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gramme’s audience, although still important, do

The proliferation of television channels is
leading programme-planners, schedulers,
and advertisers to re-think their research
strategies for the future.

not necessarily indicate the degree to which view-
ers are invotved in - and receptive to ~ what they

In this Increastngly complex and competitive me-
dia environment, reliance on standard audience
measurement data will no longer be sufficient.
Even enhancements to panel sizes and electronic
data—gathering, or speedier analysis technolo-
gies, will not alter the fact that waditional audi-
ence ratings per se cannot answer all the pertinent
questions broadcasters and advertisers will need
to have answered if they are to ensure that they
satisfy their customers’ needs and _d(') s0 better
than their competitors.

Requirements stemming from broadcast regula-
tors and increased acknowledgement of the rele-
vance of research among programme-makers are
adding to the pressure for broadeasters to become
better informed, not simply about whether view-
ers are watching television, but how involved
they are in what they are watching.

The traditional television ‘ratings’ which measure
the size and demographic characteristics of a pro-
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are witlching.

In the early days of television, there was relatively

litde perceived need for systematic measures of
audience involvement. In embryonic television
markets, served by just one or two television
channels, estimates of the total number of house-
holds or individuals tened in to a programme
were regarded as providing a satisfactory indica-
tion of the success of the programme service and
of how vatuable it was as an advertising vehicle.

Fast-expanding modern tefevision markets, how-
ever, may affer the viewer a choice of 20, 30 or
even more television channels. New reception
technologies and the expanded television menus
they are bringing will alter people’s viewing pat-
terns. Such changes will also call into guestion the
wisdom of relving solely on audience measure-
ment-based ‘ratings' reflecting audience  size
when making marketplace decisions or judg-
ments about channel performance. Why should

this he so?
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As the number of channels 1o which people have
access increases, the amount of television they
witch may also increase, but not generally to an
extent wherehy taditional channels retain their
original audience share. One implication of this
development might be that the provision of exira
channels will produce more selectivity, with view-
ers deliberating more carcfully about how o
share owt their limited  viewing-time  budget
among many more channels. Despite the time tha
people spend watching aclevision, they do not
completely forsake other social and leisure activi
tes for it The growing popularity of cemote con-
vol devices, meanwhile, has made “channcl-
switching casicr and encourages more frequent
channel-hopping - i phenomenon that has come

to be known as grazing.

Increased programme choices may result in
fragmentation of the mass audiences which
have for so long been taken for granted as
an accepted feature of the television
market environment '

In those markets where there are numerous chan-

nels w0 choose from, carly research shows that
viewers appear to be sampling more and plinning
less. They wateh more channels than they used to
and show somewhat less Foyalty o paticular net-
works and even particular programmes. Even so,
viewers tend not o wattch more than half a dozen
or so channels on a regular basis. Many new chan-
nels are thematic and wilk atteact relatively small
(compared 1o major newworks) audiences.

How can exccutives phin, produce, programme,
and advertise in this changing and more volatile
media environment? How can they distinguoish
between progrimmes that have an audience of
distracted, restless viewers and progrimimes that
are more effective at capturing an attentive, in-
voltved, and loyal sudience?

Standard measures of audicence size make no dis-
tinctions between viewers iy lerms of their mea-
sured involvement with progeammes  because
they impartially measwre all Cviewing' equadly.

While these misleadingly named “rings” of pro-
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grammes hased on audience size will continue o
provide important marketplace  information,
growing body of rescarch is demonstrating that
when programmes e also evithuited according
o “qualitative” measures which deat with the avdi-
ence’s response to programies, far more subile
information can emerge about their value o view-
ers that can be of use 1w programme-makers,

broadcasters, and advedisers. How programmes

are in fact ‘rated” by viewers couled provide an es-

sential evaluative currency in the future in asses-
sing the performance of wlevision services.
Audience reaction indices have been measured
for many years in the Unied Kingdom although
their availability has been restriceed to the broad-
casters. Reacton is measured in terms of viewers’
stated appreciation of the  programmes  they
watch. What do these alternative, evaluative -
ings reveal abour audiences that waditional “rat-
ings’ do not?

Appreciation scores for programmes have been .
found to rcdate in systematic and reliable ways to
aspects of viewing behaviour: Research in the UK
has shown, for instance, that viewers who rate
one episode of a television series high in terms of
appreciation are more likely 10 watch another epi-
sode from the samwe series than those who. gave
the cadier episode a relaively low appreciation
score.

Appreciation is related to likelihood of viewing a
continuation of a programme shown'in two paits
on the same evening. Viewers of the first piut who
retirn o watch the second part accord both parts
of an episode far higher appreckdon than viewers
wha watch only purt one or pait two.
Appreciation level is not only associated with loy-
alty 10 different pans of the same programme or
television series/serial, but also apparently to de-
gree of loyalty 10 programmes of the same type.
Thus, viewers who show Ligh appreciaton for a
programmnie of a given type will be.mare likely o
witch another programme of the same type
which is televised on a different evening during
peak time, provided, thi is, they are waching

welevision again at thay time. This relaionship,

diffusion EBU



however, does not have the same strength across
all programme types. It has been demonstrated w
ocerr for soap operas and news, and somewhat
less for action-adventure and sport. For other
types of programming, however, no clear—cut
rekitionships have been consistentdy fortheom-

ing,

In the context of television advenising, there s
suggestive evidence that muediences” varving re-
sponses to progranumes may hive o knock-on of-
fect for the impact of any advenising carried in
those programmes. A high riting of @ progranmme
interms of its 'suength of impression” on viewers
has been shown o relate 1o the impact of tefevi-
sion adventising, as assessed by awareness and re-
call of advertising messages, and even reported
~intention 1o purchase.

It 2 number of Etropean countries, data about
audience size and viewing behaviour have heen
supplemented for some time by qualitative assess-
ments ol audience reaction. In some cases. these
two kinds of data are collected within the same
audience resemrch service, for example, in the
Netherlands, Belgium, and freland. Even so, in ex-
amining future orientations  for audience  re-
search, consideration needs to
be given to ways of using these
data more  effectively and  to
mexles of enhancement of data
quadity to increase thelr sensitiv-
ity to user needs in the more complex media sce-
narios which lie ahead. _

The implementation of complementary ‘ratings’
clata reflecting audience reactions to television
will involve developments which comprise more
than simply the introduction of upgraded re-
search hardware. Electronic systems of appreci-
ation data collection are growing in popularity,
but open up fresh concerns about the workload
placed on viewing panellists who may also be re-
quired to supply regular information about their
viewing behaviour. Quite apart from such meth-
odological issues, though, there is room for signif-
icant.progress at a concepaal fevel with regard to
the types of audience reactions that sire measured
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and how they are used to explain or predict view-

ing behaviour,

What then are the kinds of developments which
could enhance the value of what is known about
viewers” involvement  with  television  pro-
grammes? There are four areas in particular worth
considering further by hroadeasters and aclvertis-
O85!

1 new seales for reaction measurement;

2 mativation measurement;

3 viewing context;

4 progrnme context,

First, one of the fundamental problems facing any
system of audience reacHon measurement s
whether any single seale is capable of expressing
and cncapsuliting the full vange of complexity
and variation in viewers' responses o pro-
grammes or advertisements. Established audience
reaction services have tended 1o be based upon
a single measwre or sometimes on two measures
of audience response (e.g. enjoyment, interest,
liking, impact, pereeived quality). Not all these
scates seem to represet exactly the same mean-
ing lor viewers, even though  they may be highly

inter-correlated.

The impact or strength of impression of a
programme, together with its perceived
quality, are not the same as programme
enjoyment or degree of interest in it

The overall level which these responses attain, the
differential natwre of their application to pro-
grammes, and the range -over which they vary
across hud within programme types, all poim (o
the fact that these different scales have different
meitnings for viewers and are sensitive to differ-

ent kinds of audience reaction.

Another area of proposed development in the UK
is the imroduction of programme-genre-specific
audience reaction measures, which will assess
viewe'rs' opinions about idiosyncratic features of
paticular types of programme. Thus, there might
be three or four scales to measure responses to
key ingredients of soxap operas, which would dif-
fer from those used with quiz and game shows,
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news or sport. Developmental gualitative and
quantitative research is alreacly under way to dis-
cover the key dimensions in terms of which par-
ticular j)mgnlmmc genres can usefully be as-
sessed by viewers,

Second, viewers' motives for waching television
in general, or for tning in 0 specific pro-
grammes, are known 1o be related o their reac-
tions and viewing behaviour. Some motives can
be long-lasting while others are ransicnt. View-
ers can (level(')p different expectations of pro-
grammes, and their tesponse 1o and continued
viewing of a programme may depend upon the
extent o which crucial expecations are met by

their viewing experience.

Third, the social context in which viewers watch
television can make a significant difference 1o
their viewing experience. Viewers who waich
television in the company of others may not al-
ways choose for themselves what 1o watch, T
choice may be made for them by some other
member of the household. This is a factor which
needs 10 be related to the reactions of viewers as
well as to the nature of their viewing behaviour.
it will be tmportant for funire audience research
systems to take this variable into regular account,

Fourth, viewers' reactions to programmes tend to
be considered inwerms of a global response 1o 2
programme i its entirety. While genre-specific
indicators may get around this limitation in pan,
they may not reflect the full range of responses to
a programme during the act of watching. As a sup-
plementary component to routine reaction assess-
meny,  viduable  additional insights could he
gleaned from monitoring how viewers react o
panticular features of a programme while watch-
ing it.

Already there are promising signs that a more so-
phisticated diagnosis of the viewing experience
may provide workablé parallel or supplementary
currencies to audience stze measurement with po-
tentially valuable benefits for programme-mik-
ers, schedulers, and those involved in negotiating
the placement of television advenisements. The
next few years promise to be a period of signifi-
cant_developments in sophistication and quality
of audience research, as research techniques race
to keep pace with the rapidly evolving broadcast-
ing environment, W

This cuticle is based on the latest [TC Television Re-

search Monograph, The Reactive Viewer, unitten
by Barrie Gunter and Mallory Wober and pub-
lished by John Libbey.in September 1992,



