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. . Randow sanmples of 786 Indianapolis, Indiana, \\
. residdﬁ%giand 313 reslidents of The Netherlands were interviewed in a
- study of¥hedia-related gratifications. Although the Dutch and
American cultures and media systems Qdiffer cons iderably, a number of
striking similarities emerged in the findings of this study, .
including simijarities for the relative salience of the different
needs, the relative frequency of media use in responding to the
different needs, thé specific media most often used to respond to
different néeds, and relative levels of satisfactipn with media
. performance in response to speclific needs. In Holland, sass media
tended to be used. more fregquently for the more important personal
needs, vith the mor2 sallent needs producing greater relative’
satisfaction from gedia use for those needs. In Indianapolis, the
- medla vere used more frequently to respond to a need, thé higher the,.
‘satisfaction, but the media vere not used relatively often for the
more important needs.- Diversionary needs vere the strengest need
predictors of general television exposure in both placese, while
cognitive needs vwere the stronges! need predictors of general
nevspaper exposure. The data indicated that personal needs should be
considered 'vhen trying to predict the frequeneoy and Rind of media
use. (lughor/RL) : ' . .
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| Personal Needs and Medih Use ;
In The Netherlands and the United States

' - % n !

The '"uses % gratifications" npproa.ch. to communication research
assumes that petterns of mass media use are determined to a large extent
by active media audience members seeking satisfaction for e‘number of
epecifib~needs stemming from their social, psychologicnl'and physical
dhnironMents. Thus, the uses and‘gratifications tradition has focused'
on the question of wnich media are used'to obtain<satisfaction for.whieh
needs by what groups of'neople. - | |

The basic~fremework for this study 1s tnken from the work of Katz,

'Gdtevitch and Haas, whose.study of 1,500 Israeli adufts provided an ex- .
(2
tensive catalog of media-related gratifica:tions.l The basic assumption
of their work is that varioua-éqcipl end peychologicalineeds mediate in the
selection of both mass media and media content. :
Althgugh previous rééeatcn in'Ine Netherlands by Wilhoit and de Bock2
I 'fodnd no evidence that expected gfhtifications played an intervening toie
in’ how the Dutch televisipn andience responded to a éopuiar imported family .
comedy, the present st%dylattempts te_iodk more'deeply into the role of
\\\\Rprﬁbhal needs (and percefyed gratificetion of snch needs) in predicting
media use in“both Holland and the dnited States. |

To what eXGent desired gratifications are intervening;faptors in nedia
exposure and effects remains a question, despite considerable research.
Major studies of political communication suggest gratifications are related
to exposure, political attitudes and knowledge, and issue salience.3 More

recent work on the public television audience in the U.S. found that refined

megsurea of gratifications were better predictors of consumption than ,

¥ 1 .
«® - : ‘
o
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traditional demographic variables only for,thuhe persons classified as

; . ) : :
"decisionmakers‘"'l Palmgreen and Rayburn concluded that social constraints,

work schedules, and_medih-nvnilability may be more powerful than personal

- '

motivations in predicting'medin use.”
- A considerﬁble.emount of earlier work leads us to question the rela-
tye predictiveness of the gratifications approach. Several decades ago,
Bogart suggested.thag_social—ogcupnt{onal factors were likely to be more’
powergul determiﬁants:of.mcdia exposure than individual motiQatione.6 At

. { , _
abdut the game g}me. Sears and Freédman reanalyzed much of the effects

o~

rese;rch to date and,-in effect, redigscovered the role of social structure
-and mechan;cal Lircumstances.in‘explainiﬁg mediawexp;sure patterns.

On the other hand, there are éefsuasive arguments in the psychology
literature for ;he valid{ty of a gratificnﬁions perspective. Perhaps -the

most persuagive and thorough: analysis 1is by McGuire, who argues that with--
é

: ~ out ssinfofcemeqt of gratifications sought, the "clear and loyal_prefefbncés-
- Y

among equally accessible mass communications" that emerge in many studies

wou%d be highly (i"n-l,ikely.8 Also, as Blumler has suggested, methodological

improvehents in gratification studies--such as moving from single-item to

/hultiple—questiqn gratification measures--may(help in resolving some of the
chéllenges to uses and gratifications inquiry.9 - B

&

Blumder, im arguing that researchers must consider how audience motiva-

L 4

\ . ' * . . L] ‘
A tions are related to mediafuse and media influence, suggested three basic X

audience orientations: (1)'Cognitive_(surveillaﬁce, vote gu{aance seeking,
» : L.
and reality exploration); (2) Diversion (entertainment and excitegent); and

(3) Per§bna1 Identigxl(reinforcement:and salience of personal expe}ienées).lo'

’ .~

The presént U.S.~Dutch study sought to ‘include specific qeeds.reflecting'
[} — - . \ ’ N
these three basic oriestations. Nine different needs were examined in the

. g N
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U.S., but oéﬂy 8ix were included in the Dutch study because of more severe

interviewing time limitations. The spééific.needs included dn this study

were:, | ; L ' y
Audience Orientutionsv\ Dutch Needs U.S. Needs .
. . < N N . . - -
A. Cognitive : 1, Need ‘.'keep tabs 1. Need to keep tabs on
von what'"s going on - what's 'going on
2. Need to know‘what : 2. Need to know what
_ ‘ _ bther_pedple are other people are
- thinking \ saying
. 3 \Nééd to plan ygur day
. A .
) -B.  Diversion - 1. Need to be enter- 1. Need to be entertained
A tained . '
2. Need té-relax : 2, Need to relax
3.,<ﬂéed*to kill timé\\
C. Personal Identity 1. Need to.avoid;L . 1 Need to avoid feeling:
feeling lonely * lonely * P
2. Need to have 2. Need to have influence
influence . . o
' 4 3. Need to get to know
) .\ : " yourself better
Purpodses of Study 3
' ' S ) " - . . | ' ) -
, 'This study’réplicates substantial aspects of the Katz, Gurevitch and Haas
"‘" / -' Lt - * '
Israeli s;ddy, and it seeks to expand the usgs and gratifications approach by
includgng a measure of the salience of each need, as well as a measure of the
1eve1 of gatisfaction obtained from media for each need. .
- }"The specific research objectives were: °

@

(‘) [

,/ 1. To compare the salience (frequency and dtrength) of the various
' needs within each country and between countries.

/ 2. To relate the salience of varlous needs to the frequency and. kind
of mass media use in the two céuntries, -




-

3. 'To determine the amount of satisfaction’ obtained from media
/ in general (and from specific media) for the various needs.

4. To compare the salience of need measures with more traditional
demographic measures in predicting frequency of mass media use,

both-for specific need satisfaction and in general.

N L]

Method

lolephone surveys were used ‘to stu*i 7186 Indianapolis, Indiana, residents
and 413 Dutch respondentq, all of whomrwere 14 jears of ago or older. The
j> . U.S._sqmple was a disproportionate random ono, providing an overrepresenta-
tion of young persons (14 to 20 years old) and older persons (62 to 87). The-

Lputch sampler was a gtratified random group of persons aged 15 and older, rep-

resentative of the entire nation. All interviews~were conducted by trainéd

A -

) g interviewers during April and May of 1978. The response tote for the U.S. ‘
‘ sample was abput 877, and for thé butch samplo it was.about 719% . o '
- ' . The stroctured questionnaire incluoed measores'of salience (frequenoy and.
) strength) of various needs, freouenty'of media use to satisfy needs, most
preferged meoiu:\}or each noedj and level of satisfaction obtained if maso
wedia were:used to satigfy the need: o . o
1. About how often do you feel thé‘Be;d‘to be.(gpécific need) ?
. ;;___alwaﬁs ___often __;ﬁoccasionally ____seldom
| nevet(SKIP TO NEXT PAGE) don t know (DON'T SUGGEST)
) 2. When you wpnt to (gpecifio need) - is_the feeling usually; . - o -
____very strong ___strong: __mmodernte ___weak s
very weak :_;_5;don'; krrow (DON'T SUGGEST)
‘ 5. When you. want’to' (specific noed) ', what do you do?
- What activity do you turn to?

. [ § ,
\ _ (LIST ALL ACTIVITIES MENTIONED) '

(IF RESPONDENT HAS MENTIONED ONE OF THE MASS MEDIA SKIP TO
QUESTION 6. IF MORE THAN ONE MEDIUM MENTIONED SKIP T0 5.) .

R 4. How often, if at all, do you turn to ang of the mass media %:hen

. you want tb (qpecific neep) ? ,
\ | ' always ___often - occqgionally ___seldom
. H,w*“w ' ~‘never (SKIP TO NEXT PAGE) - don't know (DON'T SUGGEST)

4 . »
" ,
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\ ) :S.  Which of the mads media would you most want ‘to use in

this situation? ,

4 radio E;levision magazines ____movies |
newspapers books’ _-__don't know (DON'L SUCGESI)
6. When you (fill in ansyer to number 5--or to number 3 if only *
, one medium mentioned) does it (épecific need) you:
__alot . a fair amount __ a littie® ___hardly at all

. don't know (DON'T SUGGEST) - v

Additional items in the questionnaire included general media use’

questions for television, newspaper and radio, and a set of demographic,

»

social and“political questions.

Kesults

‘..

Salience -of Needs. The needs to keep tabs on tlhiings and to relax were

the ,mqst salient for both Dutch and U.S. respondents. (See Table 1) In .
!

the Dutch sample, these two needs were followed by the two remaining cog—~ -

\hitive-dnd diversion needs—-the need to be entertained and the need to know

what others are thinking--suggesting that the cognitive and diversion motives
. ’ ’
. are more salient for the Dutch ‘than- the personal, idencity motive.

| N

- . , Table 1 About Here‘

b

' Perhaps because of cultural differences, the pattern of findings was diff-

erent for the U.S. sample, in which tﬂe Fhird host salient need was the need
‘T" ¢ Ito have 1nf1uenc; (one of the threé peréona{pidentity needs) . Iﬂ ‘the U.S.
sa?ple; adolescent, yobng gn? ﬁiddgg—aged women rated) the need to have 16—. . \\
-fluenée as much 1ess important than their male Eounterparts, suggesting that -
¢ K
‘ the stereotyp{cal image of the aggressive American male may have ééme éméiri—

cal basis. (See Tabld 1) . ’ S .

8




‘the same needs may be important to people of different cultures.

v

things).

v/
Taken togéther, however, the salience rankings of the first gix needs:

are quite similar for both Dutch and U.S. gamples, suggesting that some of

-
‘ .

Frequency of Media Use to Satisfy Needs. \The needs Eglkeep tabs and to
[ (. " .
e entertained inspired the most. frequent mass media use in both Dutch and

U.S. respondents, (See.Table 2) Although the Dutch tended to say they use .
. . . \1 .

mass media fairly often to avoid feeling 1om\ly, fhe U.S. respondents were

v

less likely to do so. Meédia were least often used by the Dutch and Americans

.whén they felt the need to.have influence on things happening around them.

' ’ a )
Table. 2 About Here
\ ) )

vy

‘Again, the overall rankings for the two groups are-fairly similay, sug-
&
L} [ N - - ‘

" . gesting that there are some common patterns of mass media use for satisfying

the same needs in Indianapoiis and Holland. Among both groups, mass media

seem to be used most often in response to cognitive and diversion motives,
L] . ’ )
rather than dn response to a general need for personal identity.
~ % 1 ¥ .

Choice of Specific Media to Shqjsﬁy Needs. Televieion was tﬁj most fre-'
quently used medium 1n responsge .to four of- the six needs for the Dutch and

five of the nipe needs for the U,S. sample. (See Table_ 3) But newspapers

~ were mogt often used for the 'most salient cognitive need (to keep tabs on

v

>~

The Dutcgwwere mo;e Iikely tm reiy on telemision to know what others.are
thinking, whereas the U. S. samgle was more likely to t“rn to HGWSpaperB;l
(See Table 3) In addition, the Dutch used newspapers most frequently when
they felt,the need to have influence on things around them) whereas the' U.S.

sample was split evenly betyeen newspapers and television for this need, with
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.

women more likely to use newspapers and men more likely to use television.

Table 3 About Here

.Overall, the gimilarities between the Dutch and U.S. samples'in_choice of
specific media to satisfy various needs are striking. It appears that the

Dutch gengrally use the same msdia most often in response to the same speci-

fic personal needs as do Indianapolis residents.

' ) . . )
[}

Needs Best Satisfied bzﬁMedia. High levels of satisfaction with media.

performance-were most' of ten reported for the neds to relax,ikeep tabs and

_ avoid feeling lonely in the Dutch stuj: ) (See Table 4) 1In the U. S, survey,

—

the n@eds best satisfidd by mass media were to keep tabs, to be entertained

A Y

and to rélaxv U.S. respondents were relatively less-satisfied with media s

- \ -

perfa}mance in response to the need to avoid feeling lonely thdn were Dutch

people, and the Dutch séemed to be relgtively iess satisfied with me?ia for
being entertained than did the U.S. sample. a |
- SQT

- ‘ ' : 3

~ . ,. - . . ) . 1._ R

- ‘L <
- Tabje’ 4" ABout Hexe . )

k. . —A : : - /
Both groups were {elatively dissatisfied with media for the needs to have

. [
influence ‘and to know what others are'%hinking And the U.S. sample was

keast sqtisfied with media for planning the day, j : ,.

In general the U,5. sample. was most satisfied with media for diversivn-
' A

ary neegsn(be entertained, felax; and &ill time) ‘and least satisfied with

. ’ . B T A : .
media for personal identity neehs (know”yourself, have influence). The pat-

. tern was somewhat mixed for the utch sample, but except for"theinged to

R4

. ‘~. .. . . . .
avoid feeling lonely, the overall media satisfaction’rankings were fairly
. . . . . '_‘ . \

v



similar for the two groups. - -

-
t

Media Best at Satisfying Needs. Although one of the least often used

)

media in response Fo'various needs, books were rated most satisfying by the

Nutch peoplé who used them for the two versionary needs (to be ente;tained

v and to relax) and for one of the personal identity needs (to avoid feeling

10421y). (See Table 5) In the U.S. survey, books were rated first or

- second most satisfying for eight of the nine needs by-those few persons who

used them in response to those needs.

-

Table 5 About Here

B N | . _
" \\ . - : » .~
As in the Dutch sample, books were rated highest mainly for diversiomary

and personal identity needs by the .U.S. respondents; but especially for per-

- ) -

sonal identity needs. Books were the second most-used medium for the two

diversionary needs (to be entertained and to relax) among the Dutch but

. were only third most-frequently used for one of the personal identity needs

\ . R .
(to avoid feeling lonely) and not among the top three media for the other
personal identity ned&d (to have 1nf1uenCe)

Th& Dutch were generally more satf;fied with radio for relaxing and for

avolding loneliness than wére the U.S. regspondents. The Dutch‘were also

)

. relatively more satisfied with ‘televisionsand newspapéts for' knowing what

L others are th{nking and“for_having 1nfluencé than were the Indianapolis resi-

. ot

_dents,who were more sabisfied with books and magazines for these needs,
\ - ] il ‘ ............ 3
~ \.‘ .

s - TN égiience'of NéedslfFregueﬁqy,of-MediaaUse, and Media Satisfaction of Needs.®

e For the Duteh respondents, the‘more salient needs were,associated with more

N zgéqueﬁt media use and with more satiéfactinn-from media use’. ‘(See Table 6)

. . r I 4

‘o .'. ’ o . ¢ ‘.1!1 zv,‘. ORI
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This was also the patterﬁ for the U.S. respondents to some extent, but the
link between salience of a need and frequency of media use for that need was
not nearly as consistent in the U.S. as 1in the Dutch study. For example, 1in

the U.S. study the third most salient need (to have influence) was ranked
eighth in frequency of medla use and eighth in éatisfaéti&n from media use.

t ; L

LI

Tabie 6 About Here
“u

E

The relationship between frequeﬁcy of medgé)uSe and satisfaction from 4

media use in the U.S. study, however, was®’nearly perfect. No frequency and
L} . ‘ ~ ’3
satisfaction"rankings varied by more than one.rank. (See Table 6) _

In Holland, then, mass media tended to be uged more frequently for more
fed o .

r .
important personal needs, and the more saltent the need, the greater the

satisfaction gained from media use for that need.. In I#ianapelis, mass media
N . 3 . N

-

‘tended to be used more frequently for Epe two most important needs, but the

relationship was much less consistent for the other needs. The more fre-

-

quently media were used for needs ip Indianapolis, however, the greater the

*

satigfaction gained from media:use. . T ‘ -

Y These findings suggest that people in Indianapolis are turning to other
sources besides media for satisfaction of some sallent needs, espepially the

need to have influence on' things. In contrast, the Dutch are more likely to
b d - .

use media moré‘often-when the salience of a need 1is greater. " Particularly

interesting 1s the figéing in the U.S. ‘that media are ugsed third most fre-
/ 5

queitly forxthe least salient of the nine needs (to ﬂillatimﬁ).

Predictors of Salience of Needs. Age emergedhas the most powerful pre-~
: v

dictor of need salience Zdefined as frequency and'strength of need)'in the

~

Indﬁanapolis sample. Sex of the respgndent was algp a predictor of the .

' 3
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Sulienge of loneliness. ‘Socioeconom{c status (defined ag educational
level combined with occupational status) did not appear to be a predictor

of salience of any of thé needs. (See Table 7) ' .

In general, ‘the older the American respondent, the less salient .the

v

needs (as we jave deflned them) appeared to be. The most drnmatic 1llus-

tration, of the impact of age 1s on the salience of the need for entertain-

" ment. ., N i '
5 . '\ - % 4 . ) ‘
The most significant finding in the U.S. sample is that Ehe three

predictbrs wq‘have_looked at explain very llttle of the vnriability 1n need
x- 4 ~

Zsalience. Appg%Ent}y othex situational or, perhaps other psychological;-

fnctors‘are antecedent to nced salience. To the extent that age is a

1

factor in perceived saftence o[ various needs, our. findings suggest that .

-

\\ there may -be a eomplément of needs—~factqrq other than the: commonly cited

~ . K -
ones that were used here--that replace the needs of a.younger age for
¢ A " . ! . . - S
Americans. ' ~ - . - '
7 . i ' _ o
: Table 7 About Here .. -
2 TN R
£ a \
In contrast, educational level was the most powerful predictor-of . need
>

R
¢t

salience in The Netherlands.' Sex‘bf tne respondent was a factor on loneli-

- e 1
- 1

ness (as it was also in.the American sgmple) ‘and entertainment. ‘Age was a

factor among the Dutch on the mneeds to'keep tabs and to have influence.
. , . » ‘ * £ ' i - . 4
. _ , -
.. As ii‘the u. . qtudy, very litele of the variabiltty in’ need salience
Q

was predicted by the demographic variables used in the Dutch study, suggest-

. \ \ a
ing that in both qtudies the salience of need measures were not surrogate
h] .
\ demographic meagures but were measures of underlying'audience motives

which were fairly indeﬁendent of demographic and social Etatus. )
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' » ' Predictors of Frequency of Media Ug? for Neéd Satiefaction. The amount .-\
. N " T -1 pag » Ad
L > N LY \ ) o 8 :
-of parceived salience of” various needs appears to have very little-to do

.+ with the extent to which mass'media are usedtby Americans in satisfying these
. ' ’ .

needs (defined as how often tne media are turned to when the- need is felt)

Age, sex, and socioeconomic status are qually good predictors. But, again,.

) K._L ‘.
the most significant findiwg" is that one of the variables appears to explain
: N % Zwv‘s

much’ of the variability in'frequenc bf media uge - for need satistactipn in the A
A Y .
q-ualndianapolis sample. (See Table'Q)

- - N
. . . v

-
-

=

i . ’ = L ' _ S
¢ - T Table 8 Ahoutf&ere-k i
It >

’

These results are in sharp_contrast_&g the pattern of Dutch responses,

[

Need salience was clearly the dominant predicto p Dutch use of mass media

(%24

¢ in satisfying the various needs. (See Table 8) Nevertheless, there are

*

still large amounts of variation in frequency of media use for satisfying

needs which are not explained by the. demographic and salience of need pre—

dictors. The largest R2 in the Dutch study is 15, and ‘the largest in the

U.S. study is .04. . .

e
Perhaps media use . for negd . satisfaction is an act that is subsumed by

the ger exposure patterns of Americans and to a lesser extent, the Dutch

peoples In other words, it is possible that many persons do not turn to
. \ —

r. : _the masRmedia upon feeling a need becaUse they are(already consuming media

for a variety of other reasons. If this is true, perhaps a look at general

-~

"media exposure patterns for-thewlndianapblis and Dutch samples may prove

revealing.‘ o l. . e B ;_ ‘ )

. N

- ._ ' Predictors of General Television Expogure. So far;ithg role of demographic
. : — _ — | e : .
and salience of need variables has been discussed in relation to the frequency

P " of mass media use to.satisfy specific needs. But the importance of personal

X v
[

¢ ' . : - [} 13 ’ ; . ) . . X
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needsg and demographic measures in masa communioatién re;earch Iies not only i
in their ability to predict media use for gpecific purposes) but also in
their ability to predict and explain more.ggggrgl patterns of exposure to
diﬁterent_media. n« S,

.'Qthest the predictive power of all demographic and salienoe:of need

~ .

‘variables, linear multiple regression analyses were carried out.nsing time \\

- spent with newspapers and television as'the dependeént variables. ‘The best
lpredictor of average.numberlof minutes per day spent with television in Hol- -
land was education, fOLJOWed by‘five Salience of need measures. The best

predictor of average number of hours per day spent with' television in Indi-

anapolis was the ‘salience of the need _ «

W

~ \- .
"~ ™ Table 9 About Here _ §"ﬁ

to kill time, followed 'by three demographi gvariables and two salience of
. y Ch q

nefed measures. (See Table 9) Thus in Holland the'personal neede played a . ;ﬂ
“ - - * » . ¥
more dominant role in predicting time spent with television than in Indianapolis.

In Holland less-educated people watched more teltfision than more-educated

-~ RS

'peOple, and those with a more salient need for entertainment spent more time
with TV than those with a less salient need for entertainment. In addition,
those persons with a less sgalient need to know what others think and/or a
less sal%%gﬁ need to have influence spent more time with television

In Indianapolis, those persons with a more salient-need to kill time spent
:‘more“time with television. *Eomen were likely to spend more time with TV than
men, and those ‘with lower incomes were also more likely to spend more time with
" TV than those with Nigher 1ﬁcomes. Being married was weakly correlated with

TV exposure, as were less salient needs &\ plan one's day and to know what

” T . o
[ ’ :
PP R . . '
o amege : " 1 N . .
Tt T ) ’ S
o . . :

\ “ N .
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e ' ‘
others are saying, (See Table 9)

’ e

In both the .Dutch and U.S. samples, intreased salience of the need to .

-
»

_kney whdc"éthers are thinking and saying was associaied difh less.TV expo—.

’ - . -

‘sure. Although an 1néroase in the salience of need for ehtertuinmgnt was

M6derately correlated with television exposure 1ﬁ-Holland, the salience

of entertainment was not am&hg the top six predictors in the U.S. sample,

H . .
even though televison was the most-often mentioned medium of choice in res-
. _
- . < N i
ponse to‘the,Qéed to be entertained in both countries. (See Table 3)

This find{ng;suggésts that television may not- be Véry effective at en-

tertéining'people in the-Indianapolis aréa, but probably is effective'at

‘ helping them kill time.

. “The above speculation is further supported by regressions carried out
for four separate age groups in Indianapolis. These analyses 1nd3%ate that
. - N x,\" .

the need to be entertained was a negative predictor, of time spent-with TV
. - . . - ,)’ _

for adolescents and was not & predictor for young or middle—aged”adults,

< .
but the need to kill time was a positive predictor of TV exposure for all
: . - ’ ' 3
age groups except the middle-aged.

v

Predicfors of General Newspaper Exposure. Age was the dominant predictor

of the average number of minutes spent -with a newspaper in Holland and in

Ihdianapolis. The older thé’person, the more time spent with the newépaper.

. (See Table 10) ' . . ' _ !

In addition, those persons with a more salient need to kéep tabs on
things tended to spend more timelﬁitp newspapers in both Holland and Indiana-

polis.

In Holland,_those.wbo had ahgreater need to know what others are thinking

LY

and to have influence on things spent mops tiﬁegﬁith neﬁsPapers; but in the

U.S. sample, those with a more salient need to haveiinfluenge tended to spend "

N L

’

#
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less time with newspapers, perhaps becnhae'hnving fnfluence on things in
the U.S. often means 'getting: ahead" in one's occupatidn which in turn means
: . W ‘ . .
. spending more- time on the joﬁ_nnd less time at hame reading a newspaperx

4
- R

Table 10 About Here

e

L3

-Personal needs generally did not play as prominent a r¢le in predicting,
generaI“newépaper_exposure in Holland as they did in predicting general TV

exposure. Both age and_political interest were stronger predittors than any

{
£

of the needs. .In the U.S. study, the salience of needs played a slightljne

> . r . .
more prominent role in predicting general newspaper exposure than in predict--

ing general TV exposure.

‘ In the'QutcH-study, two of the same needs which predfcted genéfal TV
exposure also predicted general newspaper exposure (the needs to know what®
others think and to have influence). .But whereas these wefe negative pr%dictors

“for TV exposure, they were positive predictors for ﬁewspaper exposure, (See

Tables 9 and 10) 1In the U.8. study, the only personal need which was amohg

f .
the top six predictors for both TV and newspaper exposure was the need to

plan one's day, and it was a fairly weak negative predictor for -both kinds

of media exposure. ‘ ' S
& IS
¥ - @

Diversionary needs were the strongest need predictors of general television

exposure in both Holland and Indianapolis, ahd cognitive needs were the
N .

strongest need éredictoré‘of general newspaper exposure in'both countries,

suggesting that television is perceived as more suited for diversion and news-

papers more suited for cognitive (reality exploration) needs in both countries,

This concluaion is further supported by data in Table 3 which indicate that A

newspapers were most often turned to in’}esponse to the need to keep tabs on

things, and television was most often turned to in response to the needs

. -

16
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\ to be‘antettained and to kill time.

- \ i i T "
3 . Condlusions

- . . v . : -
. -
b

Holland and the United States provide interesting cases fdr comparison.
Both countries have highly developed media systems that reach a mnjority

of their populations A gréiter range of'media content——especially ‘in

i

entertainment--is available in the U.S,, but the Dutch system of broadcast-

+

1n€ also providesfconsiderable diversity. W?i . . : -
Although the Dhtth'and American medid systems and cultures differ con;'
siderably, there area nﬁmbbr of striking similarities in the findings of
the two surve&s réported here. The relative s%lience of the different
needs, the relative frequency of media'uselin t;spOnse to the different
qeeds,and tHe specific media most often Qsed in response to different needs

+ are all quite similar in both the Dutch and the U.S. surveys. Except_for
one notable point, the relative ievels of satisfaction with meéia perform-
_ancé in response to specific needs are also fairly siq} r between the two
countries. And.in_Both countries,'demognaphics are not strong predictors
of the salience of needs.

There are some important differences between the two countries, how-
ever. In Holland mass media tend to bé ugeq more frequentlj for the more
important personal needs, and thé more salient the need, the greater‘the
relative satisfaction gained from media use for thét need. In‘Indianapolis

- the more frequently media are used \n response to a need, the higher the
satisfaction, bﬁf media are not used relatively often for some highly salient
" needs. ) |
Thtse ffndinge taise"the posslbility that tﬁe mass media in Indianapolis.
are not*as effective at satisfying important personal needs as are the Dutch

nass media. Thia speculation is further suppofted by the fact that the need

claimed to be lcant 1mportant to the Ameripane——to Till time——etimulated '

1, S L
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relatively frequent m&dia use and high satisfaction with media.

L IR 4 N
! ’ . .
- The Dutch survg} suggests a atronger role for the salience of need

measures {n pradicting frequency of media use .for specific‘needs than does

L Y

- . o
the Indiahapolis survey. But even though the-personal needs are more

\ A
important #n predicting general newspaper and television use in the U.S.,

A
’

the demographics of age, education and political interest are more power-

-

ful predictorg of genbral.media exposure than any of the need salience

measures in both countries.
Although the total variation;ﬂn both specific and general media use
~. . .

“accounted for by demographic ajf need saftlence measures is fairly low in

both countries, our déta suggedt that {t 1is useful_té considet-iﬂiﬁ demo- *
graphics and personal needs in trying\to pregict fréﬁu%ncy and kind of mass
media use. Because the demographics in our study we*e generaily gggkgood
predictors of the perceivgd snliencé of personal neéds, we must conclude
thgt need measures are distinct from'demogfaphics. _ .

Our data also suggest that other factors besides the ones included 1n

\
this study should bé_taken into account when trying to predict media use.

1 _ .
‘These factors probably include social constraints, york gschedules and media
[ B

availability, as well as other personal needs not measured here.

¥

It is clear from our data, however, that people in The Netherlands and
the United States do consider some personal needs more'impoftant than.others,

do turn to mass media when they feel certain important needs, and do choose

-

different media for satdsfying different bersonaf'needsr It is also clear"

A

that these personal needs cut across demographic and social class boundaries
- . ‘ / . .
and that they cannot.be ignored in studying mass media use in Holland and in’

- ) 1

the United States. ' . (



. o 3 Notes ‘ ' . 17
' E ‘ l‘ ' - . . » .

lElihu Katz, Michael Gurevitch, and'ﬂaaéasah Haas, '"On the Use of tﬁe Mags
Med{a for Important Fhings.” American ‘Sociological Review (April 1973), 3ﬂ:

164 181. . ‘ . T .- e i
2G. Cleveland Wihlhoit and Harold de Bock "'AM in the Family "in Holland," :
Jaurnal of Communication (Autumn 1976) 26:75-84. , . 4

"y Yack M. MpLebd and Lue B. Becker, "Testing the Vafidity‘of Gratificacioné .

Measures Through Politfcal Effects Analysis,"” in Jay G. Blumler and Elihu

Y Katz’ (edg.), The Uses of Mags Communications: Current Perspectivés on. .

b- Gratifications Research, Beverly Hills, Calif. : ‘Sage Publications, Inc.,
1974, pp. 137-164. VY - : '

A
*

'APhiiip Palmgreen and J. D. Rayburn II, "Uses and Gratifications ard Exposure
~ to Public Television: A Discrepancy Approach," unpublished paper presented
at the Association for Education in Journalfhm Conyention, Univerqity of

Waghington, Seattle (August 1978) \

5Palmgreen and Rayburn I, p. 17.

6Leo Bogart, "The Mass Media and the Blue Collaf Worker,'" in A. Bennett and
W. Gomberg (eds.), The Blue Collar World, Englhwood Cliffs, N.J.: Prentice
Hall, 1965.

"pavid 0. Sears and Jonathan L. Freedman, "Selective Exposure tq Information:

A Critical Review," in Wilbur Schramm and Donald’ ¥, Reberts (eds.), The
Process .and Effects of Mass Commmication, Urbana: University of Illinois
Press, 1971. pp 209—234

» . L

, 8William J. McGuire,."Psychological Motives and Communication Gratification,"
in Jay G. Blumler ‘and Elihu Katz (eds.), The Uses of Mass COmmunications
Current Perspectives on Gratificationg Regearch, Beverly Hills, Calif.
Sage Publications, Inc., 1974, pp. 168-169. o N

9Jay G. Blumler, "The Rule of The ry in Uses and Gratifications Studies,

Communication Research, 6:9-36 (January 1979), p. 14,

-

.\ ' l .
kA : ' OJay G. Blumler, "The Role of Theory in Uses and Gratifications Studiea.
T p. 17. -

Voo

N
*




‘ .‘ * .'I '( \ - .

Table 1 . - o | .
A ~ $alience of Personal Needs
‘T - Dutch Sample _ U.S. sample
(n=408) - - (n=786)

, -Average o _ Average
Needs . Gcore Rank . Rank §eore
. Tq kéep tabs : 3.32% lb - .1 5.92¢
2. To relax 3.34 2 2 5.46
3. To be .

entertained 4.13. 3 4.5 4.78

4. To know what : .
others are say- 4.74 b . 4.5 . 4.78
ing and thinking

5. To have 1nfluenge 4:96 s | . 3 < 4.80
‘ 6. To avoid feeling _ ‘ . .
lonely 7 5‘§§ . 6 i 8 3.56-l
‘7l To plan.day | N ;_ - | 6" “4.31
8. To know self S _— - 7 4.30 ‘
9. To kiil.t;me i — . — .. 9'j 3.38

*These average sallerce scores (a combination of frequency and
strength scoresg) for the Dutch sample range from '"1" (high salience) to
"6" (low' salience). Some of the n' s vary slightly from the highest

.. n of 408.

.t
“

bIn both~sets of rankings (for the Dutch sample and for the U.S.
sample), a ranking of "1" indicates the jmost salient need and a ranking
of "9" indicates the least salient need. \ :

- “
».

“These average saliéncé scores (a combination of frequency and
strength scores) for the U.S. sample range from "2" (low salience) to

"9" (high salience). Some of the n's vary slightly from the highest n -

of 786. - \ . S,

qNotlasked in the Dutch survey.
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.f}equéncy of Mass Madia Use to Satisfy Personal Needs . . ““ f§
. ' - _ ) '
{l s . . D & ' ‘ )
C putth Sample u.s. Sample
’ ) R I (.n= 369) B “(m = 654)
. © . - (\\ A - ‘ /
. . : : Average S v Average
" Needs i - Score - Rank Rank " Score
1. To keep tabg 1.7t 1b-- ) LR B o 6.01° o
2. To be ¢ \
entertained - 2.03 . 2 - 2 '5.70
3. To avolid ) ‘ . .
feeling lonely 2.32 3 . 6 4.19 .
: N
/ 4, To relax : 2.64 4 4 . 4.77
e -
\

5.. To know what
others are say-

ing and thinking 2.71 5 5 4.64
» 6. To have influence 3.36 | 6 . 8 5 2.57
7. To kill time .- -3 5.65
N 8. To know self — 7 . . 2.89
9. To plan day ———— . _ 9 2.45
I - ' "
AN
. %These average frequency of media use scores for the Dutch saﬁple-
< il range from "1" (often use)  to "4" (never use). - Some of the n's vary
. 7 , somewhat from the highest n of 369.°
’. ) _ In both sets of rankings (for the.Dutth sample and for the U.S.
v , ' sample), a ranking of '"1" indicates the need for which some kind -

of mass media was turned to most oﬂteq, and_ a ranking of '"9"Mndicates
the need for which mass media were turned to least often.

L

“These average- frequéncy of media use scores for the U.S. sample range
from "1"(never use) to "7" (often use). Some of the n's vary somewhat
from the highest n of 654. ‘

dNot asked in the Dutch survey,




dia Used Mosat.Often:
e Ko Personal Needs

, ®Some of the n's for the different needs in the Dutch

4
L 3 ¢ » ’
Table 3
- _ \
Specific Me
‘In Respons
o \
» ” .
o . ‘ Dutch Samp&e
BRI ; (n = 299)
’ & . . A ~
. Medium Used
Needs ' Most Often
3
1. To keep tabs Newspapers
2. To relax Television N
3. To be wvi;- _
entertained *Television
4. To know what {{ﬁ
others are say- ’
ing and thinking Television
5. To have _
influence Newspapers
6. To avoid
| teeling lonely Television
7. To plan day = . d 
8. To know self = = ————_
9. To kill time —————

vary somewhat from the highest n of 299,

U.S. Samplg
(n = 573)"

Medium Used
Most Often

Newsphpers

Teievision

Television

Newspapers

Newspapers and Television®

Television
Television
Books

Television

survey

bSome of the n's for the‘ different needs in the U.S, survey vary
somewhat from the highegt n of 573, -

~ ]

-
have influence.

dNot asked in the Dutch survey.

(-

A

%These media were tied for first place in response to the need to
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- Table 4

. ' :
_,‘\ » - . - -

. \ b . .
Satisfaction with Media in General for Personal Needs

o

N Dutch Sam le ' U.S. Sample
(n=310 . (n=601) -

) o . Average - o ~ Average
Needs . ] ' ‘Score  Rank " Rank Score
L. To relax -+ ,  1.55° - 1P 3 . 7.45

. . o \ . .

2. To keep tabs 1.56 2.5 1 7.55
3. To.avoid, - -

feeling lo..ly : 1.56 2.5 6 ) 6.92
4. To be :

entertained - <« 1.70 4 ‘ 2 - 7.46
5. To know what v :

others are saying {' 1.88 5 5 7.25

and thinking ’ '
6. To have influence 2.08 6 8 6.23
7. To kill time -4 ™ —— 4 7.36

. To know self -— - (f 7 6.81
9. To plan day - -~ | 9 5.91

#rhese average satisfaction with media scores for the Dutch sample
ranged from "1" (very much satisfied) to "3" (not so much satisfied).
Some of the h'sfﬁhry somewhat from the highest n of 310,

[}

! : .

‘bIn both sets of rankings (for the Dutch sample and for the U.S.
sample), a ranking of "1'" indicates the need for which high levels of
satisfaction with media were most often reported. A ranking of "9"

'indicates the need for which high levels of satisfaction with media were

least often reported.

\

The e average satisfaction with media scores for the U.S. sample

. ranged <from "5" (a little satisfaction) to "9" (a lot of satisfactign).

Some of the n's vary somewhat from. the highest n of 601.

dNot asked in the Dutch survey. o ‘ )
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- Table 5

Satisfaction with Spédcific Media for Personal Needs

v
»

N ) § - A9 -
Dugdh Sagglga : u.S, Sample P h
o , Medla Rated . Media Rated "
‘Needs Most Satigfying Most Satiafying
. J U :

1. To relax Books, Radio Books, Movies
2. To keep tabs Newepabers, ‘ Movies, Newspapers ;
T Television
3. To avoid

feeling lonely Bo%ks, Radio - .Books, Magazines

. o *

4. To be ' ( . vo.

entertained Books, Radio - Radio, Books

L —

5. To know what :

others are saying Television, Magazines,

and thinking Newspapers ' _ Books

\

6. To have

influence Television, Books,

Newspapers ' Magazines

7. To kill time = = = ~en-- d . Movies, Books
8. - To know self e . onks, Movies
9. To plan day = = = —=ee- Books,.Movies

No single summary n is reported for the Dutch or the U.S. samples
because the individual n's vary by need and by medium most preferred for
satisfying each need.

bThe media satisfaction scores for the Dutch sample ranged from "1"
(very much satisfied) to "3" (not so much satisfied). The media listed
here received the.highest average satisfaction scores (lowest numerjically)
from those persons who said they most preferred these media for satisfying
the various needs.

“Ihe-med1d satisfaction scores for the U.S. sample ranged from '"'5"
(a 1little satisfaction) to "9" (a lot of satisfaction). The medta listed
Here received the highest average satisfaction scqres from those persons

who' said they. most preferred these media for aatisfying the various needs.

dNot asked in the Dﬁtéh survey.

© N .
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Table 6. - _ o
Salience of Needs,Frequency of Media ﬁse, and Media Satisfaction
‘ of Ne_eds ‘ i
. . Dutch’ Sample ) U, §. Sample
T Media Media Sy Media Media
Salience Frequency Satisfaction Saliénce Frequency Satisfaction
Rankings Rankings . Rankings Rankings - Rankihgs Rankings
Needs a . . : : ' .
1 2.5 1 -1 1.

1, To keep tabs \1

2. To relax 2 ' 4 1 2 ) 4 ' 3 ~
3. To be (—\ : A‘
3 C2 - 4 58 2

entertained

4. To know what
Y others are say- : t .
] ing and think- 4 5 . 5 5.5 5 " 5
ing : .

5. To have ' T p— :
influence 5 6 6 I 8 »8

6. To avoid feel-  _—=y| ' ) '
ing lonely 6 o 3 ~P2.5 . W6

7., To plan day _— e ' —

8. To know self - - — ' 7 7 ' ~7 _ /"\

9. To kill time ' | - 9° s3 jl'

A
. »

qFor all rankings shown here, the number "1" gignifies the most salient need,
the need for which the most persons reported using media the most often, or the
need for which the most persons reported  high levels of satisfaction.

bNot asked in the Dutch survey. .

“Differences of "2";or more in rankings are marked with an arrow.

-
-
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8 . T Linear Regression-Analysig o} \Three 'l)em:ographic' '
. ' Predictors of the Salience of Personal:'Neqds
-~ - - N " - ' - \ ,
' Dutch Bample. . Y. u.S, Sample
- - (n =74%3) . sig. of R (n = 786) Sig. of
Predictor Betlar r _I}_q_gg*__:._ \ Rredietor . Beta ¥ Beta -
‘Salience of . _‘ . (
‘Needs ' /1;}. . . .
+ : - » -
1.To be enter- Ade Y. -.04 .07 Begi: Y 34 =34 .0001
tained Edugation” .09, .11 \‘sa%b | .00 .00 .
Sex -.108°=,11 - 04 Sex. ., -.01 ~.07 2 oo
- (R°=.02) " a (R"=.12) o
2.To know what . Age -.07 -.16 o e -.22 -.21 .0001 ™~
others are saying Education ., 2 .30 .01 SES .002 .008
and thinking Sex 0B .00 5 Sex .04 002,
J (R7=.10) . : (R =.05)
3.To avoid Age -.00n -.02 " Age -.11 -.09 .05
feeling lonely Education .06 .04 SES a2 02 .03 ‘ '
Sex 14 .13 .01 Sex - A1 .09 2 .06
; . o (R“=.03) o (R=.02)
"4.To have Age -0 -.15"' .06 Age ~.17 -.19 .002
influence Education - .R1 .25 .01 SES .008 .004
Sex . -.07 -.10 9 " Sex -.07" -.10 2 o
. ’ (R"=.07) - (R"=,04)
5.To keep tabs Age .16 .06 .01 Age -.04 -.03 . :
/ Education .32 .29 .01 SES . .03 .03 .
- Sex -.04 -.08 -, Sex ) .03 .03 9
(R°=711) B (R“=.003)
- 6.To relax Age -.07 -.11 - . >ge -.13 -.13 .02
| Educatfon .12 .14 .02 SES ~-.05 -.05
 Sex .05 .03 - Sex 02 -.00
‘ 3 (R"=.03) L (R=.02)
7.To ki1l time *°  =———m D Agé -.19 -.19 .001
‘ o SES .05 .05 o
Sex ~-.01 -.04 9
' (R™=.04) =,
8.To plan day = = = -—--- ——— e e Age - -.17 -
) : o h e ob
. | o : Sex .0003 -.02
e ' ' ' » ~ (R™=,04) -
'9.To know self ~ ————r ——— e e Age -.21 -.19 .0001
SES -.03 -.02
~ Sex .09 .05 2 .
. : (R"=.05) ,
aOccupational data were not used in the preliminary analysis of the Dutch F;

sample, 80 ‘education is used in place of the socioeconomic status (SES) combination
of education and occupation in the U.S. sample. :

¥

bIn both the Dutch and the U.S. samples, a positive value for beta and r
indicates that being female is associated with increased salience of a need. A-
.negative. value indicates that being male is assoclated with irncreased:salience of -
a need. Dummy variable analysis was used to treat sex as an independent variable

~

""in these regressions. . : o ,

.

. ' 1 . ' -
“Not asked in the Dutch survey because of interviewing time constraints,
. _ .

oo
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Frequency of
" Media Use to

,Satisfy Needs

1. To be
entertained

2. To know

. what others are

saying and
thinking

- 3. To avoid
- - feeling
# . lonely

2!

4. To have
influence

S. To keep
- tabs

@

6.(To relax

7. Te ki1l
I n'tim.

Table 8

. Linear Regression Analysis of Four Predictprs
of the Frequency of Mass Media Use for Need Gratification

Ddtch Sample”

(n = 413) .81ig. of
Predictor Beta r Beta )
Age . .06 -.05°
Edugation .09 . 04
Sex .11 +08 .03
Salience of
Entertainment .2
%§R - 09)
Age ..06 .
Education .07 .‘07
Sex .00 =<.03
Salience of _ .
What Others Say .18 19 ,..01
., . (R"=.04)
Age 08 . .07 S
Education 22 .20 .01
Sex .07° .08 - . ¢
Salience of. .
Loneliness .22 .20 .01
(R%=.08)
Ageg -.200 =17 .01
Education ~  -.08 -,03" '
Sex .02 -.02
Salience of
. Influence .06 .04 9 .
‘ - (R"=.02)
Age ".02 .02 :
Educatipn .14 .22 .01
Sex : -.10¢t -.16 .04
Salience of ) .
Keeping tabs .29 .34 2 .01
! ‘ : (R7=.15)
Age -.02 -.06
. .Education. W12 .13 .04’
- Sex -.00 -.01°
Saliench of
Relaxation . ++06 .14 9.
————C Ao ioee oo

NV

killirg time

&,
K . 25
U.S. Si@ple
(n = 786) Sig..of .
Prqdictbr Beta L o Beta ’
X 2ea
~ e 3y,
Age QGZOZ -.001
SES® .+ .02 .02
Sex. - . .01 .01 '
‘Salierce of , Ty T
. Entertainment .05 .05 9 r
. : - (R -.035),;
Age. .13 .13 . +03”
SES -.05 +-.05 ‘
Sex: -.003 .02
.Salience of .
What Others Sayh 602;: 03 2
. " (R°=.02)
Age —.03 L-02
SES -.02 -.01
Sex .07 .07 -
Salience of x - ,
Loneliness .04 .05 b S
- ' - (R"=.008)
Age .02 .04 ‘ :
SES -.09 -.08"
Sex .08 .08
Salience of
Influence -.02 -=.04. 2
: - ‘ (R™=.02)
Age ’ SRS U § .05
SES . .08 /08
Sex -.001 .03
1Sdlience of o -
Keeping tabs .11 .11 9 .05
I ST ®Tel03)
“Age -.09 -.07
SES -.11 -,11 . .05
Sex - .09 .07
Salience of : "
Relaxation 04 .06
. i (R™=.03)
‘Age , =01 -.01
SES -.02 -.01
SGX‘ : ’ .- 007 p06
Salience of - R -
~«05- .05

——
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) Dutch Sample _ U.S. Sample
e ™~
8. To plan day = —--—- m——— mmnm e " Age. -.11 -.09 .05
- SES -.08 -.10
Sex -.01 . -.04.
v ' ) Salience of
" - planning day. -.15 -.13 2 .01
B ' - ' (R"=.,04)
. 9. To kinow - ———= =-== === - Age .03 .01
self . ) SES -.008 -.007
, : Sex .07 .08
Salience of - _ ‘
" Knowing self .18 .18 2 -001
(R"=,04)

Occupational data were not uged in the preliminary analysis .
of "the Dutch data, so education is used in’ place of the socioeconomic status
(SES) combination of education and occupation in the U.S. data.

-~

"

-2 .
bIn both the Dutch and the U.S. samples. a positive value of beta
L. and r indicates that being female is associated with more media use in response
. to a given need. - A negativg ¢ value indicates that being male is associated with
more frequent media use. Dummy varlable analysis was used to treat sex as an
independent variable in these regressions. .

Y4

I

ys Copn o ' . ] ;
e . Not asked in thé Dutch survey because of interviewing time constraints.
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. Table 9 ' 27
N - - Linear Regression Analysis Ranking of the Top £
Predictors(Among All Demographic and Salience
of Need Measures)of Time Spent with Telgvision
Dutch Sample _ U.S. Sample
(n -.413) Béta (n =786) Beta
Predictors Beta r  sig,. Predictors Beta r sig.. “
Education '~ -.21 -.27 <.01 Need to A5 .15 .04
. kill time
Need for ‘
entertain- . 2
ment 17 .13 <.01° Sex .11 Jd4 0 14
Need to 4 i )
/  know what i r ‘ : b ’
others say -.13 -.22 .02 Income - | -.11 -.18 .17 .
Need to ' ' . . A - _ >
have— Psi:r:tail’ . '
, influence - =-.11 -.20 .05 atus .08 .02 .32 .
¥ B
Need to ) Need to
relax -.09. -.09 °".10 plan day -.08 -.13 .30 ,
Need to ' ' . Need to
.avoid : " know what
feeling . others . .
lonely .08 . .09 .12 say - " ~-.08 ~.11 .32 .
2. ' 2 ' ' v
L 4 - . -
) R 515 . ) ( R '09 .

1The measure of time spent with television in the Dutch sample was the
‘average nunber of minutes per day spent with TV, which was obtained by multiplying
. the number of days per week a person said he usudlly watched TV times the number ‘
. of minutes watched yesterday and dividing by seven. The measure of time spent with
television in the U.S. was the average number of hours per day speant with TV, which
was obtained in the same manpex as the Dutch measure, using hours instead of
minutes. :

\, ‘ - zA positive value of Beta and r for the gex varimble in the U.s. shmple
indicates that being female is associated with more time spent with TV. Dunmy
variablo analysis was  used to 1nc1ude sex in the regreasion analysis. s
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-'ff . o A positive value of Beta and r 1nd1catca that boiﬁg;married is associated

v

. with more timc lpdnt with TV. Dummy variable analysis was used.
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| Table 10
Linear Regression knquaia RAnking of the Top Predictors ) ! .
(Among All Demographic and Salience of Nfed Measures) .
Of Time Spent with Newapapers
Dutch Sample - U.S5. Sample
(n = 413) Beta (n = 786)  Beta
*+ Predictors  Beta r  sig. Predictors Beta r sig.
Age .21, .28 <.01 Age .27 .35 .002
» Political - Need to
interest .20 .36 <.01 keep tabs .14 .10 .05
Need to . : Need to have ) | LN
keep tabs .12 .26 .03 influence -.13 -.14 .08 ‘
'‘Need to know i ,
what others ' ; Need to ‘ :
' say ' 11 (167 .04 plan day -.12 -.17 .10 7,
Need to have 3
influence .08 .15 .18 SES .11 .08 - .11
‘Sex’ .06 .12 .23 - Activity in -.10 -.15 .13
. local org- :
, ' anizations
R - .21 - ®%a- 20
‘lThe measure’ of time spent with newspapers in the Dutch and in the
U.S. samples was the average number of minutes spent per day reading a
newspaper. This was obtained by multiplying the number of days per week
' a person said he usually read a newspaper times the number of minutes he
. said he spent yesterday, and dividing this product by seven.
e - ) ‘ @
. - A positive value of Beta and r'for the sex variable in the Dutch. . N
sample means that being female was associated with more time spent W1th3§ ,
‘ ‘newspapers. Dummy variable analysis was used to include gex as an in-
dependent varihble in the regression analysis. o .
'3The measure of socioeconofiic status (SES) in the-U.S. sample’was a
. . combination of occupational prestige and education level.
- : : . - \




