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ABSTRACT

The effects of selective newspaper reading have not been
recognized in the assessment of newspaper audiences. When present,
these effects result in inaccurate statements about audience size
and inappropriate conclusions about audience characteristics if
conventional assessment procedures are used. Decisions based on
erroneous notions of audience size and audience characteristics
can result in the inefficient use of a medium and the consequent
waste of advertising dollars. The purpose of this study was to
determine whether or not newspaper readers systematically select
information from the daily newspaper and,in addition, to investi-
gate the influence of a reader's predispositions in the selection

process.

A theoretical framework based on studies in perceptual
psychology and memory responses was developed and subsequently
applied to newsbaper reading. Evidence from the communications

research supported the theory.

Reading profiles were collected from a sample of newspaper

readers along with a bank of personal attribute information. These

1ii
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data were analyzed to ascertain the presence of selective reading

patterns and the influence of the predispositions in the selection

process.

Clear evidence of selective patterns in newspaper reading
was found along with supporting evidence for the causal role of
~ the predispositions in the operation of the selective processes.
fechniques fof incorporating the presence of selective effects
into newspaper audience assessment procedures were developed along

with suggestions for further research in the area.
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CHAPTER I
INTRODUCTION

The primary purpose of this study is to determine whether
or not newspaper readers demonstrate systematic choice'and avoid-
ance patterns in their selection of information from the daily
neﬁspaper. A secondary objective is to assess the role of a

reader's predispositions in influencing the selection process.

The past research on the selective mental processes suggests
that newspaper readers should demonstrate selective patterns in
their reading and, further, that the selection process should be
related to their predispositions. If patterns of selectivity are
presenf in newspaper reading, then different reader groupings are
being formed on the basis of information selection within the
newspaper. These different reader groupings constitute intra-news-
paper audience segments for different kinds of information. There
will be over;apping readership among these segments and the
procedu;e for newspaper audience assessment must account for them.
Currer: measurement procedures, by ignoring such segments, result
in inaccurate statements about audience size and inappropriate

conclusions about audience composition. The findings from this

1



study, in establishing the presence of selective reading in the
newspaper and in providing better methods for evaluating daily
newspaper audiences, should result in a more effective use of

the medium.

The Selective Processes

The background theory for this study is drawn from the
research on the selective mental processes; These processes
- selective exposure, selective retention, and selective recall -
have often Been found to be important determining factors in the
formation of communications aud:l.ences.1 The research to date has
argued that predispositions play a major role in screeniﬁg
information consumed by individuals. The direction of this
research seems potentially rich for students of marketing on the
assumption that promotional effectiveness can be enhanced by
directing meésages to the appropriate audiences.2 There is,
however, a minimum of related theory and empirical evidence developed
in the marketing literature, particularly with respect to daily

newspapers.

1D. Sears and J. Freedman, "Selective Exposure to Information:
A Critical Review," The Public Opinion Quarterly, XXXI (1967), pp.
194-213 .

2D. Lucas and S. Britt, Measuring Advertising Effectivess
(New York: McGraw-Hill Book Company, inc., 1963), PP-. 284-288.




This study attempts to contribute to this limited field of
information by testing the hypothesis that newspaper readers
demonstrate systematic patterns of choice and avoidance in their
consumption of newspaper information. The portion of the theory
sgpporting this hypothesis is drawn from the research on percep-
tual psychology and memory responses. The theoretical development
. in this area consists of three phases relgting to the intake,
storage, and recall of information. These phases approximately
correspond to the ideas of selective exposure, selective retentionm,
‘and selective recall. This study integrates the relevant theoreti-.
cal constfucts and applies the resulting model to newspaper reading.
An empirical analysis of observed reading patterms is conducted
through a goodness-of-fit methodology to test the selective reading

hypothesis.

Secondary hypotheses concerning the influence of the
predispositions on information consumption are supported from a
broad range of research findings in the communications literature.
This research casts the predispositions in the role of causal
influences on the acceptance or rejection of information in each
of the selective phases. Positive predispositions are argued to
support positive selectivity or acceptance of information and
negative predispositions are argued to cause negative selectivity

or rejection of information. Refinements to the basic idea allow



for predispositions of various strengths and for varying degrees
of alignment between the predispositions and the information

under consideration. Multidimensional linear models are formulated
to express the relationships between the predispositions and
selectivity., The coefficients in these models are tested for
significance to verify the influence of the predispositions on

seledtive information consumption.

The Concept of Selectivity

Selectivity is an intervening variable that influences the
acceptance or rejection of inkormation in communications behavior.
It is not an observable phenomenon. Its existence must be inferred
from behavioral patterns. The literature concludes that audiences
for most communications over-represent persons having favorable
predispositions towards the information being presented but under-
represent persons having unfavorable predispositions. The degree
of over-representation or under-representation of different
audience segments is one of the behavioral manifestations of

selectivity.

Operationally, a newspaper reader in this study is deemed a
selective reader if his observed reading pattern significantly
departs from a random reading model. The test of departure is made

on a goodness-of-fit basis. The mathematical appendix at the end



of this chapter details a simplified example of the testing

procedure. The essential steps in the process are as follows:

(1) Analyze the newspaper contents

(a) Define a unit of newspaper content as one-
quarter of a newspaper page.

(b) Differentiate among content units according
to the type of information contained in the
quarter page.

(c) Aggregate the content units containing
similar types of information into content
sections to establish the possible reading
pattern.

(2) Analyze the observed reading pattern

(a) Determine which quarter pages of the newspaper
a respondent looked at and which quarter pages
he did not look at.

(b) Assign the "looked-at" quarter pages to the
appropriate content sections and aggregate
them to yield a section-by-section reading
profile for each respondent.

(3) Determine the random reading model
(a) Weight the content proportions present in the
possible reading distribution by the level of
the respondent's actual reading to yield the
expected random reading pattern.

(4) Test the departure of the observed reading pattern
from the random reading model

(a) Apply the Chi-square goodness-of-fit test and
deem the reader selective if his x“ value
falls in the critical region, otherwise deem
him nonselective.
This procedure provides a method for the respondent-by-respondent

classification of the sample members as selective readers or

- nonselective readers. The theoretical position is that the



unobservable selective processes are responsible for the nonrandom
patterns observed in newspaper reading. The procedure can clearly
be related to the null hypothesis in operational terms and thereby

provides a statistical evaluation of selectivity.

The Importance of Audience Assessment

The justification for this investigation lies in the need
to modify newspaper audience assessment procedures if newspaper
readership is selective. The following paragraphs detail the
current procedures for assessing newspaper audiences and point to
severe limitations in the measurement process under conditions of

selective reading.

Current Newspaper Audience Assessment Procedures. The basic

measures used in newspaper audience assessment are duplicated
audience or reach, unduplicated audience or net reach, and average
frequency of exposure. The measures as currently determined are
calcul#ted for the newspaper as a whole and are based on all
readers who look at any part of the newspaper. Reach is usually
interpreted as the newspaper audience on an issue-by-issue basis
with no concern given to readership or preceding or succeeding
issues. However, reach is sometimes aggregated across issues. For
a single issue, reach is the total of all persons who saw any part
of the newspaper. Over a number of issues, reach is the aggregate

~of all persons who saw any part of the newspaper counted once for



every issue they saw. Net reach or unduplicated audience simply
nets out the audience overlap over time. It is a measure of all
persons who saw any part of the newspaper over the number éf
issues in question but counted once and only once regardless of
how many issues they saw. The average frequency of exposure is
the average number of times that a reader is exposed to part of

the newspaper over the number of issues involved.

Clearly, these measures do not represent the actual audience
for any specific part of the newspaper. They represent a conceptual
audience that is composed of the readers of any ome part of the
newspaper projected as the readers of all other parts. If newspaper
readership is selective, then readers of one part cannot be consid-
ered as readers of all other parts and the conceptual audience
becomes an imaginary audience. Calculations on the size and

composition of this imaginary audience are of dubious value.

Table 1-1 shows an example of such data taken from a recent
series of newspaper studies. There is no attempt to identify the
audience measures with any particular parts of the newspaper. Such
measures are of severely limited usefulness under conditions of
selective newspaper reading. Steps must be taken to relate the
audience measures to the selective reading patterns in the
newspaper if the measures are to retain any importance in the

newspaper evaluation procedure.
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Terminology

Identifying words devoid of theoretical implication has been
a difficult task. Many terms normally used in discussing communi-
cations must be reserved for specific theoretical reference. The
following discussion attempts to clarify the wording used in this

paper.

""Consumd’ and "consumption" are used specifically to relate
to the intake and processing of information. The only other word
that could express this idea is "assimilation" and that word is

reserved for a specific theoretical comstruct.

Several factors are discussed as influence on the newspaper
reading process. These include a wide range of personal attributes
and characteristics. The word "predispositions” is used in a

collective sense to subsume this divergeﬁt group of factors.

Continual reference is made to newspaper readers and news-
paper reading. A limited interpretation of the word "reading"
is intended in this study. All measurements with respect to
reading are simple aided recognition measurements. No analysis of
depth in reading or of the level of substantive recall has been

made. Recognition is the only criterion for reading.



10

Extensive reference is also made to a "content classification
scheme" and a "content analysis procedure".1 The "content classifi-
cation scheme" is an exhaustive listing of the different types of
information in the newspaper. There are two principal divisions in
the “content classification scheme": advertising content and
nonadvertising content. Advertising content is defined as material
-which has an identifiable sponsor paying for the newspaper space
containing an appeal, message, or information about a product,
service, or institution. All other materials are classified as
nonadvertising. The nonadvertising content contains such materials

as news reports, feature items, and editorials.

Each of the p?incipal clagsifications is in turn broken down
into several secondary classifications. The advertising classifi-
cation is made up of such topics as cigarette and automobile
advertisements. The nonadvertising material is made up of such
classifications as business and finance, and sports. Each secondary

classification is referred to as a "content section."

The "content analysis procedure" refers to the process of a

detailed analytical reading of each piece of newspaper information

1B. Berelson, Content Analysis in Communications Research
(Glencoe: The Free Press, 1952).




11

and, on the basis of that reading, allocating that piece of
information to one of the cells or sections of the "content

clagssification scheme.”

Setting for the Study

The data used in this study were generated as part of a
research project carried out by the London Free Press Printing
Company in conjunction with the Canadian Daily Newspaper
Publishers' Association. At the time work was begun on this
study the C.D.N.P.A. had establiéhed a relationship with ORC
International Limited and a pilot project had been run in Hamilton,
Ontario. Its purpose was to test a proposed research methodology,
and since the results proved satisfactory, the research technique
had been adopted. The field work phase of the first full-scale

project, involving the Kitchener-Waterloo Record, had been

completed and the data analysis had begun. In London, the sample
design ‘and research format had been set and sample recruiting was

in progress.

Scope and Limitations of the Study

This study is limited to a single communications medium: the
daily newspaper. Furthermore, the daily newspaper under considera-
tion is the only daily newspaper in the medium-sized, southwestern

Ontario city in which it is published. Generalizations from this
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- study to other newspapers, or to other communications media, or to
other cities, or to multiple newspaper situations will involve
uncertainties that are in proportion to the dissimilarities from
the situation studied here. However, the theoretical base does
support a fair degree of transferability in the concepts. The
theory is not tightly tied to the newspaper under study or even

to the newspaper as a specific communications medium.

The operatidnal definitions used in this study impose a very
strict meaning of the findings. The nature of selectivity, the
character of the predispositional variables, and the substance of
the content classif;cation sections are among the factors that are

precisely defined.

Many of the empirical results in this study are reported in
terms of particular subsamples of the overall sample. Projection
of the results back to the parent population must consider that —

(1) The overall sample, while tightly controlled to

maintain representativeness, is not strictly
probabilistic;

(2) The subsamples used in several of the empirical

tests are purposely chosen on the basis of

readership criteria necessary to test the
selective reading hypotheses.,

As a result of this situation, the inferential procedures are not
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strictly scientificl and the researcher is dependent on robustness

in the testihg procedures,

Finally, the findings are based on a cross-sectional
view of the data. This is a satisfactory way of assessing the
static character of selectivity but it does not answer any
questions concerning the dynamics of the phenomenon. Stability
in selective reading patterns is required to make the information
uéeful for media decisions. The theoretical base suggests reason-
able stability over time but this judgment is not proven by the

study.

Organization of the Dissertation

The dissertation consists of eight chapters including this
introduction. Each chapter opens with a statement of purpose and

is subsequently divided into major topic areas.

The objective of Chapter II is to develop a theoretical
framework to explain the operation of the selective processes and
to relate the empirical evidence concerning the processes to the

framework. The research from the areas of perceptual psychology

1R. Wonnacott and T. Wonnacott, Introductory Statistics

(New York: John Wiley and Sons, Inc., 1969), pp. 3-7.
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and memory responses provides the base for the theoretical analysis.
The resulting framework is presented in terms of three distinct
functions related to the intake, storage, and recall of information.
The empirical evidence from the communications literature is
reviewed and found to support the idea of selective processes
although the separate funétions cannot be identified within the
findings. A concluding statement concerning the opportunity for

research potential in the newspaper is provided.

Chapter III applies the general model developed in Chapter II
ﬁo newspaper reading. The input, storage, and recall activities
introduced in the general theor& are considered with respect to
the specific sensor& systems involved in newspaper reading as well
as with respect to the specific stimuli and predispositions at
work. The first section of the chapter focuses on the question of
the existence of selectivity in reading and concludes with a
 statement of the principal hypothesis concerning selective reading
patterﬁs. The second section focuses on the factors influencing
selective reading and delineates the predispositions under consid-
eration. This section concludes with a statement of the secondary

research hypotheses.

The details of the research methodology are set out in
Chapter IV. The first section of the chapter discusses the research
instrument design and considers the measurement concept, the data

collection strategy, and the questionnaire development. The second
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section discusses the sampling plan and the recruitment procedures

and reports the final composition of the sample.

Chapter V deals with the problems of data reduction. A
detailed discussion of the content analysis and content classifica-
tion procedures is followed by an overview of the generation of

the dependent and independent variables for the secondary analysis.

Chapter VI outlines the analytical methods. It includes
details of the selectivity testing procedures along with some sample
calculations and a discussion of the significance of the selective
reader classification. The sample subsets usable in the secondary
regression analyses are identified and the regression modeling

procedures are reviewed.

A statement of the test results and some comments on their
- interpretation are found in Chapter VII. It reports both on reading
selectivity and on the linear models linking selectivity and the

predispositions.

The final chapter summarizes and examines the practical
implications of the findings. Consideration is given to possible

directions for further research.



THE MATHEMATICAL APPENDIX TO CHAPTER I

Assume a hypothetical newspaper has the following

distribution of contents over a finite time period:

(1) 50 units of content type 1
(2) 30 units of content type 2
(3) 20 units of content type 3.

This assumption provides a simplified data base similar to that

developed in this study. The assumption requires that —

(1) A unit of content can be defined. Im this study
a surface area measure was used for a unit of
content. One-quarter of a newspaper page was
equal to one unit of content.

(2) Different content types can be delineated from
one another. The first step in this process
was the preparation of an exhaustive 1list of
different types of information that appeared in
the newspaper. This listing was called a content
clagsification scheme. Content analysis was then
performed on each content unit of the newspaper
and, where appropriate, the content units were
allocated to the cells of the content classifica-
tion scheme. Each such cell was referred to as
a content section. ’

(3) A computational procedure can be developed for
aggregating different content types into the
content classification scheme over time. This
problem was handled by numerically coding the
content analysis results and designing a computer
program to aggregate the content analyzed quarter
pages into the appropriate sections of the content
clagsification scheme.

16
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Assume that over the time period in question a reader looks
at the following material from the hypothetical newspaper:
(1) 45 units of content type 1

(2) 10 units of content type 2
(3) 5 units of content type 3.

This assumption requires the following operational steps:

(1) The development of a method for assessing which
quarter pages a reader looks at and which quarter
pages he does not look at in any given time
period. In the study, this step was accomplished
through a series of aided recall questionnaires.

(2) The development of a means of aggregating those

" quarter pages which are looked at into the
appropriate sections of the content classifica-
tion scheme, This step was accomplished by a
digitizing and programming operation similar to

that used in aggregating the content analyzed
quarter pages.

The detailed explanations concerning the required assumptions
are found in the research methodology and data reduction sections

of the study.

Under the above assumptions, the concept of selectivity can
be demonstrated without encountering the complex operational
problems involved in establishing the real data base. The informa-
tion on the contents of the hypothetical newspaper and on the
proportions of those contents looked at by the reader allows the
construction of Table 1-2. From the data in Table 1-2, the
question of selectivity in readership can be approached. Has the

reader demonstrated systematic choice and avoidance patterns in his



Table 1-2

Possible And Observed Reading In The Hypothetical
Newspaper :

Possible Reading Observed Reading

(maximum possible (measured amount
units of content of reading by

available for respondent from
reading) . available contents)
Section 1
(units of content
from content type 1) 50 45
Section 2 30 10
Section 3 . 20 5

Totals 100 60

18
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newspaper reading? The criterion used in answering this question
relates to the degree of departure of the observed reading pattern
from the pattern that might be expected if the reader were to

read in a simple random fashion.

Probability theory dictates that the expected random reading
distribution must reflect the content proportions present in the
possible reading distribution. In this eiamﬁle, any expected
random reading pattern must then have 50% of the reading occurring
in Section 1, 30% occurring in Section 2, and 20% occurring in
Section 3. Therefore, for the 60 content units looked at by the
reader, the expected random reading distribution must be:

(1) 30 units of content type 1

(2) 18 units of content type 2

(3) 12 units of content type 3.

Adding the expected reading information to the data in Table 1-2
yields Table 1-3.

The data in Table 1-3 are in a form ;ppropriate to a goodness
-of-fit test. The larger the deviations of the observed reading
pattern from the expected reading pattern, the larger the x2 value
and the more likely the observed reading pattern is a selective
reading pattern. This procedure can be stated in terms of a null
hypothesis concerning selectivity and an appropriate critical

region specified for the Chi-square distribution. The calculated



Table 1-3

Possible, Observed And Expected Reading In
The -Hypothesized Newspaper

Possible Observed Expected

Reading Reading Reading
Section 1 50 45 30
Section 2 30 10 18
Section 3 20 ' 5 : 12

Totals 100 - 60 60

20
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xz result can then be tested against the critical region for
significance. These steps provide for a statistical evaluation

of selectivity as demonstrated in Table 1-4.
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CHAPTER II
THE NATURE OF THE SELECTIVE PROCESSES

In order to provide some background documentation on the
selective pfocesses, this chapter examines the gener#l theory
available in the areas of perceptual psychology and memory
responses.’ A theoretical anaiysis relating to the input, storage
and output of information is organized around ; model ofvinforma-
tion'consumption.‘ The eﬁpirical evidence concerning the selective
processes is shown to support the existence of selective effects.
The general theory developed in the chapfer forms the basis for

the specific newspaper analysis in chapter three.

A Theoretical Framework for the.Selective Processes‘

Fiéufe 2-1 delineateé,the_requireﬁents of a model for explain-
ing fhe seleétive processes. It shows a group of information
squrcés to whicﬁ ah in&ividual may be exposed. It illustrates that
all information sources do not gain exposure to an individual and
that information recall may differ from information exposuré. The
theoretical analysis must account for the lack of exposure to some
information sources and must explain the variation between

information exposure and information recall. Simce the only active

23
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component in Figure 2-1 is the individual, the theoretical
development focuses on him in order to provide an explanation for

the selective processes.

Selective Forces. There is a long history of evolution
from one school of thought to another in matters concerning the
workings of the hﬁman mind. .Rapaport differentiates between these
schdols on an active/passive dimensic;n.1 The old school is
characterized és representing mental processes as passive and
purely reﬁctive to the environment; the new séhool as recognizing

that the human mind is capable of autonomous activity:

"Classical association psychology stated its laws of
memory and thinking in terms of the relative strength

of associations derived from the frequency of contiguous
occurrences and the degree of similarity of the assoc-
.1ated elements. It was early recognized that the
frequency-principle was insufficient, that the meaning

of similarity was vague and that its degrees were lacking
objective criteria. ... The association theory was
destined to failure as it lacked a concept of 'psychic
force' on the basis of which a theory of psychic dynamics
could be developed. ... 'Emotions' and 'feelings' were
-assigned the role of such a selective force only recently,
and with partial success; for in regard to both memory
and the emotions, a theory based on the dynamics of
forces is still in an early stage of development."”

1D Rapaport, Emotions and Memory (2nd ed.; The Menninger
Clinic Monograph .Series No. 2; New York: International University
Press, Inc., 1959), pp. 111-112,

2Rapaport, pp. 113-114.
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The position of the new school is essentially that the facts
as perceived by us are not neceséarily the facts as they exist.
Our perceptions follow the laws of our minds. Mental processes are
influenced by actiée, organizing forces. These forces are respon-
sible for the self-autonomy of the human mind and they actively
influence the intake, storage, and recall of.information. Since
the words "emotions" and "feeliﬁgs", once appropriate to describe
these fprces, no longef denote any specifié psychological referent,

the term "selective forces” now seems more fitting.l

Many authors have used different words to identify the factors
that Rapaport is concerned with in discussing the "selective forces".
Among the terms he considers consigtent with his intent are '"needs,
quasi-needs;-instincts,'drives, feelings, moods,Atemperaments,

attitudes, interests, intentions, and preferences."2

The operatioﬁ of the selective forces in fmformation consump-
tion is a complex process involving firstly, the momentary interaction
‘of information, selective forces, and memory to produce an
interpretation of information and secondly, the acceptance or
rejection of information into memory séorage. Rapaport, in

translating Mueller-Freienfels, says:

-1Rapaport, pp. 114-122,

2Rapaport, p. 6.
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"In point of fact, it is the [selective forces]
which shape the constitution of our thinking.

These [forces] act like a magnet which selects

the iron pieces from a heap of dust. The [forces],
«+s existing in the consciousness like an under-
current, draw into their realm everything they can
use. The fate of what is attracted is dependent
on many things, ..."l

The Role of Selective Forces in the Input Process. The

8elective forces are active, cohditioning pressures influencing
the choice of information. The term "choice" is of particular
interest in this section. What is implied by suggesting that one
plece of information is ;hosen from among others? How does the

choice mechanism work?

There are at least two important dimensions to the choice
pfocess. The first dimension is a ﬁatter of physical awareness:
the awareness that something exists in the sensory field. No
- interpretation of information is implied; there is simply a "rec-
ognition" that the stimulus is present. Moreover, its presence
in thé sensory field does not guarantee recognition. A malfunction
in the sensory system may render certain'stimuli outside the reach
of sensory recognition. Some stimuli are too "small" to overcome
the threshold level of the sensory function. Others may be
recognized under one set of envirommental circumstances but not
under another. They may instead be interpreted as "noise" by the

sensory system.

1liapaport, p. 115.
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- The second dimension of the choice mechanism deals with the
"registration" of stimulus content: the interpretation of informa-
tion in relation to all things psychologically relevant to the
individual at the time of recognition. Registration, although a
mental process, is not necessarily a comscious process.l In
practice, the recognition/registration dimensions are simultaneous
‘and inseparable. The term "apperception" is used to refer to the

combination of these two processes.

Considerable evidence supports the role of the selective
forces in apperception. Gordon argues that apperception is not
merely a photographic process.2 He says that information is trans-
formed according to the subject's interests. Bartlett's selective
apperception theory states that there are two factors in the process:

1. That of the sensory pattern, which provides a
physiological basis for perceiving; and

2. That of another factor which constructs the
sensory pattern into something having a signi-
ficance which goes beyond its immediate sensory
character. The latter appears to be a specifi-
cally psychological function in the total
perceptual response, ...

1Rapaport, p. S.

2K. Gordon, "Memory Viewed as Imagination,”" Journal of
General Psychology, XVII (1937), pp. 113-124,

3F. Bartlett, Remembering, A Study in Experimental and
Social Psychology (Cambridge: University Press, 1932), p. 188.
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" Note the similarity between Bartlett's two faétors and the proposed
recognitioﬁ/registration processes. The psychological function that
Bartlett mentions could well be called the "selective forces".
Rapaport adheres to Szymanski's position concerniné apberception
and the selective forces.1 They argue that high frequency of
experience is not sufficient to gain knowledge of an object. A
driving or motivating force is needeq. Conversely, an event may
affect a person but once, and great knowledge may still be gained

if the event is associated with driving forces in the individual.
. L

Other authors have proposed similar hypotheses but have
described the processés in different ﬁerms. Berelson and Steiner
define perception as a complex process used by people to select,
organize, and interpret sensory stimulation into a'meaningful and
coherent picture of the world.2 They describe the process as a
mental actiyity that is usﬁally unconscious. Berelson and Stéiner
include both recognition and registration in'their definitions of
perception. Dember says there are a variety of cognitiv; variables
that influence the nature of perception. He suggests they include
such things as set, attitude, expectancy, and tuning. In referring
to perception, he is concerned with the process earlier referred to

as "registration":

lRapaport, p. 123,

2B. Berelson and G. Steiner (eds.), Human Behavior: An
Inventory of Scientific Findings (New York: Harcourt, Brace and
World, Imc., 1964), p. 88.
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"...stimulation does not fall on a passive receiver.

The individual, on the contrary, is 'prepared’

implicitly or explicitly, for certain kinds of

input; the input is actively dealt with on the

basis of this preparation. The fate of amy input

is at least partly dependent on the nature of the

preparation."l

In summary, the selective forces operate in a systematic,
diécriminating fashion to provide a screening and interpretation
of material that is recognized in the sensory field. The process
is not simply one in which the subject recognizes the presence or
absence of a stimulus but one in which he actively sorts out and
classifies the information reaching him. It is a selective
process involving the screening-in and screening-out of relevant

and irrelevant materials. The screening process may be conscious

and purposeful or it may be unconscious.

Two final issues remain in accounting for the workings of the
selective forces in information input: firstly, the differential
roles of force magnitude and force direction, and secondly, the
effects of alignment variations between forces and stimuli. These
factors determine which information is accepted into memory storage
and which is rejected as well as the degree of discrimination in

the process.

lW. Dember, The Psychology of Perception (Mew York: Holt,
Rinehart and Winston, 1960), pp. 271-272.
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In a selective force, such as an attitude, "magnitude"
refers to the strength of the attitude or the degree of conviction,
and "direction" to the favorable or unfavorable leaning towards
the object under consideration. The research argues that an
individual chooses material congruent with the positive forces.
It also argues that the degree of discrimination in the choice
‘process is correlated with the étrength of the force. The
ﬁearer'a person is to having a closed mind on an issue the more
inclined he is to accept only that information which reinforces
his position. Therefore; the direction and magnitude of a force
affects whether or not a particular. piece of information is

chosen and the degree of latitude inthe choice process.

Much information apperceived by an individual partially
opposes his position. The theory of assimilation and contrast
is relevant in considering the degree of alignment between the
selective forces and information. The theory states that a
stimulus similar to the selective forces tends to be assimilated
and its similarity to the forces exaggerated. Conversely, a
stimulus differing from the selective forces temds to be contrasted
and its dissimilarity from the forces exaggerated. Thus, the
former results in interpreting the stimulus as closer to the
person's position than it actually is; the latter often results in

the réjection of information.
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The assimilation and contrast effects depend on the force's
magnitude. For any given degree of force/stimulus alignment,
stronger forces result in more assimilation or contrast depending
on the direction of the force in relation to the stimﬁlus. The
effects similarly vary with the degree of alignment given any force
level. The integration of the selective force concept and the
assimilation and contrast theory provides for accommodating all

types of information in apperception.

The Role of Selective Forces in the Retention Period. The

events that occur between apperception and recall constitute the
essential riddle of memory. Are retained materials altered under
the influence of the selective forces, without conscious contribu-
tion? There is no way of learning what takes place during retention
short of investigating the information apperceived and recalled, and

then speculating about the intermediate happenings.

Crosland describes the retention period as a process of losing
detail, with characteristic typifying and disintegration of the
image.l He argues that it is a peiiod of subjective selection,

interpolation, and clarification. Stern says that selectivity

ln. Crosland, "A Qualitative Analysis of the Process of
Forgetting," Psychological Monograph, XXIX (1921), p. 67.
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'during retention results in a personally relevant meaning.1 The
Gestalt psychologists report autonomous changes occurring in the
mind which bring stored material further into line with the

selective forces.2

The research concerning the role of selective forces in
retention is sparser than that concerning the selective forces in
apperception. However, the availablé evidence supports selectivity
in the'rétention period. No evidence suggests that retention works

against the éelective forces.

The Role of Selective Forces iﬁ"the Recall Process. The terms

"recall', "remembering", or "reproduction" are used to designate the
process by which material accepted into memory storage in the past
c&hes to conscious attention in the present. In the research
investigating this process, an important role is attributed to the
selective forces. The process has been characterized as an active,
vcreativeAProcess and at least one researcher maintains that

reproduction is actually production.3 Bartlett also stresses the

lw. Stern, General Psychology from the Personalistic Standpoint,
(trans) H. Spoerl (New York: Macmillan, Inc., 1938), p. 205.

2Rapaport, p. 128.

3R. Wheller, The Laws of Human Nature, A General Review of

Gestalt Psychology (New York: Appleton, Inc., 1932), pp. 168-169.
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creative nature of remembering.1 Crosland reports that the
dominant meaning is remembered and proposes that detail close
to the dominant meaning tends to be changed in order to fit the
dominant meaning.2 Peripheral details are forgotten. Pear
maintains the selective function is the essence of remembering.3
He proposes the selective function is determined by our person-
ality and says:

"...our mind never photographs, it paints pictures.

And those pictures, if interpreted with understanding

portray not only the external, impersonal objects

which they profess to depict, but the personmality too,

of their owner, who is also their maker. ... This is

the selective nature of memory favoring and welcoming

what it wants at the moment, pushing out what at just

that point in time is irrelevant for it ... the image

shows unmistakable evidence of the type of filter

through which it has just passed."

Thus, recall cannot be considered as independent of the

selective forces. One of the prime functions of remembering 1s to

secure one's past in a form that is personally appropriate.4 The

lpartlett, pp. 204-205.

2Crosland, Psychological Monographs, XXIX (1921), p. 76.

3T. Pear, Remembering and Forgetting (New York: Dutton

Press, 1922), pp. 34-35.

4Rapaport, p. 131
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selective forces ensure the fulfilment of this function. 1In any
practical sense it is impossible to determine what portion of
selectivity is induced at recall relative to apperception and

retention but it is evident that some selectivity does exist in

recall.

Two very important situation-specific factors affect the
recall process: the method of recall induction and the context in
which reéall is requested.1 The fact that a certain memor& output
is generated in one setting does not mean that the same output
would be generated if the circumstances were altered. Furthermore,
the fact that reproduction does not occur in some situations does
not mean that it canmot occur in others. Material remembered is
remembered for a purpose and is remembered under the influence of

a recall setting.

Summary of the Selective Force Operations. Apperception is

an active, complex, two-stage process consisting of recognition

and registration. Recognition has a physiological basé and relates
to the awareness of a stimulus in the sensory field. Registration
has a psychological base and relates to the cognitive interpretation

of the stimulus. This interpretation is subject to the strivings of

1Rapaport, p. S.
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the interpreter. Retention is not a wax-plate, loyal and reliable.
Autonomous changes occur in retained material as it is reorganized
under the influence of the selective forces, without conscious
contribution. Reproduction'involves active production rather than
simple retrieval of traces imprinted somewhere in the mind., The
selective forces shape the recalled past so that it is appropriate
"to the present. . The input, storage, and output processes are

inextricably interrelated and operate simultaneously at every moment.

Figure 2-1 can now be modified to account for the theoretical
developments in this chapter and thereby provide a summary vehicle
for making the analysis specific to newspaper reading. Figure 2-2
shows the summary model. It depicts an individual in the presence
of four information sources. The input, storage, and output
pro;esses are shown separately, tied together by the selective

forces.

Through one or more of the sensory systems, a complex array of
interrelated activities takes place. First, physical recognition
occurs ( or does not occur as the case may be). Stimuli are
physiéally screened-in_or screened-out due.to finite range and
sensitivity in the sensory systems. Stimulus four, for example,
-goes unnoticed. Perhaps it does not reach semsory threshold or
perhaps it is beyond sensory range. Information source 1, on the

other hand, is neither "too small" nor "too far away" to preclude
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Figure 2-2
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sengory recognition, yet because of lack of focus or distraction
no recognition occurs. This source is discarded as noise under

these circumstances (although it may not be under others).

Information sources 2 and 3 do gain sensory awareness; they
.are recognized and accepted for interpretation by registration.
Apperception processes can be thought of as occurring in a buffer
storage zone. These processes may occur without conscious effort
and may ieave no recall of their occurrence. The dividing line
between conscious and unconscious activity is very fine. For
sources 2 and 3 a_dec;sion must be made concerning acceptance into
memory storage or rejection from it. The selective forces are the

determining factors.

" The model shows source 3 rejected from memory storage although
the rejected information has suffered the manipulations of selective
forces. This information was registered sufficiently at odds with
the positive selective forces to be contrasted and rejected from
further processing. Information source 2, on the other hand, is
accepted for memory storage. It was found congruent with the
positive selective forces and assimilated for memory Qtorage. The
information entering memor& shows the effects of assimilation in

- apperception, the shaping pressures of the selective forces.
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Data held in memory storage are under the influence of the
selective forces. The retention period is characterized as
selective retention. As a personally relevant meaning evolves,
information in storage shifts towards the predispositions without

conscious contribution.

Recall summons stored information to the conscious level.
;n moving from storage t§ consciousness, inférmation is further
screened by the selective forces and shaped into a desirable
meaning. Two important externalities contribute to shaping in
recall: the recall induction method and the context in which

recall is requested.

The Emgirical Evidence Concerning the Selective Processes

Considerable reseérch effort has been devoted to the empirical
investigation of the selective processes. The majority of this work
supports the existence of selective effects; however, the simultan-
eous and inseparable nature of the input, storage, and output
processes precludes any meaningful interpretation of the empirical
results in terms of one selective activity versus another. The
selective processes must be viewed as a single'intervening phenomenon
in empirical research. The manifestation of this phenomenon is
' usually an observable behavioral pattern which can be used as a

surrogate indicator of the effect of the selective processes.
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The Related Literature. Many classical works in the social

sciences report behavioral phenomena attributable to the influence
of the selective processes. Exposure to political messagés is
dependént on a voter's predispositions towards the parties in.volved.1
Opinion leadership is a function of selective information consump-
tion in one specialized area.2 Dissonance reduction is accomplished
thrpugh the selective use of information? The effect of mass com-

munications is the reinforcement of existing predispositions.4

The journals also report many studies confirming the influence
of the selective processes. Newspaper readers favor newspapers
whose editorial position supports their own opinion on an important

issue.5 More nonsmokers than smokers read articles claiming a

lP. Lazarfeld, et al., The People's Choice (New York: Columbia
University Press, 1948), pp. 73-86.

ZE. Katz and P. Lazarsfeld, Personal Influence (New York:
The Free Press, 1955), pp. 309-320.

3L. Festinger, A Theory of Cognitive Dissonance (Evanston:
Row, Peterson, and Co., 1957), pp. 123-176.

4J. Klapper, The Effects of Mass Communications (Glencoe:
The Free Press, 1960), pp. 12-52.

SS. Lipset, "Opinion Formation in a Crisis Situation," The
Public Opinion Quarterly, XVII (1953), pp. 20-46.
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relationship between émoking and lung cancer.1 People attending
a meeting to encourage support for the United Nations are already
favorably disposed towards the United Nations.2 New car éales
advertisements are extensively read by recent purchasers of new
cars.'3 Massive information campaigns often fail to reach their
target audienées.4 All of these effects result from the influence

of the selective processes in information consumption.

Several studies reported in the literature had to account for
the influences qf the selective processes before their main purpose
could be achieved. The variations in reading patterns demonstrated
by men and women so overwhelmed the data in an advertising recall
study that the respondents' answers had to be partitioned by sex
before the analysis became meaningful.5 Similarly, a relationship

has been reported between recall of a blank space, the subject matter

1C. Cannell and J. MacDonald, "The Impact of Health News on
Attitudes and Behavior," Journalism Quarterly, XXXIIT (1956),
pp. 315-323.

28. Star and H. Hughes, "Report of an Educational Campaign:
The Cincinnati Plan for the United Nations," The American Journal
of Abnormal and Social Psychology, IV (1950), pp. 389-400.

3D. Ehrlich, et al., "Post Decision Exposure to Relevant
Information," The Journal of Abmormal and Social Psychology, LIV

4H. Hyman and P. Sheatsley, "Some Reasons Why Information
Campaigns Fail," The Public Opinion Quarterly, XI (1947)pp. 412-423.

5V. Troldahl and R. Jones, "Predictors of Newspaper Advertise-
ment Readership," Journal of Advertising Research, IV (1965),
PP. 23-27.
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of a "missing advertisement", and the sex of a reader. In a
controlled newspaper advertising experiment, men showed no higher
recall for a dishwasher advertisement than they did for the blank
space left when the advertisement was omitted. Women, however,
did have a higher recall for the dishwasher advertisement than

for the blank space. Furthermore, depending on which one of three
test advertisements was left blank, the page drew different

audience's.1

The research concerning the selective consumption of informa-
tion contains null and negative findings as well as supporting
evidence. Some research has added a conditional dimension to the
concept. In contrast to an earlier study, one inﬁestigation of
dissonance feduction reveals no preference differentials between
smokers and nonsmokers for articles supporting a relationship
between smoking and lung cancer and articles taking the opposite
pos:l.tion.2 A participant in a competitive game is found to have no
preference between favorable and unfavorable information concerning
his partnér.' This is true whether the partner has been selected or

whether there is still deliberation.3 Selective information

1L. Bogart and B. Tolley, "The Impact of Blank Space: An
" Experiment in Advertising Readership," Journal of Advertising
Research, II (1964), pp. 21~27.

ZN. Feather, "Cigarette Smoking and Lung Cancer: A Study in
Cognitive Dissonance," Australian Journal of Psychology, XIV (1962)
pp . 55-64 .

3J. Jecker, "Selective Exposure to Information," Conflict,
Decisions and Dissonance, (ed.) L. Festinger (Stanford: Stanford
University Press, 1964), pp. 65-81.




43
consumption is found to be inversely conditioned by the amount of
confidence that one has in his own opinions and by the degree of
information that one has about an :l.ssue.1 One study even reports
that people sometimes seek out information adverse to a position

they have taken or a decision they have made.2

Festinger points out that many studies not supporting
gelective information consumption have been trapped by a peculiar

problem in methodology.3

He argues that these studies have investi-
gated the special problem of how a persbn deals with the increased
dissonance ‘that is aroused by confronting him with the fact that
there exists specific information that goes contrary to a decision
he has made or a position he has taken. Festinger asks how a
person could cope with this situation. He believes that most people

see themselves as able to deal with finite, concrete information;

1L. Canon, "Self-confidence and Selective Exposure to Informa-
tion," Conflict, Decigsion, and Dissonance, (ed.) L. Festinger
(Stanford: Stanford University Press, 1964), pp. 83-95. :

J. Freedman, "Confidence, Utility, and Selective Exposure: A
Partial Replication, "Journal of Personality and Social Psychology,
IT (1965), pp. 778-780.

D. Sears, "Biased Indoctrination and Selectivity of Exposure
to New Information," Sociometry, XXVIII (1965), pp. 363-376.

28. Rosen, "Post Decision Affinity for Incompatible Informa-
tion," Journal of Abnormal and Social Psychology, LXIII (1961),
pp. 188-190.

3I.. Festinger, Conflict, Decision, and Dissonance, (Stanford:
Stanford University Press, 1964), pp. 81-83.
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thus they will overcome their additional dissonance by exposing
themselves to the adverse data at the same time as they protect
their position by using a critical attitude as a defensive device.
These arguments, as Festinger admits, are somewhat after the fact
but clearly they must be taken into account before much credibility
is attributed to the evidence in opposition to the existence of

‘selective effects.-

An exhaustive review of many articles devoted to selective
information consumption concludes that there are several motives
for selective consumption and possibly even some motives against
it; but the fact remains that most audiences tend to over-represent
persons who already have favourable predispositions towards the

information being presented.1

Conclusions Concerning the Empirical Evidence on the Influence

of the Selective Processes. The research findings are heavily

weighted in favor of selective information consumption. The
selective mechanism relates to an individuals predispositions
towards the information. The findings are not unequivocal, however,
and some studies indicate that selective consumption is conditional
on such factors as the amount of confidence that one has in his

opinions. A few studies do not support the selective findings but

1Sears and Freedman, The Public Opinion Quarterly, XXXI (1967),
pp. 194-213.
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methodological problems in design may render the results of these

studies questionable.

Aggregate conclusions based on the empirical evidence must
be regarded with some reservations since the studies considered are
- not directly comparable with respect to the phenomenon measured, the
measurement technique, or the research métbodology. However, the

studies do provide an empirical base for a tentative conclusion.

The Newspaper and the Existigg Research on the Selective Processes

It is apparent from the theoretical and empirical work on the
selective processes that —
(1) The newspaper has not received much attention in
this area

(2) Selective newspaper reading should be expected if
the existing work is generalizable

(3) Selection of newspaper material should be related
to the predispositions of the reader.



CHAPTER III

THE APPLICATION OF SELECTIVE FORCE THEORY
TO NEWSPAPER READING

The theory concerning the selective forces in information
consumption is applied to newspaper reading in this chapter. The
first section develops the newspaper-specific arguments and con-
cludes with a statement of the principal research hypothesis. The
second sectién identifies selective forces considered relevant in
newspaper reading and summarizes them in matrix form from which

the secondary research hypotheses are stated.

Operation of the Selective Forces in Newspaper Reading

Assume that Figure 2-2 relates to an individual reading the
newspaper. Information sources 1, 2, 3, and 4 may be thought of as
parts of a printed page: headlines, pictures, copy, and blank
spaces. The eyes scan the complex array of information on the
newspaper ﬁage. A host of related processes begin as the scanning
goes on. Recognition occurs first. Stimuli are screened-in and
screened-out by the sensory system. It seems reasonable to assume

that the majority of print material achieves sensory threshold.

46
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-~ Stimuli such as blemishes or wrinkles in the paper and printing
errors are probably screened-out; Registration occurs for each
item recognized. Should the item be read? Does it look interest-
ing? 1If so, assimilate it and accept it for memory storage. Does
the item seem uninteresting? Then screen it out, contrast it, and
reject it from memory storage. In practice, it is difficult to
know whether an unrecallable item was not recogmized, or whether
it was recognized and then rejected in registration at the uncon-
scious level, or whether it was recognized, registered, and
accepted to be eliminated later from accessible memory storage by
the action of the selective forces. The nature of apperception
makes it clear, however, that the highest probability of an item
finding its way into recallable memory storage is associated with

those items congruent to the positive selective forces.

During the retention period, information fm storage remains
under the inflence of the selective forces. The probable effect of
this influence is further alignment of the stored data with the

selective forces.

Recall of newspaper information may occur f£or a number of
reasons, under a number of circumstances. Both the nature of the
cue inducing recall and the circumstances under which recall occurs
affect the recall. This study emﬁloys a visually aided recall

vehicle — a strong cue as it virtually duplicates the original
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exposure opportunity. The recall environment is probably the
respondent's home. A non-anonymous, self-administered questionnaire
is completed but little is known about the circumstances in which
such questionnaires are answered. These procedures, more fully

- discussed in the research methodology, are mentioned here because

of their role in recall.,

The respondent is asked to look at the newspaper for a second
time, a day later. He is quizzed concerning his recall of different
poftions of the paper. It is difficult to assess a respondent's
behavior in this uncontrolled situation. Perhaps he is making a
true effort to recall whether or not he looked at the material.

On the other hand, his answering mode may be to ask himself the
question: "Do you want to admit that you looked at this?" or "Do

you want to admit that you did not look at it?" 1In addition, the
possibility exists that the respondent may be completely disinterested
in the whole process and is- simply scattering X's throughout the
questionnaire lest he not qualify for his prize at the end of the

survey.

Little can be done about the uninterested respondent; however,
either of the first two answering modes is adequate for investigating
the role of the selective forces in newspaper reading. The first

mode is clearly the more desirable one from the research standpoint;
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the second mode simply reinforces the effects of the selective

forces.

For this study then, the output activity has some influence
on the selective reading analysis. A strong recall cue stimulates
maximum recall but the nature of the recall situation itself gives
rise to new selective pressures. The original exposure opportunity
is largely fepeated with some added cbnstraints. It is difficult
to argue that the selective forces influence a first reading of the
newspaper and then argue that théy do not influence a second reading.
The reproduction effects of this study tend to reinforce selectivity

activities.

Fortunately, -these methodological peculiarities are not
expected to influence reported reading too greatly. The majority
of the newspaper's content is such that the lack of anonymity in
response should not cause extensive denial or elaborate overstate-
ments. The reported reading patterns should fairly accurately

reflect actual readership.

Statement of the First Research Hypothesis

An individual newspaper reader demonstrates systematic
choice and avoidance patterns in the information he
reads from the newspaper.

In this form, the hypothesis is not operationally testable.

An operational statement in terms of a goodness-of-fit test and
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the Chi-square distribution is given prior to the implementation

of the hypothesis testing procedures.

Selective Forces Important in Newspaper Reading

Thus far, arguments have been presented in support of
selectivity in newspaper reading and a related hypothesis has been
stated. Attention now turns to identifying some of the variables
associated with the selective reading process. This study investi-
gates a group of measures chosen on the basis of previous research
evidence, availability, and intuitive appeal. The measures discussed
are personality variables, opinion related measures, demographic
characteristics, respondent's leisure intereéts, purchase records,
and product use data. The details on the origin of these scales

are given in Appendix II.

The subheadings below consider the measurement groups one at
a time, Figures 3-1 and 3-2 contain a matrix presentation of the
measurement groups and the associated scales against the content
classification scheme. These matrices actually summarize the
secondary research hypotheses but they also give an overview of the
relationships being considered here. Occasional reference to these

matrices will help to keep the following discussion in perspective.

The hypotheses, concerning the influence of any variable on
the selective reading process, range from rather well-documented

and supported arguments to positions that are much more speculative.
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On the other hand, mere exploratory "fishing" is avoided. The
hypotheses are presented in terms of specific selectivity and
general selectivity. Specific selectivity applies to selective
reading within any specific section of the content classification
scheme. The specific arguments have direction associated with
”them; they may support either positive or negative selectivity
within a content section. General selectivity applies to selective
réading across more than one section; for ekample, all the nonad-
vertising sections. Although the general arguments do not have
direction associated with them, they do have a degree of selec-

tivity, either positive or negative.

General selectivity has only a magnitude component because
it looks at the influence of a single variable across more than
one content section. Any one variable may cause positive selectivity
in one section and negative selectivity in another. As is discussed
in Chapter V, the nondirectional general selectivity measure is

generated from the absolute values of the specific selectivity index.

The Personality Traits. A review of different personality

inventories along with related empirical evidence identified a small
set of personality traits potentially relevant to selective news-
paper reading. These traits were included in the study questionnaires.

The first trait adopted was general self-confidence. Some empirical
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evidence showsthis trait to be important in information selection.1
The empirical gvidence reports tﬁat self-confidence operates as a
conditioning factor in selective inforﬁation consumption.2 A
person having considerable self-confidence sees himself as having
a high capacity to deal with dissonant information. Thus, he is

" legs selective in information consumption than a person with little
gself-confidence. These arguments can be applied to a newspaper
feading. A reader may find newspaper features and editorials
either in or out of tunme with his predispositioms. It is expected
that increasing levels of general-self-confidence are ;ssociated

with,decreasing levels of general selectivity in newspaper reading.

The second personality trait considered was cognitive struc-
ture. This trait relates to the need for certainmty ;nd completeness
in information. Since newspapers generally supply detailed and
complete news stories, it is expected that persoms having high
cognitive structure turn to the newspaper for a greater variety
of information than do persons having low cognitive structure. Thus,

decreasing levels of cognitive structure are associated with

lJ. Fry and F. Siller, "A Comparison of Housewife Decision
Making in Two Social Classes," Journal of Marketing Research, VII
(1970), pp. 333-337.

2Cannon, Conflict, Decision and Dissonance, (ed.) Festinger,
1964’ pp. 83-950
Freedman, Journal of Personality and Social Psychology, II
(1965) .. ‘
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increasing levels of general selectivity in newspaper reading.

The need for social recognition was the third personality
variablé selected. Persons with high social recognition needs
desire to be held in high esteem by their acquaintances. Berelson
reports that while most people claim to read the newspaper as a
serious information source, a deeper analysis of their motives
reveals an important social prestige dimension to newspaper
reading.l This prestige relates to the accumulation of specific
current information for purboses of impressing ome's peers and
superordinates, thereby gaining external acknowledgement of social
worth. Thus, respondents with high social recognition needs are
expected to démonstrate more general selectivity in newspaper
reading than respondents with low social needs. The added selec-
tivity results from their desire to be recognized as experts in

some area.

The personality trait termed understanding is also expected
to influence newspaper reading. Persons having high understanding
scores value the synthesis of ideas and logical reasoning. Such

persons are intellectually curious and seek to comprehend many

lB. Berelson, "What Missing the Newspaper Means", Communica-
tions Research, (ed.) P. Lazarseld (New York: Harper and Brothers,
1949), pp. 111-129.



54

areas of knowledge. They are heavy consumers of information and as
a result are less selective in iﬁformation consumption than persons
scoring low on this measure.

Anxiety, as a personality dimension, has been investigated in
several studies reI;vant to newspaper reading.1 Of importance to
this study is the general finding that persons with low anxiety
read a great number of news items concerning a greater variety of
subjects than do persons with moderate or high anxiety. It is thus
expected that persons scoring high on anxiety exhibit more general
selectivity in newspaper reading than do persons scoring low on

anxiety.

In summary, the personality traits are basic factors supporting
or opposing general selectivity in reading. Neither the available
empirical evidence nor the general nature of these measures supports
any specific postulations concerning the néwspaper content classifi-~

cation categories used in this study.

lw. Schram, "The Nature of the News," Jourmalism Quarterly,
XV1 (1949), pp. 259-269.

H. Kay, "Towards an Understanding of News-Reading Behaviour,"
Journalism Quarterly, XXXI (1954), pp. 15-32.

G. Church, "The Socio-Psychological Nature of the News,"
Social Forces, XVII (1938), pp. 190-195.

A. Maslow, "The Need to Know and the Fear of Knowing," Journal
of General Psychology, LXVII (1963), pp. 111-125.

L. Buss, "Motivational Variables and Information Seeking in
the Mass Media," Journalism Quarterly, XLIV (1967), pp. 130-132.
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The Opinion Related Measures. A number of measures in this

study ask the respondent for his opinion concerning certain aspects
of the newspaper, certain institutions in society, and certain
facets of his life., The first of these measures asks whether any
member of the respondent's househo}d is likely to purchase any
furniture or household appliance 1t;ms in the next six months. A
similar question is posed with respect to automobiles. The logical
expectation is that persons professing purchase intentions should
qeek information concerning them. Thus increasing scores on the
ﬁurchase intent scales are expected to associate with increasing
positive specific selectivity in the appropriate content categories:
furniture and appliance advertising, automobile and accessory

advertising, and the classified advertisements.

_ The newspaper rating scale, relating mainly to editorial
content, asks the respondents' opinions on various aspects of the
newspaper. It is expected that the more favourably the respondent
rates newspapers, the more he turns to the newspaper for information.
Heavy dependence on the newspaper for information leads to lower

general selectivity in newspaper reading.

Results similar to those proposed for the newspaper rating
scale are expecﬁed for the advertising rating scale. Persons who
evgluate newspaper advertising highly are expected to refer to
newspaper advertising frequently and thus exhibit less general

selectivity in newspaper advertisement readership.
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The next scale in this series concerns the respondent's
opinions on various economic, political, social, and religious
isgsues. The expectation is that tendencies towards conservative
views in these matters lead to increasing general selectivity in
newspaper reading. The arguments supporting this position are
rather fragile. They are based first on evidence that dogmatic
persons tend to be more selective in information consumption1 and
second on evidence that conservatism is mofe associated with dogmatic

behaviour than is liberalism.2

The respondent's opinion on the quality of newspapér coverage
and the value of the newspaper as an informatiom source serves as
the basis for the following measures: the coverage scale pertaining
primarily to nonadvertising material and the source scaié pertaining
to both advertising and nonadvertising content. For reasons similar
to those stated earlier, it is expected that higher ratings of the
newspaper on these dimensions are associated with lawer levels of

general selectivity.

The newspaper personality score is the last opinion measure.

Favourable newspaper personality ratings are expected to assoclate

lP. Clarke and J. James, "The Effect of Situation, Attitude

Intensity, and Personality on Information Seeking," Sociometry, XXX
(1967), pp. 235-245.

ZM. Rokeache, The Open and Closed Mind, (Mew York: Basic Books,
Inc., 1960)’ ppo 109-131.
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with lower levels of general selectivity in newspaper reading.

Leisure Interests. Two dimensions of the respondent's

leisure interests — sports and hobbies — are investigated in the
study. It is expected that higher degrees of interest in any
given activity are associated witﬂ—higher specific selective

readership concerning that activity.

Demographic Characteristics. The demographic measures in

this study are age, sex, income, and education. A degree of inter-
relationship is expected among some of the demographics; for
example, higher education usually leads to better jobs which in
turn provide higher income. This problem of multicollinearity

1s difficult to estimate a griori.and must be appraised as the

analysis unfolds.

It is proposed that men and women select different materials
from the newspaper. Men are expected to read more alcohol, tobacco,
and automobile advertisements as well as more men's clothing and
Jewelery advertisements. In nonadvertising material, women are
expected to be more selective of women's world items while men

focus on business and finance, government, and sports.

No respondents younger than fifteen years of age were permitted
in this study and therefore the habits of young readers cannot be

investigated. Although age is not expected to be an important
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determinant of specific selectivity in either advertising or
nonadvertising material,'young readers are expected to be more

generally selective than mature readers.

Income and education are usually interrelated and consequently
support similar reading patterns. Higher scores on these measures
are associated with greater specific selectivity in the business and
government category while sports is expectgd to show the opposite
effect. No special relationships are expected in the advertising

material,

Purchase Record and Product Use Data. A recent history of

product purchases and a statement concerning personal product use
are the last variables éonsidered in accounting for selective
neﬁspaper reading. It is expected that the purchase and/or use of
a product leads to increased specific selectivity for information
relating to that product. For example, the recent purchase of an
automobile is expected to be associated with increased specific
selectivity for automobile advertising. Similarly, the smoking

of cigars is expected to be associated with increased specific

selectivity in reading cigar advertisements.

There is some theory supporting this position, most of it
based on Festinger's work in cognitive dissonance. Ehrlich's

study supports the example concerning an automobile purchase and
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the reading of automobile advertisemenf.s.1 The same logic is
argued fof each product considered although it is clear that many
of the relationships are less well fAunded than the automobile
example and some of the hypotheses must be placed in the specula-

tive category.

The matrices in Figures 3-1 and 3-2 summarize the arguments
that have bYeen put forward. Figure 3-1 pe;tains to general
gelectivity. The signs there refer to more (+) or less (-) gemeral
selectivity. They are devoid of meaning with respect to positive
or negative influence. Figure 3-2 summarizes the specific selec-
tivity arguments. Its signs relate to direction in selectivity; a
plus sign indicates positive selectivity or seeking out of a section
and a minus sign indicates negative selectivity or avoidance of a
section. The relative magnitude of selectivity is not depicted

in the figure.

Statement of the Secondary Research Hypotheses

The statement of the secondary research hypotheses is broken

down into the two categories of Figures 3-1 and 3-2: general

1Ehrl:lch, et al., Journal of Abnormal and Social Psychology,
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selectivity and specific selectivity. The hypotheses are not

presented in an operationally testable form. Multidimensional

linear models are used to test these hypotheses and the operational

statements are given in Chapter VI.

General Selectivity Hypotheses. It is expected that increas-

~ing general selectivity in reading the nonadvertising contents of

the newspaper is associated-with —

1)
2)
3)

4).

5)
6)
7)
8)
9)
10)
11)

decreasing levels of self-confidence
decreasing cognitive structure scores
increasing social recognition needs
decreasing understanding scores
increasing levels of manifest anxiety
decreasing newspaper rating scores
decreasing liberalism in views
decreasing newspaper coverage scores
decreasing newspaper source scores
decreasing newspaper personality scores
deacreasing age.

It is expected that increasing general selectivity in reading

the advertising contents of the newspaper is associated with —

1)

2)

decreasing levels of self-confidence
decreasing cognitive structure scores
increasing social recognition needs
decreasing understanding scores
increasing levels of manifest anxiety
decreasing advertising ratings
decreasing liberalism in views
decreasing newspaper source scor?2s
decreasing newspaper personality scores
decreasing age.
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It is expected that increasing general selectivity in reading

the total newspaper contents is associated with —

1) decreasing levels of self-confidence

2) decreasing cognitive structure scores
3) increasing social recognition scores

4) decreasing understanding scores

5) increasing levels of manifest anxiety
6) decreasing liberalism in views

7) decreasing newspaper source scores

8) decreasing newspaper personality scores

9) decreasing age..

Specific Selectivity Hypotheses. It is expected that positive

spécific seléctivity in the business and finance and government
'sections_of the newspaper is associated withl-

i) the male sex

2) higher incomes

3) higher levels of education.

It is expected that positive specific selectivity in the women's

world section 6f the newspaper is associated with —

1) increasing hobbies interests
2) the female sex

3) lower incomes

4) lower levels of education.

It'is expected that positive specific selectivity in the sports
section of thg newspaper is associated with —

1) increasing sports interests

2) the male sex.

It 1s expected that positive specific selectivity in the furni-
ture and appliance advertising section of the newspaper is associated

with —
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1) furniture and appliance buying intentions
2) the female sex
3) recent household appliance purchases.

It is expected that positive specific selectivity in the
grocery advertising section of the newspaper is associated with —

1) the female sex
2) recent grocery purchases.

4

It is expected that positive specifié selectivity in the movie
advertising section of the newspaper is associated with —

1) decreasing levels of education

2) higher levels of movie attendance,

It is expected that positive specific selectivity in the liquor
advertisiﬁg section of the newspaper is associated with — '

1) the male sex

2) use of liquor.

It is expected that positive specific selectivity in the cigar
advertising section of the newspaper is associated with —

1) the male sex .

2) recent cigar or cigarette purchases

3) smoking of cigars.

It is expected that positive specific selectivity in the cigar-
ette advertising section of the newspaper is associated with —

1) recent cigar or cigarette purchases
2) smoking of cigarettes.
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It is expected that positive specific selectivity in the
womeﬁ's clothing and jewelery advertising section of the newspaper
is associated with —

1) the female sex

2) recent women's clothing purchases.

It is expected that positive specific selectivity in the
men's clothing and jewelery advertising section of the newspaper
is associated with —

1) the male sex

2) recent men's clothing purchases.

It is expected that positive specific selectivity in the auto-
mobile and accessory advertising section of the mewspaper is
associated with —

1) car buying intentions

2) the male sex

3) recent automobile and accessory purchases.

It is expected that positive specific selectivity in the
classified advertising section of the newspaper is associated with —

1) furniture and appliance buying intentions

2) car buying intentions

3) recent automobile and accessory purchases
4) recent household appliance purchases.



CHAPTER IV
RESEARCH METHODS

The purpose of this chapter is to give a description of the
research activities pursued in the study. In cases where the
'ﬁaterial presented describes events completed prior to this study,
the documentation has been provided by the research house and by

the CDNPA.

There are actually three distinct but related research

activities occurring within this study design:

(1) an advertising effectiveness study
(2) an editorial information study

(3) a newspaper reach study.

This thesis is concerned exclusively with the data generated by
the newspaper reach study. Thus, the research methods discussed
here focus on the reach phase of the study to the exclusion of
_the other two phases. Figure 4-1 provides an overview of the

events associated with the project.
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Sequence of Events In The Newspaper Reach Study

Timing

Early
August

Late
August

Early
September

Late
September

October 3

October 10
October 17
October 24
October 31

November 7

November 11

Mid-
November

Event

Finalization of study
plans

Prefieldwork
operations

Sample recruiting.

Comments

1.
2.

3.
1.

2,
3.
1.

2.
3.

Experimental treatments 1.

associated with other
phases of the study.

First Newspaper Reach

Questionnaire.

Second Newspaper Reach
Questionnaire

Third Newspaper Reach

Questionnaire

Fourth Newspaper Reach
Questionnaire

Fifth Newspaper Reach

Questionnaire

Sixth Newspaper Reach

Questionnaire

Completion of main
study experimental
treatments

Mailing of follow-up
questionnaire.

1.

Commitment to three phases
for the study.

Decision to go with split-
run advertising techniques.
Overall format finalized.

Organization of the field
team.

Production of standardized
questionnaire material.
Trial runs at the London
Free Press.

Selection of approximately
2,000 respondents.

Sample partitioned into
three split-run panels.
Compilation of recruitment
questionnaire,

Loss of sample members to
experimental treatments.

Loss of additional sample
members each week to experi-
mental treatments.
Concluding sample size at
1220 respondents.

Post-testing of remaining
sample.
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The basic design in the London study followed a pattern
established in earlier projects. New features included the collec-
tion of more behavioral information, the use of a different timing
pattern, and the application of split-run advertising.techniques.
The timing pattern chosen for interviews was each Thursday from
October 3 to November 7, 1968, a period of six weeks. The introduc-
tion of split-run advertising techniques required the partitioning
of the sample into three separate panels; two to receive split-run

treatments and one for non-split run usage.

One difficulty in reporting the research methods is that the
study's more sophigticated design features generally relate to
phases 1 and 2 of the project and, while these features were neces-
sary to achieve the overall goals of the study, they do not directly
relatevto the undertakings in this thesis. For example, the three
panels needed for the split-run advertising treatments only compli-
cate the assessment of the selective reading problem. In the
discuséion that follows, the design steps that are less relevant to
this work are described, in order to maintain continuity in the
sequence of events; however, they are not given the detailed atten-

tion devoted to topics more germane to this thesis.



69

The Research Instrument Design

The principal task of the research instrument was to indicate
the‘potential reach of fhe newsp'aper.1 It was imperative, however,
that the instrument design be acceptable to media buyers. The
broadcast industry had already developed a measure which media
buyers accept.ed as the standard in audience reach information. It

was based on the concept of opportunity for exposure.

The Measurement Concept. The opportunity for exposure

measure used by the broadcast industry indicated the number of
people who could have been listening to or watching a certain program
in a given time period. No claim was made concerning what people
actually say or heard; the measurement simply indicated that these
people had their radio or television sets on and, as a result, had |

an opportunity to be exposed to the information presented.

Since the opportunity for exposure measure had proven
acc;eptable to media planners, the same concept was chosen for news-
paper assessment. Conversion of the broadcast ideas to the

newspaper was accomplished by a simple analogy: the newspaper

1Host of the material in this section is taken from reports
provided by the research house. The decisions associated with the
research instrument design were made before the author became
involved in the project. This comment also applies to the next
section of the chapter.
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measures were devised to correspond to the time segments of the

broadcast media. Two basic measures were proposed:1

(1) Page Exposure - reports of a respondent looking
at a given newspaper page.

(2) Space Exposure - reporfs.of a respondent looking
at a given quarter of a newspaper
page.
Page exposure was compared with the main divisions of the broadcast

day, such as hourly segments, while space exposure was compared with

15 or 30 minute time slots.

The Data Collection Strategy. A survey research format

incorporating a self-administered, aided-recall questionnaire was
used. _Readership records had to be collected before recall of the
newspaper began to fade. Consequently, it was decided that all
interviewing should be domne nollater than the day after publication.

Since it would be impossible to interview all sample members on the

rmem

questionnaire methodology was chosen in place of personal inter-

viewing. -

The Newspaper Page Questionnaires. The decisions concerning

the newspaper page questionnaires were taken as part of the Hamilton
pilot study. The design adopted consisted of a high quality, photo-

reduced, off-set printed, 8 1/2" x 11" replica of a newspaper page.

1See Appendix III for a further discussion of the measures.
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Prior to being photographed, each page was divided into quarters

by affixing cross-hatched tape. Stickers were added asking whether
or not the respondent ﬁad looked at the page. Figure 4-2 is a copy
of a miniaturized research.page showing the above features. Two-
and four-color rgproductions were incorporated into the miniaturized

pages when needed to duplicate the original omes. .

Four alternative recording methods, outlined below, were

investigated before this format was adopted.

Questionnaire
Page Size Use of full-sized |Use of Miniaturized

newspaper pages newspaper pages

Administration
Technique

Use of self-administered J/ v
questionnaire

interview

Use of personal “ v/ Y

As a further precaution, some respondénts were repeatedly exposed to
one of the alternatives and their answers were compared with answers

from respondents exposed only once.



72

2

Figure 4-
Miniaturized Newspaper Page
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The Hamilton study reports litfle or no contamin;tion f¥om
repetitive measurement. Little or no difference between using a
‘ ﬁiniaturized or a full-sized.page is reported. Thére is a slight
1nctease in the level of rgcorded exposufe whén the self-adminis-
;ered quesﬁionnaire ié used rather thaﬁ the pers&nal interview;
howevef, the.self-administered mefhodoiogy was adopted as it.was

sim#lar to techniques used by other media.

The eﬁtiré'newspaper‘was not miniaturized. Of the éixty to
B ninety pages thaé constituted the éomplete pape;,'approximatély

. twenty ﬁeré selected. for miﬁiaiurization. The Thursday pépé:s’were
printed in fbur physical sections and thg first and 1ést pages of
these sections éépeared in the quesﬁionnaires. - Bach page that
éoﬁtained é test adveftiseméﬁt waslpiaced in the miniaturized set..

" A few additional pages were'selectédiby London Free Press personnel.

The minimum number of test pages in any week was sixteen, the

maximum twenty-two.

The Communications Disguise. To miniﬁize any effects that night
be causg& by reqpondenﬁs knowing the sponsorship of‘ghe project, it |
was cailed a totﬁl‘qoﬁmunicatioﬁs study; The& were told that
informati;n would be co;iected concerﬁing their fadio listening.
and television viewing as well as their newspapef»reading, To efféct
this disguise, the materials shown in Figures 4-3 and 4-4 were added

to the miniatgrized questionnaires.



Figure 4-3
My Radio Listening for Yesterday

Please circle, for each half-hour period yesterday, whether or not
you were listening to the radio.

Morning ' Yes No
BEFORE 7:00 A.M. 1 2
_7:00 - 7:30 A.M. 1 2
7:¢30 - 8:00 1 2
_8:00 - 8:30 -1 2
8:30 - 9:00 1 2
9:00.- 9:30 1 2
9:30 - 10:00 1 2
10:00 - 10:30 1 2
10:30 - 11:00 1 2
11:00 - 11:30 1 2
11:30 - 12:00 Noon 1 2

A
&
:
(=]
&
]
&

12:00 - 12:30 P.M. 1 -2
12:30 - 1:00 1 2
1:00 - 1:30 1. 2
1:30 - 2:00 1 2
2:00 - 2:30 1 2
2:30 - -3:00 1 2
3:00 - 3:30 1 2 -
3:30. 4:00 1 2
4300 - 4:30 1 2
_4:30 -~ 5:00 1 2
5:00 - 5:30 1 2
5:30 - 6:00 1 2
Evening - Yes No
6:00 - 6:30
6:30 - 7:00
‘7300 - 7:30
7:30 - 8:00
8:00 - 8:30
8:30 - 9:00
9:00 - 9:30
9:30 -~ 10:00

10:00 - 10:30

- 10:30 - 11:00
11:00 - 11:30
11:30 - 12:00 Midnight
12:00 - 12:30 A.M.
12:30 - 1:00 A.M.
AFTER 1:00

Ul Lo T ot oy [t T 1Y RN PRPY Y I FOY FRY PO
RS LU PR [N TR TR 1Y FR0Y Y 1Y Y 1N 1Y 1N
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Figure 4-4

My Television Viewing for Yesterday

Please circle, for each half-hour period yesterday, whether or not
you were watching television.

Morning Yes No
BEFORE 7:00 A.M. 1 2
_7:00 - 7:30"A.M. 1 2
“7:30 - 8:00 1 2
_8:00 - 8:30 1 2
“8:30 -~ 9:00 1 2
9:00 - 9:30 1 2
9:30 - 10:00 1 2
10300 -~ 10:30 1 2
10:30 - 11:00 1 2
11:00 - 11:30 1 2
11:30 - 12:00 Noon 1 2
Afternoon
12:00 - 12:30 P.M. 1 2
12:30 - - 1:00 1 2
1:00 - 1:30 1 2
1:30 = 2:00 1 2
2:00 - 2:30 1 2
2:30 - 3:00 1 2
3:00 - 3:30 1 2
3:30 - 4:00 1 2
4:00 - 4:30 1 2
4330 - 5:00 1 2
5:00 -~ 5:30 1 2
5:30 - 6:00 1 2
Evening
600 - 6:30
6:30 7:00
_7:00 - 7:30
7:30 - 8:00
- 8:00 - 8:30
8:30 - 9:00
9:00 - 9:30

11:00 - 11:30

+ 11:30 = 12:00 Midnight
12:00 - 12:30 A.N.
12:30 - 1:00

V-3

(1]

(Y]

o

]

[y

o

(1]

o

=
L Lol L L G L o R o O B P B PR P
L8] (XY [ T 10 TR FRCT TR RS PY 1Y 1Y 1Y 1Y 1Y
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The information about radio listening and television viewing
was collgcted according to three main time periods; morning, after-
noon, and evening. Each period was divided into half-hour segments
starting with "before 7:00 a.m. " and finishing with "after 1:00 a.m."
Respondents were not.restricted to any g;ven stations or programs and
they were given a copy of the previous day's television schedule to

assist in recall of viewing.

The Additional Interest Questionnaires. The last items in
each questioﬁnaire were the additional interest topics. These topics
covered several measures proposed as iﬁdependent variables in the

secondary research hypothesés.

The advertising rating scale, as well as the newspaper
pefsonality scale, was. in this set. The two leisure interest measures

-'hobbiés and sports - also appeared here.

Figure 4-5 shows the newspaper source scale as an example of
the additional interest items. Other additional interest questions

are in Section 2 of Appendix I.

The London Newspaper Reach Questiomnaires. In summary, the

complete‘neﬁspaper reach questionnaire package for the London study

consisted of —

(1) The miniaturized newspaper pages, divided into quarters

with question stickers attached
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Figure 4-5
Additional Interest Scale - Newspaper Source -

There are many different ways of keeping up to date on what is happen-
ing. Magazines, newspapers, television and radio are popular sources

for news and information. Which of these do you consider to best fit

your needs for the following. Please mark one answer on each line by

checking "X" the appropriate box.

News-  Maga- No
paper 2zines ™V Radio Opinion

Useful information about
financial matters. 1[0 2

w

«[1 50
«0 sOd

Tells you what is happen-
ing in the business world 1

OJ

Informative advertising
that helps you buy more
effectively. 1

w

Abcﬁrate and descriptive
news reporting. - 1

w

Ooo0dOo o g o O

L

OooQn O O

Keeps you in touch with
what is happening locally. 1

Good sports reporting. 1

Interesting fashion news. 1

I R R O O
ODoaoao O O

W W oW W
R N

Helpful.cooking hints. 1

I I O O
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(2) The communications disguise items consisting of
questions concerning radio listening and television viewing
(3) The additional interest topics covering aspects of

the respondent's opinions and interests.

‘The Follow-Up Questionnaire. A group of personal attribute

scales was administeréd to the sample in a separafe mail-out
questionnaire. The contents of the follow-up questionnaire
included —

(1) The personality traits

(z) The newépapgr rating

(3) The liberalism scale

(4) A few quéstions tyiné the followbub study to the
main survey.

The follow-up questionnaire appears in Appendix I, Section 3.

The Sampling Plan and the Recruiting Procedures

The sample population for the London study was defined as all
persons.within the greater London area who lived in a home delivery
zone for the newspaper and who were fifteen years of age and over.
The respondent or his family did not have to be a subscriber to the

London Free Press. Within the eligible regions of greater London, an

area sampling technique was used to select households and, within a

household, further randomization procedures were employed to choose
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a specific respondent. The steps in the selection procedure1 were
as follows:
(1) Listing of gnumeration areas in the study zone

(2) Random selection of 40 enumeration areas as
primary sampling units

'(3) Random selection of a starting point

(4) Predesignated listing of households in sampling frame

(5) Up to three calls to recruit with a household

(6) Predesignated respondent selection procedure with no

- substitution allowed within the household.

The recruiting qugstionnaire (Section.l of Appendix I) was an
integral part of the sampling procedure. The selection of a specific
respondent within a household was dictated by the questionnaire.
Information collected at recruiting time included the demographic

data and the automobile and household appliance purchase intentions.

The recruiting was done by 99 women from the London area, the
majority of whom had been involved in research work before, many with
0.R.C. The group was divided into nine teams each headed by an
experienced captain who in turn reported directly to the head of ORC's

Toronto interviewing department.

lThis procedure is quoted directly from the Opinion Research
Corporation reports to the CDNPA.
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A total of 1,966 people agreed to co-operate in the study.
Participants were not pressured into taking part and a detailed
explénation was given to them. They were not paid but were promised
a small gift at the end of'the study in appreciation for their
co-operation. Ignoring empty.houses, language barriers; and
persistent "not-at-homes", the recruiting rate was 64%. Only 215
people, about 11% dropped out of the study before its completion.

An additional 531 sample members were lost to yarious expérimental
treatments over the course of the study leaving a final sample size
of.l,220‘re8pondents. Some 57 of the sample.did not read the

London Free Press during the entire study.1

The three panels into which the sample was.partitioned were

organized according to London Free Press truck routes in order to

facilitate delivering three different newspapers throughout the
city. Care was taken to maintain some balance among the panels
from the standpoint of size and respondent demography. The final
sample size by panel was — ’ -

(1) Panel A, 402 respondents

(2) Panel B, 404 respondents
(3) Panel C, 414 respondents

1Appendix IV reports the sample/population demography.



CHAPTER V
DATA REDUCTION

This chapter discusses the operational measures developed from
the disaggregate data file. These measures are inputs to the
-analytical procedures of Chapter VI. The principal undertaking in
preparing the operational measures was the generation of a categorized
reading pfofile for each respondent. The profile shows how much of
each type of newspaper information a respondent read and provides the
data needed both to test the principal hypothesis and to generate the
selecti§ity index.' This index is used as the dependent variable in
the multiple regression analysis for testing the secondary hypotheses.
The development of the profiles is dependent upon the identification
of the different types of information in the newspaper; that is,

the content classification procedure.

The independent variables fér the multiple regression analysis
are the second focus of the chapter. Comments are given concerning
the selection of the variables, their soufces, the scaling procedures,
the score ranges, and the number of usable results. The details

concerning the scales are presented in Appendix II.

81
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The flow diagram shown in Figure 5-1 outlines the contents of
the chapter and illustrates how the operational measures feed the

analytical procedures of the next chapter.

The Content Classification Procedures

Selective newspaper reading is a function of the kinds of
information that a reader chooses. Therefore, to use the quarter
page by quarter page readership reports,'some evaluation of the
information contained in'each'quartér is needed. The identification
of single information type quarter pages is central to the applica- -
tion of the newspaper reach data to the selective reading hypotheses.
The purpose of the content classification scheme and the content

analysis was to identify and code the single content quarter pages.

The Content Classification Scheme. The content classification

scheme is an exhaustive listing of the types of information that
appeared in the research newspapers. Some categories in the listing
were derived from the newspaper index; others were named and defined

in consultation with personnel from the lLondon Free Press.

The first category in the scheme is advertising/nonadvertising.
An advertisement is characterized as having an identifiable sponsor
who paid for the newspaper space containing a message about a
product, service, or institution. All material not classified as

advertising is classified as nonadvertising.
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The nonadvertising section is further broken down into the

following content items:

@
&)
&)

4)

(5)
(6)
)

®)
(9)
(10)

11y
12)

(13)

Business and Finance — reports concerning businesses
and businessmen

Government — reports concerning legislative bodies
and legislators

Law and Order — reports concerning violations of the

law

Women's World — reports concerning the activities of
women's clubs and associations and the activities of
the housewife around the home

Accidents and Misfortune — reports of unfortunate
occurrences to persons, places, or things

Entért_ainment - repdrts pertaining to entertainment
and recreational activities :

Medicine and Health — reports from the field of
medicine and health

Sports — reports concerning sporting events
Farm — reports concerning farming and farmers

Religion — reports concerning God, church, and
religious activities

Education — reports relating to schools, teachers,
and students

Funnies and Humor — reports relating to the comic
strips, funny stories, and humorous situations

Hobbies — reports concerning activities undertaken
as favorite pastimes.

Similarly, the advertising section is broken down into the

following:

84



(1)

(2)

(3)

4)

€)
(6)
(7)

(8)

©
(10)
an
(12)
13)
(14)
(15)

(16)
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Furniture and Appliances — advertising concerning any
furniture items or household appliances

Groceries — advertisements concerning food and
beverages other than alcoholic beverages

Entertainment — advertisements for recreational and
entertainment activities

‘Alcohol — advertisements for liquor, beer, or wine

Cigarettes — concerning cigarette advertising
Cigars — concerning cigar advertising

Women's Clothing and Jewelery — advertisements for
ladies wearing apparel and body adornments

Men's Clothing and Jewelery — advertisements for mens
wearing apparel and body adornments

Cosmetics and Drugs — advertisements for beauty aids
and pharmaceuticals

Finégce and Insurance — advertisements concerning
matters of money, insurance_, taxes, estates

Self-improvement — advertisements for courses and
programs of self-improvement

Construction and Land Development — advertisements
concerning building materials, land contracts, and
landscaping

Hobbies — advertisements relating to favorite
pastimes

Tools and Hardware — advertisements for tools and
hardware items

Automobiles and Accessories — advertisements for cars
and trucks, and their accessories and supplies

Religion — advertisements concerning churches and
religious activities
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(17) Sports — advertisments concerning sporting events

(18) Toys and Games — advertisements for children's play .
things

(19) Travel — advertisements for travel and travel
supplies.

Some organizational codes were needed as part of the conmtent

classification scheme to define the quarter page under consideration:

(1) Panel — code identifying the-panel to which a quarter
page belongs:

Code for Panel A =1
Code for Panel B = 2
Code for Panel C = 3.

(2) 1Issue — code identifying the issue to which a quarter
page belongs: :

Code for Issue
Code for Issue
Code for Issue
Code for 1ssue
Code for Issue
Code for Issue

1l
2
3
4
5
6.

v -

(3) Page — code identifying the page on which a quarter is
found:

Code for Page = 1 to n; where n is the number of the
minfaturized page in the
questionnaire.

(4) Quarter — code designating the quarter page which is
under consideration:

Code for top left hand quarter = 1
Code for top right hand quarter = 2
Code for bottom left hand quarter = 3
Code for bottom right hand quarter = 4.
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The complete content classification scheme is shown diagram-

matically in Figure 5-2.

Content Analysis. The content analysis allocated items from

each quarter page to categories in the content classification scheme.
The categories did not provide for the mutually exclusive classifica-
tion of every report. Many items dealt with complex situations that
cut across more than one category; for eiample, a report about the
government assisting a business firm that was working on a farming
problem. Fortunately, such reports were either written in a way
that placed so much emphasis on one aspect of the situation that the
classification was.never in doubt or the item was so complex in the
interrelationships it developed that it had to be left as unclassifi-
able. A quarter page that contained an unclassifiable item became
an unclassifiable quarter and was eliminated from further considera-

tion.

The individual claséifications assigned to items were aggregated
to develop a classifica;ion for a complete quarter page. Through this
process some quarters containing one item or several similar items
were assigned a single classification code; other quarters containing
dissimilar or unclassifiable items were eliminated from further

considération.
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Implementation of the Content Analysis. Im practice, two

variations of the content analysis were employed. Because the

London Free Press has a nine-column layout, the wertical dividing

line on the test pages split the middle of the fifth column. The
splitting frequently left a large advertisement beside a half-column
of editorial content, thus preventing it from comprising a classifi-
able quarter. A respondent who reported looking at such a quarter
could be reporting on the editorial mateéi#l in the half-column;
however, the advertisement filling the other four columns so
dominates the quarter that it seems more probable that he was

reporting on the advertisement.

In order td account for this situation, the single content
classificatipn rule was rigorously adhered to in the first analysis
while a relaxed rule, allowing some infringement on a quarter page
by alien material, was followed in the second one. The first
pto;edure was feferred to as the rigorous classification, the
second as the relaxed classification. figure 5-3 shows a test page

affected by the application of the different rules.

In the rigorous procedure a classifiable quarter must contain,
without exception, only items of the same content coding. In
Figure 5-3 the.top left-hand quarter supports such # single classifi-
cation: nonadvertising, sports. The top right-hand quarter and

bottom quarters all contain a combination of advertising and non-
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Figure 5-3
Sample Content Classification Page
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advertising materials. Ignoring the organizational codes, the
example in Figure 5-3 receivés the following classification under
the rigorous rules:

Quarter 1 - nonadvertising, sports
Quarter 2 - not classifiable
Quarter 3 - not classifiable
Quarter 4 - not classifiable.

In tﬁe:relaxed process, quarter i‘doés not chénge. Quarter
2 is still not classifiable; An-affirmative response to this quarter
may refer to the Chegte; Pegg advertisement, the Maple City Gas
advertisement, or the horse column, or to some combination of these
items. Quarter 3,-priﬁaril& éaken'up by thg McManus Motors
advertisement, is alSo‘lgft unclaséifiable. This decision is based
on —
(1) The size of the advertisement — the McManus advert-
isement is somewhat smaller than most advertisements
given a relaxed classifipation. It is wide enough

but not tall enough.

(2) The nature of the infringing material — the presence
‘of one complete advertisement and one complete news
item in the infringing material exceeds the intent
of the relaxed rules and precludes the classification
of the quarter.

(3) . The position of the question sticker — the divided
fifth column contains two items immediately adjacent
to the sticker. This highlighting of material to be
ignored complicates the application of the relaxed
rules.

Quarter 4 is a different situvation from qﬁarter 3. The

Gooderham's advertisement completely fills the vertical space in
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the quarter page and leaves only the right-hand half of column five
infringing on the possible adﬁertising, alcohol classification. The
position of the question sticker highlights the advertisemént rather
than the material in column five. On this basis, quarter 4 is
classified as advertising, alcohol, gnd the example pagg becomes:

Quarter 1 - nonadvertising, sports

Quarter 2 - non classifiable

Quarter 3 - non classifiable

Quarter 4 - advertising,alcohol.

Internal consistency is of paramount importamce in the classifi-
cations made under the relaxed ruleé. The previous example illustrates
the types of-probléms encountered. Substantial 1nfernal compariéon
from page to page and issue to issue was used in attempting to
maintain consistency in the application of the relaxed classification

rules.

Results of the Content Classification Procedures

The-rigorous content analysis resulted in identifying 249
classifiable quarters which were allocated among 10 classificatioﬁ
categories.. Of the 249 quarters, 90 fell in Panel A, 71 in Panel B,
~and 88 in Panel C. None of the panels supported all ten content
sections. Table 5-1 shows the classification results for the
rigorous rules. Note that the cigarette and cigar advertising

classifications have been combined as the tobacco products advertising
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category. This combination is used to reduce the number of small
sections in the classification scheme as the selectivity testing

procedure is weakened by the presence of small sections.

Application of the relaxed criteria resulted in the identi-
fication of 526 classifiable quarters. These quarters were allocated
among 14 classification cateéories. As before, none of the panels
supported all 14 categories and the ;llocations to Panels A, B, and
C were 177, 171, and 178 quarters, respeétively. The results of the

relaxed classification rules are shown in.Table 5-2.

A comparison of Fiéure 5-2, the complete content classification
scheme, and Tables 5-1 and 5-2, the classification results, shows
that many possible content sections received no allocation of
classifiable quarters. The newspaper items coded to these sections

never comprised a complete quarter page.

Readership Profiles: The Dependent Variable Base

For each respondent a readership profile was established. The
profile indicates the number of quarters that a respondent reported
looking at in-each section. Profiles were established for both the
rigorous and relaxed content classification results. The profiles

are the primary data input to the selective reading analysis.‘
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A profile is created by iterating through the similarly
classified quarter pages for each content section and by keeping
track of the number of quarters a respondent looked at as well as
the total number of quarters in the section. The total number of
quarters in any section represents the maximum amount of reading
" possible in that section and is referred to as the "possible reading"
igvel. The number of quarters that a respéndent actually looked at
in any section is referred to as the "observed reading" level.
Figure 5-1 shows the development of the readership profiles through
the merging of the content classification scheme and the quarter
page reading results. It also shows how the profiles fit into the
analytical‘procedures of Chapter VI. The mathematical derivation
‘of the observed and possible reading levels is given in that

A chapter as part of the main data matrix.

The dependent variable for the multiple regression analysis
is based on the readership profiles; its ;athematical character is
quite complex and is also derived in Chapter VI. This variable,
the selectivity index, is a normalized ratio indicating the amount
of selectivity that a respondent demonstrates‘in each section. It
is comparable from respondent to respondent as long as the number
of sections and the possible reéding level in each section is

constant. The index has a range from - 0.5 to + 0.5.
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Development of the Independent Variables

The independent variabies for the multiple regression analysis
are taken from the recruitment, additional interest, and follow-up
questionnaires. These variables include both scaled and single item
indicators. Several of the measures are based on field tested scales
‘as reported in Appendix II. Others were constructed by the research
house in response to areas of interest sp;cified by the newspaper
industry. The latter measures were not developed using rigorous
techniques of scale construction but they seem to have sufficient

‘face validity to justify their use.

Since many of'the scales suffered from some missing responses,

a decision was needed concerning either disregarding all incomplete
.response sets or using the responses given as the best indicator of
a scale score. The decision depends on the quality and nature of
the scale involved. Assuming the scale is unidimensional and that
it demonstrates good reliability, then relatively fewer responses
can be accepted as indicative of the score. No standard guidelines
are available for this decision and a response base of 75% or
greater was accepted as a complete scale in this study. This level
was chosen as it included all respondents who seemed seriously to
undertake completing the questionnaires. Below the 752 level there

were no significant response groupings except for the nonresponse
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category. Table 5-3 illustrates the frequency distribution of
response rates to the independent variable. Any variables not

listed in this figure are single item indicators.

Statistically, the effect of using this process is to assign
the respondent's éverage score on answered scale items to each
-unanswered item. Response values obtained are used to estimate
responses not given, Table 5-4 summarizes the information
goncerning the independent variables. It shows the number of items
in the scale, the percentage response base required, the score
range, an& the number of usable responses in total and for each

panel.
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CHAPTER VI
ANALYTICAL METHODS

In presenting the details of the analytical methods, the
first three sections of this chapter focus on the test for selec-

-tivity in reading, the last ones consider the multiple regression

analysis.

Ihe Main Data Matrix

The first step in the analytical method was the development
of the main data matrix. The matrix consists of a cross-tabulation
of the content sections of the newspaper against the weekly reading
profiles of the respondents. Figure 6-1 shows a generalized version

of the matrix. The key points are —

(1) Each respondent has a matrix;
 (2) The principal columns of the matrix are organized

by the weeks of the study plus a Totals or hori-
zontal aggregation column;

(3) Each principal column is broken into subcolumns;

(4) The rows of the matrix are organized by the content
sections of the newspaper. There is one row for
each usable section plus a Totals or vertical
aggregation row,

Separate versions of the matrix were established for both the rigorous

and relaxed content classification results.

101
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Figure 6-1

Main Data Matrix For Respondent 'n"
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Observed Reading. The first subcolumn of the main data matrix

is designated Oij for the weeks and O, for the Totals.1 This

i.
subcolumn records the level of observed reading for each section. The
observed reading score is determined by aggregating the response

values for each quarter page contained in a section.

The response values, Rvij's, are 1 for a "Yes" response and ‘¢
for a "No". The number of times that a respondent reports looking at
the quarters in a section can be determined by:

oij = z z Rvij Where x defines the section of

l=x j=y interest and y defines
the week or interest.

Possible Reading. Br any given section/week combination, the

maximum bossible reading level is given by Pij:

Py = Oy ,

max

This value is recorded in the second'subcolumn of the data matrix.

Expected Reading. The x2 goodness-of-fit test requires an

estimate of the reading distribution expected on the basis of chance.

This estimate is designated Ei-' If the newspaper were read at random,

it would be expected that the distribution of reading among the

1The standard "dot" notation is used for an aggregated subscript.
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sections wouid be in proportion to the reading opportunities

available in the sections. Mathematically, the following must hold:

B, = £, )

The estimate of expected reading must also account for the
fact that there are "heavy" and "light" newspaper readers. Heavy
readers read most of the newspaper; light }eaders only a small
amount of it. The readership index, I accounts for the influence

of heavy and light reading:

1 _.0.. = JTotal Observed Reading
«s P Total Possible Reading

The expected reading function can now be given in its specific

form:

Ein = I. cpio

The expected reading level in any section is the product of the
readership index and the possible reading level in that section.

This value is contained in the third subcolumn of the Totals column.

xz Determination. The x2 goodness~of-fit value is calculated

from the observed and expected reading levels:
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This value is the summation of the fourth subcolumn of the

Totals column.

The Selectivity Index. A measure that retains the algebraic

sign associated with seeking out or avoiding a section is needed to
investigate the influence of personal attributes on selective reading.
The selectivity index, Ci., the last entry in the main data matrix,

serves as that measure.

Consider the first three subcolumns of the Totals column in
Figure 6-1. The term (Oi- - Ei.) is an index of the type needed
but it is not comparable from one section to another. The reason
is that-the range of the term is dependent on Pi- which varies
between sections. The mathematical appendix at the end of this

chapter proves that the range of the term is given by

and, using this range to normalize (01. - Ei-)’ yields a selectivity

index comparable from section to section and respondent to respondent:

(01. - Ei-)
i. Rl-
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Sample Calculations

The following simplified example illustrates the calculations
associated with the main data matrix and the tests for statistical

significance.

Pogsible Reading Matrix. Assume that the content classifica-
tion of a hypothetical three-section, three-issue newspaper yields
the following possible reading pattern. The values in this matrix

become the P 14 's in the main data matrix.

Weeks (j)——

Seétions Week 1 Week 2 | Week 3 | Totals
@ Sec. 1| 10 20 20 50
l Sec, 2 15 10 5 30

Sec. 3 5 10 5 20
Totals 30 40 30 100

L3

Observed Reading Patterns. Assume that the hypothetical

newspaper is read by an audience of three people. Their reading
profiles are given below. These values become the 0 13 values in

the main data matrix.



Person 1

Week 1 Week 2 Week 3 Totals
Sec. 1 6 10 14 30
Sec. 2 5 4 1 10
Sec. 3 3 5 2 10
Totals 14 19 17 50
Person 2
Week 1 Week 2 Week 3 Totals
Sec. 1 2 4 3 9
Sec. 2 3 0 1 4
Sec. 3 0 1 1 2
Totals 5 5 5 15
Person 3
Week 1 Week 2 Week 3 Totals
Sec. 1 10 19 16 45
Sec. 2 8 5 2 15
Sec. 3 2 1 2 5
Totals 20 25 20 65

Completion of the Main Matrix.

The possible and observed

reading patterns constitute the primary entries in the main data
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matrix. All other entries are derived from them. Figures 6-2,
6-3, and 6-4 show the completed main data matrices for Persons

1, 2, and 3, respectively. The following is a brief review:

E,, =1 Py,
2
2 3 (01. - Ei.)
x e e = Z
i=] E,.
(01. - Ei-)

Testing the Hypothetical People. The criterion for distin-

gishing selective from nonselective readers is whether or not a
respondent's reading pattern departs significantly from the pattern

expected on a random basis. The null and alternate hypotheses are

The testing model is
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Figure 6-2

Main Data Matrix For Hypothetical Reader #1
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Figure 6-3

Main Data Matrix For Hypothetical Reader #2
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Figure 6-4

Main Data Matrix For Hypothetical Reader #3
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degrees of freedom = (r-1) = 2

l-—> critical reg:ion

2
X, = 4.60

Rejection of the null hypothesis results in a reader being deemed
selective., Acceptance results in the reader being deemed nonsel-

ective. The conclusions for the hypothetical audience are as follows:

Person 1: X2 = 2,67

2
Xo 4,60

.’ accept the null hypothesis and deem
the reader nonselective;
Person 2: x2 = 7.46

2
Xy = 4.60

.+ reject the null hypothesis and deem
the reader selective;
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Person 3: xz = 11.46

2
Xo ™ 4.60

.. reject the null hypothesis and deem
the reader selective.

Significance of the Selective Reader Classifications. The

model fof the selective reading tests used a critical region of

‘a = 102, Thus, one must eipect that 10Z of the readers tested may
Bevdesignated as selective on a chance basis. Test 100 readers
sampled from a population where reading patterns are known to be
ﬁonselectivé, expect 10 erroneous selective classifications due to

the stochastic nature of the model.

The distribution of reading patterns in the population from
which this sample was drawn remains unknown. Therefore, it is
necessary to determine whether the sample findings représent signi-
ficantly more selective reader classifications than could appear by
chance. A contingency table analysis can be usgd to test for
significange in the sample results. For example, suppose tests on
1000 people yielded 300 selective and 700 nonselective readers. The
expected number of chance selective classifications is 100, with « at
the 10Z level. These figures can be placed in a contingency table

as follows and tested for significance by standard contingency table

methods.
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Selectivg Nonselective
, )

Actual Sample 300 ' 700 1000
Nonselective . 0 :
Sample 100 900 1000

400 ‘ 1600 ) 2000

Completion of this test is‘the last step in the analysis
. concerning the presencévof selective reading patterns in the main

data matrices.

Implementation of the Selectivity Testing Procedure

In operation, the se;ectivity testing procedure encroached on
the conventional assumptions concerning the x2 test. The problem
was small values in the expected'reading distributions. This
difficulty was caused by the relatively light reading of many
respondents coupled with the small number of classifiable quarters

in some content sections.

The conventional requirement that expected frequencies in the

x2 test be 5 or more is overly conservative. If the degrees of

freedom are greater than 5 or 6, expectations as small as 2 do not
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produce misleading results.1 The tabulated x2 values at the 5%
level-are reasonably accurate when two expectations are as small
as 1.0, provided the degrees of freedom are 6 or greater. In such
a case, the tabulated 57 value actually occurs at the 5.692 level
and the discrepancy decreases with increasing degrees of freedom.2

rd

The correction for continuity is not needed in tables having more

than 1 degree of freedom and some expectations greater than 5.3

In light of this evidence, two versions of the x2 test were
implemented; first, a liberal version which extended the test tb
its justifiable limit by using distributions containing two unity
expectations, and second, a.conservative version which accepted only
distributions in which all expectations were greater than two. In
both cases, the critical region was specified at the 5% level, a |
percenfage chosen because of the supporting evidence concerning two

unity expectations.

The factors contributing to small expectations are low reader-
ship indices and few classifiable quarters per section. To meet the

minimum expected distribution requirements of the x2 tests, the

1Q. McNemar, Psychological Statisties (3rd ed.; New York: John
Wiley and Sons, Inc., 1966), p. 218.

2W. Cochran, "The xz Correction for Continuity,” Iowa State
College Journal of Science, XVI (1942), pp. 421-437.

3W. Cochran, "'The x2 Test of Goodness of Fit," Annals of Math-
ematical Statistics, XXIII (1952), pp. 315-345.




116

magnitude of the usable readership index was restricted. This
variable was selected for constraints because —

(1) At very low readership levels, expectations from
even the largest content sections would violate
the tests.

(2) The relatively scarce test resource was content
sections: the usefulness of the findings would
be severely limited if only one or two sections
were available. :

(3) The readership index distributions were relatively
normal and a large portion of the sample would
remain after discarding the lower readership levels.

The minimum usable readership indices for the rigorous content
clagsgification scheme under the liberal x2 test were 17% for panel
A, 15% for B, and 17% for C. Under the conservative test they were
342, 29%, and 34%, respectively. For the relaxed classification
scheme the figures were 17Z, 177, and 157 under the liberal test

and 34%, 34%, and 29% under the conservative test. Table 6-1

summarizes this data.

The elimination of light readers from the selectivity tests
influences the results of those tests. An inspection of the data
shows that light readership frequently results from the reading of
only one or two sections. Light readers are generally selective
ré;dérs; their elimination shifts the remaining sample towards less
seléctivity than might otherwise be present. This shift provides a

conservative influence on the results.
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The Regression Analysis

The secondary research hypotheses were investigated by means
of a multiple regression analysis. This analytical method was chosen
because it facilitated testing the variables one at a time as well as
jointly. The analysis was applied to all readers deemed selective in

the selectivity testing procedure.

The Dependent Variables. Two types of selectivity were investi-

gated in the regression analysis: general selectivity and specific
selectivity. 'Specific selectivity deals with the degree of positive
or negative selectivity in each newspaper section. The selectivity
index, Ci-’ is the dependent variable. For general selectivity, a
measure applicable across groups of sections is required. This
measure is derived from the selectivity index. A large value of the
index indicates a high degree of selectivity while the sign tells
whether it is positive or negative; a small magnitude is indicative
of slight selectivity with the sign playing the same role. Therefore,
if the signs are ignored and the magnitude of two or more indices

are summed, then the magnitude of the sum is indicative of the
reader's general selectivity across the combination of sections. This

modulus sum is used as the dependent measure of general selectivity.

Sample Subsets for the Multiple Regression Analysis. The

sample was partitioned into three subsamples as a result of the

split-run advertising treatments. Each subsample received a unique
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newspaper which resulted in a unique content classification scheme,
thereby producing a unique set of dependent variables. Each content
classification scheme was produced in two versions - rigorous and
relaxed - thus doubling the number of dependent variables. Two
different types of dependent variables - specific and general - were
developed, again doubling the number of regression sets. Finally, the
last doubling resulted from the two types of x2 tests - liberal and
conservative. 1In total tﬁete were 24 different sample subsets of
dependent variables for the regression runs. Figure 6-5 illustrates

the combinations of different dependent variable groupings.

Cleaning the Regression Data. Each variable for each respon-

dent has been treated as a separate entity to this point in the
analysis. No attempt has been made to screen a respondent's score
on one scale because he did not complete another. Tﬁere is no
internal consistency in the disaggregated data file. Some

. respondents deemed selective may have completed only the miniatur-
ized newspaper questionnaires and may have left the additional interest
and follow-up items unanswered. Conversely, a complete set of
attribute data may exist for some respondents who completed only a
small portion of the miniaturized test pages and were thereby deemed
nonselective. The multiple regression investigation is concerned
only with respondents deemed selective and the multiple regression

program requires a complete variable set for each respondent permitted
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Figure 6-5

Multiple Regression Dependent Variable Groupings
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in the anaiysis.1

The data base, therefore, had to be cleaned before the
implementation of the regression analysis. All nonselective
readers and all selective readers without the appropriate inter-
nally consistent variable set were removed from the data file.
Table 6-2 summarizes the relevant information for the 24 regres-

sion groupings.

The Regression Models. A linear regression model was used

to express the hypothesized relationships between selective reading

and the predispositions. The model took the general form

C=a+ X +B8,X, +-+pg X +e
where

C = the degree of selectivity for the newspaper section
in question. '

Xl to X = the independent variable measures hypothesized to
relate to the degree of selectivity.

1This statement is not precisely true. The regression package
used in this analysis operated on the correlation matrix generated
by the input subroutine. If the input routine encounters raw data
having missing values, it is possible to over-ride the abort function
and force the calculation of the best possible correlation matrix.
Operations on a matrix so generated are in essence working with
missing data but they are subject to an important comstraint. Any
results that depend on the degrees of freedom in the analysis are
only approximate.. The number of observations from variable to
variable are different and an estimate of the effective number of
observations must be made. This procedure becomes more and more
tenuous as the number of variables in the analysis and the spread
in the number of observations per variable increase. An attempt to
implement this procedure with the data of this study proved entirely
fruitless.
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Table 6-2

Internally Complete Sample Subsets

Content Classification Nh&ure of Type of Sample

Scheme X~ Test |[Selectivity | Panel| Size
' 27
39
11

41
68
25

General

Conservattwﬁ

Specific

OwWwP Ow >

Rigorous

50
59
28

General

OwWHk

Liberal

89
110
68

30
49
28

53
72

Specific

General

Canservative

Specific
Relaxed

61
78
51

119
141
15

General

Liberal

Specific

QWP W Ok o> ow >
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a,Bl to Bn = the population parameter to be estimated from
the sample information. :

e = the stochastic error term.
This particular formulation was chosen because —

(1) It facilitated tests of each variable after the
' influence of the others had been accounted for

(2) 1t prévided for assessing the contribution of the
variables to the regression either singly or jointly

(3) DNo theoretical background provided sufficient detail
to support a different formulation or to support the
use of nonlinear relationships.
The null hypothesis for the analysis stated that the regression
coefficients were iero. The alternate hypotheses stated that they
- were either greater or less than zero depending on the direction
given in the secondary hypotheses formulations. For direct associations
the hypotheses were
H:B= )]
le 8>4@
For inverse associations, they were
H:8=49
B2 B8<9 .

The significance tests on the independent variables used the t distri-

bution. The F test was used on the multiple correlation coefficient.



MATHEMATICAL APPENDIX TO CHAPTER VI

This appendix provides the detailed mathematical derivation
of the selectivity index, ci'. Assume the table given below
represents the first three subcolumns of the Totals column in the

main data matrix and that there are only three sections of interest.

0 P E=IP
Sec. 1 01 P1 El
Sec. 2_ 02 P2 E2
Sec. 3 03 P3 E3
Totals 0T PT ET
OT
I= O
T

For any section of the table, the signs and magnitude of the term

(0 - E) are an index of the type (i.e. positive or negative) and
amount of selectivity. However, (0 - E) for one section is not
comparable to (0 - E) for another. &he range (minimum to maximum)
of the term is dependent on P and there is no reason to ‘assume that
P will be the same for each section. To make the (0 - E)'s compara-
ble, the range of the index must be determined so that the term éan

be normalized.

124
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Consider first the problem of determining the maximum positive
value of (0 - E) for any of the sections, for example, section one.
The term (01 - 1) has its maximum value when O1 is as large as
possible, corresponding to the seeking-out of section one, and
simultaneously E1 is as small as possible. As a starting point in

the positive maximization of (01 - Elj, let 01 assume its maximum

value:

0, =0

This 1s a judgmental starting point based on the nature of the
objective function and the fact that little is known about the

behavior of El'

It is now necessary to determine the minimum value of El,

given O1 at its maximum level. It is known that

B, =1k = 5 B

However, regardless of observed readership levels, P1 and PT are

constant - fixed by the contents of the newspaper. Therefore, E1

is directly proportional to 0T and, within the constraint on 01,

El will be minimized when 0T is minimized.



The table shows that

0T = 01 + 02 + 03

and given

0 P

1'°1| =P
max

_then 0, will be minimized when

0, = 0.

2=0; =9

min

= @
min

0,=0

3 3

This minimization of OT'holds for any value of 01 and not just for

126

01 « Thus, the initial assumption does not constrain the solution

max

to a special case.

Using the relationships that

E1 = IPl
and 0
T
I= P
T
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but given
01 = 01 = P1
max
and
0, =0, =9
then o
0.. =0, +0,+0, =P
Tlmin 1 2 3 1
aﬁd , P P 2
S E =Llxp = L
1 ain PT 1 PT

| p,’
(01 - El) max P1 - PT
as Ol =%
max
| 2
P
and EJ 0, = 3-1-
__min max T

This result can be verified by inspection of the original

table. If 02 or 03 or both were greater than @, then 0T would be

greater than 01. This means that the value of the index I would

increase and so would the value of El' Therefore, for any given

value of 01, the term (01 - El) would decrease in positive magnitude.

Similarly, if 01 were less than P, — say aPl, where 100%Z <a < 0% —

1.

then El also would decrease by aZ.
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E1 = IPl
oo oen
I= PT = PT = PT
P 2
‘. B, =g 1
1 PT
But 01 > E1

as long as 0, = O;=fand 0, #0

2

Thus .aol >uE1.
so that (01 - aOl) >(Ei - aEl)
or (01 - El) > G:Ol - aEl)

and as a < 100Z, then (O1 - El) is at its maximum value when

0, =P..

1 1

It is now necessary to determine the maximm negative value
(i{.e. the minimum value) of (0 - E) for any section. Again, using
section one as the example, this minimum value corresponds to the
maximum negative selection or maximum avoidance of section one. It
seems reasonable to start with 01, at its minimum value. This choicé
is consistent with the idea of maximum avoidance of section one.

Therefore let
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In order to minimize the term (0l - El)’ the task is to find

the maximum positive value of E1 given that O1 = @.

As before, it is known that

.but PT and P1 are constant for any given situation and therefore E1

1is proportional ‘to OT' Thus, maximizing 0T within the constraint

that 0l = ) becomes the objective. This means that 0, and 03 should

have their largest value as

+0,+0

Op = 0, +0, + 04

and consequently O2 and 03 equal

This holds for any value of O1 and not just 01 s therefore, the
: . min

solution represents the general case.

Using the equétions
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and knowing that

OT = 01 + 02 + 03

=@ +P, +P

2 3

= P2 + P3

=P +P, +P

as well as PT 1 2 3

then 0p = By - B,

and therefore

The solution to the minimum value of (01 - El) thus becomes

P 2
[0, -81 =¢-]|p -1
1 1 nin . 1 PT

This result can be confirmed by inspection of the original

table. If 0, < P, and/or 0, < P3, then the value of 0,, decreases

2 2 3 T
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for any given value of 01. Conjointly the value of I decreases. A
decrease in I yields a decrease in E1 and, as a result, the term

(O1 - 1) becomes less negative.

On the other hand, if O1 > @, were increased to aZ of Pl
so that 01 = aPl, (100Z < a < 0%), then E1 would increase by less
than aPl and the term (01 - El) once again becomes less negative

The reason that E1 increases by less than aPl is as follows:

+0,+0

Op = 0, +0, + 0,4

which becomes
0,.=aP, +P, +P
but

PT = Pl + P2 + P3

Then, by transportation and substitution,
0T = PT + P1 (a-1)

Returning to the formula

the following results occur:
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[P+ P, (a-1)]
g, =—2 1 P

1 Py 1
p,? P,
=lp -]+ [er) &)
17 %, Y &)

In this equation the brackets are used to show that the first term,

2
P
Pl - 51—3 ig the term which represents the minimum value of El;
T
. Pl
while the second term, (aPl)(i—), which has two components, reflects
T

the proposed increase in 01 to a value of aPl and also reflects the

proportionality between O, and E,. The important factors to note are

1 1
P
that the proportionality term, fl » 1s less than ome and there-
T
fore
B
(GPI) (ﬁ) <a Pl

establishes the conclusion about the increase in El'

These results can be generalized for any section and the
procedure can be applied to a matrix of any number of sections. In

a generalized form the findings may be stated for any given section

(1) :

U

[0, - E
1 max T

and this value relates to maximum positive selectivity or seeking-out

of the section. Also
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is the value related to maximum negative selectivity or avoidance
of the section. Combining these two values, the range of selectivity

for any section (i) is given by

Piz
R = 2 P, - —
i i PT

and the selectivity index, C, for section (i) is given by

C. = (01 = Ei)
i Ri

In the main data matrix, this value may be calculated for any

section (i) by the following formula:

c (Oi_ - Ei-)
i. Ri-
where
Pi.z
R, = 2| P, = =——



CHAPTER VII
RESULTS OF THE HYPOTHESIS TESTING

This chapter presents the findings from the data analysis:
first, the results of the principal hypothesis tests for selective
newspaper readiﬁg, and second, the results.of the secondary hypo-~
theses tests concerning the variables influencing selective

reading.

The Principal Hypothesis Tests

Testing the principal hypothesis involved the application of
a goodness-of-fit test tothe reading profiles of each respondent.
If the respondent's reading pattern significantly departed from
the pattern that might be expected on a chance basis, the respondent
was declared selective. The testing procedure was applied in two
versions — liberal and conservative — to both content classification
schemes — relaxed and rigorous. The number and magnitude of allow-
able small expectations varied between the tests. The conservativé
one required that all expectations be greater than 2.0 while the

liberal one allowed two expectations as small as unity.

134
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The results of the principal hypothesis tests are summarized
in Table 7-1. The number of testable readers ramged from a high
of 911 (75% of the sample) to a low of 402 (32Z of the sample) for
the relaxed/liberal and the rigorous/conservative tests, respective-
ly. The number of testable readers was less than the total sample
due to the constraints placed on the expected reading distributions.
_ The number of testable readers decreased as the requirements of the

tests became more stringent.

Many reépondents eliminated from the selectivity tests were
clearly selective readers; they had read in only one or two sections.
Their high degree of selectivity caused low readership indices and
consequent elimination from the tests. All nontestable readers as
well as all nonreaders were automatically deemed nonselective in
order to maintain a conservative influence in the classification

results.

The proportion of testable readers deemed selective ran
between 57% and 76% with the relaxed/conservative test accounting
for the largest result. In numbers, the selective readers ranged
from a high of 685 for the least restrictive test to a low of 227
for the most restrictive one. In each test the proportion of
readers found selective was significantly greater than the propor-

tion that could be expected on a chance basis.
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The Secondary Hypotheses Tests

The secondary hypotheses tests covering gemeral selectivity
and specific selectivity were implemented by means of a stepwise
multiple regression analysis performed on each proposed model. The

models took the general form

C= o+ lel + 32X2 + e + ann +e

where C = the degree of selectivity for the newspaper section in
question
xi = the independent variable measure hypothesized to relate
to selectivity, 1 = 1,n.
a,Bi = the population parameters to be estimated from the

sample information, i = 1,n.

e = the stochastic error term

The least squares sample estimates were used to make statistical
inferences about the unknown population parameters. The null
hypotheses, that the parameters were zero, Ho: B = §, were tested

against one~tailed alternatives at the 57 level.

Valuable information can be lost when only those results that

are statistically significant are reported.l This is especially

1W’onnacot:t and Wonnacott, p. 265.
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true when the null hypotheses are introduced merely on the basis of
convention. Therefore, the regression results for this study are

reported in two ways

(1) When a sample estimate is significaﬁt, its numerical
value is reported along with its t value and its Beta
value.1

(2) When a sample estimate is nonsignificant, its sign is

reported provided that sign remains constant in both

the bivariate and multivériate contexts.

The coefficients of multiple determination are corrected for shrink-

age2 before reporting and their F probabilities are given.

The regression tables contain as many as 12 regression results
in some cases. These results all stem from the three original
samples but they also reflect the use of the two separate content
classification schemes and the two different selectivity testing
procedures. The dependent variable is specified in the table
headings; the independent variables are reported according to the
abbreviations given in Figure 7-1. Each regression table shows only
those independent variables hypothesized to relate to the dependent

variable for the table. The direction of the hypothesis is indicated

1MIcNemar, p. 173.

2D. Montgomery and D. Morrison, Adusting Rz, A Marketing
Science Institute Technical Report (Cambridge: Marketing Institute,
1971).
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by a plus or minus sign below the independent variable name.

The consistency of an independent variable's sign across the
different subsamples is as important as its relative magnitude in
any one equation. A variable that has some significaﬁt results
but suffers from many sign changes is of less value than a variable
that is never significant but holds a constant sign across all
subsamples. Due to the importance of these sign patterns the
regression tables are not collapsed even when there is a high

degree of similarity in the findings.

The General Selectivity Hypotheses

Tables 7-2 through 7-4 report the general selectivity findings.
The three dependent variables are general selectivity in the non-
advertising sections, general selectivity in the advertising sectionms,
and general selectivity in the total newspaper contents. ' These multi-
ple section dependent variables are derived by summing the absolute
values of the single section selectivity indices for each section in
the group. The modulus so derived is large for high degrees of
general selectivity and small for low degrees of general selectivity.
The independent variables in these models differ only slightly. Each
model contains the personality tra?ts, one or more of the newspaper

evaluation scales, the liberalism scale, and the age scale. The



Abbreviations
Names In

Personality Traits:

- Self-confidence

. = Cognitive Structure
Understanding
Manifest Anxiety

Opinion Measures:

= Furniture and
Appliance Buying
Intentions
Automobile Buying
Intentions
Newspaper Rating
Advertising Rating
Liberalism
Newspaper Coverage
Newspaper Source
Newspaper
Personality

Leisure Interests:

- Hobbies
- Sports

140

Figure 7-1

Used For The Independent Variable
The Regression Tables

Demographic Characteristics:

-s/c - Age - -A
~C/s - Sex -sX
-U - Income -$
-M/A = Education -ED

Purchase Record:

-FABI - Automobiles and ~AAP
Accessories

= Cigars and -CCP
-CBI Cigarettes

- Groceries -GP
-NR - Household ~HAP
-A/R Appliances
-L - Men's Clothing -MCP
-C - Women's Clothing ~WCP
-S
-P

Product Usage:

= Cigars =GARS

- Cigarettes -CIGS

- Liquor =-LIQ
~HOB - Movie Attendance =M-AT
=SPRT
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results of these regressions are reported in the next three sections

and subsequently summarized.

Regregsion Results for General Selectivity in the Nonadver-

tising Sections (Table 7-2).

Independent Variable Hypothesized
Variables Symbols Signs
1. Newspaper Rating ‘NR -
2. Social Recognition S/R +
3. Cognitive Structure c/s -
4, Understanding U -
5. Manifest Anxiety M/A +
6. Self-confidence s/c -
7. Liberalism L -
8. Newspaper Coverage c -
9. Newspaper Source S -
10. Newspaper Personality P -
11. Age A -

Data are available for only 10 of the 12 possible regressions
as thé nonadvertising sections are absent from the rigorous content
classification scheme for panel C. The results for three of the
newspaper evaluation scales offer consistent support for the hypo;

thesized relationships: the newspaper rating offers mild evidence



142

' ‘TFEI-8U0 ‘TRAST IS *y1 I JumdPjjuisg
afmjusays 303 peIdBIN0) u
¥6°T 3
62°~ 9 190° .
+) (=) ) (=) (=) (+) g€= | () (=) (+) vaeg 10° 82 ®ATITAIISUOD ponerny
[ 15 "'t 3
€0°0 oz~ ] £20°
az°0 | (=) ) = (=) ) (+) +) wjeg 10° ¢ o037 poxwyny ]
3
] 000°*
) (+) (=) (=) (= |- (=) (+) (=) vog 00° 6¢ 9ATIPAIDBUOD anozolyy
9L°¢ 20°2 3
- 0z°- ] 100°
+) 9y°= (=) (=) (=) (-) §2°= | (#) v3og 90° 65 Tea0qy snolo8ry
20°¢ 3
€2 - ] ¥00°
@ @ ) Joy-[(=) | B (r) (=) u30g 10° (1] BATIVAIIEUOD paxvyeoy
95°2 3 .
61°- g zro0°
() ) (=) 8= | (=) (=) (=) (=) v3eg 10° 8L Te30937] . pexeroy . [}
't 3
60°~ 9 z60°
+) (=) W= (=) +) +) +) =) vyog 10° 2’ SATITAIOSUO) snoa08¥y
3
] 000°
(=) (=) (~) (=) (+) (+) (=) ®39g 00° 0$ {20431 snozolyy
S€'Z 3
92 = ] €z0°
W= | ) (=) (-) (=) (=) (=) w3og 10° ot 9AT3IvAIDBUOY paxeyay
TR 232°¢ [IR3 10°2 3
ea0qs7 paxeray v
09 aaayds Touvg
an UOTIWITITONNTD Tva3sza0

GOFINTINIONINY) O]

0§

Su0FIeg SUTEFIASAPYUON OYL UT LIFATIOSTES TEAWNY 204 e3Ynewy uvoyssealey

T=L o199



143

on three occasions, newspaper coverage and newspaper source each
provide three instances of significant support as well as mild
evidence. However, the results for newspaper personality ére
inconclusive - the variable is never significant and the sign
fluctuates between five minuses and four pluses. Similarly the
results for the personality traits are inconclusive due to sign
‘changes and lack of significance. The possible exception is cognitive
strucéure; of the four minus signs in support of the hypothesis, one
is significant. It is only positive once. On the other hand, libera-
liém glves across-the-board support for the hypothesized relationship
and 1s significant once. Age generally refutes its hypothesis., It

is significant twice, both times with a positive sign. After correc-
tipn,vthe coefficients of mulfiple determination for these models
range from 187 to 1%. The best model contains the independent
variablesé newspaper sources, self-confidence, age, and social
recognition in order of their relative importance. Newspaper source.
and self-confidence support the proposed hypotheses, the other two

variables refute them.

Regression Results for Genmeral Selectivity in the Advertising

Sections (Table 7-3).
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Independent Variable Hypothesized
Variables Symbols a Signs
1. Social Recognition S/R +
2. Cognitive Structure c/s -
3. Uhderstanding 1 -
4.  Manifest Anxiety M/A +
5. Self-confidence s/c . -
6. Liberalism L -
7. Newspaper Source ) -
8. Newspaper Personality P -
9. Advertising Rating A/R -
- 10. Age . . A | -

In all 12 regressions the personality traits are again inconclu-
sive in their support of the hypotheses. The variables are significant
a few more times than in Table 7-2 but the signs still alternate
between plus and minus. The exception, as before, is cognitive
structure. It has only one sign change but this time tends to
refute rather than support the hypothesized relationship. Similarly,
liberalism and age do not show any consistent support for the hypo-
theses; in fact, the weight of.the evidence goes against the proposed
relationships. On the other ﬁand, the newspaper variables — source,
personélity, and advertising rating — strongly support their negative
hypotheses. The significant coefficients are all of the correct sign

and only a few incorrect signs appear in the mild evidence. The
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percentage of the variance explained by these models ranges from 14%
to 17 after the correction for shrinkage. The best explanatory power
is shared by two models. The first contains the variables'advertising
rating, understanding, and newspaper source while the second contains
understanding, and advertising rating. In each case the variables

are mentioned in order of relative importance and in each case under-

standing is of the wrong sign.

Regression Results for General Selectivity in the Total

Newspaper Contents (Table 7-4).

Independent Variable Hypothesized

Variables Symbols Signs
1., Social Recognition S/R +
2, Cognitive Structure c/s -
3. Uﬁderstanding 1] -
4, Manifest Anxiety M/A +
5. Self-confidence s/c -
6. Liberalism L -
7. Newspaper Source S -
8. Newspaper Personality P -
9. Age A -

Only 10 regressions are available due to missing rigorous

clagsifications in Panel C. The personality traits are never
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significant in the results. Social recognition, cognitive structure,
and understanding continue the péttern of reversing signs. Manifest
anxiety has consistency in sign but refutes its hypothesis. Simi-
larily, age largely refutes the proposed relationship. It has seven
plus signs out of ten with.one positive and one negative significant
relationship. In comparison, newspaper source and personality
provide support for the proposed relationships. The source sign is
consistently negative and the variable is éignificant in seven of ten
possible regressions; the personality sign is negative seven of ten
times and the variable is significant twice: once positive, once
negative. In the same vein, iiberalism supports its hypothesis across
the board although it is never significant. The multiple coefficients
of determination for these results, after correction, range from 15%
to 1Z. The variables in the best model are newspaper source, news-
paper personality, and age with all signs supporting the hypothesized
relationships. The newspaper source scale is the most important,
relatively, with personality and age contributing about equally to

the model.

Summary of the Gemeral Selectivity Findings

The most important variables in the general selectivity
regressions are the scales concerning newspaper evaluation. These
scales include: newspaper rating (NR), advertising rating (A/R),

newspaper coverage (C), newspaper source (S), and newspaper
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personality (P). The hypotheses were that persons rating the
newspaper highly would turn to the newspaper frequently as a source
of information and consequently would be less generally selective

in reading. These hypotheses were borne out in the findings.

The liberalism (L) variable offered reasonably consistént
-support for a similar hypothesis — that persons more liberal in
viewpoint would read more information and thus would be less generally
selective. This variable, while showing the correct sign on most rums,

was significant only twice.

The hypothesis concerning age — that younger readers would be
more generally selective than older readers — was largely refuted.
Two of five significant coefficients had the incorrect sign and 15

of 21 signs were wrong in the mild evidence.

The personality traits did not offer consistent support for or
against the hypothgses. These variables were infrequently significant _
and their signs oscillated between plus and minus. These results,
vhile disappointing, are typical for formulations of this nature.
More sophisticated conceptual frameworks are needed to shed light on

the role of personality traits in behavioral studies.1

1w. Tucker, Foundations for a Theory of Consumer Behavior
(New York: Holt, Rinehart and Winston, 1967), p. 138.

,..lcontinued
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The proportion of variance explained by some of the models is
as large as 20%. This amount of explanation is wery encouraging
when compared with similar studies directed at predicting brand
loyalty or brand buying behavior especially since no elaborate

transgenerations were experimented with in search of possible findings.

The Specific Selectivity Hypotheses

Tables 7-5 through 7-19 report the specifie selectivity findings.
The dependent variables in these regressions are the selectivity
indices derived for each content section in both the rigorous and
relaxed content classification schemes. The independent variables
are selected from the opinion measures, leisure interests, demogaph-
ics, and purchase and product use data. The fifteen sets of
regressions are discussed in the next sections and followed by a

summary.

1...continued from last page
R. Brody and S. Cunningham, "Personality Variables and Consumer
Decision Process," Journal of Marketing Research, V (1968), pp.50-57.

D. Sparks and W. Tucker, "A Multivariate Analysis of Personality and
Product Use,” Journal of Marketing Research, VIII (1971), pp. 67-70.

J. Fry, "Personality Variables and Cigarette Brand Choice," Journal of
Marketing Research, VIII (1971), pp. 298-304.

H. Kassarjian, '"Personality and Consumer Behavior: A Review," Journal
of Marketing Research, VIII (1971), pp. 409-418.
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Regression Results for Specific Selectivity in the Business

and Finance Section (Table 7-5).

Independent Variable Hypothesized
‘Variable .. . _Symbols _Signs

1., Sex SX -

2. Income $ +

3. Education ED +

Regression results are available for Panels A and B. All
signs for both the mild and significant evidence are correct with
sex as the most important variable. Income, however, is significant
only once and education does not achieve significance at all. The
multiple R?'s for these models are quite large even after correction
for shrinkage, ranging from a high of 56% to a low of 18%. The best

models contain sex as the only significant variable.

Regression Results for Specific Selectivity in the Government

Section (Table 7-6).

Independent Variable Hypothesized
Variables Symbols Signs

1. Sex sX - .

2. Income $ +

3. Education ED +
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Only 10 regressions are available due to missing data in the
rigorous classification of Panel C. Sex and education offer almost
unanimous support with sex being the most imﬁortant variable. It
is significant in every regression save one and always has the
predicted sign. Similarly, education has the correct sign on all
but one occasion but it is only significant once. In contrast,
income has inconclusive results due to sign changes but the majority
of the evidence is against the proposed hypotheses. For these
results the multiple coefficients of .determination are in the range
of 14% to 1% after correction. The best model contains the terms

sex and income but income is of the wrong sign.

Regression Results for Specific Selectivity in the Women's

World Section (Table 7-7).

Independent Variable Hypothesized
Variables Symbols Signs

1. Hobbies HOB +

2. Sex sX +

3. Income $ -

4. Education -

The six regressions for the relaxed classification in each
panel are available. Support for the hypotheses is virtually
unanimous and, again, sex is the most importanf variable. 1t is

significant in all runs and has the correct sign on each occasion.
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Similarly, hobbies is significant five of six times and has the
predicted sign in all ruﬁs. Income and education are each signifi-
cant twice and have further mild evidence in support of the hypoth~
eses, Education has two nonsignificant results of the incorrect
sign. The coefficients of multiple determination are large for
these models. They range from.73% to 47%. The best model contains

the single significant variable; sex.

Regresgion Results for Sﬁecific Selectivity in the Sports

-

Section (Table 7-8).

Independent . Variable Hypothesized
Variable Symbols . Signs
1. Sports SPRT +

2. Sex . ) Sx . -

Eight regressions'are availéblélgiving unanimous sdpport for
the hypotheses. Both variables are significant and of the correct
sign in reach regression. Sex is the more important variable but
dﬂybyasmall margin. The multiple R2 in these models ranges from

62% to 38% after correction for shrinkage.

Regression Results for Specific Selectivity in the Furniture

and Appliance Advertising Section (Table 7-9).
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Independent Variable Hypothesized
Variables Symbols ___Signs
1. Household Appliance |
Purchases HAP +

2. Furniture and Appliance
Buying Intentions FABI +

3. Sex sX +

With the exception of sex, the regrgssion results for all 12
models in this section are inconclusive. The furniture and appliance
buying intentions scale and the household appliamces purchase scale
show no consistency in the results. Even though the majority of
significant terms support the hypotheses, there are also significant
terms of the wrong sign; Sign changes appear in the mild evidence
as well. Sex is significant and supports its hypotheses in all
regressions. The percentage of variance explained by these modéls
ranges from 587 to 14% with the best model containing sex as the

only significant variable.

Regression Results for Specific Selectivity in the Grocery

Advertising Section (Table 7-10).

Independent Variable Hypothesized
Variables Symbols Signs

1. Grocery Purchases GP +

2. Sex SX +

The eight available regressions present virtually unanimous

support for the hypotheses concerning grocery advertising. Sex is
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the more important variable and is significant in five of the eight
regressions. Two of the nonsignificant results have the correct
sign, one the incorrect sign. On the other hand, the grocery
purchase variable is never significant but has mild supporting
evidence in all but one regression. The multiple R2 for these
results ranges from 47% to 3% and the best model contains only the

&ariable sex.

Regression Results for Specific Selectivity in the Movie

Advertising Section (Table 7-11).

Independent Variables Hypothesized
Variables Symbols Signs

1. Education ED -

2, Movie Attendance M-AT +

Four regressioés for the relaxed classifications in Panels B
and C are available. The movie attendaﬁce score strongly supports
the proposed hypothesis and is significant on three of the four
occasions. 1In contrast, education completely refutes its hypothesis,
This variable is significant in only one run. The percentage of
variance explained by these models rénges from 14Z to 6%. The best

equation contains both terms which are of approximately equal weight.
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Regression Results for Specific Selectivity in the Liquor

Advertising Section (Table 7-12).

Independent Variable Hypothesized
Variables Symbols Signs

1. Sex sX -

2. Liquor Usage L/U +

The eight regressioﬁs give complete support for the hypothe-
sized relationships. Sex is significant in three runs and gives
mild evidence in another four. The liquor use variable is available
in only four of the eight runs but it is significant in two and
gives mild evidence in two. The multiple coefficients of determin-
ation range from 287% to 2% in this case and the best model contains

both variables with sex being the more important one.

Regression Results for Specific Selectivity in the Tobacco

Advertising Section (Table 7-13).

Independent Variable Hypothesized
Variables Symbols Signs
1. Cigarette and Cigar
Purchases CCP +
2 . Sex sx -
3. ' Cigarette Usage s/u +

4, Cigar Usage c/u +
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The two regressions available from Panel A for this section
show good support for the hypotheées.l The cigarette and cigar
purchase data and the sex data support the proposed relationship
alihough they are never significant. Simila:l}, the cigar usage
variable supports its hypothesis and is significant once. The
cigarette usage variable, on the other hand, gives inconclusive
results. The coefficient of multiple determination isamall, .03,

but significant.

Regression Results for Specific Selectivity in the Cigar

Adveftising Section (Table 7-14).

Independent Variable Hypothesized
Variables Symbols Signs
1. Cigarette and Cigar ‘
Purchases ccp . o+
2. Sex SX -
3. Cigar Usage G/u -+

Two regressions for the relaxed classification in Panel A
are available. Two of the three variables used in the model lend

good support to the hypotheses. Sex and cigar usage are both

lln the rigorous content classification scheme the cigar
advertising and the cigarette advertising sections were aggregated
to minimize the number of small sections in the classification
results; see p. 92.
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significant and of the correct signs while the cigarette and cigar
purchase scale gives mild evidence of the wrong sign. The two
multiples Rz's are 24% and 127 and each model contains sex and cigar

usage with the variables having approximately equal importance.

Regression Results for Specific Selectivity in the Cigarette

Advertising Section (Table 7-15).

Independent Variable Hypothesized

Variables Symbols Signs
1, Cigarette and Cigar
Purchases cce +

2. Cigarette Usage c/u -

The results of the two regressions support the hypotheses
although there is only one significant coefficient. The cigarette
and cigar purchase score supports a single nonsignificant result
while cigarette use supports one significant and one nonsignificant
result. The proportion of variance explained is quite small, 4%,

but significant.

Regression Results for Specific Selectivity in the Women's

Clothing and Jewelery Advertising Section (Table 7-16).

Independent Variable ' Hypothesized
Variables Symbols Signs
1, Women's Clothing
Purchases wCP +

2. Sex SX +
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All 12 regressions offer unanimous and strong support for
the hypothesized relationships. Sex is significant in all twelve
regressions and women's clothing purcﬁases is significant in six
equations and offers mild support in five more. The multiple
coefficient of determination for these models range from .62 to

«30 with two different models offering similar high explanation

:percentages. One model contains both terms with sex as the more

important while the other contains only sex.

Regression Results for Specific Selectivity.in the Men's

Clothing and Jewelery Advertising Section (Table 7-17).

Independent Variable Hypothesized
Variables Symbols Signs
1. Men's Clothing
Purchases MCP +
2 ° Sex Sx -

Relaxed classification results are available for each panel
in this section — six regressions in all. The men's clothing
purchase data supports the predicted relationship in all of the
regre#sions. It is significant once. However, the sex variable

completely refutes the proposed hypothesis. According to these

results, women — not men — tend to read the men's clothing advert-
g

isements. The sex variable is significant and of the wrbng sign
in all of the equations. The percentage of variance explained in

these results is from a high of 23Z to a low of 4%. The best
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equation contains both terms with sex the more important variable.

Regression Results for Specific Selectivity in the Automobiles

and Accessory Advertising Section (Table 7-18).

Independent Variable Hypothesized
Variables Symbols Signs

1. Automobile and )

' Accessory Purchases AAP . +

2. Car buying intentions CBI +

3 . Sex sx -

In the 12 regressions for this section, the sex and automobile
and accessory purchase scores offer consistent support for the hypo-
thesized relationships. Sex is significant in every equation and
although the purchase score offers mild support in nine of the éwelve
possible regressions, it is nevef significant. Imn contrast, the car
bﬁying intention score does not provide any conclusive evidence
concerning its hypothesis. The variable is never significant and
its sign swings between plus and minus. The coefficients of multiple
determination range from 46% to 8% for these results with the

best equation containing sex as the only significant variable.

Regréssion Results for Specific Selectivity in the Classified

Advertisements (Table 7-19).
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Independent Variable Hypothesized
Variables Symbols Signs
1. Furniture and Appliance
Buying Intentions ABI -+
2. Car Buying Intentions CBI +

3. Household Appliance
Purchases HAP +

4, Automobile and Accessory .

Purchases AAP +

The fdux regression results for Panel C are available and offer
moderate support for tﬁe proposed relationships. No significant
results are present, but the household appliance purchase score and
the automobile and accessory purchase séore show cpnsistenﬁ mild
support for the hypotheses. On the other hand, the furniture and
appliance buying intentions score and the car buying intentions
score show no conclusive evidence for or against the hypotheses.
These variables have two signs of each type. All the coefficients

of multiple determination are, of course, zero.

Summary of the Specific Selectivity Findings

Overall, the regression results offer considerable support for
the hypotheses as proposed. The majority of the independent variables
show consistent and strong evidence in the equations to which they
contribute. No startling, counter-intuitive results are uncovered

that defy explanation and contaminate the results. The only disap-
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pointing feature of the analysis is the relative importance of the
" more obvious associations when it was hoped that some subtle rela-
tionships might show through. Sex, for example, frequently

overwhelmed any other variables in a three- or four-term equation.

A summary statement covering 104 regressions for 15 dependent
and 18 independent variables is necessarily oversimplified. Some
of the results would not suffer at all if a single equation were
substituted for a complete table; others would lose their entire

character from any attempt to collapse the findings.

The results in the nonadvertising sections — business and
finance, govérnment, women's world, and sports — are particularly
strong. Although sex (SX) is by far the most important variable,
the hobbie§~(HOB) score is strongly significant in the women's world
section és is the sportinglintetest (§PRI) score in the sports
section. On the other hand, income ($) and education (ED) are less

important in these equations and are less often significant.

The advertising sections also show good support for the
proposed hypotheses. Sex again is the key diécriminator —.almost
always significant and of the right sign. The buying intentions
data, however, are somewhat weaker in fheir support of selective
advertising reading; this weakness is consistent with the

difficulties encountered by Katona in similar studies focusing on
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buying expectations.l Product usage and purchase history lend
stronger and more consistent support to selective advertising
reading, which gives general confirmation in the direction of
Festingers cognitive dissonance theory.2 The few remaining
variables were neither significant nor consistent in their relation-
ship to advertising reading. In all, these results are very
encouraging and they strongly reinforce the notion of predisposi-

tional influence in the selection of newspaper information.

le. Katona, The Powerful Consumer (New York: McGraw-Hill Book
Company, 1960), pp. 54-67.

J. Howard, Marketing Theory (Bostom: Allyn and Bacon, 1965),
pp . 85-93 * ’

G. Katona, The Mass Consumption Society (New York: McGraw-Hill Book
Company, 1964), pp. 71-97.

2Festinger, pp. 123-176.
Howard, pp. 142-145.



CHAPTER VIIL
SUMMARY AND CONCLUSIONS

The theoretical and empirical aspects of the study are here
summarized along with a consideration of the praétical importance
of the findings and a discussion of the implications for further

research.

The Principal Research Hypothesis

The"primary objective of this study was to determine whether
or not newspaper rea&ers demonstrate systematic patterns of choice
and avoidance in the information they select from the daily news-
éaper. Since the research concerning the selective mental processes
is considered imfoftant in the formation of communications audiences,
it has served as a theoretical base for this study. The findings
t§ date generally conclude that most communications audiences over-
represent persons having favorable predispositions towards the
information being pres;nted, and under-represent persons with
unfavorable predispoéitions. The relative degree of over-representa-

tion or under-representation of different audience segments is

179
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accepted as the manifestation of selectivity. Since selectivity is
an intervening variable, not directly observable, its existence

must be inferred from a surrogate behavioral measure.

The principal hypothesis reflected these factors. It proposed
that a reader demonstrates systematic patterns im the information
he reads from the newspaper. The operational testing criterion
was whether the individual's reading pattern sigmificantly deparfed
from the pattern that might be expected on a chance basis. A
probability model established the expected rgading distribution
which was thgn compared with the observed reading distribution. The
distributions were based on a content analysis procedure that allo-
cated each quarter newspaper page to an exhaustive content classifi-
q;tion scheme. The algebraic difference between an individual's
observed feading level and expected reading level in any given
' newspaper section constituted the necessary surrogate measure for

selectivity.

The surrogate measure in this form was of little value as its
sampling distribution was unknown; however, a simple algebraic
opefation allowed this measure to be mapped into a statistic known
to have a Chi-square sampling distribution. It was then possible
to implement a goodness-of-fit test using the hypothesis that each
reader was nonselective. A reader was accepted as selective if, and
only if,.the sample estimate of the statistic allowed rejection of the

null hypothesis.
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The detail of the theoretical background for the principal
hypothesis was taken from the communications literature and the
research on perceptual psychology and memory responses, both of
which contained evidence‘supporting the existence of selectivity
and identifying the causal role of the selective forces or predis-
positions. The findings ffom these areas were organized in terms
'of three processes: the intake, storage, and recall of information.
In each process, the selective forces were cast in the role of
causal influencés: positive predispositions were reasoned to
support acceptance of information; negative predispositions to
cause rejection of information. Refinements, based on the theory
of assimilation and contrast, were added to provide for varying
degrees of alignment between the predispositions and the material

under consideration and also to allow for predispositions of varying

strengths.

The general theoretical development was summarized in a model
of information consumption subsejuently made specific to newspaper
reading. The specific analysis converted each gemeral theory
process into a newspaper reading activity and from this specific

analysis the principal research hypothesis was stated.

Testing the Principal Hypothesis. The tests of the primcipal

hypothesis were executed from the main data matrix for each

newspaper reader. Among other things, the main data matrix contained
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the observed and expected reading distributions from which the

surrogate measure for selectivity was derived.

For each respondent, there were, in fact, two main data
matrices: one based on the rigorous content classification scheme,
the other on the relaxed scheme. It was found that the matrices
‘had many small values in the expected reading distributions and
this condition strained the underlying assumptions of the goodness
-of-fit test. However, it was found that only minor errors were
introduced into the findings when the test was implemented with all
expectations greater than 2.0 and with the two exceptions as small
as unity, the errors in the results were still tolerable. Both
versions of the test were employed; the first was referred to as the
conservative test and the second as the liberal test. Restrictions
were put on the minimum usable level of the readership index in
order‘to meet the criteria on sm#ll expectations. Readers not
meeting these requirements were, in the interests of conservatism,
automatically deemed nonselective. A summary of the results of the

principal hypothesis tests is showm in Table 8-1.

The number of testable readers was larger for the liberal

_ test than for the conservative test because smaller expectations
were permitted in the liberal configuration. The relaxed content
classification scheme provided more testable readers than the

rigorous scheme due to the addition of new content sections and the



" Table 8-1

Summary Of The Principal Hypothesis Testing Results

Content Nature of Number of Number of | Percentage
Classification 2 Testable Readers of Readers
- |Scheme x Test [Readers Deemed Deemed
: Selective | Selective
Liberal 911 685 - 75%
Relaxed
Conservative 451 341 76%
Liberal 725 464 642
Rigorous
Conservative 402 227 57%
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increased number of classifiable quarters in old sections. A large
proportion of the testable readers supported the selective reading
hypothesis and in each case this proportion proved to be significantly
higher than could be expected by chance. The readers deemed

selective constituted the sample subsets for the investigation of

the secondarj research hypotheses.

Conclusions Concerning the Principal Research Hypothesis. The

principal hypothesis tests established that a large number of the

studied lLondon Free Press readers had reading patterns significantly

different from the patterns that might be expected on the basis of
random reading. Readers in this number were deemed selective readers;
others were deemed nonselective. Furthermore, the number §f readers
deemed selective was significantly greater than the number that could
be expected on a chance basis if the studied group were a nonselective

group.

These conclusions were supported for each classification
scheme and testing method implemented, in spite of the fact that many
readers deemed nonselective were so specified not on the basis of
research evidence but on the basis of limitations in the testing
procedure. Therefore, in practical terms, within the scope of the
definitions used in this study, this means that the frequency of

occurrence of selective reading patterns among the studied London
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Free Press readers makes it highly improbable that the studied

readers constitute a sample of nonselective readers.

The Secondary Research Hypotheses

From the research on perceptual psychology and memory responses
the selective forces or predispositions were identified as causal
‘factors in the operation of the selective mental processes. The
background theory incorporated a number of factors into the concept
of predispositions; these factors included: needs, instincts, drives,
. feelings, moods, attitudes, interests, intentionms, and preferences.
For the secondary hypotheses a set of scales was selected from these
factors to serve as the independent variables in multiple regreséion
analyses designed to investigate the causal role of the predispos-
itions in selectivity. The indépendent variable scales included
a group of personmal attribute measures and demographic characteris-
tics chosen on the basis of previous research evidence, availability,

and intuitive appeal.

The dependent variables in the regression analyses were measures
of selectivity in newspaper reading. These dependent valhes were
based on the surrogate measure for selectivity as given by the
algebraic difference between an individual's observed reading
level and expected reading level for any newspaper section. To

make these values comparable from reader to reader and from section
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to section the surrogate measure was normalized through division
by the maximum range of the algebraic deviation. It was proven
that this range was a function of the possible reading level in
the particular section under consideration and the total possible
reading level across all sections. The dependent values so
generated were referred to as the selectivity indices and each

reader had a selectivity index for each newspaper section.

A second type of dependent variable was developed by aggregating
the absolute values of three specific groups of selectivity indices.
The aggregation groups consisted of the advertising sections, the
nonadvertising sections, and the total newspaper contents. The
dependent variable measures developed by this aggregation process
were referred to as the general selectivity measures because they
covered more than one specific type of newspaper section. The
selectivity indices were referred to as the specific selectivity

measures.,

Linear models were formulated to investigate the relationships
between the predispositional independent variables and the selectivity
related dependent variables. The linear models took the general

form



C=a+BX +BX, +oeot B X

Where C = the dependent variable measure of selectivity, éither
specific or general '

xl to X.n = the independent variables hypothesized to
relate to the selectivity measures

a,Bl to 8_ = the population parameters to be estimated
' from the sample information

e = the stochastic error term.

187

Least squares regression was used to estimate the model coefficients.

This formulation was chosen since it facilitated individual tests

on each variable after the ;nfluencg'of the others had been accoun-

ted for and since it provided for assessing the contribution of the

variables to the equation either singly or jointly.

Testing the Secondary Hypotheses. The tests of secondary

hypotheses were accomplished through the significance results for
the sample estimates of tﬁe model coefficients. In each case the
.null hypotheses were that the coefficient was zero and the alter-
native hypotheses were the appropriate one-tailed specification
depending on the sign of the proposed relationship. A total of
136 regression models involving 18 dependent variables and 32
independents was run. The number of equations was large because

there were sample subsets from three sample panels, a rigorous and

relaxed content classification scheme, and a liberal and conservative
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_ goodness-of-fit test., Thus, there were twelve possible regressions
for each dependent variable. Tables 8-2, 8-3, and 8~4 show summary
charts of the best regression results for general selectivity and
specific selectivity as judged by the percentage of variance

explained in the dependent variable.

For any given model the tables indicate the hypothesized sign
of the variables proposed for the equation and the numerical value
‘of the Beta coefficients for each variable that achieves significance
at the 52 level, one-tail. In addition, the signs of the variables
that fail to achieve siénificance but which hold their signs constant
in both the bivariate and multivariate configurations are reported
along with the sample size, the coefficient of multiple determination
corrected for shrinkage, and the F significance probability for the

overall regression.

 In the general selectivity rums the newspaper evaluation

variablgs were the most powerful and consistent components of the
equations. These variables included the newspaper rating, the
newspaper coverage score, the newspaper source score, the newspaper

personality score and the advertising rating. The hypotheses fbr
| these variables were of the nature that higher evaluations of the
newspaper would lead to less general selectivity in reading. It
was reasoned that persons rating the newspaper highly would turn to

the newspaper for more and greater varieties of information and thus
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would be less selective readers. Although the source variable was
strongest in supporting these hypotheses (Table 8-2), the other
variables offered virtually consistent support for them even though

they were not as frequently significant.

The personality variables made almost no contribution to the
-general selectivity runs. These variables were infrequently signi-
ficant and their signs oscillated between plus and minus. A few
trends in opposition to thig generél situation were present but
none was of great importance. The personality trait results must
be accepted as inconclusive in this study possibly due to over-

simplified formulationg, inappropriate measures, or perhaps both.

The libéralism scale offered almost consistent support for a
hypothesis that a more liberal outlook would be associated with
less selective reading. Unfortunately, this variable was not often
signific;nt. The age variable soundly refuted the hypothesis that
younger readers woul& be more selective readers. The strong support

that appears in Table 8~2 did not generally occur.

The support for the specific selectivity hypotheses (Tables
8-3 and 8-4) was generally strong with the majority of the variables
having the predicted sign. Unfortunateiy, the more obvious
~associations between selective reading and such variables as sex,
income, and education accounted for a large percentage of the

variance explained by any of the models when it was hoped that some
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of the more subtle relationships would be stronger. The overall
results, however, are very encouraging for a first attempt to

assess the predisposifional factors affecting néwspaper reading.

Conclusions Concérning the Secondary Research Hypotheses.

Within the constraints imposed by the selected subsamples of the

‘studied London Free Press readers and the limited range of variables

considered, the scope, consistency, and significance of the findings
offer general support for the role of the selective forces or
bredispositions in influencing the choice of information from the
newspaper. This evidence, combined with the selective réading
results from the principal hypothesis tests, means that the investi-

gated subsamples of the London Free Press readers studied cannot be

considered as uniform groupé of selective readers, all choosing

the same types of newspaper information and rejecting other types.
They must be considered as several different groups of selective
readérs, each'group choosing different kinds of newspaper informa-
tion to varying degrees depending on the influence of their
predispositions. Each segment, in essence, forms an intra-newspaper

audience segment for information of a specific type.

Generalization of the Findings

There are two important considerations with respect to the

generalization of the findings. The first concerns the problem of
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projecting the sample results back to the parent population, and

the second concerns the extension of the work to other newspapers.

Projection of the Saﬁple Results to the Parent Population.

The parent population for this study was defined as all persons in
the greater London area who lived in a home delivery zone for the
newspaper and who were 15 years of age and older. Sampling from
this population was accomplished through a two-stage, area-type,
probability des:lgn.1 Careful controls were instituted to maintain
representativeness in the sample;. multiple call-backs were insisted
upon for not-at-homes and purposive substitution was not permitted

in replacing nonrespondents.

From this base, it seems appropriate to employ the sample
findings from the principal hypothesis tests in conéluding that the
parent population is not a nonselective population. This conclusion
is based on the extremely small probabiiity that the high proportion
of sample readers deemed selective could have arisen by chance in a
nonselective group. However, as is shown in the mathematical
appendix at the_end of this chapter, the sample proportion of

selective readers cannot be used as an estimate of the population

1Although the resulting sample was not probabilistic in the
most rigorous sense of the word, the quality of the sample was very
high and for all intents and purposes it can be considered to have
" a probability nature.
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prbportion because the expected value of the sample proportion is
a bilased estimator of the population proportion. It is important
to note, though, that the mathematical appen&ix establishes that
the sample proportion underestimates the population proportion and

to that extent there is a conservative influence in the findings.

The projection of the secondary hyﬁgtheses results back to
the parent population is a more uncertain procedure than the
projections associated with the principal hypothesis. In conducting
‘the secondary tests, only those sample readers deemed selective
were eligible for testing and, within that set, only those readers
who provided complete personal attribute data could be used. While
there is no reason to expect systematic differences between the
selective readers in the sample and the selective readers in the
population, there may be systematic differences between selective
readers who will provide extensive personal attribute information
and those who will not. The possibility of these differences
increases the risk in accepting the sample evidence as representa-
tive of the parent population. Within this limitation, the sample
support for the proposition that the predispositions influence the
selection of newspaper information is so pervasive that it seems
justifiable to conclude that the selective readers in the parent
population are influenced by their predispositions in the choice

of newspaper information.
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Extension of the Findings to Other Newspapers. The extension
of the findings to other newspapers transcénds the sample/population
relationship and concerns the generalization of the hypotheses and
the theory to the universe of daily newspapers. This generalization
is important because the practical significance of the study centres
on the modification of newspaper audience assessment procedures; the
value of this modification would be.questionable if the idea applied

to only one newspaper.

The hypotheses tested in this study were based.on a body of
theory from the areas of perceptual psychology and memory responses.
There is no apparent reason that the theoretical development cannot
be considered as appropriate to any newspaper since its formulation
does not rest on particular aspects of the newspaper studied. So
too is the principal hypothesis directly transferable. The second-
ary hypotheses, on the other hand, are more closely bound to the

Llondon Free Press through the content classification schemes. For

this reason, the direct transfer of the secondary hypotheses would
require a close screening in terms of the content sections of
another newspaper; however, conceptually there is no reason to
doubt the extension of the secondary principle. In addition, the
empirical support for the hypotheses reinforces a conviction that
they are sound hypotheses; that they reflect the way that newspaper

information is consumed and that they are based on an adequate body
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of theory. Therefore, it seems reasonable to expect further
supporting empirical evidence when replications of this work

are carried out in other newspapers.

Practical Importance of the Research Findings

The practical significance of these findings lies in their
impact on the area of newspaper audience assessment. The evidence
of predispositionaliy based selective reading patterns in the
newspaper identifies a conceptual error in the current procedures
for measuring newspapei audiences. This error stems from the
practice of viewing a newspaper reader as an exhaustive reader;
that is, from the praétice of viewing a reader who reads any part
of the newspaper as a reader who reads the whole newspaper. It is
on the basis of this viewpoint ghat the current procedufes for
assessing newspaper audiences erroneously report readers as members
of the audience for portions of the newspaper that they did not
read. This error results in inaccurate and inappropriate state-
ments about newspaper audience statistics such as reach (duplicgted
audience), net reach (unduplicated audience), and average
frequency of exposure, as well as in misconceptions about newspaper

audience composition. To the extent that placing advertisements
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before the right people. is the essence of audience evaluation,1
this error can lead to the inappropriate use of a medium. The
following paragraphs comment in detail on a method of eliminating

the errors from these measures.2

Newspaper Audience Measurement. Resolving the question of

audience assessment under conditions of selective newspaper
reading is a relatively complex matter. A selective readership

matrix of the type shown in Figure 8-1 must be established from

1P. Kotler, "Towards an Explicit Model for Media Selection,"
Journal of Advertising Research, IV (1964), pp. 34-41.

_ The development of a method for correctly assessing newspaper
audiences has an interesting parallel in the research of the
“Agostini tradition". The "Agostini research" focused on the
elimination of print media audience duplication errors that
resulted from overlapping audience segments across multiple publi-
cations while this research focuses on the elimination of
duplication errors resulting from overlapping audience segments
within a publication.

J. Agostini, "How to Estimate Unduplicated Audiences," Journal of
Advertising Research, I (1961), pp. 11-14,

P, Hoffmans, "Measuring the Cumulative Net Coverage of any Combina-
tion of Media," Journal of Marketing Research, III (1966),

J. Claycamp and C. McClelland, "Estimating Reach and the Magic of
K," Journal of Advertising Research, VIII (1968), pp. 44-51.
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Figure 8-1
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the main data matrices for each respondent. The matrix contains

the readership status (Rsijp) for each respondent p, in each
section i, for each issue j. (There are a total of T'resbondents,

N sections, and W issues.) The value of Rsijp is either ome or

zero depending on whether the respondent is a reader or a nonreader
of the section in the issue in question. With the matrix established,
an accurate duplicated.audiénce.figdre can be determined for each
section or combination of sections. This duplicated audience figure
does not automatically aggregate across different sections of the
newspaper as the old measure did but such aggregations can be made
if they are desirable. Referring to Figure 8-1, the duplicated

audience figure for any section 1 over W issues is as indicated

below:l
| 11
DA s RS
: L j-l p'l ijp

~

Similarly the duplicated audience for all the sections of the
newspaper over all the issues can be calculated:
N W T

DA = RS ‘
oo 4 321 pzl Lie :

1The standard algebraic convention of representing an aggre-
gated subscript by the dot (+) notation is assumed:
n
x = 2 X
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Now, to determine a correct value for the unduplicated
audience figure, two possible sources of reading duplication must
be eliminated from the dup;icated audience measure: f;rst;
duplication arising from successive readership of sections across
issues and second, duplication arising from multiple section
readership within an issue. The result of eliminating these two
sources of duplication is an unduplicated audience measure that
indicates the aggregate of all readers for a section or a combina-
tion of sections across a number of issues who have looked at the
material at least once but who are counted only once in the

aggregation‘process.

Consider first, the problem of eliminating duplication
resulting from successive exposure to the same section over issues.

Referring to Figure 8-1:

RS, = \ 9 if :il RS = 9
W
1 if j{l RS, F 0
vhere,
RS

i.-p = readership status of respondent p in section 1
over W issues: 1 for having read section i at
least once; @ if not.
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The result of this process (Figure 8-2) is a section/respondent
matrix indicating whether or not each person reads a section at

least once over the issues concerned. In order to ca}cuiate the
unduplicated audience for any section with duplication over time

eliminated, it is only necessary to sum RS over T, the number

ip

of respondents. For example, the unduplicated audience for any
section 1 becomes:
' T

UDA, = ] RS

io -' p=1 iop

However, merely aggregating the unduplicated audiences for indi-
vidual sections with duplication over time eliminated will not
yield the correct unduplicated audience for those sections taken

as a set; the second duplication problem still remains. Respondents

who read more than one of the sections are double-counted.

The elimination of duplication resulting from multiple section
readership within an issue (orfacross issues) requires returning
to Figure 8-1 and developing matrices similar to Figure 8-2 but
for sections taken in various combinations rather than just one

at a time. Figure 8-3 illustrates the readership matrix for
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Figure 8-2
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sections taken in pairs with duplication over issues eliminated.l
From matrices similar to that in Figure 8-3, it is then possible
to calculate the unduplicated audience for any combingtioh of
sections. These figures reéresent the intersection of audience

segments associated with the newspaper sections:2

T
UDA, . = ] BS, ,
1pr  pa1 1P

lA multiple subscripting procedure was needed to denote
sections taken in pairs, triplets, and so on. As shown in Figure
8-3, it was decided to sub~subscript the section subscript, i, in
order to accomplish this task. As a result, the following applies:

1 = subscript for sections considered one at a time.

i, = subscript for sections considered in pairs.

13 = gubscript for sections considered in triplets.

iN = gubscript for sections considered N at a time.

Intersection has specific inference to the conjunction as
a logical connective.
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where

UDA1 .. = unduplicated intersection of audicnces for
2 sections taken in pairs

UDAi .. = unduplicated intersection of audiences for
3 sections taken in threes

UDA = unduplicated intersection of audiences for

1N°° sections taken all together.

The correct unduplicated audience figure for any sét of
sections in the newspaper can be determined from the values of the
unduplicated audience for the individual sections of the newspaper
with duplication overtime eliminated and the unduplicated inter-
section of those audiences. The set of sections might constitute
all the sections in the newspaper if the unduplicated audience
for the entire newspaper were of interest; or it might constitute
any subset thereof. Regardless of composition, the calculation
procedure remains the same and.amounts to finding the union among
the sections of concefn.1 For example, the unduplicated audience

for a whole newspaper consisting of N sections is given by

UDA... = UDAj.. () UDA,.. | J -- -\ Ay

1Un:lon is taken to be based on the inclusive disjunction.
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N __ N __
N 21 (N-2)1 31 (N-3)!
= Z UDAi.. - UDAi .o + UDAi o0 XXX
i=1 12-1 2 i =1 3
3
Nl
N! (N-N)!
[ XXX -(-I)N ’ Z UDA .o
| 171 Iy

The foregoing analysis demonstrates how the procedures for
assessing newspaper audiences can be modified to account for
selective newspaper reading. The evaluation of newspaper audiences
should only be made through the more accurate section by section -

analysis under conditions of selective reading.

The Effect of the Selective Calculation Procedures on

Audience Data. The following simplified example is designed to
shﬁw the dramatic effects that the modified procedures can have
on audience figures and to aid in visualizing the operation of
the process. Assume that a hypothetical daily newspaper is made
up of threé sections (A, B, and C) and that the readersﬁip of the

sections in a given issue is as follows:
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(1) readership of sections
(a) 100 people read section A
(b) 200 people read section B
(c) 300 people read section C

(2) readership of section pairs
(a) 60 people read sections A and B
(b) 85 people read sections B and C
(c¢) 35 people read sections C and A
(3) readership of section triplets )
(a) 20 people read sections A, B, and C.
The Venn diagram (Figure 8-4) illustrates the proposed reading

" patterns:

Figure 8-4



209

For the sake of simplicity, assume that the readership pattern on
.the next issue of this hypothetiéal newspaper is exactly the same.
The same one hundred people read section A and so on. Given this
situation, the measures of reach, net regch, and avgfage frequency
of exposure over the two issues of_the hypothetical paper for the
various s;ctions and combinations of sections as calculated by the

new procedure are as follows:

‘Table 8-=5
Sections or Section Net
Combinations Reach Beach Frequency

1. Audience for section A 200 100 2.0
2. Audience for section B 400 200 2.0
3. Audience for section C . 600 300 2.0
4. Audience for sections .

A and B combined 600 240 2.5
5. - Audience for sections

B and C combined 1000 415 2.4

6. Audience for sections

C and A combined 800 365 2,2
7. Audience for sections .

A, B, and C combined 1200 440 2.7

The values of reach, net reach, and average frequency of
exposure that would have resulted from'the old method of
calculation are.1200, 600, and 2.0, respectively. Note that the
old set of figures does not correspond to any of the sets of
figures representing the selective audiences. The old reach
figure will always overstate all but the most aggregate level

of the combined sections reach measure. Net reach calculated
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by the old method will always overstate even the highest possible
value of the true net reach under conditions of selective reader-
ship because duplication across newspaper sections is not elimina-

ted; it is merely ignored.

The amount of overstatement in the old figures is a fumction
of the amount of selectivity in reading. If all readers read all
aegtions then there would be no selectivi;y and no overstatement
because the situation would represent the assumptions on which the
old calculations are based. On the other hand, if there were
extreme selectivity, such that the intersections between all
sections became empty, then the amount of overstatement would be .
at its maximum. The two situations can be viewed as the degree to
ﬁhich the circles in the Venn diagram (Figure 8-4) overlap. When
the circles are completely superimposed there is no.selectivity
in reading and no overstatement in the old figures but when the
circles are mutually exclusive the maximum amount of overstatement
exists, Thus, any evaluation of the au&ience of this hypothesized
newspaper — in order to decide advertising placement, for example —
would be improved by the use of the audience data based on the new
methods of calculation. Not only will the specification of audience
size be more realistic but, to the extent that attribute differences
between A readers, and B readers, and C readers can be used to
zero-in on customer targets, the quality ;f the audience would be

increased.
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In summary, it is clear that —

(1) The existing procedures for determining reach, net
reach, and average frequency of exposure result in
inaccurate and inappropriate statements about
audience size for the newspaper

(2) Media evaluation procedures that fail to take account
of possible attribute differences between intra-
newspaper audience segments are missing a critical
dimension of audience character.

Possible Directions for Further Investigation

Three important areas for further research can be identified
from the work in this study. The first two relate to matters
internal to the project; that is, to matters of improving upon
or substantiating the work that has been done. The third area
relates to matters external to the project; matters not addressed

within the framework of the study but following directly from it.

Enrichment of the Theoretical Base. The theoretical devel-

opment in this study rests squarely on the research from the areas
of perceptual psychology and memory responses. The communications
.research serves as an additional input to identify specific
variables involved in the processes. Since this research base

is far from exhausted by the developments in this study, further
investigation into these areas would undoubtedly enrich

the explanatory base for the selective hypotheses.
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Other research areas in the behavioral sciences hold promise
of contributions to the theoretical base. 1In parficular, the theory
associated with search behavior might contribute some insights into
the selective process. Since search tﬁeory largely relates to the
identification and structuring of alternatives in decision situations,
it is relatively easy to argue that the input function of the
sélqctive processes subsumes a search element. In addition, the
understanding of the recognition process and the resultant accept-
ance/rejection decisions might well be enhanced thfough the

incorporation of some concepts from search theory.

The occurrence of an acceptance/rejection decision, in turn,
points directly to a consideration of decision'theory for some
useful inputs. Payoff matrices and outcome probaﬁilities would be
difficuit to specify (probably impossible, given the state of the
art) but conceptual thinking in these terms may add theoretical

clarity to the analysis.

The general study of motivation in human behavior may also
prove fr;itful for further consideration. There is a wide variety
of research in this area and, to the extent that selective reading
is interpreted as one type of motivated behavior with the predispo-
sitions being the motivating factors, this research may contribute

to an understanding of the overall process.
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Until some exploratory work is carried out in these areas,
no assurance of valuable contributions can be given. However,
the general direction of the research findings from these areas
suggests promising contributions to the theoretical base of the

selective processes.

Refinement of the Data Measures and Analytical Procedures.

This study works with some data measures and analytical procedures
that have not been extensively used prior to this research.
Unexpected péculiarities in the data base cause some of these
measures and procedures to present greater problems than antici-
pated. Firstly, the quarter-page by quarter-page observed reading
measure turns out to be a "macro-measure" relative to most of the
items on a newspaper page. Secondly, a significant amount of data
is sacfificed due to multiplicity in the types of items appearing

in any given quarter. Two alternative courses of action seem
feasible concerning this problem; one is to shrink the size of the
measurement area, the other is to control the size of the newspaper
‘itqns to be measured. Each of these steps has potential limitations.
The former may increase the response burden on the sample members

to the point where they will not complete large-scale questionnaires.
The latter may so alter the standard lay-out mechanics for the
newspaper that "normal" reading patterns will not occur. Experi-

mental work is needed in order to determine the merits of these
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alternatives. Thirdly, the nature of the respomse measure is of
some concern. A simple aided recognition measure is used in this
study; no checks are made on declared recognition. Overclaiming
in recognition could be assessed by a control mechanism such as

a "photographic substitution" for one of the test quarters in the
preparation of the miniaturized newspaper questionnaires. Any
recognition claims for a "substitute quarter" would reflect
erroneous overstatements in recognition and a deduction procedure

could be devised to reduce the inflation occurring in recognitiom.

The statistical methods used in assessing the existence of
selective reading suffefed from data adequacy problgms. The high
frequency of light reading precluded the analysis of many respon-
dents._ The power of the selective reader classification technique
could not be de;etmined. Some form of discriminant analysis might

be designed to overcome these problems.

The major limitations of the secondary analysis centred
“around questions of model formulation and identification and
selection of independent variables. Some "fishing trips' within
the framework of the linear regression technique could probably be
justified in terms of improving the proportion of variance
explained through different combinations of variables. The
predictive ability of the models might be improved by some

variable transgenerations and/or the introduction of a nonlinear
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analytical technique.

Recent studies have laid the foundation for some concern
over both the nature of the .independent variables and the simple
one-stage type of analysis. The personality variables are
particularly suspect on this dimension. Are measures designed
for investigating abnormal soéial behavior applicable to the work
in this study? 1Is a simple one-stage model a sufficiently complex
formulation to capture the contribution of these variables? The
results in this study seem to confirm a methodological inadequacy

if any relationships do, in fact, exist.

Further Developments. There are two clear directions for

further developments from the work in this study. The first is

to apply the proposed method of newspaper audience assessment to
determine the degree of improvement in audience data for media
decisions. The second is to extend the research concept beyond
the newspaper to other print media and, possibly, to the broadcast

_media.

Clearly, the most logical and direct action following from
the work in this study is the implementation of the proposed method
for assessing newspaper audiences under conditions of selective
reading. However, the development of a generalized computer
program for these calculations is a difficult undertaking. A

matrix of respondents by issues and sections of any resonable size
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quickly runs the program into core storage problems. Very crude
and preliminary programming suggésts differences in the range of
300 to 400% between the old reach measures and the new measures
for a single newspaper section. Differences im the range of 20
to 100Z appear common in terms of net reach. If magnitudes in
these orders are supported by a rigorous analysis, the work will

be well justified.

The development of a generalized computer program unfortun-
ately will not provide the final answer. All indications are that
this program, requiring considerable time on large, fast computers,
will be very complex and expensive to run. To make the use of the
new method feasible, estimation procedures will be required to
replace the exact calculat;on procedures. With the exact results
in hand and guidance from the "Agostini research”, methods of
estimation based on the single section.and paired section reader-
ship should be relatively easy to develop. The complexities in
- the exact calculation methods will make this estimation process a

necessity.

The idea of extending the concept to other print media and
to the broadcast media has a fair degree of appeal. It seems
reasonable that magazine readership should reflect the same kinds

of predispositionally based audience segments found in the newspaper,
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The segmentation effects may be even more structured for magazines
than for newspapers. Time magazine, for example, may consist of
separate audience segments for the domestic-business and domestic-
economic news as compared the reports on education, médicine, the
.arts, apd so on. Magazines with a fairly structured "story-format",
such as Fortune, would require careful selection of test pages from
the story material although the problems could clearly be handled

within the existing methodology.

The idea of predispositionally based audience segments is also
appealing in terms of the broadcast media. The opportunity-for- |
exposure measures based on program time segments probably reflect
the nearest thing to audience segment measurement that has been
accompiished in audience assessment. No attempt has yet been made
by the broadcast media to trace the patterns of audience viewing

. from program to commercial break to program and these shifts might
show some interesting patterns. Clearly, methodological problems
.exist in applying the concepts to the broadcast media but the use
of tape-recorded materials for radio and video-taped materials for

television may allow some progress to be made in these areas.

In summary, the selective reading hypotheseé and their impli-
cations for audience assessment seem sufficiently interesting and

important to justify the investment of further time and effort.



THE MATHEMATICAL APPENDIX TO CHAPTER VIII

The method of testing the principal hypothesis revealed
some statistical questions which seem to be ignored in the
literature on goodness-of-fit. These questions relate to the
problem of the sample proportion of‘selective readers being a
biased estimate of the population proportion and to the diffi-

culties in removing that bias.

The sample proportion of selective readers was determined
by the sequential application of a goodness-of-fit test under the
null hypothesis that_each reader was a nonselective feader. Under
éhis hypofﬁesis, the goodness-of-fit test produces a statistic
that is distributed Chi-square with (K-1) degrees of freedom; K
equals the number of content classifications in the test.l The
‘critical region chosen for this distribution specifies the

probability of a Type I error; the probability of misclassifying
a nonselective reader as selective. This region was set at

o = 57 on the basis of Cochran's work on small expectations.2

lJ. Freund, Mathematical Statistics, (Englewood Cliffs:
Prentice-Hall, Inc., 1962), pp. 285-86.

2W. Cochran, "The x% Correction for Continuity;" Iowa State
College Journal of Science, XVI (1942), pp. 421-437.
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The other possible error, a Type II erroi, specifies the
probability of a selective reader being misclassified as non-
selective. The literature covering goodness-of—fit simpiy avoids
the mention of a Type II error and any attempt to establish a 8
value makes the reason for this avoidance apparent.l The problem
stems from the fact that the alternative hypothesis is a composite
‘of many hypotheses; furthermore, the analytical technique maps all
the alternative hypotheses onto the same distribution as the one
that is specified by the null hypothesis. This situation destroys
ﬁhe normal conceptualization associated with the Type II error

and makes B impossible to define in standard power curve terms.

The only feasible way to deal with this problem is through
a simulation designed to provide random observations from one of
the possible alternative hypotheses; force these observations through

the test applied under null hypothesis, and by enumeration,

1R. Hogg and A. Craig, Introduction to Mathematical Statistics
(2nd ed; New York: The Macmillan Company, 1965), p. 301.

J. Freund, Mathematical Statistics (Englewood Cliffs: Prentice-Hall
Inc., 1962), pp. 285-286.

P. Hoel, Introduction to Mathematical Statistics (New York: John
Wiley and Sons, Inc., 1962), pp. 244-250.

A. Mood and F. Graybill, Introduction to the Theory of Statistics
(2nd ed.; New York: McGraw-Hill Book Company, Inc., 1963),
pp. 308-311.
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determine the probability that the null hypothesis would be
accepted when an alternative is true. This procedure is complex,
however, as it is not clear how the observations from a given
alternative hypothesis should be weighted in determining the
alternative distribution. The characfer of the alternative
distribution is also unknown and there are mo grounds on which

to expect that it will be Chi-square.

The implementation of the simulation approach has two major
limita}:ions.' First, there are a large number of alternative
hypotheses. This number is a function of the number of newspaper
sections, the number of items per section, and the intensity of
a reader's reading. As any of these values increases the number
of alternative hypotheses increases. Second, ranking the
altern#tive hypotheses in terms of their difference from the
null hypothesis would be an extremely difficult task. It is not
clear what the criteria for ranking should be and, in the absence
of a reliable method for ranking, it becomes impossible to order
the B's and define the power function. Given the difficulties
in the simulation technique, combined with the fact that increasing
a was the only way to reduce B (the sample size was fixed by exter-
nal constraints) the method was not implemented. Thisg decision is
defensible on the grounds that Type II errors are errors of

conservatism and if errors must be accepted in the results, errors
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of conservatism are preferred from the standpoint of confidence

in the research findings.

From this point, it can be proven that there is bias in
the procedure used to establish the sample proportion of selective

readers. Let

N = the size of the population

n = the true number of selective readers in the
population '

] = the true proportion of selective readers in

the population, (n/N)

the number of readers deemed selective by the

classification procedure

P = the proportion of readers deemed selective
by the classification procedure, (x/N)

a = magnitude of the Type I error

] = magnitude of the Type II error.

The equation for the number of readers deemed selective by the

classification procedure can then be written as

x = pN
= N - Bin(B, 7N) + Bin (a, (1-7) N)
where Bin (0,K) has the binomial probability distribution

P [Bin (8,K) =r ] = (1:) of (1-0)°T

This simply means that the number of readers deemed selective by
the classification process equals the true number of selective
readers in the population less the number of selective readers

misclassified as nonselective (the number of Type II errors) plus
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~————

the number of nonselective readers misclassified'as selective (the
number of Type I errors). The classification errors result from
two Bernoulli processes with the probability of a sqcceés (making
an error) being determined by o and B for the Type I and Type II

errors, respectively.

The expected number of readers.deemed seleétive by the

classification procedure can now be written as

E(pN) = E(1N) - E(Bin (B,7N) + E(Bin (a, (1-mN))
= TN - BN + a(l-7)N

E(p) =7 - (e +8)T + «

Furthermore, the variance in the number of readers deemed selective

by the classification procedure can be written as

V(pN) = V(aN) - V(Bin (8,™N) ) + V(Bin (o, (1-7) N)..
= 8(1-8)T N + a(l-a) (l-7) N

S V() = 8(1-B)T +  a(l-a) (1-m)

Bias is defined as
B= E(p) - 7
but that quantityvis now known to be
B=a- (a48) 7
and thus the amount of bias in the classification process for any

population proportion can be specified in terms of o and B . Or,
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an unbiased estimator of w, the population proportion, can be
determined by

__p=a

1-a-8
Unfortunately, this correction cannot be made because B is not

known, and, for all practical purposes, is indeterminate.

Common sense argﬁes that Type II errors should not be any
more frequent, on average, than Type I errors. The factors
influencing the departure of an observed reading pattern from
some underlying model are probably very similar regardless of
whether that model is a selective or nonselective model. These
factors will include such things as the physical state of the
newspaper when the reader receives it, the time available for
reading, the activities that are going on around the reader,
out-of-the-ordinary events being reported in the newspaper, and
other such unaccounted for variables. If, in fact, a and B8
are somewhere near equal, then it can be proven that the classi-
fication procedure will underestimate the true population
proportion if the true proportion is greater than one~half and
conversely will overestimate the true population proportion
if the true proportion is less than one-half. From Table 7-1
it can be seen that the estimated proportions based on the
testable readers are all greater than 50%7 and hence the afore-

mentioned conservatism in the results.
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~ APPENDIX I

THE STUDY QUESTIONNAIRES

Recruiting Questionnaire

Additional Interest Questionnaire

' Pollow-up Questionnaire
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The Recruitment Questionnaire

Page 227 to Page 238
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COMMUNICATIONS STUDY - RECRUITMENT

ORC INTERNATIONAL LIMITED Project #

Assignment #

Hello. I am from Research House. We are doing a communication
survey in this area. May I ask you a few questions. First, I have
some questions about your household.

A. How many people are there in this household, including all
children, babies, boarders, and any members who are now
temporarily away, such as persons on business, vacation trips,
etc.?

Total Household

l

How many are under 15 years?

How many are 15 years of age or
over?

B. Would you please tell me the names and ages of all of the males
living in this household aged 15 years or older, beginning with
the eldest. (RECORD BELOW)

C. Next, would you please tell me the names and ages of all of
the females living in this household aged 15 years or older,
" beginning with the eldest. (RECORD BELOW)

227



228

SELECTION GUIDE - TO SELECT ONE RESPONDENT
FOR INTERVIEW WITHIN THE HOUSEHOLD

DIRECTIONS: Write the names of all adult members 15'years of age
and over (including boarders, etc.) living in this
household in the spaces provided.

Begin with the males. Enter on line 1 the oldest
male, on line 2 the next oldest male, on line 3 the
next, and so on.

When you have listed all the males then write the
name of the oldest female on the mext line. Then
the next oldest female, the next, and so on.

When you have listed all the men 15 years and over
then all the women 15 years and over then interview
the person on the lowest line that shows an 'X'
opposite his or her name.

—___ Check Age Group Select Lowest
15! 18] 20| 25| 35| 45| 55 Name Showing an
to| to| to| to| to| to| and 'x'

NAME 17| 19| 24! 34] 44| 54| over Opposite

1.

2,

3'.

4,

5.

6.

7.

8.
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D. Would you just tell me the ages of all the boys under 15
years of age? :

E. Now, the ages of all girls under 15 years of age?

No. of Boys No. of Girls

10 to 14 years
5 to 9 years

2 to 4 years

Under 2 years

IF THE RESPONDENT IS SOMEONE OTHER THAN THE PERSON WHO GAVE YOU
THE HOUSEHOLD INFORMATION, SAY: -

May I speak to ? REINTRODUCE YOURSELF.

IF NECESSARY, ASK FOR THE MOST CONVENIENT TIME TO CALL BACK TO
SPEAK TO THE SELECTED RESPONDENT.

CALL BACK TIME?

We have been asked to find out how people like yourself react to
all the sources of information and entertainment that are available
to them and the amount of time you spend watching television, list-
ening to the radio, reading the newspaper and magazines. We don't
care how much or how little time you spend, or whether you spend
any time at all - we are only interested in getting as accurate an
" assessment as possible.

Your name has been selected completely by chance and if you decide
to cooperate, your answers along with the answers of hundreds of
other people also chosen completely by chance, will be analysed to
provide a complete picture of the viewing, reading, and listening
habits of your community.
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Here's what we'd like you to do. I have a few brief questions to
ask now. Then one day each week for six weeks we'd want to contact
you again. On these occasions I will leave a copy of an interview
for you to fill in at your convenience and then I'll pick it up the
following day. Each of the interviews will take just a few minutes
to complete and the questions will be easily answered. We will do
this for 6 Fridays: October 4, October 11, October 18, October 25,
November 1, and November 8.

This is an important non-commercial study and ome which we think
you will find very interesting to participate im.

We will not attempt to pay you for your help but we will present
you with a 'thank you' gift at the conclusion of the study. The
approximate value of the gift will be $5.00.

Can we count on your cooperation?

Yes 1l No 2

Now, just a question or two about your household.

INTERVIEWER: CIRCLE ONE ANSWER IN Q. 1 FROM OBSERVATION
1. Respondent lives in:

1. Apartment or flat in detached

or semi-detached house
2. 2 - 4 family duplex _GO0 TO
3. Multi-apartment (walk-up) Q. &.
4, Multi-apartment (elevator)

5. Detached house
6. Semi-detached house
7. Row house

IF 5, 6 OR 7 CIRCLED, ASK:
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Do you own or rent your home?

1. Own

2. Reat

3. Other (specify):
4, Don't know

Is your home heated by coal, gas, oil, or electricity?

1. Coal
2. Gas
3. o1i1

4, Electricity
5. Other (specify):
6. Don't know

How many cars, if any, are owned by members of your household?

0. None SKIP TO Q. 6
1. One

2. Two

3. Three

4. More than three (specify number):

For each car please tell me the following:

CAR1 CAR2 CAR3 CAR4 CARS

(a) Make
(WRITE IN)
(b) Year/Model

(c) Brought
=New
~Used

IF MORE THAN ONE CAR, ASK:

(d) Is one of the cars principally for the use of the lady
of the house?

1l Yes 2 No



232

6. How likely is it that some-one in your household will buy a car
within the next twelve months? Would you say they —

1. Definitely will buy 3. Probably will not buy
- 2. Probably will buy - - 4, Definitely will not buy
5. Don't know

IF 1 OR 2 CIRCLED IN QUESTION 6, ASK:

7. Woulci it be a new car or a used car?
1. New
2, Used
3. Don't Know
8. Which of the following appliances do you have in your home?

Have in Home

Refrigerator

Black and White Television
Colour Television
Dishwasher

Automatic Washer
Non-Automatic Washer

Dryer

Gas Range

Electric Range

WVWOOSNAMPD™WN =

FOR EACH APPLIANCE CIRCLED IN Q. 8, ASK:

9. Could you tell me how old your (NAME APPLIANCE) is? Would you
say it is under 5 years old, between 5 - 10 years old?
Between
Under 5 5~ 10 Over 10

Refrigerator 1 2 3
Black and White Television 1 2 3
Colour Television 1 2 3
Dishwasher 1 2 3
Automatic Washer 1 2 3
Non-Automatic Washer 1 2 3
Dryer 1 2 3
Gas Range 1 2 3

1 2 3

Electric Range
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10. How likely is it that someone in your household will buy any of
these appliances in the next 6 months. Would you say that
someone defintely will buy. a. refrigerator, probably will buy,
probably will not buy, definitely will not buy. How likely is
it that someone will buy a coloured television set? How likely,
etc. (ASK FOR ALL APPLIANCES LISTED BELOW)

Definitely Probably Probably Definitely Don't
Will Buy Will Buy Won't Buy Won't Buy Know

Refrigerator o1 2 3 4 5

Black & White :

Television 1 2 3 4 5
Colour )
 Television 1 2 .3 4 5
Dishwasher 1 2 3 4 5
Automatic )

Washer 1 2 3 4 5
Non-Automatic

Washer 1 2 3 4 5
Dryer 1 2 3 4 5
Gas Range 1 2 3 4 5
Electric Range 1 2 3 4 5

The next few questions I'm going to ask will help us to put together
a pattern of shopping and travelling in the London area.

11, First, which day of the week is .your main shopping day?
CIRCLE ONE ANSWER ONLY

Q. 11
1. Monday

2. Tuesday

3. Wednesday

4. Thursday

5. Friday

6, Saturday

7. No special day
No other day

L]
CDNO\U\J-\U)NHI._O_.
N

12. On which other day do you

_ sometimes shop for groceries? CIRCLE ONE OR MORE ANSWERS
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13. Do you usually shop in the:

1. Morning (9:00 a.m. - 12:00 a.m.)

2. Afternoon (12:00 a.m, -~ 6:00 p.m.)
3. Evening ( 6:00 p.m, - Closing)

14, How often does the head of your household receive his/her pay?

Q. 14 Q. 16

Once a week

Once every. two -weeks
Twice a month

Once a month

~Other

VS WN
Vi & W
4

15. If 'Head of Household' is a male ask: Does the lady of
the house work full or part time?

1 Yes 2 No . G0 TO Q. 17

16. How often does she receive her pay?

17. Has anyone in your household travelled by air within the past
~ s8ix months?

1l Yes
2 No --—— GO TO Q. 20

IF YES ASK:
18, Did they travel for business or pleasure?
1 Business

2 ° Pleasure
3 Both
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19, Did they travel in Canada, to Europe, to the United States,
to the Caribbean, or where?

1 Canada

2 Europe

3 United States

4 Caribbean

5 Other (specify):

Finally, there are just a few questions for statistical purposes.

20. Are you married, single, widowed, divorced, or séparated?

. Married
Single
Widowed
Divorced
Separated
Not answered

v

21. Are you yourself employed outside the home?

1 Yes

2 No 3 Housewife
4 Student
5 Retired
6 Unemployed

IF YES ON Q. 21, ASK:
22, What kind of work do you do?

Type of Job:

Type of Company:
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Were you bora in Canada or in another country?

1 Born in Canada
2 Born outside Canada

IF BORN IN CANADA, ASK:
24, Were both your mother and your father born in Canada?

1 Both mother and father born in Canada
2 Mother or father (or both) born outside Canada

HAND RESPONDENT CARD A

25. Here is a card showing a number of national origins of Canadians.
Which one of these do you consider to be your own natiomal
background?

1 English/Welsh 11 Ukrainian

2 Scottish 12 Polish

3 Irish 13 Hungarian

4 French 14 Czech/Slovak

5 Austrian 15 Chinese

6 German 16 Yugoslavian

7 1Italian 17 Japanese

8 Dutch/Flemish ' 18 West Indian

9 Scandinavian 19 American (U.S.)
(Finland, Sweden, 20 Other (Please specify)
Norway, Denmark). .

19 Russian 21 Don't know, refused

26. What was the last grade yoﬁ completed in school?

No formal schooling

1st - 7th grade

Completed public school

High school incomplete

High school complete

College or university incomplete
~ College or university graduate

Post graduate work

Don't know, refused

WVWoOoOSNATVWN M



27. In which age group should I check you?

READ GROUPS
1 to 7

15 to 19

20 to 24

25 to 34

35 to 44

45 to 54

55 to 64

65 years or older
Not reported

OOV WN =
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28. Please look at this card and give me the number which covers your

total family income before taxes in 1968.

Include your own

income and that of any members of your immediate family who are

living with you.

. HAND RESPONDENT

CARD 8 $2000
$3000
$4000
$5000
$6000
$7000
$10000

$15000

oCvoo~NoUnsHrWLN

Under $2000 a year

$2900
$3900 .
$4900
$5900
$6900
$9999
$14999
and over

Don't Know, refused

29. What would be the best time for me to call and pick up the
questionnaires that I will be dropping off for you to complete

yourself? '

1 Morning
2 Afternoon
3 Evening

IF YOU ARE NOT HOME WHEN I CALL WHERE WILL YOU LEAVE THEM

NOW SHOW RESPONDENT DEMONSTRATION NEWSPAPER, TELEVISION, AND RADIO

REPORT.
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RESPONDENTS NAME:

ADDRESS :

CITY: PHONE NO:

INTERVIEWERS NAME:




The Additional Interest Questionnaires

1. Sports Interest, page 240 to page 241
2. Newspaper Personality, page 242 to page 247

3. Advertising Rating, page 248 to page 251

239



240

Oe¢ Oz 1 I 2 O £oxo0H °g
Clde O ¢ (I I 0Oz . 3To9 L
O e O ¢ O O ¢ (I 4 Orx T18q3004 °9
Ce Oz I 0 ¢ Oz O Burystd °¢
De O R e De 01 Suprany ‘4
O e¢ Oz (I O e Oz O1 8uprmog ¢
Ce O Ot (- m (4 (. ¥ TTeqaIoseg °g
O ¢ Oz I | I (I R 4 (I TTeqaseg °1
pease@ 389a93Ul PpO3IsaaIJU] poaso 389a93U] PpoOIsVAVJUY

~-I93ufun Burssed L1uesy ~I93utufn gursseg Lruaey

juedyoTaiasgd aoje3oedsg
~ sId0dS

389193UT ano& Moys 03 ouo ‘3xods yoes ug
yoes uo sax0q OM3 }ooyo aseald s3zods BufmOTTOF 9Y3l JO YOBd UT 3I69I33UT Inok 03 BUTpPIOIDY

‘juedyioriaed v se
1038309d8 ® S¥ 369I93UT InOK MOYS 03 9uo ‘BuUfT

SNOILSIND LSHYHINI TVNOILIAAV



241

e ¢ O (I (I 4 (I
. . (UF °@3TFam
) ) aswoT1d) a9yao
Cle Oz O O ¢ (4 O 1 STuUuay
O Oc¢ 31 O ¢ 3z i . Supwusg
Oe ¢ Ot Oe Oc¢ ] T 3GTATP ®qnOS 20 UPS
COe ¢ (. I (4 Orzx : BurTis
e O ¢ 1 ¢ M z e I S Supjuny
poase Umﬂ.uﬁuwuH peaseaajul E peoise .Umv.nﬂuﬂH ﬁﬂumﬂhﬂuﬂH
=J33jujun Surssed LTus9d) =X93utun Suyssed ATueey ™ -
juedroflaed aojejoadsg ,

SIY0dS

-
‘€T
XA
‘1T
*0T



242

. . ADDITIONAL INTEREST QUESTIONS

Try to think of TV, newspapers and radio as if they were people
- three different people. Imagine these people are regular
visitors to your home.

We would like you to express your opinion about these three "make
believe" people in the following way:

1. Consider the list of words below as representing some
of your feelings about these "make believe" people.

2. Check "X" the appropriate box on each line according
to how much or how little of each characteristic you
feel the "make believe" person has.

For example:
Radio
oCooo ¥ o
v . ,
Reliable o [ o O o R e O w Unreliable
ﬁewspaper

OX oooao

Such an answer would mean you feel the "newspaper person” is very
reliable. The "radio and TV persons" are pretty unreliable but
the "IV persons" a little more so than the "radio person".

Radio
oOoooooo
v

Fr:lendly O e Y e O s O o O Aloof
Newspaper

0 o s I s O o |



Truthful

Unprejudiced

Moral

Intelligent

Radio

S o ) w  ws

v
a0 0

Newspaper

I
Radio

O 0 4d
v
O oo

Newspaper

[ O o R

Radio
(R |
™w

o aod
Newspaper

[ s Ry

Radio
O
v
[ O R |

Newspaper

O 0O O

O o0 o 00
o o0ooGooaGo
O 000D 0O o

0 0

0

[

Untruthful

Prejudiced

O
O

Temoral

0
0

d
0

o O

(] [ Unintelligent

a O
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Radio

O 00O 0o0oo
v

[ R R R

Newspaper

i o (R

Neighbourly Distant

O
0o

Radio .
ODoOoooo
v

I o O s I s [

Newspaper

Trustworthy Untrustworthy

[ [ s s Y 0 (R AN O

Radio

O0O0OocOoo.o
v

I R s [ S [ Y

Newspaper

[ e R e Y

Thorough Superficial

Radio

e [ e (R s Y
v

O 0O 00O

Newspaper

O0oaono

Tolerant Intolerant

0
O

O
O



Religious

Well Educated

Attractive

Sympathetic

Honest

Radio

1 R
v

O 0O 4

Newspaper

jm Rl e Rl

%adio

O .0 a

™v- .
O 0O O
'Newspaper

O O O

‘Radio B
O 0o .

v
O O O
Newspaper

(o o Y

Radio

[ e (R
v .

(o I o
Newspaper

0O 0O 0O

Radio .

O O 0O
v

o [

Newspaper

O O O

O

D

O

d

‘Unreligious

a

o

Poorly Educated

O

-

Unattractive

O

0

Unsympathetic

O

O

Dishonest
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Accurate

Fair

Good Judgment

Interesting

Independent .

Radio

I Ry
v

i R |

Néwspapéi

8 a

Radio

a a

v
O 0O

Newspaper

O O

Radio

O O

v

O O

Newspaper

O 0O

Radio
o O

v
a 0O

"Newspaper

Radio

O 0
v

.
Newspaper

O O

0O 00D OO0 0O
0O 0DO0DO0O0O 0
O 00 0O 0 O
O 00O D0DO0 0

O
O

O
O
a
O

a
g

O
0

0

O

0O 0 O

-
-]
O

a

O 0O 0O
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Inaccurate

-

O
Unfair

Poor Judgment

Uninteresting

Easily Influenced
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Radio '

(o R O s R
v :

O 00D
Newspaper

O00o.o

Entertaining Unentertaining

00 o
0 0 O

Radio ,

o O O o Y |
v

O 0O 0o

Newspaper

o e o Rl

‘Radio-
OO oOoooog
v

o O o O e I

Newspaper

o R e O A e

N
O

Imaginative Unimaginative

[| 

N

O

Biased Unbiased

0



248

ADDITIONAL INTEREST QUESTIONS
Below are descriptions that might be applied to advertising on
TV, on the radio or in the newspaper.
We would like you to give your opinion about advertising by
indicating how well you feel the description "fits" with your
impressions of.the advertising on the TV, radio or newspaper.
In answering to each description check "X" the appropriate box
on each line according to how well you feel the description fits
for TV, radio and newspaper.

For example

Has convincing ads.

Radio

D e Y o I o m |
It fits very _ It doesn't fit
well at all

M OO0 ooOooQ

Newspaper '

O X oooo
Such an answer would mean you feel T.V. has pretty convincing ads,
followed closely by newspapers. However, you feel radio advertising
is pretty unconvincing.

Is the first to introduce new products.

Radio
It fits very cooood It doesn't fit
well v at all

(O o R s [ s Y s B

Newspaper

O 00 0coaon
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Has interesting and imaginative ads.

Radio .
It fits D ooooao It doesn't fit
very well v at all

O 0O 0aocoaQoa

Newspaper

o T e e s B e B

Gives a good description of the products I need.

Radio

O 0Oocoo0googo
It fits v ) It doesn't fit
very well at all

i T s O e o o R

‘Newspaper

[ R I s Y

Showsgood taste in the advertising it carries.

Radio
It fits o oo oBDa It doesn't fit
Very well - TV at all

R o B B I

Newspaper ’

R [ [ i K |



Carries advertising that can be trusted.

It fits very
well -

It fits very
well

Ra&io

OO0 0O 0O

v

o T O s e R e

Newspaper -

.

I O Y I (N s

Tells you all you need to know in buying a new product.

Radio

-0 0O Oad
v

O oo
Newspaper

O oo

Sticks to the facts. :

It fits very
well

Radio

O O 0O
. IV :
e R R
Newspaper

O 0o o

O

-]

g

-

(]

O

It doesn't fit
at all

It doesn't fit
at all

It doesn't fit

at all
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Gives useful information

o Y s T o A

Radio
It fits B R S
very well v

Newspaper

. Y [ I Y o |
Tells me where I can buy things.

I s o

Radio

It fits

very well v
Newspaper

O 0o 0O a

Is meant for people like me.

, Radio
It fits (O R o )
very well v

o T o O e R

Newspaper

o o I s R

O 0o 0o
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It doesn't fit
at all

[

It doesn't fit
at all

|

It doesn't fit
at all

O



The Follow-up Questionnaire
Page 253 to Page 270
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COMMUNICATiON SURVEY QUESTIONNAIRE

SCHOOL OF BUSINESS ADMINISTRATION

UNIVERSITY OF WESTERN ONTARTO
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Some people read the newspaper for the news, others because of the
columnists and features. Others read for the ads.

Please number the 4 categories given below according to how impor-
tant a reason they are for you to read the newspaper. Number the
most important reason 'l', the second most '2', the third most '3'

and the fourth most important reason for reading the newspaper '4'.

Columnists

News -

Ads

Features

Do you read the London Free Press?

Morning Evening

Edition Edition
Don't read | (|
Twice a week or less [ .
Three or four times a week 0O O
Five or six times a week 0 -

Do you read any paper other than the London Free Press?

Morning Evening

Edition Edition
Don't read .| 0O
Twice a week or less = 0
Three or four times a week | - |
Five or six times a week O jmm|
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The following is a list of statement, some of which may be true
for you and some of which may not be true for you.

If the statement is true for you, circle the letter "T'at the
right of that statement.

If the statement is not true for you, circle the letter'F' at
the right of that statement.

Work rapidly; don't spend a lot of time on any one statement.

There are no right or wrong answers, as every person is different.

True False

1. I get discouraged easily. - T F

2, I consider it important to be held in- T F
high esteem by those I know.

3. I live from day to day without trying T F
to fit my activities into a pattern.

4. Philosophical discussions are a waste T F
of time,

5. I believe I am no more nervous than T F
most others. :

6. 1In general, I find it hard to talk T F
when I meet new people.

7. I give little thought to the impres- T F
sion I make on others.

8. When I talk to a doctor, I want him T F

. to give me a detailed explanation of

any illness I have.

9. I often try to grasp the relationships T F
between différent things that happen.

10. I work under a great deal of tension. T F

11. I often feel self-conscious. - T F

12. I very much enjoy being complimented. T F
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13.

1.4'

15.
16.

17.

18.

19.

20.

21.
22,

23.

24,

It doesn't bother me to put aside
anything I have been doing without
finishing it.

I can't see how intellectuals get
personal satisfaction from their
impractical lives.

I cannot keep my mind on one thing.

I do not hesitate to put my
abilities to test.

Social approval is unimportant to me.

I dont ehjoy confused conversations
where people are unsure of what they
mean to say. '

I do almost as much reading on my own
as I did for classes when I was in
school.

1 am more sensitive than most other
people.

I often feel dissatisfied with myself.

The good opinion of one's friends is
one -of the chief rewards for living
a good life.

I tend to start right in on a new task
without spending much time thinking
about the best way to proceed.

If the relationships between theories
and facts are not immediately evident,

I see no point in trying to find them.

25.

I frequently find myself worrying
about something. '

True False
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
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26.

27.

28.

29.

31,

32,

33.

34.
3.

36.
37.

38.

39.

I sometimes feel that there is
nothing I can do well.

The opinions that important people
have of me cause me little concern.

Before I ask a question, I figure
out exactly what I know already and
what it is I need to find out.

I have unlimited curiosity about many
things.

I am usually calm and not easily upset.

I often would rather not express an
opinion for fear of being thought
ridiculous.

I constantly try to make people think
highly of me.

When I need one thing at-the store, I
get it without thinking what else I
may need soon.

When I was a éhild 1 showed no interest
in books. ‘

I feel anxiety about something or
someone almost all the time.

I worry about being a success in life,

It seems foolish to me to worry about
my public image.

It upsets me to go into a situation
without knowing what I can expect from
it.

I would very much like to know how and
why natural events occur in the way they
do.

True False
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
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40.
41,

42,

43.

44,
45.

46.
47.

48.

49.

50.

51.

52.

53.

54.

I am happy most of the time.

I often feel worried or bothered about
what other people think of me.

Nothing would hurt me more tham to have
a bad reputation.

I like to be with people who are
unpredictable. '

Abstract ideas are of little use to me.

I have periods of such great restless—
ness that I cannot sit long in a chair.

I have difficulty making up my mind.

I will not go out of my way to behave
in an approved way.

I won't answer a person's question
until I am very clear as to what he
is asking.

When I see a new invention, I attempt
to find out how it works.

I have sometimes felt that difficulties
were piling up so high that I could not
overcome them.

I often feel rather useless.

When I am doing something, I often worry
about what other people will think

I don't keep a very accurate.account of
my financial resources.

It is more important to me to be good

at a sport than to know about literature
and science. '

True False
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
T F
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True False
©55. I find it hard to keep my mind on a T F

task or job.

56. In general, I'm self-confident about T F
my abilities.

57. I don't care if my clothes are T F
unstylish as long as I like them.

.58, I don't like situations that are T F
uncertain. ’

59. I am more at home in an intellectual T F
discussion than in a discussion of
sports.

60. I am not unusually self comscious. T F

61. I try to get at least some sleep every T F
night.

62. One of the things which spurs me on to T F
do my best is the realization that I
will be praised for my work.

63. I very seldom make detailed plans. T F

64. I really don't know what is involved T F
in any of the latest cultural
developments.

65. I am inclined to take things hard. T F

66. I make all my own clothes and shoes. T F

67. If I have done something well, I don't T F
bother to call it to other people's
attention.

68. I would never make something without T F

having a good idea of what the finished
product should look like.



69.

70.
71.
72.

73.

74,

75.
76.
77.

78.

79.

80.

8l1.

82.

83.

84.

If I believe something is true, I try

to prove that my theory will hold up
in actual practice.

Life is a strain for me much of the time.

I rarely use food or drink of any kind.

I feel that my life would not be
complete if I failed to gain
distinction and social prestige.
When I take a vacation I like to go
without detailed plans or time
schedules.

I would rather be an accountant than
a theoretical mathematician.

At times I think I am no good at all.
Sometimes-I feel thirsty or hungry.

I don't try to "keep up with the
Joneses."

My work is carefully planned and
organized before it is begun.,

I 1like to read several books on one
topic at the same time.

I am certainly lacking in self-
confidence.

I have no sense of touch in my
fingers

I would not consider myself a success

unless other people viewed me as such.

I like the adventure of going into a
new situation without knowing what
might happen.

I would rather build something with my

hands than try to develop scientific
theories.

True
T

False

F
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85.
86.

87.

8s8.
89.

90.
91.
92.

93.
9.

95.

96.
97.

98.

99.

1 certainly feel useless at times.

I wear clothes when I am around other
people.

When I am being introduced, I don't
like the person to make lengthy comments
about what I have done.

Each day I check the weather repbrt so
that I will know what to wear.

I am unable to think of anything that

I wouldn't enjoy learning about.
I am a high strung person.
I can't believe that wood really burns.

I do a good job more to gain approval
than because I like my work.

Once in a while I like to take a chance
on something that isn't sure - such as
gambling.

There are many activities that I prefer
to reading.

I sometimes feel that I am about to go
to pieces.

I am able to breath.

Inner satisfaction rather than fame is
my goal in life, -

I have no use for theories which are
only good guesses and are not closely
tied to facts.

If I were going to an art exhibit, I would

first try to learn about the artist, his

style and technique, his philosophy of art,

and the story behind each piece of work.

‘True ‘False
T F
T F
T F
T ¥
T F
T F
T F
T F
T F
T F
T F
T F .
T F
T F
T F

263



264

" True " 'False
100. I shrink from facing a crisis or T F

difficulty. :
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APPENDIX II

DOCUMENTATION ON THE INDEPENDENT VARIABLES

1.

2.'

3.
4.

5.

Personality Traits
Opinion Measures
Leisure Interests
Purchase Records

Product Use.

271



272

This appendix provides the source documentation and scaling

information on the independent variables.1

The Personality Trait Measures

1. Cognitive Structure

Description - Twenty item scale concerning a person's
desire for completeness and structure in information.

Soﬁrcé - D. Jackson, Personality Research Form
(Princeton: Research Psychologists Press, Inc.,
1969).

Response Mode -~ True or false statement.

Scoring - Two for the answer supporting the trait, one

for the other answer, and # for nonresponse.

2. Social Recognition

Description - Twenty item scale assessing a person's
concern about reputation and what other people think
of him.

Independent variables not mentioned in this appendix are
single item measures and as such are not scaled.

The response mode and scoring for all the personality trait
measures was the same; the social recognition and understanding
scales were also taken from Jackson.
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3. Understanding

Description - Twenty item scale concerning a person's
wish to understand many areas of knowledge.

4, Manifest Anxiety

Description - Twenty item scale assessing a person's
general level of uneasiness, concern, temnsion,
apprehensiveness, or worry.

Source - J. Taylor, "A Personality Scale of Manifest
Anxiety," Journal of Abnormal and Social Psychology
XLVIII (1953), pp. 285-290.

A. Bendig, "The Development of a Short Form
Manifest Anxiety Scale," Journal of Consulting
Pgychology, XX (1956), pp. 348-350.

5. General Self-confidence

Description - Twelve item scale measuring a person's
belief in his ability to be generally successful.

Source - J. Fry and F. Siller, "Housewife Decision
Making in Two Social Classes," Journal of Marketing
Research, VII (1970), pp. 333-337.

0. Brim, et al., Personality and Decision
Processes (Stanford: Stanford University Press,
1962), pp. 307-308.

J. Janis and P. Field, "The Janis and Field
Personality Questionnaire," Personality and Persua-
sibility, (ed.) C. Hovland and J. Janis (New Haven:
Yale University Press, 1969), pp. 300-301.
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The Opinion Related Measures

1. Furniture and Appliance Buying Intentions

Description ~ Nine item scale determining the house-
hold's purchasing intentions over the next six months.

Source ~ The research firm.

Response Mode - Five alternatives- definitely will buy,
probably will buy, probably won' t buy, definitely won't
buy, and don't know.

Scoring - Four for definitely will buy down to ome for

definitely won't buy; don't know response not scorable
due to.integration with nonresponses.

2. Automobile Buying Intentions

Descriﬁtion - One item scale determining the household's
purchasing intentions over the next twelve months.

3. Newspaper Rating

Description - Eight item scale concerning a'person's
attitude towards the newspaper as a mass communications
medium,

Source - J. Rogers, "Prospective Teachers' Attitudes
Towards Freedom of Information," Journalism Quarterly,
XXXII (1955), pp. 169-176.

1The source, response mode, and scoring for both the buying
intention measures was the same.
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Response Mode - Six alternatives; for the first four
items: agree very much, agree on the whole, agree a
little, disagree a little, disagree on the whole, and
.disagree very much; for the second four items: always,
almost always, occasionally, not usually, hardly ever,
and never. '

Scoring - Six for answers that are favorable to the
newspaper down to one for answers that are unfavorable
to the newspaper.

4, Advertising Rating

Description - Ten item scale giving a description of
various attributes of advertising.

Source - Bureau of Advertising, The Daily Newspaper
and Its Reading Public (New York: Bureau of Adverti-
sing, 1961), p. 54.

Response Mode - A six point response set covering the
range from the description fits very well to it doesn't
fit at all. ,

Scoring - Six for answers that are favorable to adverti-
sing down to one for answers that are unfavorable to
advertising.

5. Liberalism
Description - Twenty-six item scale measuring a person’s
attitudes on a general liberalism/conservatism dimension.

- Source -~ M., Shaw and J. Wright, Scales for the Measurement
of Attitudes (New York: McGraw-Hill Book Co., 1967), P. 542,

Response Mode - Six alternatives: I agree very much,
I agree on the whole, I agree a little, I disagree a
little, I disagree on the whole, and I disagree very much.

Scoring - Six for liberal answers down to ome for
conservative answers.



6.

7.

Newspaper Coverage

'Desdription - Six item scale covering the newspaper

news coverage.
Source - The research firm.
Response Mode - Two alternative rankings: yes and no.

Scoring - One for yes - answer favorable to newspapers
- and zero for no.

Newspaper Source

Description - Eight item scale concerning the newspaper
as a source of information on various topics.

éource - The research firm.

Response Mode -~ Two alternative rankings: yes and no.

Scoring - One for yes - answer favorable to newspapers

= and zero for no.

Newspaper Personality

Description - Twenty-two item scale concerning the
personality image of the newspaper.

Source - The Richmond Newspaper, Inc., The Climate of

Persuasion; a Study of Public Image of Advertising

Media (Richmond: The Richmond Newspapers, Inc., 1959).

Response Mode ~ A six point semantic differential type
response set.

Scoring - Six for answers that are favorable to the

newspaper down to one for answers unfavorable to the
newspaper.
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The Leisure Interest Measures

1. Hobbies
Description - Five item scale concerning womenb hobby
interests.
Source - The research firm.

Response Mode - Three alternatives: keenly interested,
passing interest, and uninterested. -

Séoring - Three for keen interest in the hobby'down to
one for passing interest.

. 2, Sports

’

Description - Thirteen item scale covering a person 8
interest in various sports.

Source -~ The research firm,

Response Mode - Three alternatives: keenly interested,
passing interest, and uninterested; for each of two
classifications: spectator and participant.

Scoring - Three for keenly interested in the sport

down to one for uninterested and the classifications
aggregated. :

The Purchase Record Measures

1. Automobiles and Accessories

Description - Three shopping diary entries recording
the purchase of an automobile or automobile accessories
during the week.,

Source - The research firm.
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Response Mode - Two alternatives: yes or no.

Scoring - Two for a purchase recorded and one for no
purchase. '

The Product Use Measures

1. Movie Attendance

Description - Three diary entries recording the frequency
of movie attendance. .

Source - The research firm.
Response Mode - Record number of movies attended.

Scoring - One for attendance, zero for no attendance.

1All the purchase record scales - household appliances, cigars

and cigarettes, groceries, men's clothing, and women's clothing -
were the same in format and scoring.
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The measure of newspaper readership used in this study is an
uncontrolled, self-administered, day-after, aided-recognition measure
based on the contents of one-quarter of a newspaper page. Since this
study is one of the first to report on this measurement technique, it
is important to consider the relative posifion of this measurement
process among the measurement altern;tives and it is also imporéaht_to
carefully assess the limitations of the measure.1

An investigation of the measurement alternatives tﬁat range from
cognition to conation clearly indicates that the measure used in this
study falls within the realm of cognitive activity.2 Cognition is
taken to relate to the aéquisition of aw;reness and knowiedge. On the
other hand, the higher level measures -- affectation and conation --
are taken to relate to the development of a favorable or unfavorable

feeling and the occurrence of a state of unrest or tenmsion,

1Th.e“measurement concept was developed by ORC International .
Limited for the Canadian Daily Newspaper Publisher's Association. The
method was pretested on the Hamilton Spectator and subsequently
adopted by the CDNPA for a series of studies on Canadian newspapers.

2J. Haskins, -""Factual Recall as a Measure of Advertising
Effectiveness', Journal of Advertising Research, IV(1964), pp. 2-8.

R. Lavidge and G. Steiner, "A Model for Predictive Measurements
- of Advertising Effectiveness', Journal of Marketing, XXV(1961),
pPp. 59-62. '

K. Palda, "The Hypothesis of a Hierarchy of Effects: A Partial
Evaluation", Journal of Marketing Research, III(1966), pp. 13-24.
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respectively. Fufthermore, the measure used‘in this study operates at
the most elementary level of cognitiye/memory activity requiring only
that a quarter ﬁewspaper page be recognized as one that has or has not
been seen previously. The measure makes no atiempt to defermine which
part of the quarter newspaper page was seen or which part was
recalled.'

The measure used in this study is conceptually similar to the
"noted" type of measurement commonly‘used in advertising research.1
The "noted"” measure usually reports the percentage of readers of a
- magazine who say they have previdusly seen an advertisement in the
‘magazine, The "noted" measure, like thé aided-recognition measure
reported in this study, does not subsumé or imply the more sophisticated
recall implications of the "seen/associated" or "read most" measures
that are also commonly used in advertising research.2 The latter
measﬁres investigate aspects of what is remembered from the recognized

("noted") advertisement and how much of it was read, respectively.

"‘ID. Starch, Factors in Readership Measurement (New York: Daniel
Starch and Staff, 1946). '

D. Neu, '"Measuring Advertisement Recognition", Journal of
. Advertising Research, I(1961), pp. 17-22.

D. Lucas and S. Britt, Measuring Advertising Effectiveness
(New York: McGraw-Hill Book Company, 1963), pp. 50-53.

D. Lucas, "The ABCs of ARF's PARM", Journal of Marketing, XXV
(1960), pp. 9-20.. o

K. Rotzoll, "The Starch and Ted Bates Correlative Measures of
.- Advertising Effectiveness', Journal of Advertising Research, IV(1964),
Pp. 22-24,

2P. Robinson, et al., Advertising Measurement and Decision
Making (Boston: Allyn and Bacqn, Inc., 1968), pp. 33-34.




. The principal limitations of the type of recognition measure
used in this study generally stem from the freedom of the respondent
to claim fecognition for anything that he wants. The uncontrolled
nature of this situation can result in unidentified errors in the
recognition measure. Some of the commonly accepted causes of error
in the measure are:1

(1) a genuine confusion with dfher material seen,

(2) guessing about recognition under éonditions of uncertainty,

(3) making deliberate overstatements or understatements about
recognition,

(4) deducing that the material was seen on the basis of recogni-.
tion of the surrounding material,

(5) deducing that the material was seen on the basis of a
knowledge of one's own reading habits,

(6) a desire to please or disappoint the interviewef,
. (7) a hesitancy to show ignorance,.and | .
(8) a misunderstanding of the response instructions.
Other limitations of the measure relate to the need for long -interviews
‘or questionnaires that may cause interviewer and/or respondent fatigue

and result in poor performance. Large, costly, representative samples

1Lucas and Britt, p. 60

V. Appel and M. Blum, "Ad Recognition and Response Set",
Journal of Advertising Research, I(1961), pp. 13-21.

W. Moran, 'Measuring Exposure to AdvéTtisements", Journal of
Applied Psychology, XXXV(1951), pp. 72-77.-

W. Wells, '"Recognition, Recall, and Rating Scales", Journal of
Advertising Research, IV(1964), pp. 2-8.

E. Marder and M. David, "Recognition of Ad Elements: Recall or
Projection", Journal of Advertising Research, 1(1961), pp. 23-25.
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are required on which to administer the measure and, last but not
least, high standards and careful controls are necessary in the
execution of the fieldwoxk.

Despite the limitations of the measure; it remains a popular and
widely used instrument in media and advertising investigations. Its
greatest asset lies in that it is one of the few ﬁeasures that assesses
_ the exposure to media or advertisements under normal conditions of use.
The measure bears no taint of laboratory testing or forced attention
to artificial stimuli. One can test the recognition associated with
'real newspaper reading. The adaptability of the concept is aléo a
factor in its favor and it can be used for a Qariety of media undér
a variety of conditions. Finally, the costs of measuring newspaper

readership remain relatively modest when this technique is used.
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The demographic data for the sample members and for the general
population of London are reported below. The general population

figures are taken from the 1961 Census of Canada reports. A comparison

between these figures must be made with care on two counts -

(1) the sample population has two constraints not present
in the Census figures:
-geographically, the sample population was constrained
to home delivery zones for the newspaper,
-only persons 15 years of age and over were e11g1b1e
for sample membership. .

(2) the Census data predate the sample by eight years.

: ~ Members  Population
Demographic of - of
Category Sample London
Sex ,
-Male . 45% 48%
-Female , 55% 52%
Age
--Less than 15 years - 30
-15 to 24 : ) 17 14
-25 to 34 27 15
=35 to 44 23 . 15
__...~—45 to 54 15 10
-55 years and over 18 16 -
Education ' ,
-No more than elementary school 18- 35
-Some or all of high school 66 56
-Some or all of university 16 9
Marital Status
-Married 75 47
-Single 15 46
-Widowed, separated, or divorced 10 7
Family Income
-Under $6,000 31 83
-$6,000 to $9,900 43 14
-Over $10,000 26 3
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