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CHAPTER I 

INTRODUCTION 

"Music is surely the most widely enjoyed form of human communication. It 
carries meaning at many levels. " 

-Stephen H. Chaffee (1985, p. 413) 

The music industry has undergone profound change throughout its existence. 

From the day the radio was invented, to the development and subsequent mainstream use 

of the FM band, to the introduction of MTV (Music Television), and to the corporate 

consoUdation of today's music, the music industry has had its shares of triumphs and 

tribulations. As in many segments of today's society, consohdated ownership of music 

industry media have become very prominent within the past ten years. Many scholars 

have debated the positives and negatives of this consolidation in ownership and continue 

to study this phenomenon as it unfolds in our society and what it means to our culture. 

For many years radio carried the torch for the music industry as being the sole 

provider of entertainment and information about music through the mass media. Not 

until the advent of the music video in 1975, which was first designed as a tool to promote 

Queen's "Bohemian Rhapsody," did the music industry start to explore the cultural 

potential of these videos (Creative Review, 2002). This happened on August I, 1981 

when MTV went "on-air" with the world's first-ever 24-hour nationwide all-music 

channel (Wolfe, 1983). Since that day, the music industry has branched out to many 

different outlets and given people a wide selection of popular music sources. 



Research in the area of agenda setting has shown the ability to evolve into other 

areas of mass communications research (McCombs & Shaw, 1993). In a 1998 study, the 

theory of agenda setting, which is naturally incorporated in studies regarding poHtical 

issues and news coverage, was incorporated into a study regarding the music industry 

(Burns, 1998). Using a survey and content analysis, Bums was able to find an agenda 

setting effect on the hsteners of a country radio station. The songs they heard on the 

station were perceived as the "most popular" songs at that time. This created a high 

salience among the songs being played. Just as news stories that are given a credible 

amount of attention are issues of high sahence, songs that are given a credible amount of 

attention are issues of high salience, thus proving that agenda setting can reach beyond 

the bounds of political and news coverage issues. 

Purpose of the Study 

This study examined the relationship between the music industry as a whole and 

the agenda setting effects it may have on the receptive audience. The mediums of radio, 

and music video television have become the main distributors of information regarding 

new artists and music preference. The bulk of research on this topic occurred in the late 

eighties and early nineties when MTV and its popularity grabbed the attention of social 

scientists trying to find the effects of the music video channel (Hartman & Tucker, 1987; 

Denisoff & Romanowski, 1990; Caplan, 1985). 

The purpose of this study is to explore agenda setting within the music industry in 

its two strongest avenues of communication with its audience. If an agenda setting effect 



is present, the author will examine in which avenue it is stronger and why this has 

occurred. This study also intends to find the relative effects of the Internet on the music 

industry as a whole and generahze what the future holds for the music industry and its 

audience with the growing presence of the Internet. 

The author incorporates a traditional agenda setting methodology: A survey 

methodology designed to collect attitudes and opinions about the music industry. A 

convenience sample of 399 students at Texas Tech University was taken to collect the 

data. A content analysis of chart rankings was also incorporated for correlation 

measures. The college students surveyed in this study are different from the respondents 

in the previous research of the late eighties and early nineties. This group of college 

students has grown up with MTV and the music video. The respondents of previous 

research were introduced to MTV. MTV has always been around for these students 

whereas at the height of previous research, MTV was only a decade old. 



CHAPTER n 

LITERATURE REVIEW 

"The press may not be successful much of the time in telling people what to think, 
but it is stunningly successful in telling people what to think about. " 

Bernard Cohen (1963, p. 15) 

This study explored the agenda setting function of the mass media in a 

homogenized music industry. In order to do this, the study examined the recent 

formation of media super-conglomerates in both music television and radio and their 

relevance to "setting the agenda" in the music industry. Radio and music television have 

been the dominant forms of media in the music industry with regards to entertainment 

and information, so naturally these two types of media will be observed. Both of these 

mediums have shaped society and the ways we receive information. 

Both the radio and music television industries have undergone profound changes 

in the past twenty years. Ownership changes have altered the landscape of each of these 

media types. Today, there are fewer owners who control more entities. The FCC just 

recently voted to ease its broadcast ownership rules, opening the way for more media 

consoUdation (Landers, 2003). Opponents of deregulation beheve that the American 

media will fall under a monopolistic-type control with fewer owners controlling the 

majority of American media. This issue is relevant to the study at hand because of its 

effects on the media and public opinion. 



Corporate Media Giants 

One of the largest media conglomerates in the world today is Viacom. Viacom is 

a super conglomerate of media entertainment entities that continues to grow woridwide 

and generate over $23 billion in revenue each year. In 2001, Viacom generated $23.2 

billion with $4.54 biUion generated in operating cash flow. It currentiy employs over 

123,000 employees and it reaches over 166 countries and territories worldwide 

(www.viacom.com). 

Viacom is currently operating with media platforms in broadcast and cable 

television, radio, outdoor advertising, and onUne ventures. Viacom has entities in 

virtually every media and continues to acquire more entities each year. Some of the more 

well-known companies that Viacom currently owns are CBS Television Network, MTV 

and MTV Networks, Nickelodeon, VHl, BET, Paramount Pictures, Viacom Outdoor, 

Infinity Radio, UPN, TV Land, TNN, CMT, Showtime, Blockbuster, and Simon & 

Schuster. As previously mentioned, Viacom owns every dominant music video channel 

that is currently operating (www.viacom.com). 

Viacom also has its hands in the radio industry as well. Infinity Radio, a 

subsidiary of Viacom is one of the larger radio conglomerates in the U.S. Infinity 

operates more than 180 radio stations. Most of these stations are within the U.S. borders, 

but they are acquiring more every year worldwide. Most of these stations that are in the 

U.S. are in the nation's largest markets. Infinity also manages and owns a significant 

share in Westwood One, Inc (www.viacom.com). 

http://www.viacom.com
http://www.viacom.com
http://www.viacom.com


Another of the large media conglomerate is Clear Channel Communications. 

Clear Channel Woridwide operates more than 1,225 radio and 39 television stations in 

the U.S. and has equity interests in over 240 radio stations across the globe. Clear 

Channel also owns outdoor advertising material such as billboards and street furniture, 

not to mention it is a leading producer of live entertainment and owns several athlete 

management and marketing companies (www.clearchannel.com). 

Clear Channel benefited gready from the Telecommunications Act of 1996, 

which led to deregulation in the radio industry and allowed for more concentration of 

ownership (Chambers, 2002). That year. Clear Channel acquired 49 stations in 20 

markets, more than it had acquired in any previous year. Each year it has added more 

stations and acquired AMFM, Inc., another radio conglomerate, in 2000. Now Clear 

Channel owns more than 1,225 radio stations and has divisions operating in 65 countries 

worldwide (www.clearchannel.com). 

Radio 

Most of the corporate controlled radio stations are given programming decisions 

from top-level management. The programming of the station may be no different from 

that of a station owned thousands of miles away under corporate control. According to 

Chambers, radio stations have DJ's thousands of miles away who are relayed over a 

satellite network to portray a sort of localism and live atmosphere to the programming 

when in fact this is hardly the case (Chambers, 2002). 

http://www.clearchannel.com
http://www.clearchannel.com


Station playhsts are also handed down from top-level management. Research 

firms such as Nielson SoundScan, who create sales charts, direct top-level management 

to seek out particular songs that are prime for attracting audiences and give those songs 

the amount of rotation they would have corresponding with the current radio charts. The 

different formats of radio naturally have different strategies, but as a whole, they play to 

attract an audience and the radio charts give the stations a structure to follow 

Corporate-owned radio stations are not the only radio stations to use the charts as 

a guide for programming. Local owners use the charts as well. It makes good financial 

sense to broadcast the type of programming that is going to attract the greatest number of 

listeners, so naturally, the local owners do the same "chart following" as the corporate 

owned stations. There is a higher percentage of locally-owned stations that deviate from 

this formula, but overall, the charts are determining factors on the type of programming. 

Station managers at the local and national level make the decisions that decide the 

type of programming. The station managers use charts, requests, and industry 

information to select the type of programming. Regardless of all the factors that play into 

determining what type of programming a station will have, it is the final choice of the 

station manager as to what will be broadcast. This is important to point out because the 

station manager's programming decision should be factored into how pubhc opinion is 

shaped and formed. 



Music Video Television 

"Music videos are a pervasive form of modern popular culture, they are 
everywhere. Music videos are profoundly restructuring visual perceptions of 
space and time." 

-Steve Jones (1988, p. 15) 

As the years have gone by, MTV has soHdified its dominance with aggressive 

economic moves and has fought its way through threats to its domination by competition 

from other music video channels such as Ted Turner's now defunct Cable Music 

Channel. Most of these competing channels ultimately couldn't overcome MTV's 

dominance (Doherty, 1987). Although MTV has dominated in the music video world of 

television, there have been other channels that have thrived and found a home in different 

formats of music video programming. 

CMT (Country Music Television), an all-country music video format, was 

launched as a cable network on March 6, 1983, only two years after the launch of MTV. 

CMT did not find the initial success that MTV found, but it weathered the storm and 

presently stands as one of the most recognizable cable networks in the nation. John 

Sykes, the President of CMT and VHl was quoted as saying, "The goal is for CMT to be 

the destination on television for all things country music" (PR Newswire, 2001). For the 

most part, CMT has done this very well. With their base programming consisting of 

country music videos, CMT also incorporates special interest programs deaUng with 

country music with shows like Grand Ole Opry Live, and CMT Crossroads. 

CMT has been successful for a number of reasons. Country music is mainstream. 

It is the most hstened to radio format by U.S. adults. Country also has nationwide appeal. 

42.3 million American adults hsten to country radio weekly. Country is also the second-
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best selling music format in America (Data compiled by MRI, Spring 2001). CMT 

presently is seen in 54.8 million subscribing households across the nation and added 15.7 

million of those homes since the May 2000 merger with media giant Viacom (PR 

Newswire, 2001). 

Another major music video channel that has had success is BET (Black 

Entertainment Television). BET is an African-American urban interest channel that plays 

music videos from the genres such as hip-hop, jazz, and R&B. The network was 

launched in 1980 as a special interest network for African-Americans. Only later, after 

viewing the success of MTV. did BET start to incorporate music videos as its base 

programming (Kramer, 2003). 

BET is not just a music video channel and its success has been greatiy in part by 

the success of cable use by African-American viewers. African-Americans are one of the 

biggest consumers of cable television per race - making up about 12% of U.S. 

households and 15 to 16% of viewing households, according to Tim Brooks, SVP-

research for Lifetime Networks (Cable World, 2003). BET targets the 12-24 

entertainment-demographic that is also shared by MTV as of recently. BET is often 

successful in attracting viewers from MTV by playing more of the urban genres of music 

than MTV will commit to and BET has been attributed to breaking many new artists 

within these genres. Robert Johnson, former CEO and founder of BET was quoted as 

saying, "Videos are anchor programming on BET. Music is the quintessential cultural 

expression for the African-American community" (Kramer, 2003, p. 5). Robert Johnson 

was the owner of BET until Viacom purchased the network in 2000 for a reported $3 



biUion. Viacom has insisted it will only better the network, which is now seen in over 74 

milhon homes across the nation (Cable World, 2003). 

VHl (Video Hits 1) is another cable music video channel that has successfully 

incorporated itself into the music industry. VHl came into existence in a rather different 

way than the previous channels mentioned. VHl was itself created by MTV. The 

channel was launched in 1985 as more of a defensive maneuver by MTV than as a 

separate entity. The channel was started with the purpose of holding off competition for 

MTV. Marshall Cohen, former senior vice president Research and Corporate Services 

MTV, was interviewed in 1987 by R. Serge Denisoff and spoke about VHl, "When we 

did the music study for MTV we found a group of people who liked a certain type of 

music, but that they would not be satisfied with what we were calling then rock music" 

(Denisoff, 1987). VHl was then formed to attract this particular audience, but more 

importantly, fend off competition from competing music channels. The announcement of 

plans for VHl was shortly after the announcement that Ted Turner had plans to start a 

competing music channel called Cable Music Channel. 

In order to lock up space on cable systems, MTV offered VHl as a free service to 

any cable system that agreed to MTV's terms, thus offering a second music channel free 

of price. So if the cable system wanted to run two music video channels, VHl was 

already free, whereas Ted Turner's Cable Music Channel would carry more fees (Banks, 

1996). The idea turned out to be briUiant and not only helped to launch the new VHl 

cable network, it sohdified MTV's dominance. VHl is owned by MTV Networks, which 

is owned by Viacom and is currently seen in more than 62 million homes across the 



nation, but it too has started to rely more on special interest programming for the 18 to 49 

demographic than specifically on music videos (Denisoff, 1987). 

The top-level management for each of these channels makes the decisions about 

which type of programming will be broadcast. MTV has changed its programming from 

all-music-videos to specialty shows with music videos being played on request shows and 

late at night when ratings are not much of a factor (Leeds, 2002). Each of these networks 

has some type of countdown or request show. The program managers use this type of 

information as well as chart performance and pressure from the record companies to 

promote a certain artist as a deciding factor in which acts will receive heavy rotation and 

which acts will not. It is important to note the effects of this type of management for 

public opinion purposes. 

The most popular and most successful music video channel is of course MTV. 

The channel was launched on August 1, 1981, and began its broadcast by airing "Video 

Killed the Radio Star" by the British techno-pop band, the Buggies (Doherty, 1987). 

MTV was the brainchild of John Lack, who envisioned the all-video channel using the 

promotional videos that record companies had been producing to promote an album. 

This system worked where other music programming on television had failed: it stuck to 

one format. Music videos were all that was seen on the early MTV. Previous music 

programming had switched from concerts, to talk shows, to dance shows, and many other 

eclectic programs that made the programming seem inconsistent and varying. Lack, who 

was very music-minded, hired the young Robert Pittman to help with the business side of 

U 



things and get the wheels in motion to start the worid's first 24-hour all music video 

channel (Denisoff & Romanowski, 1990). 

MTV was created by Warner's Amex Satellite Entertainment Company, a 

subsidiary of the media conglomerate Warner Communications, hic. MTV was given to 

160 affiliates across the nation and was received by more than two million subscribers. 

The network experienced financial gains around $11 million in only its third year of 

existence. Eventually the media giant, Viacom International, Inc. acquired the complete 

ownership of MTV in 1985 and its offspring network VHl (Doherty, 1987). More than 

384 milhon households currentiy view MTV worldwide, and it is the most strategically 

targeted network regarding demographics, with the target demographic being 12-24 year 

olds (www.viacom.com). 

MTV's power in the music industry and place in the process as a whole has been 

of particular interest to economists and mass communications scholars. There are two 

articles that point to the power that MTV has on the music industry and its translation 

into record sales and artist promotion. The first article looks at record sales and chart 

performance pre- and post-MTV. 

PhilUps and Schlattman's study (1990) looked at the effect that MTV had on the 

music industry after it came into existence by comparing record sales and chart 

performance in the four years before MTV was launched and the four years after MTV 

was launched. Data were gathered through Billboard by looking at the TOP 40 singles 

chart and the TOP 40 albums chart in the four years before MTV and the four years after 

MTV. The study found that there was no significant change on the TOP 40 singles chart, 
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but on the TOP 40 albums chart, albums averaged less than 12 (11.58) weeks on the chart 

pre-MTV and 15.58 weeks post-MTV. During the post-MTV period, 13 different albums 

stayed on the charts for more than 60 weeks. The study also found that there were fewer 

recording acts charting singles after MTV was launched than before, questioning MTV's 

influence for breaking new artists into the music industry. PhiUips and Schlattman 

concluded that, "MTV is a popular outlet for current popular music, but its role in seUing 

an artist's record and that record's chart performances seems to be limited to a minority 

of performers and not the recording industry as a whole" (1990, p. 90) This statement 

calmed the claims that MTV was solely responsible for puUing the music industry out of 

the depression of 1979 (PhiUips & Schlattman, 1990). 

Another article that looked at MTV's influence on the record industry was 

Schlattman and Phillip's follow-up (1991) to the 1990 article. In this article, the study 

focused on the promotion that MTV gave to certain videos it designated as "Hip Clips." 

MTV has always stood proud by their claim that they are influential in breaking new 

artists onto the music scene. These "Hip Clips" were usually given to an unknown artist 

and put into heavy rotation with the hopes of generating a buzz around the specific artist. 

The "Hip Clips" were started in 1986 and continued to 1989. The study found that these 

"Hip CUps" when compared to chart performance were average at best. Only 15 of the 

48 artists charted Top 40 albums, but the study did state that without the promotion from 

MTV, these bands probably would never have been recognized. Because of the 

generated awareness of the bands, the researchers argued that MTV had become an 
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intricate, and sometimes-vital part of the process of breaking new acts (Schlattmann & 

Phillips, 1991). 

MTV's main product, the music video, has been one of the most successful 

promotional tools of all time. Many mass communications scholars have studied the 

music video ever since its inception. The content of music videos has been studied as 

shown by Caplan's study. Violent Program Content in Music Video (Caplan, 1985). 

Sherman and Dominick found music videos, especially those shown on MTV, to be 

"violent, male-oriented and laden with sexual contenf' (Sherman & Dominick, 1986). 

Hartman and Tucker (1987), in their smdy of 18- to 35-year-olds, found that: music 

videos were consumed primarily for entertainment, and music video viewing would 

decline as the ages of their respondents increased. 

Another study that looked at MTV's effect on certain age groups includes the 

HaU, Miller, and Hanson (1986) article that studied perceptions of music television by 

junior high students, who are the target audience of singles and album sales, and college 

freshman, a transitionary age group with strong rock music interests. The study found 

that there may be an attraction to the video productions that seem to enhance the 

portrayed storyline of music videos, and that the lyrics can have more meaning 

subsequent to viewing a compUcated storyUne (HaU, Miller, & Hanson, 1986). The 

music video has been well-studied and its implications on society and the record industry 

have been weU-documented. 

14 



Internet 

In September 1999, Napster, a web-based file-sharing program, went operational 

and created an enormous problem for the recording industry as a whole. As soon as the 

populaiity of the website grew, so did the resentment from record companies, recording 

artists, and album distributors. Napster was intended to give users access to other user's 

files in order to share acquired music, but most of the music was acquired through the 

file-sharing program and not purchased from the licensed distributor. The P2P (peer-to-

peer) file-sharing was easily accompUshed. A specific user would access Napster, find 

the songs they wanted, and Napster would direct the user to the host's files for the 

purpose of downloading songs. The songs didn't go though Napster at aU. Napster just 

served as the connector between two computers (Green, 2002). 

Napster attracted more customers in less time than any other web-based service. 

In February 2001, 80 milhon registered users were consulting Napster to find and 

download their favorite songs. It was found that during the height of Napster, 2 billion 

songs were downloaded in the January 2001. The success of Napster prompted the 

recording industry to re-evaluate its position and its fumre successes. 

It didn't take long for the recording industry to take notice of Napster and its 

enormous success. Record financial losses caused by file-sharing and the inabiUty of the 

recording industry to compete with "free music" caused a backlash against Napster. 

Many artists and entertainment groups took legal action against Napster. The Motion 

Picture Association of America, the Music Producer's Guild, the Recording Industry 

Association of America (RIAA), the National Basketball Association and Major League 
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Baseball all signed an anti-Napster brief to ensure that copyright infringement laws were 

carried over to the Internet (Green, 2002). 

The Napster case became a situation of technology outpacing the laws to regulate 

it. hi July 2002, the Ninth Circuit Court of Appeals found that Napster was infringing on 

copyright laws, due to its refusal to monitor which songs were being infringed and which 

songs were legally "shared." Napster monitored the transfers of files between users and 

knew which files were copyrighted and which files were not, but the company chose to 

do nothing about it and that was the deciding factor in the case against Napster. The 

court ruled that Napster shut down all operations that included copyrighted material not 

Ucensed for disuibution by Napster. Napster subsequentiy shut down because of 

operating costs and the inability to set up an appealing "pay for play" service. The 

company couldn't compete with the Napster "look-a-Iikes" that were surfacing all over 

the web, offering the same free service that Napster once had (Warner, 2002). 

The battle continues over copyright infringement on the Internet and websites like 

Kazaa, Grokster, and Morpheus still exist even though they are still bombarded by the 

music industry. Unlike Napster, these programs have a better chance of survival. These 

three combined have 70 million users per day and are becoming more popular every 

month. These programs not only offer free music, they offer movies and videogames as 

well. The strength in their case for survival Ues in their physical makeup. These 

programs offer many more items of interest than music, thus they cannot monitor the 

sharing of files between users. Napster could see which files were being shared, but they 

decided to turn their heads and not deal with the matter. The new programs, cannot 
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determine which files are legal and which are illegal. Their strongest argument becomes: 

If you can't control or see illegal activity, how can you be Uable for it (Warner, 2002)? 

The best defense that these programs have over the recording industry that 

ultimately spelled the end for Napster is that they are not centrally located. Napster was 

easy to shut down because it ran off of one server. These new programs would be near 

impossible to shut down. The only probable way to end the operation of these new 

programs would be if every user personally decided to shut down the program. Noting 

the likeUhood of this scenario, the recording industry has a major fight in the future with 

these new programs. The recording industry found a way to shut down Napster, but these 

new programs are different "monsters" and are probably going to force the recording 

industry to focus their efforts on competing with these services, not destroying them. 

What does this mean for the recording industry as a whole? The industry has 

already started to fight back on the Internet offering "pay-for play" services in a legal 

manner. Conglomerations of record companies have agreed to give licensed material to a 

mutually run website for the purpose of offering songs for download at a small price. 

Apple launched its web-based iTunes Music Store on April 28, 2003. The site offers a 

library of songs that users can purchase for 99 cents per song. The users have unUmited 

access to the songs they want and can make as many copies of the songs as they please 

(Apple, 2003). As future web-based attempts by the recording industry to compete with 

the file-sharing sites continues, it is likely to see the prices of the songs lower and more 

user friendly websites appear. 
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Homogenization 

In 1998, Bums expanded agenda setting by incorporating the theory into another 

area of mass communications outside the issue salience realm. Bum's study proved that 

there are other areas of study where the agenda setting process can be incorporated and 

this study attempts to do just that. Instead of looking only at radio, this study looks to 

measure the agenda setting effect of radio and of the afore-mentioned music video 

channels. 

In our society today, corporate conglomerates in the radio industry have 

capitalized on the successes of technology. A radio company can own a radio station and 

make it appear to be a "local" station by distributing on-air talent across several markets 

via voice tracking and satellite. The DJ may sound Uve, but may actually be thousands of 

miles away and the message may have been pre-recorded (Chambers, 2002). 

According to Chambers (2002), a dominant firm may use various pricing 

strategies to exclude current or potential competitors, or a firm may use its power to 

further differentiate its products or services to prevent other firms from entering the 

market. In a particular market, the more similar firms that exist promote a more 

competitive market. Also according to Chambers (2002), markets can be classified as 

existing under perfect competition, monopolistic competition, oUgopoly, or monopoly. It 

has been evidenced by research that the radio industry operates as an oligopoly (Picard, 

1989). OUgopoUstic competition is defined as a market that will have a smaU number of 

leading firms, some "fringe" competitors, and a degree of interdependence among firms 

(Chambers, 2002). 
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In the radio industry we have seen this trend with the rise of the corporate radio 

conglomerates such as Infinity and Clear Channel Communications. Rothenbuhler states, 

"Research on the concentration of ownership of recorded music firms has established 

relations between this national industry-level factor and a number of other variables 

representing local conditions and outcomes" (1985, p. 230). It has been found through 

research, that concentration in cultural industries, as in other sectors of the economy, 

leads to an increasing homogenization or lack of diversity in cultural products 

(Rothenbuhler & Dimmick, 1982). As the number of competing firms decUnes, so does 

the number of hit records - so that fewer producers are releasing fewer hits. 

Rothenbuhler and Dimmick (1982) found that the number of firms with hits decUned 

significantly during the years 1974 through 1980 as the number of firms decUned as well 

from 21 in 1974 to 9 in 1980. Accordingly, Peterson and Berger (1982) hypothesized 

that the lack of diversity in the musical product means that the tastes of some consumers 

are unsatisfied and, as a result, recording sales fall from their previous levels. They 

showed that in periods of very high concentration, record sales fell and in periods of low 

concentration, record sales increased (Peterson & Berger, 1982). 

The same phenomenon can be attributed to the music video channels. Banks 

(1996) found that in 1992, 20 corporations owned the majority of all major U.S. media. 

This was a drop from 50 firms in 1981. Banks went on to say, "Concentration of media 

ownership is criticized by reducing the freedom of expression because centralized control 

suppresses the presentation of a broad marketplace of ideas" (1996, p. 180). 
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Viacom has undergone this type of vertical integration. According to the FCC 

(Federal Communications Commission), vertical integration is defined as, "existing when 

an exchange that might have occurred by market transaction in a buyer/seUer setting is 

handled administratively within a single firm" (Banks, 1996). Viacom owns every major 

music video channel (MTV, VHl, CMT, BET) and many radio stations in the nation's 

largest markets through Infinity Radio. 

One of Viacom's largest companies, the music video juggernaut, MTV, has been 

called out for anti-competitive practices before. In 1984, MTV inked a multi-year 

agreement with four major record companies, CBS, MCA, RCA, and Geffen, in which 

they paid $4.6 miUion in cash for "music videos of top hits.. .in exchange for cash and 

advertising time" (Doherty, 1987, p. 352) The deal was great for MTV because it also 

ensured that they would receive the videos and have "first-right-privileges" before any 

other music video outlet, thus cornering the market in the music video industry (Doherty, 

1987). Additional agreements were then signed soon thereafter with Warner, Atlantic, 

Asylum, Polygram, and Capitol Records. MTV's objective was to sign contracts with 

record labels that provided 70% of its programming (Banks, 1996). This made it 

virtually impossible for another cable channel that integrated the music video as its main 

format to compete with MTV and VHl. MTV and these record companies publicly 

agreed that the purpose was to control the emerging distribution system for the music 

video cUps, thus creating vertical integration. 

Banks (1996) stated that, "the cooperation between MTV and the major record 

labels encourages a top-down popular culture in which companies controlUng the 

20 



production, distribution, and exhibition of music clips collaborate to shape and direct 

popular tastes in music in a manner that promotes their own respective economic 

interests" (p. 362) He went on to say, "this collusion squeezes out alternative styles of 

music and recording artists since most of the exclusivity pacts were with major record 

labels that focus on conventional, mainstream music. Smaller, independent record labels 

that cultivate and nurture new, offbeat music styles and acts are largely ignored" (Banks, 

1996, p. 362). 

There have been anti-competitive lawsuits against MTV filed by other music 

cable channels. Discovery Music Channel (no longer in existence) filed a federal lawsuit 

in 1984 arguing that MTV arranged exclusivity deals to stop direct competition from 

Discovery or any other music service (Girard, 1984). MTV agreed to an out-of-court 

settlement with Discovery and kept its contracts with the record companies intact 

(Dupler, 1988). MTV was again threatened with a lawsuit in 1985 by Wodlinger 

Broadcasting, owned by competitor Hit Video USA (Banks, 1996). The lawsuit never 

came to fruition and MTV once again settled out of court and kept its record company 

contracts intact. Even the FCC decided to launch an investigation in 1987 into MTV's 

alleged anti-competitive actions, but the investigation was called off "for lack of a basis 

to proceed" (Dannen, 1987). By 1991, MTV had contracts with every major record label 

except Virgin, Mercury and PLG (Newman & McAdams, 1991). 

Banks (1996) states that, "MTV is not completely submissive to the labels' 

wishes and has certain economic interests that diverge from these companies. For 

instance, MTV's need for high audience ratings to satisfy advertisers has led MTV to 
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adopt policies that weaken the record labels' promotional strategies." This has been 

witnessed recently in an article in the Los Angeles Times that says MTV is planning to 

reduce the number of video clips shown on the network to make room for more top-tier 

stars. The programmers at MTV now want an act to prove that it can generate a "buzz" 

among fans before the channel will air their video clips in heavy rotation (Leeds, 2002). 

The article went on to state that MTV plans to concentrate on a list of 10 videos per 

week. These videos will be called the Big 10. Videos on the Big 10 are played more 

than 30 times a week. This doubles the amount of exposure that artists were already 

getting on heavy rotation. This strategy is designed to produce ratings by playing the 

most popular acts while allowing some room to introduce developing acts (Leeds, 2002). 

So MTV, which used to pride itself on being the medium to break new acts, has become 

more interested with chart performers and ratings boosts (Creative Review, 2002). 

With the homogenization of the music industry comes the decrease in diversity. 

Chambers (2002) specified that concentration prevents duplication, which allows for 

more formats and types of music industry distribution mediums, but there is evidence that 

the final product is homogenized by vertical integration. The effect is a barrier to new 

and innovative types of music. This translates into decreased record sales and general 

dissatisfaction with the music industry as a whole. This can be seen through the 

economic losses that the industry has suffered the past two years. 

Today, the music industry relies heavily on the radio industry and the music video 

television industry to market, promote, distribute, and sell their music. These two 

avenues have proved to be the most successful and widely used avenues for each of these 
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ventures. Each of these distribution platforms relies on their audiences for input related 

to musical preferences. From a mass communications perspective, radio and the music 

video channels have played the role of the "source" in the communication process and the 

audience has played the role of the "receiver" in the communication process. In reality, 

these two platforms may help to simultaneously form opinions and attitudes towards 

music preference. Past research in agenda setting has given us an appropriate framework 

for which to study the role of these platforms in consumer preference. 

Agenda Setting 

In Public Opinion, Walter Lippmann (1922) concluded that average people can't 

be tmsted to make important political decisions. Average people have to be protected, 

and important decisions must be made by technocrats who use better models to guide 

their actions. Thus, modem agenda setting notions derive more or less from a mass 

society perspective (Baran & Davis, 2003). Lippmann's ideas were later refined by 

Bernard Cohen when in 1963 he was quoted as saying, "The press is significantly more 

than a purveyor of information and opinion. It may not be successful much of the time in 

telUng people what to think, but it is stunningly successful in telling people what to think 

about" (Cohen, 1963, p. 15). Although Cohen wasn't the first to use the term, "agenda 

setting," he was the first to refine the theory and give it direction. The term "agenda 

setting" came later in 1972 when Maxwell McCombs and Donald Shaw coined the term 

in their seminal agenda setting study that took place in Chapel Hill, North CaroUna 

(McCombs & Shaw, 1972). 
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The McCombs and Shaw study of 1972 was designed to look at the agenda setting 

function of the mass media. They performed the study in Chapel HiU, North CaroUna 

amidst the 1968 presidential campaign. A content analysis of the major media in the 

Chapel Hill area was conducted to find the concentration of content over particular issues 

that were being brought to the table during the campaign. Television, newspapers, news 

magazines, and editorial pages of newspapers and magazines were aU analyzed to find 

out which issues were receiving the most attention (McCombs & Shaw, 1972). A survey 

was also given to 100 registered voters in the Chapel Hill community, which asked the 

respondents what they thought were the most relevant issues of the campaign. The 

survey answers were then compared to the content analysis results to show any 

correlations between the issues perceived as the most important by the respondents and 

the issues that were receiving the most media attention. 

The study found that the issues most present in the media were also the issues that 

the respondents felt were the most important. The study also found that issues of high 

salience were those issues that were perceived as being the most important by the 

respondents. Sahence is the degree to which an issue on the agenda is perceived as 

relatively important (Dearing & Rogers, 1992). McCombs and Shaw were quick to point 

out that their study did not prove that agenda setting existed, but that it would take 

subsequent research to move the theory along. 

Why was the McCombs and Shaw article so important? The study helped to 

further the agenda setting paradigm and characterize it as a process. Because the study 

incorporated the variable that is "time," agenda setting became more of a process in 

24 



subsequent research, rather than just questions about media effects (Rogers & Dearing, 

1988). It also gave subsequent research a quantitative process for studying agenda setting 

by using the content analysis and survey as a method for gathering information. 

There are other issues that were brought to light within the agenda setting 

paradigm. In 1985, Roy Behr and Shanto Iyengar performed a study to find the effects of 

lead story placement on the agenda setting process. They hypothesized that the lead story 

coverage may be more sensitive to real-world conditions and may exert a stronger impact 

on viewer's perceptions of poUtical issues. A content analysis of CBS news broadcasts 

from 1974-1980 was performed to distinguish between lead stories and other stories. It is 

widely accepted that the first story is usually considered the most important because of its 

placement by editorial positions. The study only compiled stories that dealt with energy, 

unemployment, and inflation. The study also incorporated the use of a survey and asked 

the all-important question, "What do you feel is the biggest problem facing our nation 

today?" The study found that in all three of the issues, television news coverage is at 

least partially determined by real-world conditions and events. They felt that television 

news coverage accurately represents the state of the nation, but they found that it is the 

lead story that serves as the agenda setting force (Behr & Iyengar, 1985). 

Also important in the agenda setting process is the development of the media 

agenda, the pubUc agenda and the poUcy agenda (Rogers & Dearing, 1993). Many 

studies have tried to prove which agenda sets the other or vice versa. It has been found 

that agenda setting plays out to be an entire process. The media agenda is said to be 

influenced by: media elites, traditions, practices, and values of media professionals, along 
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with the elements of the public and poUcy agendas. The pubUc agenda is said to be 

influenced by the media on a personal level; in other words, different people will be 

influenced by different media, and by interpersonal relationships. The poUcy agenda is 

said to be influenced by the need for change whether by legislation or pressure from the 

pubhc and media agendas (Rogers & Dearing, 1988). 

Other issues that are common in agenda setting research are vividness of 

presentation, priming, and agenda building. Iyengar and Kinder (1987) found that news 

that was presented in a dramatic format with many vivid pictures and powerful, personal 

accounts would undermine rather than increase television's agenda setting power. They 

felt that these vivid stories would focus too much attention on the specific situation than 

on the issue at hand (Iyengar & Kinder, 1987). Iyengar and Kinder also found that 

priming has an effect on agenda setting. Priming occurs when news coverage draws 

attention to some issues of poUtical Ufe at the expense of others (Baran & Davis, 2003). 

They were quoted as saying, "Through priming, television news helps to set the terms by 

which poUtical judgments are reached and poUtical choices made" (Iyengar & Kinder, 

1987, p. 114). 

Agenda building is a more macro-level perspective whereas agenda setting is a 

micro-level perspective. Agenda building is defined as a collective process in which 

media, government, and the citizenry reciprocally influence one another in areas of public 

poUcy (Baran & Davis, 2003). This incorporates the influence of the media, pubUc, and 

policy agendas that were previously mentioned. 
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Agenda setting research continues to be an area of interest for many social 

scientists and mass communication scholars. The reasons why agenda setting has 

continued to expand and grow can be attributed to three main points: (a) the steady 

historical growth of its Uterature, (b) its ability to integrate a number of communication 

research subfields under a single theoretical umbrella, and (c) a continuing abiUty to 

generate new research problems across a variety of communication settings (McCombs & 

Shaw, 1993). Although most of the agenda setting research has been concerned with 

politics and national issues, it is because of the integrating nature of agenda setting that 

this study incorporates the theory as its basis of research. 

In 1998, J.E. Bums conducted a study that incorporated the agenda setting theory 

into a different area of mass communications - popular music. The Bums study set out 

to suggest that agenda setting has applications outside the issue salience realm and into 

other areas of mass communication. The study used the agenda setting model to test the 

abiUty of a music radio station to impress perceived song popularity on its audience 

through repeated airplay of songs (Bums, 1998). 

Bums (1998) made parallels with other agenda setting research by stating that, 

"agenda setting argues that the more a story is emphasized by a news medium, the 

stronger that story's chances are of being perceived as important." He incorporated this 

train of thought by comparing the amount of airplay a song gets on a particular station to 

the amount a news story gets on a particular news medium. This is also evidenced by 

MacFarland (1990) who wrote that, "music popularity is a macro-time mood 

consideration, the public's mood or attitude changing over time as certain songs become 
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more saUent in the pubUc eye and then decline and are replaced by new songs" (1990, p. 

21). Burns argues that the music programmer determines song rotation, and that the 

programmer places the songs, as he/she perceives them to be the most popular. Thus 

creating a rank-order perception similar to the way a story is emphasized in a newscast 

creating the perception of importance of particular stories. Rothenbuhler's study (1985) 

found that radio station gatekeepers choose music similar to the gatekeeping processes 

editors follow when choosing news stories. The study also found that radio programmers 

largely create the tastes they claim to be serving (Rothenbuhler, 1985). This in turn, "sets 

the agenda." 

Bums' method of study included a public opinion poll and a content analysis of 

radio broadcasts, staying in line with the most traditional method of agenda setting study 

(Rogers & Dearing, 1988). The content analysis gathered playlist information from the 

radio station's computerized music system. Two different playhsts were studied, and one 

of the playhsts aired the month before the survey and the other the week before the 

survey to measure the effect of audience exposure over time. The total number of plays a 

song received was tabulated and used to rank each song on each of the playhsts. 

The study polled a sample of listeners who had called in and won a prize from the 

station. This sample was chosen because of their active nature in the process. Rubin 

(1993) defines an active audience as, "expected to make rational decisions about what 

media content to accept and reject," and a passive audience as, "expected to be influenced 

by the communicated message" (1993, p. 100). This means that Bums feh that the 

people who had called in and won the contest were an active audience because they had 

28 



been paying attention by listening to the radio station in order to communicate with the 

DJ via telephone. The respondents were asked to name five country music (this was the 

format of the station) songs he or she felt were the most popular at the time of the survey. 

The songs that they mentioned did not have to be one of their personal favorites, only 

those that they perceived as being the most popular. The survey produced 101 complete 

questionnaires. 

The study found that the level of popularity a song received from the respondents 

correlated with the emphasis it received on the playlist. The study also found that the 

salience effect may be somewhat shorter than expected because the playlist that was 

played a week before the survey had more perceived popularity than the playlist that 

aired a month before the survey. Bums argued that there appeared to be an agenda 

setting effect in terms of perceived popularity in music radio, but that it is relatively short 

lived (Bums 1998). 
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CHAPTER m 

RESEARCH QUESTIONS AND HYPOTHESES 

Previous research in this area has found that agenda setting can have appUcations 

outside the issue salience realm. Within the Uterature review, we've looked at the 

distributors and the avenues of distribution that the music industry employs. According 

to Burns (1998), the agenda setting theory has appUcations whenever a mass medium 

could affect what an audience perceives as important. In this study, the perception would 

be a chart rank to measure the agenda setting effect (Bums, 1998). 

Research Questions 

Bums (1998) found that there is an agenda setting effect in the radio industry, but 

he was limited in the study by using only one genre of music and using only vested 

listeners. This study takes into account the issue of consoUdation and its effects on pubUc 

opinion. This study analyzed data to find an agenda setting effect in the radio industry as 

a whole on college students. Research question one should shed some Ught on these 

issues. 

RQl: Is there an agenda setting function between radio airplay and the 

pubhc's perception of popularity? 

The music video channels have become a staple of American media. MTV has 

become one of the most dominant marketing tools for reaching college students (The New 

York Times, 1998). This dominance has shown in MTV's success and growth over the 
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past ten years. It has been shown that MTV helps to sell records and promote new artists 

(PhilUps & Schlattman, 1990). This study hopes to find the agenda setting effects of 

MTV and the other major music video networks. 

RQ2: Is there an agenda setting function between the music video channels and 

the pubhc's perception of popularity? 

File sharing has quickly become one of the most popular avenues of music 

acquisition in today's society. The legaUty of the issue has sparked heated debates 

between the recording industry and the consumer pubUc. Technology's rapid advance 

has given the recording industry a reason to reevaluate its hold on the market. More 

importantly, file sharing has forced the music industry to accept its presence and focus its 

efforts on competing with it rather than destroying it. Research question three will shed 

some light on the Internet and its effects on the music industry. 

RQ3: What effects have the Internet and file sharing had on the music industry? 

Priming and its effects were documented in Iyengar and Kinder's 1987 study 

(Iyengar & Kinder, 1987). It is beUeved that priming also exists in the music industry. 

Just as a lead story is given special attention by news editors and news producers, new 

music is given special attention by station managers and playhsts for both radio and the 

music video channels. New songs receive more rotation, thus "priming" the audience 

and prompting them to perceive the song as a more popular song. This study will focus 

on heavy and light users of radio and the music video channels. It is beUeved that heavy 

users will be more conscientious about which songs are more popular and receive more 

rotation than a Ught user would. 
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HI: There will be a difference between light users of radio and heavy users of 

radio. Heavy users will be more accurate when ranking charts than light 

users. 

H2: There will be a difference between light users of music video channels and 

heavy users of music video channels. Heavy users will be more accurate 

when ranking charts than Ught users. 

College students can be considered the most targeted consumer group for the 

music industry (www.viacom.com). Each of the mediums profiled considers the age 

group 18-35 a very important demographic to reach. It is relevant to this study since this 

study is only surveying college students. 

H3: There will be a difference between classification and the type of medium 

they prefer to find new music. Typically the younger college students, 

freshman and sophomores, are more interested in music videos and singles 

that are produced from these videos (Hartman & Tucker, 1987). 

The answers to these questions will show if an agenda setting function exists upon 

the pubhc's perception of chart rank, whether the public personally considers them to be 

favorites or not. The data from the survey will show the relationships that each of these 

variables has with the other and whether they are affected by each other. 
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CHAPTER TV 

METHODOLOGY 

A survey of college students was conducted to gather data relevant to the study. 

The types of questions asked attempted to determine the agenda setting effect of the 

music video channels and radio on the consumer. According to Melton and GaUcian 

(1987), college students represent one of the most significant demographic groups 

because of the consumer patterns related to popular music (Melton & GaUcian, 1987). 

Thus, the relative effects upon this subpopulation might suggest some trends in national 

population audience pattems. 

To analyze the research questions and test the hypotheses, a questionnaire was 

developed and administered to undergraduate students at Texas Tech University in the 

School of Mass Communications. The inclusion of college students in the study was 

previously justified and is considered the major target demographic for most of the music 

industry, mainly the entities profiled in this study. The sample was a convenience 

sample, and while generalized conclusions cannot be made for the population as a whole, 

the study can find relative effects for this small segment of the population. 

The survey was designed to find if there was a difference in the perceived chart 

rank of current songs and their actual chart ranking on radio or music video channels. To 

find the correlation, the respondents were asked to identify their favorite genre of music 

and rank a given set of 10 random songs in order from 1 to 10, where 1 was their most 

favorite and 10 was their least favorite. The actual chart rankings for radio were taken 
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from Radio and Records while the chart rankings for the music video channels were 

taken from the company websites for each network. This type of question was asked for 

both radio and the music video channels. For the music video channels, the respondent 

was asked which channel was their favorite, and guided to another chart to rank from 1 to 

10. The rest of the survey consisted of demographic questions, media-use questions, and 

questions that gave the respondents an opportunity to mention their favorite songs, new 

songs they have heard recentiy, and songs they've downloaded from Internet file sharing. 

The key dependent variable in this study, song agenda setting, was defined as the 

correlation between a respondent's perceived chart ranking and the song's actual chart 

ranking. For radio formats, chart information was collected from Radio and Records, an 

industry-recognized weekly joumal that collects airplay information from radio stations 

of different formats. Once collected, each song on the chart was randomly placed in the 

questionnaire for respondents to rank from one to ten. This was done for all of the radio 

formats and the four music video channels. The appropriate assumption would be that an 

audience member would look to the radio or music video channel to discover what music 

is new, or popular, just as an audience member would look to the media to find out the 

important news items, or issues, of the day (McCombs & Shaw 1972). 

Other dependent variables included new music platform preference and Internet 

file-sharing. The new music platform preference was defined as an individual's 

perception of the best medium for the introduction of new music. Its survey question 

was: "Which of the following media do you think does the best job of promoting new 

music?" The question for Intemet file sharing was: "Do you use the Uiternet to 
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download music?" This question was followed by questions that asked for the number of 

songs downloaded per month. 

There are several independent variables in this study. One independent variable 

in the study is the emphasis, or amount of rotation; the songs on the music video channels 

receive. An operational definition of this variable is the ranking of the number of 

rotations that a video receives on MTV, by MTV.com, during the week of the study. The 

other independent variable is the emphasis, or amount of rotation, the songs on radio 

receive. An operational definition of this variable is the ranking of the single on the 

Radio and Records radio chart. Another independent variable to be considered in this 

study is college classification. Typically, the younger college students, freshman and 

sophomores, are more interested in music videos and singles that are produced from these 

videos (Hartman & Tucker, 1987). 

This type of method, survey and content analysis, has been used in past agenda 

setting studies. It was decided that the use of aided recall, giving the respondents a Ust of 

songs, was the best method for finding correlations between what people thought were 

the most popular songs and which songs actually were the most popular. A pretest was 

given to a class of about 50 students. The feedback from the students and design of the 

survey prompted the decision to use aided recall instead of asking the respondents to 

name the top five songs they hear on the radio and music video channels. The pretest 

respondents had some difficulty remembering five songs and also remembering artist's 

names and song tides. The aided recall was added and the problem of recognition was 

theoretically solved. 

35 

http://MTV.com


CHAPTER V 

RESULTS 

The survey was taken by 399 students in five different Mass Communications 

classes at Texas Tech University during the week of May 5-9, 2003. Of the 399 students 

who completed the survey, 194 were female and 189 were male. The ages of the students 

ranged from 18 to 38, with 20-year-olds being the most frequent age of the sample at 100. 

The classifications of the students were also gathered to determine if the survey was 

given to younger or older college students, as age may cause difference of opinion on 

many of the issues regarding the music they Ustened to and watched on television. There 

were 70 freshman surveyed, 137 sophomores surveyed, 108 juniors surveyed, and 70 

seniors surveyed. Lower classmen, freshman and sophomores, made up 51.8% of the 

sample while upperclassmen made up 44.6% of the sample. The numbers were about 

even regarding upper and lower classmen. Tables 1 and 2 show the exact numbers for 

gender and classification, previously mentioned. 

Table 1 

Gender 

Gender 

Male 

Female 

Missing 

Total 

Frequency 

189 

194 

16 

399 

Percent 

47.4 

48.6 

4 

100 
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Table 2 

Classification 

Classification 

Freshman 

Sophomore 

Junior 

Senior 

Graduate 

Missing 

Total 

Frequency 

70 

138 

108 

71 

1 

11 

399 

Percent 

17.5 

34.6 

27.1 

17.8 

.3 

2.8 

100 

To find out more demographic information, race was included in the survey. 

Different races show a tendency to listen to different styles and genres of music. Since 

there were different genres of music incorporated in the survey, there was a need to find 

out this demographic information and see if this tendency occurs within this study. For 

example, African-Americans listen to R&B, urban, and hip-hop more as a population 

than White-Americans. The totals for the race demographic were dominated by white 

students with 328, 82.2% of the sample. Hispanics were the next largest ethnic group 

with 29, and African-Americans were the next largest with 12. These groups constituted 

the three largest ethnic groups of the survey. Two people of Asian descent, 2 people of 

Native-American descent, and 10 people who noted themselves as "other" also took the 

survey. Table 3 gives detailed information of the race frequencies in the study. 
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Table 3 

Race 

Race 

Black 

White 

Hispanic 

Asian 

Native American 

Other 

Total 

Frequency 

12 

328 

29 

2 

2 

10 

399 

Percent 

3.0 

82.2 

7.3 

.5 

.5 

2.6 

100 

A content analysis of the Radio and Records radio-airplay charts, the week of 

April 25̂ *̂ , was conducted to compare the survey responses and determine any agenda 

setting function within radio. For the music video channel charts, the websites of each of 

the four channels (MTV, VHl, BET, CMT) were accessed. Each website documented 

the top videos given rotation on their respective channels for the given week. 

Research Questions I and 2 

A Spearmans' Rho correlation was conducted to analyze the data gathered by the 

survey. The data that was analyzed was the ordinal ranking of the respondents' charts 

and the actual charts taken from Radio and Records and the websites of the music video 

channels. The Spearman's Rho correlated the respondents' rank of the Ust of songs and 

the actual rank of the songs as reported by the charts for both radio and the music video 

channels. 
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The Spearman's Rho correlation revealed eight statistically significant charts in 

the study. The respondent-ranked music charts and the actual chart rankings yielded a 

weak correlation for eight of the charts. Regarding the radio correlations, all but country 

and aduh contemporary (r = -.073, p > .07; r = .058, p > .05, respectively) were 

statistically significant at the .05 level. Those that were significant from the radio 

correlations were rock, pop, urban, alternative, and Christian. These are the totals of 

those in the radio correlation that were significant at the .05 level, respectively: r = .198, 

p < .05; r = .083, p < .05; r = .110, p < .05; r = .195, p < .05; r = -.188, p < .05. Table 4 

lists the correlations and their significance as reported. 

Regarding the music video channels, three of the four charts produced statistically 

significant correlations. BET was the only correlation that was not statistically 

significant, r = .111, p < .05. MTV, VHl, and CMT each produced a statistically 

significant correlation and the totals are as shown, respectively: r = .106, p < .05; r = 

.214, p < .05; r = -.193, p < .05. Table 4 Usts the correlations as reported. 
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Table 4 

Chart correlations 

Radio 

Rock 

Pop 

Country 

Urban 

Adult Contemporary 

Altemative 

Christian 

* p < .05 

**p<.01 

Spearman Rho 

Correlation 

.198** 

.083* 

-.073 

.110** 

.058 

.195** 

-.188* 

Television 

MTV 

VHl 

CMT 

BET 

Spearman Rho 

Correlation 

.106** 

.214** 

.193** 

.111 

Hypotheses One and Two 

The resuUs produced weak correlations for each statistically significant chart, thus 

prompting the use of a t test to compare the means of heavy and Ught users for each of 

the formats of radio and the music video channels. The t test was performed to compare 

the means of the different charts and shed some Ught on which charts were more closely 

ranked by the respondents as pertaining to their actual chart rank. In other words, which 

charts were "more right" when compared to their actual rankings. A mean difference for 

each chart was produced by subtracting the respondents ranking of a song with the songs 

actual ranking. This created the mean difference index. The mean difference for each 

chart showed how far off the respondents were in each of their rankings. 
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The t test was then performed to compare the means of heavy media users and 

light media users with the mean difference index for each of the charts. The resuhs were 

intended to shed some light on which users were more "correct" in their chart rankings. 

As hypothesized, priming should have an effect on the rankings. Heavy users would be 

expected to be able to rank the charts closer to the actual rank than light users because of 

priming effects. 

The results of the t test yielded only one statistically significant difference. CMT 

was the one of two items that had a difference between Ught and heavy users, t_ (N=33, 

31) = 1.35, p < .05 (one-tailed). The mean for Ught users (M = 33.40, SD = 6.05) was 

greater than the mean for heavy users (M = 30.46, SD = 6.22). Since the mean difference 

index calculates how far a respondent was from being correct, the lower the number is the 

more correct they were, but CMT users produced a negative correlation. The other 

statistically significant item was Christian radio. Christian radio also found that heavy 

users had a negative correlation as weU, / (N=I8, 16) = 1.80, p < .05 (one-tailed). The 

CMT finding does not show the existence of priming and does not support hypotheses 

one and two. The t test revealed that the other genres of music were not statistically 

significant between heavy and light users at the .05 significance level. Table 5 shows the 

means from the t test. 
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Table 5 

Mean Difference Index 

Rock 

Pop 

Country 

Urban 

Adult Contemporary 

Christian 

Altemative 

MTV 

VHl 

BET 

CMT 

User 
Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Heavy 
Light 

Mean 
28.55 
29.82 

28.85 
28.53 

32.94 
33.56 

28.28 
28.88 

32 
38.5 

24.67* 
31.83* 

31 
33.23 

34.35 
32.16 

30 
29.07 

34 
30.76 

30.46* 
33.4* 

Standard Deviation 
7.61 
7.4 

6.94 
8.42 

6.18 
7.7 

7.21 
7.63 

12.65 
10.54 

4.85 
12.33 

5.53 
6.86 

5.74 
7.42 

8.64 
7.51 

11.31 
6.74 

6.23 
6.05 

* significant at the .05 level 

Hypothesis Three 

A cross-tabs, chi-square test was also performed to find out which medium 

college students prefer for exposing new artists and which medium they believe does the 
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best job of promoting new music. Hypothesis three was not supported as there was no 

statistically significant value for both of the cross-tabs, thus accepting the null hypothesis 

for promoting new music and preference, respectively; .vf (6, N = 385) = 2.54, p > .05; .vf 

(6, N = 312) = .413, p > .05. Although the cross-tabs revealed no significance, it is 

interesting to note the results. There is no difference in the preference of a medium from 

freshman to seniors. This is contrary to what Hartman and Tucker found in their 1987 

study that suggest freshman and sophomores are more interested in the music videos and 

singles that are produced. Tables 6 and 7 show the cross-tabs data. Table 8 and 9 reveal 

the percentages for the cross-tabs that were performed on music promotion and music 

preference. 

Table 6 

Best Promoter of New Music 

Value Degrees of Freedom Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 2.54 6 .863 

N of Valid Cases 385 

43 



Table 7 

Medium Preference for Exposing New Artists 

Value Degrees of Freedom Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 

N of VaUd Cases 

.413 

312 

.937 

Table 8 

Percentages of Music Promotion 

Television 

Radio 

Internet 

Total 

Count 

% 

Count 

% 

Count 

% 

Count 

% 

Freshman 

31 

16.9% 

32 

19.3% 

7 

19.4% 

70 

18.2% 

Sophomores 

61 

33.3% 

61 

36.7% 

15 

41.7% 

137 

35.6% 

Juniors 

53 

29% 

46 

27.7% 

9 

25% 

108 

28.1% 

Seniors 

38 

20.8% 

27 

16.3% 

5 

13.9% 

70 

18.2% 

Total 

183 

100% 

166 

100% 

36 

100% 

385 

100% 
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Table 9 

Percentages of Music Preference 

Radio Count 

% 

Freshman Sophomores Juniors Seniors Total 

29 

20.3% 

50 

35% 

42 

29.4% 

9 9 143 

15.4% 100% 

Television Count 

% 

33 

19.5% 

63 

37.3% 

45 

26.6% 

28 169 

16.6% 100% 

Total Count 

% 

62 

19.9% 

113 

36.2% 

87 

27.9% 

50 

16% 

3i: 

100% 

Research Question 3 

To find effects of Intemet presence in this study a few questions on the survey 

pertained to Intemet usage and participation in file sharing programs. The presence of 

the Intemet and its abiUty to promote and deliver new music to many different audiences 

cannot be overlooked. It is interesting to compare the number of albums purchased in the 

average month and the number of songs downloaded in an average month. Nearly fifty 

percent of the respondents reported not buying CD's, while those who bought only one 

album a month made up 26.6% of the respondents. Exactly 74.9% of the respondents 

reported that they use the Intemet to download music and nearly 50% of the respondents 

said they downloaded 10 or more songs per month. Tables 10 and 11 showed medium 

preference for Ustening to music and best promoter of new music, respectively. 
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Table 10 

Medium Preference 

Radio 

Music Video Channel 

Intemet 

Total 

Frequency 

145 

170 

84 

399 

Percent 

36.3 

42.6 

21.1 

100 

Table 11 

Best Promoter of New Music 

Frequency Percent 

Music Video Channel 

Radio 

Internet 

Missing 

Total 

184 

174 

37 

4 

399 

46.1 

43.6 

9.3 

1 

100 
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CHAPTER VI 

DISCUSSION 

The majority of the resuUs in this study were not surprising. The correlations that 

were statistically significant showed a slight correlation, but a very weak one. However 

it can be noted that this study provides a good interpretation of the agenda setting effect 

of the music industry on the college population. Rock, pop, urban, altemative, MTV, and 

VHl all showed positive correlations, meaning that these charts were ranked the closest 

to the actual chart rankings for each of the songs. These genres were the most frequently 

completed genres in the survey suggesting that since college students are more familiar 

with these genres and music video channels, the agenda setting effect or priming effect 

may have been a little stronger than in the Christian genre and the CMT music video 

channel which both produced negative correlations, but not really that strong. 

Does this study answer research question one? The data suggests so, but it must 

be mentioned that it only gives support to the theory of agenda setting and its 

impUcations in the music industry. This study does not prove the existence of the agenda 

setting effect in the music industry. Just as McCombs and Shaw found in their 1972 

study, agenda setting was not proved, but it was shown to have data that supports its 

existence. 

According to the survey, radio was second to music video channels in its abiUty to 

promote new music and its function as the primary medium for listening to music. This 

may be due in part by the repetitive nature of radio and its susceptibility to splintered 
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usage, i.e. Ustening only while driving. As far as the correlations, rock was the strongest 

correlation in radio, which makes sense because college students are the main audience 

for rock and they are continually targeted by rock radio throughout the years. Although 

rock had a high con-elation, it was not the highest correlation found. 

As far as research question two is concerned, the same can be said for music 

video channels as was said for radio. The possibiUty of agenda setting effects were 

present but it did not prove their existence. The music video channel had three 

statistically significant correlations out of the four channels with VHl being the strongest 

correlation of the study. It could be argued that this is attributed to the amount of time 

that college students spend with MTV and the other channels. Unlike radio, which is 

listened to most when driving, the music video channels are allotted time during the day 

from the college student for viewing. Many programs such as Real World, TRL, and 

Behind the Music are considered to be favorite shows by college students and become 

part of their television watching routine. 

In the context of this study, research question three may be answered by the 

frequencies found from the survey. The Internet has become a major force in the music 

industry and has forced record companies and record distributors aUke to rethink their 

once-dominant position in the music industry. Since the beginning of file sharing the 

music industry has shown a steady decrease in record sales. In this study, the Intemet 

seems to be a major factor for music preference and influence. Nearly 50% of the 

respondents said they downloaded at least ten songs a month. Compared to almost 50% 

of the respondents who said they didn't buy any albums per month. This could be an 
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indicator (that major record companies are fully aware) of a growing national trend 

among college students who are using the Intemet as their sole provider of the music they 

enjoy. The presence of the Intemet, and its effects on the music industry as a whole, 

cannot be overlooked. 

Hypothesis one and two were not supported. The data showed that there was a 

difference in how strong heavy and light users perceive the top songs to be the most 

popular, but the statistically significant mediums were negative correlations. The CMT 

chart and the Christian chart were the two that were statistically significant. This could 

be explained by their strict specialization of the formats. Since MTV crosses formats 

with urban, rock, alternative, and pop, the respondent might not have as clear an idea as a 

respondent who answered the CMT chart that only incorporates country. The same can 

be said for the Christian format. Future research may discover the reason for the negative 

correlations on the statistically significant charts. It may be assumed that the reasoning 

comes form their specialized and segregated formats. 

Hypothesis three was not supported but there was an interesting finding. Hartman 

and Tucker (1987) suggested that lower classmen college students were more interested 

in music videos and singles that are produced by television and radio more so than upper 

classmen college students (Hartman & Tucker, 1987). This finding is interesting because 

of its impUcations on the population that was sampled. This sample of college students 

grew up with MTV and the music video channels. It has been a fixture for the whole of 

their Uves. When Hartman Tucker conducted their survey in 1987, MTV was not even a 

decade old. 
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What does this say about radio, music video channels, the Internet, and their 

relationship with this new generation? It has been noticed in this study that radio and the 

music video channels may be a cooperative promotional device for the music industry 

while the Intemet may become the most powerful distribution device in the music 

industry. It is common knowledge that almost every single on mainstream radio has an 

accompanying video on one of the music video channels. Radio and the music video 

channels may have become a cooperative promotional device for the music industry. 

This study found that respondents' ranked radio and the music video channels almost 

even when asked which of the three mediums (radio, music video channel, Intemet) does 

the best job of promoting new music. However, the study also found that 75 percent of 

the respondents use the Intemet to download music and 50 percent of the respondents 

download ten songs or more per month. With the recent developments in competition on 

the Internet between the file-sharing services and the recording industries counter with 

"pay-for play" sites, it could be assumed that the Intemet may become the strongest 

distribution vehicle for the recording industry. Future research will shed some light on 

the accuracy of this statement. 

Real World ImpUcations 

This study was a comprehensive look at the music industry. Past research has 

suggested that an agenda setting effect is present in other facets of our society such as the 

music industry (Burns, 1998). In Bums' study, only one medium was studied (radio), 

and only one format of that medium was studied (country). This study differs from 
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Burns' study in that it encompassed the whole spectrum of deUvery systems within the 

music industry. Radio, music video channels, and the Intemet are the major avenues that 

people follow to find and Usten to their favorite types of music. This study focused on 

each of these media and their competitive abiUty to deUver the product of song while 

paying close attention to which medium was more influential in setting the agenda. 

Bums' study also found that the agenda setting effect was short Uved in the radio 

industry, but this study has questioned that notion. The agenda seems to be constandy 

changing. Each song is replaced by a new song on the charts in a matter of weeks in the 

music industry. So the agenda is constandy changing. This study argues that the agenda 

setting effect is long term, but the agenda itself is ever changing. 

The radio industry has seen an overwhelming amount of change in its long 

history. Now corporations dominate the industry, and the assembly Une mentaUty of 

corporations is evident in the music that is being played on American radio today. Hit 

after hit ride the radio airwaves and songs shoot up the charts via increased rotation on 

each of these corporate owned radio stations. It has become cmcial for radio to keep its 

audience because of the increasing amount of competition as technology advances. 

Playing songs that are proven to deliver an audience has become industry standard and 

the obvious choice for financial survival. It is important for radio advertisers and 

programmers to know which format attracts the largest audience and how to deliver that 

format to its audience. This study shows that radio can have an agenda setting effect on 

the listening audience and maybe in some ways influence or direct their tastes in music. 
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The music video channels are different in that they offer a visual appendage to the 

body of music. Recent changes in programming have seen an increase in specialty shows 

on each of the music video channels profiled in this study and a reduction in the amount 

of music videos being played and promoted. This does not necessarily mean that these 

channels have lost their power to influence and expose the audience to new acts. It can 

be argued that a more focused and intense promotion of a few singular acts instead of a 

broad spectmm of artists, such as in the eighties and early to mid-nineties, can be more 

influential on the viewing audience (Leeds, 2001). This trend is especially apparent with 

MTV. MTV's air time is dominated by speciahy shows, but when the network does 

promote an artist, the artist can call MTV home almost exclusively with a few more 

artists during that particular time because of the intense promotion that only that handful 

of artists receive. This study has shown that the music video networks can have an 

agenda setting effect on the listening audience and this medium may exert more 

dominance over the music industry than any other medium. The reason being, it has 

made music a lifestyle. 

Recent restmcturing of Intemet file sharing has opened new commercial doors for 

the Intemet and laid a middle ground between the record companies and Internet file 

sharing. Macintosh just released its iTunes Music Store. The site allows customers to 

quickly access many databases fuU of music and download the songs for 99 cents per 

song. The songs are Ucensed by the record companies for sale on the Internet and each 

customer has unUmited access to the songs they've downloaded as long as it was paid for. 

The customer can burn as many copies of the song as they choose and have the same 



rights, only legal, as others who use illegal Intemet file sharing (Apple, 2003). This 

newly sttuctured development in accessing music from the Internet while paying for it 

may help the record companies and the rest of the music industry financially. While it 

won't make up the financial losses seen in the past few years, it will solve some Ucensing 

problems and become another fiscal opportunity for the record companies. The Internet 

may end up being the saving grace for the music industry that MTV was in 1980 (PhilUps 

& Schlattman, 1990). 

This study did not necessarily look at the agenda setting prowess of the Intemet 

but it did include the Intemet as a viable medium for accessing music and finding new 

artists. It is difficult to measure the agenda setting effect of the Intemet due to its 

vastness and the chart rankings provided a straightforward measurement regarding radio 

and the music video channels. Future research may be able to find the agenda setting 

effects of the Intemet and pinpoint a useful measurement of that effect. 

Limitations 

The Umitations of this study are mainly due in part by access to resources and its 

general media measures. A more involved look at the Intemet's role as an agenda setting 

vehicle could have been more precise. Intemet radio and file sharing are very important 

facets of the music industry, but as stated before they are difficult to measure. 

Another Umitation is the sample of the study. A convenience sample was taken of 

college students at Texas Tech University. Within the sample of college students, only 

Mass Communication students were surveyed. A greater diversity of the types of 
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students surveyed would have been more accurate. A larger survey of college students 

would have been more appropriate as is the nature of social science studies; the larger the 

population, the more accurate the study. The correlations in the study would have 

benefited from a larger population. The largest population within the study that was 

correlated with the actual chart ranking was MTV. and while it proved statisticaUy 

significant, it was a weak correlation. 

Additionally, this study was built on the Bum's study of agenda setting in the 

music industt-y (Burns, 1998). While Bum's study looked at one facet of the industry, 

this study was a comprehensive look at the agenda setting function of the music industry 

and its major vehicles for promotion. Being the first study to take a comprehensive view, 

several problems arose including measuring the Intemet's agenda setting effect and 

sampling issues. Future research in this area should be able to overcome many of the 

shortcomings discovered in this study and improve upon them. 

Suggestions for Future Research 

There are several suggestions for future research in this area. Many of these stem 

from the limitations of this study but others stem from the resources available to do the 

study. The first suggestion stems from the sampUng procedure of the study. A non-

convenience sample would be ideal for this type of study. Sampling college students 

gives a good indication of the agenda setting effects on the primary target of the music 

industry, 18- to 35-year-olds, but it would be interesting to find out what other segments 

of the population are affected by the music industry. While college students may be the 
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most targeted segment of the population by the music industry, they are not the only 

player in the worid of music. U would be interesting to measure the agenda setting 

effects of the music industry on coUege students with those same effects on other 

segments of the population. 

Including a more representative sample of ethnicity may also be important to 

future research. This study was given at a predominantly white school in Texas. 

Different ethnicities have a propensity to Usten to different types of music. Different 

regions in the United States also have a propensity to Usten to different types of music. 

The southwestem portions of the United States are more Ukely to Usten to country music 

than the northeastern section of the United States. These should all be taken into account 

when choosing a sample size. A random sample would be more representative of the 

population and would have a measurable amount of error variance. 

A larger sample would be cmcial to the correlations in future research. The 

simple fact is, the larger the sample the more accurate the results. Three hundred, ninety-

nine respondents participated in this study and the correlations were statistically 

significant, but they could have been stronger if the sample size were larger. A larger 

more accurate sample makes the correlations stronger and consequently more accurate. 

Another suggestion for future research would be to use different methods for 

measuring the agenda setting effect of the music industry. This study used aided recall 

which some may argue is not a tme agenda setting method, but through pre-testing it was 

found that aided recall was the most efficient method for measuring agenda setting in the 

music industry. Time constraints and financial constraints persuaded the author to 

55 



jettison the signature agenda setting methodology which is to ask the question, "What are 

the top five issues facing our nation today?" Regarding this type of study, the top five 

songs in music would replace the top five issues today (McCombs & Shaw, 1972). 

The last suggestion for future research would be to expand on the issues 

uncovered in this study regarding the Intemets role as the main distributor for the music 

industry. File-sharing and web-based programs that let users access songs are becoming 

increasingly more powerful and frequent. This study was a comprehensive look at the 

agenda setting function of radio and the music video channels, but future research could 

expand the study to explore radio and music video's ability to direct consumers to the 

Intemet for the product. 
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APPENDIX 

School of Mass Communications 
Spring 2003 

Media Use Survey 

You have been selected to participate in a survey about radio use and music preferences 
among college students. This is an academic survey and your answers will be 
confidential. Your participation is voluntary; but your opinion will be valuable to help us 
understand current issues facing the radio and music industry. If you have any questions, 
feel free to contact Dr. Todd Chambers at 742-6500. 

Section 1: General Music Preferences 

For the following set of questions, please mark (X) for your response. 

1. Of the following, which media type does the best job of promoting new music? 

Video Music Channels like MTV, BET, CMT 

Radio 

Intemet 

2. Please think about your favorite type of music that you find on the radio. Which 
of the following genres of music would you say that you prefer to listen to more 
than any of the others in the following list? 
(PLEASE CHECK ONLY ONE; WHEN YOU HAVE SELECTED YOUR 
FAVORITE, PLEASE GO TO THE CORRESPONDING CHART) 

Rock 
Pop/Contemporarv Hit Radio/Top 40 
Country 
R&B/Urban/Hip-Hop 
Adult Contemporary 
Christian 
Altemative 
Spanish-Language 
Jazz 
Oldies 
Classic Rock 
Other 

Chart I - ON THIS PAGE 
Chart 2 - Page 2 
Chart 3 - Page 2 
Chart 4 - Page 2 
Chart 5 - Page 3 
Chart 6 - Page 3 
Chart 7 - Page 3 
Chart 8 - Page 4 
Question 3 - Page 4 
Question 3 - Page 4 
Question 3 - Page 4 
Question 3 - Page 4 



ACCORDING TO THE GENRE THAT YOU PICKED - PLEASE GO TO AND 
RANK THE CORRESPONDING CHART. 

PLEASE ONLY RANK YOUR FAVORITE GENRE OF MUSIC CHART 

Rock - Chart 1 
Of the songs in the following Ust, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
3 Doors Down 

Audioslave 
Foo Fighters 
Godsmack 
Linkin Park 

Queens of the Stone Age 
Saliva 
Seether 
Staind 
Trapt 

Song Title 
When I'm Gone 

Like a Stone 
Times Like These 

Straight Out Of Line 
Somewhere 1 Belong 

No One Knows 
Always 

Fine Again 
Price to Play 
Headstrong 

Your Perceived Rank 

Pop - Chart 2 
Of the songs in the following Ust, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
50 Cent 

Daniel Bedingfield 
R. KeUy 

Evanescence 
3 Doors Down 

Christina Aguilera 
Justin Timberlake 

Amanda Perez 
Jennifer Lopez/LL Cool J 

Eminem 

Song Title 
In Da Club 

If You're Not the One 
Ignition 

Bring Me to Life 
When I'm Gone 

Fighter 
Rock Your Body 

Angel 
All I Have 

Sing for the Moment 

Your Perceived Rank 

PLEASE ONLY RANK YOUR FAVORITE GENRE OF MUSIC CHART 
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Country - Chart 3 
Of the songs in the following Ust, please rank them in order of your favorites from I to 10 
(where a I indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
Darryl Worley 
Randy Travis 
Keith Urban 
Diamond Rio 

Kenny Chesney 
Rascal Flatts 
Chris Cagle 

Tim McGraw 
Martina McBride 

Alan Jackson 

Song Title 
Have You Forgotten 

Three Wooden Crosses 
Raining on Sunday 

I Believe 
Big Star 

Love You Out Loud 
What a Beautiful Day 
She's My Kind of Rain 

Concrete Angel 
That'd Be AUight 

Your Perceived Rank 

Urban - Chart 4 
Of the songs in the following Ust, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
50 Cent 

Snoop Dogg 
Fabolous/Mike Shorey/Lil' 

Mo 
Jay-Z 

Sean Paul 
NAS 

Busta Rhymes/Mariah 
Carey 

R. Kelly 
50 Cent 

Lil' Kim/Mr. Cheeks 

Song Title 
21 Questions 

Beautiful 
Can't Let You Go 

Excuse Me Miss 
Get Busy 

I Can 
I Know What You Want 

Ignition 
In Da Club 

The Jump Off 

Your Perceived Rank 
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PLEASE ONLY RANK YOUR FAVORITE GENRE OF MUSIC CHA RT 

Adult Contemporary - Chart 5 
Of the songs in the following list, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist Song Title Your Perceived Rank 
Uncle Kracker Drift Away 

Matchbox Twenty Unwell 
Counting Crows Big Yellow Taxi ~ 
3 Doors Down When I'm Gone 
Avril Lavigne Em With You 
John Mayer Why Georgia 

Coldplay Clocks 
Kid Rock/Sheryl Crow Picture 

Jason Mraz The Remedy (I Won't 
Worry) 

John Mayer Your Body is a Wonderiand 

Christian - Chart 6 
Of the songs in the following list, please rank them in order of your favorites from I to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist Song Title Your Perceived Rank 
Jennifer Knapp By and By 

Kutless Run 
Lame Tonight 

Newsboys He Reigns 
Plumb Sink-n-Swim 

Shaun Groves Should 1 Tell Them 
Sixpence None the Richer Don't Dream It's Over 

Stacie Orrico Security 
Switchfoot More Than Fine 
Third Day You Are So Good To Me 

PLEASE ONLY RANK YOUR FAVORITE GENRE OF MUSIC CHART 
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Alternative - Chart 6 
Of the songs in the following list, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
AFI 

Audioslave 
Chevelle 

Evanescence 
Foo Fighters 
Linkin Park 

Red Hot Chili Peppers 
Staind 
Trapt 

White Stripes 

Song Title 
Giri's Not Grey 

Like a Stone 
Send the Pain Below 

Bring Me to Life 
Times Like These 

Somewhere 1 Belong 
Can't Stop 

Price to Play 
Headstrong 

Seven Nation Army 

Your Perceived Rank 

Spanish-Language - Chart 7 
Of the songs in the following list, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
Joan Sebastian 

Palomo 

Joan Sebastian 
Tigres Del Norte 

Intocable 
Temerarios 

Kumbia Kings/Juan Gabriel 
Limite 

Coyote Y Su Banda Tierra 
Santa 

Conjunto Primavera 

Song Title 
Afortunado 

De Uno Y De Todos Los 
Modos 

El General 
Mi Soldado 

Muy A Tu Manera 
No Se Vivir Sin Ti 
No Tengo Dinero 

Papacito 
Te Vas Amor 

Una Vez Mas 

Your Perceived Rank 
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3. Please Ust your favorite songs in order from 1 to 5 (or as many as you can 
remember). 

Artist Song Title 

4. What Lubbock radio station do you listen to the most? 
(PLEASE NAME STATION): 

5. What are some other stations that you Usten to during the week? (LIST ALL 
THAT YOU CAN THINK OF) 

6. In general, how many days per week do you listen to your favorite radio station? 

7. On an average day, how much time do you spend Ustening to this station? 

Less than an hour 
1 to 3 hours 
4 to 6 hours 
More than 6 hours a day 

8. Of the following time periods, what time of day would you say you spend 
listening to your favorite radio station? 

6 a.m. to 10 a.m. 
10 a.m. to 2 p.m. 
2 p.m. to 7 p.m. 
7 p.m. to midnight 
Midnight to 6 a.m. 
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9. Please identify three new songs that you have heard on the radio recently: 

Artist Song Title 

SONGl: 

SONG 2: 

SONG 3: 
10. Do you have cable? 

Yes No 
IF YES, CONTEWE WITH #11 
IF NO, GO to #17 on Page 10 

11. Which video music channel do you spend the most time with? 

_MTV 
_VH1 
_CMT 
BET 

-Chart 1-ON THIS PAGE 
-Chart 2-ON THIS PAGE 
-Chart 3-Page 6 
-Chart 4-Page 6 

ACCORDING TO THE MUSIC VIDEO CHANNEL THAT YOU PICKED 
PLEASE GO TO AND RANK THE CORRESPONDING CHART. 

PLEASE ONLY RANK YOUR FAVORITE CHANNEL CHART 
MTV - Chart 1 

Of the songs in the following Ust, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
Linkin Park 

R. KeUy 
Sean Paul 
Eminem 

Justin Timberlake 
50 Cent 
Aaliyah 

Good Charlotte 
Snoop Dog 

Jay Z 

Song Title 
Somewhere I Belong 

Ignition 
Get Busy 

Sing for the Moment 
Rock Your Body 

In Da Club 
Miss You 

The Anthem 
Beautiful 

Excuse Me Miss 

Your Perceived Rank 
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VHl - Chart 2 
Of the songs in the following hst, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
Coldplay 

Norah Jones 
Jennifer Lopez 

Kid Rock/Sheryl Crow 
3 Doors Down 

Matchbox Twenty 
Justin Timberlake 

Aaliyah 
Lisa Marie Presley 

John Mayer 

Song Title 
Clocks 

Come Away With Me 
I'm Glad 
Picture 

When I'm Gone 
Unwell 

Rock Your Body 
Miss You 
Lights Out 

Why Georgia 

Your Perceived Rank 

PLEASE ONLY RANK YOUR FAVORITE CHANNEL CHART 

Country Music Television - Chart 3 
Of the songs in the following list, please rank them in order of your favorites from I to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
Kenny Chesney 
Shania Twain 
Darryl Worley 
Johnny Cash 
Deana Carter 

Faith Hill 
Chris Cagle 

Montgomery Gentry 
Kid Rock/Sheryl Crow 

Keith Urban 

Song Title 
Big Star 

Up! 
Have You Forgotten 

Hurt 
There's No Limit 

When the Lights Go Down 
What a Beautiful Day 

Speed 
Picture 

Raining on Sunday 

Your Perceived Rank 
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BET - Chart 4 
Of the songs in the following list, please rank them in order of your favorites from 1 to 10 
(where a 1 indicates "Most Favorite" and a 10 means "Least Favorite"). 

Artist 
Fabolous 
50 Cent 
B2K 
Baby 

Dm Hill 
Lil' Kim 
Ginuwine 
Tyrese 

Jaheim 
Snoop Dogg 

Song Title 
Can't Let You Go 
In Da Club 
Girlfriend 

What Happened To That 
Boy 

I Love You 
The Jump Off 

Hell Yeah 
How You Gonna Act Like 

That 
Put That Woman First 

Beautiful 

Your Perceived Rank 

12. In general, how many days per week do you spend watching your favorite video 
music channel? 

(provide number) 

13. On an average day, how much time do you spend watching your favorite music 
video channel? 

a. Less than an hour 
b. 1 to 3 hours 
c. 4 to 6 hours 
d. More than 6 hours a day 
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14. Of the following time periods, which time would you say you spend most of your 
time watching your favorite video music channel? 

6 a.m. to 10 a.m. 
10 a.m. to 2 p.m. 
2 p.m. to 7 p.m. 
7 p.m. to midnight 
Midnight to 6 a.m. 

15. Please identify three new videos that you have seen on television recently: 

Artist Song Title 

VIDEO 1: 

VIDEO 2: 

VIDEO 3: 
16. Which of these two mediums would you say you prefer the most when learning of 

a new band or hstening to your favorite song? 

Radio Music Video Channel (as Usted before) 

The final section is dealine with basic demosravhic information. 

17. In general, how much time do you spend Ustening to the radio (ALL STATIONS 
COMBINED) on a daily basis? 

NONE 
1 to 3 hours 
4 to 6 hours 
7 or more hours a day 

18. In general, how much time do you spend watching television (ALL STATIONS 
COMBINED) on a daily basis? 

NONE 
1 to 3 hours 

_4 to 6 hours 
_7 or more hours a day 
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19. What is your college classification? (PLEASE CIRCLE) 

Freshman Sophomore Junior Senior 

20. In an average month, how many music compact discs or tapes do you purchase? 

(provide number) 

21. Do you use the Intemet to download music? (PLEASE CIRCLE) 

YES NO 
IF YES, go to Q 20; 
IF NO go to Q 24 

22. How many songs do you download in an average month? 

(provide number) 

23. What songs have you downloaded from the Intemet recently? 
Artist Song Title 

1. 

24. What is your age? 

_years old 

25. Are you male or female? 

Male Female 
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26. What race do you consider yourself? 

Black 
White (Caucasian) 
Hispanic 
Asian 
Native-American 
Other 

Thank you for your participation. If you have any questions, contact Dr. Todd Chambers 
at todd.chambers@ttu.edu 

mailto:todd.chambers@ttu.edu
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