.2%

62.9°4\

56.2%
33.6%
29.3%

54.5%

74.0%
24:3%
20,1%

37.0%

80.8%.

2,.8%
21:.0%

36-.2%.

86.4%
20.2%
16.6%*

6.6% ,

Children in Household

No Child Preschool Elementary Teenager\

13.3%- 94.3% ENI.2% 66.5%
55.2% 16.9% 204% 30.6%

42.7%___J 12.9% 16,4% 23.4%

65.4%. 1 7 . '4% 30.5%' 53- 4%.

Age of Household Head

,.20-29. 30-39 40-49 50-59', 60-69 70-98'

61.4% 85;2%. 60.5% 14.2% 11.6%,

37.2% 21.8% 34.2% 48.1% 47.2% 50.0%,

23.8% ,, 18.3% ", 29.5% . 38.8% 41.5% 41.990

44.1% 48.4% 62.1% 617% 66.5%

Education
Didn't finish Finisfied

high school high school

of Female
Some
college

.Adult
BA or Graduate
equivalent work

61.0% 67 2% 59.6% 34.7%'

17.6% 51.0%

19.2% 19.4% 2846.% 31.0% 51.7%-

61.8% 43.9% 43.294

* These categories-are not Autually exclusive: Percents

on the number of households in which at least one progr

** Percents are based:on the entire sample of'households.
.(MOre)

51

V
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are based
am. was named.



Type of Program Named

Table 14
(Continued)

Didn't finish
high school

Education of Male
Finished Some
high school college

Adult
BA or, Graduat
equivalent work

CYiildren' s* 63.2% 66.8% 66.6% 55.6% 49.2%
Public Affair* 24.2% 24.5% 33.6% 38.7% 46.4%
Cultural *. 16.5% 21.4% 23.7% 26.8% 45.7%

Non WGBH Vi,ewer** 59.2 %; 53.7% 45-;6% 43.8% 31.3%

Employment Status of Household Head

&Employed Retired Unemployed Student

Children's* 63.0% 11.0% 61.5% 32.8%
Public Affairs* 31.8% 52.3% 29.3% 65.2%
Cultural* : 25.5% 42.4% 18.7% 40.3%

;.Non WGBH Viewer** 46.5% 64.2%

Unskilled

Occupation of
-Sales/.

Skilled \ Clerical

Household Head
Proprietor/
Manager Professional

Children's* 54.9% 69.1% 52.2% 62.4% 50.6%
Public Affairs* 23.8% 24.6% 34.3% 36.8% 41.7%
Cultural 27.9% 20.5% 23.8% 26.9% 36.0%

-Non Wr4BH Viewer**. 59.8% 52.2% 50.7% 45'.3% 39.3%

Sex of Respondent

Male Female

Children's*, 47.3% 60.8%"'
Public Affairs* 41.7% 32.2%
Cultural* 34.7% 24.7%

Non WGBH Vieirer** 58.8% 46.7%

*These Categories 'are not mutually exclusive. Percents
number of households in which at least one-program was

**.Percents are based on the entire sample of households.

(More)
52

59

are based on' the
netted.



.Type of Program. Named

Table 14
(Concluded)

Ethnic Identification of Respondent
Black White Portuguese Italian Other

Children's* 45.4% 57.6% 69.6% 64.3% 71.4%
PubIit-Affairs* 30.2% 35.1% 17.4% 27.4% 17.2%
Cultural* 38.6% 27.7% 13.0% 18.8% 13.8%

Non Viewer** 38.8% 49.0% 60.6% 57.8% 47.5%

0

\*These categories are not mutually exclusive. ercents are based on

the number of households in which at least one program was named.
**Percents are based on the entire sample of households.

53
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''Table 15

TYPE OF WGBH PROGRAM BY MEDIA AVAILABILITY AND USE

Number of
, TV Sets

One set
Two sets
Three or more sets

TV Set is on.
Average Weekday

"All Day"
'Six hours or more
Five hours
Four hours
Three hours
Two hours
One hour or less
Usually not on

Who Views TV During
the Day on Weekdays

Children's

35.6%
43.3
21.1

26.9%
35.8
11.6
10.0
8.6
5.0
1.8
0.4

Type of Program Named
Non WGBH

Public Affairs Cultural Viewers

0

41.7%
37.7
20.6

13.3%
25.1
12.4
14.3
15.9
12.6
4.9
1.5

Female adult 50.2% 44.9%
Male adult 9.5 14.2

Pre school child* 86.9 82.4.
Elementary child* 53.9 51.5
Teenager* 35.3 33.7

Frequency of
Documentary Viewing

Two or more 'a week 26.5% 44,4%
Once a week 27.6 29.5

Once a month 11.7 6.9

Occasionally 18.9 13.8

Never 15.3 5.4

*Percentages based on number of households with"a
child in this age group.

I

(More)
54

61

42.8% 44.0%
37.8 3,8 . 3
19.4 17.7

C,
*11.5% 13.9%
22.6 22.9
12.4 13.0

14.6 13.8
15.8 14.1
15.4 11.8

5.6 7.1
2.2 3.4

44.1% 40.8%
16.1 15.9

78.0 38.3

50.2 35.1
28.4 30.5

42.0% 18.0%
28.3 23.6,

8.1 10.2

16.1 21.1

5.5 27.0



Table 15
(Concluded)

.primary, Source of
TV Information Children'es-Public

.Tyne of Program Named
on WGBH
ViewersAffairs Cultural

TV Guide 49.0% 39.0% 39.2% 41.1%
Sunday TV supplement 27.2 33.1 34.7 26.4

Boston Daily 8.0 11.5 10.2 9.3

Habit 5.7 7.7 6.3 10.5

Local paper 5.5 3.8 4.3 5.3

Flip 'the dials 2.3 2.5 2.4 6.0

Someone else selects 1.0 0.3 0.8-

Radio 0.5 0.6 0.3 -

Other 0.4 1.4 z.o 0.3
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Table 16

TYPE OF WGBH PROGRAM BY OTHER WGBH VARIABLES.

Who Viewed WGBH
Last Week Children's

Type of Program Named
Non,., WGBH

ViewersPublic Affairs Cultural

Female adult
Male adult
Pre school child*
Elementary child*
Teenager*

Young Children
Watch WGBH*

47.5%
32:8
96.1
88.8
51.3

81.3%.

87.1%
73.3
86.7
81.0
66.8

64.2%

87.6%
76.8
87.0
77.1
64.9

58.8%

8.2%
7.3

8.3

13.7
9.8

8.1%Regular viewing fan
View once a week 4.4 7.3 5.7 11.1
View how and then 13.4 21.2 26.5 43.5
Never watch 0.9, 7.3 9.0 37.4

Adults Watch WGBH

Regular viewing fan 27.2% 46.1% 47.3% 5.9%
View once a week 14.4 22.0 21.9. 9.4
View now and then 43.6 30.3 29.6 55.9
Never watch 14.8 1.6 1.2 28.8

Type of Program Named
as Viewed in Last Year

a
Childrens 78.5% 13.8% 14.8% 6.3
Public affairs 9.5 64.1 23.9 9.2
Masterpiece Theater 5.0 9.2 20.7 8.5
Cultulal 2.5 5.7 24.9 5.0
Instructional 2.1 3.2 2.7 3.7
Pops Concerts 1.4 3.3 .., 12.1 3.9
Sports o.p 0.5 0.8 , 2.9

No 0.1 0.1 0.1 60.4

*Percentages based on number'of households
with a child in this age group.

(More)
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Table 16
. (Continued)

Number of Programs
Named as Viewed in
Last Week r?. Children's

Type of Prociram Named
Non WGBH.
ViewersPublic Affairs.- Cultural

One
Two
Three or more

23.9%
24.9
51.2

33.3%
26.0
40.6

31.8%
26.8
41.3

MN* MEM

Watched Last Year's
WGEH Auction

Daily 22.2% 24.1% 22.8% 11.8%

Occasionally 44.1 46.1 48.8 36.8

No 33.7 29.8 28.3 _ 51.4

Perceived 'Primary
Source of Financial
Support of WGBH

Individual viewers 43.4% 49.3% 49.7%. 36.0%

Private foundations 8.4 11.1 11.0 3.7

Federal government 6.2 8.5 7.6 3.6

Businesses 6.7 6.0 6.3 2.7

WGBH Auction 3.2 2.3 3.2 3.7

Schools 0.5 0.3 1.0 0.1

Other . 1.3 1.9 1.5 1.0

Don't know 30.3 . 20. 19.7 49.2

Respondent Contributed
Money to WGBH

Yes 27.3% 38.3% 42.5° 13.4%

No 72.7 61.7 57.5 86.6

Respondent has
I

FM Radio

Yes 85.7% 88.4% '
85.6% 78.0%

No 14.3 11.6 14.4 22.0\

(More)

. ,
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it.Table 16

oncluded)

A

UHF Capability Children's

Type of Program Named
Non WGBH
ViewersPublic Affairs Cultural

. S.
s.

No UHF 6.5% 10.5% 9.5% 12.9%
UHF and antenna 43.7 41.3 40.1 39.7
UHF and no antenna 49.8 48.1 50.4 '47.4
UHF total 93.5% 89.4% 90.5% 87.1%

UHF Owners who
View Channel 44

Yes 53.6% 51.3% 45.3% 34.5%
No 46.4 48.7 54.7 65.5
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APPENDIX II

WGBH-Questionnaire
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Hello. We're doing a study of television viewing. Your
household is one of those chosen at random to represent
families in this area. All informatidn will be kept
confidential and there will be no commercial or sales
use made of it.

On the average weekday, about how long is the TV on in your
house? Please think and include all the time it is on--
regardless of who is watching.
(0) Usually not on
(1) 1 hour or less
(2) 2 hours

(3) 3 hours (6) 6 hours or more
(4) 4 hours (7) All day

(5) 5 hours (8) Don't knota
(9) No TV

How many people live in your hopsehold?

Are there any pre-school age children in the home?
(1) No - (2) Yes (9) No response

Are there any children in elementary schdol?
(1) No (2) Yes (9) No response

Are there any teenagers?
(1) No (2) Yes' (9) No response

0

Does anyone in your housld usually watch TV during the
daytime On weekdays?
No
Yes (Ask: *Who watches?, Anyone else?)
Female adult (1) Doesn't watch (2) Watches (8) Not

(9) Dorv't know, Refused
Male adult (1) Doesn't watch (2) Watches (8) Not

(9) Don't know, Refused
Pre-school childAl) Mesn't watch (2) Watches

(9) Don't know, Refused
.Elementary child -(1) Doesn't watch (2) Watches

(9) Don't know, Refused
Teenager (1) Doesn't- watch (2) Watches

(8) Not

(.8) Not

(8) Not

applicable

applicable

applicable

applicable

applicable
(9) Don't know, Refused

How many TV sets in working order are there in your home?
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Can you get UHF television stations on any of your sets?
Thobe are the stations like channels 27, 38, 44, and 56.
(1),No UHF set,

Yes (Ask: Do you have an outdoor TV antenna?)
(2) UHF set and outdoor antenna
(3) UHFset but no outdoor antenna
(9) No response

oes anyonJin your home ever watch any o.E. the UHF channels?
1) No'

Yes (Ask: Does.anyone watch channel 44, WGBX-TV?)
(2 No, does not.watch channel 44.

es (Ask and read list: How would you grade the quality
of the reception on'44?)

(3) Much worse than other UHF stations
(4) Worse than other UHF stations
(5). As good as other UHF stations

.
(6) Better than other UHF stations.
(7) Don't know, don't remember
(8) No UHF set (9) No response

What sources of TV information help you to decide what to
watch on television. Just tell us the one that is the. most

helpful.
(1) Just flip through the, dials (6) TV GUIDE

(2) Habit (7) Someone else.selects the show

(3) A Boston daily newspaper (8) Radio commercials for TV

'(4) A local newspaper programs
(5) Sunday newspaper TV supplement (9) Cannot choose, refuses

(0) Other

Do you spend any time watching television documentaries or
discussions of contemporary issues?' We don't mean news

reports.
(1) No

Yes (Ask: How often would yowsay you watch this type

of show?)
(2) Several times a week
(3) Once a week, 3 times a month
(4) Once a month, twice a month
(5) Occasionally, "rarely"
(9) No response

Does either your home or your car have an FM radio? (That's

one that can get stations like WJIB and WBCN.)
(1) Not in home or car (3) In car only (9) No response

(2) In home only (4) Both home and car

62

G8



Did you watch any of last year's channel 2 auction?
(1) No

Yes (Ask; ,Approximately how much of the auction'did
you watch?)

(2) Daily - a little
(3 ).:Daily - a lot
(4) Some days - a little

(5) Some days - a lot
()*All of it
(9) No response

Has anyone in your household
the last Week?, That's

station?
No
Yes (Ask: Who watched?

watched any programs on channel 2
WGBH-TV, the non-commercial public

Anyone else?)
Female adult (1) idp't watch'-(2) Watched (8) Not applicable

4 (9) D\ 't know
Male Didn't watch. (2) Watched (8) Not applicable

(9) Don't know
Pre-school child (1) Didn'.t watch (2) Watched (8)7 Not applicable

(9) Don't know
Elementary child (1) Didn't watch. (2) Watched (8); Not applicable

(9) Don't know
Tee4ager (1)

(9)

Didn't watch (2) Watched
noh't know

(85 Not applicable

What programs on channel 2 did members of your,family watch
last week?

Have you4watched channel 2 within the last year?-
(1) No .

Yes (Ask: What was one of the best shows you watched on
channel 2?)

Ask the following 'question only if there are pre-school or
'elementa ychildren in home; If no children of this age, go
on to ne t question.
Which of hese statements best describes your younger children
--those in elementary school or o4 pre-school age: Do they...

(1) Never Watch channel 2
(2) Watch channel 2 now and then

(3) Watch.channel 2 one to three times a week

(4) Regular viewing fans of chapnel 2

(8) Not'applicable (9) Don't know
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Which of these statements beSt describes the adults in your
family?
(1) Never Watch channel 2
2) WatchiChannel 2 now and then
(3) Watch channel 2-orie to three tims-la week
(4) Regular vie*ing fans of channel 2
(9) No response

What do you think is the primary source of financial support
of channel 2?' .

(1) Don't know (6) BusinesSes or corporations,
'(2) Federal government (7) The channel 2 auction
(3) Individual viewers / (8) Other ( ) -

(4) Schools (9) No response
(5T Private foundations

This survey is in no way connected with public television
fund raising,'but we would, like to know if you have'ever
contributed any money to channel 2?
(1) No .

Yes (Ask: Roughly how often do you contribute?)
(2) Less than once a year (4) More than once a year
(3) Once a year (9) No response

How far did you/the lady of the house go.
(1) Elementary school (through 8th) (5)

(2) Did not finish high school (6)

(3) Finished high School
, (7)

(4) Some college . (9)

9

in school?
BA degree or equiNialent
Graduate work
Technical beyond high school
No "lady of the house"

How far did you/the man of 'the house go in school?'
(Same categories as above)

Is the head of the house employed?
(1) Yes, employed (3) 'Student

(2) Retired (4) Unemployed

What is the.occupation of the head of the house? (Probe for
'exact occupation)

How old is the head Of the house? .(Code actual age)

What is your race and national origin?
(5) White-Italian
(6) Othei
(9) Refusal

(1) White
(2) Black
(3) White-Spanish
(4) White-Portuguese
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tater tl)is year WGBH-channel .2 and CPB,,the non- commercial
Corporation for Public Broadcasting, are going to conduct
more studies of TV viewing. TheSe.Will entail no obligation.
or solicitations, and all information will be Strictly
confidential. Would your family be interested in 'pertidipating?
(1) No (2) Yes

If yes, ask:

Please give us your name and address so we can contact you
for these studies. Again, let me emphasize that this information
will be used only for these non-commercial studies.

Thank you very much for your'cooperation.

Sex of Respondent (1) Male (2) Female

Interviewer:

(9)-Don't know

Date: Time:
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