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Introduction

We don’t think about real influence of mass media communi-
cation very often. But we let the television in the centre of our
households, it takes away a lot of time. It is an extension of cog-
nition and entertainment. On the other hand television can more
or less (un)critically form our thinking, personality. There is a rec-
iprocal impact of media reality to reality of real world.

1. The typologies of TV viewers

The types of TV viewers are derived from two access method-
ologies: quantitative (for example cultivation theory) and qualita-
tive (for example theory of selective exposure).

G. Gerbner and his colleagues [1] distinguish TV viewers with
quantitative high level of TV viewing (heavy viewers) a TV viewers
with quantitative low level of TV viewing (low viewers). J. R.
Dominick [1] describes 7 hours a day of TV viewing in average
household, 3 hours for each person a day. S. M. Livingstone [7]
indicates that children view television about 19 hours a week. J. M.
Innes a H. Zeitz [2] speak about 0–9 hours a week for low viewers,
10–19 hours a week for average viewers and more than 20 hours
a week for heavy viewers.

A. Nociar [11] describes 39.7% of adolescent respondents view
television or video from 1 to 2 hours a day, 42.0% from 3 to 4
hours and 12.0% 5 hours a day and more. But M. Mikuláštík [10]
says Czech children view television from 6 to 8 hours a day. Of
course, there is an increase of TV viewing during weekend. S. A.
Lowery a M. L. De Fleur [8] think TV viewing is from 0.5 to 1 hour
a day longer during weekend. We suppose [4] heavy TV viewers
view television more than 27 hours a week (4 and more hours
a day), low viewers view television 14 and less hours a week (2 and
less hours a day).

We can suppose activity or passivity of TV viewers. Theory of
selective exposure confirms Festinger’s theory of cognitive disso-
nance. TV viewers try to keep clear of information in conflict with
older one. F. Biocca in Littlejohn [6] discusses five characteristics
of the active audience:
1. selectivity – active audiences are considered to be selective in

the media they choose to use;
2. utilitarianism – active audiences are said to use media to meet

particular needs and goals;
3. intentionality – implies the purposeful use of media content;
4. involvement or effort – audiences are actively attending, think-

ing about and using the media;
5. belief to be impervious to influence.

2. The A-D typology of TV viewers

We combined quantitative Gerbner’s cultivation theory [3]
and qualitative Biocca’s theory [6] of selective exposure and we
obtained A–D types of TV viewers, Schema 1.

Schema 1: A–D types of TV viewers
A – TYPE: low and active TV viewers 

B – TYPE: heavy and active TV viewers
C – TYPE: low and passive TV viewers

D – TYPE: heavy and passive TV viewers
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3. Research of the A-D typology of TV viewers

We tried to verify the approach of original typology of A–D
types of TV viewers and differentiation of TV viewers by capacity
of viewing or their activity/passive. The research analysed the
types of TV viewers in relation to preferred programme structure
specifications. 

Sample. We realized individual consultations with 4 psychol-
ogists. Then we realized the pre-research with 15 university students
of social work. The main research includes 595 adolescent respon-
dents, 237 boys (39.8%) and 358 girls (60.2%). Respondents were
from all kinds of secondary schools. We realized administration of
the research battery with psychologists from pedagogical-psycho-
logical offices (Kysucké Nové Mesto, Banská Bystrica, Košice, Žilina
and Zlaté Moravce). 

Method. The research battery consisted of the Questionnaire
of relation to television and television programme. The Question-
naire of relation to television includes:
● time of using (newspapers and magazines, radio, television, video

and internet) and preferred programme structure;
● preference of violence programmes;
● activity;
● dependence on television.

Administration was realized during the same three days. Respon-
dents marked TV programmes of the same previous week.

Results. We documented the dominance of television and
radio in cares of respondents. The respondents viewed television
3.3 hours a day during weekend and 2.6 hours a day from Monday
to Friday; mean: 2.8 hours a day. Adolescent girls viewed televi-
sion more than adolescent boys (only tendency), Table 1.

Differences between adolescent boys and girls Table 1 
depending on mass media used

The results describe that adolescent girls read newspapers and
magazines (p�.006) statistically more than adolescent boys. On
the other hand adolescent boys view television and video statisti-
cally more than adolescent girls (p�.003).

The respondents preferred films (mostly action), entertainment
programmes and serials, Table 2.

Adolescent boys prefer programmes with cognitive character
including reports and publicism, documents, but action films, sci-
fi and sport, too. Adolescent girls prefer serials and fairy-tales,
Table 3.

Programme structure preferences Table 2 

The differences between boys and girls in depend Table 3 
on preferred programme structure

We divide respondents into A–D types of TV viewers. Graph
1 describes occurrence of the TV viewers types.

Graph 1 The A-D types of TV viewers; n=595

Difference of TV programme types dependent Table 4 
on intensity of TV viewing
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We supposed that there is a statistical difference between
intensity of TV viewing and activity of TV viewers dependent on
programme preference, Table 4 and Table 5.

Difference of TV programme types dependent Table 5 
on intensity of activity

We supposed statistical difference between A–D types of TV
viewers and programme preference. The results confirm statistical
difference among several types of TV programmes, Table 6.

The research confirmed possibility of utilization of A–D TV
viewers typology. It confirmed practical possibility of utilization
of Gerbne’s cultivation theory and selective exposure theory
(activity of TV viewers). 

TV viewers with higher intensity of TV viewing prefer pro-
grammes with entertainment character - films including sci-fi,
serials including soap operas, fairy-tales and entertainment pro-
grammes. Active TV viewers prefer programmes with cognitive
and with entertainment character - reports and publicism, docu-
mentaries, films and serials and entertainment programmes. 

Conclusion

We describe the main characteristics of A–D types of TV
viewers:

A-type of TV viewer (active + low TV viewers; 32% of respon-
dents). 

Active looking for new information and experiences is not
orientated only to media reality of television. A-type of TV viewer
is able to obtain more complex information from reality of the real
world. He can supplement them from other information sources
(for example newspapers, radio or internet). He is able to keep and
improve the quality of real interpersonal relationships. TV viewers
of A-type and B-type view more TV programmes of cognitive char-
acter including reports and publicism, documentaries than TV
viewers of C-type and D-type.

B-type of TV viewer (active + heavy TV viewers; 26% of respon-
dents). 

TV viewers of B-type and TV viewers of A-type prefer TV pro-
grammes of cognitive character including reports and publicism,

documentaries than TV viewers of C-type and D-type. On the other
hand they view programmes of entertainment character, especially
action films more than TV viewers of other A–D types. They prefer
serials including soap operas and fairy-tales, too. We understand
their preference of programme of cognitive and entertainment
character as ambiguous.

C-type of TV viewer (passive + low TV viewers; 27% of respon-
dents). 

TV viewers of C-type and TV viewers of D-type view less pro-
grammes of cognitive character including reports and publicism,
documentaries than TV viewers of A-type and TV viewers of B-
type. TV viewers of C-type view serials including soap operas less
than TV viewers of B-type and D-type. They do not prefer films,
either. 

D-type of TV viewer (passive + heavy TV viewers; 15% of respon-
dents). 

TV viewers of D-type cannot be oriented in flood of informa-
tion and utilize it. TV viewers of D-type don’t prefer (like TV
viewers of C-type) TV programmes of cognitive character. They
prefer (like TV viewers of B-type) serials including soap operas.

We emphasize prevention to frequent and passive TV viewing,
prevention to dependence on television (or excessive television
viewing) and finally prevention to uncritical watching the televi-
sion (Kotrč, 2005). It’s effectiveness depends on parallel effort of
parents, school, and mass media.
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