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This collection of original essays deals with re-
search method —procedures frequently used
by researchers of the mass media, especially of
radio and television. The intended readers are
graduate students, advanced undergraduates,
&hd researchers.

The essays fall easily into at least two cate-
gories —those dealing with techniques for con-
ducting research and those focusing on
particular research problems, enumerating the
various ways each problem has been addressed
by the research reported in the literature.
Within this second group of essays the research
problems reviewed include those of primarily
theoretical orientation and those oriented to
the solution of applied problems. Applied
problems are those of communicating organi-
zations, such as an instructional television con-
sortium or a commercial radio network.

Theoretical problems are of a more abstract
nature, aimed at deriving guiding principles to
explain a variety of specific communication
settings or to predict the outcome of communi-
cation undertakings.

Neither the theoretical nor applied subcate-
gory is exclusive of the other, since theory en-
riches applied research, and the study of
applied communication settings frequently
bears rich theoretical fruit. Many research de-
signs used in studying the electronic media are
designs developed especially for theoretical re-
search; the experiment is an instance. At the
same time, theories in the communication field
either are or will be tied to more general theo-
retical formulations of human behavior; such
connections are inevitable and desirable.

Procedures
and Techniques

The first three essays, by Wurtzel, Schreib-
man, and Carroll, deal with content analysis.
Content analysis as a technique is frequently
associated with study of the mass media, since
the most extensive and dramatic uses of it have
been in studies of the media. Wurtzel provides
an overview of content analysis, summarizing
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2 Broadcasting Research Methods

its history, enumerating the assumptions in
which it is rooted, and noting its principal vir-
tues and shortcomings.

Schreibman provides an important service
for those who wish to discover an historic basis
of comparison in studies of the electronic me-
dia. As she notes, there are only a handful of
archives in the United States and Canada
where a significant number of television
programs have been preserved —significant
enough to provide the basis for careful study.
These archives are currently in a state of fo-
ment; many are new; others are now recogniz-
ing the value of the television recordings they
possess. Few works have yet been published in
which the systematic examination of these ar-
chived materials has been the research method.
Schreibman provides a catalog of the televi-
sion archives, their principal holdings, and
their procedures for accrediting and assisting
scholars.

One of the most active areas of content
analysis of the electronic media has been the
analysis of news—news coverage both of spe-
cific events and of particular individuals and
countries, and prominent characteristics of the
news. Carroll provides both a thorough guide
to the present literature and practical advice to
the would-be researcher involved in content
analysis of news programming.

Following these three essays on content ana-
Iytic method and procedures are seven essays
that connect research procedures developed in
related disciplines to the study of particular
problems in radio and television. Hocking, for
example, provides an excellent synthesis of at-
titude measurement techniques. Attitude is an
important if not preeminent concern in social
psychology and also finds broad application in
the study of the media. Attitudes are measures
in the testing of mass media messages and in
the assessment of the effects of a media mes-
sage on the public.

Lull provides insights into the important
contribution of anthropology, with its partici-
pant observation methods, to the study of me-
dia consumption patterns and to the study of
the meaning of the media presence in our
homes. Ethnographic studies provide rich data
from relatively limited numbers of families,

particularly useful in setting in better perspec-
tive other research about the impact of media
on our lives. Ethnographic technique is also
useful in generating new formulations for
study and in establishing generalizations.

Fletcher thoroughly reviews the various
physiological variables used to study the mass
media. He shatters two heresies about such
measurement: that they are impossible to in-
terpret and that they are inevitably connected
to emotion. He argues persuasively for inter-
preting physiological indices as indicators of
the state of central nervous processing of com-
munication.

It is an old saw that the economics of the
media determine their direction. It is a rela-
tively new idea that the media should be stud-
ied with the same tools economists use to study
other businesses and institutions. Litman in-
troduces the tools of economics as they might
be applied to media industries.

In marketing, segmentation is a first step in
developing strategy for selling and distributing
a product or service. Applying well-established
segmentation procedures to the problems of
broadcasting, cable, and satellite communica-
tions is relatively new. Gutman provides a bal-
anced and informative view of the state of the
art in audience segmentation.

Dominick addresses the thorny issue of es-
tablishing proof of causal relationships among
a set of measured variables. He discusses at
some length path analysis, a process for com-
paring various possible causal chains to see
which is best supported by the data collected in
a study.

Wimmer reviews the form and uses of
models in developing and understanding re-
search. Too few models in any form are regu-
larly used in broadcasting research, and
Wimmer’s discussion amounts to a call for
action. The benefits that accrue to the judi-
cious use of explanatory and predictive models
are well documented here.

Policy research is designed to provide a ba-
sis for decisions about the future direction of
an institution or of a campaign. Prisuta intro-
duces the policy environment of the United
States Federal government, revealing both the
interest in and reaction to social science re-



search in particular. He argues strongly for a
greater role for the researcher in the evolution
of government policies.

Bowes provides insight into a line of re-
search undertaken for its portent for policy.
The communication of public institutions
should respond to the needs of their constitu-
encies with communication, according to the
premise of much of this research. Bowes
chronicles the development of this reasoning
and its elaboration in research.

Theoretical
and Applied
Research Families

Seven essays deal with theoretical perspectives
on the electronic media. Williams’s essay on
agenda setting, for example, is an extension of
work in anthropological, sociological, and po-
litical scientific research into the role or char-
ters of the institutions within a society. Agenda
setting maintains that the media’s role is to de-
termine the priority of concerns for both pub-
lic and private discourse. Williams concisely
reviews both the procedures and consequences
of research into agenda setting.

The uses and gratifications approach pro-
vides an extension of the functional perspec-
tive currently present in nearly all of the social
sciences. A functional definition of some part
of our lives says that a thing is best understood
by how we use it. Rubin traces the beginnings
of this relatively young approach to the analy-
sis of the media, mapping both the principal
research procedures involved and the seminal
studies in the field.

Gross and Morgan, writing about television
and enculturation, are concerned with the
ways that television, in particular, helps us to
become who we are as members of our own
groups and as members of the larger society.
According to this perspective, television helps
formulate the terms in which we conceive our
world.

Signorielli discusses the use of violence indi-
ces in television programming. This research
provides important inputs to the process of
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policy formation both for the nation’s pro-
ducers of programs and for the entrepreneurs
who bring them into our homes. But it is im-
portant also for its stimulation and contribu-
tion to theories of individual development and
enculturation.

Meyer and Hexamer review research di-
rected at assessing the media’s role in children’s
lives. Much of this work has been undertaken
for its potential policy impact on television for
children and on television advertising directed
toward children. It also has more general bene-
fits in helping to understand the evolving role
of nurturing children both by parents and by
the institutions that society provides for the
young. The special problems of conducting re-
search with child informants and respondents
are discussed as well.

Busby expands on one particular concern
raised in many discussions of television and
children, that the media prescribe sex-roles for
both children and adults that are confining and
inequitable. Research into sex-role stereotypes
in the media has provided important insights
into media practices that may unintentionally
perpetuate the injustices of unfair distribution
of opportunity within society.

Studies of television composition inform
the producer and director of the role of various
production variables and also contribute to
our understanding of the screen’s aesthetics.
Metallinos provides a thorough review and cri-
tique of the available literature and suggests
useful research directions for the future.

Bittner and Carroll reveal the application of
research to the development and management
of media programs with instructional and in-
formational goals. They discuss the systematic
development of materials.

It is true that, as with any collection of es-
says, this collection has not exhausted all pos-
sible subjects for essays on research in a
burgeoning field of study - the electronic me-
dia. On the other hand, it is hoped that these
clear and authoritative statements by some of
the most productive workers in the field, with
enthusiasm and with extensive citations, will
incline scholar or student to find the path to
other exciting research challenges in this field.
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Techniques for
Conducting
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Content analysis is one of the most widely used
research techniques for understanding and
evaluating broadcast messages. A review of
mass communication research reveals hun-
dreds of content analysis studies that have
been conducted and reported in the literature
over the past few years.' Yet content analysis is
also potentially one of the most misused and
misunderstood research techniques. It there-
fore is important to understand how content
analysis is conducted, how to interpret the
studies, what the results of content analysis
can tell us, and, just as important, what the
results cannot tell us about communication
messages.

What Is
Content Analysis?

Bernard Berelson’s classic definition of con-
tent analysis is: “a research technique for the
objective, systematic, and quantitative de-
scription of the manifest content of communi-
cation.” George Gerbner elaborates further,
stating: “The purpose of any content analysis
is to illuminate or otherwise make apparent
possible inferences about something that is not
otherwise apparent.”

According to Davis, content analysis origi-
nally developed from journalism studies con-
ducted on newspapers. Since words or column
inches were easily counted, it was not difficult
to quantify the way newspapers reported the
news. Researchers quickly applied these tech-
niques to a variety of print media and subse-
quently to investigations of television and
radio broadcasts.*

As an example of a typical content analysis
study, assume a researcher is interested in
studying how women are depicted in television
commercials. (See the essay by Linda J. Busby
in this volume.) Obviously, the enormous
number of commercials would make any sub-
jective evaluation unreliable and highly sus-
pect. We can only begin systematically and
objectively to understand how women are
shown in television commercials by establish-
ing specific criteria for counting and categoriz-

1
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ing the various ways they are portrayed. Then
we can examine the frequency of occurrence
for each category and draw some conclusions
from the results.

Content analysis is sometimes called mes-
sage analysis, because what we are really inter-
ested in learning about are the messages
received by the audience. Many of these mes-
sages are purposive or, to use Berelson’s term,
manifest. In other words, these are messages
expressly desngned to be commumcated to the
audience. The issues contained in political
speeches broadcast on television, the themes
used in dramatic programs, and the daily story
count for a local radio station are examples of
content analyses that study manifest messages.

Content analysis is also often used to iden-
tify another type of message —the /atent mes-
sage. Although also communicating to the
audience, the latent message is unintended or
hidden. For example, Jackson-Beeck and
Meadow® used content analysis to compare the
1960 Nixon-Kennedy television debates with
the 1976 Carter-Ford debates. Since their in-
tention was to analyze the nonpurposive mes-
sages rather than to deal solely with spoken
(manifest) content, they also analyzed such un-
intentional (latent) messages as the frequency
of speech pauses or a candidate’s nonverbal
body language. Their study offered a new di-
mension to our understanding of the ways the
total presentation of a candidate during a tele-
vision debate is an interaction of visual and au-
ral elements. It also added more to our
understanding of the role and impact of televi-
sion in these debates than a single analysis of
the issues that were debated.

Sometimes content analysis is used to inves-
tigate messages that fall somewhere between
the purposive and nonpurposive messages. For
example, Dominick, Richman, and Wurtzel®
were interested in how character problems
were solved on children’s programs. Since pre-
vious research had suggested children fre-
quently model what they see portrayed on
television, the study was designed to make
visible those trends in the problem-solving
strategies to which children were most often
exposed.

Content analysis, a useful tool for the social
scientist interested in understanding the inter-
action of television content and the television
audience, also has some practical applications
for the broadcast executive. For example, a
content analysis of competing television news
programs within a particular market can pro-
vide valuable data for producers and managers
in diagnosing problems and in developing im-
provements. Comparing story frequencies,
production methods, and other significant
variables of news presentation from an objec-
tive distance can give important insights to
people who are closely involved in the day-to-
day production of news.

Similarly, content analysis techniques can
provide programmers and broadcast standards
managers with an objective view of their pro-
gramming. At ABC Television, the Develop-
mental and Social Research unit has worked
closely with the network’s Broadcast Stan-
dards and Practices unit to develop a system
for quantifying the depiction of violence on all
entertainment programs. The system is used to
code every show before broadcast; it quanti-
fies behaviors and also develops a numerical
weight for each program based on the type of
violence, the victims of violence, and the out-
come of violence. This coding enables ABC
Broadcast Standards to keep track of the levels
of violence that appear on every show. It is a
more objective measure than depending solely
on individual editor judgments.

Even though content analysis is a flexible
and useful research and analytic tool, it is sus-
ceptible to many methodological and interpre-
tive pitfalls. Before discussing the techniques
used in content analysis, it is important to un-
derstand exactly what content analysis can do
and what content analysis cannot do.

What Content Analysis Can Do

Content analysis is a way to define objectively
television or radio content. It is a method by
which we make visible and quantifiable, signif-
icant behaviors, themes, character portrayals,
production variables, and a host of similar ele-



ments. Content analysis enables us to separate
messages into their component parts. Content
analysis is also a means by which we can iden-
tify and evaluate underlying relationships
among various content elements that may not
otherwise be apparent. Finally, content analy-
sis can help us develop hypotheses based on the
manifest and latent messages inherent in all
broadcast communication, hypotheses that
can be researched subsequently through other
studies.

What Content
Analysis Cannot Do

Content analysis cannot provide information
about how the audience perceives, interprets,
or comprehends a message. Nor can content
analysis, by itself, tell how a message affects an
audience’s attitudes or behaviors. Simply stat-
ing that a news program spends more time on
national news than on international news does
not automatically mean that viewers know
little about foreign events. Stating that some
programs contain more violent behavior than
others does not necessarily lead to the conclu-
sion that people who watch violent programs
will behave more aggressively than those who
do not. All that content analysis can do is to
tell us what messages exist and how often they
appear, and to provide some systematic and
objective way to evaluate the individual ele-
ments that together comprise a total communi-
cation event.

Assessing the impact of messages on audi-
ences requires another research study. Quite
often, a content analysis study serves as a pre-
liminary step in conducting further research.
For example, in the problem-solving study
mentioned earlier, Dominick, Richman, and
Waurtzel first identified the three most preva-
lent types of problem-solving strategies on
children’s programming and divided them into
three categories: aggressive solutions, assertive
solutions, and passive nonsolutions. The re-
searchers next measured how these three
problem-solving strategies were modeled or
imitated by child viewers.” The identification
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of the problem-solving strategies was deter-
mined through content analysis, but the effect
of the content messages on the particular audi-
ence of interest was investigated through a sub-
sequent experimental research study.

It is important to examine carefully the con-
tent and category definitions that are used,
since these often will affect the study results.
For example, there have been many content
analysis studies of how violence is depicted on
television programs. Yet, the way the investiga-
tor defines violence is a crucial factor in deter-
mining the study’s outcome. Some researchers
believe that violence is any antisocial behavior
regardless of context or intention. Thus, they
would include the proverbial pie-in-the-face
slapstick as well as more aggressive violent be-
havior. Other researchers believe violence defi-
nitions should not include such slapstick
horseplay. Obviously, these two different defi-
nitions of violence would result in two dif-
ferent analyses of the same program. When
comparing content analysis studies, it is crucial
to be aware of the various definitions and cate-
gories used in each.

Content
Analysis Techniques

We can divide content analysis into six basic
steps:

1. developing research objectives or
hypotheses

establishing the unit of analysis
determining content categories

. selecting the sample

. coding and reliability

. analyzing data

Developing Research
Objectives or Hypotheses

Since content analysis assumes that some con-
tent is present, a content study will invariably
lead to the collection of some data. Unfortu-
nately, the certainty of results has led some re-
searchers to use content analysis as a fishing
expedition in hopes of “teasing out whatever is
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there.” Naturally, studies are bound to uncover
findings that are surprising or less than obvi-
ous. But a well-designed study, and ultimately
a meaningful research project, should begin
from a set of carefully developed research ob-
jectives or hypotheses.

For example, a researcher is interested in
knowing what kinds of programs appeared
during the first years of public access on cable
TV channels. The researcher’s hypothesis was
that if the public access channels were to fulfill
their potential as a medium of local communi-
cation, the types of programming that were
broadcast ought to reflect predominantly local
issues and concerns. This basic hypothesis, or
research objective, gave the study focus and di-
rection in order to answer the researcher’s
question.®

Determining the hypotheses or objectives in
advance also offers increased accuracy in de-
veloping content categories and in coding the
material. In fact, the content categories and
the units of analysis (two concepts discussed in
detail later in this essay) are developed to ad-
dress specific questions and objectives, and
they can be made more sensitive and discrimi-
nating once the study’s objectives are clearly
outlined.

Unit
of Analysis
The unit of analysis (UOA) is whatever the
content analysis researcher counts as a specific
message or element of communication. The
unit of analysis can range in size and complex-
ity from a single word to an entire program.
For example, if one were interested in deter-
mining the kinds of themes most prevalent in
television drama, the unit of analysis most
likely would be the individual program. How-
ever, if one wishes to see how sex roles interact
with major characters on prime-time drama to
determine whether heroes, villains, and assert-
ive or aggressive characters were predomi-
nantly male or female, the unit of analysis
would be each major character appearing in
the show or shows under analysis.

Obviously, defining the unit of analysis is a

crucial decision that must be made for every
study. The UOA determines what is counted
and how it is counted; it will also affect the
study’s accuracy, reliability, and validity.

The more obvious and clear-cut the unit of
analysis, the easier the coding and the more re-
liable the study results. This does not mean
that content analysis coding is easy; it is usu-
ally time consuming and boring and may be the
least interesting part of a content study. But the
fewer decisions that a coder must make on
judgment or hunch in determining each unit of
analysis, the more accurate the study results.
For example, using a word as a unit of anaysis
is clear-cut and unambiguous, since a word is
an “either-it-is-or-it-isn’t” situation. On the
other hand, coding violent behavior and using
a “violent action” or “aggressive incident” as
the unit of analysis is less precise and requires
more judgment calls by coders. These judg-
ment calls can ultimately affect the study’s reli-
ability, since different coders can make
different decisions.

Related to the unit of analysis is the way the
researcher decides to code each unit. The most
common approach is simply to count the fre-
quency of occurrence. For example, in a study
comparing television coverage of a presiden-
tial campaign, the unit of analysis might be
each individual story that dealt with presiden-
tial politics.

This approach permits comparison of the
frequency with which a Republican or Demo-
cratic story appeared over a particular period
of time. However, simply counting frequency
of occurrence may not always provide the total
picture. Assume a one-week count of presiden-
tial campaign stories on a television station re-
veals that fourteen news stories were devoted
to Democrats and fifteen stories were devoted
to Republicans. At first glance, the coverage
appears about even. However, if, instead of
counting every story, each story was timed to
establish the amount of air-time devoted to the
individual stories, a different sort of measure
is involved. Adding up the air-time for each
story yields a weekly total of air-time. Suppose
the totals were thirty-seven minutes devoted to



the Republicans and forty-nine minutes de-
voted to the Democrats. It would thus appear
that coverage was not as evenly balanced as the
frequency count might have suggested. In fact,
although the Republicans had one more story
than the Democrats, the Republicans actually
had twelve minutes or 25 percent less air-time.

The point is that there is no correct or incor-
rect variable counting approach. Whenever
possible, using more than a single measure is
an excellent safeguard against the problems il-
lustrated in this hypothetical example. The
unit of analysis should reflect the study objec-
tives or hypotheses, and the method of count-
ing should provide the researcher with data
that best reflect the content material under
study.

Content Categories

Each unit of analysis ultimately must be
pigeon-holed into a particular content cate-
gory. The development of content categories
naturally depends on the study’s overall objec-
tives or hypotheses. For example, in Katz-
man’s study of the various themes depicted on
daytime serials, he had each content category
represent a dramatic theme, such as “social
problems,” “criminal activities,” “medical
problems,” and “romantic/marital affairs.”
These broad categories were further subdi-
vided into more specific categories. For in-
stance, the “criminal activity” category was
subdivided into murder, theft, olackmail, ille-
gal drug traffic, and so on.

As a rule of thumb, content categories must
be mutually exclusive and all inclusive. In
other words, each category should be narrowly
defined to permit fitting only one type of con-
tent within it. Yet when taken as a whole, the
content categories together should encompass
every possible message, behavior, or whatever
other units of analysis exist in the sample pop-
ulation.

Sometimes content categories must be de-
veloped based only on an intelligent guess,
since, without knowing precisely what the con-
tent will be before doing the analysis, one can-
not always decide on a precise set of content
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categories. Problems develop with categories
that are either too large and therefore catego-
rize many different kinds of variables in only a
few categories, or that are too narrowly de-
fined and thus include only a few variables in
many categories.

An example of too large a category would
be the use of two categories for analyzing news
stories: (1) hard news and (2) soft news. It
would not be difficult to categorize all news
stories into either category, but the analysis
results would be essentially meaningless. In-
cluded within the “hard” news category would
be stories ranging from international affairs to
strictly local issues and events. Obviously, a
number of more narrowly defined subcatego-
ries under the larger hard news label would
provide more insight into the story makeup of
the news program.

On the other hand, consider news stories for
which so many different categories are devel-
oped that once coding is completed the re-
searcher is confronted with dozens of separate
categories, each containing only a handful of
news stories. Since the purpose of content
analysis is to reduce the mass of data into a
smaller number of categories so trends or rela-
tionships become more apparent, a large num-
ber of categories with relatively few items
within each does not offer the researcher much
help. The point is that the number of content
categories developed by the researcher must
tread the thin line between too many categories
in which such fine distinctions are made that
little data reduction is accomplished and too
few categories resulting in little or no discrimi-
nation of content.

It is not uncommon for a unit of analysis to
be categorized into a number of different types
of categories. For example, a television news
story—which is a study’s unit of analysis—
may be categorized by story content, by visual
presentation (film, videotape, anchorperson
only), by aural presentation (voice-over, live
sound, wild sound), and by camera shot (long
shot, close-up, etc.). Within each content-
type, the rules of mutual exclusivity and all in-
clusivity remain in effect. However, the large
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number of potential variables can offer a rich-
ness of research data for analysis.

Sample Selection

In most content analysis research, the pro-
grams, characters, commercials, news stories,
or whatever the researcher must count are so
numerous that to attempt to analyze each one
would be virtually impossible. Consider a re-
searcher interested in evaluating the three
nightly network newscasts during a presiden-
tial election campaign. Months worth of news
programs would have to be gathered and ana-
lyzed. This would be extremely difficult and
time-consuming. Also, the number of coding
errors or other inaccuracies increases with the
number of elements that must be analyzed and
categorized.

Rather than attempt to cover every newscast
in the population, the researcher could select a
sample of newscasts that—although fewer
than the actual total—accurately represents
the large population. If the sample were prop-
erly selected, a manageable number of pro-
grams would be coded, yet the results would
still be generalizable to all newscasts broadcast
during the time period from which the sample
was drawn.

There are many different types of sampling
procedures, each with its own advantages and
disadvantages. The researcher must first deter-
mine what makes up the overall population. In
the case of the news study mentioned above,
assume the population includes all network
newscasts from the first primary until election
day in November. Once the range of the re-
search population is determined, a small
sample of programs must be selected that rep-
resents the larger whole.

One method is to select at random one day
per week for the time period in question and
analyze all news shows broadcast that day. An
even more sophisticated approach would be to
select a sample of shows from the Monday of
one week, shows from a Tuesday of the next, a
Wednesday next, and so on, to eliminate any
possible bias in the sample from differences re-
sulting from various days of the week. Authors
of other research studies dealing with larger

populations (say prime-time programming)
might simply select a two-week period that the
researcher believes is representative of the total
season’s programming and code every pro-
gram that appeared during prime time for the
fourteen days. Of course, it is important for
the two weeks to be from a normal time period
so the sample does not reflect a bias due to sea-
sonal variations, such as during the Christmas
holidays or during the ratings sweep periods.

Another common sampling technique is to
choose programs that are most popular among
the audience group of interest to the re-
searcher. For example, a researcher concerned
with network children’s programming could
select the top fifteen early evening and top fif-
teen Saturday morning programs that had the
highest Nielsen ratings among children ages six
to eleven. A sample of two or three of each of
these shows would be recorded and analyzed.

Proper sample selection is of crucial impor-
tance to a content analysis study. An unrepre-
sentive sample may have a built-in bias that
does not accurately reflect the larger popula-
tion. Inferences that might be made about such
a biased sample will not accurately mirror the
larger group and can lead to inaccurate and
misleading conclusions.

Coding and Reliability

Once the researcher has developed the unit of
analysis and content categories and has se-
lected the sample, he or she is ready to begin
pretesting. The easiest way to pretest is to se-
lect some randomly chosen materials from the
sample group and try out the content analysis
system. The pretest will give a good indication
of whether the unit of analysis and content cat-
egory definitions are working and whether the
overall system is appropriate for the research
objectives.

Generally, a number of individuals are as-
sembled to collect and code the data. The team
approach is useful for two reasons. First, con-
tent analysis is usually a time-consuming task,
and the more people coding simultaneously,
the faster the data can be collected. Second, if
only one person codes all of the content, any
individual biases that might exist {(consciously



or subconsciously in the mind of the coder) will
be reflected in the data and can result in mis-
leading conclusions. However, if a number of
individuals each codes the sample material sep-
arately, and if a comparison of intercoder reli-
ability is then made, it can be verified that the
collected data are the result of the content
analysis scheme and not the result of any per-
sonal bias. Of course, any intercoder difficul-
ties that do appear must be corrected and
resolved before actually conducting the study
and collecting real data.

Reliability Coefficients

The easiest way to verify that repeated mea-
sures of the same material are being coded sim-
ilarly by different coders is to conduct a
reliability test. This means having two or more
coders independently code some sample mate-
rial and then comparing the results. The for-
mula for the coefficient of reliability given by
Holsti'" is:

2M
CR N + N,

where M = the number of coding decisions on
which two judges are in agreement and N, and
N, refer to the number of coding decisions
made by judges 1 and 2 respectively. The CR is
expressed as a correlation coefficient, where a
maximum value of +1 equals perfect agree-
ment, a score of zero equals no agreement, and
a score of -1 equals perfect inverse agreement
where as one score goes up, the other goes
down. Generally, CRs will run from zero to
+ 1. Usually a correlation of about + .80 (or
80 percent agreement) is considered the mini-
mum required to demonstrate that the coding
system is sufficiently reliable. However, this
figure is arbitrary and depends on a number of
factors. For example, if the unit of analysis
and content categories are very precise and
clear-cut, we would expect much higher CRs,
.90 or higher. On the other hand, a researcher
using more ambiguous and less obvious UOAs
and categories, such as those found in analyses
of behaviors or in character portrayals requir-
ing many coder judgments, might consider a
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CR of .65 to .70 acceptable. Once the pretest
shows an acceptable level of reliability is estab-
lished, the actual coding begins. However, the
researcher should always perform a CR on the
final data and report the CR when reporting
study results. The coefficient of reliability is an
important piece of information to consider in
evaluating any content analysis research. It re-
flects the reliability and stability of the coding
procedure on which the entire study is based.'

Data Analysis

The data resulting from a content analysis
sample are only estimates of the actual content
of the larger population from which the
sample was selected. In order to determine the
reliability of an estimate, some form of infer-
ential statistical analysis should be conducted.
The particular type of analysis that is used will
depend on the type of data collected. For most
studies, data can be divided into two basic
types: (1) nominal or frequency data, and (2)
score data.

Nominal Data Nominal data are the clas-
sification of elements by name or category into
discrete or mutually exclusive units. Sex, race,
religion, or political party affiliation are com-
mon examples of nominal variables. Obvi-
ously, most content analysis studies also use
nominal variables by sorting the various con-
tent elements into different categories. For ex-
ample, classifying the types of news stories on
a network news program, determining the role
characteristics of minority characters in
drama, or analyzing the themes of daytime se-
rials are examples of CA studies that use nomi-
nal variables.

The most commonly used statistical test for
nominal or category data is chi-square (abbre-
viated with the symbol X?). Essentially, the chi-
square statistic helps the reseacher estimate the
odds that the frequency distribution across
categories observed in the sample occurred
strictly by chance. If it can be shown that sheer
chance does not seem a likely explanation for
the frequency distribution found, then it can
be assumed that the results in the sample are
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also likely to be found in the larger population
from which the sample was drawn.

Score Data Score data differ from nomi-
nal data in that numerical scores can vary
across a continuous range of numbers. The
running time of a news story and the number
of column inches in a newspaper article are two
examples of score variables.

The advantage of using score data is that a
large group of figures can be summarized as a
numerical average or mean.

The dispersion of scores can also be indexed
by using the standard deviation of the re-
sponses. This technique permits the measure-
ment and comparison of the amount of score
variation from one sample or from one cate-
gory with another.

As with nominal data, simply reporting dif-
ferent means does not necessarily indicate that
the differences will apply to the larger popula-
tion from which the sample was drawn. In this
case, a variety of parametric statistics (such as
the t-test or analysis of variance) are used to
provide the researcher with information indi-
cating whether the differences found in the
sample can be reliably generalized to the larger
population.
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about content analysis technique and meth-
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casting, the Journal of Communication, and
Journalism Quarterly.
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Searching for
Television’s
History

Fay C. Schreibman

Although most people believe that television
networks maintain a complete collection of
past and current programming, they are mis-
taken. Most television programs, except for
news and public affairs, are owned by produc-
tion companies independent of the networks.
After a television show has been aired in its
first run, contracted reruns, and syndication,
the program is returned to the production
company. The company then has the alterna-
tives of (1) finding another way to make money
on the programs through distribution or sale,
(2) leaving them on the shelf, (3) donating
them to a television archive, or (4) throwing
them out. Until recently Option 4 was often the
unfortunate choice. Nonetheless, many tele-
vision programs are available to researchers at
various archives throughout the country or
through other sources, such as commercial dis-
tributors and private collectors.

Identifying exact titles of programs avail-
able is not a simple process. Although there are
many books on television programs that once
existed, there are no comparative books on
whether these programs survive and on where
they can be found. Until such a resource is cre-
ated, many scholars in their search for past
programs will be duplicating the efforts of ear-
lier researchers.

This essay is a prelude to a comprehensive
location listing (union list) of existing televi-
sion shows. It discusses available reference
materials, archives, and organizations with in-
formation pertaining to television program-
ming. The reference materials are identified by
title and the notation “R-(assigned number).”
This refers to the Reference Appendix in-
cluded as a part of this essay. The Reference
Appendix is an annotated listing of these
sources, complete with ordering information.
Major television archives and information or-
ganizations are noted with “A-(assigned num-
ber),” referring to the Archive Appendix,
which contains descriptions of each institu-
tion. The presentation of these data is a step-
by-step procedural format outlining the best
use of the described resources in accessing de-
sired programs. This approach incorporates a
compendium of suggestions from television



archivists and scholars of mass media experi-
enced in television research.'

The same skills used for researchin a library
are effective in determining the existence and
location of a past television program. It is not
unlike locating an out-of-print book. The steps
include identifying the exact title and publisher
(producer), checking availability in the library
or through interlibrary loan, consulting com-
mercial distribution sources, researching spe-
cial collections in libraries and archives, and
contacting the library or archive to use the ma-
terials.?

Locating
a Television
Program

There are seven steps in locating a television
program. Following these steps in succession
will insure a thorough investigation with mini-
mum duplication of effort.

Identify Exact Title of Program Be spe-
cificin all research requests. It is worthwhile to
note as much information as possible about
the program, including the exact and/or origi-
nal title, program episodes, talent, air dates,
production company, production and direc-
tion staff, and sponsors.

Several television reference books contain
detailed program information: The Complete
Encyclopedia of Television Programs (R-1),
The New York Times Encyclopedia of Televi-
sion Programs (R-2), The Complete Directory
to Prime Time Network TV Shows,
1946-Present (R-3), and Total Television: A
Comprehensive Guide to Programming from
1948-1980 (R-4). TV Season (R-5), an annual
publication that began with the 1974-75 sea-
son and unfortunately concluded with the
1978-79 season, included all news specials and
documentaries as well as entertainment pro-
grams. A new reference work, Universal Tele-
vision, 1950-1980 (R-6), is the first to survey
all television series, telefeatures, pilots, and
specials made by a particular production com-
pany.

Searching for Television’s History 17

If a program is syndicated currently in the
United States or abroad, it will be listed and
identified by production company, current dis-
tributor, surviving episodes, and past title of
series, in source books used by the industry.
Broadcast Information Bureau (BIB) has pub-
lished three of these guides annually since
1952: Series, Serials and Packages: Domestic
Edition; Series, Serials and Packages: Foreign
Language Edition; and TV Feature Film
Source Book (R-7).

For titles of episodes in a series, refer to
Television Drama Series Programming: A
Comprehensive Chronicle, which covers pro-
grams from 1947 to 1982 (R-8). A commercial
service, Television Index, has complete prime-
time program information. Since 1949, the
weekly publication Zelevision Index (R-9) has
identified current production facts. Also check
past issues of TV Guide (R-10) back to April
1953, when it began; and before that time, see
New York Times television sections.

Several books about particular series iden-
tify episode titles: A/l in the Family: A Critical
Appraisal; Lucy and Ricky and Fred and
Ethel: The Story of “I Love Lucy”; Fantastic
Television: A Pictorial History of Sci-Fi:
the Unusual and the Fantastic from Captain
Video to the Star Trek Phenomenon and Be-
yond ... The Twilight Zone Companion
(R-11). Reference works about a particular
genre of television programming have recently
been published. For example: Children’s Tele-
vision: The First Thirty-Five Years, 1946-81;
Television Comedy Series: An Episode Guide
to 153 Sitcoms in Syndication; and The Serials:
Suspense and Drama by Installments (soap op-
eras) (R-12).

Television newscasts since 1968 are rela-
tively easy to find. Consult Television News In-
dex and Abstracts (R-13) for descriptions of
network evening newscasts of ABC, CBS, and
NBC since August 5, 1968. This valuable re-
source is published monthly and includes a
subject index. An annual index is also distrib-
uted. Many major libraries maintain complete
sets of the Abstracts.

CBS is the only network commercially to
distribute transcripts of all their news pro-
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grams. Since 1963, the network has made
available transcripts from CBS Evening News
with Walter Cronkite, Face the Nation, 60
Minutes, CBS Reports, CBS News Special,
Magazine, 30 Minutes, and other programs.
The CBS News Index is the finding aid to the
CBS News Television Broadcasts; it is available
only since 1975. Face the Nation transcripts
and indexes of programs since 1954 are avail-
able separately (R-14). Transcripts of NBC’s
weekly news program, Meet the Press, can be
purchased (R-15). Since 1981, transcripts of
such ABC news programs as Nightline, This
Week with David Brinkley, 20/20, and Close-
up documentaries are available (R-16).

PBS’s MacNeil/Lehrer Report index and
transcripts have recently been released under
the title of Broadcast Review and Index and
begin with the 1976 programs (R-17).

Searching for news documentaries is similar
to locating titles of entertainment programs.
Documentary in American Television and its
sequel, The Image Decade: Television Docu-
mentary, 1965-1975, identify a number of pro-
grams in discussing the history of this genre
(R-18). The encyclopedias previously cited in-
clude some documentaries, but only TV Sea-
son is complete in its listing of documentaries.
Again, consult past issues of TV Guide and
New York Times television sections for exact
titles of these programs. The CBS News Index
does not have a distinct section identifying
documentaries, but storage of transcripts is by
type of news program with one category listing
for documentary. Consult the Index for the ex-
act codes to identify these programs.

Contact the Local Public Library, College
or University Library/Special Collections Di-
vision and Media Center, Historical Society,
Museum A number of these institutions own
collections of television programs and com-
mercials. If audiovisual resources are not cen-
tralized on a campus, then contact academic
departments that offer broadcast-related
classes.’ Special divisions at universities that
conduct research on mass media might main-
tain study collections of news and entertain-
ment programs.® Local television stations
around the country have donated film footage

to area historical societies and museums.’ Con-
tact these sources before continuing your re-
search, because local institutions might
maintain accessible collections of the televi-
sion programs being sought.

Check Availability of Programs for Loan
from a Library or Archive Network televi-
sion newscasts and certain news specials are
available via loan agreement from the Vander-
bilt Television News Archive (A-23) and (for
CBS news programs) from the National Ar-
chives and Records Service (A-14). At the mo-
ment, these are the only television materials
that can be borrowed from an archive. Other
libraries holding television materials should be
contacted regarding their interlibrary loan pol-
icies.

Rent or Purchase Material from a Commer-
cial Distributor Film and video distributors,
such as Time/Life and Films Inc., rent and sell
some television documentaries and a few dra-
matic programs. Titles available from these
major companies are found in the following
sources: The Video Source Book and The
Video Programs Index (R-19), Educational
Film Locator (R-20), NICEM’s Index to Edu-
cational Videotapes and Index to 16mm Edu-
cational Films (R-21), and Film Programmer’s
Guide to 16mm Rentals (R-22). Most libraries
and media centers maintain these resources
and additional catalogs from other distribu-
tors.

Several small companies not listed in the
major finding aids sell old television programs
either duplicated from a master, an original
copy, or simply a copy. Quality of programs
from these sources vary. For identification of
the companies, see the annual “Video Software
Marketers-Consumers” article in the June is-
sues of Videography.® Only the names of the
companies and genre of programs available
are noted in this article, and consultation with
Videography is advised for location of the dis-
tributors. In addition to these sources, past
television product commercials of selected
Clio7Award winners are available for rent and
sale.

The ABC, CBS, and PBS networks have



their own in-house divisions, ABC Video En-
terprises, CBS Resources Development and
Production Department, and PBS Video,
which distribute certain network programs.
NBC contracts its distribution to an outside
company, Films, Inc. Catalogs from these
sources indicate titles available for rent or pur-
chase (R-23).

Consult Major Television Archives on
Holdings and Permission for Use If the tele-
vision program is not available commercially,
the researcher must travel to the archive that
maintains a reference copy of the program.
The chief exceptions to this in-house-use-only
policy are, again, for network evening news-
casts and most other news programs from the
Vanderbilt Television News Archive (A-23),
and for CBS newscasts and news specials from
the National Archives and Records Service
(A-14). Special loan agreements are involved
to borrow materials from either of these ar-
chives.

An archive is a special library, and use of ar-
chive materials is usually restricted to scholarly
research. Only the Museum of Broadcasting
(A-12) also permits entertainment viewing on
an individual basis. Archive staffs welcome se-
rious researchers. To expedite service from
these institutions, the following procedures are
recommended:

1. Be prepared with substantial information
about the selected programs to be viewed.
The exact title for each national run is im-
portant, because it is the major entry, and in
most instances the only entry, in archive
catalogs. The original broadcast title is pre-
ferred, although copies of later versions or
reruns may be all that are available, and
may be cross-referenced to the original ti-
tle.

2. Check existing finding aids to archive col-
lections. Print catalogs of these collections
are identified in the appendices to this ar-
ticle. For additional descriptions of ar-
chives, consult Motion Pictures, Television
and Radio: A Union Catalog of Manu-
scripts and Special Collections in the West-
ern United States (R-24), Scholar’s Guide
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to Washington, D.C. Film and Video Col-
lections (R-25), and AFI Education News-
letter (R-26).

3. Contact the archive directly regarding its
collection if the program is not identified by
the previously cited sources. There is a good
possibility of being referred to another ar-
chive collection, and in these instances, the
researcher should maintain accurate notes
on the person providing information at
each institution and exactly what informa-
tion is conveyed.

4. Make all requests to use the facilities in
writing. Some archives accept appoint-
ments by phone, but it is best to follow up
with a letter including supporting docu-
mentation from your sponsoring institu-
tion. Because both archive staff and
viewing facilities are limited, be as specific
as possible regarding research needs and
make appointments for viewing far in ad-
vance.

Under almost no circumstances will ar-
chive staff perform analysis of the collection
Jor researchers. (See Archive Appendix for
descriptions of archive collections.)

Determine Whether the Program Exists at
All If the program is not in the collections of
the archives identified in the Archive Appen-
dix or in the alternative sources suggested by
archive staffs, the researcher must determine
whether the program exists at all. One proce-
dure is to consult Series, Serials and Packages
(R-7) for information on the current distribu-
tor of the program. When the title is not listed
in the current edition, check back issues until
the title is identified.® Contact the distributor
or production company to negotiate use. If
fees for viewing these resources are exorbitant,
or if use is denied, or if the program is not
listed in any issue of Series, Serials and Pack-
ages, the next step is to approach individuals
who were involved in the original production,
such as producers, talent, writers, sponsors,
and advertising agencies. In many cases, these
persons have obtained personal copies or own
the rights to the television programs.

Requesting permission to view these materi-
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als is asking for a special consideration that
may or may not be accommodated. It is help-
ful to remind individuals and distribution
companies holding these rare programs that a
donation of the show or episode from the se-
ries to a television archive would allow future
use by all scholars and would relieve the cur-
rent responsibility they now assume as sole
source of a part of broadcasting history.

Contact the Television Archives Advisory
Committee The Television Archives Advi-
sory Committee, now part of the National
Center for Film and Video Preservation,
American Film Institute, is the primary orga-
nization interested in locating past television
programming. When researchers have ap-
proached owners of unique television materi-
als, the committee asks to be notified as a
courtesy. The committee, representing the ma-
jority of archives and information sources
identified in the Archive Appendix, meets an-
nually to exchange information on archival
television collections, management, and pres-
ervation controls. Reporting to the committee
one’s success or failure in finding a program
not housed in an archive would be of mutual
benefit to television archivists and researchers.
Information should be sent to: National Cen-
ter for Film and Video Preservation, American
Film Institute, 2021 North Western Avenue,
Los Angeles, CA 90027.

Current procedures for locating a past tele-
vision program are complicated for many rea-
sons. Program producers, creators, and
owners have not offered financial assistance
nor donated enough shows to television ar-
chives. Funds needed to store, preserve, and
catalog, and to pay archive staff to perform
these and reference services for a growing col-
lection of audiovisual materials are enormous.
Most of the accessible collections are located at
universities, where external funding is neces-
sary for them barely to survive, or at govern-
ment institutions, which are inadequately
funded to handle the massive amount of mate-
rial held. In general, the budgets of most ar-
chives are modest, especially when compared
to the responsibilities they have.

When additional monies become available,

catalogs of collections may then be created,
distributed, and made accessible via a national
data base of television program information.
Yet, the identification of archival holdings is
only one element that will simplify the location
of television programs; the preservation of and
access to all existing materials in cooperation
with the industry are badly needed.

Future
of Television
Preservation

Recent developments indicate a brighter future
in the preservation of television programs.
New legislation guarantees the availability of
current television programming; new archives
are being established; past programs continue
to be located; and national and international
efforts to promote television and film preser-
vation are gaining momentum.

Before 1978, most television programs were
preserved if they (1) had future monetary value
to the original production company or current
distributor, or (2) were donated to an archive,
or (3) were part of a Frivate collection. The
Copyright Act of 1976'"° changed this practice
by establishing the American Television and
Radio Archives at the Library of Congress,"
by allowing libraries and archives to tape
broadcast news programs off the air,'* and by
stipulating that television program copies be
submitted as part of the registration process
for copyright protection.”

Although some television productions have
been deposited for copyright for many years,
the new legislation will increase the flow of ma-
terial. The American Television and Radio Ar-
chives, incorporated into the Motion Picture,
Broadcasting and Recorded Sound Division of
the Library of Congress (A-11), draws on the
Register of Copyrights’ materials for its collec-
tion. In certain cases, a notice of compliance to
deposit a program can be sent to the copyright
holder. Limited off-air taping also will be used
to add to the archives’ collection.

Two important provisions of the Copyright
Act are permission for libraries and archives to
tape “audiovisual news programs” off the air



and to lend a limited number of these taped
programs or excerpts. This section of the law is
sometimes referred to as the “Vanderbilt
Amendment.” Practices of the Vanderbilt Tele-
vision News Archive (A-23) are cited in House
Report HR 941476 and Senate Report SR
94473 as appropriate interpretation and appli-
cation of the statute. The adoption of this
clause into law ended a three-year CBS lawsuit
against Vanderbilt for copyright infringement
by taping and lendin4g network newscasts for
use off the premises. ' Certain libraries and ar-
chives now may house collections of television
newscasts and news special events, as newspa-
per and news magazines back issues are stored.
This is a major step in use of broadcast materi-
als for teaching and in research."

Other broadcast archives will continue to be
created. Recently, the Jewish Archives of Film
and Broadcasting was organized by the Jewish
Museum to meet a specialized interest in the
broadcasting field.'® Private collections are
slowly being made available to existing ar-
chives or are being established as separate ar-
chives. The Diamant Memorial Library of
Classic Television Commercials at Brooklyn
College is an example of such an arrangement
(A-6).

Historic television shows and films continue
to be discovered in Hollywood garages by heirs
of television personalities or by people who
bought the real estate, under tarps in ware-
houses,"” and even found buried in ditches.'®
There is no reasonable way to know when ma-
terials like these will appear, but archivists are
always prepared for the occasion. Newspapers
and magazines mention these discoveries. The
American Film Institute (AFI) Education
Newsletter (R-26) also contains current infor-
mation about archival resources in its “An-
nouncements” and “Profile” sections.

A common problem among television archi-
vists in the United States and around the world
is the preservation of videotape. Although
standards of archival storage of tape have fi-
nally been established," the longevity of this
medium is still unknown. The quality of video-
tape stock throughout the years has improved,
as has videotape equipment. Each archive re-
ports a different rate of deterioration for the
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many kinds of tapes on which programs are
stored. Research into this area conducted by
the Bureau of Standards resulted in a report is-
sued in 1978.% The report concluded that
videotape is not an archival medium for pres-
ervation, and thus that materials should be
transferred to 16mm safety film, a costly and
impractical suggestion. Videodisc was also
mentioned as a possible alternative in future
preservation because the nickel plate used to
press the disc is regarded as an archival me-
dium.* However, developments in the video
field for moving images are progressing slowly.
Even though the technology exists, the expense
involved in making a master for a few copies is
prohibitive. Videodiscs are inexpensive to the
consumer because of the large quantity being
distributed. This problem is similar to one in
the past of preserving one copy of an out-of-
print book, printed on poor stock, before the
advent of photocopying and microfilming
processes; the book would have needed to be
typeset in order to make a few preservation
copies, a cost most archives could not have un-
dertaken.

The National Center For Film and Video
Preservation was established in 1983 under an
agreement with the National Endowment For
The Arts and the American Film Institute with
Robert Rosen as founding director. The pur-
pose of the center is to provide a permanent
mechanism for coordinating and implement-
ing a national priority in media preservation.
A major goal is to establish ongoing communi-
cation and interaction between the archival
community and media production industry. In
its initial stage, the NEA-funded aspects of the
program focus on the film genre. The center
assumed the role of secretariat for the Televi-
sion Archives Advisory Committee and is
working toward establishing a program for
television preservation. The center is currently
coordinating a design for the National Moving
Image Data Base to include television as well as
video and film. Television programs are ac-
quired for deposit at the Library of Congress
and other archives.?

The Board of Trustees at the Museum of
Broadcasting, who represent the leadership of
the broadcasting industry, are also concerned
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about preserving the media. In 1984, the mu-
seum hosted a special meeting chaired by
Frank Stanton, former president of CBS. Par-
ticipants were museum board members and
other leaders in the field and videotape manu-
facturers who explored how the Museum of
Broadcasting could assist in the preservation
effort.

International efforts to address the problem
of television preservation are currently under
way. In October 1980, this issue was discussed
at the Television Archives Advisory Commit-
tee meeting. Individual members of the
committee also attended the International
Federation of Television Archives (FIAT) con-
ference held at the same time. The federation is
an association of broadcasting companies’ ar-
chival divisions from countries including
France, England, Germany, Italy, the Nether-
lands, Chile, Brazil, Canada, and the United
States; CBS is the only current institutional
member from the United States with represen-
tation from the Library of Congress and Na-
tional Archives and Records Service. FIAT
meets twice a year to exchange information
about preservation and archive operations and
to develop continuing education programs for
the staffs of member institutions.” Coordina-
tion between these two major television ar-
chive organizations led to planning for the
widespread promotion of research and the de-
velopment of an archival medium for televi-
sion programs.

In October 1980, another important inter-
national measure was the adoption of the
UNESCO resolution on the safeguarding and

preservation of moving images.” The state-
ment strongly presented the need, importance,
and obligation for nations to preserve film and
television materials. Recommended proce-
dures for implementing protection for these
media on national and international bases
were also part of the resolution. Adoption of
this policy helps archivists around the world
gain support for acquiring and preserving tele-
vision materials.

Television archivists have done a valuable
job in locating, acquiring, protecting, catalog-
ing, and, with hoped-for technological innova-
tions, preserving television shows. In spite of
these efforts, all past programs are still not
available for research. Large gaps in the archi-
val collections will never be filled for various
reasons. Some live broadcasts were never re-
corded, videotape masters were erased, film
and kinescope copies were destroyed, or dis-
tributors and private collectors are maintain-
ing concealed collections. After fifty years of
broadcasting, legislation finally ensures the
preservation of current programming. But
only through cooperation between the televi-
sion industry, television archivists, private col-
lectors, and you, the media researcher, can the
years of missing programs be restored or ascer-
tained to exist. In following the process of lo-
cating past television shows, the researcher
may discover a new collection or establish a co-
operative relationship with a program owner.
Sharing this information with the television ar-
chivists is both a courtesy and an obligation to
safeguard an important part of our nation’s
historic and cultural heritage.

Archive Appendix

This appendix summarizes the major televi-
sion collections in archives throughout the
United States. It is not intended to describe
each archive’s complete holdings. Some radio
collections and script sources are identified.”
Two television information organizations, Tel-
evision Information Office (A-20) and Televi-

sion News Study Center (A-21), are included
because referral to television archives is part of
their services. Two private collections, Politi-
cal Television Commercial Archive (A-18) and
Peter Vest Collection of the DuMont Network
(A-17), areincluded because of the unique ma-
terials involved. Please note that a private col-
lector has no obligation to open a collection
for research or any other purpose.



Information for this section was gathered
from on-site visits to most archives, from tele-
phone inquiries, and from abstracts from the
Television Archives Advisory Committee Pro-
file of Assembled Archives questionnaire.

Because the materials are listed in this sec-
tion does not necessarily mean that they may
be viewed. In most archives, only a duplicate
of the original program, called a reference
copy, may be viewed for research.

Note: Read the body of this essay before
contacting any of these archives.

Entry Format

Name

Address

Telephone number

Description of Medium:
TELEVISION —all videotape formats, kin-
escope, and film.
RADIO —all recording formats.
PRINT—scripts, manuscripts,
files, etc.
REFERENCE —assistance in locating re-
sources besides archive’s collection, print
reference works, clipping files.

Description of Genre:
NEWS —newscasts, specials, newsreels,
documentaries.
ENTERTAINMENT-variety,
drama, sports, music.
EDUCATION — programs designed specifi-
cally for instruction by television.
COMMERCIALS —political and product.

Collection
A brief description of the collections, in-
cluding dates of broadcast.

Reference
Nature of service by letter, phone, and/or
walk-in inquiries and print reference mate-
rial and periodicals.

Finding Aids
Card catalogs, computer retrieval systems,
lists, publications that identify the collec-
tion (accessible catalogs are identified also
in the Reference Appendix).

clipping

comedy,
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Use
Eligibility of users.
In-house: Hours, appointment procedures,
and playback facilities.
Mail requests: Materials available for loan,
purchase, rent, or lease.

Table of Entries
ATAS-UCLA Television Archives
Academy of Television Arts and Sci-
ences —University of California
at Los Angeles A-1
Alfred 1. duPont-Columbia
University Awards in Broadcast

Journalism A-2
ABC News Library Information
Department A-3

American Film Institute—National

Center for Film and

Video Preservation A-4
Broadcast Pioneers Library A-S
Celia Nachatovitz Diamant

Memorial Library of Classic Tele-

vision Commercials A-6
CBS News Archives A-7
George Eastman House A-8

George Foster Peabody Collection A-9

House Broadcasting System A-10
Library of Congress — American Tele-

vision and Radio Archives A-11
Museum of Broadcasting A-12
Museum of Modern Art A-13

National Archives and Records Ser-
vice A-14

NBC News Archival Services A-15
National Jewish Archive of Broad-

casting A-16
Peter Vest Collection from DuMont

Television Network A-17
Political Television Commercial Ar-

chives A-18
Public Television Program Archive A-19
Television Information Office (T10) A-20
Television News Study Center A-21
UCLA Radio Archives A-22
Vanderbilt Television News Archive A-23
Wisconsin Center for Film and The-

ater Research A-24
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A-1

ATAS-UCLA Television Archives

The Academy of Television Arts and Sciences
Foundation

Department of Theater Arts, University of
California, Los Angeles

Melnitz Hall, Room 1438

Los Angeles, CA 90024

(213) 206-8013

TELEVISION/PRINT

ENTERTAINMENT/NEWS/COMMER-
CIALS

Collection (1947-present)
Television: 20,000 titles concentrating on
drama series, such as Hallmark Hall of
Fame, The Alcoa Hour, and Story Theater,
and comedy-variety shows, such as 7exaco
Star Theater (Milton Berle), The Jack Benny
Show, The Smothers Brothers Comedy
Hour, Colgate Comedy Hour, and Ernie
Kovacs programs. Variety of political com-
mercials and documentaries on John F. Ken-
nedy and Adlai E. Stevenson highlight the
news programs in this collection. Edward R.
Murrow’s See It Now, David L. Wolper’s
March of Time series, and other documenta-
ries, such as “Making of the President” and
“Race for Space,” are also included.
Print: 4,000 teleplays of some of the pro-
grams in the collection are held in the The-
ater Arts Library along with thousands of
other documents on television history and
production. Contact Audree Malkin, Head
Librarian at the library, for use of these
materials.
(See A-22 for description of UCLA radio
archives.)

Finding Aids
Card catalog: 15,000 titles.
Print catalog: A Catalog of the Study Col-
lection of the Academy of Television Arts
and Sciences, UCLA Archives, 1980 (R-27).

Use
In-house: Hours 9:00-5:00, Monday-Fri-
day, by appointment only.
Playback facilities: (3) 16mm flatbed view-
ing tables, (4) 35mm flatbed viewing tables,

(2) %" videocassette players and monitors,
(2) V2" videotape players and monitors.

A-2

Alfred 1. duPont-Columbia University
Awards in Broadcast Journalism

701 Journalism

Columbia University

New York, NY 10027

(212) 280-5047

TELEVISION/PRINT
NEWS

Collection (1977-present, complete; 1968-
76, partial).
Television: Archive of local and national
news, public affairs programs, and indepen-
dent productions that are recipients of the
annual duPont Awards. Programs from the
beginning of the awards in 1942 are cur-
rently being acquired.
Print: Scripts, press releases, public re-
sponse, etc., of the programs.

Finding Aids
Chronological list.
Broadcast Journalism: The Alfred I.
duPont/Columbia  University  Survey
(R-28).

Use
In-house: Hours by appointment only.
Playback facilities: (2) color monitors, (2)
%" videocassette players.

A-3

ABC News Library Information Department
2040 Broadway, Main Floor

New York, NY 10023

(212) 887-4374

TELEVISION

NEWS

Collection
Newscasts: Videotapes of entire newscasts
(1976-present), kinescopes of entire news-
casts (1971-1975), audiotapes of entire
newscasts (1963-present), film segments/
outtakes (1963-present), kinescope seg-




ments/outtakes (1971-1976), videotape
segments/outtakes (1976-present).

News special events: Kinescopes (1966-
1974), videotape (1976-present).

Other television news programs: Documen-
taries (film) (1965-present), 20/20 (1976-
present).

Radio: [See National Archives (A-14), Mu-
seum of Broadcasting (A-12), and Library
of Congress (A-11)].

Finding Aids

Newscasts and outtakes: Computer system
(including daily stories) STAIRS (1963-
present), card catalog (divided by subject,
name, and location of individual film and
video segments), transcripts (1963-present).
Other television news programs: Documen-
taries (STAIRS), 20/20 (STAIRS).

Use
In-house: The archive’s materials are stored
at the Sherman Grinberg Libraries for a
five-year period before being sent to ABC
storage in Ft. Lee, New Jersey. Viewing is
exclusively for ABC news staff. Outside re-
searchers may use the Grinberg Library only
to view materials for purchase/lease of out-
take footage. Exceptions are rarely made to
researchers for viewing since the operation is
not designed as a reference library. A fee
ranging from $500 to $1,000 per day is
charged when approval is given for such re-
search.
Playback facilities at Sherman Grinberg
Film libraries: (3) color monitors, (3) 34"
videocassette players, (2) 16mm flatbed
viewing tables, (3) 35mm flatbed viewing
tables.
Mail requests: Accepted only if items are
specifically identified. Contact ABC Video
Enterprises (R-23) for commercial distribu-
tion of programs.
Purchase/licensing of materials: All film
and videotape newscast segments without
the voice or image of an ABC News corres-
pondent or reporter may be obtained via a
licensing agreement.
Contact Sherman Grinberg Film Libraries,
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Inc., 630 Ninth Avenue, New York, NY
10036, (212) 765-5170, for prices on film
and videotape segments, and royalty fees for
commercial use of these materials.

A-4

American Film Institute

National Center for Film and Video Preserva-
tion

John F. Kennedy Center for the Performing
Arts

Washington, DC 20566

(202) 828-4070

(The archives’ administration is at the AFI Los
Angeles address. Questions regarding the
collection should be referred to the Wash-
ington, D.C., location.)

TELEVISION/REFERENCE/PRINT
ENTERTAINMENT/EDUCATION

Collection (1930s-present)
Television: Approximately 500 reels of en-
tertainment television program series, such
as the Naked City, Abbott and Costello
Show, and Fireside Theatre. The AFI archi-
val holdings are mostly deposited into the
Library of Congress Collection (A-11), and
informational inquiries on those titles
should be referred to that archive.
Reference and Print: American Film Insti-
tute, Louis B. Mayer Library, 2021 North
Western Avenue, Los Angeles, CA 90027,
(213) 856-7658, has 800 scripts of com-
edy, dramatic, and some educational
programs and of some made-for-television
movies. Books, periodicals, and clipping
files on subjects and personalities, and pro-
grams on television. Telephone and mail in-
quiries honored.

Use (Louis B. Mayer Library)
In-house: Hours 10:30-5:30, Monday-Fri-
day.

A-5

Broadcast Pioneers Library
1771 N Street, N.W.
Washington, DC 20036
(202) 223-0088
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TELEVISION/RADIO/PRINT/REFER-
ENCE

ENTERTAINMENT/NEWS/COMMER-
CIALS

Collection (1944-1956)
Television: 17 programs, including The
Clock, Eisenhower and Nixon, and Meet
the Man.
Radio: Approximately 250 broadcasts, 600
oral history interviews of broadcast pio-
neers, speeches, and radio-related programs
Print: 300 scripts of radio and television
programs.
Photographs: 20,000 concerning television
and radio.

Reference
Books, periodicals, and clipping files per-
taining to radio and television broadcasting
history. Papers and scrapbooks of broad-
cast pioneers. Mail and telephone inquiries
honored. Referral service to other broad-
cast sources.

Finding Aids
Television: title list.
Radio: card catalog.

Use
In house: Hours 9:00-5:00, Monday-Fri-
day, by appointment only.

A-6

Celia Nachatovitz Diamant Memorial Library
of Classic Television Commercials

Brooklyn College

Bedford Avenue & Avenue H

TV and Radio Department

018 Whitehead

Brooklyn, NY 11210

(212) 780-5558

TELEVISION

COMMERCIALS

Collection
69 commercials (2 hours) donated by Lin-
coln Diamant.

Finding Aids
Television’s Classic Commercials; The
Golden Years, 1948-1958 (R-29). Contains
detailed information about all of the com-
mercials; scripts are included. Title list.

Use

Mail order: All commercials are available
for purchase. Send 2 blank 60-minute, 34"
videocassettes plus $50 duplication fee
(must be submitted together) to Jill Burger,
c/o library. Three weeks delivery.

In-house: Contact library for arrange-
ments. Fees will be charged.

A-7

CBS News Archives
524 West 57th Street
New York, NY 10019
(212) 975-2834

TELEVISION/RADIO
NEWS

Collection
Newscasts: Videotapes of entire newscasts
(January 1974-present), selected videotapes
of entire newscasts (1960-1974), audiotapes
of entire newscasts (1950-present), selected
kinescopes of entire newscasts (1948-1960),
film segments/selected outtakes used in
newscasts (1950-present), videotape seg-
ments/selected outtakes used in newscasts
(1959-present), videotape outtakes from
newscasts (1959-present).
News special events: kinescope (1952-
1959), videotape (1959-present).
Other news programs: Documentaries (CBS
Reports, CBS News Specials, CBS Special
Reports) (1950-present); 60 Minutes, Mag-
azine, Face the Nation, In the News, 30
Minutes (entire series).
Radio: Radio network newcasts (such as
World News and The World Tonight) and
news specials are available at the National
Archives (A-14). The collection ranges from
the mid-1930s to 1940s. The university has a
detailed card catalog for the collection. The
CBS News Archives holds the complete col-
lection from the late 1950s to present, and
materials are identified in a separate card
catalog. Newscasts may be purchased by li-
cense agreement through CBS News Ar-
chives at a flat fee of $50 for reel-to-reel or
audio-cassette tape. Collections of some
CBS radio are located at the Museum of




Broadcasting (A-12), Library of Congress
(A-11), and National Archives (A-14).
Finding Aids

Television newscasts, news programs, and
outtakes: card catalogs (divided by subject,
name, and location of individual film and
videotape segments since 1953); transcripts
(newscasts and news programs since 1963);
computer (stores data from transcripts of
all newscasts and public affairs programs
since 1971 and every film and videotape as-
signment, whether aired or not, since 1975);
CBS News Television Broadcasts (tran-
scripts of all CBS news programs since
1963) and CBS News Index (index to tran-
scripts since 1975) (See R-14).

Documentary films: internal shelf list.

Use
In-house: The archives’ primary purposes
are to provide data to the CBS News Divi-
sion, to service purchase requests for availa-
ble footage, and to assist outside television
news researchers (priority in that order).
Weekdays from 9:00-5:00, a special librar-
ian is assigned to assist people not affiliated
with CBS.
Researchers should call or write the archives
to ascertain whether their research needs
can be accommodated. Because the archives
are not set up for large-scale public use, de-
cisions are made on a case-by-case basis.
When permission is granted, an appoint-
ment is arranged. Researchers are permitted
to use the card catalog. Once selections are
made, a fee is charged for the librarian’s re-
trieval of materials, use of viewing facilities,
and computer searches.
Playback facilities: (1) 3" videocassette
player and monitor, (1) 16mm flatbed film
viewing table, (1) 35mm flatbed film view-
ing table, (1) audiotape reel-to-reel player,
(1) audiocassette player.
Mail requests: Accepted only if items are
specifically identified. Contact CBS Broad-
cast International (R-23) for commercial
distribution of programs. Consult the Na-
tional Archives (A-14) for newscasts and
news specials that are loaned from its collec-
tion.
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Purchase/licensing of materials: Some film
and videotape newscast segments without
the voice or image of a CBS News corres-
pondent or reporter may be obtained via a
licensing agreement. Contact the CBS News
Archives for prices on film and videotape
segments and for royalty fees for commer-
cial use of these materials.

A-8

George Eastman House

International Museum of Photography
Department of Film

900 East Avenue

Rochester, NY 14607

(716) 271-3361

TELEVISION
ENTERTAINMENT/NEWS

Collection
More than 50 titles of television shows from
1950s, including Camel News Caravan, Per-
son to Person, Tonight Show with Steve Al-
len, I Love Lucy, Hallmark Hall of Fame,
Big Story, Dragnet, Mama, and Ding Dong
School.

Finding Aids
None.

Use
In-house: Only available to scholars who
apply in writing for use of the collection.
Hours: 9:00-5:00, Monday-Friday, by ap-
pointment only. Fees: $10 per hour for view-
ing.

A9

George Foster Peabody Collection

Main Library

University of Georgia

Athens, GA 30602

(404) 542-7462

TELEVISION/RADIO
ENTERTAINMENT/NEWS/EDUCATION

Collection
Archive for radio and television entrants for
and winners of the George Foster Peabody
Radio and Television Awards for Distin-
guished Achievement and Meritorious Pub-
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lic Service (1940-present).
Television: 6,000 programs, including news,
public affairs, children’s programs, enter-
tainment, and those that promote interna-
tional understanding. 700-800 entries are
received each year.
Radio: 12,000 titles with the same subjects
as for television (1940-present).
Print: More than 200,000 scripts and other
supporting documentation to programs
(1940-present).

Finding Aids
Peabody Digest, listing all entries to most of
the Peabody Awards competitions. Infor-
mation on programs for years in which Di-
gest was not printed is available at the
archive,
Card catalog, OCLC (computer), title in-
dex, subject index, special subject biogra-
phies.

Use
In-house: Hours by appointment only.
Playback facilities: Reference copies of pro-
grams from 1974-81 are available to be
viewed at the Media Department of the
main library. Viewing copies are ¥2” video-
cassette; radio is audio-cassette.
Duplication: Programs may be duplicated
only with the written permission of the
copyright holder and through negotiation
with the archive. Apply to Dr. William W.
McDougald, School of Journalism and
Mass Communications, University of Geor-
gia, Athens, GA 30602.

A-10

House Broadcasting System

U.S. House of Representatives

Washington, DC 20515

(202) 225-8906

TELEVISION

NEWS

Collection (March 19, 1979-present)
Videotape and audiotape copies of House
floor proceedings.

Finding Aids
Congressional Record should be used to as-
certain the exact date and time of material.

Use
In-house: No viewing or listening areas are
available. Researchers are referred to Li-
brary of Congress, Motion Picture, Broad-
casting and Recorded Sound Division
(A-11) for use of audiocassette copies. No
videocassette copies are available at this
time.
Mail requests: All material is for sale; no
rentals or loan service is offered. Requests
should be in writing, including the date,
time, and speaker(s) as printed in the Con-
gressional Record, and sent to Clerk of the
House, Office of Records and Registration,
1036 Longworth, H.O.B., Washington, DC
20515, (202)225-1300.
Purchase fees: %" videocassette: $104-30
minutes, $176-60 minutes; 1” reel to reel
(type C format): $184-30 minutes; $272-60
minutes, $24-30 minutes, $43-60 minutes,
$32-30 minutes, $56-60 minutes. For fur-
ther information, contact Joan Teague at
(202) 225-8906.

A-11

Library of Congress-American Television and
Radio Archives

Motion Picture, Broadcasting and Recorded
Sound Division

James Madison Building, Room LM 336

2nd Street & Independence Avenue, S. E.

Washington, DC 20540

(202) 287-1000 Television/Video Film

(202) 287-7833 Recorded Sound

FILMS/TELEVISION/RADIO/PRINT/
REFERENCE SERVICE

ENTERTAINMENT/NEWS/COMMER-
CIALS/EDUCATION

Collection
Television: More than 25,000 titles on film,
kinescope, videotape, and video disc, in-
cluding entertainment, documentary, and
news programs. More than 2,000 titles are
added each year from programs registered
in the Copyright Office and gifts from pro-
duction companies (1949-present).
Radio: Approximately 50,000 recordings,
including NBC news and entertainment
programs since 1937; Armed Forces Radio



Service programs since 1942, which contain
selections of radio news and entertainment
shows of all networks; Office of War Infor-
mation and Voice of America program-
ming; National Public Radio Cultural
Programming; and many off-air recordings
(1924-present).

Print: Scripts, transcripts, and summaries
of programs registered for copyright are
available. Some scripts and transcripts are
located in the Manuscript Division, (202)
287-5387.

Reference

Telephone, mail, and walk-in inquiries hon-
ored. Division has a reference collection of
books and other publications about film,
radio, television, and recording. Additional
materials are available in the library’s col-
lection through the General Reading Room.

Finding Aids

Television: Title card catalog; Catalog of
Copyright Entries, Motion Pictures (two
volumes, 1950-1969) plus semi-annual sup-
plements (includes television) (R-30); 7ele-
vision Programs in the Library of Congress:
Programs Available for Research as of De-
cember 1978 (R-30).

Radio: Radio Broadcasts in the Library of
Congress 1924-1941 (R-30), title card cata-
log, lists of specific collections.

Use

In-house: Only reference copies of materi-
als are available for in-house use only by se-
rious researchers. Write well ahead for
appointment. Undergraduates must have a
letter from faculty advisor. No charge for
playback facilities.

Television: Hours: 8:30-4:30, Monday-Fri-
day. Playback facilities: (3) 16mm flatbed
viewing equipment, (3) 35mm flatbed view-
ing equipment, (1) %" videocassette player
and monitor, (1) 2" VHS videocassette
player and monitor, (1) 2" Beta videocas-
sette player and monitor, (1) video disc
player and monitor.

Radio: Sound recordings are available for
in-house use only by serious researchers.
Hours: 8:30-5:00, Monday-Friday, walk-in
service; 8:30-5:00, Saturday. Appointment
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needs to be made during the week for Satur-
day use. Playback facilities: (2) audio cas-
sette, (7) phono discs (2 have 78 rpm
capability), (5) open reel, (1) 8-track.

A-12

Museum of Broadcasting
One East 53rd Street
New York, NY 10022
(212) 752-4690

TELEVISION/RADIO

ENTERTAINMENT/NEWS/COMMER-
CIALS

Collection
Television: More than 9,000 titles from the
major networks, and some from public tele-
vision and foreign networks. Sampling of
complete day of broadcasts from network
affiliates and independent stations through-
out the United States (1939-present).
Radio: 10,000 titles from ABC, CBS, NBC.
Complete day broadcasts for September 21,
1939; D-Day 1944; VE Day 1945; VJ Day
1945; and assassination of Kennedy, No-
vember 22, 1963. NBC radio programs
from 1927-1937; 1937-1969 are held at the
Library of Congress (see A-11). Music and
entertainment programs included (1920-
present).
Print: 2,400 radio scripts; 1,600 are avail-
able for public use on microfiche (1927-
present).

Finding Aids
Card catalog: In-depth cross reference of
programs by title, subject, production
credits, date, network, genre, and cast.
Print catalog: Subject Guide to the Radio
and Television Collection of the Museum of
Broadcasting (R-31).

Use
In-house: museum is open to the public for
entertainment viewing. Some membership
privileges. Allow members to reserve play-
back areas in advance. Serious researchers
may make special arrangements with mu-
seum administration. All materials are for
in-house use only. Hours: 12:00-5:00, Wed-
nesday-Saturday, 12:00-8:00 Tuesday.
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Playback facilities: (23) carrels with ¥2" vi-
deocassette, monitor, and audiocassette
playback; (3) large viewing rooms for spe-
cial programs sponsored by museum; (63)-
seat theater; (40)-seat video theater.

Fees: $3.00 donation requested from non-
members; $2.00 students, $1.50 senior citi-
zens, children under 13. Membership: $30
per year; $20 for students, senior citizens,
and nonresidents; $40 family; $125 contrib-
uting.

A-13

Museum of Modern Art
Video Archives

11 West 53rd Street
New York, NY 10019
(212) 708-9689
TELEVISION

ENTERTAINMENT/EDUCATION/COM-
MERCIALS

Collection
106 television programs about artists
(1951-1974), 79 commercials (1953-1972),
95 videotapes by artists (1971-present).

Finding Aids
Lists by artists.

Use
Archives are not available for use at this
time. Viewing facilities will be available
when new museum building is completed.
Contact archives for current information.

A-14

National Archives and Records Service

Special Archives Division

Motion Picture and Sound Recording Branch

Washington, DC 20408

(202) 786-0041

TELEVISION/RADIO

NEWS

Collection
Newscasts: CBS Evening Newscasts and
Morning News, Midday News, Newsbreak
(daily) (April 11, 1974-present). Depart-
ment of Defense kinescopes—approxi-

mately 600 reels of television network news
programs 1965-1976 that cover stories of
interest to the Defense Department, includ-
ing Vietnam, arms limitation, and foreign
relations news.

News special events: CBS News Special Re-
ports (April 1, 1974-present). ABC and
NBC selected news special events
(1976-1982). Collection includes State of
the Union addresses, impeachment hear-
ings, Humphrey memorial ceremony, Wa-
tergate hearings, 1976 Democratic and
Republican conventions, 1976 election
night, Carter’s inauguration, Ford and
Carter debates, and all televised presidential
speeches.

Other television news programs: Longines
Chronoscope, a weekly series of 15-minute
interview television programs on the CBS
network, originating in New York, from
June 11, 1951, until April 2, 1955. (Eleanor
Roosevelt, Henry Cabot Lodge, Jr., Joseph
McCarthy, Robert Moses, Dean Rusk, and
John Foster Dulles are among the 460 indi-
viduals interviewed.) These programs are
on kinescope and in the public domain.
American Enterprise Institute (AEI) Public
Debates of the 70’s, 30 videotapes of pro-
grams broadcast on local television stations
from 1972 to 1975.

Other news resources: Universal Newsreels.
(Entire library of newsreels from 1929-
1967, except from 1941 to 1944. The ar-
chives is currently securing copies of these
years to complete the collection.) Viewing
copies are available from 1956 to 1967 and
indexed in a card catalog. The earlier nitrate
copies of the newsreels eventually will be
copied onto videotape for public viewing.
Other newsreels: March of Time (Stock
Film Library), 1935-1951; Fox-Movietone,
1957-1963; Paramount News, 1940-1957;
Hearst News of the Day, 1963-1967. (In-
dexed in card catalog.) CBS-WTOP radio
newscasts (Washington, D.C.) (1937-1955);
NPR (National Public Radio) newscasts
(1971-1973) (continuing donation, five
years’ delay); ABC radio network newscasts
(1945-1967). Copies of WTOP newscasts



and some other materials are available for
purchase.

Finding Aids

Department of Defense Kinescopes: chron-
ological shelf list.

CBS news and specials: CBS News Index
and CBS News Television Broadcasts
(R-14) since 1975, and Television News In-
dex and Abstracts (R-13).

Longines Chronoscopes: chronological
shelf list.

American Enterprise Institute: chronologi-
cal shelf list.

Radio newscasts: chronological shelf list.

Use

In-house: National Archives is open to the
public from 9:00 to 5:00, Monday-Friday,
excluding holidays. Researchers should call
the Motion Picture Section, (202) 786-0041,
0042, 0043, to identify materials to be
viewed and to reserve playback facilities.
The staff has experience helping researchers
to use the collection effectively. Before en-
tering the Motion Picture Section, all re-
searchers must have a Researcher Identifi-
cation Card. (This may be obtained from
Room 230 on the second floor of the Ar-
chives Building, Pennsylvania Avenue en-
trance.) There is no charge for in-house
viewing. At this time, compiled excerpts
from newscasts are not available through
the National Archives.

Playback facilities: Video: (1) 4" reel-to-
reel, (1) %" videocassette, (1) color moni-
tor; film: (2) 16mm flatbed film viewing
table (Steenbeck), (4) 35mm flatbed film
viewing table (Steenbeck); audio: (3) reel-
to-reel (1) cassette; microform: (1) micro-
fiche reader.

Mail requests: Only CBS News materials on
%" videocassette may leave the archives and
are requested through standard interlibrary
loan procedures. Orders are usually proc-
essed in fifteen business days. A fee of $5.00
is charged for postage on videocassette.
Check archives for current fees.

Purchase of materials: Longines Chrono-
scope, AEI Debates of the 70, and Univer-
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sal Newsreels are available for purchase on
videocassette. Check archives for current
fees.

Regional archive branches: Evening net-
work news programs and news specials may
be viewed at presidential libraries and re-
gional archive branches. Consult each cen-
ter for specific procedures.?

The following presidential libraries have
news programs other than those in the Na-
tional Archives collection in Washington,
D.C.: Lyndon B. Johnson Library, 2313
Red River Street, Austin, TX 78705, (512)
397-5137; John F. Kennedy Library, Mor-
risey Boulevard, Columbia Point, Boston,
MA 02125, (617) 929-4500; Dwight D.
Eisenhower Library, Abilene, KS 67410,
(913) 752-4738; Gerald R. Ford Library,
1000 Beale Avenue, Ann Arbor, MI
48109, (313) 668-2218. For information
on future presidential libraries, call (202)
523-3212 (Presidential Libraries Depart-
ment of the National Archives).

A-15

NBC News Archival Services
30 Rockefeller Plaza

Room 902

New York, NY 10020

(212) 664-3271

TELEVISION
NEWS

Collection

Newscasts: Videotapes of entire newscasts
(1975-present), selected videotapes and kin-
escopes of entire newscasts (1963-present),
selected film and videotape segments
(1950-1975), videocassettes from news bu-
reaus (field cassettes) (1976-present), Stock
Shot Library (1% million feet of newsfilm)
(1940-present), Space Library (110,000 feet
of film donated by NASA, and NBC space
materials) (1960-current).

News special events: Kinescope (1940-
1950s), videotape (1950s-present) (both
format dates not inclusive).

Other television news programs: Docu-
mentaries (more than 3,000) (1950s-
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present); Prime Time (July 1979-present);
Today Show, entire program (1976-
present), selected features (1952-present);
Week-End (Oct. 1974-June 1979); First
Tuesday (Jan. 1969-Sept. 1971, Jan.
1973-Aug. 1973); Chronolog (Oct.
1971-July 1972).
Radio: (See Library of Congress A-11,
and Museum of Broadcasting A-12.)

Finding Aids
Newscasts: Entire newscasts (May 1977-
present: computer; April 1975-April 1977:
log); features and stock footage (1970, Aug.
1974-current: computer; 1971-July 1974:
computer, in process; 1963-1970s: log;
1951-1969: abstracts by date); videocas-
settes from bureaus (1976-May 1977:
computer; Washington, D.C. bureau,
1976-1978: computer); Space Library
(1961-present: computer).
News special events: Kinescope (1940-
1950s: logs where available), videotape
(1976-present: computer; 1950s-present:
logs where available).
Other television news programs: Documen-
taries (1978-present: computer; 1950-
1977: card catalog); Prime Time (July
1979-present: computer; Today Show, en-
tire program (May 1977-present: com-
puter), entire program (April 1975-April
1977: log), features (1963-1970s: card cata-
log); Week-End (Oct. 1974-June 1979: com-
puter/card catalog); First Tuesday (Jan.
1969-Sept. 1971: computer/card cata-
log; Jan. 1973-Aug. 1973: computer/
card catalog); Chronolog (Oct. 1971-July
1972: computer/card catalog).

Use
In-house: The purposes of the NBC Archi-
val Services are to serve the NBC news divi-
sion, assist outside researchers, and sell
stock footage. Outside researchers should
request use of the facility by mail, including
references and purpose of study.
Fees: Rates subject to change. NBC staff as-
sistance, $15.00 per hour; viewing, 3"
videocassette, $77.00 per hour; viewing, 2"
quad videotape, $100.00 per hour; viewing,
film, $25.00 per hour.

Mail requests: Contact Films, Inc., for
available NBC documentaries (R-23)
Purchase/licensing of materials: All film
and videotape newscast segments without
the voice or image of an NBC news corres-
pondent or reporter may be obtained via li-
censing agreement. Consult the archive for
price information and royalty fees for com-
mercial use of materials.

A-16

National Jewish Archive of Broadcasting
Jewish Museum

1109 Fifth Avenue

New York, NY 10128

(212) 860-1886
TELEVISION/RADIO/REFERENCE

NEWS/ENTERTAINMENT/EDUCA-
TIONAL/COMMERCIALS

Collection (1949-current)
More than 500 television programs and 100
radio programs from American commercial
broadcasting that have Jewish-related sub-
jects. Foreign broadcasts also included,
public broadcasting, and the complete
video recording of the trial of Adolf Eich-
mann.

Finding Aids
Annotated list.
Computerized catalog (planned for 1985).

Use
By appointment only for serious research.
Screenings of the collection are available to
the public in the Jewish Museum’s audito-
rium,

A-17

Peter Vest Collection from DuMont Television
Network

P.O. Box 2306 CS

Pullman, WA 99163

(509) 332-4748

TELEVISION

ENTERTAINMENT/NEWS

Private Collection (1949-1956)
Approximately 200 television shows from
DuMont Television Network. The kine-




scopes have been tramsferred to %" video-
cassette.

Finding Aids
Card catalog (in progress).
Transcripts (1,400 of all shows in the collec-
tion).

Use
Unavailable for use at this time. Contact
Donald Zimmerman at above address for
current information.

A-18

Political Television Commercial Archives

1821 Rosemary Road

Highland Park, IL 60035

(312) 831-2294

(312) 648-4400

TELEVISION/RADIO

COMMERCIALS

Private Collection (1952-present)
Contains 8,000 political commercials,
mostly television, ranging from 10 seconds
to 30 minutes in length. Campaigns range
from candidates for President and other na-
tional offices to local election positions,
such as for mayor, judge, and school board
officials. Good samples of nationwide local
elections. Some foreign commercials are
also included.

Finding Aids
List.

Use
Limited in-house use. Contact Julian Kan-
ter, Director of the Archives, for permission
to use the collection.

A-19
Public Television Program Archive
Public Broadcasting Service (PBS)
475 L’Enfant Plaza. S.W.
Washington, DC 20034
(202) 488-5010
TELEVISION/PRINT
EDUCATION/NEWS/ENTERTAINMENT
Collection (1953-present)
50,000 nationally distributed programs:
NET (National Education Service) (1953-
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1970); syndicated programs from Educa-
tional Television Station Program Service
(1965-1971); Public Broadcasting Service
(1970-present); Public Television Library
(1971-1980); PBS Video (formerly Public
Television Library) (1980-present).

Finding Aids
Computer printout (1953-present).
Inventory list, by title (1953-present).

Use
In-house: Limited, since at this writing, the
archive no longer is functioning. Consult
Salome Swaim. Preferable to contact copy-
right owner of program for viewing permis-
sion.
Mail order: Consult PBS Video Catalog
(R-23) for programs available for rent and
sale.

A-20

Television Information Office
745 Fifth Avenue

New York, NY 10022

(212) 759-6800
TELEVISION REFERENCE

ENTERTAINMENT/NEWS/COMMER-
CIALS/EDUCATION

Reference
Large selection of books, periodicals, re-
search studies, and clipping files covering a
wide range of television-related subjects.
Mail and telephone inquiries honored.

Use
In-house: Hours 9:30-5:00, Monday-Fri-
day, by appointment only.

A-21

Television News Study Center

George Washington University

Gelman Library

2130 H Street, N.W.

Washington, DC 20052

(202) 676-7218

TELEVISION REFERENCE

Reference
Selection of all available finding aids to
available television news programs. Refer




34 Broadcasting Research Methods

ral service to television news archive collec-
tions, in particular, the Vanderbilt Televi-
sion News Archive. Finding aids include
complete sets of Television News Index and
Abstracts (R-13) and prepublication cop-
ies, CBS News Index and transcripts
(R-14), and transcripts to MacNeil/Lehrer
Report (R-17). Study guides available on
location of news archive resources (R-32).
Mail and telephone inquiries honored.

Use

In-house: Hours 8:30-10:00, Monday-Fri-
day; 10:00-6:00, Saturday; 12:00-10:00,
Sunday.

Playback facilities: The center provides
video playback areas to television news re-
searchers. Contact the Head, Reserves and
Media Resources, to arrange for use of the
study areas. One video carrel with 34"
videocassette player and monitor. Fees may
be charged for certain services.

A-22

UCLA Radio Archives

Department of Theater Arts
University of California, Los Angeles
Melnitz Hall, Room 1438

Los Angeles, CA 90024

(213) 825-7357

RADIO

ENTERTAINMENT/NEWS/COMMER-
CIALS

Collection (1932-present)
Radio: 10,000 programs, including a large
collection of Jack Benny shows; Fred Allen
Show; Hallmark Playhouse; Hall of Fame;
The Bing Crosby Show; Richard Diamond,
Private Detective; George Burns and Gracie
Allen Show; Beulah; and Arthur Godfrey
Time are among the series held in the ar-
chives.
Print: 1,700 radio scripts are held in the
Theater Arts Library (see ATAS-UCLA Tel-
evision Archive, A-1). Jack Benny’s papers
and most of his radio scripts are held in the
Department of Special Collections.
Finding Aids
Card catalog in progress.

Use
In-house: Available for in-house use only by
appointment. The archives is the process of
developing public services and should be
contacted for current information.
Playback facilities: (2) audiocassettes.

A-23

Vanderbilt Television News Archive
Vanderbilt University Library
Nashville, TN 37203

(615) 332-2927

TELEVISION
NEWS/COMMERCIALS

Collection
Newscasts: ABC, CBS, NBC: weekdays
(Aug. 5, 1968-present), some weekends
(1971-Dec. 2, 1978), most weekends (Dec.
9, 1978-present). From Aug. 5, 1968, to
May 1, 1979, programs were recorded off-
air onto 1” reel-to-reel black-and-white
video recorders, and on May 2, 1979, began
to record in color onto %" videocassette.
On Dec. 9, 1978, George Washington Uni-
versity Library started to record weekend
newscasts in color onto %" videocassette for
the Vanderbilt collection. Before that time,
some of the weekend newscasts were taped.
Beginning Jan. 1, 1977, all videotapes are
electronically coded, displaying at the top
of the screen the network, date, and time of
broadcast.
News special events: ABC, CBS, NBC, PBS
(Aug. 5, 1968). Includes Democratic and
Republican presidential conventions, elec-
tion night coverage, inauguration, and
other programs about the electoral process;
Congressional hearings, such as Watergate
impeachment debate, Bert Lance hearings;
Presidential Press Conference; and
speeches.
Face the Nation, Issues and Answers, Meet
the Press (1970-present).
Print: Transcripts from CBS lawsuit
(1973-1976).

Finding Aids
Newscasts: Television News Index and Ab-
stracts (R-12) (Aug. 1968-present).
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Vanderbilt Television News Archive
APPLICATION FOR USE OF TAPE RECORDINGS
—please type or print clearly —

NAME TELEPHONE

last first middle area code/number

ADDRESS

number street city state zip code

INSTITUTION REPRESENTED (if any)

name address department

PROFESSOR OR SPONSOR GUIDING STUDY (if any)

name title

TERM OF LOAN

date needed date pledged for return
MATERIAL REQUESTED

(if lengthy order or compilation, use tabular form or otherwise list)

INTENDED USE OF MATERIAL

(manner in which the material is to be used, including time and place of use and audience, is of interest to the Archive in
evaluating its services)

TAPE FORMATS: Reel Formats: ____ 1inch Ampex Type A —_ Yinch EIAJ-1
Cassette Formats: % inch 2 inch Beta V2 inch VHS
Audio Format: ___ cassette

NOTE: Depending on the extent and comprehensiveness of compilations, returned tapes may
or may not be kept for later use. Unless the original user instructs otherwise, compilations will
likely be erased.

Public law 94-553 includes provisions effective January 1, 1978, regarding copyright in audio-
visual works and the archiving of television news broadcasts. Users of the Archive should be
advised that some of the materials in the collection contain a notice of copyright and be guided
by provisions of the statute in using materials from the Archive.

LOAN AGREEMENT
1. Tapes are on loan and are to be returned to the Vanderbilt Television News Archive by date
specified above.
2. Use of this material is subject to the stated service charges, including costs of any tape dam-
aged in use.

signature date
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(Form for compilation tape orders)

VANDERBILT TELEVISION NEWS ARCHIVE
Please list items by network, chronologically, only one

network per sheet. Copy form before use.

DATE PAGE START

STOP

NETWORK_______

TOTAL FOR COMMENTS/
TIME VTNA DESCRIPTION

News specials and other news programs:
chronological shelf list.

Use

In-house: Hours 8:00-6:00, Monday-Fri-
day; weekend appointments are available
with special arrangements of archive staff.
Write or call the archive to reserve viewing
areas and to identify materials needed. A
fee of $6.00 per viewing hour is charged for
academic uses and $10.00 per viewing hour
for other uses. Academic uses are consid-
ered to be uses by students, faculty, and
other people connected with academic insti-
tutions for instructional and research pur-
poses.

Playback facilities: (2): 1” black-and-white,
reel-to-reel video players and monitors; (2)
34" color videocassette players and moni-
tors.

Mail requests: All newscasts and most news
specials are loaned from the archive. Noth-
ing is sold. Vanderbilt performs a special
compilation service in which news segments

selected by the researcher are edited onto a
single tape. This unique service saves both
time and money.

How to order: All requests for news items
must be researched by the borrower. “Appli-
cation for Use of Tape Recordings” (page
35), which is both an order form and loan
agreement, must accompany all orders.
Compilation orders require an additional
form (included here) whereby the borrower
lists each news item in chronological order
by date, time, and descriptive heading for
each network requested. Television News
Index and Abstracts is the primary source
for this information.

Formats available: 1” reel-to-reel videotape;
142" reel-to-reel videotape; %" videocassette;
14" videocassette; audiocassette.

Fees: Academic Other
Compilation

tape (video

and audio $60perhr.  $100 per hr.




Duplicated
video

Duplicated
audio

$30 per hr. $50 per hr.

$12 per hr. $20 per hr.

A-24

Wisconsin Center for Film and Theater Re-
search

816 State Street

The University of Wisconsin

Madison, WI 53706

(608) 262-0585

TELEVISION

ENTERTAINMENT/NEWS/COMMER-
CIALS

Collection (1948-present)
Television: Approximately 4,000 titles of
entertainment series and specials, documen-
tary series, news specials, and commercials
Print: More than 200 manuscript collec-
tions relating to film, television, and theater
Photographs: More than 1,000,000 items
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relating to productions and individuals in
film, television, and theater.

Finding Aids
Card catalog
Collections of the Mass Communciations
History Center, and the Wisconsin Center
for Film and Theater Research (R-33)
Sources for Mass Communications, Film
and Theater Research: A Guide (R-33).

Use
In-house: All materials are available for use
at Film and Manuscripts Archive, The State
Historical Society of Wisconsin, 816 State
Street, Madison, WI 53706, (608) 262-0585.
Hours: Film Archive, 10:00-4:30, Monday-
Friday, by appointment only; Manuscript
Reading Room, 8:00-5:00, Monday-Fri-
day, some Saturdays.
Playback facilities: (§) 16mm flatbed film
viewing tables, (1) 35mm flatbed viewing
table, (1) 2" reel-to-reel videotape player,
(2) %" videocassette players, (2) monitors.

Reference Appendix

The following list of reference materials per-
tains to books, periodicals, catalogs, and doc-
uments that will help researchers locate
television shows. It is an annotated ordering
list for academics and librarians to build a
print collection of television research materi-
als. Ordering procedures and information as
of June 1984 are included where available.

General Television Program Reference Books

R-1 Vincent Terrace, The Complete En-
cyclopedia of Television Programs,
2nd ed., 2 vols. (Cranbury, N.J.:
A.S. Barnes, 1978).

, Television 1970-1980 (La
Jolla, CA: A. S. Barnes, 1981).

R-2 Lester Brown, The New York Times
Encyclopedia of Television Pro-
grams (New York: Times Books,
1977).

R-3 Tim Brooks and Earle Marsh, The

Complete Directory to Prime Time
Network TV Shows 1946-Present,
rev. ed. (New York: Ballantine,
1981).

R-4 Alex McNeil, Total Television: A
Comprehensive Guide to Program-
ming from 1948-1980, 2nd ed. (New
York: Penguin Books, 1980).

Books and Periodicals That Identify

Episode Titles

R-5 Nina David, TV Season 1978-1979
(Phoenix: Oryx Press, 1980).

, TV Season 1977-1978

(Phoenix: Oryx Press, 1979).

, 1976-1977 (Phoenix: Oryx

Press, 1978).

, TV Season 1975-1976

(Phoenix: Oryx Press, 1977).

, TV Season 1974-1975
(Phoenix: Oryx Press, 1976). (An-
nual Publication)

R-6 Jeb H. Perry, Universal Television,
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R-7

R-8

R-9

1950-1980 (Metuchen, N.J.: Scare-
crow Press, 1983).

Titles available from the Broadcast
Information Bureau (BIB)

Series, Serials and Packages: Do-
mestic Edition; Series, Serials and
Packages: Foreign Language Edi-
tion and supplement.

TV Feature Film Source Book and
two supplements.

Ordering address: Broadcast Infor-
mation Bureau, Inc., 100 Lafayette
Drive, Syosset, NY 11791, (516)
496-3355.

Most local television stations sub-
scribe to the BIB series and may be
willing to donate the previous years’
issues to your institution rather than
throwing them away.

Larry James Gianakos, 7elevision
Drama Series Programming: A
Comprehensive Chronicle, 1959-
1975 (Metuchen, N.J.: Scarecrow
Press, 1978).

, Television Drama Series
Programming: A Comprehensive
Chronicle, 1947-1959 (Metuchen,
N.J.: Scarecrow Press, 1980).

, Television Drama Series
Programming: A Comprehensive
Chronicle, 1975-1980 (Metuchen,
N.J.: Scarecrow Press, 1981).

, Television Drama Series
Programming: A Comprehensive
Chronicle, 1980-1982 (Metuchen,
N.J.: Scarecrow Press, 1983).
Television Index, 150 Fifth Avenue,
New York, NY 10011. Descriptive in-
formation on current network
prime-time programs. Weekly pub-
lication since 1949. Subscription to
service is necessary in order to use li-
brary services for past information.
TV Guide. Available from Triangle
Publications, 100 Matsonford
Road, Radnor, PA 19088. Past issues
from April 1953 to 1979 are availa-
ble on microfilm. TV Guide 25 Year

R-12

Index, one volume that covers all
material in TV Guide except for the
program listings, has recently been
released. Orders for past issues and
the Index are to be sent to Cathy
Johnson, Microfilm Library, ¢/o TV
Guide.

Examples of books written about
specific television series: Richard P.
Adler, ed., All in the Family: A Criti-
cal Appraisal (New York: Praeger
Publishers, 1979); also in paperback
edition (Palo Alto, Cal.: Cambria
Press, 1979). Gary Gerani and Paul
H. Schulman, Fantastic Television:
A Pictorial History of Sci-Fi, the
Unusual and the Fantastic from
Captain Video to the Star Trek Phe-
nomenon and Beyond ... (New
York: Harmony Books, 1977). Bart
Andrews, Lucy and Ricky and Fred
and Ethel: The Story of “I Love
Lucy” (New York: Dutton, 1967).
Marc Scott Zicree, The Twilight
Zone Companion (New York: Ban-
tam Books, 1983).

Examples of reference work pertain-
ing to particular genre are:

George W. Woolery, Children’s Tele-
vision: The First Thirty-five Years,
1946-1981. Part 1: Animated Car-
toon Series (Metuchen, N.J.: Scare-
crow Press, 1983).

, Children’s Television: The
First Thirty-five Years, 1946-1981.
Part I1: Live, Film, and Tape Series
(Metuchen, N.J.: Scarecrow Press,
1984).

Joel Eisner and David Krinsky, 7ele-
vision Comedy Series: an Episode
Guide to 153 TV Sitcoms in Syndica-
tion (Jefferson, N.C.: McFarland,
1984).

Raymond William Stedman, The Se-
rials: Suspense and Drama by In-
stallment, 2nd ed. (Norman, Okla.:
University of Oklahoma Press,
1977) (includes soap operas).




Identification Sources for Television News
Programs

R-13

R-15

Television News Index and Abstracts
Abstracts of evening news programs
for ABC, CBS, and NBC, with
monthly and annual subject indexes.
Distributed on three-month delay
from current broadcast. Finding aid
to Vanderbilt Television News Ar-
chive Collection (A-22). Annual
subscription 12 issues plus index.
Back issues on microfilm since 1972;
August 1968-December 1971 on mi-
crofilm. Prepublication copies 15¢
per page.

Ordering address: Vanderbilt Televi-
sion News Archive, Vanderbilt Uni-
versity Library, Nashville, TN
37203, (615) 322-2927.

CBS News Index, CBS News Televi-
sion Broadcasts, and Face the Na-
tion.

CBS News Index (finding aid to CBS
News Television Broadcast tran-
scripts) (1975-present).

CBS News Television Broadcasts
(transcripts of all CBS News pro-
grams) (1963-present).

Face the Nation (separate transcripts
and index of programs) (1954-
present).

Ordering address: Microfilming
Corporation of America, 1620
Hawkins Avenue, P.O. Box 10, San-
ford, NC 27330, (800) 334-7501.
Meet the Press.

Microfiche transcripts of the NBC
weekly news program beginning in
1957. Subscription includes tran-
scripts and alphabetical listing of
guests with program data.
Transcripts (1957-present),
inclusive; individual year, $42.
Ordering address: Customer Service
Department, Micro Photo Division,
Bell and Howell, Wooster, OH
44691,

$1008
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Current subscription for paper copy
may be obtained from Kelly Press,
Inc., P.O. Box 8648, Washington,
DC 20011, (202) 529-1600. Back is-
sues available since 1978.

ABC news programs.

Transcripts of the following news
programs are available from Journal
Graphics:

Nightline (Sept. 28, 1981-present),
PO# 234, $2.00 each.

This Week with David Brinkley
(Nov. 15, 1981-present), PO#
247, $3.00 each.

20/20 (April 30, 1981-present), PO#
2020, $3.00.

Close-Up (documentaries) (Dec. 21,
1981-present), PO# 770, $3.00
each.

Ordering address: Journal Graphics
(note: use PO# corresponding to re-
quested program), Ansonia Station,
New York, NY 10023.

Broadcast Review and Index.

Index and transcripts of PBS’s Mac-
Neil/Lehrer Report.

Index (1976-present).

Transcripts (1976-present).
Ordering address: Microfilming
Corporation of America, 1620
Hawkins Avenue, P.O. Box 10, San-
ford, NC 27330, (800) 334-7501.
Television Documentaries.

William A. Bluem, Documentary in
American Television (New York:
Hastings House, 1965).

Charles Montgomery Hammond,
Jr., The Image Decade: Television
Documentary, 1965-1975 (New
York: Hastings House, 1981).

General Educational Film and Videotape
Title Locators

R-19

The Video Source Book and The
Video Program Index.

Annual publication.

Ordering address: The National
Video Clearinghouse, Inc., P.O. Box
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R-20

R-21

R-22

R-23

3, Department 40 AF, Syosset, NY
11791.

Educational Film Locator, 2nd ed.,
1980.

Ordering address: R. R. Bowker
Company, 1180 Avenue of the
Americas, New York, NY 10036.
Index to Sixteen-mm Educational
Films, Tth ed., 1980.

Index to Educational Video Tapes,
Sthed., 1980.

Ordering address: National Infor-
mation Center for Educational
Media (NICEM), University of
Southern California, University
Park, Los Angeles, CA 90007.

Film Programmer’s Guide to 16mm
Rentals, 3rd ed., 1980.

Ordering address: Reel Research,
Box 6037, Albany, CA 94706.
Sources for catalogs of news pro-
grams for rent and/or sale produced
by the television networks:

ABC: ABC Video Enterprises, 1330
Avenue of the Americas, New York,
NY 10011, (212) 887-5706.

CBS: For information or in-house
distribution, and for a copy of The
Best of Everything: CBS Broadcast
International Program Catalog,
contact CBS Broadcast Interna-
tional, 51 West 52nd Street, New
York, NY 10019, (212) 975-8585.
NBC: Films, Inc., 114 Wilmette Av-
enue, Wilmette, 1L 60091, (800) 323-
4222.

PBS: PBS Video Catalog, 475 L’En-
fant Plaza, S.W., Washington, DC
20034, (202) 488-5220.

Sources That Describe Some Television

Archives
R-24

R-25

Linda Mehr, ed., Motion Pictures,
Television and Radio: A Union Cat-
alog of Manuscripts and Special
Collections in the Western United
States (Boston: G. K. Hall, 1977).
$27.

Bonnie G. Rowan, Scholar’s Guide

to Washington, D.C., Film and
Video Collections (Washington,
D.C.: Smithsonian Press, 1980).

Sources of Information about Discoveries
of New Television Archive Collections

R-26

The American Film Institute (AFI)
Education Newsletter. This publica-
tion was suspended with the May/
June 1983 issue but may be
published again by Fall 1984. Five is-
sues per year. Complimentary sub-
scription when placed on mailing
list.

Ordering address: Education Liai-
son, American Film Institute, 2021
North Western Ave., Los Angeles,
CA 90027, (213) 856-7725.

Catalogs to Television Archive Collections

R-27

R-28

R-29

R-30

Catalog to ATAS-UCLA Collection
(A-1):

A Catalog of the Study Collection of
the Academy of Television Arts and
Sciences, UCLA Archives (San Ma-
teo, CA: Redwood Press, 1980).
Marvin Barrett, ed., Broadcast
Journalism 1979-1981. The Eighth
Alfred I. duPont/Columbia Univer-
sity Survey (New York: Everest
House Publishers, 1982). This is the
most recent edition in a series of
books published every two years. It
reports on the duPont awards and
trends in broadcasting.

Catalog of CND Commercial Li-
brary (A-6):

Lincoln Diamant, Television’s Clas-
sic Commercials: The Golden Years,
1948-1958 (New York: Hastings
House, 1971).

Finding aid to some titles in the Li-
brary of Congress collection (A-11):
U.S. Copyright Office, Library of
Congress, Catalog of Copyright En-
tries, Motion Pictures, 1950-1969
(Washington, D.C.; U.S. Govern-
ment Printing Office). Semi-annual
supplements. Television Programs in



the Library of Congress: Programs
Available for Research as of Decem-
ber 1978 (working title) (Washing-
ton, D.C.: Library of Congress,
forthcoming, projected 1985).
James Smart, comp., Radio Broad-
casts in the Library of Congress
(Washington, D.C.: Library of Con-
gress, 1982).

R-31 Catalogs to collection at the Mu-

seum of Broadcasting (A-12): Sub-
ject Guide to the Radio and
Television Collection of the Museum
of Broadcasting, 1979, 2nd ed.
(available from museum).

R-32 Study guide exclusively locating tele-

vision news archives: Fay Schreib-
man, 7elevision News Resources: A
Guide to Collections (Washington,
D.C.: George Washington Univer-
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sity, 1980).

Prepaid orders only. Order from:
Television News Study Center,
George Washington University,
Gelman Library, 2130 H Street,
N.W., Washington, DC 20052.

R-33 Catalog of collections at the Wiscon-

sin Center for Film and Theatre Re-
search (A-23):

Collections of the Mass Communi-
cations History Center and the Wis-
consin Center for Film and Theatre
Research. Order from the archive.
Sources for Mass Communications,
Film and Theater Research: A Guide
(Madison: State Historical Society
of Wisconsin, 1981). Refers to print
collections and if audiovisual mate-
rials are included.

Endnotes

1. The author thanks the following col-

leagues for their assistance in preparing
this article: Lawrence Karr, former direc-
tor, Preservation, at the American Film
Institute; Erik Barnouw, Professor Emeri-
tus, Columbia University; Barbara Hum-
phreys at the Library of Congress; and the
Television Archives Advisory Committee
for their constant support and for filling
out a painfully lengthy questionnaire
about their archives; William Adams, Di-
rector, Television and Politics Study Pro-
gram, and Michael Robinson, Director,
Media Analysis Project, George Washing-
ton University, for taking time to review
and criticize this work; Rosemary Hanes,
a budding film archivist; and special
thanks to Lawrence Lichty, Professor of
Communications, University of Mary-
land, for sharing his knowledge in this
field and for providing the environment in
which to write this essay.

. The American Film Institute holds an an-
nual Film/TV Documentation Workshop
designed for researchers, educators, and

librarians. Some sessions describe how to
locate film and television resources. Con-
tact Anne G. Schlosser, Head Librarian at
the Louis B. Mayer Library, American
Film Institute, Los Angeles, for more
information about the next workshop.
(A-4). Also consult Fay C. Schreibman,
Broadcast Television: A Resource Guide,
Factfile #15 (Washington, D.C.: Ameri-
can Film Institute, 1983). This is a general
guide to the various information resources
about television.

. Consult Peter Bukalski and Margaret

Bults, eds., The American Film Institute
Guide to College Courses in Film and
Television (Princeton, N.J.: Peterson’s
Guides, 1980) for identification of the col-
leges that offer broadcast classes. The col-
leges are presented by geographic areas.

. Examples of this are at Antioch College,

the Antioch Television Communications
Study Center, and at the Massachusetts In-
stitute of Technology, the News Study
Group, where selected news materials are
maintained for specific research studies.
The Annenberg School of Communica-
tions, University of Pennsylvania, holds a
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particularly valuable collection of televi-
sion programs. Since 1968, Annenberg
has taped one week per year of prime-time
entertainment programming, which is
used as the basic material in research for
Cultural Indicators. The best known of
these indicators is on violence, which has
been used in reports for the National
Commission on Causes and Prevention of
Violence, the Surgeon General’s Scientific
Advisory Committees on Television and
Social Behavior, the White House Office
of Telecommunications Policy, and
others. The only access outside research-
ers may have to these materials is through
contract agreement for Annenberg re-
search staff to perform a particular analy-
sis. The vast amounts of data already
surveyed about these programs cover
trends in television content and viewer
conceptions of social reality. For more in-
formation, contact Nancy Signorielli, An-
nenberg School of Communications,
University of Pennsylvania, 3620 Walnut
Street C 5, Philadelphia, PA 19104.

. This lists museums and historical societies

that hold mostly donated local television
news footage and have some entertain-
ment programs.

California: Oakland Museum, 1000 Oak
Street, Oakland, CA 94607, (415) 834-
2413 (KPIX newsfilm, 1950-—); Sacra-
mento Museum, 1931 K  Street,
Sacramento, CA 95814, (916) 445-4209
(KCRA, 1950-1970+); San Francisco
State University, Audio Visual Center,
1600 Holloway Avenue, San Francisco,
CA 94132, (415) 469-2637 (KQED,
1960-1980); Connecticut: Wesleyan Uni-
versity Archives, Olin Library, Church
Street, Middletown, CT 06457, (203)
347-9411 x2456; District of Columbia: Li-
brary of Congress (see description in Sec-
tion I, C, 1, above); lllinois: Chicago
Historical Society, Clark Street and North
Avenue, Chicago, IL 60614, (312) 642-
4600 (WGN, 1948-1977; Kukla, Fran and
Ollie, 1948-1957); Indiana: Indiana His-
torical Society, 315 W. Ohio Street, Indi-
anapolis, IN 46302, (317) 232-1882

(WRTYV and WRBN, 1960-1970); Indiana
State Library, 140 N. Senate, Indianapo-
lis, IN 46204, (317) 232-3671 (WRTV
and WRBN, 1972-1976); Maryland:
Enoch Pratt Free Library and the Univer-
sity of Baltimore, Audio Visual Depart-
ment, 400 Cathedral Street, Baltimore,
MD 21201, (301) 396-5430 (WMAR,
1940s-current, in negotiation); Massachu-
setts: Boston University Libraries, De-
partment of Special Collections, 771
Commonwealth Avenue, Boston, MA
02215, (617) 353-3696 (general pro-
grams); Maine: Bangor Historical Society,
159 Union Street, Bangor, ME 04401,
(207) 942-5766 (local news collection);
Mississippi: Mississippi Department of
Archives and History, Box 571, Jackson,
MS 39205, (601) 354-6218 (WLBT,
1954-1971 and 1974-1981); New Jersey:
New Jersey Historical Society Library, 230
Broadway, Newark, NJ 07104, (201)
483-3939 (New Jersey Public TV, Trenton,
1970-present, in negotiation); New York:
Buffalo and Erie County Historical Soci-
ety, 180 Race Street, Buffalo, NY
14216, (716) 874-0670 (WKBW, WIVB,
and WGR, 1962-present); St. Bernard’s
Seminary Library, 2260 Lake Avenue,
Rochester, NY 14612, (716) 254-1455
(television programs and scripts of the
Bishop Fulton J. Sheen Show); North Da-
kota: State Historical Society of North
Dakota, North Dakota Heritage Center,
Bismarck, ND 58505, (701) 224-2666
(WDAY, 1940s-1970s; Prairie Public Tele-
vision: local interviews); Ohio: Ohio His-
torical Society, I-71 and 17th Avenue,
Columbus, OH 43211, (614) 466-1500
(WCMH, 1967-1971; WTVN, 1965-1980;
WGSF, 1966-1976; WBNS, 1952-1978);
Pennsylvania: Temple University, Depart-
ment of Radio, Television, and Film, Phil-
adelphia, PA 19122, (215) 787-8423
(WPVI, 1958-1962. Note: The Library of
Congress holds KYW, 1950-1970s);
Rhode Island: Rhode Island Historical
Society, 121 Hope Street, Providence, RI
02906, (401) 331-0448 (WJAR, 1952-
1976; WPRI, 1962-1978; WTEV,



10.
11.

12.

1973-1975); Washington: Seattle Folklore
Society, 1810 NW 65th Street, Seattle, WA
98117, (206) 782-1919 (50 hours of kine-
scopes of blues musicians from 1960s,
taped by local stations); University of
Washington, Media Center, Seattle, WA
98195, (206) 543-2100 (KOMO, 1954-
1970); Wisconsin: Nebel Public Museum,
129 S. Jefferson Street, Green Bay, WI
54301, (414) 497-3764 (WBAY,
1953-1976; WFRYV, 1968-1970s); Wiscon-
sin State Historical Society, 816 State
Street, Madison, WI 53706, (608) 262-
2283 (WMTYV, 1971-1973; WISC, 1969-
1975; WKOW, 1965-1979).

. “Video Software Marketers-Consumer,”

Videography (June 1983): 30-36. Updated
annually.

. For more information, send requests to

CLIO Awards, 336 E. 59th Street, New
York, NY 10022.

. Television Information Office (A-20) has

one of the few complete sets of Series, Se-
rials and Packages past issues.

. The author is chairperson of the Profile of

Assembled Archives Subcommittee, Tele-
vision Archives Advisory Committee, and
is interested in this information for the
committee’s files.

General Revision of Copyright Law, Pub-
lic Law 94-553, October 19, 1976.
American Television and Radio Archives
Act, sec. 113, 90 Statr. 2601-2602 (1976), 2
U.S. Code, sec. 170 (1976).

This should not be confused with the re-
cent Supreme Court decision regarding
off-air taping of television programs for
home use known as the “Betamax Case.”
As a result of the lawsuit brought against
SONY by MCA and Walt Disney Produc-
tions, the court ruled that anything broad-
cast may be taped in the home as long as
the tapes are not used for commercial pur-
poses. Institutions, including educational
organizations, such as archives, libraries,
and colleges, may tape and retain news-
casts, news specials, and programs permit-
ted to be taped by the copyright holder;
entertainment programs, documentaries,
and such news programs as 60 Minutes

13.

14.

15.
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may be recorded and retained for limited
use; see Guidelines for Off-Air Taping of
Copyrighted Programs for Educational
Use: Thirty Questions Librarians Ask
(Chicago: American Library Association,
1982). For more information on the issues
involved in developing these guidelines
with the television industry and educa-
tional community, consult U.S. Copyright
Office, Library of Congress, Conference
on Video Recording for Educational Uses
July 19-22, 1977 (Washington, D.C.: U.S.
Government Printing Office, 1978); and
U.S. Congress, House Committee on the
Judiciary, Off-Air Taping for Educational
Use, Hearings before the Subcommittee
on Courts, Civil Liberties and the Admin-
istration of Justice, 96th Cong., 1st sess.,
1979.

“Deposits of copies or phonorecords for
Library of Congress,” sec. 407(e), 90 Stat.
2579-2590 (1976), 17 U.S. Code, sec. 407
(1976).

For a bibliography on the CBS lawsuit
against Vanderbilt, see William Adams
and Fay Schreibman, eds., 7elevision Net-
work News: Issues in Content Research
(Washington, D.C.: George Washington
University, 1978), 109-110; and Cosette
Kies, “The CBS-Vanderbilt Litigation:
Taping the Evening News,” in John
Shelton Lawrence and Bernard Timberg,
eds., Fair Use and Free Inquiry (Nor-
wood, N.J.: Ablex, 1980).

Consult Robert Schmubhl, ed., The Class-
room and the Newsroom (Bloomington:
Indiana University, 1979), for samples of
papers and curricula presented at these
seminars.

The Television News Study Center at
George Washington University (A-20)
offers equal access to past newspapers and
broadcast newscasts. Several departments
have taken advantage of this unique re-
source. Contact William Adams, Public
Administration Department, and Robert
Lichter, Political Science Department, at
George Washington University, and Law-
rence Lichty, Radio-Television-Film Divi-
sion, University of Maryland, College
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16.

17.
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Park, for detailed information about ap-
plication of this resource in scholarly re-
search and teaching.

“Jewish Archives of Film and Broadcast-
ing Created,” New York Times (March 16,
1980): 57. Note: Since the initial writing of
this article in 1980, the author has become
founding director of that archive; it
opened on March 27, 1984.

The discovery of the Peter Vest collection
(see A-16) is an interesting and yet typical
story of how missing collections of televi-
sion shows have been found. The discov-
erer, Donald Zimmerman, describes his
discovery:

The kinescopes were originally produced
as a means of storage and distribution of
television material produced at the Du-
Mont Telecenter in New York. Mr. Peter
Vest was a make-up artist at that center for
many years. The material in the collection
was used and expendable in the eyes of the
Network. The company felt the original
negative material was surplus. Apparently,
instead of the kines being hauled to the
dump, Mr. Vest was permitted to take
what he wanted home. During approxi-
mately 1950 to 1962 they were stored on
Mr. Vest’s patio covered by atarp.
Members of the family took more than
half of the collection to the dump after Pe-
ter’s death in 1962. His wife, who died in
1972, had no interest in the collection. The
remaining kines were trucked to a small
town in lowa. Mr. Alan Vest, Peter’s
brother, stored the collection in Schaller,
lowa, in a popcorn warehouse. They re-
mained there for ten years.

I heard of the collection soon after my
marriage to Linette C. Mogck of St.
Cloud, Minnesota. Her aunt, Pearl Vest, is
Alan Vest's wife. At first there was a de-
gree of confusion about the collection.
They were mentioned to me as, ‘movies of
Captain Video and other TV shows.’ I rec-
ognized some of the titles, but I knew that
they were live TV shows and not films. I
believed that the stories were a matter of
vivid imagination on the part of the less
specialized Mr. Vest. Upon our visitation
to lowain 1972 I found the reels and boxes

18.

19.

20.

21.

22.

to actually contain kinescopes of the Du-
Mont Television Network. I knew the col-
lection was very important to the history
of television. After several months of cor-
respondence and negotiations I was able to
have the collection shipped to Pullman,
Washington. 1 was named curator of the
collection by Mr. Alan Vest which was ded-
icated to his brother, Peter.

Since 1973 1 have tried to find funding to
research the collection. For a long time |
only knew that I had 3,000 pounds of ma-
terials. Not until September 1977 did I re-
ceive any grant money to begin the work.
A very small grant from the National En-
dowment for the Arts has allowed the ma-
terials to be dubbed into videocassettes.

Sam Kula, “There’s Film in Them Thar
Hills,” American Film 3 (July-August,
1979): 14-18. Rare nitrate films of serials
and newsreels from 1903 to 1929, thought
to be lost, were recently found buried in
the Yukon. Nitrate film is extremely in-
flammable, and the films were placed in
the ground as landfill.

James Wheeler, “The Long-Term Storage
of Videotape” SMPTE (Society of Motion
Picture and Television Engineers) Journal
92:6 (June 1983): 650-654.

U.S. Department of Commerce, National
Bureau of Standards, Transfer of Mono-
chrome Video Information from Mag-
netic Tape to Motion Picture Film for
Archival Storage, NBS Special Publica-
tion 480-31 (Washington, D.C.: U.S.
Government Printing Office, 1978).
“Firms Join Video Disc Upgrade Race,”
Electronic News (July 16, 1979): 19. For
information regarding video disc technol-
ogy, consult the following articles: S.
Rolph, “Disc Revolution,” Datamation
(February 1980): 147-148; “Videodiscs:
The Expensive Race to be First,” Business
Week (September 15, 1975): 58-61; “New
Television (video discs),” Forbes (June 1,
1976): 24-29; Joe Roizen, “Future of Tele-
vision,” Video Systems (June 1979):
10-15.

Other activities of the National Center for



23.

24,

25.

Film and Video Preservation are distribut-
ing grants from the American Film Insti-
tute Preservation Program/National
Endowment for the Arts, acquiring films
for deposit primarily at the Library of
Congress and other archives, serving as
Secretariat for the Film Archives Advisory
Committee, and developing special pro-
grams to travel around the country that
exemplify the need for moving image pres-
ervation. The Center is also continuing the
AFI Catalog project of films from
1911-1920. For more information, con-
tact National Center for Film and Video
Preservation, American Film Institute,
2021 North Western Avenue, Los Angeles,
CA 90027, (213)856-7658.

For more information about the FIAT or-
ganization, contact Fernando Rubio, Sec-
retaire General, Federation Internationale
des Archives de Television, ¢/o RTVE,
Centro Empresarial Somosaguas, Calle
Saturno, 10-Madrid-23, Spain.

United Nations Educational, Scientific
and Cultural Organization (UNESCO),
Special Committee of Government Ex-
perts to Prepare a Draft Recommendation
Concerning the Safeguarding and Preser-
vation of Moving Images, Draft Recom-
mendation Concerning the Safeguarding
and Preservation of Moving Images
(Paris: CC-80/Conf. 208/3, March 27,
1980).

For complete information on location of
radio archives in the United States, see
Marvin R. Bensman, “Obtaining Old Ra-
dio Programs: A List of Sources for Re-
search and Teaching in Radio and
Television History,” Journal of Popular
Culture, X11: 2 (Fall 1979): 360-367; John

26.
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Eastman, “American History on the Re-
cord,” New York Times (December 3,
1978): sec. D, 22; Lawrence Lichty,
“Sources for Research and Teaching in Ra-
dio and Television History,” Performing
Arts Resources, 1 (New York: Drama
Book Specialists, 1974): 218-231 (the en-
tire volume concentrates on film, televi-
sion, and radio archives); and Radio and
Television Program Sources (Washington,
D.C.: Broadcast Pioneers Library, forth-
coming).

Regional branches of the National Ar-
chives and Records Services (not including
the Presidential Libraries) are: (Atlanta
area) 1557 St. Joseph Avenue, East Point,
GA 30344, (404) 763-7477; (Boston
area) 380 Trapelo Road, Waltham, MA
02154, (617) 223-2657; (Chicago area)
7358 South Pulaski Road, Chicago, IL
60629, (312) 353-0161; (Denver area)
Denver Federal Center, Denver, CO
80225, (303) 234-5271; (Fort Worth
area) 4900 Hemphill Street (office), P.O.
Box 6216 (mailing), Fort Worth, TX
76115, (817) 334-5515; (Kansas City
area) 2306 East Bannister Road, Kansas
City, MO 64131, (816) 926-7271; (Los
Angeles area) 24000 Avila Road, Laguna
Niguel, CA 92677, (714) 831-4220; (New
York area) Building 22-MOT Bayonne,
Bayonne, NJ 07002, (201) 951-5591;
(Philadelphia area) 5000 Wissahickon Av-
enue, Philadelphia, PA 19144, (219)
951-5591; (San Francisco area) 1000
Commodore Drive, San Bruno, CA
94066, (415) 876-9001; (Seattle area)
6125 Sand Point Way NE, Seattle, WA
98115, (206) 442-4502.
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Analysis of
Broadcast News
Content*

Raymond L. Carroll

sAssistance in preparing this essay was provided to
the author through a grant from the Office of Re-
search and Service of the School of Communica-
tion at the University of Alabama.

Radio and television are important sources of
news and information for the American pub-
lic." Consequently, scholars and critics of the
broadcast media are interested in the nature of
broadcast news content and the effects it may
have on its audiences. To that end, this essay
discusses approaches to the objective study of
the content of radio and television news. The
intent is to acquaint readers with various ap-
proaches to broadcast news content research,
indicating the scope and direction of past stud-
ies and the orientation of further research.

This essay categorizes broadcast news con-
tent studies by whether they described content,
examined influences on the news, or consid-
ered effects it may have had on audiences.
These categories provide a basis for assessing
approaches to the study of broadcast news.
The analysis of broadcast news should con-
sider previous work, as research and theory
building can be compared to paving a road
with bricks. Each piece of worthwhile research
is an increment in building or testing a theory.
Thus, each useful study of news content pro-
vides another brick or contribution toward the
goal of understanding the process and implica-
tions of broadcast journalism.

The Premise of Content Analysis

Content analysis is a research procedure that
can lead to conclusions about attributes of
broadcast news, but it is not criticism of the
news. Harwood defined broadcast criticism as
“, . . making statements in which an event is
compared with a standard of the event.”
Young asserts that the critic serves as an influ-
ence in “. .. forming, educating and often
swaying public tastes or opinions.” But what
distinguishes content analysis from criticism
are the separate activities of analyzing and ap-
preciating style. Paisley notes that “One ana-
Iyzes patterns of use and nonuse, conjunction
and disjunction, emphasis and understate-
ment, and so on. One appreciates how effec-
tively or satisfyingly the creator has dealt with
his chosen form and content.” Smith clarifies
this difference by categorizing the “ways of
knowing” held by critics and scientists. Critics



should be fair and accurate in using sources,
but there is no arbitrary limit on the kinds of
support that can be used to arrive at a critical
judgment. Where critics are concerned with
evaluation, scientists are concerned with ex-
planation.’

Thus, both the researcher and the critic as-
sess the content of broadcasting, but their cri-
teria are different. The researcher’s goal,
explanation, can be achieved only through a
systematic, objective, and quantitative ap-
proach to the content. Whether that descrip-
tion is pleasing or the subject of scorn is better
left to the critic.

Characteristics of
Broadcast News Content

The unique nature of broadcast news must be
understood if one is to produce meaningful
analyses of its content. First, it is important to
observe that the broadcast media, although
effective disseminators of news and informa-
tion, are primarily entertainment or recrea-
tional in orientation. Many regular members
of news program audiences are also heavy
viewers of and listeners to entertainment.
These nonselective or regular viewers and lis-
teners tend to watch and listen not by the pro-
gram, but by the clock. News programs, then,
are a part of their ritual, constituting only a
small portion of the total time they spend as
members of the audience.®

Like print news, television news and radio
news are varieties of journalism. All consist of
accounts and analyses of current events and is-
sues reported by on-the-scene observers em-
ployed by organizations established for that
single purpose. All three media present their
accounts in the context of dramatic structure,
using similar themes, formulas, and symbols
in recreating the actions that give meaning and
identity to events.

But differences among the media are signifi-
cant. For example, in comparison to newspa-
pers, television news is more coherently
organized and unified. This difference is a con-
sequence of television’s organization and
presentation, in which time is the critical limi-
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tation, as contrasted with newspapers, where
space is the principal constraint.

The effect of handling time causes the
broadcast to be limiting. The format of news
programming is prescribed, appealing to a
nonselective audience with stories that are
short and fast-paced. Material chosen for a re-
port must fit these demands.

Limitations of time for radio and television
news mean that many more stories, in much
greater detail, are presented in newspapers.
Furthermore, newspaper news is not presented
with the intention that the reader consume it
all, where the broadcast news story (indeed,
the entire program) is designed to be wholly
consumed. Therefore, radio and TV program
elements are unified—a tightly structured
whole—whereas newspaper stories have little
planned relation to one another.

News Content Questions

Just as there are notable differences between
broadcast and print news, there are varied ob-
jectives and information provided in studies of
broadcast news content. The researcher inter-
ested in this subject has some presumed objec-
tive for an investigation. Such a goal should be
clearly articulated as the “research question™:
What does the investigator wish to find out?
The research question is a guide to the most ap-
propriate procedure for conducting the inves-
tigation. Consequently, content analysis may
not prove the best method for achieving the
stated goal for a study.

An investigation of broadcast news content
should also have a clear conceptual or theareti-
cal objective. An analysis limited to describing
the content will have little value unless it fos-
ters greater understanding of the nature of
broadcast news. In other words, a content
analysis should transcend the immediate study
in order to add to our knowledge of the news
process. If, for example, studies of television
news coverage of the Vietnam conflict merely
provide descriptions of what was broadcast,
they would have little value beyond providing
an historic record. But Bailey, for example,
provides a general indication of network news



48 Broadcasting Research Methods

anchor personnel performance and the
amount of interpretation of the news they con-
vey.? His findings can be compared with obser-
vations made in other studies, thus serving as a
basis for a hypothesis about news content that
can be tested in subsequent research. Recent
studies of American television news coverage
of the Iranian crisis provide a case in point.
These theses should extend our understanding
of the news process and also provide a useful
record of news coverage of that story. That ob-
jective is more likely to be met if the literature
of television coverage of the Vietnam conflict
has been considered.

Therefore, any intended study should have
a clearly stated purpose, indicating how an un-
derstanding of the broadcast news process,
from conception of a story idea to reaction by
an audience, might be furthered. The purpose
should indicate the policy implications that
might be given support or refutation as a result
of the analysis.

How one determines what to study is, of
course, influenced by personal interest. After a
researcher has identified the aspect of news
content to be analyzed and has stated the spe-
cific goal or research question, the pertinent
literature should be reviewed before stating hy-
potheses that serve as tests of the question.
(Much of the literature should be assessed be-
fore or during the process of determining the
research goal in order to justify the study.)
Such a foundation is necessary if the analysis is
to contribute to knowledge on the subject.
Consequently, research contributing to under-
standing the news process must consider the
complex production requirements, political
and economic influences on news organiza-
tions, and the nature of news recipients. Unless
demands on news organizations and the effects
of content are considered, content analysis will
be superficial.®

Approaches to the Analysis
of Broadcast News Content

The investigator should use some organized
method of assessing the literature so that all
pertinent reports of studies are considered in

determining the scope of the new research.
Any of several ways of categorizing these stud-
ies may prove workable." The following dis-
cussion, based on Gerbner’s system of
“cultural indicators,” represents root questions
for the study of news content by classifying the
literature according to a larger context. With
this scheme, findings that transcend specific
reports to apply to other research questions
can be more easily identified.

Therefore, reports are classified according
to whether they ask “What is?” “What is im-
portant?” “What is right?” or “What is related
to what?” Research that addresses these con-
tent questions is categorized as (1) attention
analysis, (2) emphasis analysis, (3) tendency
analysis, or (4) structural analysis.

Studies of “What is?” report on the distribu-
tion and frequency of attention to content at-
tributes. Studies of “What is important?”
isolate the aspects important to the message
system in analyzing content emphasis. Studies
of “What is right?” are measures of tendency.
They are concerned with how things are pre-
sented. Studies that ask “What is related to
what?” analyze structure to determine rela-
tionships among components of the message
system. "’

Attention Analysis

News content studies that ask “What is?” re-
port on the distribution and frequency of at-
tention to content attributes. Many analyses
provide accounts of content presented during
specified periods of time; the question of at-
tention to certain kinds of news content is the
premise of other content research.

Many such analyses provide support for
considering policy changes in broadcast news
content (that is, what should be “done” about
“what is”). Recommendations can be based on
evidence that can be categorized by whether
they examined emphasis placed on content,
compared content attributes, analyzed trends
in content, or provided a record of what was
broadcast.

Emphasis Some studies consider what is
given access but generally do not go so far as to
assess reasons for stress or limitation in con-



tent. Most authors use their findings as evi-
dence of needed policy changes. For example,
Adams considered aspects of local television
news content. In one report, he investigated lo-
cal TV news emphasis on public affairs com-
pared with other kinds of news. The second
study examined TV station allocation of news-
cast time to coverage of the towns and cities in
the viewing area. Similarly, Dominick consid-
ered the topic of representation of geographic
areas of the country in network newscasts.
Based on his findings, he suggested that news-
casts should systematically allocate more time
to regional reports.'? Thus, implications for
policy change can be drawn from analyses of
emphasis in news content.

Content Comparisons Many analyses of
broadcast news compare the content of one
version of the news with others. For instance,
most studies of network newscasts are compar-
isons of content, even though the purpose of
the research may be broader. Still, some analy-
ses make such comparisons their primary pur-
pose. An example is Fowler and Showalter’s
examination of network evening news selec-
tion and treatment; their purpose was to deter-
mine whether network editors exercised a
common news judgment in choice of stories
and order of presentation."

Trends An analysis may be concerned
with “What is?” over time, identifying recur-
ring patterns in broadcast news to observe a
structure in the content.'"* Bailey reported
trends in the networks’ nightly news coverage
of the Vietnam conflict. His analysis, limited
to frequency, type, and subjects of stories, did
not attempt to assess why content was mani-
fested in the observed manner. Bailey made the
important point that more work was needed to
analyze television coverage of that war."

Records At the least, an accurate record
of the content of broadcast news coverage of
some situation or event provides a basis for
predicting the kind of content to be expected
under similar circumstances during another
period. Such records may help the historian ac-
curately assess what information was dissemi-
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nated during a particular period.

Most studies that provide such records are
analyses of political broadcasts. Meadow and
Jackson-Beeck, for example, compared the
content of the nationally televised 1960 and
1976 presidential candidates’ debates. Pepper
provided another record of political events
coverage with his analyses of network TV cov-
erage of election returns.'® The utility in de-
scribing attention given various subjects
during specified periods of time may be in
pointing to research questions not addressed in
the immediate study.

Emphasis Analysis

Emphasis analysis examines aspects of televi-
sion news content that may be determined by
perceptual biases—“What is important?”
These are studies of who decides what content
to emphasize or to exclude from news pro-
grams. Content analysis cannot determine the
nature of the decisions that might affect news
content, but it can identify attributes that are
the apparent results of such decisions. Thus,
content analysis might be teamed with some
other research procedure to ascertain the rela-
tionship between components in the news dis-
semination process.

Gatekeeper Studies An example of such a
combination of methodologies is Bailey and
Lichty’s analysis of the NBC film report of the
shooting of a suspected Viet Cong infiltrator
on a Saigon street during the height of the Viet-
nam conflict. This gatekeeper study analyzed
both the content of the report and decisions
made by various news personnel that affected
the version seen on the television sets tuned to
the NBC Nightly News."

Another perspective on the gatekeeper ap-
proach is in Robinson and McPherson’s analy-
sis of network television news coverage of the
presidential election campaign before the 1976
New Hampshire primary election. The study
could be considered a description of the pro-
cess of decision making, even though it fo-
cused on network organizational attributes,
assessing the behavior of network news depart-
ments through their coverage of the cam-
paign.'®
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What Is Left Qut A promising area in
news content research lies in assessing the less
obvious aspects of content: not what “is,” but
what “isn’t.” The values held by gatekeepers
and their organizations can be clarified by as-
sessing both the content that was broadcast
and excluded. Lefever’s missing news analysis
considered the performance of network news
reports and interpretation of national defense
issues, asking whether the coverage was ade-
quate and balanced and whether all major
options and viewpoints were given fair presen-
tation.!” This interpretation could be consid-
ered an analysis of network ideological bias,
but it illustrates that content studies can also
address the implications of what is not given
attention in the news.

Theme Analysis Robinson urged re-
searchers to continue to look at news content
systematically and also to consider different
models of news instead of accepting only one
approach to analysis.”’ One alternative goes
beyond manifest content to consider symbols
of interaction in news content. Bantz urged a
descriptive-analytical approach instead of a
statistical-predictive analysis, thereby identify-
ing themes in broadcast news. Similarly, Smith
examined news content on the basis of whether
it was structured as a limited repertoire of con-
sistent, predictable narratives, concluding that
television news portrays political leaders as
symbols of omnipotence. Bantz observed that
particular themes (such as “loser”) were
present in news coverage of political cam-
paigns, and Bormann asserted that the major
themes change through the communication
system of a campaign, providing a persona of
the candidates to the American electorate.”

These and other studies of symbols and
themes in news broadcasts offer an important
alternative perspective for the study of news
content. At the least, they point to attributes
that can be tested through more traditional ap-
proaches to analysis of content.

Prediction Analysis A question fre-
quently asked in relation to the use of content
analysis techniques is whether one can predict

the effects of the message. The answer may be
yes—if an outside measure of the response of
the audience to the content can be validly as-
certained.? Outside measures considered here
are found in research on agenda setting and
causal analysis.

The process of agenda setting by a news me-
dium can be described as presenting subjects in
a broadcast that may tell the audience not what
to think, but what to think about.” In an illus-
trative study, Williams and Semlak compared
their content analysis of network television
news with a survey of viewers to determine
whether an agenda was set by watching. Simi-
larly, McClure and Patterson compared heavy
and light viewer salience of issues presented in
newspapers and network television news pro-
grams. Another orientation to agenda setting
is Burriss and Williams’s study, which exam-
ined the effect of television on the treatment of
newspaper stories. A related examination of
intermedia agenda setting effect, by Malaney
and Buss, compared news wire service and TV
news coverage.”

Causal Analysis Even though effects-
related studies are close to the approach of
other studies cited earlier, some have used con-
tent analysis to examine the influence of con-
tent on audiences. And even though content
analysis is not a test of causality, it can indicate
possible effects. Thus, a study such as
Levine’s, which considered the possibility that
“helplessness” could be learned from content,
is mentioned here. Levine asked whether indi-
viduals who viewed helplessness models in
news reports came to feel a lack of control over
events.” Similarly, Haight and Brody investi-
gated whether presidential broadcasting influ-
enced public opinion about how the president
was handling his job. They found that Nixon’s
use of television affected public opinion poll
results.”

Tendency Analysis Tendency studies ask
“What is right?” — Are certain people, themes,
or subjects presented more positively than
others? Perhaps the most common descriptor
in such studies is whether content is biased to-



ward or against a particular point of view.
Bias, as described by Russo, is the quality of
statements of opinion or of actual or supposed
fact that would influence the viewer to support
or oppose an official or his or her policy. An-
other interpretation of the concept of news
bias is offered by Williams, who identifies
qualities required to make findings of TV news
bias remarkable. Williams asserts that estab-
lishing and clearly stating a norm of tolerable
bias is both an investigator’s right and a re-
sponsibility.”

One of the most controversial analyses of
television news was by television critic Edith
Efron, who concluded that network coverage
of Richard Nixon during his 1968 campaign
for the presidency was unfair. Stevenson et al.
sharply criticized this conclusion for method-
ological flaws in the analysis.?®

The news coverage of political campaigns
has been the subject of many tendency or bias
analyses, among the most extensive of which is
Hofstetter’s analysis of the 1972 presidential
campaign. He found structural bias (discussed
later) to be more prevalent than any instances
of partisan favoritism.”

Structural Analysis Ideological bias in the
news is important. The question of other kinds
of biases leads to considering relationships
among compornents of message systems. Thus,
structural analysis examines the proximal or
logical association of components in news con-
tent. These structures may favor certain kinds
of broadcast news and information.

Probably the most frequently cited study of
organizational influence on broadcast news
content is Epstein’s News from Nowhere. He
describes the influence of a network news or-
ganization in great detail, but he does not actu-
ally deal with a detailed analysis of program
content. Altheide, in Creating Reality, defines
“news perspective” as the day-to-day opera-
tions of news work, which, by its organization,
ingrains bias into the news report (for ex-
ample, removing reports of events from their
context would leave the report biased). Of the
general organizational studies, only Gans, in
Deciding What’s News, has described an anal-
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ysis of broadcast news content to support his
thesis of what is required and why it is pre-
sented that way.*

Other researchers have observed that cer-
tain kinds of content will not generally be pre-
sented in television news due to a structural
orientation (bias?) toward the visual content.
For instance, stories may not be covered be-
cause they are too complex. A further bias is
identified as television news preference for
personifying and dramatizing.*'

Another organizational influence was ex-
amined by Anderson. He attempted to deter-
mine the multimedia ownership influence on
versions of news stories presented by broad-
cast stations and newspapers. Wirth and Wol-
lert broached this question with regard to
public interest programming.’? McNulty also
examined organizational requirements, con-
sidering the content of CBS News documenta-
ries in relation to decision making within the
organization that produced the programs.*®

Visual Analysis Until recently, the visual
content of news received little research atten-
tion. No doubt the reason for so few such anal-
yses was the high cost for equipment and
research time, but the price of this lack of, re-
search attention is a failure to consider a con-
siderable body of information being conveyed
to audiences of news programs.

The Vanderbilt Television News Archive
and other such sources allow access to past
television news broadcasts, and the home
video recorders make convenient and rela-
tively inexpensive study of current broadcasts
feasible. But whether the researcher analyzes
the visual and aural content from video record-
ings or by another method, several techniques
can overcome many procedural difficulties.
Fyock suggests a useful procedure that in-
cludes ways to handle very complex material,
thus allowing analysts to surmount many
problems inherent in visual analysis.**

A study can be limited by ignoring visual at-
tributes; it can also be weakened by the way
they are analyzed. Culbert suggests that re-
searchers analyze the symbolic nature of visual
content that may be present in (or edited out
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of) news reports. He stresses the need for plac-
ing visual material in a historic context. An-
other useful approach is Adams’s proposal for
analyzing three areas of inquiry in newscast
visual content: visual images, as determined by
factors outside the producer’s control; produc-
tion factors—those aspects of visual image
usually under the technical control of news
personnel; and interaction between visual and
audio messages in newscasts.*

These perspectives are in some analyses of
visual content of news broadcasts. The me-
chanics of television coverage of news were ob-
served by Whale, who concluded that the
equipment that permits visual presence is ulti-
mately a hindrance to thorough coverage.
Frank, who analyzed differences in nonverbal
presentation of candidates in the 1972 presi-
dential election campaign, found clear differ-
ences in the kinds of shots used to show
candidates.

During the 1976 presidential campaign, sev-
eral studies were made of the televised debates
between Gerald Ford and Jimmy Carter.
Tiemens analyzed differences in camera fram-
ing and composition, camera angle, screen
placement, and reaction shots, which, he con-
cluded, seemed to favor Carter. Another study,
by Davis, concluded that Carter’s greater eye
contact with the camera served him well. Mes-
saris, Eckman, and Gumpert also analyzed the
debates, concluding that structural character-
istics of television played a part in determining
the nature of the confrontation between Ford
and Carter.*

Other structural bias considerations have
been observed by Jackson-Beeck and
Meadow. In an exploratory study of commu-
nication content that is not manifest (issues
and statements, for example), they considered
such attributes as nervousness, speaking rate,
and mistakes as conveyed during the 1976 pres-
idential debates. They assessed the feasibility
of examining types of broadcast content iden-
tified as “unintentional message transmis-
sion,” “unconscious use of speech within the
context of substantive messages,” and nonver-
bal content such as body language. Their ap-
proach appears to have value in identifying

content attributes that can, in turn, aid in un-
derstanding both message originators and the
possible effects of news coverage on audi-
ences.”

Such research goes beyond manifest content
to assess attributes in news coverage that may
be equal or more powerful influences on audi-
ence perceptions. They raise important ques-
tions for further study.

Analysis

Content analysis procedures are standard, as
discussed in Alan Wurtzel’s contribution to
this volume. But news analysis may contain
special problems of which the researcher
should be aware. This discussion is, therefore,
divided into five areas: (1) sampling, (2) units
of analysis, (3) measurement, (4) validity, and
(5) reliability. After considering these items, a
procedure will be illustrated for analyzing
news content that can increase the accuracy
and reliability of the data.

Sampling

As Wurtzel pointed out in chapter 1, selecting
the sample must consider variances in the nor-
malcy of the content, such as seasonal differ-
ences and audience rating periods. In selecting
a sample of news broadcasts, normalcy be-
comes a critical problem.*® For instance, the
three commercial networks only recently be-
gan broadcasting weekend news programs,
and those are sometimes preempted by other
broadcasts. Another consideration would be
the ratings dark weeks, when no national net-
work program ratings are ascertained. Many
news specials and documentaries are usually
scheduled during this period. In evaluating the
content of network “instant news specials,”
one must consider the ABC regularly sched-
uled Nightline program, which usually covers
news events that CBS or NBC might deal with
in special broadcasts. On the local level, many
television stations curtail their weekend news
operations. Thus, if an important news story
breaks on a day not included in the sample,
representation of the news coverage by one
network or station might be erroneous. For



any of several possible reasons, those news
programs might present the information on
the next broadcast day. If such variations are
not considered, then all sources may not be
compared equitably.

Such sampling problems can be diminished,
for network programs, at least, by checking
the coverage of news stories in the Vanderbilt
Television News Archive Index, which lists all
network coverage or absence thereof. These
patterns of coverage should be taken into ac-
count in selecting the sample.

Units of Analysis

Detail in content analysis is dictated by several
considerations. Most important, the purpose
for the study should indicate the specificity
necessary. It should be sufficient to pursue the
research question by testing hypotheses gener-
ated by it.

Resources available to the researcher are
also important. If transcripts or recordings of
the news content can be obtained, considera-
bly greater detail for analysis is possible. How-
ever, the number of coders and the amount of
time allocated for their efforts may limit the
study.

Another consideration is the usefulness of
detail that might be included. This consider-
ation goes back to the purpose of the study (the
research question). Visual detail might be ana-
lyzed, for instance, but is it pertinent to the re-
searcher’s goal? Some researchers have
assumed that such detail would be included in
their studies until they addressed the question
of its pertinence.

The audience for the intended report should
also be considered in deciding on the level of
detail necessary. As reviewed earlier, there are
a number of types of content analyses of
broadcast news. Some studies consider bias in
the several forms thus far identified; other
studies are limited to describing what was
broadcast. The audiences for these or other
types of analyses might have different needs.
For instance, once the what has been reported
and assessed, audiences could be expected to
demand studies with more specifically defined
questions.
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Thus, the unit to be analyzed may be as
broad as the whole news program or the news
story—or it may be as narrow as individual
words in the news content. Selecting the appro-
priate unit depends on the research question
and availability of primary data. Conse-
quently, if the researcher wishes to determine
what subjects were dealt with in news broad-
casts over a period of time, the appropriate
unit for analysis would most likely be the news
story. But if the question is whether news treat-
ment is favorable or unfavorable toward a par-
ticular point of view, perhaps the unit should
be defined as statements, sentences, or even
words. (A note of caution, though: The more
specific the unit, the greater the likelihood that
contextual meaning will be distorted.)

A second important consideration is the
availability of data sources for analysis. De-
pending on the research question, secondary
sources such as program listings in major
newspapers or in TV Guide may suffice. Other
sources of news content information are news
program logs (rundowns) maintained by net-
works and radio and television stations. The
scripts for these newscasts may also be avail-
able. In some cases, it may be possible to ob-
tain access to the audio and, perhaps, to the
video logging tapes many stations maintain.
These tapes are a verbatim record of the news
broadcasts. A valuable secondary source of in-
formation on network evening news content is
the Vanderbilt Television News Archives In-
dex. The index includes information on the
length, principal participants, and a synopsis
of news subject treatment in each network’s
news program. Depending on the purposes of
the study, such summaries may be adequate
sources of data. Of course, the unit of analysis
could be no more specific than the story. Infor-
mation sufficient for more detailed analysis
could be obtained from audio or video record-
ings or from transcripts of the broadcasts.

Measurement

After establishing the unit of analysis and as-
certaining the availability of data sources, the
researcher should determine the appropriate
units for coding. Content categories (often re-
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ferred to as variables) are the operational mea-
sures for testing hypotheses formulated by the
research question.

Categories in a content study should “. . .
reflect the purposes of the research, be exhaus-
tive, be mutually exclusive, independent and
be derived from a single classification prin-
ciple.”® Coding can follow an archetypical
statement plan, such as actor—act —object.*
Another scheme, discussed more fully below,
might be called a decision-level approach.
Both coding schemes include a kind of flow
chart for decision making. An advantage in us-
ing levels of abstraction is that the coder’s deci-
sions are made at the lowest level, giving the
analyst more control over reliability and, per-
haps, also validity of the measurements of the
content.

Specificity of coding categories is an impor-
tant concern. Categories could be so narrow
they virtually replicate the raw data. On the
other hand, the investigator may discover that
initial categories are so broad that little distinc-
tion can be made between attributes. Thus,
content coded according to specific categories
would permit better explanation of trends oc-
curring during short periods of time. Still, cat-
egories may be so narrow that they gather few
cases in each division.

Resolution of these important concerns can
be found in coding schemes where initial cate-
gories are aggregated into broader, more ab-
stract levels for some phases of the analysis.
For instance, it is possible to create indices by
collapsing several content categories. As an ex-
ample, one might be able to justify a favorable
coverage index by coding such categories as
“video or anchor report” with higher numeri-
cal ratings if the candidates were shown on the
screen, and higher still if a candidate actually
spoke during the report. If the report about a
candidate was the lead story in the newscast,
this fact might provide another increment in
the index. By combining the rankings coded
for various content categories, an index of
prominence of candidate coverage could be
obtained.

Another way to determine the appropriate

range of content categories would be to allow
for statistical manipulation. Factor analysis
techniques, for instance, could identify a
structure by which content categories tend to
be associated, or “hang together.” The use of
such an analysis must be determined before
coding categories are established, however, to
ensure that data appropriate to this kind of
analysis are encoded.

The data coding procedure should accom-
modate the requirements and limitations of the
computer analysis program package to be used
(SPSS and SAS are two widely available statis-
tical packages). Otherwise, the researcher may
be frustrated in achieving desired manipula-
tions of the data obtained in the content cate-
gories.

One advantage of a content coding form
duplicated on a mimeograph machine is its low
cost (forms can even be duplicated on the back
of used paper). Each unit of analysis should be
coded on a separate form and inserted into a
loose-leaf notebook for easy reference. A por-
tion of the page can be reserved for notes,
making the coding forms into a reference book
after the data have been punched onto com-
puter cards.

Validity

Much has been made of the need for a thor-
ough review of the literature and a careful
statement of the question guiding the research.
These are important aspects in establishing the
validity of any study.

Validity, as the term is used in research, is
the test of whether a study measures what it
purports to measure. In content analysis, the
question of validity is often a judgment call.
But if credible (that is, widely accepted) and
authoritative studies are cited as precedents,
the validity of the proposed method of analysis
will probably be satisfactory to most critics.
The researcher is responsible for knowledge of
all the literature pertaining to the procedures
proposed for a study. Using Efron’s The News
Twisters as the standard in guiding the analysis
would probably generate considerable nega-
tive criticism. Consequently, the researcher



must be aware of the weaknesses in that study’s
methodology and of approaches accepted in
the academic community.

Reliability

Reliability is the measure of consistency
achieved in gathering the data for a study. The
term indicates the likelihood that another re-
searcher would obtain similar results using the
same procedures. But consistency in intra-
study data coding is as important as interstudy
reliability.

Reliability can be enhanced by using a panel
of judges who agree on coding decisions. Cod-
ing can be done independently by judges who
compare results, thus measuring intercoder re-
liability. Even if the analysis is conducted by a
single coder, problems in consistency and thus
in reliability can occur.”?

For coding to be consistent, an index of the
choices in each content category (a coding dic-
tionary) should be compiled. Computers can
be programmed to interpret word sequence ac-
cording to the analyst’s scheme,® but visual
material or content context cannot be so easily
identified. For instance, an angry reaction
from the audience at a political rally could be
interpreted as either positive or negative to-
ward a candidate. The context of the reaction,
perhaps made in response to a remark by some
member of the audience, could clarify the di-
rection. Similarly, the question of whether par-
tisan or opposing audience members were
shown in the news report should be addressed.
Such content judgments can be made only by
viewing a news story.

Still, when coding is done by persons rather
than by machines, a communication problem
is inherent. Judges must use a system that en-
sures consistency in coding according to pre-
determined criteria. When content category in-
crements are devised in advance (as they must
be if computer coding is done), there is less
chance of communicating unreliable informa-
tion among coders. Human inconsistencies —
memory lapses, for instance—can affect the
reliability of the coding process.

Another problem is inclusiveness. The sub-
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ject of an analysis may change strategy or di-
rection while the count is being made.
Unanticipated content matter may be discov-
ered, and it should be accounted for. When the
object of the research is to make specific infer-
ences about events and particular times and
places, the analysis is made less precise if low
frequency indicators are ignored.* Such tabu-
lations may be valuable when the analyst has
prior or independent knowledge of their mean-
ing, role, and significance in the system under
study. It would be important, for instance, to
note the infrequency of discussion (that is,
what is missing) of particular content in news
programs if there is some outside measure of
its importance.

On the other hand, since broad categories
will permit better inferences when content is
presented over a fairly long period of time, use
of specific content coding criteria could result
in many categories with few entries in each.
Fewer categories, representing a larger number
of the units of analysis, should foster more
meaningful interpretation of trends in content.

The analysis of broadcast news coverage of
a political campaign is a good example of the
problem of unanticipated content increments.
Evenif a study is begun after the fact (after the
election), it is unlikely that every campaign is-
sue could be identified before the coding is
started. There is no reason to ignore content,
no matter how obscure, when it pertains to the
research question. All such increments can be
included in the analysis without lessening
either coding efficiency or the clarity of the
question that motivated the study.

Coding the Data

The function of computer cards is to feed data
to a computer for analysis. Computer cards
are useful for the incidental purpose of main-
taining a coding dictionary of content catego-
ries. In content studies that use a computer for
data analysis, a numeric code is assigned to
each increment in a content category. To illus-
trate the use of computer cards in forming a
coding dictionary for an analysis of news pro-
gram “subjects,” a three-digit code would
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allow up to 999 possible increments. (The con-
tent category, “subject,” would be coded and
punched in three sequential columns on com-
puter data cards for analysis.)

Figure 3-1 shows how coding information
for news program “subjects” could be dis-
played on computer cards to form a dictionary
that accommodates a priori and unforeseen in-
crements in a category. For accuracy, dictio-
nary cards should be reserved for unforeseen
increments and added to the “master deck.” A
code number is assigned to each new increment
(program subject, in this case) when it is en-
countered during the coding process. If, for in-
stance, “juvenile delinquency” was not
anticipated as a subject before the coder en-
countered a program on that topic, it would be
assigned the first unused dictionary card, say
“006.” Card number “006” would eventually be
repunched to display that code number and the
assigned increment, “juvenile delinquency.”

The analyst can maintain a listing (printout)
of the dictionary cards as a convenient record
of all increments assigned in each content cate-
gory. Cards with unassigned chronological
numbers are included in the master deck and in
the master listing. When new increments are
encountered, the topic is written on the first
unassigned numbered card and on the master
listing beside the assigned code number. Thus,
the analyst always has a double record for all
coding assignments.

As new category increments are assigned
code numbers, “master” cards would be
punched. The original card would be placed in
sequence in the master deck, replacing the
numbered “blank” card. The master dictionary
deck should be duplicated, sorted alphabeti-
cally, and distributed to each content coder.
Dictionary decks can be stored in computer
card boxes; cards can be divided alphabetically
by inserting tabs in the decks. Since duplica-
tion and listing are so easily and inexpensively
done at the computing center, each member of
the research unit can receive current chrono-
logical and alphabetical listings of all coding
dictionaries, along with duplicates of new en-
tries for his or her card dictionary.

In studies examining many units of analysis

(which probably require a considerable time, a
large team of coders, or both), there is a possi-
bility of creating redundant category incre-
ments. For example, a program reporting on
the Mafia may be encountered. Perhaps a pre-
viously assigned increment was “organized
crime.” Logically, programs about “the Mafia”
would be coded as “organized crime.” If a re-
dundant category code is assigned, a simple
computer instruction can combine all units
coded as “Mafia” with those coded as “orga-
nized crime.” In all probability, the redun-
dancy would be discovered when the analyst
scanned listings of the master dictionary deck.
But, in any event, such an error could be recti-
fied before performing any analysis of the
data.

In Figure 3-1, some cards designate differ-
ent titles for category increments (topics) hav-
ing a common numerical code. The flexibility
of the computer card dictionary allows analo-
gous designations for a single increment.
Thus, the coder who thinks of “liquor” when
the original designation for that topic is “alco-
holism” can still find and correctly code the in-
crement. By updating the dictionary, these
cards also serve as a cross-reference to similar
but separate increments. The abbreviation
“SA” on such cards indicates “See Also: ‘an-
other similar increment.’ ”

Accuracy of the Coded Data

When all units of analysis are coded and key-
punched, the analyst should make data card
listings for each content category. Computer
programs can readily sort the data deck by nu-
merical and alphabetical designations before
listing the cards. Many computing centers can
insert “blank” spaces on each side of columns
of data representing each coded category, as
shown in Figure 3-2. This procedure makes it
easier to scan lists of data columns for errors.
In Figure 3-2, the first three fields show the
date for each broadcast (day, month, year).

If space is reserved on each card for a title or
for other descriptive identification, coding er-
rors can be more easily observed. For instance,
a program entitled “Marriage and the Young”
might be inadvertently coded with the subject
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Figure 3-1 Coding Dictionary in Card Form



Figure 3-2 Listing of Content Data Cards

1773. 05 06 75
1774. 24 06 75
1775. 10 08 75
1776. 19 09 75
1777. 20 09 75
1778. 15 10 75
1779. 18 10 75
1780. 28 12 75
1781. 05 01 76
1782. 31 01 76
1783. 17 02 76
1784. 30 03 76
1785. 02 05 76
1786. 04 06 76
1787. 28 06 76
1788. 03 12 76
1789. 09 01 77
1790. 02 04 77
1791. 85 06 77
1792. 11 06 77
1793. o1 12 77
1794. 25 12 77
1795. 17 01 78
1796. 01 04 78
1797. 11 04 78
1798. 20 04 78
1799. 26 04 78
1800. 04 05 78
1801. 16 05 78
1802. 07 06 78
1803. 11 06 78
1804. 04 07 78
1805. 25 07 78
1806. 16 01 79
1807. 18 02 79
1808. 04 03 79
1809. 31 05 79
1810. 07 06 79
1811. 23 06 79
1812. 01 07 79
1813. 09 08 79
1814. 19 08 79
1815. 04 09 79
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FND OF THE HO CHI MINH TRAIL, THE (NPACT/BBC)
NOVA-WAR FROM THE AIR

CONV W/ SEVAREID-FRANCIS FITZGERALD (FIRE-LAKE)
PEOPLE AT THE END OF THE TUNNEL, THE (REFUGEE)
WKND-NIGHTMARES IN THE DREAM FACTORY

SAY BROTHER (NAT'L ED)-VIETNAM

WAA-WHAT'S COMMUNISM ALL ABOUT (VN TAKE-OVER)
1975-A TELEVISION ALBUM (SVN REFUGEES, ARVN)
NEW WORLD-HARD CHOICES-AM. FOREIGN POLICY 1976
FIRING LINE: GEN WM. WESTMORELAND

BT LINES: DAVID HALBERSTAM

LIBERTY (HS KIDS PROTEST VN, KICKED OUT)

60M: HIRED GUN (MERCENARY, DECORATED IN VN)
FIRING LINE: THE INTIMATE LBJ (DORIS KEARNS)
SIEGE OF DIEN BIEN PHU, THE

SOMETIMES SOLDIERS, THE

60M-AN AM TRAGEDY (KENT STATE, M/ANN DELVICCO)
WKND-A LONG WAY FROM HOME (DRAFT EVADE AMNESTY)
WHO'S WHO-THE MARSHALS PLAN (FX VP KY IN CAL)
BOOKBEAT-PATRICIA HANGEN (WIFE, WELLES)
ACU-CLASS THAT WENT TO WAR, THE

60M-PROFILE MAX FREEMAN (1ST VN VET TO HEAD VA)
CNS-CHARLIE COMPANY AT HOME-THE VETERANS OF VN
WKND-SVNESE REFUGEES IN WDC (NITE CLUBS)
VIETNAM-PICKING UP THE PIECES (SAIGON NOW)
WORLD-VIETNAM-30 MONTHS AFTER THE 30-YEAR WAR
GERALD R. FORD-PRESIDENTIAL DECISIONS
MAG-HE'S ONLY MISSING (GIRL SEARCH-MIA FATHER)
SOME OF THE PRESIDENT'S MEN (VN & WGATE)

CNS: WHAT'S HAPPENING TO CAMBODIA? (E BRADLEY)
ANS: 1968—A CRACK IN TIME

20/20: PROFILE, ADM JAMES B STOCKWELL (POW)
20/20: AGENT ORANGE-I (EXPOSED GIS GET CANCER)
CR: BOAT PEOPLE, THE (VN REFUGEES IN MALAYSIA)
FYI: LEGACIES OF VN (BOAT PEOPLE, AGENT ORANGE)
60M: OUR SECRET ARMY (MONG TRIBE, POP BUELL)
20/20: ONLY THE SIDES HAVE CHANGED (G RIVERA)
20/20: BEHIND THE LINES (RIVERA: LAOS REBELS)
60M: THE ISLAND (EXCERPT, CR: THE BOAT PEOPLE)
60M: OUR SECRET ARMY (MONG TRIBESMEN IN LAOS)
20/20: BAEZ & FONDA (STATUS 6 YR AFTER US OUT)
BOAT PEOPLE (SEA REFUGEES, W/R CLARK, US REP)
WP: NO MORE VIETNAMS, BUT . . . (OIL & FOR POL)



“organized crime.” On spotting this apparent
inconsistency in the listing, the analyst could
refer to information from which the original
coding decision was made to determine correc-
tions to be made on the data card.

Title or other unit identification also facili-
tates anecdotal description as a supplement to
numerical analysis. The listing is a guide to
specific instances or patterns in the content
and an index to finding direct quotations.

Analysis of Data

Very specific category increments can be
coded, yet the study can accommodate the
need for broader, more general concepts in the
analysis. For example, Schutz constructed cat-
egories by breaking the decision process into
dichotomous parts and rebuilding them in log-
ical clusters of unitary traits.” Stone et al. also
worked from a “dependent category” scheme,
breaking down levels of abstraction so that
coding was done at the most concrete level.
Thus, at each level of abstraction, the analyst

Figure 3-3 Concrete to Abstract Coding Scheme
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had the option of more or less specific designa-
tion of content increments.* In ascension,
each conceptual level served as an indicator of
the lower levels of abstraction incorporated in
the analysis. Carrying this concept forward,
North et al. used such “entry words” as United
States and Soviet Union in their study of inter-
national crisis. At their next level, the “tag con-
cept” for those entry words was nations. At the
third level, tag concepts were aggregated to be-
come “generic language concepts.” Thus, na-
tions and other tag concepts were designated as
actors in the international crisis.*’

This concrete-to-abstract process, illus-
trated in Figure 3-3, represents the analysis of
“inclusive” increments for the content category
“news subject.” Such entry words as “juvenile
delinquency” and “white-collar crime” could
be collapsed into the more general concept
“crime.” The resulting tag concepts could be
aggregated to form a grander concept “law and
order.”

The level of abstraction could be ascended

Entry Words
Level 1

Tag Concepts

Generic Language
Concepts

Level 2 Level 3

Juvenile Delinquency
Organized Crime
White-Collar Crime
Political Kidnappings

Street Crime (Muggings, etc)
Rape

Child Abuse

F.B.I., The

City Police

Other Police Forces

Other Federal Law Enforcement

Lawyers
Courts/Trial System
Supreme Court of the U.S.

Problems in Prisons
Prisoner Rehabilitation
Jails and Jail Problems
Probation System
Prison Parole

Women in Prison

Crime

Law
Enforcement

LAW AND ORDER

Judgment

Penalty
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even higher than illustrated in Figure 3-3 by
collapsing units that led to the law and order
generic language concept with other third-level
categories. This would create a fourth level of
abstraction, such as system order or social is-
sues.

Summary

The researcher who contemplates the analysis
of broadcast news content should carefully ap-
praise the findings of previous research in
broadcast news in devising a research question
and establishing precedents for the new study.

In proceeding with the content analysis,
clear communication must be maintained
among people working on an analysis (evenif a
single coder is involved). A computer card dic-
tionary will enhance coding reliability and ac-
commodate unforeseen content attributes.
This documenting procedure also permits the
delay of decisions about the level of content
abstraction until coding is completed. The
data thus obtained can be checked before they
are analyzed by examining listings of the coded
cards.

Findings from analyses that follow such a
procedure of documentation are more likely to
add a substantive increment to knowledge of
broadcast news content.
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Attitude
Measurement *

John E. Hocking

*The author would like to think Steve McDermott,
Linda McAlister, and Dan Everett for comments
on an earlier version of this essay.

Even though no one has ever seen an attitude,
the concept is extremely useful for social scien-
tists in a wide variety of disciplines, including
broadcasting research. This essay introduces
issues relevant to using attitudes as variables in
empirical broadcasting research, including
what attitudes are, why they are important,
and, particularly, how they are measured.

As many writers have pointed out, attitudes
are probably measured more successfully than
they are defined. Allport reviews sixteen defi-
nitions of the term attitude before offering a
seventeenth of his own.' Other writers have
listed as many as thirty such definitions.? An
excellent discussion of definitional issues is
presented in McGuire’s chapter on attitudes in
The Handbook of Social Psychology. The
present discussion will rely on Simon’s defini-
tion: An attitude is a relatively enduring pre-
disposition to respond favorably or unfavor-
ably toward an attitude object.*

An attitude object is the thing toward which
the attitude holder is predisposed to respond.
This could be a physical object, another per-
son, a social practice, a political institution, an
ethnic or national group, an abstract con-
cept —in short, almost anything.

For attitudes to be useful to social scientists,
they must be relatively enduring. This is not to
suggest that attitudes do not change over time.
Of course they do, but the changes are usually
not of a capricious nature.

As predispositions, attitudes exist inside
people’s minds and thus cannot be observed di-
rectly. Their existence must always be inferred
from observations of behaviors. We cannot
observe people’s attitudes toward the Rolling
Stones. However, we can observe people
standing in line for six hours to buy Stones’
concert tickets; buying and playing Stones’ al-
bums; verbalizing the opinion that the Stones
are the world’s greatest rock and roll band
(opinions are usually defined as verbal mani-
festations of attitudes); indicating on a music
preference questionnaire that the Stones are
their favorite group; and so on. The researcher
infers from these behaviors that the people ob-
served probably have arelatively enduring pre-
disposition to behave favorably toward the



Rolling Stones—that is, they have favorable
attitudes toward the group.

Finally, attitudes vary both in direction (fa-
vorable or unfavorable) and intensity (slightly
unfavorable, strongly favorable, etc.).

Why Measure Attitudes?

Attitudes are important variables in broad-
casting research in at least three ways. First,
audience attitudes can be thought of as influ-
encing other variables of interest to broad-
casting researchers. A researcher might be
interested in the ways attitudes toward blacks
influence choices to watch or not watch televi-
sion programs that feature black characters.
Attitudes were used in this way by Hur in his
study of the impact of the television series
Roots on black and white teenagers.’ He found
that whites with favorable attitudes toward
blacks were more likely to watch the series than
were whites who had less favorable or unfavor-
able attitudes. This use of attitudes treats them
as independent variables—attitudes are con-
ceived of as the cause of or as antecedent to or
“predictor of” the dependent variable —media
exposure, in this case.

Second, audience attitudes can be thought
of as influencing or mediating the effects that
media have on audience members. Differing
audience attitudes toward blacks may explain
the different effects of exposure to the pro-
gram featuring black characters. Roofs may
have different effects on a racist viewer than
on a viewer who has a favorable attitude to-
ward blacks. Hur, for example, found that
whites who viewed Roots and who had favor-
able attitudes toward blacks indicated that the
series was more enjoyable, more entertaining,
and more informational than did white viewers
with less favorable attitudes.® Using attitudes
in this way treats them as mediating vari-
ables—variables that help explain the fact that
independent variables such as media exposure
and attention affect different people differ-
ently.

Finally, and perhaps most important, atti-
tudes themselves can be thought of as being in-
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fluenced by the media. Broadcast researchers
are interested in the effects of the broadcast
media on listeners and viewers. Do political
commercials affect voting? Do soap operas af-
fect the career choices of young women? Do
children who watch Saturday mormning televi-
sion programs influence their parents’ cereal-
and candy-buying habits? These are important
broadcast research questions. The indepen-
dent variable implied in each question is the
level of exposure and/or attention paid to
some part of the broadcast media. The depen-
dent variable—the thing the researcher be-
lieves to be affected by the independent vari-
able —is, in each case, audience behavior. Un-
fortunately, from the researcher’s point of
view, the affected behaviors may be difficult to
observe in a systematic manner. Voting behav-
ior occurs in private. Career choices may be
made years after exposure to soap operas. The
researcher may not be present in the supermar-
ket when the child asks the parent for a partic-
ular brand of cereal. This difficulty of
assessing the impact of the media on audience
behaviors is, to some extent, alleviated by sub-
stituting audience attitudes as the dependent
variable. Attitudes were used in this way in
Atkin’s study of the effects of broadcast news
programming on children.’

It should be pointed out, however, that al-
though attitudes are frequently used as depen-
dent variables within the context of a
particular study, from the broader standpoint
of the questions concerning media effects on
audience behaviors, attitudes are intervening
variables. Researchers construct intervening
variables to account for internal and unobserv-
able psychological processes that in turn ac-
count for overt (and observable) behavior.
Thus, attitudes can be thought of as interven-
ing between the stimulus-—exposure to the
media—and the response—voting, career
choosing, parent influencing, and so on. In
other words, the researcher postulates that the
media do not have a direct effect on behavior
but rather affect audience members’ attitudes,
which, in turn, affect behavior. Thus, it is as-
sumed that someone who has a highly favor-
able attitude toward a particular political
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candidate is more likely to vote for him or her
than is a voter who has a less favorable atti-
tude. Is this assumption justified? The answer,
as we shall see, is a qualified “yes.”

The Relationship between
Attitudes and Behaviors: A Caveat

Inasmuch as attitudes are predispositions to
behave, it seems reasonable to assume that,
when given the opportunity, people will behave
toward attitude objects in ways that are consis-
tent with their attitudes. Someone who has a
favorable attitude toward the Rolling Stones
ought to say so, buy and play their records, at-
tend their concerts, and so on.

Surprisingly, most empirical studies of the
relationship between attitudes and behaviors
have found that attitudes and action are, at
best, only weakly related.® The most famous
study examining the attitude-behavior rela-
tionship was conducted in the 1930s by Rich-
ard LaPiere.” He was interested in the
relationship between prejudice (negative atti-
tudes toward a particular group) and discrimi-
nation (negative behaviors directed toward the
group). Hotel managers were asked in a mail
questionnaire if they would allow a Chinese
couple to stay in their establishment. Many
said no. However, when the same managers
were confronted later with an actual Chinese
couple requesting lodging, they contradicted
their earlier expressed attitude and allowed the
couple to stay.

Why are attitudes and behaviors so often
poorly correlated? First, situational factors
can exert powerful influences on overt behav-
iors. A particular situation might constrain an
individual from engaging in a desired behavior
or it might require a behavior that is contrary
to the person’s attitude. Someone who does
not have the means (money or time) to attend a
Rolling Stones concert probably will not at-
tend even though he or she has a favorable atti-
tude toward the group.

Second, specific behaviors are seldom the
result of a single attitude. Whether we attend
the Stones concert might be influenced by our

attitude toward the Stones, toward rock and
roll concerts in general, toward waiting six
hours in line for tickets, and toward all the al-
ternatives we might do with the time and
money required to attend the concert. Obvi-
ously, some people who like the group very
much are not going to be at the concert. And a
few people who have unfavorable attitudes to-
ward the group are going to be in attendance,
perhaps because of their favorable attitude to-
ward a member of the opposite sex who
wanted to see the Stones.

Does the apparently weak relationship be-
tween specific attitudes and behaviors limit the
usefulness of the attitude concept to the broad-
cast researcher? Somewhat. Does the weak re-
lationship invalidate its usefulness? Definitely
not. Most researchers believe that, other things
being equal, people who have favorable atti-
tudes toward something will behave more fa-
vorably toward that something than will
people who have less favorable or unfavorable
attitudes toward it. The problem, of course, is
that other things are seldom equal. The intent
here is to alert the reader to the complexity
of the attitude-behavior relationship. Even
though there is seldom a simple one-to-one re-
lationship between attitudes and behaviors, at-
titudes will continue to be useful variables for
scholars of the broadcast media.

Measurement Reliability and Validity

To have confidence in the result of empirical
broadcast research, the researcher, as well as
consumers of the research, must believe that
the measures used were reliable and valid. This
section discusses these important aspects of
measurement.

Reliability

Reliability refers to the extent to which a mea-
sure yields data—numbers—that are consis-
tent, dependable, stable, and predictable. The
word reliability is used by measurement ex-
perts in much the same way as it is used in other
contexts. A reliable employee, for example, is
one whose behavior is dependable and predict-



able; he or she will perform on the job next
week just as today. The unreliable employee is
not so predictable. He or she may perform reli-
ably today but next week may not show up for
work.

To understand measurement reliability,
think of a person’s response to any attitude
scale or question as having two separate com-
ponents. One component of the response is
systematic: repeated applications of the test
yield identical responses. This component can
be considered as representing the true attitude
of the respondent. The second component is
random and does not reflect the respondent’s
attitude. Perhaps a question was worded am-
biguously or a respondent sneezed as she indi-
cated her response, causing her pencil to miss
the intended mark. Whatever the reason, re-
sponses to all attitude measures are to some ex-
tent affected by this random component. This
nonsystematic random fluctuation is measure-
ment unreliability. The more a response is a
result of systematic factors, the more reliable is
the measure. Conversely, the more the re-
sponse is a result of random factors, the less
reliable the measure.

A completely unreliable measure would not
measure anything; it would provide random
data. If an attitude measure were repeatedly
given to respondents and each respondent’s re-
sponses bore no relation to his or her earlier re-
sponses, the measure would be completely
useless —it would not be measuring anything.
Data from such a measure would be unin-
terpretable. To the extent that the responses
were identical each time the measures were
given—or to the extent that any changes in re-
spondents’ answers were systematic —the mea-
sure would be reliable. It would be measuring
something, even if it were not what the re-
searcher intended.

All attitude-measuring instruments are im-
perfectly reliable. Several factors detract from
reliability. First, unclear or ambiguous test in-
structions or specific questions can contribute
to measurement unreliability. Ambiguous
questions can be interpreted in more than one
way; and since such alternative interpretations
are frequently random, they increase unreli-
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ability. Thus researchers attempt to write in-
structions and specific questions clearly and
unambiguously. Most researchers pretest atti-
tude questionnaires on small groups of respon-
dents who are similar to the respondents to be
used in the actual study. Poorly worded items
can thus be identified and rewritten or elimi-
nated.

A second way to increase reliability is to in-
crease the number of specific measures of the
same attitude. As the number of questions in-
creases, any random component in a respon-
dent’s answers to specific questions becomes
less influential in determining the respondent’s
overall score. The random fluctuations on in-
dividual questions tend to cancel each other as
the number of questions increases. Also note
that as additional measures of the same atti-
tude are added, reliability increases in gener-
ally systematic and predictable degrees.

Another factor that can increase measure-
ment reliability concerns the circumstances in
which the measures are administered. Most re-
searchers have experienced the frustration of
examining a questionnaire that appears to
have been filled out completely at random.
Properly motivated respondents are not likely
to do this. Thus, researchers make every effort
to motivate respondents to fill out question-
naires or to answer interviewer questions in a
conscientious manner. For this, as well as for
ethical reasons, respondents should feel free to
decline to participate in the research.'® Finally,
measures should be administered under well-
controlled and standardized circumstances.
Measurement reliability usually decreases as
the number of different circumstances under
which the measures are administered in-
creases. For example, if the instructions to re-
spondents about how to answer questions
differed, even slightly, from administration to
administration, then measurement reliability
could be reduced.

An effort is made in most media research to
assess the reliability of the measures used. This
assessment is frequently included in the re-
search report to give the reader additional in-
formation for interpreting and evaluating the
research. This assessment frequently takes the



68 Broadcasting Research Methods

form of a reliability coefficient, denoted r,,,
which has a range of 1.0 (completely reliable)
to 0 (completely unreliable)."

Validity

Validity concerns the general issue of whether a
measuring instrument (such as a question-
naire) measures what its user thinks it mea-
sures. Although this is a common way to think
about validity, it should be emphasized that
there are several kinds of measurement valid-
ity, and any measure is valid, if at all, only in
the context of a particular use to which it is
put.

The three major types of measurement va-
lidity are content validity, criterion-related va-
lidity, and construct validity. There also are
corresponding procedures for estimating how
valid a measure is.

The content validity of an attitude measure
addresses the issue of whether the specific mea-
sures used are relevant to, and representative
of, the content of the object toward which atti-
tudes are being measured. A researcher might
be interested in measuring attitudes toward the
tax-exempt status of religions. It would be pos-
sible to construct hundreds of relevant state-
ments (called irems) about this issue, and
respondents could be asked to indicate the ex-
tent to which they agree or disagree with each
statement. (These are Likert-type scales, de-
scribed below.) However, the researcher can-
not ask respondents to answer hundreds of
items. He or she must select a sample from the
list of possible statements for inclusion in the
actual measure. To the extent that the items in-
cluded are representative of all possible rele-
vant items, the measure will have content
validity.

Whether a measure has content validity is,
to some extent, a subjective judgment. The rel-
evance and representativeness of specific items
should be independently judged by several ex-
perts in the content of the attitude object —per-
haps members of the clergy for the religion
example. An item that states: “The Genesis
version of the Bible should be taught in the
public schools,” probably would not be rele-

vant to the content of the church taxation is-
sue. The statement, “Church income and
property should be taxed like that of any pri-
vate business,” probably would be.

The basic idea of criterion-related validity is
that a measure is valid to the extent that it en-
ables the researcher to predict the respondent’s
score on other measures believed to measure
the same thing, or to predict a particular be-
havior of interest. The concern is not really
with what is being measured as long as the
measure predicts relevant respondent behavior
or responses on the second measure. For in-
stance, if the goal of a research project is the
practical concern of estimating voter turnout,
a measure yielding responses that allow the re-
searcher to do this accurately is valid, regard-
less of what it is measuring. The interest is
more in the criterion itself (voter turnout) than
in the relationship between what is being mea-
sured and the criterion. Thus, a measure la-
beled the attitude toward voting scale might
include items about past voting behavior, cam-
paign interest, attention to campaign advertis-
ing, political party affiliation, and education
level. Although this scale measures a variety of
things, it would have criterion-related validity
if responses could be combined or weighted in
such a way that voting could be accurately pre-
dicted. Criterion-related validity is often more
useful in applied research than in theoretical or
pure research.

Construct validity is a complex and contro-
versial subject. As Kerlinger writes, “It bores
into the essence of science . . . it is concerned
with the nature of reality and the nature of
properties being measured. . . .”"* In short,
construct validity is concerned with what is be-
ing measured.

The most easily understood method for esti-
mating construct validity is the known-groups
technique. If the definition of the attitude be-
ing measured leads the researcher to expect
that two groups of potential respondents will
differ in their attitudes toward the object, a
valid measure of the attitude should yield pre-
dictably different scores for the two groups.
Thus, a measure of attitudes toward the pro-



gressive income tax might be validated by giv-
ing the test to two groups who are likely to
differ on this issue~-liberal Democrats and
conservative Republicans—and showing that
the liberal Democrats, as expected, score
higher (indicate more favorable attitudes) than
do conservative Republicans.

A second approach to estimating construct
validity involves showing that scores on an at-
titude measure behave in theoretically ex-
pected ways in relation to other variables. For
example, a broadcast researcher may hypothe-
size that the degree of attention that audience
members pay to television commercials is in-
fluenced by attitudes toward the product or
service being advertised (favorable attitudes
lead to attention). If the measure of attitudes
toward the product is correlated with measures
of attention, this would be evidence for both
the validity of the attitude measure and the
usefulness of the theory on which the hypothe-
sis is based. The researcher might also have
theoretical reasons for expecting the attitude
measure not to correlate with certain other var-
iables. Demonstrating that the two variables
were unrelated would be further evidence of
the construct validity of the attitude measure.
In other words, if relationships between a mea-
sure and other variables that are predicted by
the theory are found, but other relationships
that are not predicted are not found, then the
pattern of results is evidence for the construct
validity of the measure.

How are reliability and validity related? Re-
liability is a necessary but not sufficient condi-
tion for validity. That is, for a measure to be
valid, it must be reliable; but a reliable measure
is not necessarily valid. For example, if a re-
searcher were interested in assessing a group
of respondents’ attitudes toward President
Renald Reagan, and if he or she asked them
how many children the President had, the re-
sulting answers would probably be reliable but
invalid data. Answers would be likely to be
consistent and dependable. Respondents who
today indicate that Reagan has four children
would be likely to respond in the same way
next week, too. But this response, “four,”
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would probably not reflect their attitude to-
ward Reagan.

Levels of Measurement

In measuring height, the notion that an object
three feet tall is half as tall as something six feet
tall is taken for granted. Similarly, it is clear
that the difference between three feet and four
feet is the same as the difference between six
feet and seven feet. It is thus tempting to con-
clude that someone who has an attitude of “6”
toward something is twice as favorable as
someone who has an attitude of “3,” and that
the difference between an attitude of “3” and
one of “4” is the same as the difference between
an attitude of “6” and one of “7.” Depending
on the level at which we measure an attitude,
these conclusions may or may not be war-
ranted.

The four levels of measurement are nomi-
nal, ordinal, interval, and ratio. Nominal mea-
surement involves assigning numbers to
categories that have qualitative rather than
quantitative differences. In effect, the number
is used to name the category. If one basketball
player wears a number 32 on his or her back,
and another wears number 16, there is no im-
plication that 32 has more of something than
16, let alone that he or she has twice as much of
it. The numbers only differentiate and name
the two players.

Variables of interest to the broadcast re-
searcher that would typically be measured at
the nominal level include sex, race, geographic
region, political party affiliation, and medium
of exposure (radio, TV, magazines, etc.). The
advantage of calling something “1” and “2” in-
stead of male and female is that variables so
labeled can then be analyzed, related, com-
pared, and so on, with the use of special statis-
tics for nominal scores.

Attitudes are usually measured at least at
the next level of measurement complexity, the
ordinal level. This level involves indicating the
order of magnitude of measurements. The ba-
sic relationship expressed by ordinal data is
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that of “greater than” or “less than.” For in-
stance, a respondent asked to rank order the
sources of news information toward which he
or she was most favorable, might say, “televi-
sion first, newspapers second, radio third,
other people fourth, and magazines fifth.” The
researcher might assign a “1” to television, a
“2” to newspapers, and so on. This procedure
is ordinal measurement, because nothing is im-
plied about the size of the difference in the fa-
vorableness of the respondents toward sources
that are adjacent along the scale. The differ-
ence between the respondent’s attitudes to-
ward television and newspapers might be large
or small, and it might or might not be the same
as the difference between the respondent’s atti-
tudes toward other people and magazines.
Further, nothing is implied about the absolute
magnitude of the respondent’s attitudes to-
ward the five news sources. He or she could be
highly favorable or not at all favorable toward
all five.

Interval measurement meets the same crite-
ria as ordinal measurement. In addition, the
distance between adjacent scores are of equal
intervals. The difference between two respon-
dents whose attitudes are “8” and “10” toward
some attitude-object is the same as the differ-
ence between two other respondents whose at-
titudes toward the same object are “3” and “5.”
Although the issue is somewhat controversial,
the numbers derived from most attitude scales
are treated as interval data.'" This measure-
ment allows the researcher to use more powez-
ful statistics, which increase the chance of
finding relationships between attitudes and
other variables of interest."

The fourth level of measurement complex-
ity, ratio measurement, meets all criteria of in-
terval measurement and also has a meaningful
absolute zero point. Broadcast researchers use
such ratio measures as number of hours of tele-
vision viewing. This is ratio measurement be-
cause it is conceivable for someone to watch
zero hours of television during some specified
time period. There is some question, however,
whether attitudes should be measured with ra-
tio measures. '

Attitude Measurement Scales

The most common way attitudes are measured
in broadcast research is with scales. Scales can
be used on questionnaires that respondents fill
out themselves, in face-to-face interviews, or,
with slightly more difficulty, in telephone in-
terviews.'

Many of the scales described here must be
constructed according to elaborate procedures
and pretested before being put to the substan-
tive use for which they are being created. When
constructing attitude scales, the respondent
group and the circumstances under which the
scales are pretested should be as similar as pos-
sible to the eventual respondents and circum-
stances that will be part of the actual research.
If, for example, the respondents who par-
ticipate in the actual study are to have their an-
onymity protected, then respondents who par-
ticipate in the measure-construction phase of
the research should also be assured that their
responses will be kept anonymous.

All scales described, if constructed and used
properly, can be reliable and valid measures of
attitudes.

Semantic Differential

The semantic differential (SD) scale is a gen-
eral technique for measuring the meaning that
an object has for an individual. Using the tech-
nique involves placing the name of the object
at the top of a series of seven-point scales that
are anchored by bipolar adjectives. The re-
spondent is asked to rate the object by placing
a check somewhere along each scale. For ex-
ample, the following scales might be used to
measure attitudes toward Ronald Reagan.

Ronald Reagan

good :__: bad
unfair:__:__:__: : : :_: fair

The semantic differential, developed by Os-
good and his associates, has been widely used
as an attitude measure.'® Using a statistical
procedure called factor analysis, the Osgood



group found that three general factors or di-
mensions of meaning —activity, potency, eval-
uation —seem to be measured by the semantic
differential. The evaluative factor is generally
assumed to measure attitudes. The bipolar ad-
jectives that typically anchor the evaluative
scales include: pleasant-unpleasant; valuable-
worthless;  honest-dishonest; nice-awful;
clean-dirty; fair-unfair; and good-bad. Most
measurement experts suggest, however, that a
unique and appropriate set of anchoring adjec-
tives be developed for each new attitude object
and respondent group."

The scales are scored by assigning a “1” if a
respondent’s mark is placed in the space next to
the negative side of the scale, a “2” if the mark
is in the next space over, and so on, up to “7,” if
the mark were next to the positive side of the
scale. Typically, scores from several scales are
added together to determine a composite score
for each respondent.

Thurstone Scales

This approach is named for its main inventor,
Louis Leon Thurstone.”® Scales created
through this technique are also called equal ap-
pearing interval scales. Constructing these
scales involves five steps. (1) Writing at least
100 statements about the attitude object. The
statements should be a representative sample
of all possible meaningful statements about
the object—some should be very favorable,
some very unfavorable, some moderately fa-
vorable, and so on. (2) These statements (items)
are sorted by a number of judges (usually at
least thirty) into eleven categories that appear
to the judges to be equal distances apart. (3)
The categories are assigned numbers from
“1”—very unfavorable—to “11”—very favor-
able. For each statement, a value is calculated
that is either the mean or median of the cate-
gory positions in which the item was placed. (4)
A measure of the degree of agreement between
judges about the correct category to which to
assign each statement is calculated for each
item. (5) A small number of items (usually be-
tween twenty and thirty) are selected for use on
the final scale. Items are selected that represent
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all points on the eleven-point continuum and
for which there was high judge agreement.

The respondent in the actual research is in-
structed to select each item with which he or
she agrees. His or her score is either the mean
or median of the scale values for the items with
which he or she agrees. If the scale has been
properly constructed, then each respondent
should agree with only a few items that should
have values that are similar and reflect his or
her “true” position on the attitude continuum.
The following are examples of Thurstone
items designed to measure attitudes toward
any school subject.?’ The scale values for each
item would not appear on an actual question-
naire.

Scale Values

10.2 I would rather study this subject

than eat.

8.5 This subject is a good subject.

5.5 I haven’t any definite like or
dislike for this subject.

2.6 This subject reminds me of
Shakespeare’s play —“Much
Ado About Nothing.”

1.6 This subject is a waste of time.

Likert-type Scales

Likert-type scales are also named for the prin-
cipal developer of the technique through which
they are created, Rensis Likert. They are also
called summated rating scales. Likert items are
widely used to measure attitudes, in part be-
cause they are considerably easier to create
than are Thurstone items.

Creating Likert-type scales involves these
steps: (1) A large number of statements about
the attitude object are generated that represent
all points (favorable to unfavorable) along the
attitude continuum. (2) Respondents are asked
to indicate along a five- (or sometimes seven-)
point scale the degree to which they agree or
disagree with each statement. For favorable
statements about the attitude object, a
“strongly disagree” response is scored “1,”
“disagree” is scored “2,” “neither agree nor dis-
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agree” is scored “3,” “agree” is “4,” and
“strongly agree” is “S.” The scoring process is
reversed for negative statements. Each respon-
dent’s answers to the specific items are
summed to produce his or her total score. 3) A
variety of techniques can be used to select the
smaller number of items (usually around
twenty) that are used on the completed mea-
sure. All techniques involve selecting items to
which an individual’s responses tend to agree
with his or her total score for all the items. In
other words, if a respondent is favorable to-
ward the attitude object as indicated by his or
her overall score, a good item is one that also
has yielded a favorable response from this sub-
ject. If a subject is negative toward the object,
the response to the specific item should be
equally negative.

Examples of Likert-type items designed to
measure attitudes toward feminism appear in
Figure 4-1.2

Guttman Scaling

Guttman scaling, named for its principal de-
veloper, Louis Guttman, is sometimes called
scalogram analysis or cumulative scaling. The
basis of Guttman scaling is the notion that
items can be arranged on a continuum such
that a respondent who agrees with a particular
item will also agree with all items expressing fa-
vorable (or unfavorable), but less extreme, po-

sitions toward the attitude object. Thus,
statements have to be written so that accep-
tance of a very favorable item does not pre-
clude acceptance of less favorable items. To
meet this criterion, all items on a Guttman
scale must either be positive or negative toward
the attitude object, differing only in magni-
tude of favorableness or unfavorableness. The
technique through which items are analyzed
and selected for a Guttman scale is sometimes
called the Cornell procedure.”

Respondents are scored according to the
number of statements with which they indicate
agreement. Someone who agrees with most or
all the statements, including those of high
magnitude, receives a high score. Someone
who agrees with only a few (or no) statements,
necessarily those that are of low magnitude, re-
ceives a low score.?

The following is an example of a Guttman
scale designed to measure attitudes toward flu-
oridation:”

Least favorable:

A. It is all right for people to drink
fluoridated water if they wish to.

B. If people want fluorine in their
water but can’t afford it, it is all
right for the city to pay for it.

C. The city should publicize the

Figure4-1 Examples of Likert-style Items

Women should be given equal opportunities with men for vocational and professional training.

strongly disagree neither agree strongly
disagree agree nor agree
disagree

Note: The same scales would follow each item.

There is no particular reason that a woman standing in a crowded bus should expect a man to

offer a seat.

It is naturally proper for parents to keep a daughter, on the average, under closer control than a

son.

Women should accept the intellectual limitations of their sex.
The general belief that women are by nature too high-strung to hold certain jobs is no more true

than many of our superstitions.



availability of free fluorine for
those who want it.

D. The city should add fluorine to the
water so that all people get it auto-
matically.

Most favorable:

E. The city government should
require that all citizens drink some
fluoridated water every day.

Multidimensional Scaling

Multidimensional scaling (MDS) is a class of
techniques that use information about how
similar or how different objects are, or are per-
ceived to be, in order to place them into special
relationships with one another.®® MDS is based
on the work of Torgerson and Gulliksen.”

When MDS is used to measure attitudes, re-
spondents are given a list of attitude objects
and asked to make judgments about the per-
ceived dissimilarity between each object. They
are provided with an arbitrary psychological
yardstick to apply in making their judgments
of the distances between the objects. The yard-
stick is in the form: If object X and object Y
are U unitsapart, then how far apart are object
A and object B? In order to compare each atti-
tude-object with every other object, the re-
spondent is required to make n(n-1)/2
separate judgments, where n is the number of
attitude objects. Thus, if there were five atti-
tude objects on the list, ten judgments would
be required [5(5-1)/2 = 10]—ten objects
would require forty-five judgments.

To use MDS meaningfully in measuring atti-
tudes, the researcher must know respondents
to be favorable toward at least one attitude ob-
ject on the list.

Media researchers Barnett, Serota, and Tay-
lor used MDS to examine attitude change dur-
ing a 1974 congressional election.*® Random
samples of voters were given an MDS ques-
tionnaire that included the following psycho-
logical yardstick: If John F. Kennedy and
Dwight D. Eisenhower are 10 political inches
apart, how far apart are:

Crime Prevention and the Republican
Party
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Crime Prevention and Inflation
Inflation and the Republican Party

The complete list of attitude objects used by
the researchers included: (1) crime prevention;
(2) integrity and honesty in government; (3) the
Republican Party; (4) inflation; (5) the Demo-
cratic Party; (6) Democratic candidate; (7)
campaign reform; (8) busing; (9) ME; (10) Re-
publican candidate.

ME was assumed to be the object toward
which the respondents would be highly favor-
able, although the authors point out that other
concepts such as “my vote” or “the ideal candi-
date” may have been superior. The larger the
number of “political inches” the respondents
perceived between themselves (ME) and a par-
ticular object, the more negative they were as-
sumed to be toward the object.

The MDS questionnaire was administered
to random samples of voters at three times dur-
ing the campaign. Based on the spatial config-
urations of the relationships between the
objects found at the first administration, the
researchers were able to advise one candidate
about what advertising messages would be
most likely to move himin the voters’ collective
abstract spatial configuration toward issues
the voters favored and toward “ME,” the vot-
ers themselves.

Figure 4-2 displays a three-dimensional ar-
rangement or “plot” of the relationships be-
tween the ten attitude objects at the time of the
first administration of the questionnaire. The
numbers of the figure correspond to the num-
bers of the attitude objects listed above. This
arrangement is designed so that the distance
between any two objects approximates the av-
erage distance between the objects indicated by
the group of respondents on the MDS ques-
tionnaire.

The MDS procedure was also shown to be a
better predictor of the election results than was
a companion question, “If the election were
held today, whom would you vote for?” tradi-
tionally used in political opinion polling.

MDS is a relatively new procedure and has
not been widely used as an attitude measure in
broadcast research. Nonetheless, it has been
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Figure 4-2 A geometric approximation of the
distances between each attitude object at the
first administration of an MDS questionnaire
before a 1974 Michigan congressional election.
(Barnett, Serota and Taylor, “Campaign Com-
munication and Attitude Change, Human
Communication Research Volume 2 {1976]: p.
233. Reprinted by permission of International
Communication Association.)

demonstrated to be a viable measurement tech-
nique that in some research applications can be
superior to more traditional scaling.” Its use
will likely increase in the future.

Hybrid Scales

The scales presented thus far have generally
been described in their pure form. Research-
ers, however, frequently use modifications of

the various scale construction techniques or
combine features of several measures. This
section presents a small and nonrandom sam-
pling of these hybrid scales.

A study by Atkin and Block that examined
the impact of alcohol advertising on audience
attitudes toward alcohol used three different
types of scales.”® First, attitudes toward the
persons appearing in the ads were measured as
in Figure 4-3.

Next, respondents were asked about their
attitudes toward particular brands of beer, as
in Figure 4-4.

Finally, respondents were asked about their
attitudes toward a brand of bourbon, as in Fig-
ure 4-5.

The Roper Polling Organization used the
following modification of a Thurstone-type
measure to assess the public’s view on one as-
pect of the energy crisis:*

Here is a list of statements about the gasoline
shortage (respondent given card). Which one
of those statements comes closest to express-
ing your opinion?

A. There is a very real shortage, and the
problem will get worse during the next 5to 10
years.

B. There is a real oil shortage, but it will be
solved in the next year or two.

C. There was a short-term problem, but it
has been largely solved and there is no real
problem any longer.

D. There never was any real oil shortage —it
was contrived for economic and political rea-
sons.

Polling organizations frequently measure
attitudes with questions that have dichoto-

Figure 4-3  Attitudes toward ad spokespersons as measured by Atkin

and Block.

Rate the people (or person) in each ad by circling the number that most accurately reflects your

view.

Not
Trustworthy
Not
Competent 0 1 2 3 4

0 1 2 3 4

Most

6 7 8 9 10 Trustworthy
Very

6 7 8 9 10 Competent
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For each of the following beers, draw a circle that shows whether your attitude is positive or nega-

tive.
Very
Negative Negative
Budweiser - - -
Miller - — -
etc.

Very

Neutral Positive Positive
o + + +
o + + +

Figure 4-4 Attitude toward brands of beer from Atkin and Block.

mous response options. NBC News asked the
following question of a national sample of
adults:*

The new treaty between the United States and
Panama calls for the United States to turn
over ownership of the canal to Panama at the
end of this century. However, this treaty has
to be approved by the Senate. Do you favor
or oppose approval of this treaty by the Sen-
ate?

The technique of asking the respondent a
direct question about his or her attitude and
providing scaled response categories is com-
mon. Hocking used this procedure to measure
attitudes toward a particular rock and roll
band (not the Rolling Stones) and toward rock
music in general® (see Figure 4-6).

Other Attitude Measures

Open-ended Questions

Open-ended questions differ from closed ques-
tions in that the respondent is not given a set of
categories from which to select a response. Ex-
amples are, “How do you like the way the Su-
preme Court of the United States is doing its

job these days?” and “How do you feel about
the Soviet invasion of Afghanistan?”

Depending on the nature of the research
project, open-ended questions can be useful as
attitude measures. They may enable the re-
searcher to discover respondent attitudes that
may not have been anticipated when the mea-
surement instrument was designed. They offer
the potential for the researcher to gain a richer
insight into the nuances of feeling that sample
members may hold toward the object in ques-
tion. The use of open-ended questions can also
be an effective means of increasing rapport
with the respondent by allowing him or her to
express his or her views in more detail. For this
reason, it is generally a good idea to include a
few open-ended questions on attitude measur-
ing instruments. Many respondents find long
lists of closed-ended scale items boring or frus-
trating to fill out.

Open-ended questions also have certain dis-
advantages and thus should be used judi-
ciously. They are time consuming—both to
gather initially and to interpret later. Some re-
spondents ramble and give answers that are
long and/or irrelevant. It is often difficult reli-
ably to code (assign numbers) to responses.
Also, data derived from open-ended questions
frequently do not meet all the interval mea-

Figure 4-5 Attitude toward one brand of bourbon as measured by

Atkin and Block.

Do you think Wild Turkey is a good brand or a bad brand of bourbon? Give it a rating score

between 0 and 10— 10 is the highest possible score.
Bad Brand 0 1 2 3 4 5

6 7 8 9 10 Good Brand



76 Broadcasting Research Methods

How would you evaluate the overall quality of this band?

Extremely Extremely

Bad 9 8 9 9 g g g g g g g Good
In general, how much do you like rock and roll music?

Dislike Like

alot a Lot

Figure 4-6 Attitude toward a rock and roll band as measured by

Hocking.

surement assumptions and thus should be
treated with less powerful statistics (see end-
note 195).

Unobtrusive Measures

All paper-and-pencil measures of attitudes,
whether self-administered or administered
face-to-face or in phone interviews, to some
extent obtrude on the respondent. The respon-
dent is aware that his or her attitudes are being
measured. This awareness has the potential to
affect responses, especially when the attitude
object is one for which some responses are per-
ceived to be more socially desirable than
others. For example, broadcast researchers
have found that television audiences indicate
verbally that they have very favorable attitudes
toward educational television. These reports,
however, are apparently influenced by respon-
dents’ beliefs about the social desirability of
their answers, since other measures of the same
attitudes (such as ratings) are not consistent
with these verbal reports.

In their book on unobtrusive measures,
Webb and his associates argue that this, as well
as other potential shortcomings of using
“reactive” measures (questionnaires and inter-
views), can be minimized by using measure-
ment techniques that do not require
respondent awareness of the fact they are be-
ing measured.* A further theme of their book
is that a shortcoming of much social research is
the reliance on single measures. They point out
that all measures are imperfect. “If a proposi-
tion can survive the onslaught of a series of im-
perfect measures, with all their irrelevant
error, confidence should be placed in it.””
They argue that unobtrusive measures can be
important supplements to interviews and ques-

tionnaires. They describe three broad catego-
ries of such measures: physical traces,
archives, and observations.

Physical traces include erosion, in which the
degree of selective wear on some material
yields the measure; and accretion, in which the
measure is some deposit of materials. Ex-
amples: A measure of the popularity of ex-
hibits in Chicago’s Museum of Science and
Industry was derived by finding that the floor
tiles around the hatching-chick exhibit were re-
placed every six months. Tiles at other exhibits
lasted years before replacement was required.
One researcher measured the readership level
of advertisements by counting the number of
different fingerprints on the pages.

Archives include the ongoing, continuing
records of a society, and episodic and private
records. Examples: Library records were used
to examine one effect of introducing television
into a community. Withdrawals of fiction titles
dropped, but nonfiction titles did not. One re-
searcher attempted to measure air passenger
anxiety by examining records on the sale of al-
coholic drinks in airports after major air
crashes.

Observations involve simply watching be-
havior and inferring that the person observed
has an attitude consistent with the behavior.
For instance, racial attitudes in two colleges
were compared by observing the grouping of
blacks and whites in classrooms. The degree of
fear created by ghost stories was measured by
observing the shrinking diameter of a circle of
children.

Perhaps the most widely known unobtru-
sive measure in broadcasting research is Ban-
dura’s use of the Bobo doll in investigating the
impact of violence in the broadcast media.*®



The independent variable in a series of studies
was exposure to broadcast materials that either
did or did not depict violent acts. The depen-
dent variable was the number of times that the
child viewers struck a Bobo doll placed nearby.
Bandura demonstrated, at least within the lim-
ited context of his procedures, that media vio-
lence can contribute to viewer violence.

Obviously, the researcher is limited in using
observations as attitude measures by the prag-
matic necessity of using behaviors that can be
elicited from research participants. This is the
reason for the reliance on paper-and-pencil
measures and on interviews in the overwhelm-
ing number of broadcasting studies using the
attitude concept.

Summary

This essay introduced attitude measurement.
Attitudes were defined, and their use in broad-
casting research as independent, mediating,
and dependent variables was explained. The
concepts of measurement reliability and valid-
ity were discussed, as were the four levels of
measurement complexity: nominal, ordinal,
interval, and ratio. Commonly used measure-
ment techniques were described, including se-
mantic differential scales, Thurstone scales,
Likert scales, Guttman scales, multidimen-
sional scaling, hybrid scales, open-ended ques-
tions, and unobtrusive measures.
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Ethnographic
Studies of
Broadcast Media
Audiences

James Lull

Despite the fact that most media consumption
occurs at home, little social research on broad-
casting has been conducted there. The family
home is an intimate location. Particularly in
this country, where emphasis is placed on pri-
vacy, the idea of invading the home to do social
research does not appeal to most researchers.
To date, naturalistic studies of families have
been rare. Naturalistic studies of broadcast au-
diences conducted in homes are even less com-
mon.

There are some exceptions. An observa-
tional study of seventeen “normal” and dis-
turbed families was undertaken by two Boston
psychiatrists and their associates." Henry
wrote about five psychiatrically disturbed
families after living with each for one week.’
Lewis lived with Mexican and Puerto Rican
families, observed their activities in relation to
their histories, interviewed them, and recon-
structed their realities in his written accounts.’

The famous videotaped ethnography of the
William Loud family was aired on public tele-
vision. More recently, Wilkes documented the
lives of Six American Families for public tele-
vision. He also wrote a short book about these
families and the method he used.* Lull devel-
oped a typology of the social uses of television
by living with families and documenting their
communication habits.’ Reid provided a sym-
bolic interactionist interpretation of children’s
time spent watching television commercials us-
ing observations collected in homes.® Other
researchers have also begun to collect ethno-
graphic data on media audiences.” Naturalistic
studies of audience behavior probably will be
undertaken more frequently in the future.

This essay provides specific methodological
suggestions for researchers who intend to con-
duct observational studies of broadcast audi-
ences. Data also are presented regarding the
effect of the observer on the family unit, with
special attention to potential disturbances of
family television viewing.

Methodological Issues

The ethnographer of family audience behav-
ior must be concerned with: (1) sampling, (2)
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observational techniques, (3) stages of data
collection, and (4) organizing and presenting
data. This discussion focuses on lessons
learned from research conducted during the
past several years in Wisconsin and California,
where observations and interviews of more
than 300 families have been made for periods
of three to seven days each.

Sampling

Depending on the number of families re-
quired, the sampling can be very time consum-
ing and frustrating. Nonetheless, as many as
90 observers have been placed simultaneously
in families previously unknown to them.
Through trial and error, an effective means has
been found for locating families who will per-
mit extended observations in their homes.

Random phone calls or neighborhood sur-
veys conducted to contact families initially
have not worked well. Even the most conserva-
tively dressed representative with the most ap-
parently benign intent has been unable to
convince subjects to open their doors for ob-
servation. Contact through some agency of
importance to the family is usually necessary
to gain access. These agencies include religious
and educational institutions, places of work,
community service groups, and clubs. If the
agency is of great importance to the family (as
in the case of religious or vocational institu-
tions), then families in the sample are likely to
be homogeneous.

Civic groups and clubs represent a wider
range of family types. Even though there may
be less emotional commitment to these organi-
zations when compared with religious or voca-
tional groups, most families still honor a basic
commitment to community groups and respect
the desires of their leaders, thereby increasing
the likelihood that they will agree to partici-
pate. Groups such as girls clubs, boys clubs,
Parent Teacher Associations, and community
nursery schools have been especially coopera-
tive. Some family research requires that chil-
dren of a particular age be present in the home,
and these agencies can be helpful.

A successful approach to gaining groups’
cooperation has been first to call their adminis-

trators, explaining the essential nature of the
research program and requesting to address
the next board meeting. At the board meeting,
the general nature of the research project is ex-
plained, and the cooperation of the group is re-
quested. The researcher’s affiliation with a
local university and the noncommercial nature
of the investigation are persuasive factors. The
researcher describes an interest in studying
“communication in families” or “family life”
(never mentioning mass communication or
television viewing).

The executive group is asked to endorse the
research project and to provide access to tele-
phone lists of their members or to allow a per-
sonal appeal for volunteer subjects at the next
meeting of the general membership. Telephone
calls, in which the research project is identified
as being conducted cooperatively with the
group, have been more productive of willing
families than have been speeches to the general
membership of these community groups. Both
approaches have been effective, however. De-
pending on the project and the group, 25 to 35
percent of the families contacted initially have
been willing to participate.

From families that agree to serve as sub-
jects, an additional 10 to 20 percent will not
provide usable data for various reasons. Over-
sampling is necessary for studies that involve
many observers and families. No effort has yet
been made to determine whether the kinds of
families who self-select into samples for ethno-
graphic studies are different from those who
do not cooperate. Sampling procedures have
generated an assortment of family types.
Whether this assortment is representative of
American families overall is a methodological
consideration that has not been investigated.

Families have not been paid when students
do the observing and when the length of time
involved is short. When inconvenience to the
family is great, as in week-long stays, families
have been paid a small amount of money and
asked to provide food. Arrangements have
sometimes been made, particularly with farm
families, for the observers to perform certain
work tasks in order to compensate for the in-
convenience they may cause.” Observers have
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not always slept at subjects’ homes. Little data
seem to be lost if the researcher leaves at bed-
time and returns the next morning.

Observational Techniques

The particular theoretical and conceptual con-
cerns that motivate a research project deter-
mine what qualifies as observational evidence
and what the manner for documentation of
family data should be. Naturalistic studies in
communication, such as those that analyze
conversational form, may require precise doc-
umentation of verbal interaction. Audio- and
videotape recorders have sometimes been used
to document conversations, but this technique
has rarely been used in home settings.

The use of electronic recording equipment
to study family television viewing has been
tried at least once but with limited success. Ina
study by Bechtel and his associates, television
cameras were placed on top of the television
sets of a small sample of families in order to
document their behaviors while viewing.'® Mi-
crophones were placed around the room in or-
der to record conversations and personal
reactions to the shows. The scope of this re-
search project was limited only to the charac-
teristics of eye contact, physical movement,
and talk patterns while viewing. These are in-
teresting considerations, but the ethnographer
usually wants to learn more about the environ-
ment in which these behaviors are taking place.

It is technically possible to pin small cord-
less microphones on each family member while
a slow speed, multitrack audiotape recorder
documents everything said during the observa-
tional period (one track on the recording unit
assigned to each person). The difficulties with
this approach are that the equipment is expen-
sive and the researcher has no record of where
the taped comments were made. This latter
problem can be overcome by continual note-
taking by the observer. In spite of the prob-
lems, such a technical device may prove to be
suited to studying family life.

Currently, the most effective method for
documenting the activities of family life is still
written notes made by the observer. Note-tak-
ing in the presence of families is an awkward

task that must be done in a way that attracts
minimum attention. Student observers may
have an advantage since they can take notes in
the guise of homework chores. This technique
has often worked well in the study of media au-
dience behavior, since many families spend
their evenings in front of the television set. The
student observer, also seated in the viewing
area but surrounded by homework, can easily
take notes on interpersonal interaction that ac-
companies viewing. It is helpful to document
conversations as they unfold, a goal facilitated
by taking notes in this fashion.

The natural breaks occurring during obser-
vational studies give the researcher time to take
detailed notes about what transpired during
the preceding minutes or hours. Reconstruc-
tion of the scene is more accurately accom-
plished when opportunities are created to take
notes during the actual observational period.
Additional notes can be made at bedtime. At
first, many families are sensitive to observer
note-taking, and it is sometimes difficult to be
unobtrusive during early stages of the re-
search. Note-taking becomes less troublesome
during later stages of data collection.

Stages of Data Collection

An ethnographer studying family life at home
must first decide the length of the observa-
tional period for each family. The time unit
must be sufficiently long to understand the
family and to insure that the behaviors ob-
served are not staged for the researcher’s bene-
fit, thereby obscuring valid identification of
concepts and relationships. On the other hand,
observation should cease when the important
characteristics of social structure and process
have been identified and documented. Seven
days is often an excellent, time for reasons that
will be discussed later. At least three days per
family seems to be the minimum.

It is necessary to establish rapport with fam-
ily members sufficient to insure the gathering
of valid self-reports and accounts by subjects
of the perceived attitudes and behaviors of
others. The privacy of the home and the small
number of subjects involved in family research
may make the observer’s presence more con-
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spicuous than in other settings. Nonetheless,
the observer who is accepted into the family
system can provide “camera-like views of the
movements, conversations and interactions” in
a way no other social research method can
rival."

When researchers live in the homes of fami-
lies, “stages of familiarity” or “stages of trust”
develop. These stages vary from observer to
observer and from family to family, but some
basic techniques can help standardize the se-
quence of events and the time they require.

The process typically develops in three
stages. In the first stage, spanning roughly the
first two days of observation, family histories,
biographical sketches, and descriptions of the
physical environment are the primary elements
recorded. Time can be spent effectively noting
everyday objects, such as home furnishings,
clothing, ornaments, tools, domestic appli-
ances (particularly the location of television
and radio receivers), and other machinery.|2
This is a natural and convenient development
since the researcher immediately encounters
the physical aspects of the environment when
the observational period begins. It is perhaps
best to document these items right away any-
way, since their appearance may be more strik-
ing at first than later, when the researcher has
become accustomed to the surroundings.

Families often begin to reveal much of their
past and present during the first day or two of
observation. This revelation of personal infor-
mation is often produced with little or no stim-
ulation and makes the situation more relaxed.
The researcher may feel more comfortable by
saying something personal at this time, al-
though specific references to the objectives of
the research program should not be made.

Interaction sequences, family routines,
communication habits, particular media uses,
and more detailed personal information be-
come accessible to the researcher during the
second stage of the research. Using a seven-day
model for the period of observation, the sec-
ond stage typically begins late in the second
day or during the third day. The researcher be-
gins to feel that the interpersonal dramas un-
folding are normal.

During this second stage, the observer must
create and sustain rapport with family mem-
bers while maintaining the disinterested eye
and ear of the objective observer-reporter. He
or she must also understand each family mem-
ber’s acts from the actor’s perspective while re-
taining an objective attitude toward the “actor
and the action scene.”” The close quarters of
family studies can make the adjustment of the
observer to the subjects, and their adjustment
to him or her, difficult. The observer must en-
gage in enough conversation and physical ac-
tivity to appear and feel normally situated in
the place of study, yet he or she must not lead
conversation or direct behavior. Families can
be asked directly not to alter their routines to
accommodate the observer. Families must be
confident that they are not being judged or
evaluated by comparison to an external behav-
ioral norm.

In research conducted in Wisconsin and
California, observers participated in family
routines for the duration of the observation
periods. They ate with families, performed
household chores, played with the children,
and engaged in group entertainment, particu-
larly television watching. A successful method
for achieving rapport with family members
during the second stage was for the observer to
participate in activities that were important to
each individual. For instance, ethnographers
of dairy farm families should be prepared to
help milk the cows, do the barnyard chores, as-
sist in housework, and play with the young
children. These behaviors help the observer be-
come accepted by each member of the group.
Such gestures should not be sustained to the
point where they begin to interfere with the
natural manner in which the activities are con-
ducted. These moments of sharing labor have
also proven useful for gathering additional in-
formation by means of informal questioning.

Validity and reliability checks on specific
observations, concepts, behavioral rules, or
theory are usually the last data-gathering re-
sponsibilities in family research. This third
stage occurs after the last day of observation
has been completed. Independent interviews
are conducted with each family member. These
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question-and-answer sessions should be re-
corded on audiotape. They are unlike others
that take place in social research since by this
time an unusual degree of rapport has been es-
tablished between the observer and family
members. This atmosphere contributes to re-
laxed, productive, and revealing interview ses-
sions. During these sessions, family members
are typically willing to comment at length
about their feelings regarding the issues raised
by the observer and to report their beliefs and
opinions about other family members.

Organization and Presentation of Data

Three or four forms of raw data typically exist
at the conclusion of the research period. Writ-
ten materials include the notes taken by the ob-
server during the time spent with individual
families. The observer also has written a sum-
mary at the end of each observation day. An-
other form of written material sometimes used
is a standardized interview schedule, adminis-
tered to each family member during the final
stage of data collection. Audiotape recordings
are made by interviewing each family member
at the conclusion of the observational period.
Written transcripts are then made from the
tape recordings. With these materials at hand,
the ethnographer organizes and writes a re-
port.

Written reports conform to one of three ba-
sic plans. First, if the ethnographer has studied
family life with specific a priori research hy-
potheses in mind, the most effective way to re-
port the findings is to organize the evidence
around these hypotheses. In exploratory, inter-
pretive, or phenomenological works, the re-
port can focus on individual family members
or on communications phenomena distilled
from the raw data. Third, a combination of
these approaches may be appropriate.

Some reports are book-length manuscripts.
For instance, in one lengthy ethnography of
family communication and mass media habits,
each family was discussed in terms of its (1)
family structure and communication patterns,
(2) family media habits, (3) media habits of in-
dividual family members, and (4) particular
communications phenomena (such as use of

mass media to establish and demonstrate inter-
personal dominance, parasocial interaction
with television and the maintenance of mar-
riage, television and exploration of interper-
sonal possibilities, natural viewing rights,
regulation of program viewing, and successful
role enactment).'

A simple but useful technique is to type all
observational and interview notes that will be
used in compiling the final ethnographic re-
port. After carefully reviewing the data for
themes to be explored in the analysis, observa-
tions and interview comments are sorted by
first cutting the typewritten pages into units of
one observation each. Then the researcher re-
arranges the bits of data into topics with the
proper internal consistency in each.” Samples
of conversation and descriptions of interaction
patterns can be used to illustrate conceptual
focal points. These data help the ethnographer
of communication demonstrate the internal
validity of areas to be developed theoretically.
Finally, accurate and concise use of language
facilitates ethnographic reporting, making the
work credible and potentially useful to a wide
range of readers.

Observer Obtrusiveness:
Some Recent Findings

A common criticism of ethnography is that the
presence of an observer in a naturalistic envi-
ronment must affect those who are observed,
altering their behavior and thereby distorting
the nature of the phenomena under study. The
existence or magnitude of this problem has yet
to be documented empirically; nonetheless,
many researchers assume it to be true. Of
course, every method of data collection in so-
cial research interferes in some way with the
natural behavior of the individuals studied. In
experimental or survey research, the investiga-
tor creates an unnatural event (the experiment
with its artificial setting or the survey that so-
licits verbal re-creations of reality). In ethnog-
raphy, the investigator documents naturally
occurring behavior but risks interference by
being present.
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Table 5-1 Was Your Behavior Affected by Observer’s Presence?

Yes %
Fathers (n =68) 14 20.6
Mothers (n = 82) 17 20.7
Children (n=179) 48 26.8
N =329 79

In a study of audience members’ uses of
television, 85 trained observers were sent for
three days into the homes of families unknown
to them.'® Observations of family communica-
tion, including media use, were made the first
two days. On the third day, the observer asked
a standard set of questions of each family
member seven years of age or older. The inter-
view schedule included questions about pos-
sible effects of the observer’s presence in the
home.

Fathers and mothers were equally likely to
say that the observer’s presence affected their
behavior (Table 5-1), with one of five indi-
cating that they behaved differently. Children
said they were only slightly more likely to be
affected by the observer.

Family members reported three major cate-
gories of altered behaviors (Table 5-2). Most
family members who said their behavior was
different indicated that they were nicer, more
polite, or more formal than usual. This finding
may, in part at least, be due to the short period
of observation in this study.

Family members more frequently believed

that someone other than themselves was af-
fected by the presence of the observer (Table 5-
3). Generally, the person named as affected
was one of the children. The child was usually
said to be more animated or talkative, ploys
apparently used to gain the observer’s atten-
tion (Table 5-4). Respondents said the altered
behaviors of other family members fell into
three main categories: (1) animated-attention-
seeking-talkative, (2) nice-polite-formal, and
(3) shy-nervous-quiet-inhibited. The reac-
tions reported about other family members
were similar to the behaviors that emerged
from the self-reports.

Respondents strongly indicated that their
television viewing was not altered because of
the observer (Table 5-5). Parents and children
both reported that, with few exceptions, their
television habits did not differ with the ob-
server in the home. This is an encouraging
finding for ethnographers of audience behav-
ior, since it indicates that even though some au-
dience members modify their behavior with
the observer present, these changes apparently
do not involve the disruption of routine pat-

Table 5-2 How Was Your Behavior Affected by the Observer’s Presence?

f %
No difference 250 75.9
Nice-polite-formal 38 11.5
Animated-attention-seeking-talked more 12 3.6
Shy-nervous-quiet-inhibited 16 4.8
Stricter 2 0.6
Talked to observer 4 1.2
Didn’t specify difference 7 _ 2.1

329 100.0
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Table 5-3 Who Acted Differently?

f %o % (of individuals in subgroup)
Father (n=68) 18 5.5 26.5
Mother (n=82) 24 7.3 29.3
Child (n=179) 87 26.4 48.6
Nobody 200 _60.8
329 100.0

Table 5-4 How Did That Person Act Differently?

f %o

No difference 250 75.9
Nice-polite-formal 38 11.5
Animated-attention-seeking-talked more 12 3.6
Shy-nervous-quiet-inhibited 16 4.8
Stricter 2 0.6
Talked to observer 4 1.2
Didn’t specify difference _1 _ 2.1

329 100.0

terns of television use. In the few cases when
television watching was reported to be altered,
the distribution of changes revealed no system-
atic trend (Table 5-6). Among the viewers who
indicated that their amount of viewing
changed, about the same number said they
watched more television as less when the ob-
server was in the home. Only two of the 329
who were questioned said that the television
was turned off, on, or to a particular channel
in order to accommodate the observer.

Summary

Ethnographic research is an interpretive enter-
prise whereby the investigator uses observa-
tion and in-depth interviewing to grasp the
meaning of communication by analyzing the
perceptions, shared assumptions, and activi-
ties of the social actors under scrutiny. This
essay provides some specific practical sugges-
tions for observing families in their homes.
The recommendations are intended to illus-

Table 5-5 Was Your Television Viewing Different because of Observer?

Yes %
Father (n=68) 11 17.2
Mother (n=82) 12 14.7
Children (n=179) 22 12.3

45
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Table 5-6 What Were the Differences in Family Television Viewing?

f %

No difference 286 86.9
Watched more 18 5.5
Watched less 13 4.0
Watched different shows 1 0.3
Different viewer arrangement 4 1.2
Different viewer time 2 0.6
Advantage for child 2 0.6
More talk/activity 1 0.3
TV for observer _2 _0.6

329 100.0

trate particular approaches to studying the be-
havior of broadcast media audiences. These
recommendations do not exhaust the possible
ways of conducting family ethnographies, nor
has every methodological issue been discussed.
Since ethnographic studies of audience be-
havior involve spending time in the natural
environment where media messages are con-
sumed, a discussion of the effects of the ob-
server on family members has been presented.
Data from a recent mass observation study
demonstrate that the presence of the observer
does not severely disrupt the normal behavior
of families. Television viewing habits are infre-
quently disturbed under these conditions, and
the changes that do occur are not systematic.
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Studies of the mass communication process us-
ing physiological responses as measures are
relatively rare, but an abiding suspicion that
important and otherwise unavailable informa-
tion lies hidden in the human subconscious
gives these studies great appeal. On the whole,
such studies depend on measuring involuntary
changes in the sympathetic nervous system as
indicators of information processing ongoing
in the central nervous system. The theoretical
constructs to which physiological measures
have been said to relate include emotional
arousal, habituation, orienting, and attention.

Interest in physiological measures endures
because of these features:

1. Physiological devices are completely stable.
.. . This means that significant variability
in the obtained data reflect changes within
the subject and not in the measuring. . . .

2. Physiological measures can be monitored
continuously over time. . . .

3. Physiological measures are derived solely
from the individual, in contrast to many
measures of social behavior which are de-
fined relative to the responses of a group.
This means that greater differentiation of
an individual’s behavior in a social situation
can be made by examining both socially di-
rected behavior and bodily activity.'

The Three Nervous Systems

Exciting fields of the life sciences today are the
neurosciences —anatomy, biochemistry, and
physiology—in which significant discoveries
about the human nervous system are occurring
with such frequency that keeping up becomes a
major investment in time and study materials.
For study purposes, the human nervous system
can be divided into the central nervous system,
the limbic system, and the autonomic system.

The Central Nervous System

The central nervous system of human beings
differs from that of other animals. The spinal
cord provides a two-way path for nervous im-
pulses to the body’s striped muscles (muscles

6
Physiological
Responses to
the Media

James E. Fletcher
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that move the skeleton) and for sensory signals
from the receptors of pain, temperature,
touch, movement, and so forth. Sitting atop
the spinal cord and amounting to an intricate
elaboration of the cord are the structures of the
brain—the neocortex (cerebrum), midbrain,
cerebellum, and hindbrain (pons and medulla
oblongata). These structures must work in the
communicating adult; the neocortex of the
cerebrum draws the lion’s share of attention as
the seat of learning, memory, feeling, lan-
guage, and expression.

The Limbic System

The existence of the limbic system had been
postulated in 1878 by the French anatomist
Broca, but it was named only about thirty
years ago by MacLean.? The limbic system’s
functions are still not completely understood.
This system consists of fifty-three regions and
thirty-five associated tracts lying in a circular
arrangement immediately below the cerebral
cortex. Its connections to the central nervous
system and to the autonomic system are exten-
sive, and its influence on them and on the en-
docrine system is important. The limbic system
has a role in the harmonious integration of
these systems in the body’s response to its envi-
ronment. To date, systematic study of the lim-
bic system and its role in human
communication has hardly begun.

The Autonomic System

The autonomic nervous system is identified
structurally by its connections to the smooth,
involuntary muscles of the body; it includes
pathways running parallel to and outside of
the spinal cord. Outside of the brain, it consists
of two sometimes opposed subsystems—the
parasympathetic and sympathetic nervous sys-
tems.

The parasympathetic system consists of ner-
vous pathways extending from both ends of
the spinal cord. From the head, these pathways
are extensions of the cranial nerves; the largest
is the tenth cranial nerve—the vagus. The
parasympathetic system is also marked by the
postganglionic synaptic transmitter chemi-
cal —acetylcholine. That is, when a neural
signal crosses the synapses that flow from

the ganglia of the parasympathetic system, the
chemical acetylcholine forms to transmit the
signal across the synapse. Hence, parasympa-
thetic pathways are also called cholinergic.

The sympathetic nervous system is identi-
fied by a system of ganglia lying parallel to and
outside of the spinal cord. Most postgangli-
onic synapses of the sympathetic nervous
system are characterized by the chemical nor-
adrenaline as the synaptic transmitter. The ex-
ceptions are the nerves connecting the
sympathetic system to the liver, adrenal
glands, and sweat glands; these sympathetic
nerves are cholinergic like those of the para-
sympathetic system. Because the postgangli-
onic synaptic transmitter substance for most
of the sympathetic system is noradrenaline, the
sympathetic nervous system is sometimes la-
beled adrenergic.

As a general rule, the parasympathetic sys-
tem is classified as anabolic, “concerned with
conservation, accumulation and storing of
bodily energies.” The sympathetic system is
catabolic, “serving to facilitate all internal
processes that aid muscular efficiency.”

The sympathetic nervous system is more
frequently involved in studies of communica-
tion; this system alters the body to take in more
information from the environment and pre-
pares the body to respond.

How Physiological
Responses Are Measured

The typical physiological recording device is
represented in Figure 6-1.

The transducer, which converts so