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1.1 - LEARNING OBJECTIVES
After studying this Unit, you will:
 Understand what are measures of central tendency;
 Understand measures of dispersion;
 Understand the role of computers in research;
 Understand the basics of statistical software package like SPSS.

1.2 - MEASURES OF CENTRAL TENDENCY
1.2.1 - Introduction
One of the important processes in doing scientific research is collection of data. But
data will be meaningful once it has been analysed. Hence, statistical methods come to
a researcher‘s rescue for analysing data. Science of statistics is a method of
collection, classification and tabulation of numerical facts, which help in explanation,
description and comparison of phenomena. Simply put, statistics is a scientific
subject, which is descriptive as well as conclusive.
The first step in any statistical enquiry is to gather facts through various
methods. Once these facts/data has been collected it is presented with the help of
tables, graphs and diagrams. Quantitative information is statistically analysed.
One of the important objectives of statistics is to find out various numerical values
which explain the inherent characteristics of a frequency distribution.
What is a measure of central tendency
The data collected through various sources needs to be processed statistically for
precise explanations. Very often it becomes necessary to obtain a single
representative value for the whole data set. The statistical measures that enable us
to work out a single representative figure for the entire data distribution, is
known as central tendency.
A measure of central tendency (also referred to as measures of centre of
central location) is a summary measure that attempts to describe a whole set of data
with a single value that represents the middle or centre of its distribution.
Measures of central tendency help us to compare different distributions besides being
representative for each distribution. These measures normally denote the central
points of values, distance and occurrence in a distribution.
The commonly used measures of central tendency are:
a) Arithmetical average or mean
b) Median
c) Mode
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1.3 - ARITHMETICAL AVERAGE OR MEAN
The use of the term average in our day to day conversations is fairly common. For
example, a student might say that the average marks scored in an exam is 81 out of
100 in 5 subjects. It means, the student managed to score a total of 405 out of 500 i.e.
81 X 5 = 405.
In another example, let‘s say Virat Kohli‘s score in five innings of a series are
55, 64, 76, 85 and 95 respectively. The total score is 375 runs. Thus, his average score
would be 375/5 = 75. It is interesting to see that Virat never scored 75 runs in any
innings he played. But the average score is a good representation of his performance
in the five innings he played.
The purpose for computing an average value for a set of data is to obtain a
single value which is representative of all the items and which the mind can grasp
simply and quickly. The single value is the point around which the individual items
cluster.
To calculate mean of raw data, all the observations of the data are added and their
sum is divided by the number of observations. Thus, the mean of n observations is x1,
x2, x3, … xn is:

It is generally denoted by x. So
x
=

∑

Where the symbol ―Ʃ‖ is the capital letter ‗SIGMA‘ of the greek alphabet and is used
to denote summation.
1.3.1 - Purpose and function of average
Computation of an average has the following purposes and functions:
 to convert the collected information and raw data in brief
 to facilitate comparison between two or more groups
 to present a representative value from raw data
 to facilitate future policy and programme.
1.3.2 - Merits of the Arithmetic Mean
 It is easy to understand the complete idea of the distribution and simple to
workout.
 It is the average of the values in a distribution. Hence, it has a balancing
property in case of sample surveys.
 It is widely used in case of normal distributions.
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The arithmetic mean has certain limitations. It is affected by the extreme values
especially when they are large. For example, income variations are very wide in case
of Indian population.
1.4 - MEDIAN
Median is the middle most positional average. It is worked out by arranging data in an
ascending or descending order. For example, the value of the median is worked out
by adding 1 to the number of observation and the sum divided by two.
The median divides the distribution in half (there are 50% of observations on
either side of the median value). In a distribution with an odd number of observations,
the median value is the middle value.
1.4.1 - Merits of Median
 Being the middle most value, median remains unaffected by the extreme
values in the distribution as in the case of arithmetic mean.
 It is a partition value which divides the series into two nearly equal parts and
remains the centre of gravity.
 However, it cannot be worked out without putting data in an ascending or
descending order. If data are large, it might be a time consuming and tedious
job. The values of median will be erratic if one or two items are added or
subtracted from the series.
Median of raw data
Median of raw data is calculated as follows:
 Arrange the (numerical) data in an ascending (or descending) order
 When the number of observations (n) is odd, the median is the value of
(


)th observation.

When the number of observations (n) is even, the median is the mean of the
( ) th and (

) th observations.

Let us look at an example.
Looking at the retirement age distribution (which has 11 observations), the median is
the middle value, which is 57 years:
Since the number of observations is odd, hence (

)th = (

) = 6th observation.

54, 54, 54, 55, 56, 57, 57, 58, 58, 60, 60
Odisha State Open University, Sambalpur

Page 4

When the distribution has an even number of observations, the median value is the
mean of the two middle values. In the following distribution, the two middle values
are 56 and 57, therefore the median equals 56.5 years:
52, 54, 54, 54, 55, 56, 57, 57, 58, 58, 60, 60
1.5 - MODE
It is one of the important measures of central tendency. The maximum concentration
of items occurring in a distribution is considered to ascertain the mode. The value
which occurs most frequently is identified as mode in case of ungrouped data.
Similarly, for grouped data the mode can be calculated by identifying the class with
the highest frequency. The mode denotes the centrality of the occurrence of an item in
the distribution.
Consider this dataset showing the retirement age of 11 people, in whole years:
54, 54, 54, 55, 56, 57, 57, 58, 58, 60, 60
The table below shows a simple frequency distribution of the retirement age data.
Age
Frequency
54
3
55
1
56
1
57
2
58
2
60
2
The most commonly occurring value is 54, therefore the mode of this distribution is
54 years.
1.5.1 - Merits of the Mode


It is the most typical value of a series. Mode can be located easily by the
inspection and can be used by common people also.
 The occurrence of a few extreme values does not affect the mode, since it is
the most typical value of series.
It is, however, not a significant measure of central tendency unless the number of
observations is large. Both in case of uniform as well as skewed distributions, mode
ceases to be a measure of central tendency.
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1.6 - MEASURES OF DISPERSION
What is Dispersion?
As discussed earlier, calculating mean is pointing out central position representative
of the number of observations in the sample. But it certainly cannot reveal the entire
story of any phenomenon under study. Specially it fails to give any idea about the
scatter of the values of items of a variable in the series around the true value of
average. In order to measure this scatter, statistical devices called measures of
dispersion are calculated.
Let‘s look at an example.
Three people (Ram, Rahim and Maria) are discussing about their family
incomes. Ram says, he has four members in his family and the average income per
member is Rs. 15,000. Rahim also says that he has the same average income per
member of Rs. 15,000 but has six members in his family. Maria says, she has five
members in her family out of which one member is not earning, but the average
income per member is also Rs. 15,000. The other two people are surprise since they
know about Maria‘s father earning a huge salary.
Sl. No
Ram
Rahim
Maria
1.
12,000
7,000
0
2.

14,000

10,000

7,000

3.

16,000

14,000

8,000

4.

18,000

17,000

10,000

20,000

50,000

5.

---

6.
Total income

--60,000

22,000
90,000

--75,000

Average income

15,000

15,000

15,000

The above table depicts the family income of each members.
Do you observe that although average is the same, there are considerable differences
in individual incomes.
It is quite obvious that averages try to tell only one aspect of a distribution i.e. a
representative size of the values. To understand it better, you need to know the spread
of values also. You can see that in Ram‘s family, differences in incomes are
comparatively lower. In Rahim‘s family, differences are higher and in Maria‘s family,
the differences are the highest. Knowledge of only average is insufficient. If you have
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another value which reflects the quantum of variation in values, your understanding
of a distribution improves considerably. For example, per capita income gives only
the average income.
A measure of dispersion can tell you about income inequalities, thereby improving
the understanding of the relative standards of living enjoyed by different strata of
society.
Dispersion is the extent to which values in a distribution differ from the average of
the distribution.
To quantify the extent of variation, there are certain measures namely:
1. Range
2. Variance
3. Standard deviation
1.6.1 - Range
Range (R) is the difference between the largest (L) and the smallest value (S) in a
distribution.
Thus, R = L – S
Notwithstanding some limitations, Range is understood and used frequently because
of its simplicity. For example, we see the maximum and minimum temperatures of
different cities almost daily on our TV screens and form judgments about the
temperature variations in them.
Example
Following are the three sets of observations pertaining to profits (in thousands) in
three industries (A, B and C) in five years:
7
8
9
10
11
A
=
=
3
6
9
12
15
B
=
1
5
9
13
17
C
Observations are ranked according to size.
The range in A industry is 11 – 7 (thousand) = 4,000; in B industry is 15 – 3
(thousand) = 12,000; and in C industry is 17 – 1 (thousand) = 16,000.
Lower the range, less scattered would be the variations; and higher the range, more
scattered would be the variations. However, the range is a crude measure of
dispersion because it takes into account only the distribution‘s two extreme values.
1.6.2 - Variance
In probability
theory and statistics, variance is
the expectation of
the
squared deviation of a random variable from its mean. Informally, it measures how
far a set of (random) numbers are spread out from their average value. Variance has a
central role in statistics, where some ideas that use it include descriptive
Odisha State Open University, Sambalpur
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statistics, statistical inference, hypothesis testing, goodness of fit, and Monte Carlo
sampling.
Variance is an important tool in the sciences, where statistical analysis of data is
common. The variance is the square of the standard deviation, the second central
moment of a distribution, and the covariance of the random variable with itself, and it
is often represented by σ2 , s2 or Var (X).
1.6.3 - Standard deviation
Standard Deviation is the positive square root of the mean of squared deviations from
mean. So if there are five values x1, x2 , x3 , x4 and x5 , first their mean is calculated.
Then deviations of the values from mean are calculated. These deviations are then
squared. The mean of these squared deviations is the variance. Positive square root of
the variance is the standard deviation.
(Note that Standard Deviation is calculated on the basis of the mean only).
1.6.4 - Characterisation of standard deviation
1. It will always result in a positive number.
2. It measures variability (or spread) in the same units as those of the original
observations.
3. Standard deviation is interpreted as an index of variation. Thus, the larger the
standard deviation, the greater the variation (or spread) of the scores in the
sample.
4. If there is no variation in the scores, the standard deviation is always zero.
1.6.5 - Calculation of standard deviation
There are various formulas for calculating the standard deviation for different types of
series as discussed below:
Individual series
∑

Direct method: SD = √

Shortcut method: SD = √

∑

- ( ̅)

Where:
SD (or σ2 ) = population standard deviation
x= values of the observation
̅ = mean of the population
N = number of observations in the population
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Discrete series
∑∫

Direct method: SD = √

Shortcut method: SD = √

∑∫

- ( ̅)

Continuous series
∑∫

Direct method: SD = √

Shortcut method: SD = √

∑∫

- ( ̅)

1.7 - SPSS AND ITS APPLICATION IN RESEARCH
Computers and statistical analysis
Problem solving is an age old activity. The development of electronic devices,
specially the computers, has given added impetus to this activity. Problems which
could not be solved earlier due to sheer amount of computations involved can now be
tackled with the aid of computers accurately and rapidly. Computer is certainly one of
the most versatile and ingenious developments of the modern technological age.
Today people use computers in almost every walk of life. No longer are they just big
boxes with flashing lights whose sole purpose is to do arithmetic at high speed but
they make use of studies in philosophy, psychology, mathematics and linguistics to
produce output that mimics the human mind.
The sophistication in computer technology has reached the stage that it will not be
longer before it is impossible to tell whether you are talking to man or machine.
Indeed, the advancement in computers is astonishing.
To the researcher, the use of computer to analyse complex data has made complicated
research designs practical. Electronic computers have by now become an
indispensable part of research students in the physical and behavioural sciences as
well as in the humanities. The research student, in this age of computer technology,
must be exposed to the methods and use of computers.
There is a great need, in scientific research and in the business community, for
statistical software packages that enable non professional statisticians to accurately
and effectively evaluate data. The data being analyzed may be archival or the results
of a carefully planned study directed specifically toward current questions. In any
case, the intelligent collection and evaluation of data, using generally accepted
techniques, is critical for effective process understanding and decision making.
Odisha State Open University, Sambalpur
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1.7.1 - Statistical software package
With the near-exponential growth of PC computing power, many statistical
techniques are available at the desktop, provided by software packages that cover a
wide range of analyses and statistical graphics.
Over the course of history, different forms of data analysis methods have been in
existence. Initially, it was paper and pen and later the advent of which computer has
helped invention of punching machines and later upgraded to simple calculator and
complex scientific calculator.
Statistical software allows researchers to avoid routine mathematical mistakes and
produce accurate figures in their research if they input all data correctly.
Development of statistical software allows academic researchers to conduct more
quantitative studies easily (Chris McGann, 2009). Many researchers, professionals,
scientists and business managers also can clearly present accurately prediction of the
future using statistical software. Many proprietary and freeware statistical software
packages are available that are suitable for different statistical analysis, depending on
the user's needs.
The emergence of statistical software in the twenty-first century has helped different
researchers in the physical and social science to improve in the quality of research.
Most renowned researchers in adopting this software in their data analysis have been
able to identify the immense contribution to research findings (Adetola, 2013). Any
quantitative research cannot be done effectively without statistical software.
Moreover, the research data is made presentable. It helps professionals to interact
with data thereby paving way for creativity and innovation.
Technological advances has indeed improved our lives and is providing researchers
and academicians to come out with results in the blink of an eye.
A statistical software package consists of a series of pre-written and pre-tested
programs that perform a number of specified operations on data.
Nevertheless, pundits have revealed that statistical software is a software program
that makes the calculation and presentation of statistics relatively easy (McDaniel,
2010).
For example, the software package may have a program that calculates the mean and
median for a set of data. Many statistical software packages are currently available.
Since these packages are merely large software programs, they are purchased
Odisha State Open University, Sambalpur
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separately from the computer and separately from each other. They are then stored on
disk as part of the secondary or auxiliary memory of the main computer or server. Or
if you're using a single-user (PC) system, they may be stored directly on the hard
drive. The cost or annual subscription to these packages may range anywhere from
several hundred to thousands of dollars. Each statistical package has its own set of
unique capabilities and commands. However, there are common elements to the logic
behind almost all statistical packages, so as you learn one system, you'll also find it
easier to work with other systems.
1.7.2 - Features of Statistical Software
Statistical software has some common characteristics that make it reliable and
suitable for data analysis:
1. Data editor is in rows and columns which make it very easy to enter numeric
data.
2. There is availability of menu bar which comprises drop-down menu, quick
analysis as well as brief user manual.
3. Statistical level of measurement is put into consideration in data entry
4. They follow the initial steps in research project i.e.
a. Getting your data ready to enter into the software.
b. Defining and labelling variable
c. Entering data appropriately with each row containing each case and each
column as variable.
d. Data checking and cleaning is possible.
1.7.3 - Statistical Package for the Social Sciences (SPSS)
SPSS- (Statistical Package for the Social Sciences presently known as Statistical
products and Solution services) is most widely used in social science disciplines and
courses. SPSS is the oldest software programs developed and made available in 1960s
and has been redeveloped over the years. It was developed by SPSS Inc. and acquired
by IBM in 2009. In 2014, the software was officially renamed IBM SPSS Statistics.
The software was originally meant for the social sciences, but has become popular in
other fields such as health sciences and especially in marketing, market research and
data mining.
Many sociologists, psychologists and social workers use this program to enter their
research data and formulate results. Although social science uses SPSS more widely
than other fields, many find it easy to navigate with SPSS because it is a package that
many beginners enjoy due to its very easy to use nature. SPSS has a ―point and click‖
Odisha State Open University, Sambalpur
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interface that allows you to use pull down menus to select commands that you wish to
perform. Odusina (2011) disclosed that working with SPSS demand some
background knowledge of statistics.
SPSS assists the user in describing data, testing hypotheses and looking for a
correlation or relationship between one or more variables. SPSS is very suitable for
most regression analysis and different kinds of ANOVA (regression, logistic
regression, survival analysis, analysis of variance, factor analysis, multivariate
analysis but not suitable for time series analysis and multilevel regression analysis)Wikipedia (2014). Many students, both undergraduate and graduate, are taught SPSS
during research analysis classes in demography, psychology, sociology and other
social sciences.
A screenshot of SPSS in action
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1.8 - CHECK YOUR PROGRESS
1.
2.
3.
4.
5.

Define Mode?
What is Dispersion?
What is central tendency?W
hat are the characterizations of Standard Deviation?
What are the features of Statistical software?
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UNIT - 2 RESEARCH REPORT
Structure
2.1 - LEARNING OBJECTIVES
2.2 - WRITING A RESEARCH REPORT
2.2.1 - Developing a draft outline
2.3 - SHAPE OF A RESEARCH REPORT
2.4 – REFERENCING
2.5 - PRECAUTIONS FOR WRITING RESEARCH REPORTS
2.6 - TYPES OF REPORTS
2.7 - CHECK YOUR PROGRESS

2.1 - LEARNING OBJECTIVES
After studying this unit, you will be able to:
 Understand the importance of research reports;
 Appreciate the importance of developing a rough draft before writing the final
report;
 Write a research report according to a defined pattern;
 Understand the styles of referencing;
 Differentiate between various types of reports.
2.2 - WRITING A RESEARCH REPORT
The last step in the research process is writing the research report. Each step of the
process is important for a valid study, as negligence at any stage will affect the
quality of not just that part but the whole study. This last step is the most crucial as it
is through the report that the findings of the study and their implications are
communicated to your supervisor and readers. Most people will not be aware of the
amount and quality of work that has gone into your study. While much hard work and
care may have been put into every stage of the research, all readers see the report.
Therefore, the whole enterprise can be spoiled if the report is not well written.
In addition to your understanding of research methodology, the quality of the
report depends upon such things as your written communication skills and clarity of
thought, your ability to express thoughts in a logical and sequential manner and your
subject knowledge base. Another important determinant is your experience in
Odisha State Open University, Sambalpur
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research writing: the more experience you acquire, the more effective you will
become at writing a research report.
The main difference between research and other writing is in the degree of control,
rigour and caution required. Research writing is controlled in the sense that you need
to be extremely careful about what you write, the words you choose, the way ideas
are expressed, and the validity and verifiability of the conclusions you draw. What
most distinguishes research writing from other writing is the high degree of
intellectual rigour required for research writing. Your writing should not be based
upon assumptions about knowledge of your readers regarding the study. Bear in mind
that you should be able to defend whatever you write, should anyone ever challenge
it. Do not use ornamental or superficial language. Even the best researchers make a
number of drafts before writing up their final one, so be prepared to undertake this
task.
Developing a draft outline
Before you start writing your report, it is good practice to develop an outline
(chapterisation). This means describing how you are going to divide your report into
different chapters and planning what will be written in each one. In developing the
chapterisation, the subobjectives of your study or the major significant themes that
emerged from content analysis can provide immense guidance. Develop the chapters
around the significant objectives or themes of your study.
2.3 - SHAPE OF A RESEARCH REPORT
The research to be successful should usually follow a pattern that includes the
following items:
1. Prelims
2. Introduction of the topic
3. Literature review
4. Research aim(s)
5. The methods used
6. Research findings/results
7. Conclusion
8. Summary
9. End matter (which includes references, index, appendices etc.)
Prelims
A contents page can be included behind the title page, and, at the foot of this, you
should acknowledge those who have given you assistance – including your teacher
Odisha State Open University, Sambalpur
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and supervisor (even though it‘s their job to help you). If you are writing for
publication, you will usually be expected to lead off with an abstract that provides a
very brief summary of your work, and some journals will ask you to indicate four or
five keywords intended to be of value in any computerized database system that
might accommodate your report.
Introduction of the topic
The purpose of introduction is to introduce the research report to the readers. It
should contain a clear statement of the objectives of research i.e., enough background
should be given tomake clear to the reader why the problem was considered worth
investigating. A brief summary of other relevant research may also be stated so that
the present study can be seen in that context. The hypothese of study, if any, and the
definitions of the major concepts employed in the study should be explicitly stated in
the introduction of the report.
Literature review
One of the essential preliminary tasks when you undertake a research study is to go
through the existing literature in order to acquaint yourself with the available body of
knowledge in your area of interest. Reviewing the literature can be time-consuming,
daunting and frustrating, but it is also rewarding. The literature review is an integral
part of the research process and makes a valuable contribution to almost every
operational step. It is important even before the first step; that is, when you are
merely thinking about a research question that you may want to find answers to
through your research journey. In the initial stages of your research it helps to clarify
your ideas, establish the theoretical roots of your study and develop your research
methodology. Later in the process, the literature review serves to enhance and
consolidate your knowledge base in your subject area and helps you to examine your
findings in the context of the existing body of knowledge. Since an important
responsibility in research is to compare your findings with those of others, it is here
that the literature review plays an extremely important role. During the write-up of
your report it helps you to integrate your findings with the existing knowledge – that
is, to either support or contradict earlier research.
In relation to your study, the literature review can help in four ways. It can:
 Bring clarity and focus to your research problem
 Improve your research methodology
 Broaden your knowledge base in your research are; and
 Contextualize your findings, that is, integrate your findings with the existing
body of knowledge.
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Searching for existing literature
To search effectively for the literature in your field of enquiry, it is imperative that
you have atleast some idea of the broad subject area and o fthe problem you wish to
investigate, in order to set parameters for your search. You must also have some idea
of the study population.
Some sources to conduct a literature review are:
1. Books
2. Journals
3. Conference papers
4. the internet
Books
Though books are a central part of any bibliography, they have their advantages as
well as disadvantages. The main advantage is that the material published in books is
usually important and of good quality, and the findings are integrated with other
research to form a coherent body of knowledge. The main disadvantage is that the
material is not completely up to date, as a year or more may pass between the
completion of a work and its publication in the form of a book.
One of the best ways to look for books is in library catalogues.
Journals
You need to go through the journals relating to you research in a similar manner.
Journals can provide you with the most up-to-date information, even though there is
often a gap of 2-3 years between the completion of a research project and its
publication in a journal. You should select as many journals as you possibly can,
though the number of journals available depends upon the field of study.
Conference papers
Another important source for the literature review is tha papers presented at
professional conferences. These can provide you with the most recent research in
your area.
The internet
In almost every academic discipline and professional field, the internet has become an
important tool for finding published literature. Through an Internet search you can
identify published material in books, journals and other sources with immense ease
and speed.
Research aims
The section on research aims should be shots, precise and accurate. In quantitative
research, it will normally reflect the aims you identified at the outset, emphasizing the
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research question you set out to answer. In qualitative research, your aims and the
research questions may have evolved during the project; if so, you should clearly
indicate the nature and out come of this process.
The methods used
This section in the research report should give the readers an idea about the
methodology that has been used in conducting the research. The scientific reader
would like to know in detail about such thing:
How was the study carried out?
What was its basic design?
If the study was an experimental one, then what were the experimental
manipulations?
If the data were collected by means of a questionnaire or an interviews, then exactly
what questions were asked (The questionnaire or interview schedule is usually given
in an appendix)?
If measurements were based on observation, then what instructions were given to the
observers?
Regarding the sample used in the study the reader should be told about the subjects,
the number and the procedure for selection.
All the above questions are crucial for estimating the probable limits of
generalizability of the findings. The statistical analysis adopted must also be clearly
stated. In addition to all this, the scope the study should be stated and the boundary
lines demarcated. The various limitations, under which the research project was
completed, must also be narrated.
Research findings/results
The findings constitute the heart of a research report. It must contain a statement of
findings and recommendations in non-technical language so that it can be easily
understood by all concerned. If the findings happen to be extensive, at this point they
should be put in the summarized form.
All the findings should be presented in a logical sequence and splitted into readily
identifiable sections.
Implications of the results
Towards the end of the main text, the researcher should again put down the results of
his research clearly and precisely. S(he) should, state the implications that flow from
the results of the study, for the general reader is interested in the implications for
Odisha State Open University, Sambalpur
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understanding the human behavious. Such implications may have three aspects as
stated below:
a) a statement of the inferences drawn from the present study which may be
expected to apply in similar circumstances.
b) The conditions of the present study which may limit the extent of legitimate
generalizations of the inferences drawn from the study.
c) The relevant questions that still remain unanswered or new questions raised
by the study along with suggestions for the kind of research that provide
answers for them.
Conclusion
It is considered a good practice to finish the report with a short conclusion which
summarises and recapitulates the main points of the study. The conclusion drawn
from the study should be clearly related to the hypotheses that were stated in the
introductory section. At the same time, a forecast of the probable future of the subject
and an indication of the kind of research which needs to be done in the particular field
is useful and desirable.
Summary
It has become customary to conclude the research report with a very brief summary,
resting in brief the research problem, the methodology, the major findings and the
major conclusions drawn from the research results.
End matter
At the end of the report, appendices should be enlisted in respect of all technical data
such as questionnaires, sample information, mathematical derivations and the like
ones. Bibliography of sources consulted should also be given. Index (an alphabetical
listing of names, places and topics along with the numbers of the pages in a book or
report on which they are mentioned or discussed) should invariably be given at the
end of the report. The value of index lies in the fact that it works as a guide to the
reader for the contents in the report.
2.4 - REFERENCING
Your report must follow an acceptable academic style of referencing. There are many
styles in use in academic circles and the choice of a referencing system varies from
one academic discipline to another. You need to know which system is preferred by
your department and the university.
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According to Butcher (1981:226), there are four referencing systems from which to
choose:
1. The short-title system;
2. The author-date system (also known as the name-year system, Harvar system
or parenthetical referencing system);
3. The reference by number system (also known as the Vancouver system);
4. The author – number system.
Writing a bibliography
There are several well-established systems for writing a bibliography and your choice
is dependent upon the preference of the discipline and university. In the social
sciences some of the most commonly used ones are :
1. the Harvard system;
2. the American Psychological Association (APA) system;
3. the American Medical Association system;the mcgraw-Hill system;
4. the Modern Languages (MLA) system;
5. the footnote system
Writing a bibliography
For books and pamphlets the order may be as under:
1. Name of author, last name first.
2. Title, underlined to indicate italics.
3. Place, publisher, and date of publication.
4. Number of volumes.

Example
Kothari, C.R., Quantitative Techniques, New Delhi, Vikas Publishing House Pvt.
Ltd., 1978.
For magazines, newspapers, research journals the order may be as under:
1. Name of the author, last name first.
2. Title of article, in quotation marks.
3. Name of periodical, underlined to indicate italics.
4. The volume or volume and number.
5. The date of the issue.
6. The pagination.

Example 1
Robert V. Roosa, ―Coping with Short-term International Money Flows‖, The Banker,
London, September, 1971, p. 995.
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Example 2
Morgan, W. T. (1998). A Review of Eight Statistics Software Packages for General
Use.The American Statistician, Vol. 52(No. 1 ), 70-82.
The above examples are just the samples for bibliography entries and may be used,
but one should also remember that they are not the only acceptable forms. The only
thing important is that, whatever method one selects, it must remain consistent.
2.5 - PRECAUTIONS FOR WRITING RESEARCH REPORTS
Research report is a channel of communicating the research findings to the readers of
the report. A good research report is one which does this task efficiently and
effectively. As such it must be prepared keeping the following precautions in view:
1. While determining the length of the report (since research reports vary greatly
in length), one should keep in view the fact that it should be long enough to
cover the subject but short enough to maintain interest. In fact, report-writing
should not be a means to learning more and more about less and less.
2. A research report should not, if this can be avoided, be dull; it should be such
as to sustain reader‘s interest.
3. Abstract terminology and technical jargon should be avoided in a research
report. The report should be able to convey the matter as simply as possible.
This, in other words, means that report should be written in an objective style
in simple language, avoiding expressions such as ―it seems,‖ ―there may be‖
and the like.
4. Readers are often interested in acquiring a quick knowledge of the main
findings and as such the report must provide a ready availability of the
findings. For this purpose, charts, graphs and the statistical tables may be used
for the various results in the main report in addition to the summary of
important findings.
5. The layout of the report should be well thought out and must be appropriate
and in accordance with the objective of the research problem.
6. The reports should be free from grammatical mistakes and must be prepared
strictly in accordance with the techniques of composition of report-writing
such as the use of quotations, footnotes, documentation, proper punctuation
and use of abbreviations in footnotes and the like.
7. The report must present the logical analysis of the subject matter. It must
reflect a structure wherein the different pieces of analysis relating to the
research problem fit well.
8. A research report should show originality and should necessarily be an
attempt to solve some intellectual problem. It must contribute to the solution
of a problem and must add to the store of knowledge.
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9. Towards the end, the report must also state the policy implications relating to
the problem under consideration. It is usually considered desirable if the
report makes a forecast of the probable future of the subject concerned and
indicates the kinds of research still needs to be done in that particular field.
10. Appendices should be enlisted in respect of all the technical data in the report.
11. Bibliography of sources consulted is a must for a good report and must
necessarily be given.
12. Index is also considered an essential part of a good report and as such must be
prepared and appended at the end.
13. Report must be attractive in appearance, neat and clean, whether typed or
printed.
14. Calculated confidence limits must be mentioned and the various constraints
experienced in conducting the research study may also be stated in the report.
15. Objective of the study, the nature of the problem, the methods employed and
the analysis techniques adopted must all be clearly stated in the beginning of
the report in the form of introduction.
2.6 - TYPES OF REPORTS
Research reports vary greatly in length and type. In each individual case, both the
length and the form are largely dictated by the problems at hand.
For instance, business firms prefer reports in the letter form, just one or two pages in
length.
Banks, insurance organisations and financial institutions are generally fond of the
short balance-sheet type of tabulation for their annual reports to their customers and
shareholders.
Mathematicians prefer to write the results of their investigations in the form of
algebraic notations.
Chemists report their results in symbols and formulae.
Students of literature usually write long reports presenting the critical analysis of
some writer or period or the like with a liberal use of quotations from the works of the
author under discussion.
In the field of education and psychology, the favourite form is the report on the
results of experimentation accompanied by the detailed statistical tabulations.
Clinical psychologists and social pathologists frequently find it necessary to make
use of the case-history form.
News items in the daily papers are also forms of report writing. They represent
firsthand on-the scene accounts of the events described or compilations of interviews
with persons who were on the scene. In such reports the first paragraph usually
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contains the important information in detail and the succeeding paragraphs contain
material which is progressively less and less important.
Book-reviews which analyze the content of the book and report on the author‘s
intentions, his success or failure in achieving his aims, his language, his style,
scholarship, bias or his point of view. Such reviews also happen to be a kind of short
report.
The reports prepared by governmental bureaus, special commissions, and
similar other organisations are generally very comprehensive reports on the issues
involved. Such reports are usually considered as important research products.
Similarly, Ph.D. theses and dissertations are also a form of report-writing, usually
completed by students in academic institutions.
The above narration throws light on the fact that the results of a research investigation
can be presented in a number of ways viz., a technical report, a popular report, an
article, a monograph or at times even in the form of oral presentation. Which
method(s) of presentation to be used in a particular study depends on the
circumstances under which the study arose and the nature of the results.
A technical report is used whenever a full written report of the study is required
whether for recordkeeping or for public dissemination.
A popular report is used if the research results have policy implications.
2.7 - CHECK YOUR PROGRESS






What is a research report?
What should be the ideal pattern of writing a research report?
What is literature review? Why is it important for conducting research?
What are some sources for conducting a literature review?
List three precautions to take while writing research reports.

Odisha State Open University, Sambalpur

Page 23

UNIT - 3 MASS MEDIA RESEARCH
Structure
3.1 - LEARNING OBJECTIVES
3.2 - PRINT MEDIA RESEARCH
3.3 - ELECTRONIC MEDIA RESEARCH
3.4 ADVERTISING RESEARCH
3.5 - PUBLIC RELATION RESEARCH
3.6 - CHECK YOUR PROGRESS

3.1 - LEARNING OBJECTIVES
After studying this unit, you will be able to
 Trace the origin of research in print, electronic, advertising and public
relations;
 Understand the importance of conducting of research of various media.

3.2 - PRINT MEDIA RESEARCH
Much of early print media research was qualitative. The first volume of Journalism
Quarterly, founded in 1928, contained articles on press law, history, international
comparisons, and ethics. However, quantitative research soon began to make its
appearance in this academic journal. An article published in March 1930 surveyed the
research interests of those currently working in the newspaper and magazine fields
and found the most prevalent type of study to be the survey of reader interest in
newspaper content. The June 1930 issue contained an article by Ralph Nafziger, ―A
Reader Interest Survey of Madison, Wisconsin,‖ which served as the prototype for
hundreds of future research studies.
The 1930s also saw the publication of many studies designed to assess the results of
print media advertising. This led to studies in applied research, and several
publications began to sponsor their own readership surveys. Mostly, however, the
results of these studies were considered proprietary. As the techniques of quantitative
research became more widely known and adopted, newspaper and magazine research
became more empirical. Wilbur Schramm (1957) first recognized this trend in an
article in Public Opinion Quarterly that reviewed 20 years of research as reported in
Journalism Quarterly. Schramm found that only 10% of the 101 articles published
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between 1937 and 1941 concerned quantitative analyses; by 1952–1956, nearly half
of the 143 articles published were quantitative, a fivefold increase in only 15 years.
The reasons for this trend, according to Schramm, were the growing availability of
basic data, the development of more sophisticated research tools, and the increase in
institutional support for research.
By 1960, newspapers and magazines were competing with television and radio for
audience attention and advertiser investment. This situation greatly spurred the
growth of private-sector research. The Bureau of Advertising of the American
Newspaper Publishers Association (subsequently called the Newspaper Advertising
Bureau) began conducting studies on all aspects of the press and its audience. In the
1970s, it founded the News Research Center, which reports the results of research to
editors. The Magazine Publishers Association also began to sponsor survey research
at this time.
The continuing interest of academics in print media research led to the creation of the
Newspaper Research Journal in 1979, a publication devoted entirely to research that
has practical implications for newspaper management. In 1976 the Newspaper
Readership Project was instituted to study the problems of declining circulation and
sagging readership. As a major part of the six-year, $5-million study, a news research
center was set up at Syracuse University to abstract and synthesize the results of more
than 300 private and published studies of newspaper reading habits. The Newspaper
Advertising Bureau produced dozens of research reports and conducted extensive
focus group studies. In addition, regional workshops were held across the country to
explain to editors the uses and limitations of research. By the time the Readership
Project ended, most editors had accepted research as a necessary tool of the trade.
Bogart (1991) presents a thorough history of the Readership Project. In 1977 the
Newspaper Research Council (NRC), a subgroup of the Newspaper Advertising
Bureau, was incorporated with 75 members. This group was involved with the
American Society of Newspaper Editors in a circulation retention study and with the
International Newspaper Marketing Association on how to convert Sunday-only
readers to daily readers.
In 1992 the Newspaper Advertising Bureau merged with the American Newspaper
Publishers Association to create the Newspaper Association of America (NAA). The
NAA continued the efforts of the NRC in the research area by sponsoring a number
of studies that looked at such topics as attracting younger readers and how to use
advertising to encourage newspaper reading. The most recent effort of the NAA,
launched in 1999, was a five year readership initiative study that examines the
relationship of newspaper content to its readers. The Readership Institute at the Media
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Management Center at Northwestern University supervised this initiative. In 2000 the
Readership Institute launched the Impact Study, which gathered information from
37,000 readers and 100 newspapers in an attempt to increase readership. Results from
this study were reported at the 2004 Newspaper Advertising Association/ American
Society of Newspaper Editors convention. The declining fortunes of the print media
have prompted new research efforts as traditional newspapers and magazines try to
assess the competition from the Internet, examine how online versions relate to their
traditional paper counterparts, and look for new ways to improve their financial
situation.
3.3 - ELECTRONIC MEDIA RESEARCH
Broadcast research has developed rapidly in sophistication and volume since its
beginnings in the 1920s. In the early years of broadcasting, the broadcasters were
experimenters and hobbyists who were interested mainly in making sure that their
signal was being sent and received. The popularity of radio was unknown, and there
was no reason to be concerned with audience size at that time. The situation changed
quickly during the 1930s as radio became a popular mass medium. When radio began
to attract large audiences, concern emerged over how radio would be financed. After
much discussion, advertising emerged as the choice over government financing or
taxes on sales of equipment. The acceptance by radio listeners of advertising on radio
was the first step in the development of electronic media research. Advertisers, not
broadcasters, were the initiators of broadcast research. When commercials began
airing on radio stations, advertisers naturally wondered how many listeners were
exposed to their messages and how effective the messages were. It became the
responsibility of broadcasters to provide empirical information about the size and
characteristics of their audience. This situation still exists—advertisers continually
want information about the people who hear and see their commercial
announcements. In addition to information about audience size, advertisers became
interested in why people behave the way they do. This led to the development of the
research area known as psychographics. However, because psychographics data are
rather vague, they were not adequate predictors of audience behavior and advertisers
wanted more information. Research procedures were then designed to study lifestyle
patterns and how they affect media use and buying behavior. Such information is
valuable in designing advertising campaigns: If advertisers understand the lifestyle
patterns of the people who purchase their products, they can design commercials to
match those lifestyles. Electronic media research studies today fall into two broad
categories: ratings and non-ratings research.
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Ratings research
When radio became popular and advertisers began to grasp its potential for attracting
customers, they were faced with the problem of documenting audience size. The print
media were able to provide circulation figures, but broadcasters had no equivalent
―hard‖ information, just unsubstantiated estimates. The early attempts at audience
measurement failed to provide adequate data. Mail and telephone calls to the radio
station from listeners were the first sources of data, but it is a well-known fact that
mail and telephone calls from a handful of listeners or viewers do not represent the
general audience. A myth that someone started long ago, that many people still
believe today, is that one letter or one telephone call to a radio station represents 10
listeners. Advertisers and broadcasters quickly realized that more information was
urgently needed.
Since 1930, when a group called the Cooperative Analysis of Broadcasting conducted
one of the first audience surveys for radio, several companies have attempted to
provide syndicated audience information, but two companies have survived and
provide the bulk of syndicated ratings information for radio, television, and cable:
Nielsen Media Research for television and Arbitron for radio. In many markets, both
companies provide ratings data throughout the year, known as continuous
measurement, not just during certain times of the year as in the past.
Non-ratings research
Although audience ratings are the most visible research data used in broadcasting,
broadcasters, production companies, advertisers, and broadcast consultants use
numerous other methodologies. Ratings provide estimates of audience size and
composition.
Non-ratings research provides information about what the audience likes and dislikes,
analyses of different types of programming, demographic and lifestyle information
about the audience, and more. These data provide decision makers with information
they can use to eliminate some of the guesswork involved in giving the audience what
it wants. Non-ratings research is important to broadcasters in all markets, and one
characteristic of all successful broadcast or cable operations is that the management
uses research in all types of decision making.
3.4 ADVERTISING RESEARCH
Huge sums of money are being spent by companies on marketing communication
efforts in the hope that this expenditure would benefit their businesses by influencing
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consumer choices. Too much of money is at risk and advertisers need to have
relevant, updated and complete information about who their customers are, what they
want and like, and where they spend their media time. Research is needed to get the
required information for marketing and advertising decisions.
For conducting marketing research, companies develop systematic procedures for
collecting, recording and analyzing data from secondary and primary sources to help
managers in making decisions. Marketing research helps in identifying customer
needs and market segments, furnishes information that is necessary for developing
new products and formulating marketing strategies, it enable managers to measure the
effectiveness of marketing programmes and promotional activities, develops
forecasting and helps in financial planning and quality control.
Advertising research is a subset of marketing research. It systematically gathers and
analyses information to help develop and evaluate advertising strategies, individual
ads or an advertising campaign. The advertiser needs to know how consumers
perceive its products or services, what are their views about the competition and what
image of the brand or the company would be the most appropriate to build.
Advertising research primarily relates to three critical decisions that have to be made
to develop an advertising programme:
 Setting objective
 Selecting the message
 Choosing appropriate media vehicle
As to objectives, managers would ideally want to see the payout in terms of sales or
profits or both.
In case of selecting message, advertisers decide what their message should be. How
should they present it? What copy should they use? What headlines? What pictures
and/or symbols? What situations?
In choice of media vehicles, advertisers decide what they should use: TV,
newspapers, radio, magazines, billboards, etc. or a combination thereof.
The choice is made on the following:
 What programme?
 What days of the week?
 What time of the day?
 How many times?
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To answer all these questions, it is necessary to know the number and kinds of people
making up the market and to have detailed information about audiences of alternative
media vehicles.
Purpose of advertising research
Advertising research serves numerous purposes:
 It helps in arriving at an appropriate positioning decisions for the brand.
 It helps in selecting target markets, advertising messages and media vehicles.
 Creative concept research is used to find out the acceptability of creative ideas
at the concept of development stage itself.
 Pre-testing of ads is done to diagnose any possible communication problems
before beginning an ad campaign.
 Post-testing of ads is done to find out effectiveness of the advertising
campaign.
All said and done, opinion now veers to having some evaluation at all, rather than no
evaluation.
DAGMAR Approach in advertising
It is felt that the task of measuring ad effectiveness will not be daunting if we clearly
spell out the advertising goals. Russel H. Colley (1961) pioneered an approach known
by the acronym DAGMAR – Defining Advertising Goals for Measured Advertising
Results, where to establish an explicit link between ad goals and ad results, Colley
distinguished 52 advertising goals that might be used with respect to a single
advertisement, a year‘s campaign for a product or a company‘s entire advertising
philosophy.
These goals may pertain to sales, image, attitude and awareness. Some of these goals
are:
a) Persuade a prospect to visit a showroom and ask for a demonstration
b) Build up a morale of the company‘s sales force
c) Facilitate sales by correcting false impression, misinformation and other
obstacles
d) Announce a special reason for buying now‘ (price, discount, premium and so
on)
e) Make the brand identity known and easily recognisable
f) Provide information or implant attitude regarding benefits and superior
features of brand
According to DAGMAR approach, the communication task of the brand is to gain
a) Awareness
b) Comprehension
c) Conviction
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d) Image
e) Action
Advertising goals should be consistent with these communication tasks
3.5 - PUBLIC RELATION RESEARCH
Much like advertising, public relations has become more research-oriented. As a
leading text points out (Baskin, Aronoff, & Lattimore, 1997, p. 107):
Research is a vital function in the process of public relations. It provides the initial
information necessary to plan public relations action and to evaluate its effectiveness.
Management demands hard facts, not intuition or guesswork.
Moreover, the downturn in the U.S. economy in the beginning of the 2000s prompted
a new era of accountability in public relations that will make research much more
important. Traditional research techniques are widely used in the field, with
qualitative methods more widespread than quantitative.
Pompper (2006) conducted a census of all research published in two scholarly public
relations journals from 1975 to 2005. She found that approximately 58% of the
studies used qualitative research, 37% used quantitative research, and the remainder
used mixed methods. The most popular qualitative method was intensive
interviewing; the most used quantitative method was the survey, followed by content
analysis.
Types of Public Relations Research
Pavlik (1987) defined three major types of public relations research: applied, basic,
and introspective.
Applied research examines specific practical issues; in many instances, it is
conducted to solve a specific problem. A branch of applied research, strategic
research, is used to develop public relations campaigns and programs. According to
Broom and Dozier (1990), strategic research is ―deciding where you want to be in the
future . . . and how to get there.‖
A second branch, evaluation research, is conducted to assess the effectiveness of a
public relations program. A content analysis by Jelen (2008) found that about 80% of
all published public relations research in the last two decades was applied research
and 20% was basic research. Basic research in public relations creates knowledge
that cuts across public relations situations. It is most interested in examining the
underlying processes and in constructing theories that explain the public relations
process. For example, Woodward (2000) offered a theoretical model based on
transactional philosophy that could be used in public relations operations, and
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Aldoury and Toth (2002) presented the beginnings of a theory that could explain the
gender discrepancies in the field.
The third major type of public relations research is introspective research, which
examines the field of public relations. Sallot, Lyon, Acosta-Alzuru, and Jones (2003)
categorized more than 700 abstracts and articles published in public relations
academic journal and found that nearly 40% fell into the introspective category.
Moss, Warnaby, and Newman (2000) surveyed public relations professionals across a
number of specialty areas to determine how practitioners were involved in strategic
management. Wrigley (2002) examined how women felt about the perceived ―glass
ceiling‖ in the profession. Edwards (2008) surveyed public relations professionals to
determine their cultural capital, that is, the knowledge, experience, and/or connections
people have that make it possible for them to be successful.
3.6 Check Your Progress
1.
2.
3.
4.

What is Rating Research?
Describe about research in Print media?
Describe about research in Advertising?
Throw light on research in Public relation?
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UNIT - 4 APPLICATIONS OF MASS MEDIA RESEARCH

Structure
4.1 - Learning Objectives
4.2 - Application of Print Media Research
4.2.1 - Readership Research
4.2.2 - Circulation Research
4.2.3 - Newspaper Management Research
4.2.4 - Readability Research
4.3 - Application of Electronic Media Research
4.3.1 - Ratings Research
Nielsen
Arbitron
4.3.2 - Non-Ratings Research
4.4 - Application of Advertising Research
4.4.1 - Copy Research
Copy testing
The Cognitive Dimension
The Affective Dimension
The Conative Dimension
4.4.2 - Media Research
Reach and frequency
Audience Size and Composition
Frequency of Exposure in Media Schedules
Competitors‘ Activities
4.4.3 - Campaign assessment research
4.5- Application of Research in the Public Relations Process
Defining public relations problems
Planning public relations programs
Implementing public relations programs through actions and
communications
Evaluating the program
4.6 - Check your progress
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4.1 - LEARNING OBJECTIVES
After studying this Unit, you will:
 Have a preliminary idea about applications of print, electronic, advertising and
public relations research;
 Gain familiarity about various tools through which print, electronic,
advertising and public relations research are carried out.

4.2 - APPLICATION OF PRINT MEDIA RESEARCH
Newspaper and magazine researchers conduct four basic types of studies: readership,
circulation, management, and website usability. Most of their research focuses on
readership; studies of circulation and management rank next. Usability research is a
new but growing area.
4.2.1 - Readership Research
Many readership studies were done in the United States in the years immediately
preceding and following World War II. The George Gallup organization was a
pioneer in developing the methodology of these studies—namely, a personal
interview in which respondents were shown a copy of a newspaper and asked to
identify the articles they had read. The American Newspaper Publishers Association
(ANPA) undertook a comprehensive study of newspaper readership. The ANPA‘s
Continuing Studies of Newspapers involved more than 50,000 interviews with readers
of 130 daily newspapers between 1939 and 1950 (Swanson, 1955).
Readership research became important to management during the 1960s and 1970s,
as circulation rates in metropolitan areas began to level off or decline. Concerned
with holding the interest of their readers, editors and publishers began to depend on
surveys for the detailed audience information they needed to shape the content of a
publication. The uncertain economy at the end of the first decade of the new century
and the increasing competition from online media have made readership research
even more important today.
4.2.2. Circulation Research
Circulation refers to the number of people who receive a newspaper via subscription
or who buy a paper at a newsstand or vending machine. Newspaper circulation has
been declining for several decades. Consequently, much of current circulation
research is focused on how to maintain a circulation base that is attractive to
advertisers and is also profitable for the publication. Several metropolitan papers have
conducted cost/ benefit analyses to determine if circulation in areas distant from the
city center is worth keeping.
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A second area of circulation research looks at the effects of content variables on
circulation. Lacy and Fico (1991) demonstrated that measures of the content quality
of a newspaper were positively related to circulation figures. Ha and Litman (1997)
conducted a longitudinal analysis of the impact of magazine advertising clutter on the
circulation of 10 magazines. They found that increased clutter had a negative impact
on the circulation of entertainment magazines but not of news magazines.
A third area looks at economic influences on circulation. Blankenburg and Friend
(1994) discovered that circulation figures were not related to the percentage of a
newspaper‘s budget that was spent on news-editorial expenses, nor was there a
relationship between money spent on promotion and circulation. There was, however,
an influence of newspaper price; papers that cost more tended to lose circulation.
Similarly, Lewis (1995) found that increases in price were related to declines in
circulation. Marchetti (1996) detailed several economic factors that were related to
declining circulation, including increased advertising cost, cutbacks in newsstand
distribution, and a concentration on core market areas. Finally, Bakker (2007) found
that competition from free daily newspapers had minimal impact on the circulation of
paid newspapers.
A fourth type of circulation research uses the individual reader as the unit of analysis
to measure the effects of certain aspects of delivery on reader behavior. For example,
McCombs, Mullins, and Weaver (1974) studied why people cancel their subscriptions
to newspapers. They found that the primary reasons had less to do with content than
with circulation problems, such as irregular delivery and delivery in unreadable
condition.
4.2.3 - Newspaper Management Research
The declining fortunes of the print newspaper industry have refocused this area of
research. For example, before the current economic downturn, job satisfaction among
newspaper employees was the topic of several studies. Now, with some newspapers
cutting back on staff and some going out of business, job satisfaction is less of an
issue. Most journalists are probably happy just to have a job. The effect of various
management structures at newspapers and magazines is still a significant research
area and will probably continue to remain important as newspapers and magazines
downsize and streamline. Another area of management research looks at the impact
of concentration of ownership in the newspaper industry.
4.2.4 - Readability Research
Simply defined, readability is the sum total of all the elements and their interactions
that affect the success of a piece of printed material. Success is measured by the
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extent to which readers understand the piece, are able to read it at an optimal speed,
and find it interesting (Dale & Chall, 1948). Several formulas have been developed to
determine objectively the readability of text. One of the best known is the Flesch
(1948) reading ease formula, which requires the researcher to select systematically
100 words from the text, determine the total number of syllables in those words (wl),
determine the average number of words per sentence (sl), and perform the following
calculation:
Reading ease = 206.835 - 0.846wl - 1.015sl
The score is compared to a chart that provides a description of style (such as ―very
easy‖) or a school grade level for the potential audience.
4.3 - APPLICATION OF ELECTRONIC MEDIA RESEARCH
In the previous unit we looked at two broad categories of electronic media research
namely; ratings and non-ratings research. Now let us look at some of their
applications.
4.3.1 - Ratings research
As you are already aware that ratings research provide estimates about audience size
and composition. There are two major organisations engaged in ratings research:
Nielsen and Arbitron. Let us look at what they do.
Nielsen
Nielsen Media Research is located in Northbrook, Illinois, and is a subsidiary of The
Nielsen Company. The original company (A. C. Nielsen) was founded in 1945 and
was purchased by VNU (a Netherlands company) in February 2001. The Nielsen
Company is the world‘s largest market research company.
Nielsen Media Research is involved in television ratings in several countries
throughout the world, and includes ratings and research for ―national broadcast and
cable networks, regional networks, syndicators, television stations, local cable TV
systems, satellite distributors, advertising agencies and advertisers, program
producers, station representatives and buying services‖. Nielsen produces a variety of
audience measurement reports, such as the National Television Index (NTI) for
national measurements and the National Station Index (NSI) for local measurements.
In addition, Nielsen is also involved in Internet research with two products. First,
Nielsen produces Nielsen Online, a variety of measurement services for the Internet,
including audience measurement, Internet marketing, and online advertising. Second,
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Nielsen‘s Net Ratings is a panel study to investigate Internet users‘ surfing along with
consumer surveys designed to provide business and websites with consumer
information. Finally, Nielsen also produces research for the music industry through
its product called SoundScan,
Arbitron
Arbitron was founded in 1949 as The American Research Bureau (ARB). The
company name was changed to The Arbitron Company in 1972, then to The Arbitron
Ratings Company in 1982, back to The Arbitron Company in 1989. It is now
Arbitron Inc. Arbitron‘s headquarters are in New York City.
Arbitron Inc. is a media and marketing research firm serving the media—radio,
television, cable, online radio and out-of home— as well as advertisers and
advertising agencies in the United States. Arbitron‘s core businesses are measuring
network and local-market radio audiences across the United States; surveying the
retail, media and product patterns of local-market consumers; and providing
application software used for analyzing media audience and marketing information
data. The company has developed the Portable People Meter, a new technology for
media and marketing research. Through its Scarborough Research joint venture with
The Nielsen Company, Arbitron provides additional media and marketing research
services to the broadcast television, newspaper and online industries.
4.3.2 - Non-Ratings research
Non-ratings research helps the broadcaster identify strength and weakness of their
stations and identify primary competitors. If a station is unsure about what to
broadcast then are simply fishing in muddy waters, which might impact their long
term sustenance.
Some applications of Non-ratings research include:
 Program testing
 Music research
 Programming research and consulting
 Performer Q
 Station image
 Personality (talent) studies
 Diversification analyses
 TV programming research
Program testing
Research is an accepted step in the development and production of programs and
commercials. It is now common to test these products in each state of development:
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initial idea or plan, rough cut, and postproduction. A variety of research approaches
can be used in each stage, depending on the purpose of the study, the amount of time
allowed for testing, and the types of decisions that will be made with the results. The
researcher must determine what information the decision makers will need to know
and must design an analysis to provide that information. Since programs and
commercials are expensive to produce, success-minded producers and directors are
interested in gathering preliminary reactions to a planned project. It would be
ludicrous to spend thousands or crores of rupees on a project that has no audience
appeal.
Music research
Music is the product of a music radio station, and failing to analyze the product
invites ratings disaster. To provide the radio station‘s listeners with music they like to
hear and to avoid the songs that they do not like or are tired of hearing (burned out),
radio programmers use two primary research procedures: auditorium music testing
and callout research.
Auditorium tests are designed to evaluate recurrents (popular songs of the past few
years) and oldies (songs older than 10 years).
Callout research is used to test music on the air (currents). New music releases
cannot be tested adequately in the auditorium or with callout procedures because it is
necessary to play the entire song. New music is often tested on the air during
programs with titles such as Smash or Trash, where listeners call in and voice their
opinion about new releases. Sometimes new music is tested in focus group situations
where the respondents can listen to the entire song.
Auditorium tests and callout research serve the same purpose: to provide a program
director or music director with information about the songs the audience likes,
dislikes, is tired of hearing, or is unfamiliar with. This information allows the
program director to make decisions based on audience reaction rather than gut
feelings or guessing.
Programming Research and Consulting
Several companies conduct mass media research. Although each company specializes
in specific areas of broadcasting and uses different procedures, they all have a
common goal: to provide management with data to use in decision making. These
companies offer custom research in almost any area of broadcasting—from testing
call letters and slogans to air talent, commercials, music, importance of programming
elements, and the overall sound of a station.
Broadcast consultants can be equally versatile. The leading consultants have
experience in broadcasting and offer their services to radio and television stations.
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Although some of their recommendations are based on research, many are based on
past experience.
Performer Q
Producers and directors in broadcasting naturally want to have an indication of the
popularity of various performers and entertainers. A basic question in the planning
stage of any program is this: What performer or group of performers should be used
to give the show the greatest appeal? Not unreasonably, producers prefer to use the
most popular and likable performers in the industry rather than taking a chance on an
unknown entertainer.
Station image
It is important for a station‘s management to know how the public perceives the
station and its services. Public misperception of management‘s purpose can decrease
audience size and, consequently, advertising revenue.
For example, suppose a radio station has been CHR (Contemporary Hits Radio) for
10 years and switches to a Classical format. It is important that the audience and
advertisers are aware of this change and have a chance to voice their opinions. This
can be accomplished through a station image study, where respondents are asked
questions such as ―What type of music does RED-FM play?‖ ―What types of people
do you think listen to RED-FM?‖ and ―Did you know that RED-FM now plays
Classical music?‖ If research reveals that only a few people are aware of the change
in format, management can develop a new promotional strategy. Or the station might
find that the current promotional efforts have been successful and should not be
changed.
Station image studies are conducted periodically by most large radio stations to gather
current information on how the audience perceives each station in the market. If
station managers are to provide the services that listeners and viewers want, they must
understand audience trends and social changes.
Personality (talent) studies
Radio and television managers of successful stations frequently test the on-air
personalities. Announcers (DJs), news anchors, and all other personalities are tested
for their overall appeal and fit with other station personalities. Personality studies are
often conducted for stations to find new talent from other markets or even to test
personalities who are on other stations in the market with the intent of hiring them in
the future.
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Diversification analyses.
The goals of any business are to expand and to achieve higher profits. In an effort to
reach these goals, most larger stations, partnerships, and companies engage in a
variety of studies to determine where investments should be made. Should other
stations be purchased? What other types of activities should the business invest in?
Such studies are used for forecasting and represent a major portion of the research
undertaken by larger stations and companies. The changes in broadcast ownership
rules made by the Ministry of Information and Broadcasting have significantly
increased the amount of acquisition research conducted by individuals, group owners,
and other large companies in the broadcasting industry.
TV programming research
This is a broad category that includes testing local news programs, promotional
materials used by the station (known as topicals), entertainment programming, and
everything else that appears on the station.
4.4 - APPLICATION OF ADVERTISING RESEARCH
Much of the research in advertising is applied research, which attempts to solve a
specific problem and is not concerned with theorizing or generalizing to other
situations. Advertising researchers want to answer questions such as should a certain
product be packaged in blue or red? Is Frontline a better advertising buy than India
Today? Advertising research does not involve any special techniques; the methods
discussed earlier— laboratory, survey, field research, focus groups, and content
analysis—are in common use. They have been adapted, however, to provide specific
types of information that meet the needs of this industry.
A significant portion of the research in these areas involves market studies conducted
by commercial research firms; these studies form the basis for much of the more
specific research that follows in either the academic sector or the private sector
Application of advertising research can be for strategic or evaluative purposes.
Strategic research is an information gathering process that enhances the design at a
creative strategy level. It covers all the issues that lead to the actual creation of
advertising. Strategic research can be thought of as collecting relevant background
information needed to make a decision. Evaluative research on the other hand tries to
look at the success or failure of advertising in terms of communication and sales
effects.
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The above figure shows components of advertising research.
The three functional research areas in advertising are copy research, media research,
and campaign assessment research.
4.4.1 - Application of copy research
Copy testing
Copy testing refers to research that helps develop effective advertisements and then
determines which of several advertisements is the most effective. Copy testing takes
place at every stage of the advertising process. Before a campaign starts, copy
pretesting indicates what to stress and what to avoid. After the content of the ad is
established, tests are performed to determine the most effective way to structure the
ideas. For example, in studying the illustration copy of a proposed magazine spread, a
researcher might show an illustration of the product photographed from different
angles to three or more groups of subjects. The headline can be evaluated by having
subjects rate the typefaces used in several versions of the ad, and copy can be tested
for readability and recall. In all cases, the aim is to determine whether the variable
tested significantly affects the liking or the recall of the ad.
In TV, a rough cut of an entire commercial might be produced. The rough cut is a
film or video version of the ad in which amateur actors are used, locations are
simplified, and the editing and narration lack the smoothness of broadcast (final cut)
commercials. In this way, variations in the ad can be tested without incurring great
expense. The final phase of copy testing, which occurs after the finished commercials
have appeared, serves to determine whether the campaign is having the desired
effects. Any negative or unintended effects can be corrected before serious damage is
done to a company‘s sales or reputation. This type of copy testing requires precisely
defined goals. Some campaigns, for example, are designed to draw customers away
from competitors; others are conducted to retain a company‘s present customers. Still
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others are intended to enhance the image of a firm and may not be concerned with
consumers‘ purchase preferences.
The Cognitive Dimension
In the cognitive dimension, the key dependent variables are attention, awareness,
exposure, recognition, comprehension, and recall. Studies that measure attention to
advertising can use various methods. One strategy involves a consumer jury, where a
group of 50–100 consumers is shown test ads and asked which ad was best at
catching their attention. A physiological measurement technique, known as an eyetracking study is also used to determine which parts of an ad are noticed. A camera
records the movement of the eye as it scans printed and graphic material. Analyzing
the path the eye follows, allows researchers to determine which parts of the ad
attracted initial attention.
A tachistoscope (or T-scope) is one way to measure recognition of an ad. The Tscope is actually a slide projector with adjustable levels of illumination and with
projection speeds that can be adjusted down to a tiny fraction of a second. Ads are
tested to determine how long it takes a consumer to recognize the product, the
headline, or the brand name.
Ad comprehension is an important factor in advertising research. One study found
that all 60 commercials used in a test were misunderstood by viewers (Jacoby &
Hofer, 1982). To guard against results such as these, advertising researchers typically
test new ads with focus groups to make sure their message is getting across as
intended. The T-scope is also used to see how long it takes subjects to comprehend
the theme of an ad—an important consideration for outdoor advertising, where
drivers may have only a second or two of exposure.
Awareness, exposure, and recall are determined by several related methods. The print
media use one measurement technique that taps these variables: Subjects are shown a
copy of a newspaper or magazine and are asked which advertisements they remember
seeing or reading. The results are used to tabulate a ―reader traffic score‖ for each ad.
This method is open to criticism because some respondents confuse the
advertisements or the publications in which they saw the ads, and some try to please
the interviewer by reporting that they saw more than they actually did (prestige bias).
To control this problem, researchers often make use of aided recall techniques. For
instance, they might also show the respondent a list of advertisers, some whose
advertisements actually appeared in the publication and some did not. For obvious
reasons, this type of recall study is not entirely suitable for testing radio and television
commercials; a more commonly used method in such cases is the telephone survey.
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Two variations of this approach are sometimes used. In aided recall, the interviewer
mentions a general class of products and asks whether the respondent remembers an
ad for a specific brand. A typical question might be ―Have you seen or heard any ads
for soft drinks lately?‖ In the unaided recall technique, researchers ask a general
question such as ―Have you seen any ads that interested you lately?‖ Obviously, it is
harder for the consumer to respond to the second type of question. Only truly
memorable ads score high on this form of measurement. Some researchers suggest
that the most sensitive way to measure recall is to ask consumers whether they
remember any recent advertising for each particular brand whose advertising is of
interest.
The Affective Dimension
The affective dimension usually involves research into whether consumers‘ attitudes
toward a particular product have changed because of exposure to an ad or a
campaign. The techniques used to study the affective dimension include projective
tests, theatre testing, physiological measures, semantic differential scales, and rating
scales.
Projective tests provide an alternative to the straightforward ―Do you like this ad?‖
approach. Instead, respondents are asked to draw a picture or complete a story that
involves the ad or the product mentioned in the ad. Analysis of these responses
provides additional insight and depth into consumers‘ feelings.
The Conative Dimension
The conative dimension deals with actual consumer behavior, and, in many instances,
it is the most important of all dependent variables. The two main categories of
behaviour usually measured are buying predisposition and actual purchasing
behavior.
4.4.2 - Application of Media Research
Two important terms in media research are reach and frequency.
Reach is the total number of households or persons that are supposedly exposed to a
message in a particular medium at least once over a certain time period. Reach can be
thought of as the cumulative audience, and it is usually expressed as a percentage of
the total universe of households that have been exposed to a message.
Frequency refers to the number of exposures to the same message that each
household or person receives. Of course, not every household or person in the sample
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will receive exactly the same number of messages. Consequently, advertisers prefer
to use the average frequency of exposure, expressed by this formula:
= Average Frequency
Audience Size and Composition
Analyses of audiences are probably the most commonly used advertising studies in
print and electronic media research. Since advertisers spend large amounts of money
in the print and electronic media, they have an understandable interest in the
audiences for those messages. In most cases, audience information is gathered using
techniques that are compromises between the practical and the ideal.
Frequency of Exposure in Media Schedules
In some situations, advertisers with a small advertising or promotion budget are
limited to using only one medium. However, advertisers with a good budget often use
several media simultaneously, which is known as synergistic advertising or
synergistic marketing. The task is to determine which media combination will provide
the greatest reach and frequency for the product or service. A substantial amount of
media research has been devoted to this question, much of it concentrated on the
development of mathematical models of advertising media and their audiences
Competitors’ Activities
Advertisers like to know the media choices of their competitors, which can help them
avoid making mistakes of less successful competitors and imitate the strategies of
more successful competitors. In addition, advertisers seeking to promote a new
product who know that the leading competitors are using the same media mix might
feel that their approach is valid (but this is not always true). An advertiser can collect
data on competitors‘ activities either by setting up a special research team or by
subscribing to the services of a syndicated research company.
4.4.3 - Application of Campaign Assessment Research
Campaign assessment research builds on copy and media research, but its research
strategies are generally different from those used in the other areas. In general, there
are two kinds of assessment research. The pretest/posttest method takes
measurements before and after the campaign, and tracking studies assess the impact
of the campaign by measuring effects at several times during the progress of the
campaign. The major advantage of a tracking study is that it provides important
feedback to the advertiser while the campaign is still in progress. This feedback might
lead to changes in the creative strategy or the media strategy.
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4.5. APPLICATION OF RESEARCH IN THE PUBLIC RELATIONS
PROCESS
Research is a vital function in the process of public relations. It provides the initial
information necessary to plan public relations action and to evaluate its effectiveness.
Management demands hard facts, not intuition or guesswork. A more helpful way to
organize public relations research is to examine the various ways research is used in
the public relation process.
Cutlip, Center & Broom (2006) present a four-step model of public relation process
which can give an idea about the various applications of public relations research.
1. Defining public relations problems
2. Planning public relations programs
3. Implementing public relations programs through actions and communications
4. Evaluating the program
Defining public relations problems
The first phase in the process consists of gathering information that helps define and
anticipate possible public relations problems. There are several that can be used to
define a public relation programme and some of them are as follows:
Environmental monitoring (also known as boundary scanning)
Researchers use environmental monitoring programs to observe trends in public
opinion and social events that may have a significant impact on an organization.
Public relations audits
The public relations audit, as the name suggests, is a comprehensive study of the
public relations position of an organization. Such studies are used to measure a
company‘s standing both internally (employee perceptions) and externally (opinions
of customers, stockholders, community leaders, and so on). In short, as summarized
by Simon (1986, p. 150), the public relations audit is a ―research tool used
specifically to describe, measure, and assess an organization‘s public relations
activities and to provide guidelines for future public relations programming.‖
Communication audits
The communication audit resembles a public relations audit but has narrower goals; it
concerns the internal and external means of communication used by an organization
rather than the company‘s entire public relations program.
Social audits
A social audit is a small scale environmental monitoring program designed to
measure an organization‘s social performance—that is, how well it is living up to its
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public responsibilities. The audit provides feedback on company sponsored social
action programs such as minority hiring, environmental cleanup, and employee
safety.
Planning public relations programs
After gathering the information from the various methods of environmental scanning,
the next step in the process is to interpret the information to identify specific
problems and opportunities that can be addressed by a systematic public relations
program. For example, the results of the public relations audit can be used to identify
the needs of each of the key stakeholder groups and construct behavioural objectives
that can be achieved with each group. A behavioral objective concerning customers
might be to take occasional users of the product and turn them into loyal users.
Among investors, the goal might be to increase stock purchases by small investors.
A second type of media research is the media audit. A media audit is a survey of
reporters, editors, and other media personnel that asks about their preferences for
stories and how they perceive the public relations agency‘s clients.
Implementing Public Relations Programs
The most common type of research during the implementation phase consists of
monitoring the efforts of the public relations program. Two of the most frequently
used monitoring techniques are gatekeeping research and output analysis.
Gatekeeping Research
A gatekeeping study analyzes the characteristics of press releases and video news
releases that allow them to ―pass through the gate‖ and appear in a mass medium.
Both content and style variables are typically examined.
Output Analysis.
Short-term or immediate results of a particular public relations program or activity is
its output. Output analysis measures how well the organization presents itself to
others and the amount of exposure or attention that the organization receives. Several
techniques can be used in output analysis. One way is to measure the total number of
stories or articles that appear in selected mass media. In addition, it is possible to
gauge the tone of the article.
Evaluation Research.
Evaluation research refers to the process of judging the effectiveness of program
planning, implementation, and impact. According to Baskin, Aronoff, and Lattimore
(1997), evaluation should be involved in virtually every phase of a program.
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4.6 - CHECK YOUR PROGRESS

1.
2.
3.
4.

What is circulation research?
How is newspaper management research different from readership research?
What is the formula to calculate reading ease?
Where is Nielsen Media Research company located? What are some of its
major activities?
5. Throw light on some applications of non-rating research.
6. What are the various components of advertising research?
7. What is a public relations audit?
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