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ABSTRACT

“DEVELOPMENT COMMUNICATIONY:
APPLYING THT CONCEPT IN THE AMERICAN CONTEXT

The concept of "development communication® has been applied in the
Third World for more than a decade but not in the American context.
In this paper we explared conceptual issuesy then examined people®s
needs for development informatione the communication system that
delivers such information and barriors that existe We noted that
people®s needs for development information may occur in the general,
the personaly and the job contexte. Several newspapers were examined
to construct an inventory of content which could fulfill development
functionse This critical analysis was followed by the results of a
survey tapping public perceptions of productivity. Conducted in a
midwesilern metropolitan areiy the survey tapped people®s perceptions
of what would make them more productive and where they would go for
help and information to achieve thise
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Introduction:

The concept of “development communicdtion®™ has been applied in the
Third World for more than a decadey often by American or American-
trained researcherse Howevery we've seenp no major efforts to apply
the concept in the United Statesy perhaps out of a presumption that
"development” was something which was needed only in "developing
countriese This may change as scholars recognize its potential as an
explanatory variable in the current contexte

In economicsy a similar evolution occurred with scholarly interest
in entrepreneurshiny a concept key to the development literaturees In
the 1920's and 1930°'s there was great interest in the functions of
entrepreneurship for economic growth; after World War IIL, studies
centered on the socialsy psychological and cultural characteristics of
entrepreneurses By the late 1950's research shifted from the United
States to underdeveloped nations (Cochrany 1964; Gladey 1967;
G6reenfield and Strickone 19856: 8-9)e Theny in the 1970%s American
interest in "productivity" grew again as supply-side economics became
more popular and attention shifted from demand management to
production and supply factors (Backmany 1983: 13-14)e. International
competition also grews and the popular media focused increasing
attention on technological innovators and entrepreneurs as answers to
foreign competitorse

The notion of "development communication™ generally has implied
government involvementy an ideological position not acceptable to many
Americanse Howevaery several strains of communication research are
directly applicable to development in the United Statesy and a
consensus seems to be emerging that Americans need to increase their
productivity to remain competitive in a world economy (Backmany, 1983).
While the means for achieving this competitiveness may be largely
"economice” communication researchers could make significant
contributions hut thus fary their work has been limited to focusing on
communication patterns in the workplaces The concept of "development
communication” seems tailor-made for application in this areas but it
calls for a criticai examination of the relationship between the
®"communication system" and development in the economic spherees

Here we will examine the concept of “development communication® in
an American contexte First we will explore conceptual issuesy then
examine people®s needs for development informations the communication
system that delivers such information and barrlers that existe Then
several newspapers will be examined to construct an inventory of
content which could fulfill development functionse This will pe
followed by the results of a survey tapping public perceptions of
productivitye.

Definipg the Concept & Sorting Out the Theorijes:

Development has been defined by economists as the creation of new
enterprises t:. t disturb the current state of the economy and produce
improved states. These enterprises represent combinations of
materials and forces that are spontaneous and Jre the major means for
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transforming the economy (Greenfield et aley 19792 6)e The persons
who carry out these functions are called entrepreneursy decision
makers and innovators whom Schumpeter (1949: 64-75) saw as the key to
econmic qrowthe While granting the economic dimension to development,
other social sciences have broadened the concept to include
relationships with political factorsy social phenomena and
communication variablese

The concept of development has been linked to mass media more
often than to communication processes in general (which may encompass
interpersonaly organizationaly and mass communication)e For example,
Hachten (1981) looks at media philosophies as clashiny ideologies that
represent differant perceptions about the nature and role of news
because of historical traditions and divergent political philosophiese
One of the five major concepts he uses to describe current trends is
the "development concepts” where the mass media are seen as important
instruments for nation-buildinge Howevery there certainly are
different views within this perspectives from those who look at mass
media as more independent institutions in a pluralistic framework to
those who hold that all instruments of mass communicaion should be
mobilized by the central government to aid in major tasks of nation
building—-fighting illiteracy and povertyy building a political
consciousnzcss and assisting in economic developmente

Most of the Third Wworld is concerned with national development, a
concept which generally has emphasized economic growth but is now
undergoing changese At times change at the individual level has bsesen
called "modernization" while change at tae national level has been
termed "development™ (see Bendizy 1966% Schramm and Lerners 19763
Rogersy 19837 and Schramme 1964 for a discussion of the distinction
historically)e Theories of national development rangye from
ideoloyical applic.tions (eegey Marxisty pluralisty and variations on
these themes) to those emphasizing economice psychologicaly political
or communication modelse

Descriptions of specific development theories and empirical
evidence are available in many places: economic theories (Todaros
1981F Rostows 1960y 1978)y psychological theories (Freemany 19763
Tekinery 19835 Hagens 1962as b); political theories (Freyy 19733 Pyey
1964% Deutsch and Merritte 1970)y and communication theoriese The
latter include Lerner's classic theory about the passing of
traditional society (Lernery 1958y 1977?% Freys 19735 Winhamys 1570) and
the voluminous literature on the diffusion of innovations (Rogerss
1983)e In the 1960°'s Schramm (196%4) and others argued for using the
mass media to supplement expensive educational programs requiring
face-to-face instructione Hornik (1988) notes that agriculture was a
prime target for these communication programs. Howevery communication
programs for development in Third World countries did not produce as
promisedy perhaps because of unrealistic expectationsy soma2 arguede
In the 1970%sy critics argued that problems were more resource based
and communication programs too centralized (Hornike 1988)e They
argued for more participation and involvement by those in the target
populations (Rogersy 1976)y ¢5 well as a recognition that
communication programs could only complement political and economic
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programs focusing on resource allocations (Hornike 1988)e Development
communication as generally practiced has been almost exclusively
"intervertionist" in its ideologye presuming that government prograns
In one forim or another are crucial for reaching developmental goalse

Theories contributed by other social sciences also have attracted
criticism. Greenfield and Strickon (1986: 10-11) argue that
psychological studies such as McClelland®s and Hagen®s have not
contributed significantly to contemporary efforts to comprehend the
phenomenon of entrepreneurship; they point to the emergence in the mid
1960*s of scholars experimenting with a view of the entrepreneur as a
creative decision—-makery where the distinctive aspects were the
settingsy circumstances or situations within which the decisions and
choices were made (Gladey 1967)e The difference in part represents
disciplinary squabbles over the importance of "the individual" or the
"the environmenty” the latter configured in sociological termse

In th2 1960*s and 1970°sy economic models of development were
influenced by economists using the model of an international economic
system (Fejese 1980)e These analyses focused attention at the
national or international levely with an emphasis on relations defined
in terms of dependency/self-sufficiency or equality/balancees Though
dependency theory also has appeared in the communication literature
(Defleur and Ball—-Rokeachy 1982): it has referred to communication and
economic systems or behaviorse € rlier economic and discipline-
related models used by communicaiion scholars lost their popularity in
the mid-1979°5, replaced in large part by critical/ideological
debatese Andy as often happenss just when dependency theory becomes
fashionabley it too is5 challenged by empirical evidence (see Dizard,
19853 Parkers 1978) and a reconsideration of more middle-range
theorieses Within business and economicsy reseirch in the various
streams has continued and grown with changes in the economic and
political environmente.

individual lavel often has been equated with ideas of modernisme.
Howevery "modernism” has ideological bagyage unacceptable to manys who
note 3 Western bias and tendency to pldace it at the end of a continuum
opposi:. to traditionalisme But there is no need to conceptually link
changje on economic dimensions with changes in other behaviorse Such
links shouldi be empirical questionse A concept that is central to
notions of Jevelopment is "productivitye™ which economists see as
crucial for national aconomic health (Backmane 19333 Kendricky 1983),
Productivity in turn refers to the level of individual achievement, or
the extent to which one's behaviors produce results (goods and
services in economic terms) that are valued by others in public and
private marketplaces. What is valued or acceptable for individual
productivity may vary by generatione culturey society, or
ideology/philasophye And not all achievements need be placed on a
mater fal-reward scale that compares individuals for the concept to
have utilitye Productivity may refer to individual 3rowth from a
current position to maximum realization (Maslows 1970)e The
comparable definition of productivity at the national level could
entail a summary of productivity at lower levelsy though generally
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measured in terms that ignore the individudal and aggregate individual
and group behaviorss other concepts (rates of productivity by sub
populations) also are relevant at the national level.

Defininy "Development Communication"--Accepting "individual
productivity” as the focus for developmenty we are faced with its link
to the other term in our focal concepts "communicatione” The
connecting link is expressed as the preposition "fores® and the issue
becomes one of determining how the encoding—and-decoding of messages
("communication) affects or is linked to increased personal
productivitye This is a shift frem the communication literature which
facuses on people as "consumers” (of media products) to a focus on
people as '"producerses® How does communication (interpersonal networks
and mass medii use) help people as producers rather than as consumers?
Though our focus in the discussion is at the individual levely, we can
move up levels to look at relationships between patterns of
communication and productivity achieved by groups or a4 natione This
conceptualization is not far from the definition of a scholar who has
worked with this concept in a developing countrys the Philippinese.
Quebral (1975: 2) defines development communication as "the art and
science uof human conmunication applied to the speedy transformation of
a country and the mass of its people from poverty to a dynamic state
of economic growth that makes possible greater social equality and the
larger fulfillment of the human potentiale” She notes that the
"gsystematic use” of communication technigues and strategies to
"Persuade specified groups of people to change their habitse life
style or ways of thought is by no means new™ but the "“purpose it
serves and the venue of its action® are (Quebraly 1975: 2)e Quebral
sees development communication as a Third World phenomenony but we
argue that the same questions can be applied to the industrial
environmenty which also needs increased productivity, albeit from a
higher level in many casese.

Applicatiogn in a Developed Country

Jamias (1975: 16) notes that development communication in the
Third World context is viewed as purposivey which distinguishes it
from the thrust of communication studies in the developed worlde.
Howevers w2 can retain the concept as delineated earlier and still
pose the question of how existing communication patterns are related
to issues of productivity and development. In a recent summery of
development communication in the Third Worlds Hornik (1988) offers
three broad explanations for why communication programs and projects
have been disappointing:s 1) information is no solution for a lack of
resourcessi ?2) audiences for information proygrar; are not responsive
even when such information might helpsy and 3) information programs
have not heen done correctly-—the channels availaole are extremely
we.k and information flows are not ad2quate (H-ovaike 1988: 157-159).
We vould arque that development communication scholars have focused
too much on traditional jovernment programs and not looked carefully
at existing patterns linking comnunication to development phenomenae
There is no need to insist on a pro-active program of intervention far
scholars to raise questions about how people®s communication patterns

-}
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are related to thelir productivity or how the communication system is
related to productivity at higher levelse If diffusicn research is an
example of "development communication®" researchy then scholars in
dev:loped contexts have raised such questions for several decades.

Howevery though we "need not" raise questions about valuese we
propose to do precisely that in our subsequent analysise Clearlys not
everyone in developed nations achieves the same level of benefits from
his or her effortsy and the answers are not all "economice”" Urban
centers cont4in concentrations of poor peopley and rural areas include
growing numbers of lower—income familiese Issues of productivity in
botn cases represent issues of survival for neighborhoods and towns,
for life siyles and family ana ethnic heritagee

Certainlye a better understandingy of how communication is related
to productivity could lead to changes by institutions or individuals,
including the . ass medias The nature of intervention is likely to be
linked to ideology or philosophye though not necessarilye Indeeds one
might arguey as economists do (Nafzigery 1986: 24-27)y that central
planners in socialist systems and a host of leaders in pluralist
market economies (politicaly businessy etce) are both interested in
increasing people’s productivity through programs that reflect
national and cultural valuese Recent evidence sugyests that
intervention by central planners is lJess efficient than that which
recognizes consumcr values through market forces. In facte some have
asked whether closed systems could compete technologically because
they suffered from isolation (via communication) and the subsequent
competition of ideas (Clarkey 19833 Malike (98%)e

What are the ingredients of an overal! model at the individual
levely and what are the implicit assumptions? Our model begins with
two major ingredients: people’s information needs and communication
channelse.

People’s MNeeds for Development Information:

What .re people’s information needs for individual productivity?
Essentiallye this is a statement of how uses and gratifications relate
to "productivitye” As Swanson (1979) and others have notedy a variety
of media content can serve the same function or use for different
peoplee Thusey we need to separate out the "type of content®” from the
speci fic uses in this casey personal productivitye

Firsty how can messajes or information affect one's productivity?
He distinguish between the job contexty the general contexts and the
personal contexte

The job context refers to individual behaviors acted out in
employment sitirationsy generally within larger organizationse Here
falls the literature on organizational communication and its relation
to job performancee PRoth interpersonal relationsy specialized media
channels used in the organizations and macro organizational
communication networks are relevant heree For a discussion of some of
this literature ond the issues pertinent to the topic herey see

co
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Goldhaber {(1936).

The jeneral context relates to the non-organizational situation
that directly affects individual productivitye This includes ways in
which an individual is linked to the larger economic environmenty the
communitys and greater forces that affect one®s job and personal
productivity; we must be alerted tc these forces and can act by
altering one®s jobs mobilizing others for political action or
appealiny to various organizationse For exampley a variety of media
channels and interpersonal networks alert people to foreign
competition that can threaten one®’s employe.es to the amount of
unemployment insurance that may be available if one is laid offs and
to the educatisnal opportunities for enhancing one's joh skillse

The personal context refers to changes in one's personal state
that affect productivity (eegesy healthy and satisfaction with familial
and social relationships); we obtain information from a variety of
communication networks that can help satisfy personal needs that
improve productivity in job situationse

Several issues and assumptions stemming from the above scenario
need to be examined. Ffirsty we are employing a fairly rational modely
ieeer people will make conscious decisions based on their self
intereste Secondlys people know their options in given situationsy or
at least can recognize theme Thirds people know what®s best for them
or is more likely to work best for theme Fourthy people can recognize
the relationship between their job situation and the larger systemy or
react to the relationship when it is made explicit for theme Fifthy
people are motivated to be more productive because it's in their self
interest to do soe Sixthy that the media and other communication
channels supply the information to allow informed decisions among
choicese Each of these requires some elaboratione

Firsty some times people make decisions on the spur of the moment
which are not in their interest in the long runy at least in the
opinion of impartial observerse Witness the many smokerse over eaters
or spendthrifts who continue their habits even in the face of evidence
that their behavior patterns have negative consequences in their
livese

Secondsy we need empirical evidence of the extent to which people
seek out options for increasing personal productivity or recognize
those made explicit when encountered in communication stemming from
other motivationse We would expect that this varies by one®'s state in
the life cyclee Thusy at crucial points in ¢ e®s life (eeQey
graduation from high school or when fired frum a job)e an individual
may seex out more "option information" or be alert to that encountered
along the waye

Thirde certainly people do not *always know what®s best" for
increasing their productivitys buty in a democratic contexty we grant
each individual that right and responsibility for decision makinge
Thuse even the New York "bag lady*" who recently wanted to stay on the
streets was granted her wish despite the availability of public




PAGE 7
housing and official coercion to J0 theree

tourthy people®s recognition of the relationship between their
personal productivity and "larger forces"™ is a complex issuee At one
timey the general American public may have felt economics was a dismal
science and information about foreign steel could clearly he ignorede
but today®s steelworker i< likely to see the linkage more directlye
Againy we need empirical information about what linkages are seen
clearly by which people and what types of linkages are still ignorede.
Since the amount of information is so extensive herey we will consider
it more fully again in the section on media contente

Fifthy people are motivated to be more productive becduse it's in
their self intereste Certainlys, there are differences in levels of
motivation and in material needs which require financial gains to
satisfy theme Furthermorey, though many people seek major satisfaction
from their job situation (which should increas- motivation to be more
productive)y many others seek personal fulfillment from outside the
job (Parker and Smithy 19765 Wilsony 1980)e For McClelland (1961),
the entrepreneur is driven by an inner urge to improve and is
motivated by profits as a measure of achievements rather than a source
of enrichment {Nafzigery 1986: 2).

Commupnication Channels & the Communication System:

Arenda Dervin (1977?) provides a conceptual model of the individual
and his or nher information needse That model®s four basic components
are: citizensy information needsy sourcesy and solutionse Dervin®s
focus was on the urban environments and she chose to focus on citizen
roles" whicn represent several other "urban roles" (Neighborhood
residenty votery etce)e She notes that the urban resident faces a
formidable task in managing his or her information environments since
the individual needs to be exposed to an overwhelming diversity of
information in order to cope with problems in even a single time span
(Derviny 19775 207-8)e The individual needs both diverse and
selective informational inputsy the former to provide coverage of
one®s concerns and the latter to prevent information overloade

Dervin sees two requirements to information management,
appropriate sources and appropriate solutionse She then looks at
barriors between individuvals and sourcesy solutionsy institutions,
etce In summaryy the individual needs accessibilty (lack of barriors)
to information 4long five different dimensions: societal (the
necessary information must de available in the social system);
institutional (thc information sources must be both capable and
willing to deliver ithe needed info): physical (the individual mucst be
able to make physical contact with the necessary sources)s
psychological (the individual must be willing to see his needs as
Information needss to approach and obtain the info from appropriate
sources and to accept the pos.,ibility that his or her needs can be
resolved)s and intellectual (the individual must have the training and
ability to acquire and process the information needed)e

Across the various contexts and needss people can obtain

Ny,
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information enhancing their productivity through a variety of
communication networkse Though we could configure the communication
system in many wayss we think a useful distinction is .o follow the
traditional distinction between mass and interpersonal channels, with
subsaquent subdivisions for describing their structure and
organization.

The mass communication sys*em includes both the mdass media and
specialized medias The former are the subject of most researchs but
the latter are enormously successful and increasinygly important in a
complex and fragmented systeme wWe®ll discuss each of these.

The mass media In the United States serve to fulfill a variety of
people’s uses and gratifications (see Blumler and Katzy 1974, Blumlery
1979y Weaver and dudeenbaumy 1979 for examples of this literature)e.

We also can state media functions for the country as a whole (see
Jeffresy 19862679y for a discussion)e Howevery seldom if ever have
researchers sought to link news valuzs or other media content directly
to such explicitly economic functions as personal productivitye Most
of the literature on uses and gratifications Ffocuses on "consumer"
roles or personal gratifications not explicitly related to or
translated into economic behaviorse. Furthermores focusing on news
contenty media rely on institutional sources in their surveillance of
the economice political and social environment (Whitney et aley 1985)e
Thuss we read about unemployment statistics in the state and country
and watch TV reports about the stock market or a local factory
shutting its doorse But we see relatively little information about
how an individual can get or keep a jobe. This is changing somewhat as
cable TV focuses on consumer segments with information tailored more
closely to individual needss but this is closer to the situation found
with specialized mediays particularly magazinese

“pecialized media include the hundreds of commericaly targeted
magazines as well as the thousands of trade publications and
newsletter services which focus more closely on people®s individual
interests ani behaviorse Specialized media do provide an abundance of
information designed to improve people®s productivity in job
situationsy from entrepreneur—oriented magazines to stock-tip
newsletterse These media survive by successfully targeting their
audiencess andy as one librarian notedy if there®s a profitable niches
some publisher will fill it.

A recent trip to a downtown newsstand illustrates the range of
magazine titles available to the general publice More than any other
mediums mayazines are narrowly focused and targeted at audiences with
particular needs. Some general audience publications persist, such as
Life and Reader®s Digeste The letter also contains considerable
*personal gquidance” information on topics ranying from sex and nealth
to family relationse Some of this indirectly could affect on.’s
productivitye.

Second in general focus are the news magazzinesy, Times Newsweek and
UeSe News & World Reportes All contain the usudal range of public
affairs topics as well as business and special sectionse INn its mid-

Tt
-




' PAGE 9

September issue (1938)y Newsweeky for exampley had an article on
education-=-"3iving parents a choice." 1Its business section featured a
story on the Federal Reservey information immediately useful only to a
few business people. UeSs News has a section entitledy "News You Can
Uses™ which that same week included sections on travel abroads
diatetes and musical instruments for students. Most of this is aimed
at upper SES individuaise

Among the "self improvement™ magazines are representatives from
sportse which range from Runners World to Backpackere Most of the
spectator sports magazines tit into the "hobby" or "leisure interests"
categoriese Pegey pets magazinesy travel (Holiday-Travely, Islandsy all
aimed at the affluent)y entertainment (from 8illboard to Spin and
Variety)s hobbies~-computer magaziness photographys and craftse Some
of these may contain information aimed at people as "producers,”
chough it is scarcee For exampley Outdoor & Travel Photography
magazine (Septembery 1988) had an article entitledy "Sell What You
Shoots"™ and Crafts and Country Quilts contained stories about
producing particular products that can be solde Computer magazines
like Hyte and PC World do feature "producer" information that appeals
to those trying to keep up with technology for their offices as well
as hobbyists enthralled with computers or software as leisure-time
activitiese

Science magazines offer a different basis for their content than
the self-help magazinesy but some or their articles are quite similar
in how they may function to improve people’s productivitye Psychology
Today (Septembery 1988) included an article on stress at the office
(directed at white collar employees) and Popular Science featured two
sections with potentially useful "producer” informations Science
Newsfront and Flectronic Newsfront: these are likely to be most useful
to hobbyists but could do more in some situationse Omni offered an
article on the "science of gambling"™ as well as a piece on Classroom
€ar th Network—--education by satellite.

Recentlyy several magazines have emerged that stress self-help in
some mannere. For exampley Lifeline America features articles on drug
and pregnincy preventione treatment and recovery from druqg addictions
and improving relationships with otherse One magyazines Relationshipsy
features profilesy advise lists andy reports by professionals.

Another magazines New Agey is subtitled as a magazine for "human
potentialy” with articles on foode healthy religions business and
politicse In a recent issue (Septemhery 1988) one article described
an innovative chocoiate factorys a small enterprise that could serve
as a model to some entrepreneur or existing family businesse

Magazines directed at women as individuals (MSy Womans Glamourys
Essencey Savvy) or mothers (Childe Children magazines) also contain
sel f-help informatione For exampley Working Mother recently featured
this article: "Ten Ways a Baby Can Recharge Your Career.™ Some men®s
magazines (eegey GQ) now and then do similar things.

One group of magazines fits in a category we'd call lifestyle
because they focus on aspects of one's life as hobbies or leisure
Interestse Here are homes cooking and health magazines such as Homey
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House Beautifuly Gourmet, Weight Watchersy and American Health. Some
may contain information useful ¥ndirectly to people as "producerse"
Country Livingy for exampley fearures articles on home building and
architecture.

Last on our list is the category that on the surface clearly
contains candidates for "development communication.®™ These are the
business magazines that feature information relevant to ®"producers"
particularly those aimed at entrepreneurses The larger business
magazines such as Forbesy Fortune and Business Week are most likely
read in the immed:ate situation for "leisure entertainment®™ rather
than instrumental reasons to improve one®'s productivitye However,
some of the newer magyazines in this classy do aiwm at those with such
motivationse For examples in September (1988) Franchise & Business
Opportunities included its 1989 annual reporty "i,851 opportunities"®
to start one's own businesse Another magazinee Small Business,
included a list of "10 Tips for Your Start-Up,"™ and promotes itself as
a conveyor of ideas for entrepreneurse Business Agey which is
directed at small businessesy included a piece entitled "Improvinc
Personal Productivitye.® Some magazines aim at market segmentsy 2eQey
Woman's Enterprisee.

And one magazine borrows its name from the symbol of productivity,
Entrepreneure The Septembers 1988, issue included the following list
of enterprises: Comedy Clubsy small winertesy service industries, and
kiosks and cartse The range is from enterprises requiring a
considerable investment (wineries) to those needing relatively little
startup capital (carts)e An Opportunity Mart acts as a classified
section. Howevery some of the advertisements hype opportunities in
bold headlinesy eeJes "How Yo Get Rich Sooner Than You Thinks" and
most of the articles are "success stories" rather than balanced pieces
that alert potential entrepreneures to problems as well as
possibilitiese

Clearlys most of the specialized magazines are tuned to by
consumers with uses and gratificatlions that parallel those for othery
more general media (to pass the timey because one likes to learn more
about topic Ay because topic B is gratifying after a long day)e But
some of the publications are sufficiently narrow In focus to suggest
that they attract those most motivated to increase their productivitye.
Just as mnst people don®t go to a furniture store unless they're
thinking about buying furniture, most people would not buy a magazine
on "entrepreneurs® or "small businesses” unless they had a desire to
run thelr own business or thought such a possiblity might exist in
their future. It may be in such situations that "development"”
information is most likely to be Jiffused successfully.

Interpersonal communication is seldom configured as a system at
the level we are conceptualizing here (see Fishery 1978, and Millar
and Rogersy 19769 for a concoeptualization of interpersonel
communication as a system at the dyadic level). We are referring to
the face-to~-face encoding—and-decoding of messages in the American
contexte Clearly, it is more profitable to look at the structures
within which these communication processes take placee That leads us
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to the organizational and other contexts which tell us about the
likelihood for development Iinformation to emerge.

Barriers:

The American communicatlon system has one major feature
characteristic of all modern democraclies but particularly central in
this countrye That feature is "mobility® within the systeme. In
contrast to more traditional and centralized societiess emphasis is
placed on the individual and one's right to become involved in
communication channels. Thusy one can move in and out of
communication networks (mass or interpersonally arranged) as one’s
circumstances changee. Certainlys some people with more resources
(eedss money to purchase media--as an encoder or decoder) or good
listener) will have greater opportunitiese bute in all casesy the
individual has extensive mobllity to operate throughout the
communication system.

This mobility of the individual also can lead to isolationy
particularly among those with the fewest resources or the most
inadequate individual communication skills. 1In their explanation of
the knowledge gap phenomenony Tichenor and his colleagues (1970, 1980)
cite several explanatory factorsy two of which are important here.
Firsty lower SES individuals have poorer information-processinc
skillsy andy secondy the mass media system is "structured" to the
disadvantage of lower SES people because more public affairs
information iIs located in the print media than in broadcast medlay and
it is the latter on which lower SES individuals relye.

We believe that the Tichenor et ale premises about the mass media
system generally apply to the communication system as a whole. Simply
put, the chief barrier to maximizing the effeciency of the American
communication system Is the inherent disadvantage of those who need it
most for improving thelr own productivity. At the extremes are the
soclially isolated itenerants (bag ladies and other long-term homeless
people) who communicate with each other under bridges if they
communicate at alle Thelr communication and information-processing
skills are generally poorer at the outset and through isolation suffer
and atrophy to an even more inadequate level. Little communicatlion
research has been conducted among this groupe. Moving up to a larger
and more significant groupy we need to consider the hardcore
unemployedes Are they the least likely to read newspapers and
magazines? pDaspite circumstances that motivate one to seek a job or
public assistancey it Is an empirical question whether the same
circumstances motivate one to use mass or speclialized media or
particular interpersonal communication networks for help.

[N
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In generaly we would argyue that an even cursory evaluation of tne
mass media system supports the generalization that the mass media
system operates to the greatest henefit of those with the most
resources and the greatest communication skillse This is particularly
true for the news media--especially print mediae News values define
events or situation as news if they embody elements of conflicty
eminencey prominencey etce (see Jeffresy 1986: 105-11lly for a
discussion of this literature)e No where among the list do we find
values that would generate "information®™ and "news™ connecting the
most disadvantaged with opportunities for improving their
productivitye In facty the want ads are orobably the most valuable
content of development communicationy If we focus on newspaperse
Conventions of newsgathering also are unfavorable for goals stressingy
development communicatione For exampley journalists rely on "experts®
and institutional sources representing power or access to those with
power (Whitney et aly 1985)e Though information about unemployment or
the tnefficiency of a welfare department may emerge from such news-—
gathering patternsy little of the information will be helpful to
individuals in the audience needing the most helpe

The barriers we've described refer toc the general mass media,
which serve peoples needs as citizense voterses and consumers but not
as "producerse” Howevery specialized media do focus on such needsy
and here are magaizines and newsletterse In recent yearse weve seen a
tremendous growth in the business press and specialized wmagazinesoe As
noted abovey magazines are targeted at young entrepreneurs in a
variety of wayses and expensive newsletters or news services target
more well—-heeled audiences that use their news and information to
improve productivity (ory at leasty try to make money from the
advice)e Againe these are the media which are least likely to include
the most needy in their audiencese.

A second barrior is Individual motivatione There are several
dimensions to thise Firsty individuals vary in their motivation to be
productivey and to seek Information that would increase their
productivitye Certainlys not everyone finds their greatest
satisfaction or personal identificaiion in their "jobe™ but one®’s
personal productivity in modern industrial societies is embodied by
®the Jobe™ and an increasing percentage of people seek satisfaction in
the workplace (see Wilsone 1980y Zablocki and Kantere 19769 for more
on life styles and personal satisfaction)e Furthermores people are
®"gefined” by others in terms of their productive contributions to
societye Certainlys one®s role as a "producer” is not the only oney
but it has increased In importance in modern socletiesy where the
percentage of people working has grown as more and more women have
entered the workplacee Thuse the significance of "having a job"™ and
®"hbeing productive™ has growne One wijht argue that our communication
systeme particularly our mass communication subsystemy has Increased
its emphasis on "productivity®™ and economics in generale Howevery
despite Galbraith®s (1967) view that consumers in industrial society
have a never—ending funnel of needs stimulated by advertisingy some
people are "less motivated™ than others to be preductivee Certainly
this is a "truism” across soclieties and ideologiesy particularly from
the standpoint of officials and "authoritiese"
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Given one's circumstancesy individuals still differ in their
motivations to seek information which would--in their
view—-potentially improve their productivitys McClellend®s (1961)
"Ach®” (achlievement motivation factor) may be related to such an
informatior ~sevking motivationy but we do not have empirical evidence
of thate Furthermorey regardless of the motivatione how informed
about the system are Individuals? Thuse the unemployed stock broker
knows what networks are likely to be most successfuly and the employed
professional knows what information services are most usefule but what
does the unemployed auto worker know? What does the homemaker do who
has no Job experience? What does the dropout do when he or she
dislikes or cannot read newspapers and refers only to the comics and
sports sectinn? We're not talking about ®*intelligences™ though there
may be differences In people®s reading abilitiese We're talking about
current information—-seeking skills. which are the consequences of past
trainings Furthermorey how are people trained to seek Information
which would increase their productivity? Interpersonal communication
scholars have generated hundreds of studies on "communication
competences” which focuses on people®s ability to encode messages and
engage in communication in interpersonal contextse We know of no
efforts which extend the concept across contexts but within functions
such as "personal development/productivity.®

Several additional questions are raised? How does the
communication system relate to the "overall™ incentive system? And
does the commualcation system itself lay out the politicale economic
and other barriors to people®s increased productivity?

Hbhat®s Avajlable ip the Media?

Several newspapers were examined to construct an inventory of
content which on the surface woudl appear to offer the greatest
potential for Increasing people®s productivity in one of several wayse.
In other wordse what current content best represents newspapers
contributions to "development communication®? Newspapers examined
Included: the New York Timesy a representative of the "ellite®™ press;
the Wall Stre~* Journale also an elite paper but one targeting
audiences Interesled in business: the New York Poste which is targeted
at a moderat: a.d4 wmiddle Income audience rather than professionalss
USA Todaye » :1:Ui. il paper with features different from most dalliess
and the Clev:ia~: Plain Dealery a metropolitan daily aimed at general
audiencess T these major media we added several neighborhood and
community pap-.-5 In the Cleveland areas Including The Plain Pressy an
activist paper run by a community groupe the Old Brooklyn News,
operated by a non-profit community development corporations and two
commerical enterprisesy the Slavic Village Voice and Garfield Helghts
Leadere OQOur critical scrutiny is constructive rather than an
exhaustive content analysise

Most of the newspaper content represents efforts to meet people®s
needs for development information in the general contexte though there
also are examples of content In the job and personal contextse The
first three content cateqoriesy social linkagese institutional
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linkages and group I\nkages, represent the general contexte.

»Soclal Linkage"/Information 9n Social Problems--This content is
strongly represented in the medias and its function as development
communication is to help people form opinions on public issues that
indirectly affect one®s productivitye From USA Today comes a half-
page article on Radon gas and where to go for helpe And the New York
TYimes® front page features the 1988 presidential electiony while the
metro section reports on local ambulance and housing problemse All
papers reported on a fair housing bill that would prohibit
discrimination against families with children; this issue is the most
relevant for "developwment communicatione" In New Yorke the Post
reported on the problem with beggars and the Times reported on
problems in educationy particularly among teachers who feel left out
on policy decisionsy and tzosts measuring a school®s progress in the 3
R*s; one is a "producer®™ issue and the other a long-term productivity
mattere Our neighborhood newspaper provided the clearest effort of
focus ing on problems at a level immediately applicable to individualse
The Plain Press contalned a half-page Youth Guide that listed
locationsy datesy and phone numbers of programs to help youth--ranging
from reading clubs to camps and lunch programse And the Leader
described a program to collect food and clothing for the needys whose
®productivity” is preceded by urgent and immediate efforts to find
food and shelter for the nighte

"Institutional Linkage"/Ipformation on Institutions—Though
similar to Iinformation on soctal problemssy news about institutions is
somewhat differente. Its origins are found in the traditional
"watchdog function® of the wmedia to scrutinize public institutions so
that they®re accountable to the voters and the public in generale In
the short terse people not only form opinions that can lead to voting
but also may take steps to change policlies (contacting their public
representativesy mobilizing other citizensy etce) From the Plain
Dealery we have an example of a story reporting problems found by
state watchdogs examining state HMO®se Lemert and tarkin (1979) offer
a concept that is useful In analyzing the utility of the information
provided for the purposes statede They note that media are reluctant
to include "mobilizing informationes”™ those items which allow pcople to
organizey to influencey to pressure-—phone numberse namesy locatlions,
etce In the articles we surveyedy, little of this Information was
found in stories on either institutions or social problemsy limiting
fts utility for development communicatione

"Group Linkage™/Information on Relations Between
Sroups=~Information about relations between groups (defined in terms
of ascriptive factors—such as gendery ethnicitiy or race~—or in terms T
of achlevemente occupational droupse incomey or education)e From the
Plain Dealery we have a labor-management dispute emodied by a story on
striking United Auto Workers in Akrone The New York Times contained
stories on relationships between West Germans and German ethnics
migrating there from Eastern Europey as well as an article about
Hispanic emmigrants In a small Minnesota communitye USA Today
reported on relationships among Hispanics on its Inquiry page. A
neighborhood newspapery the Nld Brooklyn Newse described relationships
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between a new group of Russian immigrants and community groupse. And
the Siavic Village Voice told of a Polish Arts Festival and other
ethnic activities In the neighborhoode.

The next two represent content categories that seem to best serve
the general context as well as otherse The firste for exampley
certainly fulfills information needs in the general context but also
could match individuals with job situations or even personal
fwmprovement opportunitiese.

Advertising/Links to Jobse Opportupities--Display and classified
advertising Is commercial support for the paper but it also represents
a link between buyers and sellersy between traderse between someone
with a need and someone else with assistancee In addition to th2
classified ads for job openingse we have announcements by trades
people ("producers®) offering their servicesy personnelsy and real
estate adse Much of thlis would seem to be aimed at "consumers,” but,
the link also involves "producerse® All of the newspapers examined
contalin advertisinge and many classifieds involve "small® producers,
but most advertising links "small® consumers with "large®™ producerse
The New York Times included a "Teacher Openings® listing timed to
coincide with the opening of school. 0QOur neighborhood newspapery the
Plain Pressy included a Community Board with specific examples and
preclise information for improving productivity: nurses aide training,
computer skills enhancement coursese GED classese clerical training,
neighborhood activist groupse B8ib Brother/Big Sister groupss a summer
Jobs faire an employment programe and free job placement assistance at
the United Labor Agencye In essenceys the community paper presents
efforts of community, human resources and other assistance groups to
those who should need their services the most.

Leisure Suldes & Satisfaction——Information on entertainment (TV,
filmy theater) Is largely for personal ieisure decisionse Included
here are listings of eventse adse reviewsey gossipe etce The New York
Timese New York Post and Cleveland Plain Dealer contain theatre and
film directoriese The latter also had a story on two women fighting
sexism in Hollywoode a "producer®™ issue that also describes
relationships between groups. Most entertainment information is aimed
at people in their role as consumerse not producerse.

The following four categories represent newspaper content which
could serve development in the personal contexte.

Models of Experjence for the "Common Man/MNomap"/"Coping
Scenparias®——Considerable information In the media represents what
Journalists call "human interest.” From the Plain Dealer (Sept. lé, ettt
1988y pe 9)¢ we have an article on an elderly couple evicted from -
their house whiche 2fter Investigation by reportersy had failed to
claim dividend checks for yearse Models come in varitous forms and
their utility as development communication probably is greatest as
lessons of experience by and for the "common®™ or "uncommon®™ person.
Here we have "coping™ scenarios that may help people in evaluating
thelr own livesy by comparison or contraste Most of the papers
contained stories of a Vietnam veteran haunted by My Lai memories who
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died homeless after arguing over a bottle of vodkae A housing story
in the Times told of the problems faced by the closing of a welfare
hotely and the New York Post reported on the now destitute author of
the booke ®"The Graduate.®™ The content at the point of “consum:rion®
is likely te be viewed more for voyeurism and entertainment than as a
®learning experiences® Neverthelessy over time it may serve the
latter function.

Bebavioral Guides—Institutions themselves provide behavioral
guides that may prove useful as development communicatione For
exampley one issue of the Post (Auge 259 19889 pe 134 29) included
stories on the Catholic Church®s movie guide and a story about how
parents can rent dogs to sniff out thzic kids® drugse The latter
story is also an example of information on social problemse

Adyice Columpists for Personal Decisiop-Making——Newspapers today
contain a host of columnists that target major areas of pevple®s
livess At the most general level are the Ann Landers and Dear Abby
columnsy which advise ®"little" people on problems that affect people’s
lives directly and their productivity at least indirectlye Among the
more specialized columnists are those focusing on: computersy petsy
mediciney senior citizens problemse youths® problemse hobbistsy
leisure interestsy etce Examples Include the New York Post®s medical
column by Ore. Stuart Bergere

~ Life Sections and "Lifestyle Messages——The old "women®s pages®™ and
soclety news were _eplaced by less gender—specific life sections in
most major metro dailieses USA Today®s lifestyles section is a good
example and a recent issue contained articles on "our favorite body
parts® and the trend to physical fitness (Septe 149 1988y pe 1D) and
the difficulty of being a teenager todays as well as entertainment
storiess Some of these stories may provide self-help information that
indirectly relates to one®s productivity (eeges improving our heal thy
which affects job perfsrmance directly)e.

The follewing represents content serving people®s information
needs in the job contexte

Business Inforsation/"Producer Info"-—-Business sections of
newspapers have grown in recent years and stories about economics have
even moved to the ' -cnt pagee Much of the information In the business
sections is most u.2ful to moderately well-off individualse At least
indirectlyy the information has utility as development communicatione.
Stock market information may guide investmentsy just as personal
conversations with stock brokers maye Stories about business
decisions may act as models for one®s own small enterprise in the
short run or as fodder to consider for one®s own entreprereurial
future. Howevery most of the business information is not directly
applicable to most peoples who are not entrepreneurs but rather work
in larger organizations and institutions (whether private
business/industry or public offices/schools)e Where is the
information to help these people? What types of content would be wmost
useful-—not just in attracting attention but in actually improving
employees® productivity?

19
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Most of the New York Times® business section appealc<c to
financlersy stock brokers and business managemente An instructive
story on the 30th anniversary of the invention of the computer chip
was Interesting as an example of creativitye The New York Post
contained stories that come closest in their appeal to the less
wealthye One colum: focused on "small Iinvestorses™ and another story
described how ne+: technology was helaoing a small clothing manufacturer
who had grown from a small store front to a lzarge buildings this
latter story also represents a "model™ for other entrepreneurses
Though much of the content Iin the Wall Street Journal is aimed at
consumers (ee«gey an article on reduced air fares)y it is zlso an
excellent source of news about new technologies and efforts to develop
thems In the Septe l&th (1988) Issuey a new technology by a swmall
Massachusetts company to make flat color TV screens and computer
monitors is a clear example of thise.

We will report results of an exploratory study which involved
several survey items that examine the public®s perceptions of their
own productivitye.

A SURYEY ON PRODUCTIVITY

Some 344 adults were Interviewed by telephone iIn a survey
conducted in May-Juney 1988y in a large midwestrn citye The
Communication Research Center at Cleveland State University selected
residents age 18 and older through traditional random~digit dialing
techniquese The questions on productivity were included as part of a
larger survey on the quality of lifee.

Sources for Increasing Productivity——Respondents were asked the
following: "Regardless of whether or where we works each of us could
probably bhecome more productivey, more effiriente What do you think
would make you more productive?® This followed a question seeking
respondents® job or occupatione The auestion was deliberately broad
to allow for the diverse circumstances in which respondents find
themselvess As Table 1 notesy one of the most frequent responses was
a2 denial of the premise that any Increase was possibles Some 7.6% of
the respondents sald they were already working as hard as they
could-——"1I'm peddling as fast as I cane™ "] need a rest nows not more
worke™ "I couldn®t do any mores™ ™I already am efficiente™ and other
descriptionse

Other responses were categorized along several dimensions. First,
many of the responses represented claims for personal control or
responsibilitye These Included: more motivations enthusiasme or
energy (cited by 5.2%)s managing one®s time better and better
scheduling (cited by 4¢9%)y working harder or spending more time
(4.1%)» personal discipline or applying oneself better (4e1%),
changing one®s attitudes and being more contented or less critical of
work or coworkers (2.6%).

Second were responses which suggested external help with
individual initiative would increase one®s productivitye Leading the
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list here were the 15% who cited more oducation or more knowledge, as
well as better job skills (more technical) and better communication
skills (cited by 2%).,

Third were those who located control in the workplace and cited a
need for changes there for increased productivitye These included:
more money or Incentives at work (cited by 9.6%)y better leadership at
work (2+3%)y more helpy, peoples or assistants at work (2.3%), better
teconology or computers at work (2%)y a better defined job or a change
in the Job description at work (1%), finding a better johy getting
into the job market or finding regular work (7.0%)e.

Others cited economic circumstances o environmental concerns
(better transportations getting a care learning how to drivey 1e2%)
and some said their work performance would improve if they had more
outside interestsy, got out and "did more"™ or did mor:. “alunteer work
(4.9%) .

Sources 9of Help & Ipformatiop for Increasing Productivity-—As
noted earliery people can seek help from a variety of sources. Some
seek institutional helps some talk with friends or associa.es, some
consult bookses and some look inside themselves for motivation. In
many casesy cotdunication is a necessary conditione After the
questionr asking what would make respondents more productive, we asked
the following: *“Where would yau go for information or help on this?%

As Table 2 notesy many of the same items cited as means for
improving productivity appeared againe Thusy if people said they
needed more skills, they often cited education as the next stepe More
educations school counselors and coursework were cited by 16% of those
surveveds Those who cited workplace solutions aften identified bosses
or managers (11%) or peovle they work with (1%).

Media sources and books/libraries were cited by 25 respondents
(7«2%)e Other institutions were cited by a fifth of the samples
including 16% who said they would be more productive if they went back
to school or took courses somewheree. Employment servicesy local
hospitals and community centers and professional associations also
were clited.

More than 10% cited people at works including the bossy manager or
supervisore Family, personal friends and neighbors were cited by
3.5%. Professional help (therapys minister) was cited by 2% and
personal disclipline was cited by 4.4%e Some 3.5% rejected the
question and said they could not be helpede

Relationships between Soiutions & Help for Increasing
Productiyity—-—What is the relationship between the solutions for
increased productivity and sources of help or information? There is
positive correlation between citations of personal coentrol
(discipliney motivations, and seeking help from professionals (r=.l5,
p<e002) and a negative relationship with seeking help from other
institutions (r=—.18y p<e001)e As we would expecty there Is a
positive relationship between citations that external help would
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ifmprove one®s productivity (e<«dees more educatione traininyg) and
seeking help from other institutions (r=.6ly p<e00l); a negative
relationship is found with seeking help from one®s place of work
(r=-<cl4y p<e004)e And those who seek the solution to increased
productivity at work also located help in the same location
(r=e50¢p<e001)s Those who cited other bases for increasing their
productivity were more likely to cite the media (r=.15¢ p<e002) and
other people (r=«19y pP<e001) as sources of information or assistance.

Relationships with Demographic Variables--Sources of productivity
also are correlated with demographic factorse Citations of personal
control is positively correlated with occupational status (r=e.169
P<e001l)e Seeking help externally from other institutions was
negatively associated with age (r=-<30y p<e00l)y and locating the
source of increased productivity in the workplace was negatively
correlated with age (r=-=+21y p<e000) and positively correlated with
occupational status (r=¢20¢ p<e000) and level of education (r=e.l13,
p<.01 ) °

Both sources of productivity and where people would go for help or
Information were related to communication variablese Seeking
Information or help from other institutions was positively correlated
with the number of dally newspapers read (r=elly p<e05)y reading USA
Today (r=e<13y p<e0l)y reading the Wall Street Journal (r=.10y p<e05),
and to the overall readership score (r=e«lly v<e02)e Seeking
Information or help from the media themselves was .orrelated with
readership of weekly newspapers (r=e<l2y p<e05) and readership of a
business weekly (r=e¢l13y p<e007)e The frequency with which respondents
watch local TV news was negatively associated with seeking external
help from institutions (r=+10¢ p<e05) and locating the sourc of
increased productivity in the workplace (r==.09 p<e054); TV news
viewing also was negatively correlated with seeking help or
Information from other institutions (r=-¢12, p<e.0l)e.

SUMMARY

The concept of "development communication® has been applied in the
Third World for more than a decade but not applied in the American
context. In this paper we examined the concept and explored
conceptual issuesy then reviewed people®s needs for development
informations the communication system that delivers such information
and barriors that existe We noted that people®s needs for development
Information may occur in the general contexty the personal context and
the job context. Several newspapers were examined to construct an
inventory of content which could fulfill development functions; this
analysis produced several categories: social linkage/information on
social problemsy institutional linkagee group linkages coping
scenarios/models of experience for the common man/womane
advertising/links to jobs and opportunitiese behavioral guides,
leisure guides and satisfactiony producer information/business
informationy advice columnists for personal decision-makinge and life
sections and "lifestyle messaqgese®™ Most of these content categories
fulfill developmental functions in the general contexte.
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This critical analysis was followed by the results of a survey
tapping public percept ions of productivitye Conducted in a midwestern
metropolitan areay the survey tapped people®s perceptions of what
would make them more productivey where they would go for help and
Information to achieve thise whether they had considered starting
their own enterprise and whye People®'s perceptions of what would
increasze their own productivity were categorized into several
categories: personal controle where control was located within
cneself (e.ges citations of motivatione personal discipline by 28.5%)3
external help with individual initiative (eeger more educations better
Job and communication skillsy cited by 17.5%)y external control in the
workplacey where changes in peopley rewards or the situation were
cited (24%): and others (6%)e. Where people would go for help or
information to become more productive included: other institutions
(eeges educationy 20%); the workplace (eeges one®s boss or coworkerss
10%)3 media (mass medias books and librariese 7%)s other people (eegeo
familye friends and neighborsey 3e5%)% professional help (therapy and
ministersy 2%)3 personal discipline (4+4%) and rejection of any
potential increase (3.5%)s Bivariate relationships with demographic
factors and mass communication variables also were discussede
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TABLE 1

PERSONAL PRODUCTIVITY

Wbhat Would Make You More Productive?

Personal Control:
I am prOdUCtive’ at maximum NOWeeeeceoocecee 26 ( 7.62)
Mot ivationy enthusiasme more energyeececee 18 ( S5¢2%)
Managing my time bettery better

schedulingy stop scattering effortseee 17 ( 4.9%)
Working hardery spending more timeeceeceee 14 ( 401%)
Personal discipliney applying myselfeeee 14 ( 4a1%)

Changing attitudey being more contented
and less critical of worke coworkersee 9 ( 2e6%)

External Help with Individual Initiative:
More education' more knowledQEOo.oo.oooo 52 (15.12)
Bet ter jOb Skills (more teChnical)o.o.oo 5 ( 1.52)
Better Communication Skills.o.oooooooooo 3 ( .9%)

External Control in Workplace:

More moneyye incentives at Workeeceeecosoceeeo 33 ( QObZ)
Better leaderShip At Workeevecccoccccoee 8 ( 203%)
More helps peopley assistants at workeee g8 ( 23%)
Technologys better computer at workeeeeo 6 (1.7%)
Better defined or change in job

deScription At Workeeecoceecocsceoccsccese 3 ( «9%)

Finding a better jobse getting into job
market' reqular WOlrKe ececoocccevccccncs 24 ( 7.02)

Nther:
Better transportations get cary learn
how to driveoooooooo.oooooooooo.ooo.o 4 ( loZ%)
Do more volunteer works get out and do
MOore ey more OutSide interestsSeececcecccee 1?7 ( 4.92)
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TABLE 2

WHERE PEQPLE WIULD GO FOR HELP/INFORMATION

Where you would go for information
or help to become more productive:

Mass Mediaoo.oo.0............@‘;;\.‘.\000ooo
LibrariQSQ bOOkS.oooooo.oooooog.oooooooo

Other Institutions: .
More educatione collegey school
CounselorS' tﬂke COUlSPSecccoecocscscssscos
Employment servicess apply for jobSeeceee
Local hospitaly rece. centery sre centere.
Professional associationSeececcccccccccece

Work/Job:
See bosse managery supervisory
administratoreecececcecccccccccccecsaccee
People WOrk witheeecoceoveceocccocccccccccee

Other People:
Family membErS' PArentSecccecccccecccccsce
Friends..............oooooooono.oooooooo

Neiqhbors............................ LR X J

Professional Help:
Therapv....ooooooooooooooooooo.oooo.o..o

Hiniﬁter' pastor' ChurCh grouUpPpSecececccece

Other:
niSCiplin‘." put own mind t0o itececsvecece
M"iil' brOChUTESoooooooooooooooooooooooo‘
Can't be helpedy rejects questioneecececces

o v & o

Sr0C

15
1
12

( 2.0%)
( 5.2%)

(l6e3%)
( 1.7%)
( 1.7%)
( 1lo2%)

(10.8%)
( «9%)

1.7%)
1e5%)
«3%)

X W

( «6%)
( 1.2%)

( 4.4%)
( «3%)
( 3.5%)




