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THE COMMUNICATIONS BEHAVIOR
OF THE AVERAGE AMERICAN

The mass media are a characteristic feature of present-
day American life. From a few central agencies come the
materials—the radio programs, the magazine stories, the films
—which reach throughout the country. And for several hours
of each day the average American finds himself a part of the
audience for one oranother of these mass media.

The present survey is essentially a study of the radio
audience. However, it does provide an over-all picture of the
general “communications behavior” of the American popu-
lation. The nation-wide sample, reported on In these pages,*
was not asked only about radio listening: There were ques-
tions on book-reading, mowvie artendance, the regularity of
newspaper and magazine readership, These latter questions
were not intended to yield derailed information. They do
enablc us, however, to distinguish between the “fans”
“average consumers,” and “abstainers” for any of the mass
media, and they do make it possible for us to characterize
these different groups. As a result we can relate radio listening
to other types of communications behavior. We can deter-
mine whether there is any pattern of exposure, whether a
“fan” of one medium is more or less likely to be a fan of other
media as well. We can also study the relarive importance of
the various media for different subgroups in the population.

The classification of respondents into fans, average con-
sumers, and abstainers is, of course somewhat arbitrary. This

! The characteristics of the sample and the reliability of results

reported in this text are discussed in Appendix B.
I



