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CHAPTER I 

INTRODUCTION 

Various studies over the last two decades have indicated that 

American television programs can have a positive and negative effect 

on the viewers depending on the program's content (Caron, 1979; 

Pingree & Hawkins, 1982). 

George Gerbner's studies of the Cultivation Effect have shown 

that television programs in America present a distorted view of 

reality, and, in turn, this distorted view is assimilated in the 

attitudes and opinions of heavy television viewers (Gerbner & Gross, 

1976). 

What happens when American television programs containing 

distorted views of social reality are exported? Will the distortions 

be assimilated in the attitudes and opinions of the foreign viewer? 

Will the foreign viewer who has never been to America and who has few, 

if any, American friends or acquaintances, view these programs as 

accurate depictions of American life? This pilot study investigates 

these questions in an effort to establish whether or not the distri

bution of American television programs overseas has a positive or 

negative effect on the opinions and attitudes of foreign viewers 

toward America. 

The distorted views of America, according to Gerbner, can be 

attributed to the medium's unavoidable obsession with demographics, 
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unavoidable because American television has been and is a business, a 

business aimed at reaching a target audience consisting of white, 

middle-class, American females, between the ages of 18 and 49; in 

short, aiming at the audience living in America that purchases most of 

the consumer products advertised on the tube (Gerbner & Gross, 1976). 

Replace the American target audience with a foreign audience and what 

does this new audience see? First of all, the foreign audience sees 

precisely the same thing Gerbner's target audience sees, a society 

where, 

1. Males outnumber females 3 to 1. 

2. Women are weak, passive satellites to powerful, effective 

men. 

3. The elderly are underrepresented and generally portrayed as 

sick, silly or helpless (when, in reality, the population is healthier 

than ever and often wields a lot of power). 

4. Minority groups accept their subservient, supportive roles 

as naturally inevitable and even desired. 

5. Lawyers, doctors, athletes, and entertainers are the major 

professions. 

6. Americans survive on junk food, and consume alcohol fifteen 

times as much as water and still remain slim and sober. 

7. Fifty-five percent of Americans (prime-time characters) are 

involved in violent confrontations at least once a week (when in 

reality the figure is less than 1%). 

8. Some of the most common victims are foreigners and lower-

class citizens. 



9. Those at the bottom of the power scale do not get away with 

the same things that white, middle-class, American males get away 

with. 

10. Americans are being victimized (TV depicts ten times more 

violence than in reality) (Waters, 1982). 

What the foreign viewers do not see when viewing American 

programs are the real environments the programs purportedly represent. 

Second, foreign viewers who are, in effect, minority viewers, see 

a program aimed at the domination of a mass audience. The needs and 

tastes of the American mass audience are not the same needs and tastes 

of a third world country (Meisel, 1984). Then why are American 

programs so popular in these countries? According to Peter Caranicus 

(1984), the programs are popular because the American media aim at 

reaching the largest audience possible; the programs offer something 

to everyone. However, what the foreign viewer sometimes sees in no 

way resembles what was intended to be seen. 

The average American is probably not aware that Mickey Mouse is a 

compromise between Uncle Sam and Mr. Average American, or that Donald 

Duck incarnates egoistic individualism (Dorfman & Mattelart, 1977). 

Even the 1953 Disney recording of "Dumbo's Narrow Escape" did not 

escape the biased analysis of its true meaning: "While trying to help 

the dwarves (labor) caught in a mine. Dumbo the elephant is made 

prisoner by the bad witch (communism). Hence, a humanitarian rescue 

becomes a conflict with the enemy. The U.S. is forced by circumstance 

out of its isolationism" (Dumbo's Narrow Escape, 1979). 



In Latin America, Dr. Luis Ramiro Beltran of the Division of 

Information Sciences at the International Research Center in Bogota, 

Columbia, quoted a Peruvian, Gorki Tapia, for an analysis of images 

projected by Los Picapiedras ("The Flintstones"), 

The environment is that of a consumer society plentiful 
in material well-being and assumedly free of conflicts . . . 

One central value proposed is selfish individualism 
coupled with rugged competitiveness . . . 

Success and happiness in life consists of being on top 
of others in terms of material well-being expressed in an 
ever-growing possession of goods and enjoyment of services. 
This represents prestige and power. 

Society rewards those who win the game, and punishes 
the losers. 

Those that remain losers must accept their lot as a 
product of "fate," "the will from above," . . . and resigna
tion should characterize their behavior, not rebelliousness 
and aggressiveness. For such is the natural order of 
things, and it should not be altered. (Nam, 1983). 

If foreign analysts can come up with the above perceptions of 

American culture by merely looking at cartoons, imagine the results of 

an analysis of "Dallas." One of the more unusual analogies comes from 

an American analyst (Fickett, 1980). J.R. is likened to lago who 

escapes his torturers from a stage littered with corpses (Othello), 

lago is J.R. in a stetson hat, disguising his cloven feet with spurs. 

What makes all the above interpretations even more outlandish is 

the realization that the programs are derived from the American 

television industry's perception of light home entertainment. 

Comparative studies of audience reactions to media entertainment 

are wery rare, partly because they are difficult and expensive to 

undertake (Browne, 1983); those that have been done have usually been 

limited to investigating how people spend their time with media. 

Browne contends that media entertainment is directly linked to the 



formation, perpetuation, and destruction of societal norms, and feels 

it is ". . . unlikely such research will be forthcoming in any 

quantity, especially when so many of the entertainment media are the 

subject of so little quantitative and qualitative research at the 

domestic, let alone, international level" (Browne, 1983). 

However, even in the absence of scientific studies, many western 

nations have already established controls over the airing of foreign 

programs (U.S. programs being the primary foreign source). 

Britain's Independent Broadcasting Authority (IBA) limits the 

amount of American programming aired over its networks to 14% of total 

on-air time. Canada and Australia limit their foreign programming to 

40%. "'In the U.S., television executives talk about markets; we talk 

about audiences,' says David Glencoss, IBA's director of television. 

'We think we have a social and cultural mission'" (Echikson, 1984). 

In France, all three government-owned channels have reduced the 

use of American films on their channels by 50 percent, and are now 

airing more South American, Algerian, and other third-world films (TV 

Under Mitterand, 1983). 

The United States spends millions of dollars annually in an 

effort to promote a positive American image abroad. Positive propa

ganda programs emanate out of the United States Information Service 

(USIS), the Agency for International Development (AID), embassies, and 

even American military installations Host-Nation programs. While 

these programs are effective in establishing good relations with the 

people the administrators come into contact with, the one program, the 



most powerful program of all that reaches more people than all the 

other programs combined, is the American-television-entertainment 

program. 

Is the United States' image as a stable, rational world leader, 

championing the cause of democracy and peaceful coexistence, enhanced 

when a foreign government airs such programs as "Dallas," "Dynasty," 

"Battlestar Galactica," "Hill Street Blues" or "Dukes of Hazzard"? 

Furthermore, might a government, whose foreign policy includes 

promoting anti-U.S. propaganda amongst its citizenry, selectively air 

those American programs high in anti-social behavior and inanity? 

Even Britain, our staunchest ally, is beginning to question the 

stability of the United States. David Willis (1984) wrote. 

Many Britons tend to accept America as a strategic and 
nuclear leader of the Western World. While at one time this 
acceptance might have been automatic, this is no longer 
true; the new generation both in Britain and on the conti
nent is not so automatically pro-U.S. as their elders. In 
fact, at the Oxford Union, a training ground for the House 
of Commons, a motion was presented to debate whether or not 
there was any moral difference between the foreign policies 
of America and Russia. (Willis, 1984) 

U.S. Defense Secretary Casper Weinberger saved the day by retorting, 

". . . there were plenty of moral differences--one being his very 

presence in an open society, openly debating" (Willis, 1984). 

The fact remains, pro-U.S. sentiment in Europe has waned. While 

the alleged decline of confidence in the United States as a world 

leader is undoubtedly the result of many factors, American television 

entertainment programming overseas has not contributed toward increas

ing confidence in the U.S. as a stable, rational, and responsible 

keeper of nuclear peace. 



Television has become for many a prime source of what is 

important and right in the world, even replacing religious and social 

institutions as a source of information and knowledge. In terms of 

exposure time and impact, television is fast superseding educational 

institutions (Gross, 1975). At the same time, television cultivates 

false consciousness and biased images of reality through the presenta

tion of highly selected and structured facts and of apparently 

realistic fiction (Gross, 1975). 

As Third World nations emerge, they bring into the political 

arena governments that must decide which political ideal will best 

serve their purposes. The biggest emerging nation is China! 

In China, the television is already rated ninth on the list of 

most important necessities needed when getting married; the first 

is a Simmons double bed, followed by two armchairs, a wardrobe, chest 

of drawers, table and chairs, sideboard, stainless-steel coat tree, 

and eighth, a bicycle (Oka, 1984). China expected to produce 5.5 

million sets by 1982 at a cost of $200 per black and white set. With 

over 400 million of China's one billion people having access to a 

television, the government has recently created a new ministry of 

television and radio. The ministry has authorized regional stations 

the right to purchase foreign programs and sign joint production 

agreements with foreigners (Rohter, 1982). In June, 1983, the China 

Central Television Network (CCTV) signed a contract with CBS for 64 

hours of American programming over a period of one year. During the 

negotiations, CBS Vice President Joseph P. Bellon brought a 

programming catalog to Peking for the Chinese to review. Out of all 
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the programs CBS had to offer, interest in only two shows was 

expressed: "KHAN," a short-lived action series about a private 

detective in San Francisco's Chinatown; and "Muggable Mary: Street 

Cop," described in the catalog as a "revealing portrait of a police

woman trying to make it in the tough world of the New York City Police 

Department." When asked why they wanted those two particular series, 

the Chinese delegation explained that the show provided an interesting 

glimpse of American institutions (CBS in Peking, 1983). 

In China, senior citizenry is revered. A study by Gerbner and 

his colleagues (Gerbner et al., 1980) revealed the fact that 

action/police programs, amongst others, portray older people being 

treated with disrespect more than any other age group, that 70% of the 

older men and more than 80% of the older women are not held in high 

esteem or treated courteously, and are portrayed as eccentric or 

foolish (Kellogg, 1983). 

The final deal between China and CBS was made in November, 1983; 

CBS will supply 5| hours of programming annually to ten multinational 

advertisers for $300,000 per advertiser, with the Chinese and CBS 

splitting $3 million in proceeds down the middle (CBS in Peking, 

1983). During the formal ceremony in July, 1984, CBS executives 

announced that they were giving China "60 Minutes," "Dr. Seuss" 

cartoons (including the Cat), and NCAA football (Baum & Unger, 1984). 

The United States is about to peddle its distorted, negative 

images to a communist government that, in turn, will show the images 

to over 400 million Chinese. Furthermore, by splitting the profits, 

the U.S., in effect, is paying this communist government to do it! 



In this critical period of world development filled with 

confusion about which ideology is best, tension over which government 

is right or wrong, weak or strong, this pilot study seeks to establish 

whether or not it is in the best interest of the United States to take 

a critical look at what programs are being or should be exported. 



CHAPTER II 

LITERATURE REVIEW 

Television can be a highly effective vehicle for the transmission 

of inter-cultural communication, but television, like the computer is 

useless without its programs. Programming has always been the real 

cost, the medium's hidden expense, the fine print in contracts many 

governments have signed promising them the miracle-making medium in X 

easy steps. Many times, due to financial limitations, governments 

have had no choice but to accept the handouts, the reruns, the cheap

est programs available. Enter America. 

America has always been a leading producer of television 

material. In 1977 alone, America produced over five million hours of 

TV programming (Statistical Yearbook, 1983). Production facilities 

operate around the clock in an effort to clock (get) prime time and 

qualify for a position in the private enterprise's ratings race. Just 

finishing with a show in the ratings qualifies producers for a portion 

of the medium's estimated annual revenue of $2.8 billion dollars 

(Caranicus, 1984). 

As a result of television's furiously competitive market, a vast 

library of dust-gathering, home-grown tripe [as the British so aptly 

call it (America Rules, 1981)] has found its way into foreign markets, 

oftentimes resulting in America's latest flops, past successes, and 

wornout sitcoms and drama series dominating other countries' prime-

10 



11 

time viewing schedules. "In America you get the best of British 

television, but in Britain you get the worst of American. You know 

the shows that are going down the toilet here, and in a year or two 

they turn up in Britain" (Caine, 1984). In some countries, many times 

these same programs are the only exposure, other than tourists and 

businessmen, the citizens will have to Americans or America. From 

these programs, many outdated, and worse outmoded, come the values and 

cultural identifications which the foreign viewers label American. 

When Americans consider how television has affected their own 

concepts of social reality (Gerbner et al., 1980), how role modeling 

has transformed the viewed to the viewer (Ross, Anderson, & Wisochi, 

1982), and, worst of all, how violence on television has increased 

viewer anxiety and feelings of victimization (Morgan, 1983), it is 

easy to understand why people in faraway lands have begun to resent 

the domination of American programming on their televisions. They are 

looking around and seeing the impact this American TV culture is 

having on their youth and their traditions (Pingree & Hawkins, 1981). 

They are becoming more and more worried that this diffusion of 

American culture will result in irreparable damage to their culture. 

Parker Rossman wrote that people in other countries seem to hear 

Americans saying today, "Since we developed this technology, we have 

the right to show your children anything we wish if we can make a 

profit from it" (Rossman, 1982). A Swedish pastor said, "Many of us 

are becoming more worried about this dumping of U.S. media garbage 

into our homes than we are about Russian nuclear weapons" (Rossman, 
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1982). And now, with the advent of laser and broadcast satellite 

transmissions, it appears the situation will worsen. 

Using the British market as a testing ground for marketing and 

programming, American independent operations such as HBO hope to 

market pay TV channels via satellite to European cable operators 

(Brown, 1984). CSB International, a New York-based consulting firm, 

predicts a $1.8 billion revenue operation in Europe by 1990 (Brown, 

1984). 

The prospect of mainlining American programs into Europe is not 

being met with open arms; European television executives fear wall-to-

wall "Dallas" in their countries. Alasdair Milne, BBC's director-

general, describes American television programs as worthless, 

debilitating, and mindless rubbish (Brown, 1984). "Cable, OK," says 

Denis Howell, the British Labor party's home minister, "But no to all 

that American muck" (Echikson, 1984). 

Just how much of an effect does U.S. programming have on cross-

cultural attitudes and opinions? 

While studies have focused on each country's internal television 

system and programming needs, very few studies have concentrated on 

the effects of American programs on the foreign viewer. One of the 

problems researchers have faced when studying the effects of tele

vision on a culture has been the inability to pretest a population 

before the introduction of television. Some results of early studies 

that have been done without the advantage of the pretest indicate: 
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1. Children appear to acquire their images of other cultural 

groups from three main sources: family, school, and mass media 

(Lambert & Klineberg, 1967). 

2. Exposing children to American programming did not affect 

children's images of their own cultural group, but it did significant

ly influence their specific attitudes toward American culture (Tsai, 

1970). 

3. Finnish children consider violent films on TV (Finland 

imports almost all of its films) as describing life as it really is in 

the foreign countries portrayed in the films (Lagerspitz et al., 

1982). 

The opportunity to perform a pretest/posttest research study 

presented itself on the south-eastern coast of Hudson Bay, Canada 

(Caron, 1979). A community of 1,000 people, until recently, had been 

deprived of most conventional communications media (including tele

vision). In 1972, Anik I, a Canadian telecommunications satellite, 

was launched that, once in orbit, would enable the northern communi

ties to link up via telephone, radio and television with other 

northern communities and with communities in the south. The Canadian 

Broadcasting Company (CBC) has since started broadcasting television 

programs such as "All in the Family," "Cannon," and "Hockey Night in 

Canada." But, when this study was done, the broadcasting had not yet 

begun. Caron took advantage of this unique opportunity, and in his 

study attempted to answer the following questions: 

Will first-time exposure to specific information via a new 
communication medium (TV) affect children's images of their 
own and other cultural groups in terms of: (a) the fre
quency with which they identify their own and other cultural 
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groups, (b) the information they are able to give about the 
other groups, and (c) their tendency to evaluate the groups 
positively. (Caron, 1979) 

Caron's sample consisted of 41 Inuit children (almost half the 

total child population) between the ages of 8 and 14. Pretest and 

posttest interviews were conducted. Groups of children were shown 

either a 30-minute film ("Big Blue Marble") or two 15-minute films 

("Tuktu"). "Big Blue Marble" (BBM) was an American-made series 

portraying various cultural groups. This BBM series was shown, in a 

1974 unpublished study, to successfully change American children's 

attitudes and awareness of other cultures in a positive way. "Tuktu" 

was a Canadian-made series dealing with the traditional and present 

ways of life of the Inuit people. 

The viewing sessions took place in groups of five to seven 

children and was conducted in the library. Measures were taken one 

week before and one week after the viewings. During the interviews, 

each child was allowed to set his or her own pace. Interviews 

averaged 35 minutes and incorporated a three-part approach combining 

semi-productive tasks with open-ended questions. The questions 

incorporated in the interview had already been tested in a study by 

Lambert and Klineberg (1967). 

Part One consisted of the interview utilizing the open-ended 

questions. 

Part Two was the presentation of triads, involving eleven differ

ent combinations of three cards bearing the names of their culture and 

other cultural groups and then asking them which groups were most 

similar to theirs and why. Comparisons consisted of: (a) groups the 
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children would be familiar with and would be portrayed on television 

(e.g., Chinese), (b) unfamiliar groups that would be introduced on 

television (e.g., Scots and Kenyans), (c) groups they knew about but 

would not see on television (e.g., their own culture—those that 

viewed only BBM), and (d) groups they did not know and would not see 

on TV (e.g., Russians, Nigerians, and Koreans--those that only viewed 

Tuktu). 

Part Three was a face game; the children are asked which group 

they would prefer to be if they were not Inuits. A five-point Likert 

scale from very little to very much was visually illustrated with sad 

to happy faces. All results of the study noted had minimum signifi

cance (£ ^ .05). 

Results of the survey showed that after viewing other cultures 

they were familiar with, the children perceived these other groups as 

more familiar to their own groups, leading one to speculate that while 

direct contact and school are the primary sources of information, 

television appears to contribute as an added source of information to 

their established image of cultural groups. 

Viewing programs of previously unfamiliar cultural groups, 

stressing their similarities, resulted in the Inuit children 

perceiving these groups (Scots and Kenyans) as more similar to their 

own group. It should be noted here that six months after viewing 

these films, when the children were asked how they had acquired this 

new familiarity, they answered, "Television." 

Children exposed to information about similarly perceived groups 

were able to apply this new knowledge to the familiar groups they now 
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found more similar to their own. (Caron suggested that this result 

may offer evidence for those who advance the theory that one defines 

oneself in part through comparisons with others.) 

The children had a more favorable image of cultural groups which 

they perceived as more similar to their own; however, all groups the 

children perceived as different were not necessarily evaluated in a 

negative fashion, nor were all similar groups automatically evaluated 

positively by the children. 

Finally, all groups, exposed to either BBM or Tuktu, showed an 

increase in their ethnic identifications. This result contradicted 

Lambert and Klineberg's earlier findings which showed no substantial 

references to their own cultural groups. 

The overall intent of this study was to see if children who lived 

in a relatively information-deprived environment could acquire knowl

edge from limited exposure to television. Data revealed that after 

viewing a program like BBM, children were able to see similarities 

between unfamiliar cultures and theirs, and appreciate these 

unfamiliar cultures positively. 

BBM and Tuktu were prosocial and procultural in content, produced 

for the specific purpose of showing the positive sides of various 

cultures. What kind of impression of American culture will the Inuit 

children (and adults) have when they view "Hill Street Blues," 

"Dynasty" and "Dallas"? Unless bigotry is a major characteristic of 

the Inuit culture, what prosocial impressions of America could 

possibly be derived from viewing "All in the Family"? Would "All in 

the Family" be just entertainment to the Inuits? 
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Gerbner's Cultivation Effect indicated how television biases 

appear in the attitudes and opinions of heavy television viewers 

(Gerbner & Gross, 1976); however, all of Gerbner's studies dealt with 

the effects of American programming on American viewers in America. 

Would Gerbner's cultivation analysis produce the same results when 

testing foreign viewers' reactions to American programs? 

Pingree and Hawkins (1981) felt that American television would 

have a stronger effect on foreign viewers' attitudes and beliefs about 

social reality in America. American programming is wery identifiable; 

turn on a television in any foreign country, and within five to ten 

seconds, regardless of what language is being used, one will be able 

to tell if the program is American. The significance of this easy 

identification is the realization that any effects these programs may 

have on the viewer will be totally attributable to America and its 

cultivation effect. The Pingree and Hawkins study hypothesized that 

the influence of U.S. television content will be greater for non-U.S. 

viewers' beliefs about the U.S. than for their beliefs about their own 

cultures. 

The study's sample consisted of 1,280 public school children from 

white, working, and middle-class suburbs of Perth (population, 

800,000). Questionnaires were read aloud to small groups of second-

graders and larger groups of eighth-graders, while eleventh-graders 

read and completed the questionnaires on their own. Two weeks after 

the questionnaires were presented, a four-day diary of television 

viewing was obtained from 1,085 subjects of the original sample. 
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Gerbner's Cultural Indicators format was used for questions about 

conceptions of violence in society on eighth- and eleventh-graders 

only. To ascertain the children's perception of the world as a mean 

place, a variation of the Cultural Indicators and Mean World Index was 

used. Samples of questions using a five-point agree to disagree 

Likert scale were: 

1. During any given week, what are your chances of being in

volved in some kind of violence--about one in ten (TV), or about one 

in 100? 

2. What percent of all Australian (U.S.) men who have jobs are 

police officers or detectives--about 1% or about 5% (TV)? 

3. Are most murders committed by strangers or by relatives or 

acquaintances? 

4. What percent of all crimes involve violence, like murders, 

rapes, robbery, and assault--about 15% or about 25%? 

The questions covered hidden bits of information about the 

prevalence and nature of violence in society. As such, the 

researchers felt there would be no particular reason why a person 

giving the TV-biased response to any question would respond similarly 

to any other. 

Relationships between measures of social reality and viewing of 

American programming contained several surprises. First of all, the 

amount of viewing surprised the researchers. The two local government 

funded stations carried 50 to 70 percent U.S. reruns in their evening 

prime time, and about half of the children watched only these 

programs. The children watched between two and four hours of 
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television daily, second- and eleventh-graders, 2.5 hours; fifth- and 

eight-graders, 4.0 hours. 

Secondly, the study presented three tables reflecting the follow

ing significant findings: (a) younger children are less affected by 

viewing television than are older children, and (b) watching U.S. 

programs correlated with television biased responses, while watching 

non-U.S. programs did not. 

Overall, television viewing was related to viewers' conceptions 

of social reality and was not culture bound. In other words, because 

so much programming was American, the children's conceptions of 

violence and crime were absorbed to such an extent that America and 

Australia became the same in regard to social reality. 

Where the Caron study provided empirical evidence supporting the 

use of television as an effective tool for introducing foreign 

cultures in a positive, prosocial context, the Pingree and Hawkins 

study demonstrated how American programming can distort foreign 

viewers' concepts of social reality (see also Hawkins & Pingree, 

1981). 

Somewhere along the entertainment continuum, the value of U.S. 

programming, image-wise, moves from being prosocial to antisocial in 

content. 

A recent study attempted to develop a methodology aimed at 

locating, isolating, and analyzing the value content of television 

programs (Raffa, 1982). 

Since the study was concerned with children between the ages of 

six and twelve, Raffa selected two episodes each of "Dukes of 
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Hazzard," "The Incredible Hulk," and "Love Boat." The Neilson ratings 

indicated that these three programs were the three most watched by 

six- to twelve-year-olds in the researcher's area during November, 

1980 (Neilson, 1980). 

In the first part of the study's two-part analysis, two raters 

examined the frequency with which 22 positive social values and their 

negative counterparts occurred. For those values occurring frequent

ly, the intensity with which the values were portrayed was also 

examined. 

Instrumental, or character, values (Rokeach, 1973) such as 

"ambitious," "forgiving," and "polite" were used by the raters to 

describe television characters being analyzed. The context units that 

were used to code the frequency of occurrence of the instrumental 

values were defined as "that portion of televised content in which 

characters exhibit selective-rejective behavior in an attempt to 

satisfy needs" (Raffa, 1982, p. 214). Forty-four categories were 

studied. 

The second stage of the analysis focused on the auditory and 

visual stimuli accompanying the values being conveyed. Seven 

categories of stimuli were used as means of measuring according to the 

criterion of intensity: (a) facial expression, (b) verbal behavior, 

(c) actions, (d) tempo of music, (e) volume of music, (f) sound 

effects, and (g) camera shots. Numerical values were assigned to the 

degrees of intensity--from zero (indicating that the stimulus was not 

present) to three (the highest degree of intensity). 
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Out of the six episodes, eight positive and eight negative values 

occurred frequently enough to merit more study. The positive values 

were: concern for others, politeness, regard for rules, ambition, 

courage, regard for friendship, expression of remorse, and commitment 

to marriage. The negative values were: aggression, disregard for 

rules, disrespect for property, impoliteness, lack of concern for 

others, lack of self-control, lack of commitment to marriage, and 

narrow-mindedness (Raffa, 1982, p. 215). 

Results of the study showed no significant difference in the 

frequency in which positive and negative social values were portrayed 

in the sample; however, the stimuli accompanying the negative social 

values in the sample were judged to be significantly more intense than 

those accompanying the positive social values (Raffa, 1982). 

Raffa speculated that this increased intensity during anti-social 

portrayals may be why young viewers model the antisocial behaviors 

they see depicted rather than the prosocial behaviors when both 

behaviors are presented in equal numbers. 

Another finding of the study was the variance of technique used 

to intensify the values: "Dukes of Hazzard" favored intense action, 

"Incredible Hulk" used facial expressions, and "Love Boat" utilized 

closer camera shots. "Love Boat" had the lowest intensity level, 

while the "Dukes of Hazzard" had the highest. 

Raffa suggested the need for some sort of intensity index for 

television programs that would show what values each program conveys; 

in effect, a system similar to but more reliable than the motion 

picture rating system. 
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A nation's broadcasting system serves as a cultural mirror, 

reflecting and projecting the symbols and images of a society's 

culture and sense of identify (Howell, 1980). 

Ireland and Canada are two nations that have found the process of 

cultural communication and national identity reinforcement more 

difficult than others (Howell, 1980). Both countries are neighbors to 

a larger and wealthier country. Both have two or more major cultures 

that differ from each nation's social environments, and both recognize 

two official languages resulting in bilingual broadcast services. 

Howell's study focused in on the Ireland/England television 

spillover, but did compare and contrast Ireland and Canada's program

ming services, regulatory mechanisms and legislative acts, and 

official perceptions toward identifying respective measures taken to 

cope with foreign intrusions into their sovereign cultures. 

Programming Services 

Ireland has one service--Radio Telefis Eireann (RTE)—that 

provides radio and television. There are no private stations; RTE is 

a monopoly. However, private station transmissions from England and 

Europe have increased interest in private broadcasting. 

Canada's radio and television coverage is dominated by the 

publicly-owned Canadian Broadcasting Corporation (CBC). CBC is 

augmented by independent stations and three private television 

systems—the National CTV and regional Global networks in English and 

TVA in French. 
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Regulatory Mechanisms and 
Legislative Acts 

Ireland's radio and television are regulated by the Broadcasting 

Authority Act of 1976. Its cultural mission is stated as follows. 

In performing its functions, the Authority shall in its 
programming be responsive to the interests and concerns of 
the whole community, be mindful of the need for understand
ing and peace within the whole island of Ireland, ensure 
that the programmes reflect the varied elements which make 
up the culture of the people of the whole island of Ireland, 
and have special regard for the elements which distinguish 
that culture and in particular for the Irish language. 
(BAA, 1976) 

Canada's radio and television is regulated by the Canadian 

Broadcasting Act of 1968. All broadcasters and cable operators are 

licensed for five year periods and regulated by the Canadian Radio-

television Telecommunications Commission (CRTC), 

American programs outnumbered Canadian programs ones by two to 

one (CRTC, 1980). The Canadian government, attempting to control what 

it perceived to be deleterious economic and cultural effects from U.S. 

broadcast overflow, implemented measures to reduce these effects 

including the setting of Canadian Content quotas on all radio and 

television (Seacrest, 1975). The rule required that 60% of the CBC's 

total airtime be produced in Canada, 50% for private license holders, 

and 30% of all recorded music broadcast by Canadian radio stations. 

American commercials had to be replaced by Canadian commercials, and 

in 1976, Parliament passed Law C-58, disallowing tax deductions on 

time bought by Canadians on American stations (CRTC, 1980). 
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Irish National Culture Versus 
british Spinovir 

In 1959, the Irish living in Wales and Ulster (the northern 

border and east coast) were watching British television from across 

the Irish Sea. This situation prompted the government to form a 

commission for the purpose of creating their own network. The commis

sion, in its findings, stated. 

There is much that is good in the British programmes, but 
they are of course primarily designed on the basis that they 
are satisfactory and suitable for the British public, and 
necessarily and properly deal with British values . . . this 
is no basis for thinking that they would be desirable for 
the Irish people. (TV Commission, 1959) 

Ireland set out to develop a system that was characteristically 

Irish. In 1962, RTE-1 went on the air, but, because of a mountain 

range running north-south, only Ireland's southern and western reaches 

received RTE-1's transmission signal. In 1978, RTE-2 went on the air 

to serve the northern and eastern viewers. Now the northern and 

eastern viewers received Irish and British transmissions while the 

southern and western areas had only the RTE-1 transmission. 

Between 1962 and 1976, there were numerous debates about the 

impact of British television on Ireland's national culture. A study 

of television programming between 1965 and 1975 revealed a dominance 

by British and American imports as well as a decline in home-produced 

programming from 61.4% to 41.7% during the decade. Today, imports are 

at 59% and production is at 41%, while Irish language programs repre

sent 19% of total home production but only 4% of the total schedule 

(RTE Handbook, 1977). However, the Irish speaking (Gaeltacht) 
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population represents only 12% of Ireland's inhabitants. Michael 

Morris, an RTE research consultant contended. 

Broadcasting in the Irish language has tended to be a 
separate dimension of programming, associated with certain 
images and messages not acceptable to a sizable majority of 
Irish people, indeed, sometimes culturally irrelevant to 
them. To set Irish language programming off as a separate 
area is to doom its possibility of becoming a part of a 
bilingual community and culture. (Morris, 1973) 

The real problem in Ireland is that British TV programming is 

yery popular and in demand throughout Ireland. The political problems 

in Ireland have prompted one RTE commentator to sum up a popular 

feeling by saying, "What really gets people angry down in Munster is 

not to get the British troops out of Northern Ireland, but to get 

British television into the rest of the country" (Howell, 1980). 

Needless to say, British programming has had a noticeable affect 

on RTF's programming strategy in a way that has drawn criticism 

(Howell, 1980, p. 234). 

Three former RTE producers criticized the imitation of Anglo-

American production values in their book. Sit Down and Be Counted, 

Since the foundation of television was based on the assump
tion that we needed to preserve our cultural identity from 
the influences of British networks, it was inferred that we 
should match their transmissions hour for hour . . . kind 
for kind, style for style, film for film . . . [until] our 
wery attempt to preserve our national identity absorbed that 
identity into an imitation of international culture. 
(Dowling, Doolan, & Quinn, 1969) 

A lot of the blame they placed on advertising: "RTE must face up to 

the contradiction inherent in the notion of promoting a national 

culture and remaining dependent financially on advertising" (Dowling 

et al., 1969). Here, a dilemma materializes; the Irish want enter

tainment, but they also want programs with which to identify 
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themselves, programs reflecting Irish reality, character and rele

vance. In Information Chief McRedmond's words, 

RTE is expected to be Irish . . . in a cultural sense . . . 
the programs we import and put on do not come into that 
judgment; they are offered for entertainment purposes. But 
in the programs we make ourselves, we are constantly being 
judged against the measure of how far we are reflecting and 
serving the Irish community and its own deepest feelings and 
assessment of itself and its own values and standards . . . 
for both of these demands to be served upon them simulta
neously . . . make it inordinately difficult for RTE. 
(Howell, 1980) 

There are those, however, who feel that the whole subject of TV 

imports is a case of over-reaction since the Irish have always read 

English newspapers and have worked in and visited England. 

However, it has been the news coverage of the troubles in 

Northern Ireland that have caused the greatest reactions to the media. 

The North and East have benefited from differential views while the 

South and West received only one-sided views. 

Canada has faced the spillover phenomenon defensively, resorting 

to legal and economic sanctions to address if not redress the flow of 

American television into its national bloodstream. The thrust of 

these policies has been economic and has done little to increase 

appetites for Canadian production (Howell, 1980, p. 236). 

Ireland has taken a positive tack to expand viewer choice and the 

capacity for home-produced television output (from 24 to 33 hours per 

week) (Howell, 1980, p. 237). However, Howell noted that total 

imports were expected to increase from 59% to 75% with the 

introduction of RTE-2. 

Ithiel de Sola Pool (1984) identified language, popular support, 

and culture as the usual barriers to cultural intrusion. One CBC 
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executive sees the future in terms of "English Canadians communicating 

much more with Americans than among themselves (Howell, 1980, p. 236). 

Meanwhile, biculturism has forced bilingual broadcasts, but this 

has not created harmony between minority and dominant cultures; the 

rift will undoubtedly broaden before it narrows. 

Can Authentic Cultures Survive New Media (Katz, 1977) was a 

content analysis study of developing countries and the role of 

broadcasting in cultural continuity and change. Katz's analysis 

resulted in the following conclusions. 

Modernization brings in its wake a standardization and 
secularization of culture, such that the traditional values 
and arts--those that give a culture its character--are 
overwhelmed by the influx of Western popular culture. Rock 
music and comic books and Kojak threaten not only local 
tribal cultures but the great traditions of societies such 
as Thailand, Israel, and Iran. (Katz, 1977). 

Because of this threat, nations' leaders are asking if broadcasting 

can give voice to culturally authentic forms of expression. Clifford 

Geertz, in his book. Interpretations of Cultures (Geertz, 1973) 

describes the dilemma of modernization versus authentic identity as 

finding a proper balance between the cosmopolitan, future-oriented 

spirit of the age--what he calls "epochalism"—and the common experi

ences that inhere in tradition, or "essentialism." Geertz felt that 

the mass media seemed inexorably opposed to essentialism, but Katz 

feels this might not be the case. Maybe broadcasting can give voice 

in culturally authentic forms of expression. 

More and more countries are writing into their broadcast regula

tions requirements that programs provide an increase in access to 

their national cultural heritage. This places a demand on local 
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programming and even more for local programming rooted in tradition 

(Katz, 1977, p. 116). 

Television has hardly been launched in many developing countries. 

Typically, it has been established in and around capital cities, using 

a foreign format. The Brazilian Minister of Education said: 

Commercial television is imposing on the youngsters and 
children of our country a culture that has nothing to do 
with Brazilian culture . . . Thus, instead of being a 
creative element in the diffusion of Brazilian culture, 
television appears as a privileged vehicle of cultural 
import, a basic factor in the decharacterization of our 
creativity (Quandt, 1974). 

Recognition of the promise of the media in connection with the 

problem of cultural identity leads to the realization that entertain

ment is not neutral but an active force in the communication of values 

(Katz, 1977, p. 117). 

These values are, for many, negative values. The Peruvian 

revolutionaries who want to harness the media to their ideas for 

creating a society based on the rehabilitation of traditional Inca 

values insist that it is "alienating" to make the conventional Western 

distinction among information, education and entertainment (Katz, 

1977, p. 119). 

Everywhere there have been attempts to create some programs which 

give expression to cultural authenticity and continuity (Katz, 1977, 

p. 120). 

Why is it so difficult to marry broadcast media to the tradi

tional arts? One reason is that in the developing countries the 

traditional arts are dying; skills and crafts passed down from 

generation to generation are going to the grave with the masters as 
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the new generation leaves the village for a better life. Many are 

asking if the media might be capable of rejuvenating essentialism, in 

Geertz's phrase "mores," or is the media the sworn agents of 

essentialism, or worse (Katz, 1977, p. 120). 

These formulas that are for sale result in a standardization of 

the broadcast media around the world. The question is, does it have 

to be? What is needed is an attempt to try—to employ broadcasting in 

ways which will better fit the moods and styles of the national 

heritage and of its special occasions. Perhaps the luxury of immers

ing producers in their own cultures and forming creative groups of 

broadcasters, scholars, and carriers-of-the-tradition to plan 

schedules and invent programs together holds out a fragile hope that 

broadcasting might steer a course which refuses to sacrifice authen

ticity to modernity and refuses to sacrifice freedom to authenticity 

(Katz, 1977, p. 121). 

Howell and Katz's content analyses provide insights into the 

complicated problems facing today's varied cultures and television's 

role in maintaining these cultures while still providing an acceptable 

degree of the one element that has made the medium so desirable--

entertainment. Also, the industrializing nations are faced with a 

problem which did not exist in the 19th century—the prior existence 

and voracious appetites of already industrialized nations (Gross, 

1975), 

In view of the methods incorporated in this study, two more 

previous studies should be discussed; Karlins, Coffman, and Walters 

(1969) and Tan (1982). 
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The Karlins, Coffman, and Walters' study focused on the selection 

of adjectives as social stereotypes, and was an expansion (continua

tion) of two previous studies; Katz & Braley (1933) and Gilbert 

(1951). The 1969 study examined (a) changes in stereotype content, 

(b) changes in stereotype uniformity, (c) changes in the favorableness 

of stereotypes, (d) the relationship between uniformity and favorable

ness, and (3) differences between social stereotypes of high school 

versus "prep" school graduates in the current population (Karlins, 

Coffman, & Walters, 1969). 

The term stereotypes was defined as ". . . generalized impres

sions of groups, acquired by individuals from a number of sources, 

including sometimes direct experience with members of the stereotyped 

groups" (Karlins et al., 1969). 

Social stereotype was operationally defined as ". . . essentially 

social norms for describing recognized groups of persons" (Karlins et 

al., 1969). This study compared results of current selections of 

descriptive adjectives to identity norms, with previous selections in 

1952 and 1933, to see what, if any, changes had occurred. 

Responses were scored from 150 subjects selected from 250 fresh

man and sophomore students enrolled in introductory psychology at 

Princeton in 1967. (The two previous studies had used the same 

source.) Foreign subjects, blacks, and anyone familiar with the 

earlier studies were filtered out of the study. 

Each subject was given a 12-page booklet containing 84 adjectives 

with instruction to select those adjectives that best describe the 

ethnic groups also listed in the booklet. 
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Highlights of the results showed that the students rated them

selves (Americans), materialistic, ambitious (with a negative 

connotation), pleasure loving, industrious, and intelligent. 

The Chinese were rated loyal to family ties, traditional loving 

(replacing superstitious and sly from the previous studies), quiet, 

meditative, and courteous. 

The English traits changed the least of all the groups, with 

conservative, sophisticated, reserved, and practical being the most 

selected adjectives when rating the English (not the British). 

The ethnic group receiving the harshest ratings (most negative) 

was the Turks, with cruel, quick-tempered, aggressive, and impulsive 

being selected as descriptive adjectives of the Turks. 

Favorableness of traits assigned showed adjectives brilliant, 

intelligent, honest, industrious, kind, ambitious, and individualistic 

as some of the most highly favored (positive) adjectives, while cruel, 

rude, conceited, arrogant, and lazy were some of the most unfavorable 

(negative) adjectives used. 

While the study showed less subjects hasten to stereotype whole 

groups, the adjectives do provide useful means of investigating the 

direction and intensity of stereotype composition (Karlins et al., 

1969). Positive adjectives continued to outweigh negative ones, 

especially when rating one's own ethnic group, and prejudice did not 

appear to be a motivating factor in the ratings. 

The application of the results of the above study can best be 

illustrated by reviewing a study titled "Television Use and Social 

Stereotypes" (Tan, 1982). 
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Tan investigated the relationship between social stereotypes and 

television use through the use of a questionnaire administered to 

Chinese and American students in an undergraduate communications 

class. The questionnaires were administered to the Chinese students 

through individual interviews, while the American students completed 

the questionnaires in class and in the presence of a graduate student 

capable of answering any question that might arise concerning the 

questionnaire. 

The final sample consisted of 114 Chinese students and 187 

American students, and results showed that the American group watched 

more television, (3.4 hrs daily) than the Chinese (1.9 hrs daily). 

The American group watched mostly situation comedies (65%), while the 

Chinese group watched mostly news (80%) (Tan, 1982). Forty-nine 

percent of the Chinese group indicated they watched television for 

informational purposes while 57% of the American group watched TV for 

entertainment purposes. 

Both groups were asked to categorize Americans using the adjec

tives in the Karlins, Coffman and Walters' study. Eleven additional 

adjectives were added as a result of a pretest among a small group of 

Chinese students who had been asked to characterize Americans. 

The Chinese saw Americans as (in order of frequency) individual

istic, naive, practical, athletic, mercenary, sex-oriented, arrogant, 

passionate, argumentative, healthy, and materialistic (Tan, 1982). 

Americans saw themselves as materialistic, ambitious, friendly, 

aggressive, pleasure-loving, athletic, intelligent, individualistic, 

and sex-oriented. 
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Partial correlations were used in an effort to determine whether 

the social stereotyping was related to television viewing. 

Results showed that the rating of Americans as pleasure-loving 

and materialistic by the Chinese group was significantly related to TV 

viewing hours, while the traits aggressive and pleasure-loving were 

related to watching TV news. 

Among the American group, pleasure loving was related to TV 

viewing hours, while the viewing of entertainment programs was related 

to ratings of Americans (themselves) as pleasure-loving, wasteful, and 

athletic. 

The study, in fact, indicated that TV use and social stereotypes 

of Americans are related. 

On the basis of the literature review, this study attempts to 

establish whether or not there might be a significant relationship 

between foreign viewer's attitudes and opinions of America and 

Americans and the amount and type of American programming they watch 

in their respective countries. This study's hypothesis are: 

H-,: The frequency of exposure to American programs by foreign 

viewers will be related to negative images of America. 

H2: Foreign viewers who have been to America will have a more 

positive view of Americans. 

H^: Foreign viewers who do not speak the American language well 

enough to understand an American program's audio track will have a 

more negative opinion of America and Americans. 



CHAPTER III 

METHODOLOGY 

The primary question of the present pilot study was: Is there a 

relationship between foreign viewers' attitudes and opinions of 

America and the way Americans act, and the type and quantity of 

American television entertainment programs aired on their national 

networks? To answer this question, a modified version of a previously 

tested questionnaire utilizing positive and negative adjectives 

depicting social stereotypes was used (Karlins, Coffman, & Walters, 

1969; Tan, 1982). The questionnaire was administered to four selected 

groups, one in Greece and the other in Hong Kong. 

The Greek survey included 97 male and female respondents ranging 

in age from 11 to 59 (see Table 1). The Greek and Chinese respondents 

were selected from one of the many schools designed to teach English 

as a preparatory course for higher education. Children from varying 

levels of socio-economic status are sent to these schools to learn 

English even if they do not intend to pursue an education because the 

children's parents believe English is necessary to succeed in any 

business. 

While one group of students was administered the survey in class 

under the supervision of a school director, another group of students 

from another school was given questionnaires in envelopes to take home 

to their parents. Attached to the questionnaire was instructions on 

34 
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TABLE 1 

Characteristics of the Greek and Hong Kong Samples 

Source: Greece 
(n = 97) 

Hong Kong 
(n = 33) 

Mean number of American films seen monthly 
(including films viewed on TV). 

Percentage of samples with no 
American friends. 

Mean number of friends. 

Percentage of sample with television(s) 
in home. 

Mean number of hours television 
watched daily. 

Percentage of sample that stated programs 
were aired in or translated into 
Greek (Chinese). 

Percentage of sample that could not 
understand programs if aired in the 
American language. 

Age Range. 

Mean Age. 

Sex. 

7.8 

54.6 

2.6 

75.3 

3.0 

Percentage of respondents who hoped to 
make an international trip. 

Percentage of respondents who selected 
the U.S.A. to visit. 

Percentage of respondents who have never 
been to America. 

88.6 

54.6 

11 to 59 

27,8 

Males = 42 
Females = 52 

93.8 

34.0 

82.5 

1.6 

75.8 

1.2 

100.0 

2.3 

84.9 

36.4 

20 to 50 

28.4 

Males = 15 
Females = 18 

100.0 

21.1 

87.9 



36 

what and what not to do (e.g., "Please complete the form without 

assistance from family or friends."). All questionnaires and instruc

tions had been previously translated into the language of the 

respective countries. In Greece, 125 questionnaires were sent to the 

homes. 

The Hong Kong survey had originally consisted of 110 male and 

female respondents. Seventy-seven completed surveys were mailed from 

Hong Kong, June 9. One week later, 33 more forms had been returned to 

the school. These late returns were also packaged and mailed to Texas 

Tech. Only the package containing the 33 forms arrived. At this 

writing, the other 77 completed forms are lost somewhere between Hong 

Kong and Lubbock, Texas. 

The adjectives in the survey were used to measure the foreign 

viewers' attitudes and opinions of America and Americans. The adjec

tives depicting social stereotypes were carefully defined in an effort 

to communicate the intended meaning. For example, the adjective 

"Sensual" was listed as "Sensual (sex-oriented)" (see Appendix A). 

Twenty positive and 14 negative adjectives were used. There was no 

attempt at pairing positive and negative adjectives; the adjectives 

were listed in alphabetical order. The respondents used the adjec

tives to rate Americans on a scale of "1" to "10," "1" being the most 

descriptive and "10" being the least descriptive. After the question

naires were returned to America, and during coding at Texas Tech 

University, the values were reversed; an adjective marked "1" became a 

"10" (most descriptive), and a "10" became a "1" (least descriptive). 
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Television use was measured by asking respondents how many hours, 

on an average, they viewed television daily. All fractions of time 

were rounded off to the nearest hour. 

To determine what programs were being aired, 66 popular enter

tainment programs were listed. Each respondent was asked to check 

whether or not (s)he viewed the programs weekly (4), almost weekly 

(3), about once a month (2), or never or almost never (1). A fifth 

column, "Never Aired," was eliminated during coding because almost all 

respondents used the never-or-almost-never column to indicate the 

program was never aired (or seen). 

Many foreign TV networks use American programs as "fillers," when 

the regularly scheduled programs are not available that particular 

week; thus, a program such as "Beverly Hillbillies," might suddenly 

come on the air at 1940 hours, Tuesday evening because "Different 

Strokes," the scheduled program, is not available. This substitution 

of programs would be a reason why a respondent might check "About Once 

a Month" on the survey. 

Questions 9, 10, 11, 14 and 15 (see Appendix A) attempted to 

identify American TV programs that were being or had been aired in 

either country, but was not listed in the survey. After initial 

coding of all the questionnaires was completed for each country, any 

programs on the original questionnaire not rated by any respondent was 

replaced by those programs introduced by the respondents. After all 

coding was finalized, both the Greek and Chinese surveys reflected all 

programs introduced by the respondents. 
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Questions 12 and 24 attempted to measure respondents' opinions on 

how accurately American television programs reflected America and how 

Americans act. Question 12 utilized a 5-point Likert-type scale with 

"Very accurately" to "Not at all accurately" coded "5" to "1," respec

tively. 

One important variable that might affect a foreign viewer's 

interpretation of an American program and, consequently, his or her 

opinion of America or Americans is whether or not the viewer can 

understand the story line if the program is aired with the original 

soundtrack. Having to rely on visual images alone (or subtitled) for 

comprehension might severely distort the program's content. Also, 

non-English speaking countries often attenuate the program's audio 

track (lower the volume), and read local translations over the 

attenuated audio. Many times, the original audio is still decipher

able, and the translation often does not agree with what the 

characters are saying. Questions 7 and 8 were included in the survey 

in order to identify and measure comprehension of original content. 

The respondents' television viewing habits, favorite American 

programs, and current attitudes and opinions of America and Americans 

were measured along with their frequency of exposure to Americans 

through interpersonal communications by the inclusion of questions 3, 

4, 9, 13, 16, 20, 21, 23, and 24. Pearson Product Moment Correlations 

(measures of association) were computed between ratings of traits and 

exposure to Americans, amount of TV viewed, ability to understand the 

American language, opinions on how accurately American TV programs 

depicted America and Americans, age, educational status, and sex (male 
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or female). Question 23 also identified the respondents the survey 

was primarily aimed at--those who had never been to America. 

Question 1 had been intended to measure another source of 

American entertainment, but became an unmeasurable variable due to the 

inclusion of the phrase, "(including American movies on television)." 

Respondents listed many television series. 

The survey questionnaires were translated into Greek in Greece by 

the Director of the English language school administering the survey. 

Initial translation of the Hong Kong survey questionnaires into 

Chinese was done in the United States by a Graduate student from Hong 

Kong. Question 13 (see Appendix B) was not translated until the 

questionnaire arrived in Hong Kong because the Chinese give different 

names to many of the foreign television programs. A faculty member of 

the Hong Kong International School used local TV listings as guide

lines. 

During coding, it was discovered that two alterations of the 

original adjectives depicting social stereotypes had been made, one in 

the Greek translation and one in the Chinese translation. 

In the Greek translation, the adjective "Mercenary" was omitted. 

According to the Greek translator, the Greek language has no word for 

or similar to mercenary. 

In the Chinese translation, the adjectives "Honest" and "Faith

ful" were combined because, according to the Chinese translator, they 

both mean the same thing in the Chinese language. 

And finally, if a foreign viewer had favorable or positive 

impressions of America and the way Americans act, these favorable 
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impressions would be indicated by the desire to visit America should 

the opportunity to travel abroad arise. This line of reasoning was 

another reason for the inclusion of questions 20 and 21. 



CHAPTER IV 

RESULTS AND DISCUSSION 

The results showed that while there was a large disparity between 

the two sample sizes (ji), the two groups' mean age, ratio of males to 

females, and the percentages of respondents having never been to 

American were remarkably similar (see Table 1). 

Because the range of ages in the Hong Kong group were from 20 to 

50, it can be assumed that the Hong Kong survey was represented by 

only those respondents who filled out the questionnaires at home. 

There were no students from the English language school in the 

measured group. 

The Greek respondents (a) watched more television, (b) saw more 

American films, (c) had fewer American friends, and (d) had fewer 

homes containing a television. The absence of students from the Hong 

Kong group could explain the high percentage of respondents with no 

American friends. The fact that all of the Chinese respondents had 

television sets in their homes suggests that the Hong Kong sample 

might represent a higher socioeconomic status than the Greek sample. 

Over 54% of the Greek respondents could not understand the 

American programs if aired in the American language. (The term 

"American language," rather than "English" is used here to 

differentiate between American television programs and British 

programs.) Therefore, it is reasonable to assume that over 50% of the 

41 
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Greek respondents rely on how the Greek Television Network (ERT-

YENDED) interprets 88.6% of all American programming the Greek 

respondents view. 

The Chinese respondents indicated that 84.9% of all American 

programs they watch are translated into Chinese. Of the Hong Kong 

respondents, 36.4% indicated they would not be able to understand the 

American language (audio track). 

The high percentage of respondents from both samples who indicat

ed hopes of making an international trip and the low percentage of 

respondents selecting the U.S.A. to visit, suggests the two groups 

might not have highly favorable or positive opinions of, or attitudes 

toward America and Americans. Current attitudes and opinions become 

more distinguishable when demographics and other various characteris

tics of the two samples are used as predictors of American social 

stereotypes. 

Before discussing the predictors, it should be noted that the 

most descriptive adjective selected by the Greek respondents was 

"Ambitious," with a mean of 5.381 (see Table 2). Twenty-nine respon

dents selected "Ambitious" as the most descriptive adjective of 

Americans; however, there were 27 Greek respondents who did not select 

"Ambitious" at all. 

In the Hong Kong group, "Conceited" had the highest mean (5.303). 

Again, the closeness of the two highest means in each sample are worth 

noting. Also, out of the top ten selected adjectives, both groups 

rated Americans Athletic, Practical, and Ambitious on the positive 

side and Impulsive and Materialistic on the negative side. The Greek 
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TABLE 2 

Mean Rating of Social Stereotypes of Americans 
Rank Ordering of Adjectives of 
Greece and Hong Kong Samples 

Greece 
Adjectives Mean 

5.381 
4.278 
4.031 
3.835 
3.412 
2.598 
2.515 
2.505 
2.299 
2.289 
2.216 
2.155 
2.082 
2.072 
2.062 
2.062 
1.959 
1.711 
1.711 
1.577 
1.485 
1.371 
1.330 
1.299 
1.299 
1.289 
1.247 
1.216 
1.021 
0.979 
0.948 
0.918 
0.897 
0.866 
0.701 
0.701 

Mean 

5.303 
4.788 
4.606 
4.273 
3.818 
3.788 
3.303 
3.242 
3.121 
3.061 
3.000 
2.939 
2.879 
2.848 
2.788 
2.667 
2.394 
2.364 
2.364 
2.212 
2.212 
2.182 
1.879 
1.818 
1.697 
1.545 
1.515 
1.515 
1.515 
1.485 
1.394 
1.364 
1.364 
1.242 
1.182 
0.636 

Hong Kong 
Adjectives 

Conceited 
Athletic 
Individualistic 
Impulsive 
Practical 
Materialistic 
Scientifically-minded 
Ambitious 
Passionate 
Sensual 
Pleasure Loving 
Straightforward 
Aggressive 
Argumentative 
Mercenary 
Faithful/Honest 
Musical 
Industrious 
Persistent 
Intelligent 
Sentimental 
Arrogant 
Ostentatious 
Efficient 
Cruel 
Courteous 
Artistic 
Kind 
Stubborn 
Sensitive 
Lazy 
Loyal to Family 
Naive 
Neat 
Rude 
Quiet 

Ambitious 
Industrious 
Intelligent 
Practical 
Athletic 
Courteous 
Impulsive 
Materialistic 
Cruel 
Neat 
Scientifically-minded 
Honest 
Kind 
Artistic 
Aggressive 
Pleasure Loving 
Individualistic 
Persistent 
Stubborn 
Loyal to Family 
Ostentatious 
Impulsive 
Quiet 
Arrogant 
Musical 
Conceited 
Faithful 
Sensitive 
Naive 
Lazy 
Passionate 
Rude 
Tradition Loving 
Argumentative 
Sensual 
Sentimental 
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respondents' top five adjectives were all positive (with a fairly 

large drop in the mean between the fifth and sixth rated adjective), 

while the Hong Kong group had two negative adjectives (Conceited and 

Impulsive) in their top five selections; therefore, the Hong Kong 

respondents rated Americans more negatively than the Greek respondents 

did. 

When the survey's demographic characteristics were used as 

predictors (see Table 3), results showed a positive relationship 

between age and the tendency of Greek respondents to rate Americans 

Practical (r = .24, £<.01), Loyal to Family (r = .26, £<.01), and 

Lazy (_r = .28, £<.01); however, the grade-in-school predictor was 

negatively related to the rating of Practical (_r = -.36, £<.00) and 

positively related to the rating of Intelligent (r = .21, £<.05). 

Greek female respondents rated Americans Ambitious, Material

istic, and Pleasure-loving (̂  = .20, £<.05). The Chinese female 

respondents did not rate Americans Practical (̂  = -.58, £<.00), 

Faithful/Honest (r = -.44, £<.01), Efficient (_r = -.36, £<.05), but 

did rate Americans Impulsive (r; = .30, £< .05). 

With the current American preoccupation with computer technology 

and space themes being reflected in our film and television plots and 

production techniques, the Greek group's positive correlation between 

number of American films seen monthly and Scientifically-minded seems 

logical. 

The effects of interpersonal communications on the two groups 

indicated that the Greek respondents who did £ot have American friends 

rated Americans Scientifically-minded (̂  = .19, £<.05), but, more 
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TABLE 3 

Demographic and Other Characteristics As 
Predictors of Social Stereotypes 

Age 

Greece 
Lazy 
Loyal to family 
Practical 
Athletic 
Individualistic 

Hong Kong 
Straight forward 

Zero Order Correlation 

.2794** 

.2643** 

.2443** 

.2233* 

.1951* 

.3355* 

Male or Female* 

Greece 
Ambitious 
Materialistic 
Pleasure loving 

Hong Kong 
Practical 
Faithful/Honest 
Efficient 
Impulsive 

.1974* 

.2008* 

.1913* 

.5843**** 
•.4439** 
.3578* 
.3007* 

If in school, what grade 

Greece 
Practical 
Naive 
Loyal to family 
Individualistic 
Intelligent 
Stubborn 
Athletic 

.3564**** 

.3141*** 

.2689** 

.2083* 

.2100* 

.1834* 

.1837* 

Hong Kong 
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Do you have a TV in your home?^ 

Greece 
Practical 
Musical 
Athletic 
Straightforward 
Lazy 

Hong Kong 

Greece 
Honest 
Individualistic 
Straightforward 
Materialistic 

Hong Kong 
Sensitive 
Tradition loving 
Quiet 
Individualistic 
Loyal to family 
Musical 
Neat 
Persistent 
Kind 
Courteous 
Efficient 
Aggressive 
Conceited 
Cruel 
Lazy 
Materialistic 
Naive 
Pleasure loving 
Stubborn 

.3034*** 

.2548** 

.1702* 

.1698* 

.2646* 

How many hours per day do you watch television? 

.1706* 

.1685* 

.2164* 

.1763* 

.4034** 

.4028** 

.4244** 

.3493* 

.3299* 

.3087* 

.2967* 

.3573* 

.3347* 

.3331* 

.3310* 

.3550* 
-.3503* 
.3043* 
.4410* 
.3190* 
.3304* 
.2955* 
.4205* 
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TABLE 3 - Continued 

Are American programs aired in your lanquacie?^ 

Greece 
Efficient .1737* 
Industrious .1681* 
Arrogant -'•|9'13* 
Naive ;i797* 

Hong Kong 
Arrogant -.5237*** 
Aggressive -.3614* 
Passionate -.2995* 
Stubborn -.2999* 

If program is in American, can you follow the story line?^ 

Greece 
Impulsive -.2827** 
Quiet -.1691* 
Straightforward -.2089* 
Conceited -.1804* 
Honest -.1808* 
Naive -.1959* 
Materialistic .2199* 
Ostentatious -.1966* 

Hong Kong 
Efficient .3105* 
Aggressive .3093* 
Cruel .3544* 

Number of American films (including TV films) seen monthly. 

Greece 
Scientifically-minded .2533** 
Passionate .1879* 
Intelligent .1724* 

Hong Kong 
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TABLE 3 - Continued 

f 
Do you have American friends? 

Greece 
Scientifically-minded .1927* 
Aggressive .1992* 
Cruel .1997* 
Sensual .1886* 

Hong Kong 
Stra i ghtforward -.4842** 
Quiet .3651* 
Sensitive .3615* 
Kind -.3380* 
Conceited -.3756* 
Arrogant -.3146* 

How many American friends? 

Greece 
Honest .2315* 
Artistic .2095* 
Courteous .1786* 

Hong Kong CAA^*** 

Straightforward .5445*** Quiet .3651* 
Sensitive 'IVcnl 
Industrious *07cc* 
Conceited ''illnl 
Sensual .3852* 

Have you ever visited America? 

Materialistic -'S^^* 

Hong Kong . 
Ambitious -2900 
Practical ''fl]^ 
Scientifically-minded 'lilL 
Impulsive -3867 
Materialistic -3566* 
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TABLE 3 - Continued 

How accurately do American programs depi 
America and how Americans act?^ 

ct 

Greece 
Neat .2726** 
Scientifically-minded .2540** 
Practical .1696* 
Naive .1786* 

Hong Kong 

* £ < 
** £ < 
*** £ < 
**** £ < 0 

^Male = 1 
Female = 

.05 

.01 

.001 

.000 

2 

^Out of school = 0 
School = grade 7-

^Yes = 1 
No = 2 

^Yes = 1 
Sometimes = 2 
No = 3 

^Yes = 1 
No = 2 

^Yes = 1 
No = 2 

^Very accurately = 5 
Quite = 4 
Sometimes = 3 
Not too = 2 
Not at all = 1 
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importantly. Aggressive (r = .20, £<.05), Cruel (r = .20, £<.05), 

and Sensual (£ = .19, £< .05). Furthermore, the number of American 

friends was positively related to ratings of Honest {r_ = .23, £<.05), 

Artistic (r = .21. £<.05), and Courteous (£ = .18, £<.05). Also, 

those respondents who had never been to American rated Americans 

Materialistic (_r = .19, £< .05). 

In the Hong Kong sample, those respondents who indicated they did 

not have American friends rated Americans Quiet (£ = .37, £< .05) and 

Sensitive (_r = .36, £< .05), and those who had American friends rated 

Americans Straight-forward (_r = -.48, £<.01) and Kind (r = -.34, 

£<.05), but also Conceited (£ = -.38, £ < .05) and Arrogant (̂  = -.31, 

£<.05). However, there was a positive correlation between number of 

friends and the ratings of Sensitive (jr = .54, £<.001), Sensual (r; = 

.39, £<.05), Quiet {r_ = .36, £<.05), and Industrious (r = .36, 

£<.05), and a negative correlation with Conceited (r̂  = -.38, £<.05). 

While those respondents who had been to America rated American Practi

cal (r; = -.38, £<.05), the respondents who had not been to American 

rated Americans Impulsive (̂  =.39, £<.05), Materialistic (̂  = .36, 

£<.05), Scientifically-minded (£ .33, £<.05), and Ambitious (jr = 

.30, £ < .05). 

The Greek and Hong Kong survey results indicate that if inter

personal communications are increased, by either visiting America or 

having more American friends, positive opinions of and attitudes 

towards Americans will increase. The results also indicate that 

negative impressions of Americans held by foreign viewers are caused 

by factors other than interpersonal communications. 
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We can also conclude that the images of Americans as Aggressive, 

Cruel, Sensual, Impulsive, and Materialistic were, to a degree, 

unrealistic and those images held by the Hong Kong group (and the 

Greek group) could be altered through interpersonal communications 

with Americans and visits to America. We also can assume this would 

apply to some of the positive adjectives as well, resulting in 

negative outcomes. 

Those Greek respondents who used negative adjectives to describe 

Americans singled out Lazy, Impulsive, Naive, Stubborn, Arrogant, 

Conceited, Materialistic, Ostentatious, Aggressive, Cruel, and 

Sensual. 

The Chinese respondents singled out Conceited, Arrogant, Aggres

sive, Stubborn, Cruel, Lazy, Materialistic, Naive, and Impulsive. 

When multiple regression computations were done, there was a 

significant positive relationship between age and the rating of 

Americans as Aggressive (Beta = .35, £ < .05) (see Table 4). 

In the Hong Kong sample, there were positive relationships 

between respondents who (a) had never been to America and the rating 

of Americans as Arrogant (Beta = .48, £ < .05) and Materialistic (Beta 

= .52, £<.05); (b) could not understand American TV programs not 

translated and the rating of Americans as Lazy (Beta = .41, £<.05) 

and Mercenary (Beta = .44, £<.05); and (c) had American friends and 

the rating of Americans as Rude (Beta = .43, £<.05). 

Since this study is primarily concerned with the negative aspects 

of American television, we will focus our attention on the negative 
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results and attempt to establish whether or not the negative attitudes 

and opinions currently held by the two groups correlate with the two 

groups' television viewing habits and the amount and type of American 

programs they watch. This does not mean that the positive adjectives 

will be ignored, for it is quite possible that American television 

programs could have a significantly positive effect on the foreign 

viewer's opinion of and attitude toward America and Americans. In 

fact, there was a negative correlation between the amount of hours the 

Greek respondents watched television daily and the rating of Americans 

as Individualistic (r = .17, £<.05) and Materialistic (_r = -.18, 

£<.05) (see Table 3). In the Hong Kong sample, there was a negative 

correlation between hours watched daily and Conceited {r_ = -.35, 

£<. 0 5 ) . However, when correlations were computed between American 

programs translated in the Greek language, negative relationship was 

revealed between translated programs and the rating Arrogant {r_ -

-.19, £ < . 0 5 ) . (Remember, yes = 1 and no = 2.) The Hong Kong respon

dents who watched translated American programs rated Americans 

arrogant (r = -.52, £<.001), Aggressive (̂  = -.36, £<.05), and 

Stubborn (r = -.30, £ < . 0 5 ) . Therefore, it is possible to conclude 

that the use of these negative traits to describe Americans might be 

the direct result of the translations. Furthermore, those Greek 

viewers who indicated that they could understand the American 

language, rated Americans Conceited, Impulsive, Ostentatious, and 

Naive, but also Quiet and Straight Forward; those who could not 

understand the American language rated Americans materialistic. It is 

possible to conclude that the ratings of Arrogant and Materialistic 
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are possibly related to the Greek translations of the american 

programs, while the use of other negative traits, namely Conceited, 

Impulsive, Ostentatious, and Naive, appear to be the results of being 

able to understand the American language. 

The Hong Kong respondents who could not understand the programs 

rated Americans Efficient, Aggressive and Cruel. This condition would 

not be difficult to comprehend, especially if one considers what it 

would be like to view "Dynasty" or "Hill Street Blues" in a language 

he or she did not understand. 

"Dynasty," "Love Boat," "Hart to Hart," and "Dallas" were the 

most watched programs by the Greek respondents (see Table 5). 

"Charlie's Angels" was the most watched program by the Hong Kong 

respondents. 

When asked what American program they watched the most, the Greek 

respondents answered "Dynasty," "Hart to Hart," "Chips," "Fame," and 

"Dukes of Hazzard" (see Table 6). The Hong Kong respondents answered 

"Charlie's Angles," "Solid Gold," "60-Minutes," "Chips," and the 

"Muppet Show." The reason for the differences between the top five 

shows in Tables 5 and 6 is due to the fact that Table 6 referred to 

programs recently or currently aired, and Table 5 included all 

programs aired, past and present. 

When asked how accurately American programs depicted America and 

how Americans act, only 13.4% of the Greek respondents and 15.2% of 

the Hong Kong respondents answered, "not too, or not at all 

accurately." When asked which program best depicts America and 

Americans, it was "Dynasty" in Greece and "Dallas" in Hong Kong. 
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TABLE 5 

Programs Watched Every or Almost Every Week 

1. 
2. 
3. 
k. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
U. 
15. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
2k. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
3̂ . 
35. 
36. 
37. 
38. 
39. 
kO. 
41. 

Greece 

Dynasty 

Love Boat 

Hart to Hart 

Dallas 

Little House on the Prairie 

Charlie's Angels 

Battlestar Gal. 

Dukes of Hazzard 

Hi 11 street Blues 

Barney Miller 

Chips 

1 Love Lucy 

Lou Grant 

The Fugitive 

Muppet Show 

Vegas 

Starsky & Hutch 

Cheers 

Magnum P.1. 

The Rookies 

LaVerne & Shirley 

Happy Days 

The Jetsons 

Solid Gold 

Col umbo 

Fame 

Eight is Enough 

M.A.S.H. 

The Flintstones 

W.K.K.r. 

Soap 

One Day at a Time 

Hotel 

Winds of War 

Thornbirds 

Threes Company 

Dance Fever 

star Trek 

Emerald Point 

Bob Newhart 

Rhoda 

a 
Mean 

3.'f51 

3.337 

3.433 

2.936 

3.069 

2.830 

2.703 

2.753 

2.571 

2.624 

3.129 

2.959 

2.427 

2.545 

2.476 

2.417 

2.000 

1.533 

2.082 

1.800 

1.919 

2.143 

2.273 

2.364 

1.791 

3.364 

2.600 

1.385 

2.050 

1.727 

1.615 

2.000 

1.250 

1.846 

3.000 

2.600 

3.000 

4.000 

1.455 

1.364 

1.677 

% Who'' 

Watched 

78.4 

75.3 

75.2 

72.2 

66.0 

61.9 

54.6 

54.6 

52.6 

52.6 

52.6 

50.5 

45.4 

42.3 

42.3 

38.2 

26.8 

25.8 

24.8 

23.7 

22.6 

22.6 

14.5 

11.4 

10.3 

9.2 
7.2 
6.2 
6.2 
6.2 
5.2 
5.1 
4.1 
4.1 
4.1 
3.1 
3.1 
3.1 
3.1 
3.1 
3.1 

% Who'' 

Watched 

45.5 

27.2 

24.2 

21.3 

21.2 

21.2 

18.2 

15.1 

13.1 

12.2 

12.2 

12.1 

9.1 
9.1 
9.1 
9.1 
9.1 
9.1 
6.1 
6.1 
6.1 
6.1 
6.1 
6.1 
6.1 
6.1 
6.1 
6.1 
6.0 
6.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 

Mean 

2.630 

2.273 

2.438 

2.462 

2.000 

2.316 

2.300 

2.059 

2.118 

1.857 

2.571 

3.600 

2.750 

1.857 

3.250 

2.154 

2.143 

1.615 

3.333 

1.400 

2.000 

2.000 

2.250 

1.909 

1.333 

1.444 

2.214 

1.800 

1.909 

2.000 

4.000 

4.000 

4.000 

2.500 

2.500 

4.000 

4.000 

2.500 

2.667 

2.000 

1.800 

Hong Kong 

Charlie's Angels 

B. J. and the Bears 

Hart to Hart 

60 Minutes 

Dallas 

Incredible Hulk 

The Flintstones 

Solid Gold 

Magnum P.1. 

Hill street Blues 

Chips 

Marcus Wei by 

The A Team 

Trapper John 

Ouincy 

Vegas 

Buck Rogers 

Different Strokes 

Million Dollar Man 

Starsky & Hutch 

LaVerne & Shirley 

Happy Days 

McCloud 

Battlestar Gal. 

Dance Fever 

Blacksheep SO. 

Love Boat 

Meet the Press 

McCloud 

Real People 

Paper Chase 

The Jetsons 

The Green Hornet 

F.B.I. 

The Saint 

Western Comedies 

F. Troop 

NOVA 

To Catch a Thief 

Benson 

1 Love Lucy 
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TABLE 5 - Continued 

42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 
51. 
52. 
53. 

Greece 

Mary Tyler Moore 

Flamingo Road 

Jeffersons 

Alice 

Chi CO and the Man 

All in the Family 

Cheers 

How the West Was Won 

As the World Turns 

Beverly Hillbillies 

Meet the Press 

Sanford and Son 

Mean 

1.636 

1.778 

2.200 

1.462 

1.700 

3.500 

1.533 

1.500 

2.000 

2.500 

1.167 

1.167 

% Who'' 

Watched 

3.1 
3.1 
2.1 
2.1 
2.1 
2.0 
2.0 
2.0 
1.0 
1.0 
1.0 
1.0 

% Who'' 

Watched 

3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 

Mean 

1.444 

1.600 

1.222 

1.667 

2.000 

2.500 

2.500 

Hong Kong 

The Rookies 

Dynasty 

Dukes of Hazzard 

All in the Family 

Alice 

ChiCO and the Man 

Sports 

Overall amount of viewing of program by respondents; every week = 4, almost every 

week = 3, about once a month = 2, never/almost never = 1. 

Percentage of respondents who indicated they not only watched the program but watched 

the program every or almost every week. 
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TABLE 6 

Favorite TV Programs and Evaluation of American Television 

Greece % Viewed 
Weekly 

What American program(s] 

Dynasty 72.2 
Hart to Hart 39.2 
Chips 21.6 
Fame 18.6 
Dukes of Hazzard 13.4 

American programs frequently 

Dallas 40.2 
Battlestar Gal. 20.6 
Love Boat 17.5 
Charlie's Angels 16.5 
Dukes of Hazzard 14.4 
Little House 6.2 
Vegas 5.1 
Lou Grant 5.1 
Combat 4.1 
Magnum P.I. 4.1 
I Love Lucy 4.1 
The Rookies 3.0 
Hawaii 5-0 3.0 

Percentage of survey that had fa 

% Viewed 
Weekly 

1 do you 

27.8 
27.8 
22.2 
16.7 
16.7 

watched 

12.1 
12.1 
12.1 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 
3.0 

1 Hong Kong 

watch the most? 

Charlie's Angels 
Solid Gold 
60 Minutes 
Chips 
Muppet Show 

but no longer aired. 

Incredible Hulk 
Blacksheep SQ. 
Solid Gold 
Quincy 
Hillstreet Blues 
B. J. and the Bears 
Benson 
Million Dollar Man 
Marcus Welby 
Partridge Family 
Vegas 
Eight is Enough 
Hart to Hart 
Flintstones 
Paper Chase 
The Fugitive 
Green Hornet 
The Saint 

vorite program no longer aired. 

Greece respondents 21.6% 57.6% Hong Kong respondents 
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Greece 

Do American 

^ery accurately 
Quite accurately 
Somewhat accurately 
Not too accurately 
Not at all accurately 

Which program li 

Dynasty 
Hart to Hart 
Chips 
Hillstreet Blues 
Dallas 
Dukes of Hazzard 
Eight is Enough 
Love Boat 
Westerns 
Starsky and Hutch 
Battlestar Gal. 
Lou Grant 
Vegas 
Barney Miller 
Happy Days 
Magnum P.I. 

% Viewed 
Weekly 

T.V. programs 

% Viewed Hong Kong 
Weekly 

accurately depict America 
and how Americans live? 

12.4 
47.4 
26.8 
12.4 
1.0 

3.0 yery accurately 
6.1 Quite accurately 
75.8 Somewhat accurately 
6.1 Not too accurately 
9.1 Not at all accurately 

isted, best depicts America and Americans? 

21.7 
12.4 
8.2 
6.0 
5.2 
2.1 
2.1 
2.1 
2.1 
1.0 
1.0 
1.0 
1.0 
1.0 
1.0 
1.0 

24.3 Dallas 
6.2 Love Boat 
3.0 Hillstreet Blues 
3.0 Dynasty 
3.0 Soap 
3.0 60 Minutes 
3.0 Chips 
3.0 Buck Rogers 

'23.7% of Greek survey did not respond 
21.2% of Hong Kong survey did not respond 
^31.1% of Greek survey did not respond 
51.5% of Hong Kong survey did not respond 



60 

When correlations between American television programs as pre

dictors of social stereotypes were computed (see Tables 7 and 8), 

several highly significant results appeared, some logical and 

expected, others highly unexpected and seemingly illogical. The 

expected and significant (£ 0.00) findings in the Greek survey (Table 

7) were: 

1. A negative correlation between "Lou Grant" and the adjective 

Athletic (_r = -.40). 

2. A positive correlation between "Starsky and Hutch" and the 

adjectives Individualistic (̂  = .39), Conceited {r_ = .39), Lazy, {r_ = 

.40), and Naive (r = .39). 

3. A positive correlation between the adjective Aggressive and 

two programs, "As the World Turns" (_r = 1.00) and "Sanford and Sons" 

(r = .83). 

4. A positive correlation between the adjective Impulsive and 

"As the World Turns" (_r = 1.00) and "Sanford and Son" (r = 97). 

5. A negative correlation between "Eight is Enough" and the 

adjective Intelligent (_r = =.97). 

6. A positive correlation between "Bob Newhart" and the 

adjective Loyal to Family (£ = .86). 

7. A negative correlation between the adjective Practical and 

two programs, "Dukes of Hazzard" (̂  = -.38) and "Battlestar Galactica" 

(IT = -.40). 

8. A negative correlation between "Chips" and the adjective 

Individualistic (r = -.44). 



61 

TABLE 7 

American Television Programs as Predictors 
of American Stereotypes: Greece 

Positive Adjectives 

Programs £ 4 Significance 

Negative Adjectives 

Programs £ 4 Significance 

Ambitious 

NOVA -0.5966** 

Happy Days 0.2513* 

As the World Turns -0.9959* 

Dynasty 0.2154* 

Conceited 

Starsky 4 Hutch 

Bob Newhart 

Col umbo 

Flintstones 

0.3893**** 

0.8000** 

0.3282* 

0.3987* 

Artistic 

Dynasty 

Barney Miller 

Cheers 

I Love Lucy 

0.1761* 

0.2120* 

0.4556* 

0.2399* 

Argumentative 

Starsky 4 Hutch 

Happy Days 

Col umbo 

Hart to Hart 

W.K.R.P. 

Hotel 

0.2940** 

0.2229* 

0.3802* 

-0.1785* 

0.3641* 

0.4399* 

Athletic 

Lou Grant 

Barney Miller 

Little House 

Dynasty 

Buck Rogers 

Battlestar Gal. 

LaVerne 4 Shirley 

Love Boat 

Soap 

Hart to Hart 

•0.4033**** 

-0.3438*** 

-0.2539** 

0.2234* 

-0.2392* 

-0.1917* 

•0.2018* 

-0.2181* 

•0.5676* 

-0.2223* 

Arrogant 

Lou Grant 

Magnum P.I. 

Barney Miller 

Vegas 

Love Boat 

Charlie's Angels 

Mary Tyler Moore 

Happy Days 

Muppet Show 

Chips 

•0.3717**** 

•0.3482*** 

•0.3309*** 

-0.2794** 

•0.3037** 

-0.1765* 

0.5957* 

-0.2447* 

-0.2274* 

•0.2255* 

Loyal to Family 

As the World Turns 

Bob Newhart 

Meet the Press 

Dukes of Hazzard 

Starsky 4 Hutch 

Battlestar Gal. 

Col umbo 

Hart to Hart 

Chips 

I Love Lucy 

Magnum P.I. 

1.0000**** 

0.8557**** 

0.8866" 

-0.2525** 

0.2912** 

-0.2530** 

0.4290** 

•0.2588** 

•0.2820** 

0.2644* 

•0.2056* 

Aggressive 

As the World Turns 

Sanford 4 Son 

Meet the Press 

LaVerne 4 Shirley 

The Jetsons 

The Rookies 

One Day at a Time 

Cheers 

Rhoda 

Emerald Point N.A.S. 

W.K.R.P. 

1.0000" 

0.8347**** 

0.9800**** 

0.3623*** 

0.5195*** 

0.2974** 

0.5781** 

0.5363* 

0.5618* 

0.5738* 

0.4507* 
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TABLE 7 - Continued 

Positive Adjectives 

Programs £ 4 Significance 

Negative Adjectives 

Programs £ 4 Significance 

Individualistic 

Starsky 4 Hutch 

Chips 

Charlie's Angels 

Battlestar Gal. 

Muppet Show 

Dallas 

Solid Gold 

Dukes of Hazzard 

Magnum P.I. 

Eight is Enough 

Vegas 

Love Boat 

Col umbo 

I Love Lucy 

Chi CO and the Man 

0.3911**** 

-0.4428**** 

-0.2476** 

-0.3037** 

-0.2671** 

-0.2207* 

0.4162* 

-0.2290* 

-0.2457* 

-0.6400* 

-0.2400* 

-0.1820* 

0.2978* 

0.2241* 

0.6173* 

Impulsive 

As the World Turns 

Sanford 4 Son 

Meet the Press 

Love Boat 

One Day at a Time 

W.K.R.P. 

Lou Grant 

Chips 

Col umbo 

Buck Rogers 

Emerald Point N.H.S. 

How West Was Won 

Chi CO and the Man 

Rhoda 

Winds of War 

1.0000**** 

0.9690**** 

0.9690**** 

•0.2499** 

0.5605** 

0.5621** 

0.2657* 

•0.2199* 

0.3125* 

•0.2481* 

0.5754* 

0.6833* 

0.5825* 

0.5497* 

0.5468* 

Practical 

Dukes of Hazzard 

Barney Miller 

Happy Days 

Battlestar Gal. 

Hillstreet Blues 

Hart to Hart 

Muppet Show 

Love Boat 

Flintstones 

Soap 

Magnum P.I. 

Chips 

Little House 

Rude 

•0.3823**** 

•0.4214**** 

•0.4119**** 

•0.4004**** 

•0.2433** 

•0.2806** 

-0.2606** 

-0.1936* 

0.4607* 

-0.4972* 

-0.2643* 

-0.2469* 

0.2466* 

Starsky 4 Hutch 

Lou Grant 

Little House 

Chips 

Happy Days 

Muppet Show 

Col umbo 

The Rookies 

Charlie's Angels 

Dallas 

0.3770*** 

•0.2546** 

-0.2832** 

•0.2815** 

•0.3212** 

-0.2798** 

0.2937* 

0.2595* 

-0.2019* 

-0.1900* 

Musical 

Starsky 4 Hutch 

The Rookies 

Col umbo 

I Love Lucy 

Bob Newhart 

The Fugitive 

The Jetsons 

0.3946**** 

0.3553*** 

0.4553*** 

0.1981* 

0.5369* 

0.2042* 

-0.3138* 

Sentimental 

Chips 

Hart to Hart 

The Rookies 

Dukes of Hazzard 

Starsky 4 Hutch 

Battlestar Gal. 

Little House 

Col umbo 

I Love Lucy 

-0.2972** 

-0.2996** 

0.2167* 

-0.1954* 

0.2266* 

-0.1962* 

-0.1790* 

0.3034* 

0.2471* 
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Positive Adjectives 

Programs r 4 Significance 

Negative Adjectives 

Programs £ 4 Significance 

Faithful 

As the World Turns 

The Rookies 

M.A.S.H. 

Dynasty 

Starsky 4 Hutch 

Bob Newhart 

1.0000**** 

0.2645* 

0.2532* 

0.1756* 

0.2115* 

0.5874* 

Sensual 

The Rookies 

Starsky 4 Hutch 

Battlestar Gal. 

Hart to Hart 

Dukes of Hazzard 

Vegas 

Love Boat 

Col umbo 

Magnum P.I. 

0.3865**** 

0.3008** 

•0.2486** 

-0.2817** 

-0.2179* 

•0.1872* 

•0.2330* 

0.2977* 

•0.2012* 

Intel 1igent 

Eight is Enough 

Happy Days 

Dukes of Hazzard 

Starsky 4 Hutch 

Jeffersons 

Lou Grant 

The Fugitive 

Fame 

•0.9196**** 

•0.3261** 

0.1854* 

-0.2018* 

-0.9186* 

-0.1884* 

-0.2430* 

-0.5646* 

Ostentatious 

Col umbo 

Starsky 4 Hutch 

Dallas 

Charlie's Angels 

Vegas 

Hart to Hart 

Chips 

W.K.R.P. 

0.3981** 

0.3325** 

-0.2734* 

-0.2156* 

-0.2182* 

-0.2405* 

-0.2520* 

0.4690* 

Industrious 

Solid Gold 

Three's Company 

LaVerne 4 Shirley 

Little House 

Dance Fever 

Lou Grant 

Barney Miller 

Happy Days 

Al i ce 

Hart to Hart 

Soap 

Lazy 

Neat 

Little House 

Hart to Hart 

Dukes of Hazzard 

Lou Grant 

Solid Gold 

Starsky 4 Hutch 

Col umbo 

Cheers 

The Jetsons 

Winds of War 

-0.5015** 

0.9349** 

-0.2876** 

•0.2563** 

0.9428* 

•0.2359* 

-0.1892* 

-0.2451* 

•0.4896* 

•0.2111* 

-0.5599* 

-0.4923**** 

-0.3746**** 

•0.2536** 

-0.2755** 

-0.3856* 

0.2141* 

0.2852* 

•0.4487* 

-0.3243* 

•0.5231* 

Starsky 4 Hutch 

The Rookies 

Col umbo 

Bob Newhart 

The Fugitive 

Jeffersons 

Muppet Show 

Eight is Enough 

Stubborn 

Little House 

Dukes of Hazzard 

Starsky 4 Hutch 

LaVerne 4 Shirley 

Barney Miller 

Magnum P.I. 

Dallas 

The Rookies 

Jeffersons 

0.4140**** 

0.3224** 

0.3955** 

0.7403** 

0.2766** 

0.9189* 

-0.2224* 

-0.5819* 

-0.3253*** 

-0.3374*** 

0.3350** 

-0.2882** 

-0.2542** 

-0.2394* 

0.2009* 

0.2637* 

0.9129* 
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Positive Adjectives 

Programs r 4 Significance 

Negative Adjectives 

Programs £ 4 Significance 

Straightforward 

Dukes of Hazard 

Barney Miller 

Little House 

Starsky 4 Hutch 

Dance Fever 

Battlestar Gal. 

Vegas 

Hart to Hart 

Na i ve 

-0.2679** 

-0.2620** 

-0.2864** 

0.2215* 

-0.9428* 

-0.2215* 

0.2151* 

-0.1880* 

Dukes of Hazzard 

Starsky 4 Hutch 

Little House 

Chips 

Battlestar Gal. 

Hart to Hart 

Barney Miller 

LaVerne 4 Shirley 

Buck Rogers 

Magnum P.I. 

-0.3516**** 

0.3898**** 

-0.3273*** 

-0.3662*** 

-0.3050** 

-0.2902** 

-0.2208* 

•0.2371* 

-0.3030* 

•0.2310* 

Kind Cruel 

Happy Days 

Dance Fever 

Eight is Enough 

LaVerne 4 Shirley 

Hotel 

Chips 

-0.3215** 

-0.9428* 

-0.6099* 

-0.2194* 

0.4369* 

-0.2182* 

The Rookies 

M.A.S.H. 

Dynasty 

Hillstreet Blues 

Happy Days 

Buck Rogers 

Emerald Point N.H.S, 

Cheers 

The Jetsons 

Rhoda 

0.3540*** 

0.3477** 

0.2496** 

0.2299* 

•0.2245* 

•0.2852* 

0.6450* 

0.5339* 

0.2939* 

0.6099* 

Persistent 

Dance Fever 

Dukes of Hazzard 

Battlestar Gal. 

Barney Miller 

Little House 

Starsky 4 Hutch 

Love Boat 

Buck Rogers 

W.K.R.P. 

Winds of War 

•0.9975*** 

•0.2561** 

•0.2691** 

•0.2634** 

•0.2479** 

0.2666* 

•0.2152* 

•0.2999* 

0.4496* 

0.4892* 

Materialistic 

Dance Fever 

Dukes of Hazzard 

Battlestar Gal. 

Magnum P.I. 

The Jetsons 

Dallas 

Charlie's Angels 

Buck Rogers 

I Love Lucy 

The Fugitive 

0.9975*** 

•0.2791** 

-0.2530** 

-0.3078** 

0.4088** 

-0.1814* 

-0.2313* 

-0.2644* 

0.1779* 

-0.1903* 

Passionate 

The Rookies 

Starsky 4 Hutch 

Solid Gold 

Dynasty 

One Day at a Time 

0.3902 

0.3207** 

-0.4521* 

0.1924* 

0.4698* 

Pleasure Loving 

Dukes of Hazzard 

Little House 

Hart to Hart 

Col umbo 

Barney Miller 

Buck Rogers 

Lou Grant 

•0.2960** 

•0.2913** 

•0.2651** 

0.4223** 

-0.2175* 

-0.2676* 

-0.2190* 
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TABLE 7 - Continued 

Positive Adjectives 

Programs £ 4 Significance 
Negative Adjectives 

Programs £ 4 Significance 

Courteous 

As the World Turns 

Charlie's Angels 

Sanford 4 Son 

Dynasty 

Cheers 

Emerald Point 

Rhoda 

Efficient 

Dance Fever 

Love Boat 

Hart to Hart 

Cheers 

Honest 

Solid Gold 

Happy Days 

Wind if War 

Fame 

Ouiet 

Love Boat 

Dallas 

Starsky 4 Hutch 

LaVerne 4 Shirley 

Chips 
Hart to Hart 

The Jetsons 

Scientifically Minded 

Eight is Enough 

Vegas 

Happy Days 

Sensitive 

The Rookies 

Jeffersons 

M.A.S.H. 

Love Boat 

* £ < .05 

** £< .01 

*** £ < .001 

**** £< 0.000 

1.0000**** 

0.2545** 

0.7181** 

0.2016* 

0.5185* 

0.6075* 

0.5803* 

-0.9428* 

-0.2145* 

-0.2178* 

0.5530* 

-0.4677* 

-0.2431* 
-0.5331* 

-0.5543* 

-0.3182*** 

-0.2571** 

0.3221** 

-0.2694** 

-0.3183** 
-0.1867* 

-0.3781* 

-0.5819* 

.2152* 

.2857* 

0.3774**** 

1.0000**** 

0.3869** 

-0.2146* 
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American Television Programs as Predictors 
of American Stereotypes: Hong Kong 
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Positive Adjectives 

Programs £ 4 Significance 

Negative Adjectives 

Programs £ 4 Significance 

Ambitious 

Flintstones 

Industrious 

Meet the Press 

As the World Turns 

Lou Grant 

All in the Family 

Muppet Show 

Kind 

Soap 

The Fugitive 

Solid Gold 

Lou Grant 

Vegas 

All in the Fami1y 

Hart to Hart 

Flintstones 

Individualistic 

Starsky 4 Hutch 

Vegas 

Hart to Hart 

Eight is Enough 

Intelligent 

To Catch a Thief 

Vegas 

The Fugitive 

Hong Kong 

0.3775* 

0.9872*** 

0.6403* 

0.6547* 

0.8401* 

0.4777* 

1.0000**** 

0.7349** 

0.4607* 

0.6547* 

0.5095* 

0.8715* 

0.5287* 

0.3884 

0.9977**** 

0.7492** 

0.5945** 

0.7246* 

1.0000**** 

0.5565* 

0.6596* 

Impu 

Lazy 

Rude 

1 sive 

Charlie's Angels 

The Fugitive 

Different Strokes 

Vegas 

All in the Family 

Love Boat 

Hart to Hart 

Flintstones 

The Fugitive 

Solid Gold 

Vegas 

All in the Family 

Hart to Hart 

Flintstones 

Trapper John 

Arrogant 

Crue 

The A Team 

Solid Gold 

Different Strokes 

Blacksheep SO. 

All in the Family 

1 
Different Strokes 

Flintstones 

Solid Gold 

0.3704* 

0.6834** 

0.5347* 

0.5448* 

0.7480* 

0.4684* 

0.5004* 

0.4655* 

0.6839** 

0.4799* 

0.5117* 

0.8000* 

0.5290* 

0.4474* 

0.6029* 

0.9798** 

0.6605** 

0.5056* 

0.7319* 

0.8000* 

0.6499** 

0.5487** 

0.4910* 
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Positive Adjectives 

Programs £ 4 Significance 

Negative Adjectives 

Programs £ 4 Significance 

Loyal to Family 

Mil lion Dollar Man 

Love Boat 

Solid Gold 

Different Strokes 

LaVerne 4 Shirley 

Flintstones 

McCloud 

Conceited 

1.0000**** Vegas 

0.6173** All in the Family 

0.4148* Real People 

0.5972* Little House 

0.9129* LaVerne 4 Shirley 

0.4024* Happy Days 

0.9045* Hart to Hart 

0.4805* 

0.8062* 

0.6553* 

0.7847* 

0.8216* 

0.9077* 

0.4262* 

Passionate 

Dance Fever 

Incredible Hulk 

Lou Grant 

LaVerne 4 Shirley 

Love Boat 

I Love Lucy 

P r a c t i c a l 

C h a r l i e ' s Angels 

LaVerne 4 S h i r l e y 

Da l las 

Ouincy 

1.0000**** 

•0.4368* 

0.6225* 

0.8368* 

0.5960* 

0.8427* 

•0.5183** 

0.9376** 

•0.3689* 

-0.9780* 

Sensual 

To Catch a Thief 

Hart to Hart 

Vegas 

Meet the Press 

Eight is Enough 

Al 1 in the Family 

Muppet Show 

Argumentative 

Marcus Welby 

Dance Fever 

The Fugitive 

All in the Family 

1.0000^ 

1.0000**** 

0.6437** 

0.9584** 

0.7165* 

0.7454* 

0.4957* 

•1.0000**** 

0.9939**** 

0.8528**** 

0.8000* 

Scientifically-minded 

Magnum P.I. 

Neat 

The Fugitive 

Dallas 

Incredible Hulk 

Vegas 

All in the Family 

Hart to Hart 

0.4296* 

0.7347** 

-0.3647* 

-0.4190* 

0.4842* 

0.8000* 

0.5044* 

Materialistic 

Buck Rogers 

Stubborn 

The Fugitive 

Vegas 

Dallas 

Buck Rogers 

Hart to Hart 

All in the Family 

-0.6894* 

0.7347** 

0.5972* 

-0.3673* 

0.6740* 

0.5438* 

0.8000* 

Persistent 

Dance Fever 

The Fugitive 

Dallas 

Different Strokes 

Naive 

0.8795** 

0.7607** 

•0.4704* 

0.4788* 

The Fugitive 

Vegas 

All in the Family 

Love Boat 

0.7347** 

0.4975* 

0.8000* 

0.4958* 
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Positive Adjectives 

Programs £ 4 Significance 

Negative Adjectives 

Programs £ 4 Significance 

Ouiet 

Flintstones 

The Fugitive 

Solid Gold 

Dukes of Hazzard 

All in the Family 

Hart to Hart 

0.5557** 

0.7347** 

0.5150* 

0.6788* 

0.8000* 

0.5044* 

Aggressive 

Solid Gold 

Different Strokes 

Blacksheep SQ. 

The A Team 

All in the Family 

0.6754*** 

0.6038* 

0.6465* 

0.9459* 

0.7348* 

Sensitive 

The Fugitive 

Hart to Hart 

Dukes of Hazzard 

All in the Family 

Al ice 

Trapper John 

0.6908** 

0.6218** 

0.5886* 

0.8396* 

0.8098* 

0.5284* 

Ostentatious 

To catch a Thief 

Marcus Welby 

Dallas 

B.J. and the Bears 

Incredible Hulk 

All in the Family 

Flintstones 

1.0000**** 

-1.0000**** 

-0.5144** 

-0.4704* 

-0.4311* 

0.8000* 

-0.4499* 

Tradition Loving 

The Fugitive 

Dallas 

All in the Family 

Hart to Hart 

Flintstones 

0.6919** 

-0.3673* 

0.7569* 

0.4693* 

0.4638* 

Sentimental 

Lou Grant 

Ouincy 

Al 1 in the Fami 1 y 

Meet the Press 

Hart to Hart 

0.6547* 

0.9683* 

0.8783* 

0.9186* 

0.4613* 

Athletic 

Hart to Hart 

Buck Rogers 

•0.4379* 

-.8274* 

Efficient 

Vegas 0.8373**** 

Faithful/Honest 

Solid Gold 0.5210* 

Artistic 

Dukes of Hazzard 0.5892* 

Courteous 

The Fugitive 

Dance Fever 

Different Strokes 

Solid Gold 

All in the Family 

0.8648**** 

0.9713*** 

0.5790* 

0.4348* 

0.8000* 
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TABLE 8 - Continued 

Positive Adjectives 

Programs £ 4 Significance 

Negative Adjectives 

Programs r 4 Significance 

Musical 

Soap 
Different Strokes 

Lou Grant 

Vegas 

All in the Family 

Real People 

Hart to Hart 

Flintstones 

Trapper John 

The Fugitive 

Straightforward 

Million Dollar Man 

Meet the Press 
Starsky 4 Hutch 

Lou Grant 
M.A.S.H. 

All in the Fami1y 

LaVerne 4 Shirley 

Solid Gold 

Love Boat 

Happy Days 

Hart to Hart 

1 Love Lucy 

McCloud 

* £< .05 

** £< .01 

*** £ < .001 

**** £< 0.000 

1.0000**** 
0.6633** 

0.6547* 

0.4886* 

0.8396* 

0.6950* 

0.4329* 

0.4384* 

0.5059* 

0.6482* 

1.0000**** 

0.9928**** 

0.9855*** 

0.8970*** 

0.6802** 

0.9089** 

0.9445** 

0.4730* 

0.4822* 

0.7984* 

0.5108* 

0.9286* 

0.9240* 
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9. A negative correlation between "Little House on the Prairie" 

and the adjectives Neat (_r = -.49) and Practical (jr = -.41). 

10. A positive correlation between "Meet the Press" and the 

adjectives Aggressive (r = .98), Impulsive (£ = .97), and Loyal to 

Family (r = .89). 

The highly significant (£<0.00), but unexpected correlations 

were: 

1. A negative correlation between "Lou Grant" and the adjective 

Arrogant (̂  = -.37). 

2. A positive correlation between "Starsky and Hutch" and the 

adjective Musical (̂  = .39). 

3. A positive correlation between "As the World Turns" and the 

adjectives Courteous (_r = 1.00), Faithful (_r = 1.00), and Loyal to 

Family {r_ = 1.00). 

4. A negative correlation between "Dukes of Hazzard" and the 

adjective Naive (_r = -.35). 

A positive correlation meant the respondents who watched the 

program rated Americans that adjective. A negative correlation meant 

the respondents who did not watch the program rated Americans that 

adjective. 

The highly significant (£<0.00) and expected findings in the 

Hong Kong survey (see Table 8) were: 

1. A positive correlation between "Soap" and the adjective Kind 

(r = 1.00). 

2. Positive correlations between "The Fugitive" and the 

adjectives Courteous (£ = .86) and Argumentative (̂  = .85). 
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3. A positive correlation between "Starsky and Hutch" and the 

adjective Individualistic (jr = 1.00) (duplicated in the Greek survey). 

4. Positive correlations between "The 6-Million-Dollar Man" and 

the adjectives Loyal to Family (r = 1.00) and Straightforward (£ = 

1.00). 

5. A positive correlation between "Dance Fever" and the 

adjective Passionate (̂  = 1.00). 

6. Positive correlations between "To Catch a Thief" and the 

adjectives Intelligent (r_ = 1.00) and Sensual {r_ = 1.00). 

7. A positive correlation between "Meet the Press" and the 

adjective Straightforward (ir = .99). 

8. Negative correlations between "Marcus Welby" and the adjec

tives Argumentative (r_ = -1.00) and Ostentatious {r_ = -1.00). 

9. A positive correlation between "Hart to Hart" and the 

adjective Sensual {r_ = 1.00). 

10. A positive correlation between "Vegas" and the adjective 

Efficient (r = .84). 

The highly significant (£<0.00), but unexpected, correlations 

were: 

1. A positive correlation between "Soap" and the adjective 

Musical (r = 1.00). 

2. A positive correlation between "Dance Fever" and the 

adjective Argumentative (jr = .99). 



CHAPTER V 

SUMMARY AND CONCLUSIONS 

This pilot study sought to investigate relationships between 

foreign viewers' opinions of and attitudes toward America and how 

Americans act, and the amount and type of American television programs 

aired in their countries. 

The findings in this study tended to support all three 

hypotheses: 

H-i. Significant relationships existed between the opinions and 

attitudes of the foregin viewers in the samples toward Americans and 

the type of American television programs they viewed. 

H2. Greek respondents who had been to America or had American 

friends tended to select more positive adjectives to describe 

Americans than Greek respondents who had never been to America or had 

no American friends. 

H-n. The use of certain negative adjectives to describe Americans 

appeared to be the direct result of the Greek and Hong Kong television 

networks' translations of the American TV programs. 

In addition to the findings that supported the study's hypothe

ses, there were findings that indicated: 

1. Negative opinions held by some of the Greek respondents of 

Americans were caused by a factor, or factors, other than inter

personal communication. 
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2. "Dynasty" best depicted America and Americans in the opinion 

of the Greek respondents; "Dallas" best depicted America and Americans 

in the opinion of the Hong Kong respondents. 

A study of which programs are translated and how great a change 

occurs, not only in content but in character traits, is necessary to 

determine to what degree foreign networks might be altering American 

programming through interpretation. 

The effects of interpersonal communications between Americans and 

the foreign viewers (respondents) appeared to be opposite between the 

two foreign groups. These differences serve as a reminder that each 

group should be considered individually when studying the impact of 

American television on culture and political posture; what might be 

innocent, prosocial entertainment in one country, could be highly 

effective anti-American propaganda material in another. It is a 

disturbing thought, indeed, to think that the two groups of foreign 

viewers selected "Dynasty" and "Dallas" as the most accurate 

depictions of America and how Americans act, especially when one 

considers the image-war being waged between the USSR and USA, over the 

future loyalties of emerging nations. 

It should be stated that a limitation of this study is low 

external validity. Lack of control in the administering of the survey 

to the adults outside of the schools, the absence of random selection, 

and small sample sizes has limited the population to the two groups. 

However, the respondents were foreign viewers, over 50>l̂  had never been 

to America, and significant correlations were observed between the 

type and amount of American television viewed and the current opinions 
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and attitudes of the viewers toward America and Americans. Therefore, 

this pilot study does provide a model for future studies. 

If the United States continues to spend vast amounts of money 

promoting a favorable image of itself around the world, then the U.S. 

should be concerned with getting the highest return on investment 

(ROD possible. Several ways to increase the ROI might be to: 

1. Analyze the content of all American programming before making 

the programs available for overseas distribution, and then rate the 

programs according to the amount of prosocial and antisocial content 

giving each program an intensity value or index (Raffa, 1982). Any 

negative intensity value exceeding a predetermined level could be 

accompanied by a rolling disclaimer superimposed (to prevent removal) 

over the opening and closing scenes stating that "the program does not 

contain acceptable levels of prosocial behavior, nor does the program 

represent a realistic portrayal of America or how Americans act, the 

program is strictly a fictional dramatization intended for entertain

ment purposes only." 

2. Have all programs subtitled or translated before the programs 

leave the country. Systems, such as Teledyne, used to caption 

programs for the deaf, could easily be adapted to economically accom

plish foreign translations. 

3. With over 5-million hours of television programming produced 

annually and with the National Association of TV Program Distributors 

trained to make any program salient, coordination between a central 

overseas distribution office and the Foreign Affairs Office could be 

established for the purpose of screening foreign buyers in an effort 
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to monitor which programs are being requested and, more importantly, 

why? Is the country's program buyer representing a government that is 

currently promoting anti-American, pro-Soviet, pro-terrorist policies, 

telling its citizens that the U.S. is the "expanionist metropolis of 

Imperialism" (Clark, 1984)? And, is that official wanting to purchase 

"Battlestar Galactica," a highly militant (aggressive) program, in 

order to air it in his country every Sunday evening at 7:00 p.m. 

(prime primetime) to illustrate how peace loving Americans are? 

To even hint at restricting or limiting the distribution of 

American programs to certain foreign countries would incur the wrath 

of the proponents of free enterprise, not to mention the guardians of 

the first amendment. However, countries such as Australia, France, 

Germany, Brazil, and Japan are rapidly becoming major suppliers of 

television programming. They are fully aware of the increased demands 

for TV programming that are about to be created worldwide with the 

implementation of Direct Broadcast Satellites, National Cable TV 

systems, and continual emergence of Third World countries. With more 

and more programming available from other countries, America will no 

longer automatically be the primary supplier of television program

ming; foreign television operators will become less dependent on 

American programming and more purposive in their selections. China's 

recent contract with CBS is a case in point. 

"Dynasty," "Dallas," "Hillstreet Blues," etc., are award winning 

programs, but even the American viewer must be continually reminded of 

the dangers of victimization and the effects of being continually 

bombarded by high intensity dramatizations of distorted reality. The 
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foreign viewer can not look around and judge for him or herself what 

American reality is. Furthermore, does the portrayal of loose sexual 

behavior, abortion, illegitimate childbirth, disrespect for elders, 

and street violence portrayed in American television programs as 

entertainment, represent entertainment in Third-world countries? Is 

the popularity of programs like Dynasty and Dallas in such faraway 

places as Kuala Lumpur and Hong Kong the result of admiration of 

America and everything America stands for, or are the programs' 

popularity merely the human being's propensity for satisfying his or 

her morbid curiousity? 

Americans are bombarded with over 5-million hours of programming 

annually--the range of program selection is the largest in the world. 

But, when our programs spill over into foreign countries, an immense 

filtering process takes place. Maybe it is time the United States and 

its distributors become a part of that filtering process. 
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1. In the past month, hom many American movies have you seen? (Including American 
movies on television) . 

2. What movies mere they? (Name only three) . 

3. Do you have any American friends? V̂es No 

4. If YES, how many American friends do you have? 

5. Do you have a television set in your home? Ŷes No 

6. On the average, how many hours do you watch television in a day and night? 

7. Are American programs aired in your language? Ŷes No Sometimes 

6. If an American program is aired in English without translation, do you know 
enough English to follow the story line? Yes No 

9. What American program(s) do you watch the most? (Name three if possible) 

10. Are there any American programs that you used to watch frequently but are no 
longer aired? Ŷes No 

11. If YES, please name them. 

12. In your opinion, how accurately do American programs reflect r/hat the Uniteri 
States is like anrl h*̂ - Americans a c f 

Very Quite Somewhat. Not too Not at all 
Accurately accurately accurately accurately accurately 

13. How often do you watch the following programs or how often DID you watch the 
program when it was being aired? (Please check) 

PROGRAM EVt-IRY ALMOST EVERY ABOUT DNCE NEVER OR NEVER 
WEEK WEEK A MONTH ALMOST NEVER AIRED 

Dallas 

Charlie's Angels 

Mork & Mindy 

Different Strokes 
Sol id Cold 
Hill Street Blues 

BJ & the Bear 

Blacksheep Squadron 

The Incredible Hulk 

The Rookies 

M.A.S.H. or AfterMASH 

Dukes of Hazrard 

Dynasty 
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PROGRAM EVERY ALMOST EVERY ABOUT ONCE NEVER OR 
WEEK WEEK A MONTH ALMOST NEVER 

Three's Company 

Starsky A Hutch 

Dance Fever 

Eight is Enough 

Battlestar Gallactica 

The A Team 

The Jeffersons 

Knight Rider 

First Camera 

Perry Mason 

Hardcastle & McCormick 

Lou Grant 

VEGAS 

Barney Miller 

All in the Family 

Benson 

(More) Real People 

Laverne & Shirley 

Beverly Hillbillies 

Love Boat 

Little House on the 
Prairie 

Happy Days 

Meet the Press 

Alice 

Columbo 

Buck Rogers 

Hart to Hart 

Cheers 

The Flintstones 

I Love Lucy 

One Day at a Time 

Soap 

Magnum P.I. 

Emerald Point N.A.S. 

Hotel 

60 Minutes 

Trapper John, M.D. 
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4 

PROGRAM 

The Muppet Show 
CHIPS 
The Jetsons(cartoon) 
As the World Turns 
Sanford & Son 
Bob Newhart 
Automan 
Gomer Pyle 
WKRP 
Chlco & the Man 
Rhoda 
Mary Tyler Moore 
St. Elsewhere 
McCloud 
The Fugitive 
NOVA 

EVERY 
WEEK 

ALMOST EVERY 
WEEK 

ABOUT ONCE ^CVER OR NEVER 
A WEEK ALMOST NEVER AIRED 

14. Are there any American programs NOT listed above that you watch? Yes •- No 
15. If YES, please name them, 

I 
\\ 16. Below is a list of several adjectives. Please choose 10 adjectives that best 

describe Americans in general and rank the adjectives from 1 to 10; from 1, 
the MOST descriptive, to 10. the LEAST descriptive. 

AGGRESSIVE(attacking) 
A>€lTIOUS(aspirlng) 
ARGU>CNTATIVE(always disagreeing) 
ARROGANT(authoritarian) 
ARTISTIC(creative) 
ATHLETIC(physically strong, agile) 
CONCEITED(thinks (s)he is better than others) 
COURTEOUS(polite) 
CRUEL(can enjoy watching others suffer) 
EFFICIENT(gets things done) 
FAITFfUL(keeps promises) 
HONEST(full of integrity) 
IMPULSIVE(acts before thinking) 

INDIVIDUALISTIC(prefer8 to do things alone) 

INDUSTRIOUS(hard-workinQ) 
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INTELLIGENT(has an active, able, A acute mind) 

KIND(gentle & considerate) 

LAZY(dislikes work, suppresses his or her energy) 

LOYAL TO FAMILY TIES 

MATERIALISTIC(puts worldly things above s p i r i t u a l things) 

•€RCENARY(does things mainly for money) 

MUSICAL(can create music) 

•CAT(tidy and clean) 

NAIVE(ignorant of reality) 

OSTENTATIOUS(likes to show off) 

PASSIONATE(excitable) 

PERSISTENT(perservering) 

PLEASURE LOVING(pursues enjoyment) 

PRACTICAL(realistic) 

QUIET(unpretentious) 

RUOE(offenslvely blunt) 

SCIENTIFICALLY-MINDED 

SENSITIVE(easlly affected by outside influences) 

SENSUAL(sex-orlented) 

SENTIMENTAL(overly romantic) 

STRAIGHT-FORWARD(frank) 

STUBBORN(inflexible) 

TRADITION LOVING 

17. Please tell us how old you are: years 

18. If you are still in school, what year are you in? 

19. Are you male or female? 

20. Do you think you will visit another country in the future? 
Yes, for sure , Yes, probably , Probably not , No 

21. If YES, which country? 

22. What is the head of the household's occupation? 

23. Have you ever visited America? Yes , No 
24. In your opinion, which of the programs listed in this questionaire best 

depict America and Americans? 

Thank you very much for helping us. 
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«»T «ffi -V .,5«|^ »•«. 

Dallas 

Charlie's Angels 

. Mork & Mindy ' 

Different Strokes 

Isolld Gold 
Hill Street Blues 

BJ & the Bear 

j Blacksheep Squadron 

' The Incredible Hulk 

The Rookies 

M.A.S.H. or AfterMASH 

Dukes of Hazzard 
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Three's Company 
Starsky A Hutch 
Dance Fever 
Eight Is Enough 
Battlestar Gallactica 
The A Team 
The Jeffersons 
Knight Rider 
First Camera 
Perry Mason 
Hardcastle & McCormick 

Lou Grant 
VEGAS 
Barney Miller 
All in the Family .. 
Benson 
(More) Real People '. 
Laverne & Shirley 
Beverly Hillbillies 
Love Boat 
Little House on the 
Prairie i. .. 
Happy Days . 
Meet the Press 
Alice 
Columbo 
Buck Rogers 
Hart to Hart 
Cheers 
The Flintstones _; 
I Love Lucy ' 
One Diay at a Time 
Soap 
Magnum P . I . • 
Emerald Point N.A.S. — 
Hotel — 
60 Minutes _ — 
Trapper John, M.D. „__ ' — 
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on* if "li? -yi V4i 3f, 
The Hjppet Show 

CHIPS 

The Jetsons(cartoon) 

As the World Turns 

Sanford k Son 
Bob Newhart 

Automan 

Gomer Pyla 

WKRP 

Chico & the Man 

Rhoda 

Mary Tyler Moore 

St. Elsewhere 

McCloud 

The Fugitive 

NOVA 
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APPENDIX C 

SURVEY (GREEK) 
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# . . ' , 

^# Lw'.u uiii";v .'..o i;4c«rc I'lpwj p\£1;c^c TijXe5paoT) xadc ;i£pu} — 

7 . 7a ujitr-t^ilvtiia n.-JOf̂ 'C,J;'.WIC ticTaur6ovTai pcTayXuTioti^va) —— v s i — — ©ŷ t 

C^pexc epuciu aYY *̂-**': Yia vo uapciwXcu^r'ucTC TTJV VK^OCCT)) —— vai ox i 

*). r o t e a;ic;>i>tctvtKa vpov^^.^^axa vapsixoXou^^-c mtptcafxcpoj (ovoiiaotc apfa :.' 

t f v o k &UVuT(5v) 

to* Yxcpiouv a^iCpixavLxu up3YP ;̂̂ ;ACta uou vapoxoXovOovactc cu^vu aXX£ MOJ 

6cv |iCTa6f6ovTai> « i a j — — vat —— toxt 

11 • / v va t , ovo^STC tc • 

tlt» liax^ Til Y '̂̂ l̂ n oaz l^t TISST) axpC^cia. xa. aiiCpLXav^xa npoYpUii^axa avT.,va— 

xXouv XDZ c t v a t o t H»n<A x a t s^s Ccuv ot o^cpixuvoti 

nc aSjjT) oKpT^eta - ^ — lie apxci^ oxpf^cta lic xavota a:'.pLpcia • 

xjt XCYH expCprta — — lie KC^SXOJ cxpfpctc —— 

xoXoucovaaTc 6zc.v iieTc^ Cdovxcv; (Gn^ictuatc) 

HPISYPI^H^ Ca^e T.cpCiLrv xdsic Kta fopa Ilox^ i) Acv |iCTa6u 

B6op^wa B6c4i^a xo (lifvo oxe6^v noci ^n^-a^ xoxr 

01 ArrsACi 

TOY ?ZA?^T • — 
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o isrTkz —' 

::ovi — 

1<» J'nS:*i'^'j\' ai-cp'.x^vt-As KpoYP*^r-̂ x.̂  uou sapaxoXovdcCxe ,xou tcsi (iptoxovxat 

oxQv î apa::ttVb) xaxaXsYO; rfci • • • oxt 

15* Av vai cjo^doxc xa 

1 6 . r.apa«-î iL.< p.oCjHCxat ist-^g, xaxdXoYOc c&t«£xbv» ^).a\£Cxe 10 c:i£«exa «ou c e -

ptypa^ouv xixX-jxepa xou{ a^eptw^vouc xat xcxaxa^xc xa an6 xo 1 w( xo 10* 

1K6 XO 1 xa vto ii£pkvpu9Lxa ( auxa xou xouc &cpLYPu90uv xeXuxcpa) w: xo 

tCtxJ^tY^xcpc «cptYPe?t-.'.i 

KinesTiKor — ' — 

•lAOAOiOi: li -

AMSOriKOE 

LjLAAIT3CTI£0r — 

leAHTiKor 

•UITlEKiaJOr 

UTEIEr 

CtAHPOI ' 

AnoTE/j:n!ATiKor — 

HHTOr 

flMOI '— 

Ili.P0P:3TI50E "*~ 

ATailETHI 

IPTITIIOE 

iriimoE • 

KAAOE,BTrZlIIKOE """ 

fBKIBAHE ' 

KETOZ ETOYE OHOrEITSxAlLOTE ABDICTE - ""^ 

TAIETHE 

II0T£IXI0E(6T)t^toupYet »u)uotKn) 
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T; ArT7?;i.:*i:'.u r . z j L 

T . r r " 1 • • - r ' *'\ ^ ^ — . — •- •• 

• • • A * 4 . » « . . * » . . * ^ ^ ^ ^ - ^ - ^ ^ ^ ^ ^ ^ ^ . ^ R ^ k M . ^ ^ . ^ i ^ . ^ . ^ . M ^ a ^ B ^ M ^ B ^ ^ . H M . M ^ ^ > ^ 

PT jilJD fil- -.L'̂ S? _ _ I • 

iLicj:sK2_r .-VJAa.-t:::- — 

THF. i:-;Cr.JDI3L.!? sTJLi: _ _ 
01 ?C7ZII _ 
R . A . E . . " — — 

01 m o r i E • — ^ • 

ATIUETSLl -

TS22zi COnPAIIf • . 

rTAPEI'.T KAl ZATE — ^ 

DAITCB ?BV-B ' — -

EOHt: IS «::;0Tj5-£ 

FKAAAAKTISIA • • 

TOs A TEA:: 

TH3 jiyrsE3o:;s , • 

kEIOHT 21D£H • 

yiBST CAISRA ' 

•PBRRT KASOS ^ 

ajiDCAsrLZ A : X EC COSIUCZ • r 

AOT IXPAI.'T • — — 

AAE BSrZAE _ — « ' — 

KlkTSrSZ rOAAZ? — 
ALL ZH TEZ rAHZLT 

BXV90T7 

(tKCBS)E£A:. K30IU 

XIPAZr KAI AABSPir 

K!V£BLT III^3I1^1£3 

TO HAUIC 7H£ ATAIQC: 

« • fUEPO xniTi CTO 

AIBAAI 



.•"--r T.ic ?.t.:; 

ALT 02 

KO/.O'no 

X A : ? : Al it?? 

•:K : :ris 

TH2'XLI1IT3?J:.J:? 

B A07ZT 

Q C DAT AT A ?i:2 

SOAP 

»!An3ion • 

SIERALD POirr F.A.S. 

B07EX 

60 nnuTBs 

TRAPPZB JOHIf » i r .D . 

KAlinZT £O0T 

CHIPS 

TEE JETSOrS (CAHTOOB) 

AS TEZ VOBLD TUH:IS 

SAI7F0BD ASH SOU 

BOB VEVEA£7 

AUrOIIAK 

OO:TER FTLS 

VE2P 

CHICO AID ToS HAli 

poiri'A 

IUL3T TTLSE 11C0B5 

ST.ELS2VEZH2 

nC CLOUS 

LLLLLLL 
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I..'.'. Aroi,Vi...y^i:GZ 

A'^JAH:. 

e n b-r.'.OE, Tt\:': AE: i.i.'or 

sni!:o;:oE 

ripy.uTiKOE ^ ^ 

HETXOE , „ _ 

AHSXHE 

>iE BniET:r:o::rAO ITTAAO 

BTAlESHTOr 

AJzeuzuT.or. « . . . 

rYiiAiicnruTrroz 

tyeTE ,Ei Ai::?i!rHE 

zz7sn:^jif.o?. 

AATPHE THE lUPAAOEHE 

ITaJTP^i^xc p<<c %6otjtst xpovwv cfoxcs—"——-

iU» Av rnTs^vcxc a axf^a oxoXeTo oc mota xoCn c f o x t n - - • —» 

1 9 . jiCait oY^pt—— ^ xopfxut. i. 

20*- £x£i:xcbTr 6 T \ fto cxtax(.(^»{^irxt. x i v o i a ^XXrj x'Vo (̂ xo 

lldXXov; jCvouoc- —^ fc;JC—— »iixXov ^x^ ^1^——-

2 % AV vat cotu X<^ai • . • 

22* riotot UV.6 xi)v OLxoY^vct^ ouv xrjv ov^xtipcL^. (xnv oti:OYfvc:.B}—-> 

2>. *rxctc txta'tcfdci %ox6 vrjv Aficptx^^ vat ^ i - — 

î »̂ Cax^ xr, Yv<̂ î ^ ouo xoto cu^ xa «poYPiSHr<av(̂  UUTOU XOV cpuTT}̂ j[XoX5vto-j 

evctxuvfCei xaX>'.cpu xr-v Aiicptx^ xat xouj p^vcptxavs^*' • — -

EcC t:vjcftptoxci;pi^:oXi; Y^O TI) po'r-ete out 




