OPERATIONAL DESIGN AND PROCEDURES
A Study of Four Media

Chapter A: Comments on the
Objectives of the Study

This study investigated the audiences of four magazines:
Ladies’ Home Journal, Lirg, Look and The Saturday Evening
Post; one newspaper supplement, This Week; four* radio
programs: Amos n’ Andy, Charlie McCarthy, Jack Benny
and Lux Radio Theatre; and five television programs: Col-
gate Comedy Hour, Fireside Theatre, Red Skelton, Texaco
Star Theatre and Your Show of Shows, For each of these
media, the objectives were three-fald:

I. To show the kinds and number of people reached by o single

or average issuve, broadcast or telecast,

2. To show the kinds and number of people reached by o series

of issues, broadcasts or telecasts.

*It was our objective to measure five radio programs, the fifth program
being Walter Winchell. Early in the survey, however, Walter Winchell
went off the air for an indefinite period on account of illness. As a re-
sult, it was necessary to drop this program from the study,

3. To show how frequently people are reached and what kinds

of people they are.

For the four magazines and This Week, audience
figures are shown up to six issues for all characteristics.
(For the sake of comparison with the previous LiFE
Studies, the number of people reached by seven to thir-
teen issues of each of the print media was projected.
And information is available on how often they are
reached.) For radio and television, up to four broadcasts
or telecasts are shown for all characteristics and total.

The two-issue, two-broadcast, two-telecast accumu-
lated audiences consist of those people who were
reached by at least one of two issues or by at least one of
two broadcasts or telecasts; the three-issue, three-broad-
cast, three-telecast accumulated audiences consist of
those people who were reached by at least one of three
issues, at least one of three broadcasts or telecasts, etc.

For the print media, the kinds and number of people




reached by one or two issues out of six; three or four
issues out of six and five or six issues out of six is shown;
for radio and television, the kinds and number of people
reached by one or two broadcasts or telecasts out of four,
and three or four broadcasts or telecasts out of four is
shown.

Chapter B: Balanced Accuracy

From the technical viewpoint, the objective of any study
is to produce specified data with 2 maximum of accuracy
within a given administrative structure. Aside from the me-
chanical factors of coding, editing and tabulating, the ac-
curacy of a sample survey depends upon (1) the reliability
of the response on the part of the person being interviewed,

(2) the execution of the field work and interviewing, and (3).

the sampling error.

A sample survey consists of a series of operations (such as
field training, questionnaire-testing, instructions, etc.), and
the experimenter, in his design, has considerable chaice in
the utilization of those operations that meet the purpose of
the study. He should select those operations which, in com-
bination, contribute to the maximum overall accuracy. The
difficulty arises in that one particular operation may be most
efficient for one of the above components of accuracy and
yet may be highly inefficient for the other two components,
For instance, a factor that would increase accuracy of field
operation, might decrease reliability of response and
decrease the sampling reliability. The selection of one

operation may consequently force the inclusion of another
operation which, from a standpoint of overall accuracy, is
undesirable. -

The determination of the overall survey design thus be-
comes a problem of operations analysis where all of the
operations together must be considered as an entity with
the objective of obtaining the maximum accuracy for the
end product. As a chain cannot be any stronger than its
weakest link, a sample survey cannot have more accuracy
than the accuracy of its weakest operation. Making a par-
ticular link many times as strong as the others at the expense
of the others reduces the overall strength, The experimenter
is required to achieve balanced accuracy, rather than maxi-
mum accuracy in any one operation,

The choice of operations for this study began at the design
stage and extended through to the preparation of the final
report. Following is a simplification of an example to illus-
trate how one operational choice was made in this survey:

The objective of the study was to obtain accumulative
and repeat audiences of print media and radio and television.
A choice of one of several scheduling procedures had to be
made in the design phase of the study. Three of those sched-
uling procedures considered are discussed below:

Alternative 1—Use one secmple, get all datu in single interview.

In one sample, interview on six issues of each of the
five print media and obtain measurements of listening
and viewing of previous six weeks on five radio and five
television programs.




Alternative I1—Use five independent samples.

In one sample, interview on all six issues of a single
print medium and ask about previous six weeks' listening
and viewing for one radio program and one television
program. Two months later, interview different people
on a second print medium, a second radio program and
a second television program; etc. for five samples.

Alternative lll—Use ons sample, interviewing same people

six times.

Interview on one issue of each print medium and one
broadcast and telecast of each of the air media. After
two months, return to the same people and repeat for
a second issue of each of the print media, a second
broadcast and telecast of each of the air media, ete. for
six visits, However, during summer interviewing, omit
radio and television programs which are off the air,

Each of these alternatives must be considered in the light
of obtaining maximum accuracy for the end product. Each
has its own advantages and disadvantages, but one must
consider the advantages and disadvantages in combination
to arrive at a decision of which alternative yields overall
maximum accuracy.

Alternative I has the highest degree of sampling accuracy
as all respondents are interviewed once and data for all media
are based on the total sample, which, for a given cost, can
be made very large. However, the accuracy of the field opera-

tion would be questionable, The length of the interview
would tax respondents’ cooperation to .a point where many
interviews could not be completed and, in addition, any in-
formation obtained would be of low reliability on account
of respondent fatigde.

Alternative II has the highest degree of accuracy in field
execution, but it has the least sampling accuracy as the data
for any one medium are based on one-fifth of the total num-
ber of interviews, and an additional contribution to variation
is introduced in analysis because each audience is based on
a different sample of people. Additionally, an artifictal dif-
ference between media may be introduced because the
media are studied at different times of the year. Finally,
reliability of respondents’ recall on radio and television pro-
grams is questionable when taken over an extended period.

Alternative I11 has a higher sampling accuracy than Alter-
native II, but lower than Alternative I. It is not as desirable
with respect to accuracy of field execution as Alternative 11
because of the necessity of repeat visits to the same people;
of course, it is far more accurate on field execution than
Alternative 1. But AlternativeIll is substantially more ac-
curate with respect to reliability of response than either
Alternative I or II. Moreover, Alternative III allows for any
possible seasonal differences and measures all media through
an annual cycle. This meant limiting radio and television
measurements to a maximum of four exposures, since the
leading radio and television programs are not on the air in
the summertime. : )

Alternative TII provides the best balance of all accuracy
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considerations and was, tﬁerefore, the one chosen, The understandability of the questionnaire.

Below are some of the operations that had to be so con- Centralized vs. decentralized (on the spot) training,
sidered in the various phases of the study. The following
sections and the Introduction deal with particular operations

4, The § ling Phas
decided upon. As stated previously, each operation had to ¢ Sampiing Fhase

be considered in view of its effect on the overall accuracy The size of sample.
of the study and whether or not it was in conformity or in The number of primary sampling units (counties or
conflict with the other operations. combination of counties).

The number of clusters,
. The number of interviews per cluster.

Including all household members or a sample of one
The timing of the entire study. person in each household.

The problem of scheduling. Use of nights-at-home formula or callbaqks.
The age of the issues and programs. '

The scheduling of interviewing.

1. Design Phase

Average issue concept vs. specific issue concept. 5. Execution of Field Work

The spacing of audience observations. Understandability of the questionnaire.

Familiarity with area--maintaining same areas through-
2. The Questioning Procedure out vs. rotating areas.

Size of interviewing load—opportunity to make call-
backs.

Timing of interviews.

Recognition vs, recall.
Definition of reader, listener, viewer,

3. Field Staff Training
6. Editing—Ceding—Tohulating
"The number of primary sampling units,

The duration of the study.
The variations in the content of the questionnaire over In arriving at the optimum choice of operations for bal-
time. anced accuracy, an attempt was made to establish the final

Continuous flow of work vs. one-time operation.
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choice on as objective criteria as possible. Each of the above
operations and alternatives was judged on the basis of (1)
accuracy of response, (2) accuracy of field work, and (8}
sampling error, Very little is known precisely, at the present
time, of the relative weights to be assigned to each cell.
Nevertheless, the experimenter, in designing a study, is at
an advantage in making use of such a device.

Chapter C: The Design

. Planning and Pretesting

Work on the technical design of the survey began in the
fall of 1951, 1,200 interviews were conducted in a pilot study
in the New York Metropolitan Area to perfect and test each
detail upon which the accuracy of the final study depended.
None of these interviews, of course, is included in the statis-
tics of this report.

The new study was conceived to include several publica-
tions, radio and television programs, The pi]ﬂt test estab-
lished the optimum hetween maximum information and
reliability obtainable in a single interview. Out of this pilot
study, the final operational design was developed, whereby
six waves of interviewing were to take place, each wave
lasting eight weeks.

2. Training of the Field Staff

After the pilot study, the enormous training program and
organization of the field staff began. The high degree of

accuracy 1-ec1L1i1'ecl in the interviewing and the fleld sampling
operation made special schooling of the interviewers im-
perative irrespective of their training in the past.

Every interviewer who worked on the survey was per-
sonally trained, Thirty-five instructors carried out the training
program. In each interviewing locality, a minimum of three
of the firm’s best qualified interviewers were trained, one
being appointed an “alternate,” to be used if needed. Each
interviewer went through a rigid training course from start
to finish,

Training of the interviewers was decentralized, Instructors’
went to all parts of the United States assembling in each
locality interviewing crews. Each instructor carefully ex-
plained the general purposes of the survey, (Interviewers
were told the study wanted to measure people’s interests in
movies, magazines, radio and television.) Then came a thor-
ough brieflng on the subject matter of the guestionnaire and
on the questions themselves. The interview itself was care-
fully considered, for it requived deft handling and psycho-
logical skill on the part of the interviewer, The gquestionnaire
was not intended to be handled by simply reading questions
in the customary numbered order. Each interviewer was
trained to use instantaneously carefully contrived comments
in such 0 manner as to maintain a natural rapport-inspiring
atmosphere. The seeming ad lib “bridges” between questions
were memorized by the interviewer, and his ability to use-
them skillfully was an important qualifying factor.

Instructors set up “mock” locations and went out indi-
vidually with each interviewer, First the instructor demon-
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strated the entire operation, and then the interviewer went
through it himself with new respondents while the instructor
carefully observed his performance on all phases of the
field operation. Suggestions, comments and criticisms were
brought to the interviewer’s attention until he had mastered
all phases of the operation. _

In the final phase of training, executives of the Field
Department in the home office took over control, as the field
work would be coordinated by them while the study was
conducted, A test assignment was sent to all interviewers,
the test being a duplicate of the survey itself. Interviewers
went out to sample areas (none of which was used for the
final survey), located their households, selected specified
individuals, called back, if necessary, and conducted inter-
views as they were to be done on the actual survey: Over
2,000 test interviews were made. Each test questionnairg
was reviewed and examined in the home office. Each ques-

tionnaire was edited to determine any error, omission or:

inconsistency in the interviewing. All test questionnaires,
and a page of remarks were returned to the interviewers,
The instructors, who were standing by, were also sent a
summary of their crews’ work. The instructors then pro-
ceeded to clarify any remaining problems with their crews
and re-instruct when necessary.

_Only after this exhaustive training and testing were the
interviewers considered fully prepared to take on this special
12-month assignment. 207 different interviewers participated
in the final survey. Some characteristics of these interviewers
are presented in the following table:

Characteristics of Interviewers

Sex: Male 53%
Female 47%
Age: Under 25 9%
25-34 38%
35-44 39%
45-54 21%
Education: 1-3 years high school 3%
High school graduate 35%
1-3 years college 30%

College graduate
or beyond 32%

3. Field Work

The extensive field requirements for this study necessitated
prodigious efforts by the field staff, probably never before
demanded in a national audience study. Each interviewer
was instructed to make up to eight calls, if necessary, on each
respondent each wave. (There were special occasions where
efforts had to be extended up to 12 calls.) Most interviewer
visits were made in the evening, but if any one particular
respondent preferred to be interviewed at another time or
place, then the interviewer returned to him at the time and
place specified by the particular respondent. No substitu-
tions of any kind were permitted. The principal consideration
was that once a respondent was specified, in accordance with




the method described in the section titled “Stages of Sam-
pling,” that person and no other had to be interviewed—no
matter where or when,

As the interviewers were to interview the same respondents
six different times during the survey; they had to establish
excellent rapport with the respondents. They recorded de-
tailed information about each respondent’s habits, when he
was most likely to be at home, his interests and so forth. By
obtaining such information himself, the interviewer was
always prepared for his later visits with the respondents.
Needless to say, during the survey, the usual checks on inter-
viewers were made. Personal visits; telephone calls, post
cards and letters were all used as checks. The efforts related
to thorough field work had the effect that of the 7,141 com-

pleted interviews in Wave I, 73.3% or 5,236 persons were -

interviewed on all remaining five waves.

A total of 36,686 interviews with 7,141 respondents were
made during this survey, necessitating 99,052 different visits.
All single issue audience figures are based on these inter-
views, The accumulative and repeat audience figures are
based on 5,236. respondents interviewed on all six waves,
with whom 31,416 interviews were made with 78,540 dif-
ferent visits.

4, Field Schedules

In the chapter on “Balanced Accuracy,” it was indicated
that one of the reasons the survey was scheduled over an
entire year was to allow for any possible seasonal differences

‘between media, For radio and television, however, the sum-

mer months were excluded altogether, as the leading radio
and television programs usually go off the air for the summer,
The radio and television data, therefore, are based on ap-
proximately eight months of the year. Audiences of print

" media, of course, cover issues that appeared in zll seasons

of the year.

Even during the same season, the number of people
reached by a particular magazine or newspaper issue, broad-
cast or telecast, will differ from the number of people reached
by another issue, broadeast or telecast. These fluctuations
and irregularities may occur because of external forces or
because of the influence of the contents of a particular issue,
broadcast or telecast. In order to iron out such wrinkles, as
many issues, broadcasts and telecasts of each magazine and
program were studied as were feasible,

For administrative contral, each of the six waves was split
into two halves, giving 12 half-waves in all, In each half-
wave, different issues of the magazines were used. Respond-
ents were interviewed at eight-week intervals at six different
times over a year. For Lirg, Look and The Saturday Evening
Post, 12 different issues of each were used, the average age
of each issue heing 4.4 weeks for Lirg; 5.0 weeks for Look;
and 4.7 weeks for The Saturday Evening Post. Ten different
issues of Ladies’ Home Journal were used (two issues being
common to two half-waves), with an average age of 8.0
weeks. Issues of his Week were changed more frequently in
order to have an average age of 1.7 weeks. In all, 36 different
issues of This Week were used. Average ages of issues were
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selected on the basis of the indicated findings in the Pilot
Study.

In each wave, every respondent -was asked about his most
recent listening or viewing of each of the radio and television
programs. Only those listening or viewing within the last
seven days were counted as listeners or viewers.

Thus, while many different issues and different broadcasts
and telecasts are represented in this report, each respondent
provided information about only six particular issues of each
representative of print media and four particular broadcasts
or telecasts of each radio and television program..Accumula-
tion and repetition, therefore, were measured only yp to six

issues of print media and up to four hroadcasts and telecasts
of air media.

All figures in this report represent average issues and
average broadcasts and telecasts. The survey was not de-
signed to present results for individual issues, broadeasts and
telecasts, but rather averages, This meant maximizing the
total number of issues, broadcasts and telecasts within the
framework of the operation. Therefore, with the exception
of two issues of Ladies’ Home Journal, each issue, broadcast

and telecast is represented by only a fraction of the total
sample, ‘

The Field Schedule is shown in the following table,




Field Schedule 1952'

Interviewing Week Dates of Magazine Issues Carried Dates of Radio and

{(Monday thru Sunday) LIFE LOOK POST JOURNAL THIS WEEK Television Programs*
WAVE | Feb. 18-Feb. 24 | Feb. ¢ Feb. 12 Feb. 2 Feb. | Feb.10 | Feb. 11-Feb. 23

Feb. 25-Mar. 2 Feb. 4 Feb. 12 Feb. 2 Feb, Feb, 17 Feb. 18-Mar. 1

Mar. 3-Mar. 9 Feb. 4 Feb. 12 Feb. 2 Feb. Feb. 24 Feb. 25-Mar. 8

Mar. 10-Mar. 16 Feb. 4 Feb, 12 Feb. 2 Feb. Feb. 24 Mar. 3-Mar. 15

Mar. 17-Mar. 23 Mar. 3 Mar, 11 Mar. 1 Feb, Mar. 9 Mar. 10-Mar, 22°

Mar. 24-Mar, 30 Mar. 3 Mar, 11 Mar. 1 Feb. Mar. 16 Mar. 17-Mar. 29

Mar, 81-April 6 Mar, 8 Mar. 11 Mar. 1 Feb, Mar. 23 Mar. 24-April 5

April 7-April 13 Mar. 3 Mar, 11 Mar. 1 Feb. Mar. 23 Mar. 31-April 12
WAVE 1l April 14-April 20 Mar. 31 April 8 Mar, 29 Mar. April 6 April T-April 19

April 21-April 27 Mar. 31 April 8 Mar. 29 Mar. April 13 April 14-April 26

April 28-May 4 Mar. 31 . April 8 Mar, 29 Mar. April 20 April 21-May 8

May 5-May 11 Mar. 31 | . April 8 Mar. 29 Mar. April 20 April 28-May 10

May 12-May 18 April 28 May 6 April 26 April May 4 May 5-May 17

Mayplg-—May 25 April 28 May 6 April 26 ~ April May 11 May 12-May 24

May 26-June 1 April 28 May 6 April 26 April . May 18 May 19-May 31

June 2-June 8 April 28 May 6 April 26 April May 18 May 26-June 7
WAVE Il June 9-June 15 May 26 June 8 May 24 May Jane 1

June 16-June 22 May 26 June 3 May 24 May June 8

June 23-June 29 May 26 June 8 May 24 May June 15

June 30-July 8 May 26 June 3 May 24 May June 15 T Off

July  7-July 13 June 23 July 1 June 21 June June 29 the Air

July 14-July 20 June 23 July 1 June 21 June July 6

July 21-July 27 June 23 July 1 June 21 June July 18

July 28-Aug. 3 June 23 July 1 June 21 |.  TJune July 13

*Radio and television audiences refer to the seven-day period immedintely preceding the day on which the interview was made.




Field Schedule 1952-1953

Interviewing Week Dates of Magazine Issues Carried . Dates of Radio and
(Mpn-day thru Sunday) LIFE . LOOK POST . JOURNAL THIS WEEK Television Programs*
WAVEIV Aug, 4-Aug. 10 July 21 July 29 July 19 July July 27
Aug. 11-Aug. 17 July 21 July 28 July 19 | July Aug. 3
Aug. 18-Aug. 24 July 21 July 29 July 19 | July Aug. 10
Aug. 25-Aug. 31 July 21 July 29 July 19 July Aug, 10 OF
Sept. 1-Sept. 7 Aug, 18 Aug. 26 Aug, 16 Aug. Aug, 24 the Air
Sept. 8-Sept.14 Aug, 18 Aug. 26 Aug, 16 Aug. Aug. 31
Sept. 15-Sept. 21 Aug. 18 Aug. 26 Aug. 16 | Aug Sept. 7
Sept. 22-Sept. 28 Aug, 18 Aug. 28 Aug. 16 Aug, Sept. 7
WAVE V Sept. 20-Oct. 5 Sept. 15 Sept. 23 Sept. 13- Sept. Sept. 21 Sept.22-Oct. 4
Oct.  6-Oct. 12 Sept. 15 Sept. 23 Sept. 13 . Sept. Sept. 28 Sept.29-Oct. 11
Oct. 13-Oct. 19 Sept. 15 Sept. 23 Sept. 13 Sept. Oct. 5 | Oct. 6-Oct. 18
Oct. 20-Oct. 26 Sept. 15 Sept. 23 Sept. 13 Sept. Oct. 5 Oct. 13-Oct. 25
Oct. 27-Nov. 2 Oct. 13 Oct, 21 © QOct. 11 Oct. Oct. 19 QOct. 20-Nov. 1
Nov. 3-Nov. 9 Oct, 13 Oct. 21 Oct. 11 Oct. Oct. 28 Oct, 27-Nov. 8
Nov, 10-Nov, 18 Oct. 13 Oct. 21 o Qect. 11 Oct, " Nov. 2 Nov. 3-Nov.15
Nov. 17-Nov. 23 Oct. 13 Oct, 21 Oct. 11 Oct. Nov. 2 Nov, 10-Nov. 22
WAVE Vi Nov, 24-Nov. 30 Nov. 10 Nov. 18 Nov. 8 Oct, Nov. 16 Nov. 17-Nov. 29
Dec.” 1-Dec. 7 Nov. 10 Nov. 18 Nov. 8 Oct. Nov, 23 Nov. 24-Dec, 8
Dec. 8-Dec. 14 Nov. 10 Nov. 18 Nov. 8 Oct. Nov. 30 - Deec. 1-Dec. 13
Dec. 15-Dec. 21 Nov. 10 Nov, 18 Nov. 8 Oct. Nov. 80 Dee. 8-Dec. 20
**Dec. 20-Jan. 4 Dec. 15 Dec. 16 Dec. 13 Nov. Dec. 21 Dec. 22~Jan. 3
Jan, 5-Jan. 11 Dec. 15 Dec. 18 Dec. 13 Nov. Dec, 28 Dec. 29-Jan, 10
Jan. 12-Jan. 18 Dec. 15 Dec. 16 Dec. 18 Nov. Jan. 4 Jan. 5-Jan. 17
Jan. 18-Jan. 25 Dec. 15 Dec. 16 Dec. 13 Nov. Jan. 4 Jan. 12-Jan. 24

*Radio and television audiences refer to the seven-day period immediately preceding the day on wh:ch the interview was made.
**No field work was done during the week—Dec, 22.28.
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5. The Sample

Today it is generally accepted that probability sampling
is essential to meet the accuracy requirements of an audience
study. Like the prévious study of Lare’s accumulative audi-
ences, this study used a probability sample. In the interval
between the studies, sampling techniques have been im-
proved, particularly in the direction of measuring the proba-
bility of including each uiit in the sample. This section
describes and discusses the sampling procedures employed
in this study.

The general reader may find this section somewhat tech-
nical since it is necessary at times to make use of the
specialized vocabulary familiar to sampling experts. Full
explanation and definitions of these terms may be found in
the literature on sampling theory and techniques.

Repeat Interviews und Accumulative Interviews

In sampling theory it is often assumed that information
can always be obtained from each unit selected for inclusion
in the samp]e..This assumption is usually permissible for
sampling operations where the units are not people or do
not require information obtained from people. But in the
sampling of human populations, where the unit is an in-
dividual or a household, there is always a small segment of
the sample that provides no information; that is, interviews
cannot be obtained.

The causes of this non-response emanate from many
sources: People are away on business trips or vacations;
someone in the household may be temporarily ill or recently

have died; some people are too busy at the time; and others
are simply uncobperative. In investigations primarily in-
terested in household characteristics this problem is not so
severe as in investigations concerned with the characteristics
and behavior of individuals, In household studies, informa-
tion about the household is often obtained from any adult
member of the household. But in studies of individuails,
particular individuals must be interviewed, for no other
person can supply the information reliably. The problem of
obtaining maximum response in studies of individuals, there-
fore, is greatly magnified. -

This survey, in addition to being concerned with indi-
viduals, called for re-interviewing the same individuals over
a period of time, thereby increasing the problem of non-
interviews. It was not possible to limit the entire study to
one interview, as no reliability could have been placed on
a procedure which would have involved questioning re-
spondents at one sitting about 66 specific events of reading,

listening and viewing. Instead, each respondent had to be

interviewed at six different times, each time being questioned
on one issue, broadcast or telecast of each of the media.

A sampling operation designed to revisit the same potential
of people over a period of time can either maximize the
number of people re-interviewed (“repeat” interviews) or
accumulate the number of different people interviewed at
least once {“accumulative” interviews).* For instance, sup-

*This is true, of course, so long as there is a residual population fmpos-

sible to interview on any one sample, If every potential respondent
could always be interviewed, the “repeat” and “accumulative” inter-
views would be identical.
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pose 100 people are visited on the first wave and 80 of these
people are intervie\.ved._In the second wave, these same 100
people are again visited and again 80 are interviewed. Two
extreme situations are possible:

a. The 80 people interviewed in the first wave are also inter-
viewed in the second wave,

b. The 20 people not interviewed in the first wave are inter-

viewed in the second wave and G0 people are interviewed _

on both waves,

In situation “a”, the accumulative number of different
interviews is 80 and the repeat is 80. In situation “b”, the
accumulative number of different interviews is 100 and the
repeat is 60. Now, depending upon the purposes of the

particular study, situation “a” may be desirable, situation
“b” may be desirable, or a compromise between the two.

Whatever choice is made, maximum results can be obtained

by the direction of effort put forth in the Reld.

The present study was designed as a panel without re-
placement, sinee acewmulation of audiences and frequency
of exposure can be measured best from a sample whose
members’ behavior has been observed completely, Therefore,
the repeat sample had to be maximized (situation “a”). This
presented a tremendous challenge to the field operation, for
respondents were to be interviewed on six different occasions.

The challenge was further magnified because it was known
that approximately 20% of the people interviewed on the

first wave would move within a year’s time,* As this study
was to take place over an entire year, this meant that the
maximum repeat that could have been achieved was 80%.
Additionally, there would be losses resulting from deaths,
serious illnesses, refusals, ete, Given these facts, it was essen-
tial to make every effort throughout the survey period so
that a maximum number of “repeat” interviews would be
obtained. '

Several devices were used to maintain interest and co-
operation among the respondents in the survey. Two pre-
miums were given to them. Two letters were sent to each
of themn thanking them for their continued cooperation and
briefly explaining the ostensible purposes of the survey.
Additionally, many individual letters were sent for varied
reasons, such as to ask reluctant respondents to cooperate,
to express sympathy to respondents who were ill or had a
recent death in the family, to congratulate respondents on
births and marriages, ete,

All these efforts were hecessar}} to maximize the number
of repeat interviews and to obtain as close to the maximum
of 80% as possible. The actual percentage of those interviewed
on Wave I who were also re-interviewed on all other waves
was 73.3%. The 7,141 people interviewed in Wave I represent
88.6% of the potential sample of 8,060 in Wave I, Of the miss-
ing 114%, 8.8% were permanent refusals and the remaining

*The Bureau of the Census estimates that 18.7% of the population
changed residences between March, 1949 and March, 1950 and 21.0%
changed residences between April, 1950 and April, 1851, Series P-20,
Nao, 38,




2.6% represent people who were not found at home after the
extensive number of callbacks.

Of course, maximizing the initial number of interviews
and repeat interviews is meaningless unless the people inter-
viewed on the first wave, as well as people interviewed
on all waves, are representative of the population, Repre-
sentativeness of a sample, however, can never be proved,
It is only through a searching analysis of the sample design,
the field work and the sample findings presented as valida-
tions, that one can pass judgment on the trustworthiness of
the results. The sample findings of this study are compared
with Census data in Chapter G.

Stages of Sampling

The population sample designed'to meet these require-
ments was a probability sample of the area type, in which
selections were made by a random process so that each
respondent’s chance for inclusion could be measured within
close limits. There were four steps in the sampling operation
which led to the choice of each respondent.

a. A sample of primai‘y sampling units was selected. All the
counties in the United States were divided into two
groups: those which form part of a metropolitan area and
the remaining non-metropolitan counties. At this stage,
the sampling unit was the individual non-metropolitan
county and the whole metropolitan area. (A metropolitan
area often comprises several counties.)

Metropoh'tan areas were stratified by geography, size

of principal city, per cent of homes with refrigeration and
an economic index of the labor market as measured by
per cent of women in_ the labor force. The strata were
established to yield approximately equal population in
each stratumn, Those areas with populatioﬁ greater than
the stratum size were automatically selected, From the
remaining metropolitan areas, one area was selected from
each stratum with probability proportionate to size.

The stratification of non-metropolitan counties .was
based on géography, population density, per cent of per-
sons engaged in agriculture, per cent of homes with
refrigeration and per cent of women in the labor force.
One county was selected from each stratum with proba-
bility proportionate to size,

All selections at this stage were made by the use of
random numbers.

This series of selections reslulted in a choice of 55

primary sampling units. In total, 110 counties were in-
cluded.

. A sample of clusters within each primary sampling unit

was selected. The population of each county or metro-
politan area was stratified by residence in open country
and urban places. The open country population was
further stratified by geography, and the urban population

by city size. One cluster was selected from each sub--
stratum,

Clusters in urban -p]aces were defined "as blocks or
groups of blocks. In cities over 50,000 sample clusters

153




. were selected from Block Statistics with probability pro-
portionate to size. In smaller cities and towns, clusters

were defined on street maps, and sample clusters were
selected with probability proportionate to size where
housing data or aerial photographs were available, and
with equal probability elsewhere.

In open country areas, clusters were defined on the
most recent public highway and transportation maps
available. These maps show data on the location of dwell-
ing units, Clusters of approximately equal size were out-
lined with boundaries of roads, railroad tracks, streams or
other landmarks which could easily be identified.

Selection was again made with probability proportion-
ate to size with the aid of random number tables.

A total of 800 clusters were selected. The number of
households drawn into the sample varied slightly from
cluster to cluster. Some clusters had nine, some ten and
some eleven, depending on the popﬁlation of the sub-
stratum from which the cluster was selected.

. Selection of Households within Clusters

In the absence of a complete and up-to-date roster of
every member in a population, there is a point in the
selection of the sample where part of the sampling opera-
tion must be done at the field level. The human element
enters, not necessarily for the selection of the sample,
but for providing material for such a selection. In view

" in the entire sampling process.

When the area type of probability sample is employed,
this step occurs subsequent to the selection of the clusters
and in the process of designating households to be visited.

In spite of the best possible training of the interviewers,
it has long been recognized that in the field they cannot
be relied upon to objectively select a sample. Therefore,
about 15 years ago, a method was introduced whereby
interviewers would list all of the households within each
selected cluster, submit these lists to the central office,
and the central office would select a sample therefrom.*
Using this method, the accuracy of the final sample is
dependent upon the accuracy of the listings, and unless
the listing procedure is carried out with utmost care,
biases will enter into the sample selection. Omissions,
accidental or intended, of dwelling units from the listings
are not detectable from the sample. More recently, ad-
vanced methods have been employed such as the use of
half-open interval sampling and Sanborn Maps to counter-
act the possible inadequacies of using listings only.

A number of methods for selecting a household within
clusters were examined in great detail, with a view toward
utilizing that one which gave the greatest assurance of a
foolproof operation, It was required that the method
ensure that every household within the selected cluster
had an equal chance of being included in the sample.

of the rigid requirements for a probability sample, this *Frankel, Lester R., and Stock, J, Stevens, “On the Sample Survey of

Unemployment,” Journal of the American Statistical Association,
gathering of the material becomes the most vulnerable March, 1942, Vol. 87, pp. 77-80.
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It was also required that the method yield the probability
of each household being selected. The method that was
finally selected utilized the identical principle of half-
open interval sampling and in many cases used Sanborn
Maps, )

Since the 800 clusters included in the sample were
selected with probabilities proportionate to 1950 Census
counts, the number of households to be selected for inter-
view would have been constant from cluster to cluster
if the sampling had been done in 1950, This method would
have caused every household to come into the sample
with exactly equal probability, the probability being
known in advance from cluster to cluster, However, since

the sampling was actually conducted two years later, the
" selection of a fixed number of dwelling units per cluster
yields only approximately equal probabilities. for every
unit included in the sample. It was decided to proceed
in the following order: to allocate the sample as though
the operation were conducted at the time of the census;
to ensure that within a particular cluster every dwelling
unit had the same chance of coming into the sample; and
finally, to determine the actual probability of a household
being selected from the cluster. The actual probability
would vary from the 1950 probability in view of new
construction and demolition of housing structures. |

The selection of households was then divided into two
parts: (1) The actual selection of a predetermined num-
ber of dwelling units and (2) The employment of a pro-
cedure whereby prababilities of selection were ascer-

tained.

In order to meet the first requirement, detailed maps
were obtained for each of the clusters in the sample. Each
interviewer was provided with such a map and a ran-
domly defined starting point was identified on it. The in-
terviewer proceeded from the starting point along a pre-
designated route, If he encountered new streets or roads
or alleys not indicated on the map, special instructions
told him what path to follow at these points. After count-
ing a randomly determined number of households from
the starting point, the interviewer began making calls,
From this point on, the interviewer called on each consec-
utive household along his route, This procedure is in es-
sence the same as that used in half-open interval sampling.

The second objective was achieved at the completion
of the field work. By the time the field work had been
completed, after a full year’s work, the interviewers were
thoroughly familiar with their clusters. At that point, and
only then, the interviewers made an enumeration of the
total number of dwelling units existing in a cluster. In do-
ing so, they recorded any new construction and demoli-
tions since the beginning of the survey work., Many pre-
cautions were taken to ensure an adequate performance.
The procedure varied, depending upon the density of the
population within clusters, In rural clusters and in those
located in small cities, it was not difficult for the inter-
viewer to reliably enumerate the number of dwelling units
contained therein, because he was already familiar with
the territory and, in general, no unusual configuration of
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buildings existed. In several instances, however, the work shown on these maps, such as stores, garages, hotels, fire
was compared with current city directories. The most hydrants, main water lines, etc. An example of a section
difficult problem occurred in the case of cities with popu- of a Sanborn Map is shown below.*

lation of 250,000 and over. In these places, the interview-
ers listed every cluster and also constructed detailed maps
showing the location of each structure and the number of
dwelling units contained therein. The interviewers’ lists
and maps were checked against our Sanborn Maps. Be-
cause of the interviewers’ thorough familiarity with the
areas in which they had been working for a year, it was
necessary only in very few cases to re-visit clusters in
order to investigate discrepancies. Such discrepancies
were found most often to be due to the recent subdivision
of flats, defined on the Sanborn Maps as one to a floor in
a multi-family structure, into smaller dwelling units, Thus,
the enumeration procedure served to modify the Senborn
Maps where changes had -occurred, while the maps
served as a guide to assure us of the thoroughness of the
enumeration, _

‘Sanborn Maps are made for use in the Fire Insurance
industry. They are kept up to date by annual revision,
They are drawn to large scale, usually 50 feet to the inch,
and show an enormous amount of detail. Every structure
is mapped, indicating type of construction, number of
stories,'porehes, ete. One- and two-family structures are
dfstinguishab]e from other structures, In addition, in mul-
tiple-family units, structures with one family per floor are

Map section repreduced through the courtesy of the Sanbern Map Company.

*For further discussion of the application of Sanborn Maps in sampling,
see: Morris H. Hansen, William N, Hurwitz and William G, Madow,

i i i it “Sample Survey Methods and Theory”: Vol. I-Methods and Applica-
lder}tlﬁable, as are rooming houses with 10 or more rt:')oms tions;PChapteryVI, . 249, to bo published by Joha Wiley and Sons,
available for lodging purposes. A host of other detail are July, 1053,
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The above procedures thus satisfied the condition im-
plicit in any probability sample, that condition being that
the probability of every unit coming into the sample be
known. Whether or not the probability is known in ad-
vance is immaterial.

. Selection of Individuals within Households

The selection of the specific individual within each of
the chosen households had to be undertaken at the field
level by the interviewer, As in the case of household selec-
tion, one cannot depend upon the interviewer to make an
objective selection of an individual within the household.
It was necessary to introduce a technique which either

minimized or completely eliminated the human element

in this selection.

A technique had been developed and apphed by us in

the 1950 study of LiFe’s accumulative audiences which
was simple for the interviewers to use. It gave every mem-
ber of the selected household an equal chance of being
included in the sample. It defined one and only one per-
son as a respondent in each household in the sample. The
same technique was employed in this study,

On the questionnaire used in the first wave, when the
respondent was selected, space was provided for listing
every household member aged 10 years and over. There

was a box, within which one column was used for the
names and another column for a series of “X” marks,

These “X” marks were put on the questionnaires in the
New York office. Their arrangement was such that every

household member listed had an equal chance of selec-
tion, independently of the size of the household. This
method ensured knowledge of the probability of each
respondent’s being selected when his household came into
the sample, just as the enumeration of households within
a cluster ensured knowledge of the probability of each
household’s being selected. Knowledge of these proba-
bilities ensures the correct representation of both indi-
viduals and households in the survey data.

The column of “X’s” was covered with black tape, After
the interviewer had listed all household members, the
tape was removed and the pattern of “X” marks auto-
matically designated ‘the particular respondent in the
household,

Chapter D: Some Definitions

1. What is a Reader?

The definition of a “reader” for this survey had to be
equally applicable for each of the print media. Such a defini-
tion must draw a simple, least arbitrary boundary between
“reading” and “not reading.” The definition of a reader in this
survey is: Any person who, after going through an issue with
the interviewer, states that he is sure that he has looked into
that issue some time previous to the interview.

A person is asked whether or not he has looked into the
issue only after he has inspected the issue. This requires that
the respondent should not be asked whether he has seen any
item during his inspection of jtems in the magazine. If, dur-
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ing this item-by-item inspection, a respondent is asked
whether he has seen each item before, he may erroneously
claim he has seen an item because he confuses the item with
a similar one he has seen somewhere else. He, therefore,
commits himself to appear as a reader of that issue when, in
reality, he may not be. The danger is that later the respondent
may feel himself under considerable pressure and not be able
to reverse this original readership claim, even though further
examination convinces him he has not looked into the issue
before. Vice-versa, the respondent may be doubtful of the
familiarity of specific items observed in isolation. He thereby
may be inclined to deny readership of the issue in order to
avoid seemingly contradictory statements,

The considerations which guided the measuring method
are consistent with the basic law of psychological measure-
ment, that “The Recognition Unit has to approximate the Per-
ception Unit.” '

A common example illustrates this principle. Driving along
a road by car may enable the motorist to “recognize” the road
and thereby be certain he is on the right road. The motorist
meets a barn first, a railroad crossing second, a warning curve
sign third, a traffic light fourth, etc. Each of these items ob-
served in isolation, without the benefit of the preceding ones
and following ones, remains unproductive for the recognition
of the road. It is the totality of these items that convinces the
motorist that he has gone over this road before.

It is interesting to note that everyone in daily life tends to
obey the Law of Recognition and Perception when he him-
self seriously is concerned with the question, “Have I seen

this magaiine or not?” He realizes that he frequently cannot
determine his own readership or non-readership of a maga-
zine on the basis of a single page without the benefit of other
pages. He, therefore, deliberately leafs through the issue first
before he feels safe to commit himself to himself. The extent
to which he leafs through is determined by what his Percep-
tion Unit is,

The technique in this study avoided all readership ques-
tioning until the respondent had inspected every editorial
item used in the survey copy.

For the four magazines, all major editorial items and major
features were shown, For This Week, every item and feature
was shown that appeared in the edition circulated locally. In
areas where This Week is not distributed, the items appear-
ing in the edition carried by the newspaper located closest

_to the respondent were used.

Finally, the definition does not require any number of

‘items greater than one to be read or seen; The definition im-

plies that “something” is read or seen. “Something” means
that one or more items were seen—that is, at least one item
was seen. This is the only definition that provides a uniform
measurement for all magazines, regardless of the number of
items in different magazines. A reader definition of seeing
10 items is far more severe for a magazine with 20 items than
for a magazine with 30 items. Any fixed requirement greater
than one item read or seen imposes a greater pena]ty on
magazines with a small number of editorial items than on
magazines with a large number of editorial items, Moreover,
any raising of the minimum only serves to leave out part of




the reading population. .

The requirement of seeing at least one item does not imply
that most readers see only one or a few items in a publication,
Such reasoning is equivalent to concluding that most voters
are 21 years old, because the requirement for voting is that
the individual be at least 21 years old. There are some data
available on the number of items readers see in Lire. The
1950 LrrE audience study found that the average Lire reader
recalled seeing 69% of all the items in an issue, and that 1.6%
of all readers recalled seeing only one item.

The questioning technique first asked all respondents:
“Have you looked into any issue of Look magazine within
the past six months, either at home or somewhere outside
your home? How about Lire? And The Saturday Evening
Post? Ladies’ Home Journal?” For This Week the question
was the same, except that a comment was added: “Here is
what This Week looks like” {the front cover of This Week
was then shown to respondents); “it comes with some week-
end newspapers.” It was decided to show each respondent
the front cover of This Week as some persons who do read
it may not recognize the supplement from the name alone,
Showing the supplefnent to them, therefore, minimized the

a definite answer of “No” to any magazine was classified as
a non-reader of that issue of the magazine. Whenever a re-
spondent said “Yes” or “Not Sure,” he then made a thorough
examination of the issue of the magazine carried by the in-
terviewer,

In the second question, the respondent was asked to exam-

danger of not counting these people. A respondent who gave

ine the copy without suggesting or implying the readership
purpose of the interview: “While I leaf quickly through this
issue, please stop me if we come. to an item that looks espe-
cially interesting.” The burden and boredom of page by
page questioning was avoided. The interviewer simply
turned through the entire issue and the respondent answered
only when an item appeared interesting to him. In this way,
the respondent was made to feel that the chief purpose of the
interview was editorial and that his interview was valuable,
regardless of whether or not he had seen the issue before.

Many respondents enjoy this procedure and some even like
to pass judgment on certain items by adding “opinions,” The
few respondents wha are so diverted from the subject can be
brought back by the use of the appropriate comment made by
the interviewer, A great deal of care went’into formalizing
these comments, and they became an integral part of the in-
terview. I, during the item-by-item exposure, the respondent
insisted on mentioning that he had seen an item before, the
interviewer said: “Suppose this were the first time you had
seen it, does this item look especially interesting?” This
brought the respondent back to the subject and carried the
implication that the interviewer was more concerned with
what the respondent thought about the item’s appearance
than with whether or not he had seen the item,

After the respondent had gone through the survey copy,
the interviewer cautioned him against the possibility of con-
fusing items in that issue with similar ones seen elsewhere;
“As you know, the articles and pictures in different magazines
are often very much alike. Just to keep the record straight, let
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me ask you . . .” The interviewer immediately followed this
with the final key question that established a respondent asa
reader or non-reader. "Now that we've been through the
whole issue, are you sure whether or not you happened to
look into this particular issue before?”

A person is considered a reader only if he answers this
question affirmatively. It means he has read or seen some-
thing in that issue before; that is, at least one or more items.

2. What is o "listener’? What is ¢ "Viewer''?

This study measured the audiences of print media in such )

a way as to make them projectable to all people 10 years of
age and over in the United States. For radio and television,
a measurement technique had to be used which would also
be projectable to all people 10 years of age and over in the
United States. To achieve this, comparable opportunities for
exposure had to be ensured. Therefore, the measurement had
to:

1

a. Bebased on people—not sets—not homes; just as the audi-
-ences of print media are based on people.

b. Include all people, no matter where they live—in televi-
sion areas or not; just as print media audiences represent
all areas regardless of whether or not the medium is dis-
tributed there,

¢. 'Include all listening or watching no matter where the
activity occurs—in homes, in cars, or in taverns; just as
print media audience figures include reading in homes,
in offices or in airplanes.

d. Include listening or watching whether for only a few min-
utes or for the entire program; just as print media meas-
urements include readers of only a few items as well as
readers of all of them,

It must be remembered that while the audience measure-
ments for print media, radio and television were made com-
parable as far as opportunities for exposure to these media
were concerned, the units measured cannot be made com-
parable. Print media are measured in terms of space, radio
and television in terms of time. Print media were measured
by exposure to a particular issue, radio and television by
exposure to a particular broadcast or telecast of a program.

The method of questioning for radio and television pro-
ceeded as follows: “Did you happen to listen to a radio
(watch any television) anywhere in the last three weeks,
either at home or somewhere outside your home?” Any per-
son answering “Yes” or “Not Sure” was asked the next series
of questions: “Have you listened to all or any part of a Jack
Benny radio program within the past three weeks, either at
home or somewhere outside your home? Have you listened
to all or any part of an Amos 'n’ Andy radio program within
the past three weeks?” etc., for other radio programs. For
certain programs, additional description was given in order
to clearly identify the programs. For instance, Texaco Star
Theatre was additionally described as the program that
“stars Milton Berle”; the Colgate Comedy Hour as the pro-
gram that “stars a different comedian each week, like Eddie
Cantor, Dean Martin and Jerry Lewis and others;” etc,

A respondent saying “No” or“Not Sure” to any of these




programs was counted as a non-listener (or non-viewer) of
that program on that wave. For each program answered
“Yes,” the respondent was then asked questions pointed to
remind him of the very last broadcast (or telecast) of that
program he had listened to (or wafched). One such question
was: “The last time you listened to {watched) the program,
did you listen to {watch) it on a home radio, or car radio, or
what? {On a home television set or somewhere else?)” An
additional question was: “The last time you listened to
(watched)} the program, did you listen to (watch) all of it
or only a part of it?” The purpose of these questions was to
serve as additional aids to the respondent to help him remem-
ber the last occasion on which he listened to or watched the
program, With his mind focused on this last particular occa-
sion, he was then asked the key question: “The last time you
listened to {watched)} the........ program—was that over
two weeks ago, over a week up to two weeks ago; or within
the last seven days (not counting today ) ?” Respondents who
gave a vague answer to this question, such as “last week,”
“last Sunday,” “about a week ago,” etc., were further ques-
tioned by the interviewer to ascertain the exact day and date.
For example, “last Sunday” could mean to some respondents
“this past Sunday” or “Sunday a week ago.” Additional ques-
tions clarified this and served as a further aid to the respond-
ent to help him recall the last program he listened to
(watched).

All persons who listened to or watched a program “within
the past seven days” ave “listeners” or “viewers” of that par-
ticular program on that wave.

According to the survey schedule, radic data were to be
based on 32 different broadcasts of each of the four radio pro-
grams, and television data on 32 different telecasts of each of
the five television programs. In reality, however, the number
of different broadcasts or telecasts represented in the results
is somewhat lower. This is because radio and television
broadcasts and telecasts did not always go.on as scheduled.
Oceasionally, a special event caused a national blackout of a
particular broadcast or telecast. Notably, the political cam-
paign of 1852 brought about cancellations of several broad-
casts and telecasts, These “losses” are not included in the
vesults, for to call a person a non-listener or non-viewer of
those particular broadcasts or telecasts would have unjustly
lowered the audience figures for these media. A complete
description of the extent of such losses and how they were
handled in tabulating is given in Chapter F.

3. A Note on Conditioning

In thg report of the first study of LiFe’s accumulative audi-
ences, as well as in the study of Lirg’s household audiences,
the question of possible conditioning of respondents was dis-
cussed. In being repeatedly questioned on the same subject,
there is a possibility that a respondent’s interest in the sub-
ject increases or decreases and his behavior toward it there-
fore changes. In those studies where the questioning was
centered on Lire only, it was found sufficient to ask within
the framework of interest a few questions about motion pic-
tures and to show folders of motion picture scenes to diversify

~ the subject matter. No pattern of respondent conditioning
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was detectable when this practice was éemployed. It was felt,
therefore, that in the present study, where again the emphasis
in the questioning was on interest and where the subjects of
questioning were so widely diversified, the possibility of con-
ditioning was at a much lower level. Each interview con-
tained questions about motion pictures, four radio programs,
five television programs, a newspaper supplement and four
magazines. During the summer, while the radio and televi-
sion programs under study were off the air, various questions
on radio listening and television viewing were included in
the interview in order to maintain the diversity of subjects.

Chapter E: The Meaning of Repeat
and Accumulative Audiences

The audiences reached by a series of issues, broadcasts or
telecasts of a medium build up as the number of issues,
broadcasts or telecasts increases. For examp]e, suppose that
a single issue of a magazine reaches one million people. A
second issue also reaches one million people, etc. The ques-
tion then is: “How many people are reached by two issues of
the magazine?” Two extreme situations are possible:

1. The same one million persons are reached by both issues.

2. The persons reached by the second issue are completely
different from the persons reached by the first issue.

In the first situation, the number of different persons
reached by the two issues is one million, the same as the num-
ber reached by one issue. Each person is a “repeat,” Every

person reached was exposed twice to the magazine since he
was reached by both issues. The audience of a single issue
was one million and the “accumulative” audience of two
issues was also one million, since no new audience was added
by the second issue,

In the second situation, the number of difterent persons
reached by two issues is two million—the one million reached
by Issue One and the one million different people reached by
Issue Two. In this case, there are no repeats. The audience
of a single issue was one million, but the accumulative audi-
ence of two issues was two million, since all new persons
were added by the second issue,

In reality, of course, the true situation for any medium lies
somewhere between the two extremes mentioned above,
Some of the persons reached by Issue One would also be
reached by Issue Two—certainly not all of them as in the frst
situation, or none of them as in the second situation. It is im-
portant for the advertiser to know just how many persons
reached by one issue, broadeast or telecast are also reached
by a second, a third, a fourth, etc. He must know whether a
medium makes repeat impressions on the same people or
whether succeeding issues, broadcasts or telecasts accumu-
late new audiences. ‘

Consider a more realistic situation of Hypothetical Media
A and B. Both, let’s say, reach the same number of people,
one million, with Issue One. Both also reach one million with
Issue Two. However, here is the difference: The accumula-
tive audience of Medium A is 1.8 million and the accumula-
tive audience of B is 1.2 million. “A” has more accumulation




than “B.” However, Medium A has a repeat audience of
00,000 and B has 800,000, That is, B has more repetition
han A, ‘ :

From these examples, it is evident that two media which
each the same number of people with an average issue,
broadeast or telecast, can have very different accumulative
nd very different repeat audiences. Conversely, two media

MEDIUM A
ISSUE ONE ISSUE TWO

{1 million readers) {1 million readers)
million [

800,000

1,800,000
cumulaiive
audiences

MEDIUM B
ISSUE ONE ISSUE TWO
{1 million readers] {1 million readers}

2 million

E.*-"..'; 5 '—':."l‘., x

1 million

e L2 KRS
o Lr &
2

1,200,000
cumulative
audiences

which reach different numbers of people with an average
issue, broadcast or telecast, may reach the same accumulative
or the same repeat audiences, Many other combinaticns are
possible and, in addition, both repetition and accumulation

continue as the number of issues, broadeasts or telecasts in-
creases.
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Audience accumulation and repetition vary somewhat with
the spacing between the audience observations, In this study
all observations on each medium were spaced eight weeks
apart for each respondent, The six-issue audiences for print
media are representative of six issues spaced at eight-week
intervals over a year. Similarly, the four-broadeast and four-

. telecast audiences of the air media are representative of

widely spaced intervals. In the 1950 Lire Accumulative Audi-
ence Study, on the other hand, the audiences were represent-
ative of a more restricted period.

A longer interval between observations tends to give
slightly different accumulation and repetition rates, mainly

because of population changes and changes in people’s hab- .

its. For example, two issues spaced fifty years apart would
probably have 100% turnover in audience. It was anticipated,
therefore, that the Lire accumulative and repeat audiences
of the two studies would differ somewhat, independently of
any other considerations of audience size or composition.

The particular spacing of issues used in this study was a
part of the overall survey design. The scheduling of the field
work was arranged so that all seasons would be represented,
and therefore the results could be given the most general
interpretation. It should be particularly noted that the audi-
ences do not represent consecutive issues, broadcasts or tele-
casts.

An examination of this study together with the previous
accumulative audience studies of Lire provides some infor-
mation about the effect of spacing on repetition and accumu-
lation rates. The previous studies of LiFe's accumulative

audiences contained issues of varied spacing, but with alf 13
issues studied restricted to a six-month period. Special analy-
sis showed that such differences that exist between the au-
diences of individual issues, or between pairs and higher
groupings of issues, obscure any significant pattern which
could be attributed to spacing alone. The tendency of the
data, though not significant, indicated very slightly lower
accumulation of closely spaced issues. A clue to the extent
of the difference in accumulation rates due to spacing can
be seen by comparing on an index basis the audiences of the |
1950 study, which contained 13 issues in a six-month period

and therefore closely spaced, with those of the present study,
representing six issues spaced over a year,

1950 Study 1958 Study
Audience reached b)’: 13 isswes in 6 months|6 issues in 12 months

One issue 1.00 1.00

Two issues 1.44 1.47

Three issues 172 1.77

Four issues B 1.92 1.99

Five issues A 2.07 2,16

Six issues 2.20 2.29

While it appears that differences in spacing result in dif-
ferences of minor magnitude with regard to LiFE's audiences,
this conclusion should not be generalized to other magazines
or other media. The editorial content of some print media,
and the content of some radio and television programs, may
be such as to lead to a greater or lower repetition in closely




spaced issues, broadcasts or telecasts. In view of the evidence
Lhown above and an examination of the variations in the
'epetition and accumulation rates among magazines, it ap-
sears that the rate of accumulation is more a function of the
harticular magazine than of the particular spacing of issues.

Chapter F: Tabulations

Editing and coding of questionnaires were done concur-
ently with the interviewing, All editing and coding was
andled as a continuous operation throughout the yeﬁr of
he survey by the same people. This staff was kept small.
hus, the entire operation ensured uniform interpretation of
nstructions and 2 high level of performance. Tabulations
vere made only after all waves of the survey were completed.

. Single Issue Audiences

Single issue audiences for each of the print media and for
rach radio and television program were obtained from the
riginal sample of 7,141 people. After the field observations
1ad been completed, each person was assigned a measure of
rrobability concerning his behavior with regard, for example,
0 reading of a particular magazine. In those cases where he
as interviewed once, this measure was either 1 or 0, depend-
ng upon whether or not he had read the magazine in ques-
ion. If he had been interviewed twice, his measure of prob-
bility was either 2/2, 1/2 or 0, depending upon whether he
ad read 2, 1 or 0 of the two issues shown to %ﬁm. At the final

level, for the person interviewed six times, his measure of
probability was one of the following: 6/6, 5/6, 4/6, 3/6, 2/6,
1/6, 0. After these estimates of probabilities had been as-
signed to all 7,141 people in the sémple, an overall estimate
was obtained. In utilizing this procedure, the estimation of
audience size was essentially independent of the number of
times a person had been interviewed, However, the reliabil-
ity of the estimate increases as the proportion of people inter-
viewed six times increases,

Thus, the average issue audience of each print medium is
based on the 86,686 observations procured from the 7,141
people interviewed in Wave I According to the survey
schedule for the air media, each program’s average broadeast
or telecast audience should have been based on 22,849 obser-
vations procured from these 7,141 people. However, observa-
tions were missed for individual programs. The reasons for
these were: (1) cancellation of broadcasts during the 1952
election campaign and on Election Day; (2) variations in the
starting and ending of the summer hiatus; (3} a strike of
television engineers which caused the cancellation, almost
throughout the country, of one showing of the Colgate Com-
edy Hour; (4) change of the Texaco Star Theatre to a three-
week-in-four schedule in the fall-winter season of 1952. In
tabulating the audience data, these special occasions were
omitted so that they do not affect the size of the audiences.
Therefore, air media audiences are based on somewhat less
than the full sample. The following table presents the actual

number of observations on which the average audiences are
based:
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Number of Observations for Radio and Television Avernge Audiences

Radio Programs Number of Observations
Amos 'n’ Andy 22,506
Charlie McCarthy 21,889
Jack Benny : 22,643
Lux Radio Theatre 22,552

Television Programs ;
Colgate Comedy Hour 21,958
Fireside Theatre 20,930
Red Skelton 22,803
Texaco Star Theatre 19,193
Your Show of Shows . 22,643

2. Accumulative and Repeat Audiences

For the purposes of obtaining audience accumulation and
repetition rates, it is necessary to make repeat observations
on the same people over a period of time. The original sample
in its entirety could not be used, since some people were not
carried through the entire year of the field work, It was there-
fore necessary to base these rates on the 5,236 people inter-
viewed in all six waves. A total of 31,416 observations were
made for each print medium, and for the air media the num-
ber of observations ranged from a minimum of 17,562 to a
maximum of 20,944 per program.

As was expected, the composition of the six-wave panel

- differed somewhat from that of the total sample. A panel

operation inevitably gives rise to varying panel attrition
rates among people with different characteristics. As is shown
below, the individuals whom a panel is most likely to lose
are people living in rented homes, who are more mobile than
home owners, and men of draft age,

The panel characteristics on sex and age of individuals and
home tenure of households are compared below with the
original sample,

Sample Panel
% %
Sex: Male . . . . 47,6 45.3
%o %
Age: 10-14 . . . . 9.4 10.7
1519 . . . . 8.4 8.2
2024 . . . . 8.0 i 8.5
25-34 . . . . 19.4 18.6
8544 . . . . 19.5 19.8
,45-84 . . .. 144 15.1
55and over . . 20.9 21.1
. % %
Tenure: Own home . 58.0 62.9

In order to obtain close identity between the panel, on
which accumulative audience data were based, and the orig-
inal sample, on which the audiences of the average issue,




broadcast and telecast were based, ratio estimating proce-

ristics before accumulative audience tabulations were
ade.

The repetition rates up to six issues were found directly
rom the survey by counting up the number of exposures of
ach respondent to each medium. However, since the audi-
nces of different issues of a medium fluctuate about the
verage issue, the manner in which audiences accumulate
bver a series of issues depends on the order in which the
ssues are taken. Many such orders are available: for example,
thronoclogical order, reverse chronological order, or any of
umerous srandom orders. There are 720 such orders of ar-
anging six issues, and 24 such orders of arranging four issues.
he choice of any particular order would be arbitrary. How-
ver, a simple computation yields the average result of all
sossible orders of arrangement. This is a useful figure in prac-
ice, since it gives the expected accumulation of any arrange-
ent of issues. The mathematical basis for this computation
s given in Chapter H.

The accumulation and repetition rates up to six issues for
rint media and four broadcasts and telecasts for air media
vere applied to the average issue, broadcast and telecast
budiences.

3. City Sizes
The city size breakdowns used in this survey refer to the

hbsolute sizes of the places in which people reside. Thus,
hin individual living in a suburb within a metropolitah area

ures were applied to the panel for the above three charac- .

is classified as living within a metropolitan area in a city of
the size class in which the suburb falls.

4, Household income

Each respondent was given a card of income groups by
which he classified his household. When a child was the
respondent, this information was procured from an adult
housechold member when possible, An inquiry on income
always gives rise to a residual group who refuse to give the
information requested or claim not to know it, In these cases,
the income group in which the household fell was deter-
mined on the basis of interviewers’ estimates of income to-
gether with interviews’ subjective socio-economic rating and
other household characteristics,

3. Projections

All audience data are projected on a total of 119,600,000
persons. This is the estimate of the Bureau of the Census of
the population aged 10 years and over, April 1952. This fig-
ure was given on request in a letter from the Chief of the
Population and Housing Division, March 3, 1953,

Chapter G: Validations

I. Circvintion

The table below compares the survey’s estimates of the
number of copies sold by each of the four magazines and
This Week with the ABC figures. All figures are rounded to
the nearest 5,000. ABC figures are estimates of the U. S. net

paid circulation excluding bulk and sales to the armed forces.
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Estimated U. §, cireulation
Survey Estimates at time of check hased on
of U. 5, circulation ABC figures
Projected Copies per Copies per
number hundred Number hundred
of copies households of copies households
LIFE 4,985,000 11.0 5,030,000 111
5.E. P, 3,605,000 7.9 3,775,000 8.2
~ Look 3,015,000 66 | 8,130,000 6.9
L.H.J. 4,015,000 88 4,050,000 8.9
This Week | 10,110,000 22.2 10,295,000 22.6

All survey estimates appear to be on the low side. In real-
ity, they may be on the high side, since the survey estimates
did not include copies purchased by the institutional popu-
lation and business establishments.

During the year of the field work some publications had
changes in their circulation. For example, Ladies’ Home
Journal has substantially increased its circulation since June,
1952, when the survey ABC check was made.

2. Household Ownership of Radio and Television Sets

The data below compare the survey's estimates of the per-
centage of households owning radio and television sets with
independent industry estimates.

Survey Estimates Independent
(April 1952) Estimates
% %o
Own a radio set* 94.5 95.61
Own a television set 38.1 37.3@

*Survey reports radio sets in working order. Census reports all radio sets.

Television ownership data were procured again from the
panel at the time of the last interview,

Survey Panel Estimate Independent
{January 1953) Estimate
%o %
Own a television set 48.1 46.0(

‘3. Other Comparisons

Comparisons of survey sample findings with similar find-
ings of independent sources do not in themselves validate
the sample. However, when the sampling operation is inde-
pendent of known population characteristics, then the ability
of the sample to reflect the population in these known char-
acteristics is to some degree evidence of its ability to measure
the unknown population characteristics which are the pur-
pose of the survey. The evidence presented below is, of
course, not so relevant as the more direct evidence of pur-
chases of publications and ownership of radio and television
sets.

The following tables show the comparison of data obtained
from the original sample of 7,141 individuals with data ob-
tained from the panel of 5,236 individuals who were inter-
viewed in the original sample and in all the five succeeding
waves, and with corresponding data from independent
sources, where such data were available,

{1} 1850 Gensus of Housing, Series HC-5 No. 2,

(2} N.B.C. Television Network Data Chart, April, 1952. The number of
sets was divided by the number of households in the U. 5. The N.B.C,
figures include sets in bars, restaurants, etc,

{8) N.B.C. Television Netwark Data Chart, January, 1953.




INDIVIDUAL CHARACTERISTICS

Estimates derived

Estimates derived

Years of school completed
0-4- . '
5-7
8
g-11
12
13 or more

Total

(Pop. 25 and over)

(Pop. 25 and over)

from sample of from panel of Independent
7,141 respondents 5,236 respondents Estimates
{Pop. 10 and over} {Pop. 10 and over)
% To
Eex: Male . 47.6 * 48.000°
{Pop. 14 and over) (Pop. 14 and over)
% %
Age: 14-19 111 ¥ 11.3@
20-24 8.7 8.6
25-834 209 21.0
35-44 21.1 19.3
45-54 , . 15.6 16.1
55 & over , 22.6 23.7
Total , 100,0 100.0
ducation:

(Pop. 25 and over)

%o % %

9.3 9.5 11.1@

144 14.0 164

- 21.8 20.6 20.8

18.0 18.6 174

20.5 21.1 20.8

18.2 18.2 - 13.5

100.0 100.0 100.0

*See Chapter F, Section 2.
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INDIVIDUAL CHARACTERISTICS

Estimates derived -

from sample of

Estimates derived

from panel of Independent
7,141 respondents 5,236 respondents Estimates
(Pop. 14 and over) (Pop. 14 and aver) (Pop. 14 and over)
Employment and Occupation: - % % %o :
Employed . . . . . . . . . . 518 51.6 55.0
Professional, semi-professional . . 3.7 4.0 T4
Proprietor, manager, official . . . 44 4.0 5.5
Clerical, sales ., . . . . . . . 9.9 10.5 - 10.8
Craftsman, foreman . . . . . . 8.8 8.8 80
Operative ., . . . . . . . . . 10.0 10.0 11.1
Laborer (except farm). . . . . 2.7 2.7 33
Service worker, ., . . . ., . . 5.7 5.3 5.9
Farmer, farm laborer. . . . . . 6.1 6.3 5.7
Not Employed ., . . . . . . 487 48.4 45.0
Total . . . . . . . . .. 100.0 100.0 100.0
(Pop. 14 and over} (Pop. 14 and over) (Pop. 14 and over)
%o % %
Marital Status: Married . e 712 70.1 68.5(4
. {Pop. 10 and over) (Pop. 10 and gver) {Pop. 10 and over)
% : Yo To
Race: Non-white , . 10.6 11.0 10.0%3

Sources of Indepandent Estimates:

(1) Estimate of Bureau of the Census, April 1952, per letter from How-
ard G. Brunsman, Chief, Population and Heusing Division, Bureau
of the Census, March 3, 1953,

{2) Current Population Reports, Labor Force, Series P-57 No. 118, April
1952.

{3} 1950 Census of Population, P-B1.

{4) Current Population‘Reports, Population Characteristics, Series P-20
No. 41, April 1952,

(5) 1950 Census of Housing, Preliminary Reports, Series HC-5 No. 1.
(8) 1850 Census of Housing, Advance Reports, Series HC-8 No. 1.
(7) Estimates R. L. Polk & Co., July 1, 1952, per letter March 27, 1953.




Estimates

: % .

Number in household: One person 9,25
Two persons . . . 279 279
Three . . ., . . 22.6 22.6
Four . . . . .. 18.8 189
Five . . . ... 10.6 105
Sixormore. . . . 11.1 109
Total . ., . . . 100.0 100.0 100.0
% % %a

Tenure: Own home, . 58.0 s 55.016
Automobile: Makes of car owned % % %

Buick . . . . . e 7.0 7.5(7
Cadillac . . . . . 12 14
Chevrolet 24.6 22.8
Chrysler . 3.0 2.8
De Soto . . . 2.2 2.1
Dodge . 5.6 6.1
Ford . . . ' 187 18.1
Hudson 2.4 2.1
Mercury . . . . 2.5 3.2
Nash , . . . . 2.3 2.5
Oldsmobile . . 4.9 54
Packard . . . . . 16 1.6
Plymouth 11.8 11.2
Pontiac . . « 59 6.5
Studebaker . . 3.0 34
Other makes 3.8 - 3.3
Total . 100.0 100.0

*See Chapter F, Section 2.
**Automobile data were not procured for the original sample.
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Chapiler H: Projection to 13 issues
of Print Media

Since the accumulative audience measurements up to 13
issues of LiFe shown in the 1950 study had been found use-
ful, at the beginning of this study it was specified that
approximations of the accumulative audiences up to 13 be
obtained. To obtain these estimates through actual field
observations would have been beyond the magnitude of
this study; it would have required either the elimination of
several of the media being studied, or the extension of the
field work for another year. On the other hand, it was
noted in the previous study that the accumulative andience
up to six issues of Lire was over 80% of that up to 13. 1t
was therefore felt that it would be possible to project the

6 issues’ audiences of the print media up to 13 issues with .

a satisfactory mathematical model.

The mathematical model

A suitable mathematical model was developed, which
operates under the most general conditions and provides a
basis for projection. This model does not rely in any way
upon the data obtained previously when the accumulation
of LiFg’s audience up to 13 issues was studied. This latter
study, however, provided a basis for testing the model.

We only assume that a frequency distribution exists
through the duration of the survey which describes the
various probabilities of seeing the average issue of a publi-
cation. This distribution may be a continuous function or
it may be non-continuous,

The symbols used are:

p = probability of an individual seeing the average issue
“of a magazine. In the population of the United
States there are some people for whom the proba-
bility of seeing the average issue is zero, These are
the people who never see it. At the other extreme,
there are some people who see every issue, whose
probability is unity. It is possible for p to take on

any value between zero and one.
f(p) = the number of people associated with a given value
of p. ' _

P = the total number of people in the United States 10
years of age and older. ‘

x* = the number of people seeing r out of n issues of the
magazine; ie., the audience of exactly » out of n
issues.

For example: »} = the number of people seeing one
out of one issue '
=} =the number of people seeing zero
out of one issue
w}=the number of people seeing
four out of six issues
K, = the accumulative audience up through n issues,
Thus, K, = P — #3; the accumulative audience up to n
issues is equal to the total population minus those who have
seen none out of n issues,

l -
P= f f(p) dp, the total population is the sum of all
0

f(p).. Since there is no restriction as to whether f(p) is




continuous or non-continuous, the integration is taken in
the Stieltjes sense.

Let us consider individual i, whose probability of seeing
an average issue of Publication X is p;. Then out of n par-

. ticular issues, he reads on the average np; of them, How- .

ever, p, is i's probability of seeing an average issue, and n
particular issues are random as far as 1 is concerned. There-
fore, i may read from zero to all n of the n particular issues,
with probabilities shown below:

Number of issues read,

out of n Probability
0 (1 =py"
1 1;) pi(l — pi)" !
{n 21 — pan—2
— n Ve
n—1 (n _ 1) il — o)
n P

The number of people who, like i, have p; probability of
seeing an average issue is f(p;). Each of these people has

probability (:‘) pi(l — p)"™" of seeing exactly r out of n

particular issues. Therefore, the mathematical expectation

,
actly r out of » issues.

Now let us sum up all the groups of people having all
possible probabilities p;. Since nothing is assumed about

is that (n) Pl = p)" " "f(ps) people in the group read ex-

the distribution f(p) except its existence, then we must use
the Stieltjes integral to asccomplish the summation. Thus,
we discover the audience relationships:

1
ﬂ=LnMMp
’ 1
ﬁ=ﬁu—pmmw

1/
5 =f0 (3) P (1 ~ p)¥f(p) dp

- ; |
= f (r> (1 — p)"7f(p) dp
0

For convenience of notation, let

In general,

n
r

Obviously, I* > 0, for all finite values of n.
From this we can develop a series of important relation-
ships as follows:

n 1
I = (wr) =J; Pl — p)" " f(p) dp

1= (70 - 97
- (30 -0 - B

- [ya e
—f‘p’“(l - Py (p) dp

=0 -Iy '
LT =D+ Iy




. Thus, once having the =*, for all values of 7 from 0 to n for
a particular n, it is possible by this series of relationships
among the I's to compute all the accumulative and repeat
audiences for all issues less than n,

Also, having a single I7, and all I*~1 for r from Oton — 1,
it is possible to derive all I* as well as K,

Projection to 13 issves

With the formula in terms of I " demonstrated in the
model, and knowing that I > 0, it is possible to develop a
series of inequalities concerning the audiences of issues be-
yond n. For example, a useful inequality is that the growth

of the accumulative audience from n to n + 1 issues cannot

be more than the growth from n — 1 to n issues.
Another important series of inequalities can be developed
by Schwarz’s inequality. This states that:

, [_[bgl (z)g2(z) deSj;b[gl(z)]z dmﬁb[gg(x)]z dx

‘This inequality obtains for all real functions g, and g,
whether or not they are continuous.
If we let

g = [P = p)" ()]
gz = [p'(1 — p)* " Hy(p)PH
then

Tgigz = (1 — p)""f(p)

Substituting in Schwarz’s inequality, we get

[ [t~ s de

1 1
<[ ra - prryo) ap ﬁ (1 — P H(p) dp
o (7P € i

In general,
un® s pfinzy

With ell the I* computed for all #'s 6 and less, there are
sufficient data to permit the setting of extremely narrow
bounds for the accumulative audience of 7 issues, ¥From
the lower bound of the 7-issue accumulative audience, the
lower bound of the 8-issue audience can be set, etc. The
successive:u'pper bounds are set by the same method.

This procedure can be illustrated thus:

Knowing all the I7, we set the lower bound of In+! by
the relationship: -

s (n?
In Tn—1

To set the upper bound, we make use of the relationships:

ntz

In-i-l _ 1'11. - :_-'_!-11

I“+l (Ir+l)
r+1 =~ n=1
r41

I 2
A G ("“3

r41
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Hence, I*+! is bounded by expressions involving I's of Because accumulative and repeat audiences of radio and
lower order, which are known: television programs were measured only up to 4 issues, the

. (I.)? S I""." N 91)2 _ data were insufficient for setting the desired narrow bounds
’ el Zore 7ol . on projections to higher order audiences.

Since, for a fixed value of r, I" is a decreasing function of The maximum possible errors due to projection of the
n, the bounds of the inequality get smaller with increas- print media audiences beyond 6 issues are shown below,
ing n. For each publication, the entire projected system as a unit

To arrive at the audiences from 7 to 13 issues which are  is subject to the same tolerance as the 6-issue accumulative .
shown in the tables of this report, we took the mid-point audience, To obtain the approximate tolerances of the pro-
between the upper and lower bounds developed at each jected audiences, the tolerance of the 6-issue audience

stage, should be added to the errors shown in this table.

Maximum Errors Due ta Projection from Six to Thirteen Issues

The Saturday Ladies’ L.HJ This
LIFE Evening Post Lock - Home Journal {Females Only) Week
Audience .
reached by: o
Seven issues 50,000 50,000 50,000 150,000 50,000 50,000 -
Eight issues 50,000 50,000 50,000 . 50,000 50,000 50,000
Nine issues 100,000 100,000 100,000 100,000 100,000 100,000
Ten issues 200,000 200,000 200,000 : 200,000 150,000 150,000
Eleven issues 350,000 300,000 400,000 300,000 250,000 " 300,000
Twelve issues 550,000 -450,000 650,000 . 500,000 ) 350,000 450,000
Thirteen issues 800,000 650,000 950,000 750,000 500,000 ‘ 600,000




Chapter I: Tolerances Radio Programs

Lvery figure in this report is subject to its own sampling Single Four-broadeast
tolerance, which depends on a multitude of factors. Below broadeast | accumulative
) audience audience
are the tolerances of the single issue audiences of print media
and the single broadcast and telecast audiences of radio and L % 2%3
television programs, and also the tolerances of the accumuy- Amos 'n Andy 18 '
Jative audiences. Charlie McCarthy 1.2 _ 2.1
Tolerances Jack Benny 18 23
(19in 20 probability level) Lux Radio Theatre 11 2.0
) Magazines and Newspaper
) Supplement Television Programs
Single-issue Six-issue Single Four-telecast
augdi ence accumulative telecast accumulative
audience . audience audience
% % : % %
Life 1.4 2.3 Colgate Comedy Hour 1.9 2.6
Saturday Evening Post 11 2.1 Fireside Theatre 17 23
Look 1.2 2.5 Red Skelton 1.9 2.5
Ladies’ Home Journal 1.0 2.0 Texaco Star Theatre 1.9 2.5
This Wee]g 1.5 2.4 Your Show of Shows 1.9 2.6

Alfred Politz Research, Inc.
September 1, 1953
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TOTAL

audience coverage ond projections
CUMULATIVE AUDIENCES OF
LIFE
IN TOTAL

{From One to Thirteen Average Issues)

*/, coverage of Number of
Audience reached by U. 5. population readers
One issue 22.1% 26,450,000
Two issues 32.4 38,800,000
Three 391 46,800,000
Four 44,0 52,550,000
Five - 47.7 57,000,000
Six 50.6 60,500,000
Seven (estimated”} 53.0 63,350,000
Eight 54.9 45,700,000
Nine 56.6 67,650,000
Ten 57.9 69,300,000
Eleven 59.1 70,700,00C
Twelve 460.2 71,250,000
Thirteen 61.1 73,050,000
Read none of thirteen iss.ues 38.9 46,550,000
Total: Al people in United States 100.0% 119,600,000
ten years old ond older

*The oudiences from seven Yo thirteen issves are estimated by extension
from survey dota, See “QOperational Design and Procedures'’, Chapter H.




. . TOTAL
CUMULATIVE AUDIENCES OF LIFE IN TOTAL

% toverage . (From One to Thirteen Average Issves) coverage and p’°193't0%’§
70%

_ . 60.2 61.1
60% - 59.1
57.9
56.6
54.9
53.0
50.6 '
50%
40%
i 30%
2 20% s :;
12y ¥ g
e & 8 & & 8 8§ s
»2¥ -3 : o o o
. 2y % 8 % g R ) R
:'Is"u“ . - em - .
U, 1 2 3 4 5 6 7 8 9 10 1" 12 13

The audiences from seven 1o thirteen issues are estimated by extension
from survey data. See “Operational Design and Procedures”, Chapter H.




REPEAT AUDIENCES OF
LIFE

IN TOTAL

Number of issues read out of six

wl”

Number of issu.es read out of thirteen

he repe h'u'?iien:cs aut of thirteen issves are
stlﬁ'u?cd..hyﬁ,oxlomion from survey dota. See
Operational Dasign and Procedures”. Chapter H,

e
" A -
caverage and projaciion

12,7% or 15,250,000
rend three or four

34,800,000

TOTAL: Read one or more. . .50.6% or 60,500,000

13.2% or 15,800,000
read eight to thirfeen

17.6% or 21,100,000
read four to seven

0l _6‘ﬁ 50,000

. TOTAL: Read one or more...61.1% or 73,050,000




TOTAL

audience coverage and prejections

REPEAT AUDIENCES OF

LIFE
IN TOTAL

(Out of Six Average Issves)

Number of issues read . toverage of Number of
out of six Issues U. 5. population readers
. One or fwo ' : .29.1% - 34,800,000
Three or four 127 15,250,000
Five or six 8.8 10,450,000
Total: Read one or more .o 50.6% 60,500,000

{Out of Thirteen Average Issues)*

Number of issues read %% coverage of Number of
out of thirteen issues U. 5. population readers
One to three 30,3% 36,150,000
Four fo seven 17.6 21,100,000
Eight 1o thirteen 13.2 15,800,000

Total: Read one or more 61.1% | 73,050,000

*The repeat cudiences out of thirteen issves are esfimated by extension
from survey data, See “Operational Design and Pracedures”, Chapter H,
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