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Introduction

On average, adolescents spend almost 25 hours a week watching television. The time school-age
children spend with television equals or exceeds the time spent in school and doing homework.
Television is now a common and constant learning environment. Despite this, rarely do educators
teach young people how to understand television...how it works...and how it influences our lives.
Indeed, adolescents’ views of possible roles may now come through television.

Given the influence of television in the home, should teachers use it as an aid in the classroom?
What are the incentives for using television—the gains, the losses? How does a teacher justify the
use of television in the classroom to parents who are concerned about the many hours their
children are already spending in front of the set at home? Do children merely think that television
in the classroom means a time for fun and games?

TV as a Teaching Tool

It is possible to harness the potential of television, using the combined partnership of teachers and
TV professionals working together in the schools, to teach young people to become intelligent,
critical consumers of television. Some curricula have been developed and implemented in schools
throughout the country to enable students to learn how to analyze television and other media that
influence and pervade their lives.

Tuning Up Student Skills

The skills that students learn in this particular course can be generalized to other areas such as
language arts, social studies, economics, art and music. Students will learn how to:

= Analyze material

= Interpret messages (direct and hidden)

= Note details

= Understand sequencing

= Integrate aural and visual elements

= l|dentify fact, opinion

= Identify emotional appeals, reactions and motives
= Draw inferences, predictions, and conclusions

These critical thinking skills will also encompass (through the classroom exercises and homework)
the mechanics of writing—use of proper grammar, spelling, use of dictionaries, and of course the
ability to read with emphasis on comprehension and interpretation.

Lesson Objectives

= To raise students’ awareness of their television viewing habits
= To be able to identify the different formats of programs and basic scheduling strategies

= To develop an understanding of how many different people are involved in a television
production and the potential for career choices

=  To understand the conventions and formal features of TV

= To be able to differentiate between the different elements of fantasy and reality



= To learn to recognize various effects and how they are used to distort reality or arouse
excitement, suspense and interest

= To develop an understanding of why there are commercial advertisements on TV

= To help students identify some of the different styles and forms of advertising and to adopt
a critical approach to analyzing and even appreciating commercials

= To examine the strengths and limitations of television news casting and news formats

= To explore the implications of freedom of the press, comparing TV news with radio news,
newspapers and news magazines

=  To examine other kinds of information we obtain from TV
= To develop the ability to identify stereotypes used on TV

= To understand that TV influences our feelings about and knowledge of ourselves and or
relationships with others

= To develop the ability to identify subtle, as well as obvious, characteristics of TV characters
and messages

= To help students recognize the distortions and risks of imitation produced by TV’s
portrayals of violence

= To understand how television may influence our social customs and attitudes, confront the
possible anti-social values portrayed on TV, and assist students in thinking through some
of their own ethical values in comparison with those presented on TV

= To give students some understanding about how TV conveys both positive and negative
messages about such issues as nutrition, alcohol consumption, cigarette smoking and
STls/HIV

= To explore how TV can be useful in promoting information about the environment

Teaching Partners

An important element in utilization of this kit is the partnership between the schools and the local
television stations. Personnel will be helpful throughout the implementation of the lessons by
presenting videos relating to the subject matter; offering teacher workshops; addressing the
students in areas of their expertise; permitting visits to a TV studio if feasible; demonstrating
various camera techniques, and if possible, encouraging student productions. The local media
personnel will be a valuable resource for teachers in helping to make this curriculum lively and
meaningful.

Do it Your Way

A word about format: this booklet is designed so that it will truly be a workbook. Feel free to
reproduce any pages that will assist your students in better comprehending each lesson. Add your
own notes; any articles you may find that will be of use to you; any references to our suggested list;
and any comments that may be used in possible updates or revisions of this kit. As far as
“‘Homework” is concerned, we offer a list of ideas following each lesson. Your students have a
choice from these. You may want to suggest other assignments as well. We regard you, the
teacher, as the most valuable component of this program.
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A Final Word

The potential for integrating visual and written material offers an exciting opportunity to enhance
reading depth by using the powerful attraction of television to motivate students. Today’s youth are
more media savvy than ever before. The challenge for teachers is to adapt to a youth culture that
increasingly develops its consciousness in the form of media texts. They can do so by guiding them
into a more active exploration of a combination of media. They can explore the tremendous riches
to be gained from reading and applying one’s own imagery to the content, rather than accepting the
packaged fantasy on the screen. Perhaps with an interactive orientation to television, we can find
a deeper form of human literacy.

Dorothy G. Singer, Ed.D.

Jerome L. Singer, Ph.D.

Yale University

Family Television Research and Consultation Center
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Chapter 1 What You Watch and Why

In addition to raising participants’ awareness of their viewing habits, this lesson is designed to
introduce ratings systems, programming blocks, and TV formats. Statistics on how many hours
teens watch TV are also introduced and discussed.

Objectives

= To raise students’ awareness of their television viewing habits
= To be able to identify the different formats of programs and basic scheduling strategies

Resource Materials

= TV Diary Form
= TV Formats List
=  Homework

Background Information

This lesson should help raise your students’ awareness concerning their television viewing habits.
According the AC Nielsen Co., children aged 12-17 watch an average of 23 hours of TV every
week. It would be useful for the class to keep a record or diary of the programs viewed during the
week and on weekends. Use the TV Diary Form included in this lesson for listing day and hour,
and how many hours viewed. You may also wish to distribute the Homework assignment, for
students to make the best use of their diaries. Ask your students to keep this diary before you
begin this TV curriculum. When the students bring their TV diaries to class, this will be a good
starting point for a discussion of the various formats on television.

Students should become familiar with the different kinds of programs on television. Samples of
these are listed on the TV Formats List handout. It is also important for students to understand
that cable channels, like magazines, are targeted to specific audiences. There are channels that
feature sports, news, weather, and health and lifestyle programs, just as there are magazines that
are aimed at particular groups of people.

Students should be aware of the main issues involved in scheduling on cable, as well as on major
networks. For example, the networks feature their news programs at three time slots: early
morning, early evening, and late at night, in order to reach the largest possible audience. Similarly,
soaps are presented in the afternoon when the female audience will be available. Saturday
morning, when there is no school, is the time for children’s programming. Programs that attract the
largest prime-time audiences are situation comedies, general drama, suspense/mystery drama,
and adventure and feature films. Exceptions are such special programs as the Olympics or news
programs during a crisis such as the Iraq War.

The networks and cable systems are concerned about reaching the largest possible audience
because advertising rates are based on audience rating. Audience viewing for both network and
cable is measured by various companies that provide continuing estimates of TV viewing. The
term Households Using Television (HUT) refers to the percentage of all television households in
the survey area with one or more sets in use during a specific time period. In the United States,
99% of households have at least one television set, and the number of TV sets in the average
household is 2.24. 56% of households pay for cable television.
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Ratings refer to the estimate of the size of a television audience relative to the total group sampled.
Ratings are expressed as a percentage. “Share” refers to the percent of households using
television that are tuned to a specific program in a specified area at a specified time. A share of
60% would be an extremely high figure. Many shows get cancelled if their ratings fall. Sometimes
competing programs that are shown at the same hour reduce the ratings of both.

Your students may have heard of the “Nielsen families.” “Family” means household; singles may
be families, or unrelated people in a household may be a family. The nation is divided into media
markets, and within each market computers provide a sample survey audience based on telephone
numbers. If chosen, you get a “people meter,” which is a small, digitally-activated box that
resembles a cable channel selector. Persons punch buttons to indicate what and when they are
watching. There are about 5,000 people-meter Nielsen families in the nation whose choices affect
the national ratings. In addition, four times a year, 200,000 Nielsen families fill out diaries of what
they watch. Local ratings are a result of information collected by diaries and household meters. No
household is monitored for more than five years.

Nielsen can also provide broadcasters information about age and sex of viewers. This information
is critical to advertisers in helping them determine where to place an ad. A detergent manufacturer
would want its ad placed within a program that drew large female audience. A shaving cream
manufacturer would want its ad placed within a program that attracted a large male audience.

In addition to A.C. Nielsen, which is the nation’s largest audience sampling company, Arbitron, the
American Research Bureau, is a local rating service that utilizes diaries, telephone surveys,
personal interviews, and electronic meters in selected markets. Like Nielsen, it also monitors
cable.

There have been criticisms raised about the accuracy of Nielsen and Arbitron ratings, especially in
diaries. The meters also do not pick up whether anyone is actually watching a particular program.
People may walk away from the set after they punch the button. Heat sensitive devices have been
suggested as a way of recording whether or not a person remains watching the screen. These are
not as widespread yet, but they may become the preferred mode in the future.

Procedures

1. Using the students’ diaries, you can list figures on the blackboard that yield information about
the per-day and per-week viewing habits of the entire class. You can also list the top choices of
programs viewed, and the class can determine into which format these programs fit.

2. The average American household spends 6 hours, 47 minutes per day viewing television.
Students need to know that research reports have found that children who are heavy viewers of
television (10 hours or more per week) have had lowered reading scores and have performed
less well on tests of creativity. Some studies have reported a relationship between heavy TV
viewing of action/adventure programs and aggression. Research also found that children who
watched programs that were violent and where African Americans were portrayed in negative
ways were much more prejudiced against African American children than those who did not
watch such programs. Obviously, television can affect our behavior, learning, and attitudes. On
the positive side, programs that were designed to offer teenagers valuable information about
alcohol, drugs, cultural differences, and interpersonal relationships have produced positive
changes in attitudes after students viewed such programs in the schools under controlled
conditions. Programs such as afternoon specials on the networks have been used in studies to
determine the effects of such carefully planned content.
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3. Ask students the following questions:
= How many hours of TV did you watch yesterday?
= Do you watch more TV on weekends?
= Are there particular programs you watch regularly?
= List these programs on the board. Which format do they fit?
=  Why do you watch these particular programs?
= Have you ever been influenced by program content? How?

= Do you ever discuss TV programs with your friends? With your parents? What programs
do your parents watch?

= Do you ever watch TV with your parents? Which programs?

= Do you ever use a guide to help select your programs?

= Do you rent movies? If so, which ones?
4. Find out if there are differences in number of hours viewed between males and females.
5. Compare types of programs viewed by males and females.

6. Ask: Do you think the Nielsen system is a good one? What are the weaknesses?

Glossary

Households Using Television (HUT) — The percentage of all television households in the survey
area with one or more sets in use during a specific time period.

Rating — The estimate of the size of a television audience relative to total group sampled,
expressed as a percentage.

Share — The percent of the households using television or persons using television which are tuned
to a specific program or station in a specific area at a specified time.
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