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Media Structure and Audience Influences on Channel Repertoire

Channel repertoire is the number of available television channels that
viewers choose to watch, typically fewer than a dozen. The operative word is
choose, because choice of favored channels is active rather than passive,
especially as the number of possible choices has mushroomed in recent years.
As a result, channel repertoire is one element of the "new media environment"
(Webster, 1986) that embodies the concept of selectivity. This paper argues
that channel repertoire is one framework for understanding audience activity
and selectivity.

There are practical reasons to study channel repertoire. Competitive
considerations implore the broadcast and cable channels to have "top of the
mind" awareness. As compression technologies promise 400-channel cable
television systems, the need for channels to attract loyal viewers increases
in a fragmented environment. Merely discovering that viewers are unable to
comprehend tens of channels, let alone hundred of channels, may give solace to
media practitioners thrust into future shock. Auletta (1991) outlined the
revolutionary impact of channel fragmentation on the Big Three networks.

The theoretical implications of channel repertoire are even more
compelling. The portrayal of viewers as passive couch potatoes has been
popular for many years because watching television involves some nonselective
behavior. Bechtel, Achepohl, and Akers (1971) found that people engage in a
variety of activities while watching television. Viewing is not necessarily
active. Moreover, the universe of options in the multichannel environment is
determined by the situation (e.g., cable, VCR, independent channels). But a
small number of channels, chosen from a much larger set of available channels,
Suggests that audiences in the new media environment may be actively and

selectively choosing their television options (Ferguson, 1990).
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Past research on channel repertoire used different definitions based on
method. General channel repertoire simply asks how many channels are viewed
regularly, without reference to particular channel identification. The answer
is more likely to be a guess because the response is not grounded by specific
recollection. Aided channel repertoire presents a roster of channels from
which a repertoire can be recalled. The answer is more accurate but does not
distinguish between salient channels and less memorable channels. Unaided
channel repertoire asks which channels are viewed regularly, without any
assistance. The answer is the best conceptualization of channel repertoire
but is susceptible to temporary memory lapse that may omit salient channels.
Greenberg, Heeter, and Lin (1988) noted "unaided recall provides a smaller set
of channels in the channel repertoire of the individual viewer" (p. 197).

Total channel repertoire

Total channel repertoire (TCR) is the number of channels that viewers
remember watching if aided recall is used. From May 1981 data, Nielsen (1982)
observed that viewers watched only 8 channels from an offering of 25 channels.
Heeter and Greenberg (1988) noted "one individual’s repertoire of 10 regular
channels may be very different from another’s repertoire” (p. 38). Lochte and
Warren (1989) studied TCR and suggested future research into the use of remote
control devices (RCDs).

Remote control devices are an increasingly important element of the new
media environment (Walker & Bellamy, 1991). Remote control penetration in
1990 had reached 77.0% of television households in the United States (Shagrin,
1990), compared with 70.2% VCR penetration ("In Brief," 1991) and 61.2% cable
penetration (Sheridan, 1991).

Ainslie (1988) reported on "grazing" (flipping through channels with

remote control devices) as a new way of watching television. Drawing on a
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national sample of 650 adult respondents surveyed by Frank N. Magid
Associates, Ainslie found that two major motivations for grazing were boredom
and concern for missing a better program on another channel.

Heeter (1985) found that TCR is predicted by cable television
subscription. Ainslie (1988) reported that viewers with remote control
devices have significantly higher TCRs than viewers without RCDs. Ferguson
(1992) confirmed these structural variables (cable subscription and RCD use)
and measured RCD motivations suggested by Ainslie (1988). Walker and Bellamy
(1991) also identified motivationskfor RCD use, many of which may predict TCR.

Wenner (1990) found that RCD use is related to greater affinity for
television. It is reasonable to expect that the amount of viewing and higher
levels of channel changing would also be related to RCD use and total channel
repertoire.

The first hypothesis of the study focused on Total Channel Repertoire.
We expected that TCR would be explained by structural variables such as cable
subscription and VCR ownership and by television behaviors, such as higher
overall television viewing, greater affinity for the medium, and higher levels
of channel changing. Because TCR reflects a base level awareness of program
content, we predicted that:

H1: Total Channel Repertoire will be predicted by: (a) cable

subscription, RCD ownership and VCR ownership, (b) higher levels
of television exposure, affinity, and channel changing.

Active Channel Repertoire

Active channel repertoire (ACR) is the number of channels that viewers
freely recall watching (i.e., unaided). Active channel repertoire is

generally smaller than total channel repertoire (Greenberg, Heeter, & Lin,
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1988). Based on models of free recall in cognitive psychology, ACR indicates
that channels have been accessed frequently, recently, or committed to
long-term memory (Klatzky, 1980). Active CR also reflects a more mindful and

active use of television, because channels are remembered without prompts and
at top of mind. Thus, viewers will more aware of channels whose programs were
actively processed during exposure (Bahrick, 1979).

Active CR is similar to channel familiarity, or the number of channels
with which a viewer is familiar (Greenberg & Heeter, 1988). Channel
familiarity is assessed by asking respondents to freely indicate the channels
they remember being able to receive (Greenberg, Srigley, Baldwin, & Heeter,
1988; Heeter, 1985, 1988). 1In general, awareness of channel alternatives is
due to a more active use of television. Heeter (1985, 1988) observed that
channel familiarity is related to lower levels of habitual television use and
predicted by greater use of program guides, higher levels of channel changing,
searching for programs to watch by changing channels sequentially, and
checking all channels before making a decision. But, channel familiarity
differs from ACR because, although we expect that viewers will be more
familiar with the channels they watch, some viewers may be aware of channels
(especially high profile cable channels such as CNN, ESPN, and MTV) that they
do not watch.

It is clear that ACR is also influenced by structural and media use
variables. Cable subscription and VCR ownership increase channel options and
greater television exposure increases opportunity to watch different channels.
But, because ACR reflects a more active and intentional use of television,

higher ACR should be related to higher levels of audience activity.
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Audience Activity

Audience activity describes how intentionally and purposely people
select and use media technologies and content. Audience activity has been a
central assumption of the uses and gratifications perspective (Katz, Blumler,
& Gurevitch, 1974). Audience members were seen as active because they select
and use media content to satisfy specific communication needs. Blumler
(1979), however, expanded understanding of audience activity by suggesting
that audience members are variably active along several different dimensions:
utility, intentionality, selectivity, and imperviousness to influence. Levy
and Windahl (1984, 1985) also demonstrated that audience activity has a
temporal dimension, occurring before, during, and after media exposure.
Scholars have investigated influences on audience activity (Levy & Windahl,
1984; Perse, 1990a; Rubin & Perse, 1987b), outcomes of audience activity
(Perse, 1990b; Rubin & Perse, 1987a), and audience activity in the newer media
environment (Ferguson, 1992; Levy, 1987; Lin, 1990; Perse, 1990a). This study
considered three specific aspects of audience activity. We expected that
audience intentionality, effort, and motivations for changing channels would
influence ACR.

Intentional media use is planned and purposive. Intentionality is
reflected in program guide use (Gantz & Eastman, 1983) and "making
appointments" to watch news (Levy, 1978) and soap operas (Lemish, 1985).
Intentionality is associated with greater attention to programs during
exposure (Rubin, Perse, & Taylor, 1988). Because intentionality is linked to
greater awareness of programming alternatives and schedules and plans to watch
specific programs, intentionality should be associated with greater awareness

of the channels that are watched.
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Effort is goal-directed cognitive activity. Cognitive effort directs
selective attention to specific aspects of a situation (Kahneman, 1973).
Effort is reflected in conscious, controlled, and voluntary mental activity
(Shiffrin & Schneider, 1977). Effort also influences what children learn from
print and television (Salomon & Leigh, 1984). Because effort marks greater
attention and awareness, we expect cognitive effort to be associated with
awareness of channels watched.

Overall levels of channel changing should have an impact on total CR
(Ainslie, 1988; Ferguson, 1992; Heeter, 1985). However, channel changing is
not necessarily related to active CR. Channel changing is still theoretically
ambiguous. On one hand, high levels of flipping could reflect an active
viewer who is constantly reevaluating program offerings during television
exposure (e.g., Heeter, 1985). Alternately, changing is part of a distracted
use of television marked by lower levels of attention (Perse, 19%0a).

Recent research has noted that viewers change channels for a variety of
different reasons (Ainslie, 1988; Ferguson, 1992; Walker & Bellamy, 1991).
Reasons for changing channels are related differentially to levels of channel
changing (Walker & Bellamy, 1991). Most recently, Ferguson (1992) observed
that a measure that most likely assessed ACR was unrelated to overall levels
of channel changing, but positively related to specific reasons for changing
channels. Active CR should be influenced more by reasons for changing
channels that reflect a goal-directed search for specific programming content.

Instrumental and ritualistic viewing motives. Rubin (1984) argued that

television viewing motives are a primary signal of audience activity.

Ritualistic television use, which is marked by watching to pass time or out of



Active Repertoire

7

habit, is a nonselective and less active use of television that focuses on
using television as a medium, not specific content. Instrumental use, on the
other hand, reflects selective and purposive exposure to specific content (see
also Rubin & Perse, 1987b). Ritualistic and Instrumental viewing motives
should be linked differentially to TCR and ACR.

Ritualistic viewing motives, especially watching to pass the time or out
of habit, are related to higher levels of exposure to television and exposure
to a wide variety of different program types (Rubin, 1981, 1983, 1984). So,
ritualistic viewing motives should be positively related to TCR. But,
ritualistic motives may not be related to awareness of the channels watched.
Heeter (1985) reported that many people claimed that they didn’t know which
channels they watched, "I don’t know, I just watch TV" (p. 22). She observed
that channel familiarity was negatively linked to viewing television for
habitual reasons. Ritualistic viewing motives should be associated to lower
ACR because ritualistic television use is inattentive to content and
accompanied by distracting activities (Perse, 1990a; Rubin & Perse, 1987b).

Instrumental viewing motives, such as viewing to seek information,
entertainment, and excitement, are also related to higher levels of television
exposure (Rubin, 1981, 1983) and exposure to several different program types,
such as news, action-adventure, comedy, documentaries, magazine shows, drama,
serials, sports, and talk shows, and game shows {Rubin, 1981, 1983; Rubin &
Rubin, 1982). Clearly, these different program types are found on a variety
of different channels.

Unlike ritualistic motives, instrumental motives should be linked to
greater awareness of the channels that are watched, because instrumental use
of television is more active and aware. Rubin and Perse (1987a), for example,

observed a connection between instrumental soap opera viewing motives and
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program viewing intention and greater attention to the programs. Similarly,
watching local news for informational reasons predicted cognitive involvement
with program content (Rubin & Perse, 1987b). In general, an instrumental use
of television is reflected in more use of program guides to plan viewing,
greater planning of time to watch specific programs, and more thought about
program content (Perse, 1990a). The greater planning, effort, and awareness
suggests that instrumental television use would be associated with higher ACR.

The second hypothesis of the study focused on Active Channel Repertoire.

We expected that ACR would be explained only in part by media environment and
television behaviors. Because ACR reflects a mindful and aware use of program
content, we predicted that:

H2: Active Channel Repertoire will be predicted by: (a) cable
subscription, RCD ownership, and VCR ownership, (b) higher levels
of television exposure and affinity, (c) higher levels of
instrumental viewing motives and lower levels of ritualistic
viewing motives, and (d) higher levels of viewing intention,
effort, and more salient reasons to change channels to seek
specific program content.

Method

Procedure and Sample

A random-digit-dialing telephone survey was conducted in Spring 1991
among adults living off-campus in [a university town in the Midwest]. Out of
the 813 valid attempts (excluding business numbers and no answers), there were
615 completions and 198 refusals, for a 75.6% completion rate. The sample was
45.1% male and ranged in age from 17 - 93 (M = 36.27, SD = 17.01). The
average respondent had completed 14.45 years of education (ranging from 8 - 20

years, SD = 2.45). Hollingshead’s two-factor social position index measured
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occupational level (Miller, 1983) and ranged from 1 - 88 M =.62.29,
SDh = 22.51).

Channel Repertoire

Total channel repertoire was operationalized as the sum of all channels
for which at least some response (in hours) was given. The possible range was
from 0 to 44 channels, given the capacity of the only cable system in the
sampling area during the survey. Total channel repertoire ranged from 0 - 38
(M = 9.96, SD = 6.18). Active channel repertoire, on the other hand, was
defined as the sum of the broadcast channels and the unaided responses.

Active channel repertoire ranged from 0 - 38 (M = 6.53, 8D = 3.23).

Structural Variables

Because media structure has an impact on the number of channels
available for viewing, we considéred three main media structure variables in
this study: cable subscription, RCD ownership, and VCR ownership. Of the
sample, 68.7% subscribed to cable, 73.5% reported owning a remote control
device, and 76.9% had access to a VCR where they lived.

Television Behaviors

Television exposure. Respondents indicated how many hours they viewed

"yesterday" and "on a typical day." Averaged numbers of hours ranged from 0
to 17 (M = 2.98, SD = 2.24).

Television affinity. Respondents expressed their agreement

(1 = strongly disagree, 4 = strongly agree) with five statements drawn from
past research (Perse, 1990a; Rubin, 1983) that concern perceptions of
television’s importance.' Averaged affinity scores ranged from 1.00 - 3,20
(M = 1.85, SD = 0.46, Cronbach alpha = .77).

Channel changing. Ferguson (1992) reported on the unreliability of

asking respondents to indicate how many times per hour they change channels.
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Such mundane behavior is difficult to recall precisely. Instead, respondents
with RCDs described their frequency (1 = never, 2 = seldom, 3 = often,

4 = very often) to the question "How often do you flip channels?" The mean
score was 2.37 (SD = 0.81).

Viewing Motives

Respondents indicated their agreement (1 = strongly disagree,

4 = strongly agree) with 16 statements about their own reasons for watching
television. The 16 statements were drawn from larger sets of television
viewing motivations (Rubin, 1983). These statements were selected because
they were items that loaded on instrumeﬂtal and ritualistic motive factors in
previous research (Perse, 1990a).? Eight items concerned watching television
for ritualistic reasons, pass time, habit, companionship, and escape. Eight
items focused on instrumental reasons, entertainment, excitement, learning,
and social utility. A principle components analysis with varimax rotation
identified two factors that accounted for 39.9% of the variance and supported
the conceptual distinction between ritualistic and instrumental motives.

Item responses were averaged to create scale scores. Ritualistic
reasons ranged from 1.00 - 3.63 (M = 2.44, SD = 0.48, alpha = .83).
Instrumental reasons scores ranged from 1.00 - 3.63 (M = 2.59, SD = .33,
alpha = .68).

Audience Activity

Intentionality. To assess intentionality, or planning television

exposure, respondents indicated their agreement (1 = strongly disagree,
4 = strongly agree) with five statements drawn from previous research (Rubin &
Perse, 1987a).’ Average intentionality scores ranged from 1.00 - 3.80

(M = 2.26, SD = 0.49, alpha = .81).
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Effort. Effort was assessed with a three-item scale adapted from
Salomon and Leigh (1984). Respondents marked their agreement (1 = strongly
disagree, 4 = strongly agree) with the following statements: "When I watch
television, I usually think hard, like I'm studying a book"; "When I watch
television, I try to concentrate on the program"; and "I put a lot of mental
effort into my television viewing." Averaged effort scores ranged from
1.00 - 3.33 (M =2.17, SD = 0.43). The three-item scale was only moderately
reliable (alpha = .57).

Channel changing motivations. A six-item scale was adapted from RCD

motivations identified by Ainslie (1988) and Walker & Bellamy (1991).
Respondents identified their RCD motivations for flipping through channels:
(1) to watch news, (2) to watch music videos, (3) to peek at other programs
out of curiosity, (4) to watch two or more channels at the same time, (5) to
avoid commercials, and (6) to avoid certain persons on television.®’ These RCD
"changing motives" were indicated by verbal frequencies (4 = very often,

3 = usually, 2 = seldom and 1 = never). Changing motive scores ranged from

]

1.00 - 3.44 (M 2.33, 8D = 0.92, alpha = .70).

Statistical Analysis

After scale construction, there were two stages to data analysis.
First, pearson and partial correlations (controlling for demographic variables
of age, sex, education, and occupational level) were computed to explore the
bivariate associations between the variables of the investigation. Second,
hierarchical multiple regression was used to test the two hypotheses of the
study. 1In all cases, demographics were entered on the first step to control
for any variance they might contribute to the equation. Because RCD ownership

was so highly correlated with both flipping frequency and reasons for changing
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channels, it was excluded from the analyses. All analyses, then, included
only those respondents who owned remote control devices (n = 452).
Results

Bivariate Relationships Pearson correlations provide preliminary support

for the study’s hypotheses.

Total CR is related to cable subscription (r = .58, p < .001), television
exposure (r = .33, p < .001), television affinity (r = .34, p < .001), and to
levels of channel changing (r = .12, p < .05). Active CR is linked to cable
subscription (r = .33, p < .001), television exposure (r = .19, p < .001),
affinity (r = .15, p < .01), instrumental viewing motives (r = .21, p < .001),
intention (r = .21, P < .001), effort (r = .22, p < .001), and motives for
changing channels (r = .20, p < .001). These relationships remain significant
after controlling for age, sex, education, and occupational level.

Predicting Total Channel Repertoire

The first hypothesis predicted that total channel repertoire would be
explained by media structure and television behaviors. Hierarchical multiple
regression was used to test the hypothesis. Demographic variables (age, sex,
education, and occupational level) were entered on the first step to control
for any variance they might contribute to total channel repertoire. The

regression is summarized in Table 2.
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The demographics accounted for only 1.7% of the variance on the first
step. At this stage, education was a significant negative predictor. At the
second step, the media structure variables (cable subscription and VCR
ownership) accounted for a significant increase of 33.8% of the variance.
Cable subscription was a significant, positive predictor. The television
behaviors, entered at the third step, added an additional 9.2% (p < .001) to
the variance. At this step, education was no longer a significant contributor
to the equation.

The final equation accounted for 44.7% of the variance in TCR (R = .67,
adjusted R®* = 43.5%) and supported the first hypothesis. Cable subscription
(6 = .53, p < .001), television exposure (B = .21, p < .001), television
affinity (B = .14, p < .001), and levels of channel changing (B = .14,

p < .001) were significant positive contributors.

Predicting Active Channel Repertoire

The second hypothesis predicted that ACR is an outcome of a mindful and
aware use of television and linked to instrumental viewing motives and higher
levels of audience activity. Hierarchical multiple regression tested the
second hypothesis. Once again, demographics were entered on the first step.

Age, sex, education, and occupational level accounted for 3.8%
(p < .01) in the variance in ACR. Sex (male) was a significant predictor. At
step two, the media structure variables accounted for an additional 11.4% of
the variance (p < .001). Cable subscription became a significant, positive
predictor. The television behaviors, entered at step three, added 3.8% to the
variance (p < .001). Television exposure and levels of channel changing
entered the equation as significant, positive predictors. Television viewing
motives accounted for an additional 2.3% to the variance at step four

(p < .01). Instrumental motives were significant, positive predictors.
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Levels of channel changing dropped out of the equation at this step. At step
five, measures of audience activity added 3.3% to the variance (p < .001).

The final equation accounted for 24.5% of the variance in ACR
(R = .50, adjusted R® = 21.8%) and partially supported the second hypothesis.
Sex (male, B = -.15, p < .01) and television affinity (B = -.14, p < .05) were
significant, negative predictors. Effort (B = .14, p < .01), motives for
changing channels (8 = .13, p < .05), intentionality (8 = .12, p < .05), and
instrumental viewing motives (B = .10, P < .05) were significant, positive
contributors to the equation.

Discussion

The results of our study support prior findings. Channel repertoires,
in general, are rather limited. Although cable subscribers in our sample were
able to receive 44 different channels, most watched only a small set of the
channels. Clearly, not all viewers avail themselves of greater programming
options. Media policy analysts should be aware that availability and use are
not synonymous. Future research should consider how to encourage viewers to
increase their channel repertoires.

The distinction between "total" and "active" channel repertoire produced
some useful comparisons in this study. As we expected, ACR is smaller than
TCR. People keep a smaller set of channels at the top of their minds.
Moreover, the conceptual difference contributes to theoretical considerations
of the perceptions of viewers. The idea of total channel repertoire suggests
that people "specialize" their television viewing such that the number of
available channels is far less important than the desirability of additional
choices. Active channel repertoire, on the other hand, suggests that viewers’

"perceived repertoire" is more telling than their actual repertoire.
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Availability of newer technologies (cable and RCD ownership) was the
most substantial predictor of Loth TCR and ACR. Contrary to our prediction,
VCR ownership was unrelated to CR. Although VCRs increase the activity with
which viewers’ use television (Levy, 1987; Lin, 1990), the results of our
study do not support the idea that VCR ownership increases channel
selectivity. Future research might consider whether kinds of use of
time-shifted materials or reasons for using VCRs might influence channel
repertoire (Levy & Fink, 1984; Rubin & Bantz, 1987).

Even though media structure (especially cable television) remains the
most important predictor of both kinds of channel repertoire, how people use
television adds significantly, as does why people watch and how actively they
watch. The levels of exposure are consistent for TCR and ACR, but affinity
appears to differentiate channel repertoires. Viewers who enjoy television
report higher TCR, as one might expect. We found, however, that affinity
decreases somewhat with ACR.

Perhaps the typical viewer’s unaided impression of choice is negative.
This is another example of perceived reality affecting the evaluation of
television quality. The new media environment may grow into hundreds of
channels without substantially increasing the viewers’ appreciation for
quality along with the quantity.

The influence of television viewing motivations and affinity also point
out that channel repertoire can be explained, in part, by instrumental
television viewing. Our results support the conceptualization of instrumental
television viewing as an active, content-oriented use of television.
Instrumental viewing motives were significant predictors of larger active

channel repertoires, or awareness of programming options. And, similar to
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past research (Rubin, 1984), television affinity, or importance of the medium,
is less important to instrumental viewers than aspects of specific content.

The results of this study also support the importance of audience
activity as an intervening variable in media use (Blumler, 1979; Levy &
Windahl, 1985). Increased activity, especially planning and effort, predict
greater awareness of programming alternatives. Future research should
continue to explore the role of audience activity before, during, and after
television exposure (Levy, 1987; Lin, 1990; Perse, 1990a). Kubey and
Csikszentmihalyi (1990) studied activity during exposure and portrayed
audiences as passive, but their data came mainly from 1976-1977 when cable
television was rare, RCDs more rare, and VCRs nearly nonexistent (p. 44).

RCD channel changing had an effect on total channel repertoire, as we
hypothesized. Our inability to detect similar effects on ACR was
disappointing. One possible explanation is that "grazing"” is less intense
among channels that are best remembered. The differential influence of
channel changing on TCR and ACR reinforces the theoretical ambiguity of
channel changing. On one hand, channel changing is a sign of greater
selectivity and reevaluation of programs (Heeter, 1985). On the other hand,
channel changing also appears to signal a less attentive use of television
(Perse, 1990a). The results of this study suggest that higher levels of
channel changing can increase TCR somewhat. Grazing may expose viewers to
channels with which they would be otherwise unfamiliar.

Overall levels of channel changing, however, appear to have little
impact on ACR, or awareness of different channels. Instead, the reasons for
changing channels are linked to ACR. Similar to earlier research (Ferguson,
1992), reasons for changing channels that focus on specific content options

(e.g., to follow more than one program at a time or to avoid commercials)
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predict ACR. Future research should continue to uncover different reasons for
channel changing and their impact on media uses and effects (Ainslie, 1988;
Ferguson, 1992; Walker & Bellamy, 1991).

The results of this study offer some insight into the impact of newer
technologies on traditional media effects (Bryant, 1986; Webster, 1986).
First, there is evidence that television viewers may be increasing in channel
selectivity. Our respondents, for the most part, chose only a small subset of
available channels to watch. Second, newer television technologies,
especially cable and remote control devices, increase channel repertoire.

With these choice-increasing technologies, viewers may encounter fewer
consistent television messages in news and entertainment.

The results of this study, then, suggest that channel repertoire may be
an important variable in media effects because larger TCR may mean exposure to
more diverse messages. But, the distinction between TCR and ACR also has
implications for media effects. Future research might explore whether higher
ACR decreases media effects because active and aware viewers are more
obstinate to media effects (Blumler, 1979). On the other hand, higher ACR
might increase some outcomes because viewers are actively involved with and
processing television messages (Perse, 1990b; Rubin & Perse, 1987a).

The findings in this study are subject to the usual limitations of
telephone survey research. Future work should include fewer predictor
variables, although the intercorrelations found here were not large enough to
cause problems with multicollinearity. Although cable penetration has
stabilized somewhat (Sheridan, 1991), research should continue to explore
changes in and influences on TCR and ACR. Longitudinal studies suggest that
cable subscribers learn about, use, and appreciate more specialized channels
over time (Sparkes & Kang, 1986). Clearly channel repertoire is not stagnant,

but evolves as media structure and audience activity change.
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Notes
'The five affinity statements were: "I would rather watch TV than do
anything else," "I could easily do without television for several days" (recoded),

"T would feel lost without television to watch," "Whenever I'm unable to watch
television, I really miss it," and "Watching television is one of the more
important things I do each day."

*The eight ritualistic statements were: (I watch television) "Because it
gives me something to occupy my time," "Just because it’s on," "When I have
nothing better to do," "When there’s no on else to talk to be with, " "Because it
passes the time away, particularly when I'm bored," "So I can get away from the
family or others," "Because it makes me feel less lonely," and "Because it’'s a
habit, just something I do.

The eight instrumental reasons were: (I watch television) "Because it
helps me learn things about myself and others," "Because it entertains me, "
"Because it’s thrilling," "Because it’s enjoyable," "So I can talk with others
about what’s on," "Because it’s exciting, " "Because it amuses me," and "So I can
learn about what could happen to me.

’The five intentionality items were: "I often make arrangements so I don't
miss a favorite television program," "I look forward to watching a favorite TV
program," "I plan my time so I do not miss a favorite TV program," "I often check
the time so that I won’t miss a favorite TV program, and "I usually plan my
evening so I don’t miss television."

‘The six channel changing motives were: How often do you follow more than
one program at a time using the remote control? How often do you avoid
commercials using the remote control to change channels? How often do you change
channels because you want to peek at other programs? How often to you change
channels to watch music videos? How often do you change channels to look around

for the news? How often do you change channels to avoid obnoxious people on TV?
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Table .1

Pearson and Partial Correlations

CAB VCR ™v AFF CHA RIT INS INT EFF CHM TOT ACT

VCR Own .09 -
.09
TV Exp .11 -.08 -
.13 -.05
Affinity .16 -.06 .44 -
.17 =-.03 .40
Change -.01 =-.13 ~-.06 -.03 -
.01 -.14 -.01 .03
Ritual .00 -.05 .20 .27 .29 -=
.03 -.05 .20 .33 .23
Instru .08 -.01 .15 .24 .08 .16 -
.10 -.02 .17 .28 .03 .12
Intent .10 -.04 .36 .57 .00 .20 .29 -
.11 -.02 .35 .56 .00 .21 .30
Effort .08 ~-.07 .17 .46 .04 -.02 .30 .32 -
.08 -.06 .14 .43 .07 .00 .32 .31
Ch Mot .14 -.02 .01 .03 .64 .31 .16 .06 .07 -
.18 -.04 .07 .12 .57 .22 .11 .08 .11
Tot CR .58 .00 .33 .34 .12 .16 .25 .24 .24 .27 -
.58 .01 .32 .32 .14 .17 .26 .23 .22 .32
Act CR .33 .06 .19 .15 .09 .09 .21 .21 .22 .20 .50 -
.33 .05 .22 .16 .09 .13 .21 .22 .20 .21 .51
Age .07 -.06 .14 .26 -.33 ~-.27 -.14 .06 .14 -.38 .07 .02
Sex -.03 -.05 .12 .04 -.19 .06 -.04 -.01 ~-.,11 -.17 -.03 -.19
Educ .08 .10 . -.22 -.18 ~.09 =-.25 -,09 -.11 ~.11 -.12 -.07 .06
Occup -.01 -.07 -.07 .00 .20 .05 -~.01 .02 -.08 .14 ~-.01 -.02

Note. Zero-order correlations are in first row. The second row reports 4th-order
correlations, controlling for age, sex, education, and occupational level.

r=.10, p< .05 r= .13, p< .01; r = .16, p < .001.
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Hierarchical Multiple Regression Summary:

Regressing Channel Repertoire

Total Channel Rep

Active Channel Rep

Step Rr? Final Rr® Final
Entered R®* Change B R? Change B
Demographics 1 .02 .02 .04 L04%%
Age .02 .08
Sex ~-.03 ~.15%x*
Education -.04 .08
Occupation .00 -.03
Media Structure 2 .36 L 34%%% .15 Ll1ERE
Cable Subscription L53%k%% 28K %%
VCR Ownership -.01 .04
Television Behaviors 3 .45 MELE .19 . 04%*%
TV Exposure AR L14%*
TV Affinity L14% %% ~.14%
Channel Changing L14%%* .00
Viewing Motives 4 .21 L02% %%
Ritualistic .08
Instrumental .10%
Audience Activity 5 .24 L03x*x*
Intentionality L.12%
Effort L14%%
Changing Motives L13%
Note. Step 1: F(4, 419) = 1.76, p =.14. F(4, 402) = 3.99, p < .01.
Step 2: F(6, 417) = 38.28, p < .001. F(6, 400) = 11.95, p < .001.
Step 3: F(9, 414) = 37.14, p < .001. EF(9, 397) = 10.31, p < .001.
Step 4: F(11, 395) = 9.66, p < .001.
Step 5: F(1l4, 392) = 9.07, p < .001.
*¥rkp < .001. ** p < ,01. *p < .05.




