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Section 2 – Audience and Users 
This section is dedicated to exploring the expectations and 
consumption behaviors of potential audiences for the video content 
produced by the CoB and CATS. 

The goal is to document current expectations as well as explore which 
social trends are like to impact on future media consumption behavior 
in this space.  

This section reviews a selection of relevant academic work and 
pertinent journalism. It also evaluates audience/user feedback gathered 
through a dedicated survey administered specifically for this report.  

 

Video Services User Survey 
A survey was specifically created for this report in order to gather 
feedback from local consumers of PEG content. The full survey 
questionnaire, summary statistics as well as the complete set of 
unedited responses, including partial responses, are available in the 
appendix of this document.  

 

Background and Survey Process 
The “Video Services User Survey” was created in late February 2010 
with input and advice from representatives of the CoB, CATS and 
MCPL. The survey was administered electronically through 
www.surveymonkey.com between March 12th and April 5th 2010, using 
an account provided by the CoB. The survey was also available, upon 
request, in paper form. However, no paper copies were requested.  

The survey contained a combination of 50 multiple choice and open-
ended questions including demographic questions.  

 

Limitations of Method 
Due to time and budget constraints the survey did not use a 
randomized sample and is therefore statistically not predictive of 
the over all consumer population for PEG content in the Bloomington 
area. The survey was self-selecting and mainly promoted through the 
CoB Website (bloomington.in.gov) as well as the CATS website 
(catstv.net) and through the PEG channels operated by CATS. This 
therefore places obvious limitations on the predictive value of the 
survey results. The survey did not specifically exclude staff members of 
MCPL, CATS or the CoB.  

Thus this survey clearly uses nonprobabilistic sampling and confidence 
intervals are not specifically calculated for the relevant responses. In 
the context of a heavily biased sample this might otherwise give the 
impression of predictive power (of the findings) that cannot be justified.  

Nonetheless, it was deemed important to gather feedback from current 
users of local PEG services to enhance the insights for this report with 
input from the public. 

The results and summary statistics included in the appendix also 
contain partial/incomplete submissions by respondents that did not 
finish the survey. Since the goal was to gather as much feedback as 
possible these responses have been preserved. When results are 
analyzed against specific demographic characteristics, incomplete 
submissions are excluded from the analysis, since most demographic 
questions were mandatory and placed at the end of the survey. Thus 
some respondent counts for such “cross-tabbed” analysis may vary 
from those presented in the appendix.  

When cross-tabbed analysis is used this will be specifically stated in 
the text. Charts will generally have the number of responses “n” they 
are based on indicated as part of their description. For more detailed 
information on specific results please refer to the relevant survey 
question in the appendix.  
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Results and Findings
Out of the 200 respondents that started the survey 158 completed it,
resulting in a completion rate of 79%. The following paragraphs 
present some of the key findings. Please refer to the appendix for the 
complete set of responses.  

Demographics 
Out of the 158 participants to complete the survey 58% were female 
and 42% male.  

Ages were relatively evenly distributed within the respondent group as 
Figure 10 below demonstrates. Note that the range for 20-29 year olds 
has been broken down into two sub-categories.  

Table 5 provides the age distributions within the gender categories. 
The male portion of the respondent group appears to be biased 
towards younger age ranges whereas the female respondents are 
more strongly represented in the 50-64 age bracket.    

Table 5 Age Distr ibut ion by Gender 

 

Figure 10 Age Distr ibut ions of Survey Respondents (n=158) 

76% of all respondents had either a college or graduate degree (35% 
college, 41% graduate). For reference the “Educational Attainment” 
data for over 25 year olds (available here from the Census Bureau: 
http://www.census.gov/population/www/socdemo/educ-attn.html) 
suggests that nationally only 9% of the population hold a master’s 
degree or doctorate. 19% hold a bachelor’s degree (Based on the 
“Current Population Survey 2009”). This percentage for undergraduate 
degrees rises to 30% if associate’s and professional degrees are in 
included.  

Only 6.4% of respondents reported “some high school or a high school 
degree” as the highest level of completed education. 15% reported 
“some college”. The aforementioned Census Bureau data estimates 
that 31% of the US population has a high school degree by age 25 as 
the highest level of educational attainment (if “some high-school” were 
included this percentage would be even higher).  
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This appears to indicate that this survey unfortunately failed to reach or 
elicit a sufficient number of responses from this demographic and as 
such reflects mostly the input from a rather well educated, 
technologically savvy section of the community. Given the way the 
survey was promoted (online and on-air) further outreach activities to 
the less privileged parts of the Bloomington community by CATS and 
CoB may useful with a specific focus on uncovering and addressing 
any potential “digital divide” issues.  

Figure 11 provides the income distribution for the survey takers. The 
US Census Bureau reports the median household income for the State 
of Indiana as $47,898 for 2007/2008. 
(http://www.census.gov/hhes/www/income/statemedfaminc08.html) 

When “unreported” responses are discarded the up to $49,999 
bracket in this survey accounts for 54% of all responses.  

 

Figure 11 Income Distr ibut ions of Survey Respondents Who 
Reported Their Income Bracket (n=137) 

Table 6 generated from national income distribution data (based on the 
US Census CPS Table HINC-06 for 2008, 
http://www.census.gov/hhes/www/cpstables/032009/hhinc/new06_0
00.htm) shows for comparison the respective national income 
distribution matched to the ranges used by this survey.  
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Table 6 National Income Distr ibut ion Data 2008 (Source: US 
Census CPS Tables HINC-6, 2008) 

This suggests that the respondent population of the “Video Services 
User Survey” might be more middle-class than the national average 
but contains fewer high-earning households in the top bracket.  

Of those who responded to the question about citizenship 100% (of 
155) were American citizens.  

All 158 respondents listed English as a language spoken at home with 
4.4% also listing Spanish and one listing of Portuguese and Italian 
accounting for the 1.3% reported under “other”. 

78% of respondents reported living in Bloomington, 5% in Ellettsville, 
14% in other parts of Monroe county and 3% elsewhere (Brown and 
Owen County as well as Chicago were reported). 80% reported having 
lived in Monroe County for 5 years or more.  

Their World
Based on all responses most survey participants owned TVs, with 
46.5% already owning a high definition capable set (See  Figure 12).
HD-TV ownership did not appear to be gender dependent across the 
respondent pool with less than 2% difference between the two groups
as Table 7 indicates. 

Figure 12 TV Ownership Among Survey Respondents (n=200) 

Table 7 TV Ownership by Gender

This question, like the following question on computer ownership 
allowed for non-exclusive choices, which explains why the totals sum 
up to more than 100%. About 2/3rds of respondents also reported 
having some form of cable television service, with roughly 1/5th

reporting digital video recorder (DVR) ownership.  
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Only 20% of those who answered the relevant question (194 of 200) 
were receiving digital TV signals over airwaves. 14% of respondents 
had direct to home satellite service. 13% had IPTV based television 
services such as AT&T U-verse. 

CATS, the main PEG provider only telecasts its output through the 
local cable provider Comcast (with some limited carriage on AT&T U-
verse), whereas WTIU’s TIU-World has wider availability by also offering
digital terrestrial broadcasts in the Bloomington market.  

With this in mind, other responses were cross-tabbed against cable tv 
subscribers. Compared to their peers with cable TV service, non-cable 
customers were somewhat more attached to their Internet service. 
Only 15% would give up Internet services over TV services if they had 
to chose one, compared to 26% of cable customers willing to part with 
online access. Respondents with no cable TV service were also more 
likely to consume streamed PEG content online (45% vs. 27% with 
n=60 vs. n=114 respectively) during the year. 

Perhaps not surprisingly for a survey administered online, computer 
ownership was even higher than TV ownership in absolute numbers 
with laptops being the most popular type of computer (see Figure 13). 

Figure 13 Computer Ownership Among Survey Respondents
(n=200) 

Gender did not seem to influence the likely hood of laptop or desktop 
ownership in a significant way, whereas 18.2% of male respondents 
owned a Media PC vs. only 4.3% of females (see Table 8)  

Table 8 Computer Ownership by Gender 

Roughly a third of respondents had portable video playback device like 
a smart phone or video capable music player or both (the data implies 
about 14% own both, the question allowed for multiple choices). 
Almost half did not own either type of device (see Figure 14). 

 

Figure 14 Portable Video Playback Device Ownership (n=200) 

Similarly 88.5% percent of respondents reported having broadband 
Internet access at home vs. 8% with no Internet access. While this 
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combined with Figure 13 portrays the survey participants as technically 
well equipped and well connected, it is important to remember that this
may not be indicative of consumers of PEG content in general.  

Those with broadband access at home were asked to name their 
provider. Analyzing these responses shows that just over half use 
Comcast’s cable Internet service and a little over a quarter use AT&T 
as their provider (mostly ADSL with a small subgroup opting for the 
faster AT&T U-verse service). The local rural telecom provider Smithville 
is the third most named provider (roughly 10%). The remaining 
responses mostly account for independent service providers reselling 
products of the incumbent carriers and those served through IU in on-
campus housing.  

In keeping with the earlier observation of a technologically savvy 
respondent group 80% of those who answered (193 responses) 
professed to use some type of Internet video service. When asked to 
further elaborate on the type of services used 152 participants 
responded while 48 skipped the question.  

Among this respondent group streaming services such as “YouTube”
were most popular, IPTV offerings like “Hulu” and “Netflix Streaming”
came second, whereas “for pay” download services were used by just 
over half in the respondent group. Figure 15 below provides the 
percentage breakdowns for the non-exclusive answer choices.  

Figure 15 Internet Video Services, Usage by Type (n=152) 

189 respondents chose to answer the question “What sources do you 
use for Bloomington News?”. After allocating the coded responses 
from the “other” option (where most people mentioned specific 
websites or services such as Twitter), online sources emerge as the 
leading news source in the respondent group followed by print media 
and word of mouth.   

Figure 16 provides the percentage breakdown for the answers. 
Multiple choices were permitted.  

 

Figure 16 Sources for Bloomington News (n=189) 

The line between word of mouth and online may be somewhat blurred,
as often social networking sites provide a digital medium for word of 
mouth type exchanges. The data presentation does not specifically 
address this ambiguity. Social networking sites listed by respondents in 
the “other” section were charged to the online rather than word of 
mouth category for the chart in Figure 16. 

PEG Services, Use and Modes of Consumption 
The following charts show how respondents reported their PEG 
consumption behavior as well as what modes of consumption were 
used (e.g. online vs. cable telecast). 
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TIU World has the highest regular viewer base among the survey 
respondents, which may be a result of its wider availability over a range 
of platforms. The City and Library channels respectively are slightly 
more popular than the County and general public access channels. 
Overall the differences in terms of popularity between these four 
channels are relatively small as Figure 17 indicates. The one channel 
that was barely watched by the survey respondents (in comparison)
was SCOLA International.   

Figure 17 Consumption of PEG Content - Frequency (n=178) 

When broken down by gender (see Table 9) there appears to be a 
slight male bias in viewing preferences for the City and County 
government channels. Viewing preferences for the Library and 
educational content of Comcast Channel 3 seem to exhibit a female 
bias in the respondent population. 

The term “viewing preferences” in the context of Table 9 and Table 10
simply describes the aggregate of any reported consumption of a 
specific channel, be it “a few times a week” or “few times a year”, and 

is therefore a relatively coarse measure. A more detailed breakdown of 
viewing frequencies by gender can be found in the appendix under the 
section for “Cross Tabs” for the “Video Services User Survey”. 

 

Table 9 PEG Consumption by Gender 

The data presented in Table 10 also represents a condensed version 
of the detailed cross tab data for this survey question included in the 
appendix. To generate more meaningful sample sizes, “the level of 
education achieved” has been aggregated into three categories with 
the data from the comparatively small “other category” discarded. 

The bottom of each category contains the actual number of responses 
recorded. As these questions were not mandatory to complete, Table 
12 for example, displays different response counts for each category 
as some respondents chose to submit incomplete responses.   

Please note that as with all other statements made in this survey, the 
data displayed in these tables is only representative of the self selected 
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survey population and should not be taken as representative of the 
wider PEG audience in Bloomington.   

Table 10 PEG Consumption by Level of Education 

Not surprisingly Comcast was the most popular means of 
consumption for PEG content (see Figure 18). Yet both the Internet 
streaming service and online meeting archive offered by CATS showed 
detectable levels of (reported) use despite the relatively low level of 
publicity these services have received in the past. 

Figure 18 Method of PEG Consumption - Frequency (n=178) 

While women represented the larger pool of consumers in absolute 
numbers (due to the female bias of the respondent population) men 
seem to be over all more likely to consume PEG content at least a few 
times a year through the various available methods (cablecast, online, 
IPTV). 

 

Table 11 Method of Consumption by Gender 
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Table 12 Method of Consumption by Level of Education 

Based on the self reported data from the survey higher levels of 
education seem to also increase the likelihood of PEG consumption 
through most modes, with the notable exception of IPTV. 

Figure 19 and Figure 20 display the reported frequency with which the 
respondents to the survey reported watching specific City and County 
originated content / meetings.  

Due to the non-predictive nature of these responses in statistical 
terms, the results reported should not be seen as a vote of popularity 
by the wider PEG user community but merely a reflection of the 
specific interests represented within the particular respondent group of 
this survey. 

 

 

Figure 19 Consumption of City Content - Frequency (n=174) 

 

Figure 20 Consumption of County Content - Frequency (n=173) 

Figure 21 in conjunction with the expanded feedback received to 
open-ended questions seems to suggest that at least within the 
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respondent group of this survey, the Bloomington YouTube channel 
could benefit from measures that would raise its profile. A number of 
open-ended responses expressed surprise at its existence. 

“I did not know we had a youtube channel! I might start checking that 
out.” (A survey respondent for question 25) 

“More promotion. I didn't know the city even had a youtube page or 
streaming video on its website. Can't really evaluate it until I've seen it.”
(A survey respondent for question 26)

Figure 21 Onl ine PEG Options - Frequency of Use (n=173) 

The latter ties into a larger re-occurring theme of an awareness deficit 
among the respondent population about the full range of services 
offered as part of the PEG activities in the Bloomington market. This 
issue will be discussed in more detail further below. 

Better Use of Internet Video 
Question 26 specifically asked what the CoB could do to take better 
advantage of Internet video. The responses were coded into the three 
categories presented in Figure 22. 55% of all respondents felt that 
awareness-building activities were most important. 

“Better advertising -- I did not know about the Bloomington youtube 
channel.” (A survey respondent for question 26) 

“Publicize more.” (A survey respondent for question 26) 

“Increase the profile of these services.  Didn't know they existed.” (A 
survey respondent for question 26)

 

Figure 22 Suggest ions for Better Use of Internet Video / Quest ion 
26, Coded Responses (n=50) 

Other responses focused on usability related issues.  

“better interface” (A survey respondent for question 26) 

“Provide content that is of interest, allow for indexing so that viewers 
can find parts of content they want to watch. Higher quality.” (A survey 
respondent for question 26) 
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A range of responses was grouped under the category of service 
suggestions. While some respondents asked for the introduction of 
physical services such as fiber optic network access most focused on 
either specific ideas for new content/programs or the expansion of 
online services offered to facilitate access to PEG resources.  

“Multiple topical video podcast series offered through iTunes.  Weekly 
5-10 minute shows on arts, public works, policy, parks, etc.” (A survey 
respondent for question 26) 

“Twitter feed publishing links to new videos as they are posted.  RSS 
news feeds with videos posted in feeds.” (A survey respondent for 
question 26) 

A lot of the suggestions for extra online services, such as the one in the 
latter quote displayed above, seemed to lean towards making 
information about PEG content and its availability accessible in a more 
convenient way. Combined with the requests for user experience 
improvements and the general call to raise awareness this seems to 
indicate that even a technologically savvy respondent group is 
struggling to fully utilize existing PEG services in the online domain
effectively. These findings give additional support to the proposed 
improvements in terms of promotion and accessibility of online PEG 
content set forth in sections 1 and 4 of this report.   

Attitudes and User Satisfaction 
Overall the respondent group expressed high levels of satisfaction with 
the content on the various PEG channels, with TIU World and Ch12 
(City Government Meetings) scoring the highest average rating. SCOLA 
International scored the lowest. The average scores for each channel 
derived from a 5-point scale are displayed in Figure 23 below.  

When satisfaction ratings are computed as a percentage of those who 
are either very satisfied or satisfied with the content the differences 
between the various channels become more pronounced. In this type 
of analysis often used to gauge sentiment in commercial market 
research, based on the assumption that only avid supporters are true 
supporters, SCOLA falls far behind the other channels as Table 13
demonstrates.  The table breaks down observations based on 

supporters and strong supporters versus those that are very 
dissatisfied, dissatisfied or indifferent. The top 3 values are highlighted. 
Notably the number of (very) dissatisfied respondents is generally low 
for all channels. 

 

Table 13 Content Sat isfact ions for PEG Channels by Strength of 
Support (n=159) 

The potentially more controversial content of the general public access 
channel manages to keep up reasonably well in terms of support levels 
with the government and library channel, even in this type of analysis. 

 

Figure 23 Average User Sat isfact ion with Content on PEG 
Channels based on 5-Point Scale (n=159) 
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These findings seem to align with the earlier observation that this 
respondent group does not display a particularly high level of 
consumption of SCOLA content.  

However, a direct causal link between satisfaction and level of 
consumption cannot be established reliably due to the nature of the 
survey, neither are these findings indicative of viewer sentiment in the 
Bloomington market as a whole. 

As per Figure 24 survey respondents ranked the constitutional 
protection of free speech on public access TV as highly valuable with 
an average score of 4.39. This was the highest observed score of any 
sentiment question using a 5-point scale in this survey. Neutral and 
comprehensive reporting on government meetings also ranked highly 
with 4.0. International news ranked lowest with 3.17 in line with earlier 
observations regarding SCOLA.  

Figure 24 Value of PEG Mission (n=163) 

CATS and its importance to the future of the Bloomington community 
achieved a score of 4.03. However, out of all sentiment questions it 
had the lowest response rate of only 57.5% (n=115), other 5-point
scale questions before and after achieved response counts of 155 to 
163 replies.  

When asked about the their preferred method for receiving PEG
content in the future Internet streaming and cable TV ranked highest 

with respondents least enthusiastic about mobile/cell phone based 
delivery. For “on demand” content respondents ranked online access 
to the historic archive of PEG content reaching back to the 1970s the
highest.  

When participants were polled about what types of programming 
should be added to the PEG channel lineup, 28 responses containing 
37 suggestions were submitted. Coverage of local events (24%) and 
local news (22%) were most frequently mentioned followed by arts 
coverage (16%). The remaining suggestions covered a wide array of 
topics from religious programming to animal behavior.  

Figure 25 Reason for Potent ia l ly Increased Consumption of CATS 
Content - Avai labi l i ty Onl ine (n=156) 

According to Figure 25 just over half of the respondents claimed they 
would watch more CATS programming if it were all available on the 
Internet, yet only 15% rated HD (high definition) content as a reason for 
increasing their PEG consumption (see Figure 26). 
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Figure 26 Reason for Potent ia l ly Increase Consumption of CATS 
Content - Avai labi l i ty in High Defin it ion (n=153)

Opposition to a rental fee for a digital converter to receive the output of 
CATS was very strong with 82% unwilling to pay such a fee (see  
Figure 27). 

Figure 27 Wil l ingness to Pay Rental Fee for Digita l Converter
(n=155) 

As Table 14 demonstrates this rejection cuts across all income
brackets. It might thus be as much an expression of ideological belief
as of economical interest. It should be noted that the survey did not 
specify “how much” the additional rental fee for such a converter would 
be.  

Table 14 Opposit ion to Digita l  Converter Rental by Income 
Bracket 
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42 respondents offered further thoughts regarding video services in 
Bloomington with a large number praising or expressing gratitude for 
the availability of PEG content. Some were concerned about the fact 
that most PEG content was tied to Comcast Cable and were asking for 
CATS’s channels to be made available on other delivery platforms like 
satellite or digital terrestrial services.  

Feedback covered requests to continue the existing services and other
issues such as support for the Google’s fiber optic pilot, improved 
awareness and program ideas. The remaining feedback covered 
specific complaints such as the incomplete carriage of PEG content on 
AT&T’s U-verse service or the lack of electronic program guide 
information for PEG channels on Comcast. 

“I pay PEG fees to ATT and cannot receive Monroe County 
Programing.  I am not happy with this arrangement.  I have contacted 
ATT without any progress.”  (A survey respondent for question 42) 

“I wish that the library would make comcast list the programs on the tv 
schedule. It would make it easier to record coounty and city meetings 
using the comcast dvr.”  (A survey respondent for question 42) 

Figure 28 provides the percentages for each type of feedback provided 
by respondents to question 42. Off-topic responses and replies such 
as “none” or “don’t know” where discarded from this analysis. The 
complete list of unedited responses is in included with the full survey 
results in the appendix.  

 

F igure 28 Further Feedback by Type on Video Services in 
Bloomington (n=47*)  

*Some of the 42 respondents raised multiple issues in their responses. 

PEG Production  
Awareness of the free access to production facilities and relevant 
training for public TV productions provided by CATS was 63% in the 
respondent group for this survey (158 responses). 

While 50% of respondents had at least produced a home video for 
themselves or friends only 25% had produced content for the web. 
15% had created a public access program at least once (see Figure 
29).  
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Figure 29 Content Production Habits of Respondents (n=152) 

When asked about their future plans 49% said they were either very 
likely or somewhat likely to produce a home video, 35% expressed this 
sentiment for online video and 25% for public access programming 
respectively.  

Figure 30, based on survey question 39, thus seems to indicate the 
existence of some untapped potential in the respondent population.
The share of those with some aspirations to be involved in future public 
access productions exceeds the number of existing (past) producers.  

 

Figure 30 Future Plans to Produce Content (n=150) 

When asked to elaborate on their reasons for their answer choice to 
question 39 (Future video production plans), 1/3 of respondents (n=50) 
offered an explanation. 50% cited lack of interest (or said they did not 
know why), 27% blamed lack of time, while 12% offered more or less 
concrete program ideas they might consider working on. 

Further Considerations 
It has been pointed out throughout the presentation of this survey that 
the sample it is based on is not necessarily representative of the actual 
PEG audience composition in Bloomington.  

Thus interpreting these results within the context of this report requires 
a high degree of caution. However, from a perspective of individual
digital capabilities this participant group may well provide a glimpse at 
the future of the general population. The survey respondents over all 
were computerized and connected to the Net at broadband speeds.  

Despite the relatively low level of promotion for Internet based PEG 
content there was measurable use / consumption already present 
within the respondent group. However, if intentions stated in the open 
ended questions of the survey were truthful, then this online 
consumption should increase further after this survey, as many 
participants were previously unaware of the full range of PEG content 
available online.  

As the more Internet-connected generations age, slowly displacing 
those without deep immergence in the “digital lifestyle”, online access 
to recordings of government meetings dramatically increases in 
relevance. The philosophical and empirical arguments for transparency 
are compelling (see (Holzner and Holzner 2006) for a detailed 
discussion on the subject) and online access to impartial and complete
records of government meetings thus provides a powerful tool to 
facilitate it. Transparency through access to these sources may yet 
emerge as one of the most powerful justifications for sustaining a PEG 
service (See “Video Services User Survey”, questions 28 and 29 or 
Figure 24 for supporting evidence).  

Online access to government content frees this kind of transparency 
from the confines of a specific media ecosystems tied to particular
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providers such as Comcast. It opens up the content to a much 
broader audience.  It also enhances the usability of such content by 
removing the “by appointment” nature of broadcasts/telecasts and 
replacing it with on-demand consumption, to suit individual lifestyles. 
Both factors will reduce the barriers to access and engagement and 
thus strengthen transparency through broader citizen engagement – 
theoretically.  

The risk of inadvertently creating a new kind of digital divide in the local 
community is substantial.  

If even the well-connected PEG enthusiasts who decided to take part 
in this survey lack full awareness of the current online services an 
expansion or shift to a more comprehensive offering in the future may 
fail to reach and thus exclude sections of Bloomington’s society from 
this process. Older generations and those at the bottom end of the 
socio-economical spectrum may both experience the online expansion 
as an erection of new barriers to access.  

Obviously citizen participation cannot be mandated but only 
encouraged. Thus lack of interest by individual citizens not 
withstanding, MCPL, CATS and CoB should co-ordinate their efforts to 
increase (teach) “digital literacy” among these demographics and 
promote opportunities for access to online content for those that 
cannot afford or do not understand the required technology (yet).  

As the biased makeup of the self-selected respondent sample for this 
survey seems to demonstrate, promoting such efforts must go beyond 
electronic media channels to be effective at reaching these “off-line” 
demographics.  It may require onsite activities at MCPL, mailing 
campaigns (potentially through City Utility Bills) and the involvement of 
local schools.  

The quantitative analysis of the paragraphs above has inevitably 
abstracted away some of the qualitative nuances contained in the 
open ended responses. Interested parties will find the unedited 
responses, particularly to questions 26, 39, and 42, in the appendix a 
fascinating collection of opinions well worth reading.  

Conclusion 
Self-selection, especially when as in the case of this survey no 
particular incentive/reward for completing the questionnaire is offered, 
is likely to attract a very polarized group of contributors. Those that are 
highly in favor or enthusiastic about the service and those that harbor 
strong resentment or genuine complaints are assumed to be generally 
more motivated to complete such a survey (for more information on 
coverage issues in self-selecting surveys see: (Yeong-Hyeon and 
Fesenmaier 2004), and (Couper 2000)). 

The number of complaints voiced in this survey was very low. Most of 
which were about secondary issues such as availability (or lack thereof) 
of content or program guide information. The actual content itself 
however was not attacked. The level of praise expressed for CATS’s 
work was notable. This suggests that survey participants were largely 
enthusiastic about PEG activities.  

Despite the rising importance of Internet technologies, Cable TV, the 
medium it owes its existence and funding to, is still the dominant 
delivery platform for PEG content among the survey participants. Yet 
the desire for expanding access to PEG content beyond the closed 
ecosystem of cable television has been a re-occurring concern voiced 
in many survey responses. Some consider online access as an 
extension or substitute for cable TV coverage yet most value the 
customization and more seamless flow of information this non-linear 
delivery platform affords. 

Against this backdrop the awareness issues raised by a substantial 
group of respondents about online activities weigh even heavier. 
Enthusiasts commonly would be expected to display higher levels of 
awareness of the full range of PEG activities, compared to the general 
public, yet this does not always appear to be the case as the survey 
results seem to suggest.   

When interpreting the suggestions for improvement, it appears that 
survey participants are struggling to use the current online services 
effectively. Usability issues, information flow issues, such as automated 
notification of new content, and simple lack of awareness all play their 
part.  
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These wider human factor issues are most suitable for generalization 
as they are not dependent on the personal interests of the respondent 
group. A site that is hard to use and does not delivery convenient 
access to information/updates will experience similar, if not worse, 
issues when used by the a wider more diverse audience. Thus future 
improvements in these areas, from better web design to RSS feeds, 
are most likely to yield tangible benefits.   

Delivery to mobile devices did not seem a priority for this respondent 
group and may relate to the dominant long-form nature of most 
material available online today such as government meetings. Against 
the backdrop of this rejection by an enthusiast group the argument for 
standards compliant websites, as a no-cost extension to mobile 
delivery, in preference over dedicated purpose built smart phone 
applications, is strong.  

SCOLA International ranked as the least popular and least watched 
PEG channel among the survey participants. As emphasized previously 
this may not be a generalizable sentiment for the Bloomington market. 
For the same reasons new program suggestions such as an increase 
in local news or event coverage or additional arts programming should 
not be taken as a general audience vote. What this diversity of 
requests suggests is that a properly constructed short survey on the 
subject, using random sampling, might yield valuable insights for 
developing additional PEG services.  

The suggestions provided by the respondent group in this survey seem 
to reflect the taste of a well-educated middle class constituent. While 
some bias towards higher levels of education seem plausible in a 
university town such as Bloomington the divergence from the national 
average is significant in this case.  

Approximately 75% of those that made program suggestions (n=24, 
arguably a very small sample) and 76% of all respondents (n=157) had 
a college or graduate degree vs. 37% for the national average based 
on “Educational Attainment” data for over 25 year olds (see Census 
Bureau: http://www.census.gov/population/www/socdemo/educ-
attn.html).  

If survey results were mistaken for a representative range of 
suggestions, this could crowd out alternative content relevant to 
broader audiences beyond this demographic. During survey 
development a proposal to include amateur cage fights as alternative 
content suggestions in the survey caused considerable consternation 
among parts of the advisory panel. Yet truly local material not covered 
by commercial media from sporting events such as high school 
basketball to a demolition derby or county fare all carry opportunity for 
audience expansion, possibly even syndication. Ultimately only a 
properly sampled survey will provide guidance on how to allocate 
production resources for this type of material most effectively. 

Of course another way to promote more diversity on PEG channels is 
by increasing the diversity and amount of direct contributions by the 
public. The survey suggests that even within its specific sample there is 
untapped potential. The concerns voiced by some “would be” 
contributors about lack of time might be addressed through 
encouraging shorter productions or intensive, group based, weekend 
workshops.      

While the rejection of digital converter rental fees seems to indicate a 
threat to the PEG audience numbers in the event of a forced migration 
of PEG channels to a digital tier, this issue might in fact be less 
threatening than survey responses suggest. Such a migration would 
most likely occur under a full decommissioning of remaining analogue 
infrastructure and thus affect all analogue cable channels to an equal 
extent. The issue thus becomes a customer retention problem for the 
provider Comcast rather than a viewer retention issue for PEG 
providers.  

PEG providers and the CoB have gained insights into the wishes and 
hopes of their most enthusiastic supporters, a group that, if tendered 
to with in reasons, can serve as evangelists for the service to the rest 
of Bloomington. The survey has also highlighted general human factors 
and awareness issues that transcend beyond demographic boundaries 
and warrant future attention. 
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This survey also offers a rough approximation of future changes in 
audience composition with regards to digital capabilities and may serve 
as an additional source of input to general Internet Video strategies. 

However the most fundamental insight, one the survey did not overtly 
poll for, appears to be uncertainty about the level of audience 
engagement with PEG services beyond the well educated middle class 
of this community. This raises political and social questions that lie 
beyond the scope of this report; nevertheless it does create an 
opportunity for further research by others to benefit this community.    
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Brief Literature Review 
 

"Public engagement is at the heart of public access, and proponents 
see it as a place where a local community can gather to learn how to 
communicate and share ideas" 

Mike Rosen-Molina, December 17, 2008,  
http://www.pbs.org/mediashift/2008/12/public-access-tv-fights-for-
relevance-in-the-youtube-age352.html 

 

Introduction 
This literature review is adapted to the needs of this consulting report. 
Its aim is to capture current discourse and introduce further reading 
pertinent to issues surrounding PEG and public media transformation, 
audience engagement and management practice. 

It seems that much of the cutting edge discourse surrounding PEG 
and public media practice has migrated into the un-reviewed space of 
blogs and aggregator sites. Please consider the three examples below 
as a starting point for further investigation: 

• http://www.pbs.org/mediashift/  
• http://cmediachange.net/blog/category/publishing/  
• http://www.newpublicmedia.org/blog  

 

Thus overall this literature review is a collection of topical articles, 
papers and books to inspire further thinking and investigation, rather 
than an exhaustive treatise of prior academic work. 

The research for this piece unearthed surprisingly little recent (2008-
2010) scholarly work on the interactions between municipalities and 
their PEG ecosystems. Slightly more work is available documenting the 
media activities and modes of audience engagement of larger, often 
national public service broadcasters. Papers published in journals for 

the business domain seem to also stay clear of the aforementioned 
subject area. This review therefore also includes references to business 
books, some more scholarly than others, with the aim of including 
some transferable management concepts for the reader’s benefit.  

 

The Value and Effect of Local Diversity 
A recent article published in the Journal of Industrial Economics 
demonstrated that diversity in the beer industry had declined inversely 
to the television penetration during the second half of the 20th century.  
“The results indicate that the industrial organization of media markets 
can affect the structure of markets for local products” according to the 
author, Lisa M. George. 

The fundamental argument behind this article seems that economies of 
scale in reaching audiences favor large national brands over local ones 
serving small local/regional consumer groups. When extrapolated to 
current trends the author concludes “The results here suggest that 
these lower costs will further enable the spread of national over local 
brands. As internet penetration spreads internationally, it is perhaps 
likely that large international brands will see new marketing advantages 
over smaller national ones.” (George 2009) 

While the brewing industry may at first glance be far removed from 
PEG and public media activities, the value of localized media diversity 
becomes more apparent if “brewing” is replaced with “political 
discourse” or “cultural identity”.  The ability of TV to act as a “gathering 
place” illuminates this issue from a different angel. “Television functions 
as a social context, providing sensory communion and social 
congregation; it also functions as a center of meaning, helping a 
society define "us" and "them," conferring value on persons and 
objects…” (Adams 1992) The absence of local TV removes this 
platform and dissolves local identity in a homogenous national or 
international context.   

Access to local media and places to interact are described as pre-
conditions for the concept of “Communicative Cities” outlined by 
Gumpert and Drucker. The authors assert, “The quality of 
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communication within cities makes a significant difference to the overall 
quality of human life” and “There are numerous perspectives through 
which the economic, social and manufacturing pulse of the urban 
landscape can be viewed, but communication transcends and is the 
primary operational lens through which to understand, analyze and 
evaluate the city”. The article presents a framework against which to 
assess the communicative qualities of a city and proposes a set of 
“fixed” and “semi-fixed” features to “operationalize and facilitate 
communicative cities” (Gumpert and Drucker 2008).  

A well-run multi platform PEG and local public media operation can 
play an important role in carrying Gumpert and Drucker’s idea as a 
provider of interaction and communication spaces. 

Another paper investigating the impact of international media 
production activity on Vancouver (BC) reiterates this point in a similar 
fashion, “…this case study illustrates the contradictions in global media 
practices and finds that often the most local, and overlooked, 
community media outlets are best able to reflect the sociocultural 
specificities of life in the globalizing metropolis” (Tinic 2006). 

 

Evolving Consumption Patterns and Modes 
So these three different perspectives all confer unique value upon local 
(PEG) TV content. It may be that the relatively fragmented cable 
industry of the past provided a favorable climate to sustain local PEG 
channels. With the drive for consolidation in an industry, which in the 
1970s was considered a problematic business proposition by all but a 
few, and national IPTV based platforms like U-verse or Hulu.com 
gaining ground, such local voices may yet again come under 
(economic) pressure.  

For an interesting historic yet almost visionary perspective on the cable 
industry see “A reexamination of the prophecy of doom for cable 
television” (Crandall and Fray 1974). The bright future the authors 
predicted based on rising penetration rates, rising subscriber revenue 
and take-up of premium services did come true and along with it 
supported PEG operations throughout many franchise areas.  

Today surveys are indicating the first hints of behavioral shifts that may 
once again give rise to a pessimistic outlook, perhaps more well-
founded this time, for the long-term future of the existing cable 
television model. The consumer electronics site Retrevo published a 
survey this April, which it states was conducted by an independent 
panel among 1000 individuals distributed across demographic and 
geographic ranges.  The survey found that already 51% of all 
individuals consumed “some” TV online and 23% of “under 25s” 
claimed to watch “most” of their TV online. When asked what it would 
take to watch “all” TV shows online 20% named HDTV, 19% Premium 
Shows and 15% Live Sports as the deciding factor (Retrevo.com 
2010).  

“New” IPTV services with premium network TV content like Hulu.com 
might be the new catalyst for more widespread behavioral changes like 
this. On the other hand “old” IPTV, in the classic context of TV services 
provided over a dedicated private IP network by a telecom provider, 
such as AT&T U-verse may be facing similar challenges akin to Cable 
in the future. “Even with the interactive services based upon advanced 
IP technology, it is not structurally different from conventional television 
as the medium is organized following the TV model. In addition to 
competition, a contradiction between the open internet and walled-
garden IPTV will pose critical challenges to the medium.” (Kim 2009) 

At least for now, based on franchise revenue figures presented 
elsewhere in this report, the IPTV provider (AT&T) U-verse is still 
growing its subscriber base in the Bloomington market quite steadily. 
The wider question remains whether the Retrevo numbers are either 
indicative of a displacement process ahead or whether the increasing 
level of overall media consumption will create room for the co-
existence of classic TV models and new online platforms. 

This theory, that individuals will consume “more of everything” is 
shared by a “Special Report On Television”, recently published in the 
Economist. The magazine quotes a recent survey by the Kaiser Family 
Foundation. “Today, 8-18 year-olds devote an average of 7 hours and 
38 minutes (7:38) to using entertainment media across a typical day 
(more than 53 hours a week).  And because they spend so much of 
that time 'media multitasking' (using more than one medium at a time), 
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they actually manage to pack a total of 10 hours and 45 minutes 
(10:45) worth of media content into those 7½ hours”(Rideout V. J. 
2010). 

Two years earlier the same author asserted that new media were “not 
displacing” older media but “used in concert” with them. The authors 
also noted that “Media exposure is positively related to risk-taking 
behaviors and is negatively related to personal adjustment and school 
performance” (Roberts and Foehr 2008). 

The same article in the Economist also asserts, “When it comes to 
mobilizing mass audience, nothing can touch television”. This year’s 
(2010) 106 million viewer strong Super Bowl audience is named as 
supporting evidence with the additional note that this audience spent 
more time watching this one game than the entire nation spent on 
YouTube for that particular month. See “Changing the Channel” 
(Economist 2010). 

The Economist adds another interesting perspective with regards to 
television consumption, highlighting the distinctive gap between self-
reported and actual behavior in front of the TV screen. A Nielson 
sourced chart from 2008 shows a vast discrepancy between actual TV 
consumption and self-reported consumption. With the former 
exceeding the latter by almost 100 minutes per day. The same article 
also refers to research by Sarah Pearson, which presents similar 
discrepancies in terms of PVR use vs. live viewing. Person’s work also 
indicates that TV consumption is still often a communal activity with 
program choices being a group compromise (Pearson 2009). See “The 
lazy medium” (Economist 2010). 

 

The Transformation(s) of Public Service Broadcasters 
So taking into account the notions of increased consumption across 
media platforms and the potential ongoing viability of linear TV in the 
mid-term, where does this place public media organizations? “As we 
move towards a post-broadcasting environment, it [the public service 
broadcaster] must think of itself as a full-service public communicator” 
(Raboy 2008). 

“Digital media online potentially serves two broad purposes for PSBs: 
extending the scope for production through both supplementary and 
dedicated online content; and offering new kinds of relationships with 
the audience” (Debrett 2009). According to this author who surveyed 
six public service broadcasters (PSBs) in four English speaking 
countries, PSBs are encountering both new challenges and 
opportunities as they confront increasingly fragmented audiences in 
the digital marketplace: “As they reconfigure themselves as media 
content companies, public service broadcasters enter new territory 
with regard to their audience, their content, their relations with 
producers and their status in the marketplace, invoking more exacting 
requirements for governance and accountability, and new commercial 
enemies” (Debrett 2009). 

Debrett observes PSB websites provide depth and diverse 
background material as opposed to commercial television sites that he 
describes as having a “distinctly promotional flavor”.  

While none of the articles surveyed question the validity of online 
expansion as a means for extending or continuing audience 
engagement, some question the quality of execution observed so far. 
Based on European examples Trappel finds the results of “achieved 
media output” disappointing and calls for a formal extension of the 
public service remit to online media (Trappel 2008). What seems 
transferable to the local media market in the US is the notion of 
defining a virtually platform agnostic service mandate. Bardoel et al 
lament that their subject of study, the Dutch PSB, lacks focus on the 
“present and future media use” of its audience in its digital strategy and 
seems preoccupied with technological and business issues (Bardoel 
and d'Haenens 2008). Both articles present examples to learn from 
and highlight potential pitfalls/mistakes to avoid.  

Technology in itself is “an accelerator, not a creator of momentum”, 
when used by the successful companies (Collins 2001, p.144-162). 
The successful companies Jim Collin’s describes in his book “From 
Good To Great” used “carefully selected” technologies to support the 
long-term objectives of the company. Collins also states (backed up by 
substantial empirical evidence) “How a company reacts to 
technological change is a good indicator of its inner drive for greatness 
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versus mediocrity. Great companies respond with thoughtfulness and 
creativity, driven by a compulsion to turn unrealized potential into 
results; mediocre companies react and lurch about, motivated by fear 
of being left behind” (Collins 2001, p.162). 

The author of another paper speaks to the opportunities and 
challenges inherent in online expansion using radio podcasting as her 
field of study. “Podcasting …is particularly appealing to technologically 
savvy youth audiences whom public-service broadcasters (PSBers) 
traditionally have difficulty attracting. Yet podcasting simultaneously 
creates highly fragmented audiences with doubtful brand loyalty”. She 
then concludes, “The future of PSBers’ exciting initial forays into 
podcasting will thus depend upon how well PSBers can harness and 
reconcile these divergent participatory and professional media 
traditions” (Murray 2009). 

 

Audience Interactions and Contributions 
Murray titled her paper “Servicing ‘self scheduling consumers’” which 
implies a much more proactive and engaged audience interacting with 
content. The step from engaged consumer to active contributor of 
content can be fluid and Flinn presents an interesting variation on this 
theme. His paper describes trends in community archives involving 
content and commentary contribution as well as the community 
sourced enhancement of collection descriptions. This in part also 
challenges notions of the “expert voice” and professional authority 
according to Flinn. See (Flinn 2010).  

This trend is not confined to archives but also presents part of the 
perspective on citizen journalism. Which Goode reminds us is “(1) not 
an exclusively online phenomenon, (2) not confined to explicitly 
‘alternative’ news sources, and (3) includes ‘metajournalism’ as well as 
the practices of journalism itself”. He calls for the focus of a future 
research agenda to encompass “structure and social capital”, “online 
editors and moderators” and “code”. The latter is described by the 
author as “digital substrate underpinning these developments”. Goode 
refers to the impact technologies, usability and presentation aspects 
can have on the communication process (Goode 2009).  

As the local PEG and public media activities evolve, following this 
debate may prove beneficial to key actors to help maintain positive 
conditions in this ecosystem. Goode provides a host of explorative 
examples to start this process in his paper. 

 

Social and Political Platforms and Dimensions 
Another paper with instructional value in this regard is Kenix’s work on 
the perceptions and uses of the Internet by nonprofit organizations. 
The author describes how organizations frequently only used the 
medium for “one-way information dissemination” and lacked strategy 
and training. Kenix concludes “Indeed, nonprofits appear to engage 
the internet without any vision of a public at all” and sees a “self-
reflexive mirrored theory of communication” at work (Kenix 2008). 
While her work is ethnographic in nature, Kenix provides a body of real 
world examples that subtly highlight common characteristics of 
suboptimal solutions in this space. 

One common assertion used to support PEG activities is their function 
as facilitators of transparency and citizen involvement.  

However, this notion is not shared by all, at least not with regards to 
television in general, as the following quote from the abstract of 
Roderick Hart’s paper “Easy Citizenship, Television’s Curious Legacy” 
shows. “Television has reduced the burdens of citizenship for the 
average American and that that reduction is dangerous. Television 
does all of this by overwhelming viewers with the sights and sounds of 
governmental life and by supersaturating them with political 
information. All too often, however, this tumult creates in viewers a 
sense of activity rather than genuine civic involvement. In addition, 
television constantly tells the story of specific persons in specific 
situations, thereby producing a kind of highly individuated, cameo 
politics that distracts viewers from common problems and public 
possibilities. Television does this work, and much more, in a highly 
entertaining fashion and is often genuinely informative. But television 
also produces an overwhelming passivity in viewers even while making 
them feel politically involved” (Hart 1996). 
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If the author’s reasoning has merit today, can the interactivity of 
electronic media truly overcome this passivity?  

Proulx studies grassroots activities in Canada that he sees as a 
“bottom-up” model of “networks of ‘information sharing societies’”. He 
places this view in opposition to the classic notion of a global 
information society (Proulx 2009). Proulx suggest that “the construction 
of such a new public space around technology could form part of an 
empowerment of citizens”, yet provides no evidence of this occurring 
on a larger scale outside domain specific interest groups.  

When moving from the not-for-profit sector to government, Scott’s 
study of municipal websites in the US, published in 2006, describes 
widespread use of sites for service provision and transparency 
purposes. The author states that the lower cost of providing 
“information, communication and transaction services” online makes 
“local government much more accessible and accountable to 
interested users”. Yet it seems the municipalities surveyed had not yet 
expanded into the domain of facilitation and thus were yet to evolve 
beyond the realm of transactional exchange with citizens: “However, 
the study found no applications designed to facilitate networking or 
offline meetings of interest groups, and only two sites facilitated online 
policy forums or discussion lists” (Scott 2006). 

In contrast a recent study on behalf of the Corporation for Public 
Broadcasting (CPB) found that “Except for a few, stations neither have 
extensive digital efforts nor allocate a significant amount of their 
budgets to digital initiatives”. The same study also found that “Direction 
and guidance in all areas of digital deployment is scarce for most 
stations, including business models, marketing, and strategy” (Gupta-
Consulting 2009).  

The expansion into the aforementioned facilitation and direct political 
exchange with the public might serve as a catalyst for societal 
transformations that reverse the passivity or spectator status lamented 
by Roderick Hart. Changes in user behavior and consumption style are 
essential for the success of any online initiative, even those of a 
transactional nature. “But the most innovative quality of 
disintermediation changes is that civil society actors who know their 

own situations very well are able to autonomously sift and select what 
they may receive from government. Disintermediation is essentially 
accomplished only when citizens or consumers of public services 
change their behaviors in line with facilitating shifts by government 
agencies and officials”. (Dunleavy et al. 2006) 

Behavioral change will be favorably impacted by suitable incentives as 
Dunleavy et al demonstrate in their analysis of the introduction and 
adoption of an RFID card based payment system by London 
Transport.  

 

Very Brief Thoughts on Leading Change 
Finding the right incentives in the PEG context to drive stakeholder 
collaboration and further audience engagement will inevitably require 
some trial and error. This report, with its four sections, seeks to help 
create a starting position and enhanced understand from which to 
embark on this project. As pointed out in the introduction to this 
document, the CoB is in a position to exercise leadership and drive 
progress. 

Leadership in this context cannot be substituted for simply mandating 
change. The leader will require a positive vision and a sense of 
direction and actively engage others to willingly follow. This requires 
outwardly displayed passion as much as some understanding of the 
fundamental context (Kouzes and Posner 2008, Ch 2).  

This indicates that a specific person or small group may need to drive, 
and evangelize this process. Collaboration built on mutual trust with 
openness to new ideas and constituents empowered to solve 
problems have been shown to outperform micromanaged and rigid 
implementation frameworks. The authors advocate the importance of 
providing choices, fostering commitment through accountability, while 
building latitude into job functions as crucial tools to achieve the 
desired performance (Kouzes and Posner 2008, Ch 9-10). Many of the 
leadership concepts presented by Kouzes and Posner are highly 
transferable to reaching the goals set forth by this report and to 
effectively implementing its recommendations.  
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The “HERO – highly empowered resourceful operative” concept 
described by Bernoff and Schadler in their recent article “Empowered” 
provides another angle on the issues above. “For higher-level 
managers, the key is not just encouragement but visibility. Simply 
urging people to be more creative doesn’t work. Instead, identify the 
kinds of solutions you’re looking for—outside as well as inside your 
company” (Bernoff 2010). A key component of the concept according 
to the authors is that “HEROes agree to innovate within a safe 
framework”, bypassing the general structures of an organization would 
result in “rogue” and dangerous behavior. Bernoff and Schadler see 
management’s role to “encourage innovation and manage risk” and IT 
is to “to support and scale up HERO projects”.  

However, while cooperative and empowered team members are 
important leadership also requires occasional sternness by those in 
charge to protect the goals and align effort as necessary. Abraham 
Maslow’s likens this to a father who, based on his superior 
understanding and maturity, has to say “no” to his children at times. 
Knowing that being unpopular in the short term is a worthwhile 
sacrifice for the sake of the overall long-term goals. Maslow demands 
that one should “still be able to see the objective requirements of the 
situation and to respond to them rather than to these interpersonal 
satisfaction for the moment” (Maslow 1965, p.132). 

 

Conclusion  
Local TV stations with actual local programming such as PEG channels 
provide an important platform for the expression of the local cultural 
identity. They form part of a “healthy” communications infrastructure 
contributing positively to the quality of life and diversity of a community.  

In the public broadcasting arena the use of online services is still in its 
infancy and most stations are looking for guidance and lack coherent 
strategies. A commonly accepted and proven code of best practice 
has yet to emerge. 

Municipal governments have been more skilled at leveraging this new 
communication medium and appear further along the experience 

curve. However, commonly online presence still lacks facilitated 
spaces for discussion. While local government has yet to enter this 
domain as decisively as it has in the transactional and informational 
context, PEG providers have a heritage in facilitating public discourse 
that should place them in an advantaged position to leapfrog their 
government partners in this application. PEG operators and public 
media organizations can become “multi platform communicators” and 
facilitators of discourse and the expression of ideas. In this role they 
can include, engage and educate majorities that the self-service nature 
of conventional video sharing sites fails to reach effectively. 

This transformation cannot be achieving alone and will require 
partnerships across domains and organizations between PEG 
operators, public media organizations and municipalities to fully realize 
the potential benefits. Forming alliances and sharing of resources also 
mean shared risks and a richer more integrated experience for 
audiences (Adapted from business context, see (Cairncross 2001, 
p.151)).  

Coordinating such cross-functional teams across a number of 
organizations will pose new management challenges for those tasked 
with leading the effort. Unclear accountability, political play and 
“analysis paralysis” are only some of the potential perils ahead. 
Effective communication, trust building and empowerment, but also 
decisive action and a clear, passionately pursued vision will be 
required.  

Finally, as the research for this review seems to indicate, learning 
should not be confined to articles, books and reports. All actors in the 
PEG ecosystem could benefit from engaging their peers across the 
Nation both through official bodies like the ACM but also through more 
informal discussion spaces like relevant blogs (see sample links at the 
beginning of this review). This exchange with likeminded individuals 
could inject fresh ideas into local planning that would have otherwise 
been missed and help everyone learn from each other’s successes 
and failures.  
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BROADCASTING, CHANGING AUDIENCES 
AND HCI (Reproduced paper from May 2007) 
R. Frieser, E. Johnson, M. Li  

The following paper is reproduced with the permission of the co-
authors and was originally provided to CATS in May 2007 as part of a 
classroom project for INFO-I561 (Spring Semester 2007, Informatics 
Human Computer Interaction Design Master’s Program). The paper is 
reproduced in unaltered form since its key points are still valid. 

 

Overview 
This document aims to provide a synthesized overview of prevailing 
scholarly and expert opinion in areas of the broadcast sector. The main 
focus will be on the technological and sociological evolution of the 
content creation and distribution paradigms as well as likely future 
developments of the media consumption habits of current and future 
audiences.  

For this purpose we are drawing on work published through the ACM 
(Association of Computing Machinery) and other scholarly sources as 
well as white papers produced by industry leading consultancy firms 
and key manufacturers. We feel the professional nature of our 
community partner project (To provide a long range technology 
strategy for local public access TV) demands an integrated approach 
to defining the problem space by drawing on a diverse variety of 
sources. To structure and express prevailing streams of thought is the 
goal of this document. 

 

Production and Content 
While in our professional opinion the introduction of non-linear and 
collaborative production environments in the broadcast industry has 
undoubtedly added to the immediacy and fast turnaround cycles of 
news programming production, cost still remains relatively high. 
Projects such as the wired tele-journalist "that reports and responds 

live to audience wishes" (1) as proposed may provide a solution to this 
issue for local markets; Already the concept of interactivity emerges. 

Public access TV was once considered the birthplace of interactivity 
and audience participation, often relying on such basic interaction as 
touch-tone telephone input (2) While the late 90's and early years of 
the new millennium saw pilots with often complex interactive 
applications, recent years have seen a downscaling of ambitions and a 
move towards "discount interactive TV" where evolution rather than 
revolution seems to be the goal (3). 

Jensen also asserts that there is in fact demand for “non-complex, lazy 
interactivity" by TV consumers adding another angle to the "lean 
forward/lean backward" debate. While the broadcast sector has so far 
only seen limited adoption of interactivity, early thoughts about 
potential video on demand (4) have matured into full-scale IPTV 
deployments (see e.g. “homechoice”, UK) built on standards based 
technology (5). With the IPTV paradigm new challenges for content 
creation emerge with the aim to capitalize on the technology's 
capabilities beyond merely being an instant access video rental facility. 

But with great opportunities also comes the risk of getting it really 
wrong (6). But features aside, content still remains king and this is the 
area where many offerings today are still lacking due to ineffective 
content acquisition deals (6). 

 

Platforms 
In 1997 (7) we saw great potential for new options for enhanced 
services enabled by the introduction of digital terrestrial broadcasting 
(mainly for high definition TV) in the US. Expectations were high and 
services were expected to be as transformative as the unseating of the 
"cable moguls by the World Wide Web" and its democratization of 
interactive content. Years on, in our professional opinion as a 
consultant for this industry sector this has not yet occurred. We see 
much rather former enemies cozy up in the name of leveraging 
platform synergies. 
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"Convergence has been a telecom and media industry theme for 10 
years" but now the competition for the consumer has begun in earnest 
and recent alliances and acquisitions powerfully underpin this assertion 
(8). 

Moving beyond broadcasting, 3.5G will become a media rich content 
delivery platform (9), yet there is still not enough understanding of the 
HCI (Human Computer Interaction) elements involved in delivering 
content effectively over these networks (10). Some however, see a 
more diverse ecosystem of converged WIFI and Cellular networks with 
seamlessly roaming devices (11). This will also continue the trend of 
cross platform alliances and mergers (internet / telecom and media 
companies); All of which is driven by the need "to capture and retain 
the attention of consumers and advertisers" (8) (12). 

In other areas of media distribution the identification of the 
community's cable and cable-related needs and interests is also critical 
to the franchise renewal process (13). 

But as bandwidth and connectivity patterns improve IPTV and web 
offerings often blend and awareness of both domains can enable low-
cost or niche deployments (14) by small providers for specific 
purposes. 

 

Consumers and Accessibility 
Homes are changing. Entertainment is becoming more private (15) and 
as such personal interaction will benefit from more effective 
recommendations for program options (16). Yet mundane tasks could 
be made more enjoyable (15). At the same time technical literacy still 
shows room for improvement in many areas. Popular education fused 
with participatory research could address that need (17). The success 
of social networks has shifted the definition of community form the 
spatial to the social context (18), yet often at the cost of still excluding 
large sections of society, such as the growing numbers of elderly, and 
often less technically literate, citizens (19). It is here where Campbell's 
methodology stands to potentially have a large impact. Yet social 
networks also seem to be intertwined with cause and effect of an 

increasingly isolationistic culture of "stay at home" individuals that sees 
users partially immersed in many social circles without providing direct 
human interaction (18). 

Particularly in Europe research and legislative intervention in the field of 
accessibility has been a concern for all distribution channels from TV, 
telecom or the Web of the converged world, yet few research has 
concerned itself with the human centric question of whether new 
services actually ad value to "people with functional restrictions”. (20) 

 

Media Consumption Trends 

Social 
Although it may not be clear how exactly media consumption will end 
up ten years down the road from now, there is plenty of supporting 
evidence that the way consumers receive their media, infotainment, 
etc… is migrating away from the current model of linear television and 
newspapers (21) (22). 

Most studies emphasize the shrinking gap between Internet and 
television usage rather than a large decrease in television usage alone 
(23). 

This effect is even more prevalent when looking at changing media 
consumption behavior between generations (22). 

Studies from Pew Research Center in 2004 classify consumers into 
two types of media users: “regulars” and “grazers”. Regulars refer to 
people who use linear TV and traditional ways of receiving information 
and specified times. “Grazers” refers to people that gather their news 
and information on demand and at no specific predetermined time of 
the day. It is interesting to note that the age group from 18 to 30 is 
predominantly composed of “grazers”. This gives insight into what the 
core audience will be like in ten years (24). 

The concept of the grazer empowered by non-linear (and often) on-
demand access to media. As such it is an expression of the digital 
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world of distribution, previously impossible in an economy driven by the 
scarcity of physical shelf space (25); Freed from the “tyranny of the 
physical”  (25) audiences, no matter how geographically dispersed in 
the global village they may be, become viable consumers of niche 
content.  This makes producing for non-mainstream applications a 
viable proposition. 

Local community networking complements the global-village paradigm 
of the Internet. Participants in a community network are far more visible 
and individuated to one another. Their computer-mediated interactions 
are tightly coupled with actions and events in their personal lives (26). 
The purpose of community networking is to facilitate information 
dissemination, discussion, and joint activity pertaining to municipal 
government, public schools, civic groups, local events, community 
issues and concerns, and regional economic development and social 
services. 

The concept of local communities taking control of their own 
information technology resonates with democratic ideals. These are 
local infrastructures, so they attract only local resources. They tend to 
focus on survival and development, not on analysis and evaluation (27). 

 
 Context awareness will place users in a new dimension: they are not 
merely consumers but actors, who interact in a real context 
maintaining a variety of interrelationships with other users through 
multiple communication systems and challenging traditional media 
production modes (28). 

Reality-TV programs show another phenomenon this time between 
producer and audience; how TV opens doors to members of the public 
who are interested in having a primary role. Democratization is taking 
place backstage too, as TV develops mechanisms to increase viewer 
participation and feedback. These trends can be characterized as the 
evolution of viewers to participants (29). 

Educational 
In parenting children’s access to the media, television is the most 
supervised medium, followed by music. Video games and the Internet 

are least likely to be supervised (30). 
The decline in TV viewing and increase in music listening associated 
with the onset of adolescence is examined in terms of the changing 
social ecology of adolescents' daily lives. The partial shift from 
television to music during adolescence represents a shift from a 
medium that reinforces parental values to one that reinforces peer 
values and speaks to adolescent developmental tasks (31). 

Technological 
 This new and younger generation is very familiar with new 
technologies and in particular “web 2.0” and “social networking” 
technologies like “blogs”, dating websites, “podcasts”, instant 
messaging, etc… (32)The new technology is encouraging and allowing 
users to become the producer and director of her own programs. 
Unlike traditional linear television, these new technologies allow 
consumers to communicate, interact and exchange ideas (33). 

There is a trend emerging where consumers desire to have as much 
control over their television as possible with technology like PVRs 
(Personal Video Recorders) (34) (35) gaining ground in the living room. 
Studies show that consumers still watch a lot of television, however 
they have developed a strong enthusiasm and passion for on-demand 
media (36). 

In some instances “linear TV consumption almost stopped” when a 
PVR was introduced to the household as Brown observed in his 2006 
study (37). The same study also demonstrates that households, where 
Internet based video downloads almost completely replace TV 
consumption, are already a reality.  

The users of the new technologies are involved in a growing niche 
market that commonly holds the desire for TV and/or media 
everywhere (38).  

As mentioned above IPTV technology holds the promise of unlocking 
the power of the aforementioned long-tail and offers cost-effective 
distribution of content to niche audiences even in the relative short 
term as Deloitte (39) suggest in their 2007 report. Even traditional 
broadcasters are beginning to embrace niche content for local 
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audiences as the investment into such Internet driven on-demand 
content in the UK demonstrates (40). 

 

The Backend 
Content Management (CM) is the key to cost effective deployment or 
repurposing of media assets over a range of delivery platforms (41) and 
as such is continuing to gain importance; Be it to power front-end 
features like personalized media alerts to mobile consumers (42) or a 
more personalized IPTV experience (43). 

The effective cataloging and retrieval of large amounts of media assets 
is business critical (44). The significance of this technology can be 
gauged by the wide variety of contenders in the CM market from Apple 
to Incentra to graphics vendor nVidia. As the Global Society for Asset 
management notes, aided by SMPTE efforts, the industry is 
increasingly moving "towards standard platforms and protocols" 
(19)helping interoperability. 

The academic sector in the mean time has been researching into 
suitable models of abstraction to refine the management and 
description of digital repositories (45) such as the 5S model (Streams, 
structures, spaces, scenarios, and societies) as well as explored new 
ways of visualizing the intrinsically complex data structures (46) 
embodied in such repositories. 

 

Government and Politics 
Amidst this option for rich personalized content, consumer 
expectations will also change towards government. The new 
connectedness can empower greater information about ballots and 
proposals as well as open up new avenues for dialogue between the 
electorate (47) and its leaders. This new connectedness has also given 
rise to new types of intellectuals some say (48), providing a public 
outlet for opinions often in opposition to the political establishment. 
This builds upon the role that public access TV has often carried during 
the late 70's and 80's (49). 

Citizens participate in politics because they have the resources to 
participate, because they are engaged in the political process, and 
because they are mobilized to participate. If changes in the flow of 
political information increase citizens’ resources available for 
participating, engagement in the political process, or mobilization of 
others to participate, then we would expect participation to increase as 
a result of the Internet.  

From broadcast to netcast, information and Communications 
Technologies (ICT) offer vital opportunities for bringing about a 
fundamental change to the workings of traditional democratic systems. 
By enabling and facilitating new forms of interaction within parliaments, 
and via citizen engagement in the political process, ICTs can help meet 
the challenge of creating more representative and efficient democratic 
systems (50). 

While open discourse in virtual communities is often seen as beneficial, 
an exercise in democratic principles, there is a risk of self-reinforcing 
debating enclaves forming with views drifting to more extreme 
positions (51). 

 

Conclusion 
The future seems to lie with multi-platform repurposing of video assets, 
paired with varying degrees of interactivity tailored to the platform 
specific constraints and user expectations. The ability to integrate one 
asset into combined offerings on multiple platforms will be powered by 
increasingly sophisticated and standards based Media Asset 
Management (MAM) solutions. Government and private sector alike will 
leverage these powers for their own ends, with all efforts geared 
towards maximizing the attention share with the increasingly media and 
technology savvy consumers and co-contributors. Yet amidst all this 
frenzied content exchange basic usability and accessibility aspects 
seem still somewhat neglected.  

Competency in this field seems an opportunity for differentiation as 
media consumption preferences and patterns are changing, within 
generations and across generation boundaries. To adjust and respond 
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to such trends in a crowded market space is in of the key challenges 
facing CATS.  

While the “Long Tail” (25) may have become a much-overused 
marketing phrase in “technotopian” circles, the evidence does seem to 
suggest that there is a considerable value in providing access to a rich 
(back) catalogue of content to satisfy the desires of previously un-
known and often highly dispersed niche audiences. At the same time 
traditional linear broadcast channels are increasingly transitioning into 
becoming feeder pipes for PVR driven, often faster than real-time (37) 
content consumption; To be visible to PVR users and thus to feature in 
the collaborative filtering algorithms of PVRs like TiVO (52) is essential.  

We feel that Public access TV may be losing some of its power as a 
platform for medial self expression to sites like YouTube (53) but it has 
the opportunity to gain new relevance as an aggregator of quality 
(independent) local content feeding both PVR and Internet based 
(niche) audiences.  

 

Works Cited 
1. Interactive Tele-Journalism: Low Cost, Live, Interactive Television 
News Production. Every, Shawn Van. New York : ACM, 2004. 
MM'04. 

2. When TVs are Computers are TVs (Panel). Mitchel l ,  Peter, et a l .  
1992. CHI. 

3. Interactive Television: New Genres, New Format, New Content. 
Jensen, Jens F. Sydney : Aalborg University, 2005. Second 
Australasian Conference on Interactive Entertainment. 

4. Furht, Borko. Interactive Television Systems. Boca Raton : ACM, 
1996. 

5. Delivering Interactive Content Over Broadband Networks. Dolvik, 
J.T. Morstol.  Tandberg : Tandberg Television. International 
Broadcasting Convention. pp. 580-588. 

6. Cameron, Alexander. IPTV/VoD Killer Apps and Crap. s.l. : 
Digital TX Ltd., 2006. 

7. Vision: The Techno-Political War to Control the Future of Digital 
Mass Media. Birkmaier, Craig. s.l. : Mixed, 1997, ACM Mixed 
Media, pp. 36-52. 

8. Spectrum. Consumer Convergence - What will be the end game? 
London : Spectrum Strategy, 2006. 

9. —. 3GSM 2005:3G now "does what it says on the Cannes". 
London : Spectrum Strategy, 2005. 

10. Mobile Usage of Video and TV. Schmidt-Belz, Barbara and 
Jones, Matt. 2006, MobileHCI. 

11. Future Wireless Convergence Platforms. Glossner, John, et a l .  
2005, ACM. 

12. Skrebowski, Luke. Attention Deficit Disorder: Media companies 
are losing our attention and their profits. What can they do to regain 
both? Interactions. March 2004. 

13. City of Davis. Preliminary Report on Community Cable-Related 
Needs and Interests. Davis : s.n., 2003. 

14. Cameron, Alexander. IPTV/VoD: How to set up your own 
home/office system. The Register. [Online] November 29, 2006. [Cited: 
January 22, 2007.]  
http://www.theregister.co.uk/2006/11/29/iptv_network_setup/print.ht
ml. 

15. Blythe, Mark and Monk, Andrew. Notes Towards an 
Ethnography of Domestic Technology. York : ACM, 2006. 

16. AVATAR: An Approach based on Semantic Reasoning to 
Recommend Personalized TV Programs. Blanco, Yolanda, et a l .  
Chiba : ACM, 2005. WWW 2005. 



Strategic Plan / Video final – for public release 5 August 2010 
 

Page 106 of 352  

17. Making Sense of Imbrication: Popular Technology and "Inside-Out" 
Methodologies. Campbel l ,  Nancy and Eubanks, Virg in ia. 
Toronto : ACM, 2004. Proceedings Participatory Design Conference. 

18. Community: From Neighborhood to Network. Wellman, Barry. 
10, October 2005, Communications of the ACM, Vol. 48, p. 53. 

19. Problems in Making Telecommunications Services Accessible. 
Maguire, Mart in. 1999. Interact'99 Workshop: Making Designers 
Aware of Existing Guidelines for Accessibility. 

20. One Content, Three Devices, the Same Need: Access to 
information by people with special needs. Fernandes, Jorge. 
Alcacer do Sal : ACM, 2001. WUAUC'01. 

21. Onl ine Press. Europeans now spend more time online than 
reading newspapers and magazines, says JupiterResearch. European 
Communications. [Online] Nexus Media Communications Ltd., October 
10, 2006. [Cited: January 20, 2007.] 
http://www.eurocomms.co.uk/online_pr/online_pr.ehtml?o=2026. 

22. Nie, Norman, et a l .  The Quantitative study of Society Ten Years 
After the Birth of the Internet: How Do Americans use the Internet in 
Their Daily Lives? s.l. : Stanford University, 2005. 

23. CTV.ca News Staff .  Internet use threatens to overtake TV in 
Canada. CTV.CA. [Online] August 10, 2005. [Cited: February 1, 2007.] 
http://www.ctv.ca/servlet/ArticleNews/story/CTVNews/112359264107
8_62/?hub=Canada. 

24. Growing Audience. Media Usage: A Generational Perspective. 
Vienna : Newspaper Association of America, 2006. 

25. The Long Tail. Anderson, Chris. 12, s.l. : Wired Magazine, 
October 2004. 

26. Schuler, Douglas. New Community Networks: Wired for 
Change. [Online] Addison-Wesley Publishing Company, 1996. [Cited: 
February 1, 2007.] http://www.scn.org/ncn/. 

27. Better home shopping or new democracy?: evaluating community 
network outcomes. Carrol l ,  John M. and Rosson, Mary Beth. 
Seattle : ACM Press, 2001. 

28. Unfolding the user experience in new scenarios of pervasive 
interactive TV. Roibas, Anxo Cerei jo and Johnson, Stephen. 
Montreal : ACM Press, 2006. 

29. Main HCI issues for the design of interfaces for ubiquitous 
interactive multimedia broadcast. Roibas, Anxo Cerei jo and Sala, 
Riccardo. s.l. : ACM Press, 2004. 

30. Woodard, Emory H. and Gridina, Natal ia. Media in the 
Home: The Fifth Annual Survey of Parents and Children. s.l. : The 
Annenberg Public Policy Center, 2000. 

31. Changing channels: Early adolescent media choices and shifting 
investments in family and friends. Larson, Reed, Kubey, Robert 
and Col lett i ,  Joseph. 6, s.l. : Springer Netherlands, 2005, Vol. 18. 

32. Sternberg, Jason. Rating youth: a statistical review of young 
Australians' news media use. Australian Studies in Journalism. 7, 1998. 

33. WonderPhone to orchestrate the first experiment of "podcasted" 
mobile TV content in the world. PhoneContent.com. [Online] November 
21, 2005. [Cited: February 1, 2007.] 
http://www.phonecontent.com/bm/news/video/1284.shtml. 

34. Embrace Consumer Media Consumption Trends. Clickz. [Online] 
Incisive Interactive Marketing, March 6, 2006. [Cited: February 1, 
2007.] http://www.clickz.com/showPage.html?page=3588896. 

35. Fletcher, David. Hope for advertisers in the battle against ad 
avoidance. Media Week: Brainwaves. [Online] 2006. [Cited: February 1, 
2007.] http://www.mecglobal.com/output/Page1337.asp. 

36. O'Mal ley, Gavin. Study Concludes -- Surprise! -- Consumers 
Take Control Of Media. Media Daily News. [Online] March 25, 2005. 
[Cited: February 1, 2007.] 



Strategic Plan / Video final – for public release 5 August 2010 
 

Page 107 of 352  

http://publications.mediapost.com/index.cfm?fuseaction=Articles.san&
s=28544&Nid=12723&p=234381. 

37. The Television Will Be Revolutionized: Effects of PVRs and 
Filesharing on Television Watching. Brown, Barry and Barkhuus, 
Louise. Montreal : Department of Computing Science University of 
Glasgow, 2006. 

38. Burns, Enid. Video Downloads: A Niche Market With Potential. 
Clickz. [Online] November 7, 2005. [Cited: February 1, 2007.] 
http://www.clickz.com/showPage.html?page=3562106. 

39. Br ightman, Igal.  Technology Media and Telecommunications, 
Telecommunications Predictions. Deloitte. [Online] Deloitte, 2007. 
[Cited: February 1, 2007.] 
http://www.deloitte.com/dtt/cda/doc/content/UK_TMT_Telecoms_Pre
dictions_2007(1).pdf. 

40. ITV Local. [Online] ITV, 2007. [Cited: February 1, 2007.] 
http://www.itvlocal.com. 

41. Locke, Max and Spiegel,  Rona. Perspectives: Managing the 
flood of media. TMT Trends: A Focus on Media & Entertainment. July 
2003. 

42. Media-Alert - A Broadcast Video Monitoring and Alerting System 
for Mobile Users. Wei, Bin, et a l .  Florham Park : ATT, 2005. pp. 25-
38. 

43. Slater, Norm. Achieving the "Four Rights": Getting the Right 
Content to the Right Subscriber at the Right Time on the Right Device. 
Mason : Harris Broadcast Communications Division, 2005. 

44. Puget Sound's MARS (Media Asset Retrieval Systems) Digital 
Library. Efthimiadis, Efth imis N. and Mai, Jens-Erik. Portland : 
ACM, 2002. JCDL'02. pp. 390-. 

45. Streams, Structures, Spaces, Scenarios, Societies (5S): A Formal 
Model for Digital Libraries. Goncalves, Marcos Andre, et a l .  2, 

April 2004, 2004, ACM Transactions on Information Systems, Vol. 22, 
pp. 270-312. 

46. Workshop 1: Visual Interfaces to Digital Libraries - Its Past, Present, 
and Future. Borner, Katy and Chen, Chaomei. Roanoke : ACM, 
2001. JCDL'01. pp. 482-. 

47. Voter-Centered Design: Toward A Voter Decision Support System. 
Robertson, Scott P. 2, June 2005, ACM Transactions on 
Computer-Human Interaction, Vol. 12, pp. 263-292. 

48. Kel lner, Douglas. Public Access Television: Alternative Views. 
[Online] [Cited: January 22, 2007.] 
http://www.gseis.ucla.edu/faculty/kellner/kellner.html. 

49. —. Intellectuals, the New Public Spheres, and Techno-Politics. 
GSEIS. [Online] [Cited: January 22, 2007.] 
http://www.gseis.ucla.edu/courses/ed253a/newDK/intell.htm. 

50. Boncheck, Mark Setch. From Broadcast to Netcast: The 
Internet and the Flow of Political Information. Cambridge : Harvard 
University, 1997. 

51. Deliberative Trouble? Why Groups Go to Extremes. Sunstein, C. 
110, s.l. : Yale Law Journal, 2000. 

52. Mel inger, Daniel J. Massive Media. s.l. : Interactive 
Telecommunications Program: Tisch School of the Arts, New York 
University, 2004. 

53. Associated Press. Now Starring on the Web: YouTube. Wired 
News. [Online] April 9, 2006. [Cited: February 1, 2007.] 
http://www.wired.com/news/culture/0,70627-0.html. 

54. Online relationships are filling empty spots in people's lives now 
that they no longer wander to the local pub or cafe to take up with their 
neighbors. Wellman, Barry. 2005, Communications of the ACM, pp. 
54-55. 



Strategic Plan / Video final – for public release 5 August 2010 
 

Page 108 of 352  

55. Spectrum. 3GSM 2006 Barcelona: Collaboration is Key. London : 
Spectrum Strategy, 2006. 

56. Parker, Kather ine. Digital Asset Management Report. s.l. : 
Global Society for Asset Management, 2004. 

57. Interoperability for Professional Video Streaming over IP Networks. 
Elmer, Peter and Sariowan, Henry. 2005, SMPTE Motion 
Imaging Journal, p. 81. 

58. Cameron, Alexander. IPTV/VoD - Let's inject a little rock 'n' roll. 
The Register. [Online] December 8, 2006. [Cited: January 22, 2007.] 
http://www.theregister.co.uk/2006/12/08/iptv_vod_revolutionise_tv/pri
nt.html. 

59. IPTV Network and Platform Considerations. 2007. 

 

 

 

 



Strategic Plan / Video final – for public release 5 August 2010 
 

Page 109 of 352  

	
  

	
  

	
  

	
  

	
  
 

Partnerships 
 


