ATTITUDE OF TELEVISION AUDIENCE TOWARDS COMMERCIAL INTERRUPTION OF TELEVISION PROGRAMMES

ABSTRACT

The attitude of television audience toward commercial interruption in television programmes is a research work carried out through scientific and empirical method in attempt to find out what television commercial interruption is all about and how it affects the audience and suggestion on what to do in order to better the performance of the media houses towards the television commercial interruptions.

It goes a long way to carry out a research on this topic by drawing up questionnaire and interviewing the subjects in their environments. Also made use of library and oral interviews. And our finding shows that uninterrupted television programmes are preferred by the television audience and that the television audience will prefer their unfavourite programmes interrupted. We also found out that commercial that tends to satisfy their needs are recalled faster than commercial that does not satisfy their needs.

Conclusively, the main objective of this study is to asses the attitude of television audience in Enugu towards commercial interruption of television programmes.

This study being an attitude survey seeks to find out the relationship between media content (advertisements) and the society. Therefore, it focused on consumer behaviour, which gives insight into consumer attitude beliefs, perception and culture.

CHAPTER ONE

INTRODUCTION

BACKGROUND OF STUDY
Television industry in Nigeria is still in its infant stage comparatively to its counterparts in other parts of the developed world. However, it has metamorphosed remarkably within this short period of its history. There have been some achievement and new dimensions in its scope of operation for the past two decades. At its inception, television in the country was basically used for information, entertainment and educational purposes. It is different because of its ability to combine sound and picture. As a result of these qualities, it is possible for it to attract a large number of viewing audiences. The number of television receivers reaching a formidable of over 30 million people throughout Nigeria, is proof of the immeasurable impact this invention has had on the lives of millions and on the spread of information. The value of television, as a medium of mass communication is fast assuming highly important position throughout the world. Television has added another feather to its wing, which is that of persuasion.

This singular act by television has made it possible for television to dazzle other media of communication. It now serves as an organ through which governments and advertisers sell their goods and services. It has brought the art of product awareness to millions of households. It has the selling power for most types of goods and services – detergents, cigarettes, fridge, beer, furniture, etc. Their impact on the country is attributable to network television advertising. Still talking about what television offers, one cannot but remember educational and entertainment programmes for the audience like cultural dances, drama and comedy programmes. Some of the programmes such as Superstory, Mexican Telenovelas, Indian series, have been known to force people to go home from wherever they are, so as not to miss the next episode. While viewers are watching their favourite programmes, it is a common experience that broadcast stations often insert commercials which break the continuity of these programmes to the annoyance of viewers whom these programmes are their favourites. 

The advertisers often want their commercials to be aired at prime time, while these viewers want their favourite programmes to be uninterrupted by commercials thereby creating conflicts between the interests of advertisers and interests of viewers. It has been estimated that well over 80% of the programmes on Nigeria televisions are interrupted as a result of commercials, yet Nigeria television houses do not seem to see anything unusual about this situation. On N.T.A station, there are so many programmes for the week and none is aired without commercial interruption. According to Opubor and Ore (1979) “the commercial interruptions of most of the programmes are of little relevance to the social realities of the average Nigerian”.  Consequently, television houses often just slot in these commercials even at prime time without considering the interests and feelings of viewers. The viewers are now forced to perceive and consume these commercials when watching their favourite programs, thereby subjecting them to the status of captive audience. 

According to Nwuneli (1976),”Many of the products in Nigeria television are raw. They display things which portray people as naughty, monsters and didactic under stones, which are underplayed and viewers lose sight of them”. Some researchers have come up with evidence to show that commercial interruption could induce aggressive tendencies in people. According to Greene (1965) a former Director General of the British Broadcast Corporation, “television is being misused and that broadcasters are betraying their responsibilities”

There is no gain saying the fact that television stations need the money realized from these commercial to remain in business. The corporation has to undertake commercial broadcasting in order to make money to supplement the subtrahend; sponsors need the television station as a medium of communicating information about their goods and services to the ultimate consumers with the sole aim at arousing their interests for the goods. But as new television stations are established and more stations introduce the modern broadcasting, the need to interrupt programmes at the detriment of the viewers will be further aggravated. Unless something is done now, this will be another ugly incident and further alienation of television audience. 

The points mentioned above have acted as stimuli for this research which is to find out the attitude of television audience towards commercial interruption in television programmes. 

Attitude is defined here as ways of thinking or feeling towards something, in this case towards commercial interruption in television programmes. This attitude survey is very crucial because it embraces a lot of things. For instance, it transcends effects of commercial interruptions on television audience because it is only after a subject has observed the effect of a phenomenon that the subject can form a reasonable attitude towards that phenomenon. 

According to Parker (1974) “The sooner each new technology is studied, the greater the chance of bringing to use research results to influence policy in a meaningful way”. We can deduce from this that it is necessary to examine audience attitude towards commercial interruption by Nigerian televisions at this embryonic state of televisions industry when the institutional and economic structures of broadcasting are still being formulated.

Finally, this study will also find out whether television audience will prefer uninterrupted programmes to interrupted programmes and whether these commercial programs increase or decrease the viewer’s interests. In short, it will come up with suggestion on how Nigeria television stations can best serve their audience.

STATEMENT OF PROBLEM
Television by virtue of sound, vision and movement offers a high degree of creative flexibility. An increasing number of people have television sets and this allows for greater realism of presentation in commercials. What is more?  Television has achieved a very high degree of penetration of the population and many people watch television programmes for several hours each day. However, these programmes are intermittently interrupted to make way for the insertion of commercial message. 

It has been estimated that well over 80% of the programmes on Nigerian television are interrupted as a result of commercial insertions, yet Nigeria television houses to not seem to see anything wrong or unusual about this situation. The situation has come to a stage where it will be logically assumed that the gullibility of the television audience is now taken for granted by television houses and also that money has now become their primary consideration. 

Thus, this study intends to examine the attitude of television audience in Enugu towards commercial interruption of television programmes. By and large, attitude is a formidable factor in any human communication. It is defined as a psychological predisposition that allows a person to behave in a certain way towards objects, people or actions, hence, the objects in this case will be commercials interruption of television programs. 

Given the situation, what does the television audience have to say about the commercial interruption of television programmes? How do they feel or react when the programmes they are watching on their television sets are interrupted midway by commercial message? Will uninterrupted television programmes appeal more to regular viewers than to non-regular viewers? Is it true that television audience will like to watch their favourite programmes uninterrupted by commercial message than when watching their unfavourite programmes? Will television viewers pay more attention to commercial messages that tend to satisfy their needs than to commercial messages that does not satisfy their needs? 

Finally, would television audience recall faster commercial messages that tend to satisfy their needs than those that do not tend to satisfy their needs?

This background will now form the bedrock of the statement of research problems which is self-explanatory on “the attitude of television audience in Enugu towards commercial interruption of television programmes.

OBJECTIVE OF THE STUDY
Basically, the objective of this study is to examine the attitudes of television audience in Enugu towards commercials interruptions of television programmes. To extent to which such variables like age, sex, e.t.c , will contribute in shaping this attitude. To find out the relationship between media contents and the society.

However, in exploring further the objectives of this study, questionnaire was designed to include certain questions that will throw more light into the imbroglio generated by incessant commercial interruption of television programmes. From the answers to these questions as the research progresses, the objectives of the study will clearly manifest and be clearly understood.

RESEARCH QUESTIONS
Would uninterrupted television programmes appeal more to television audience than interrupted ones?

How do television audiences react to commercial interruption of television programmes? 

How do viewers react when their favourite programs are interrupted mid-way commercial messages? 

Do the television audiences recall commercial messages after the programmes?

Would television audiences recall faster that commercials that tend to satisfy their needs than those that do not?

SIGNIFICANCE OF THE STUDY

According to Kretch (1964), ‘’knowing the attitude of people, it is possible to do something about their behaviour’’. Much has been said about the qualities of television as an effective communication medium in disseminating commercial messages to a large audience scattered across the country. However, the feelings of the television audience towards these commercials especially when the programmes are interrupted to make way for them cannot be overlooked. Therefore, this study is significant in the sense that it examines the attitude of television audience in Enugu towards commercial interruption of television programmes. 

The study will also be valuable to the federal and state governments, which still have exclusive right over the ownership of broadcasting media in Nigeria. This monopoly some people argued has given impetus to the television houses in the country to conduct their affairs in the manner they like, regardless of public opinion. Hence, the result that will be obtained from this study will perhaps guide the federal and state governments in formulating future policies regarding television broadcasting generally in Nigeria, with a view to improving their services and in line with audience expectations.

Furthermore, the advertisers will find the study invaluable because a great deal of advertising messages is wasted. Individuals are selective about information they receive it has been found that commercial message which contradicts or is otherwise inconsistent with individuals personal attitude is likely to be ignored. Alternatively, an individual may distort the message and draw a meaning quite different from what has been intended by interpreting the message in accordance with his own predisposition. This being the case, the broad goal of adverting which is to communicate information about any product, services and ideals and to facilitate the sales of any of them by arousing demand will not be achieved. 

Finally, although the study will be carried out on 160 residents of Enugu, nonetheless, the result that will be obtained will however be generalized to the whole of Lagos state because of some similarities in the cultural and psychological make up to the people of this state.

SCOPE OF THE STUDY

No research carried out in any field of human endeavour could be said to be perfect or without limitations. Therefore, we cannot delude ourselves that this study will take into account all that is required in the field. The mere fact that this researchers are venturing into the field for the first time is a limitation of its own, no matter the carefulness in the pains that will be taken in conducting the research, there must be some errors. 

Another limitation of the study stems from the fact that data for the study were collected from television audience in Enugu only, due to finance, time and energy constraints and also due to the proximity of the city to the researchers. Otherwise, the study would have been extended to other states of the federation.


Another limitation is that the study is being carried out in partial fulfillment of the requirement of Data Analysis in Communication Research; this makes the researchers to become victims of divided loyalties. One to the research and the other to the course requirement. Besides, the time duration set for this is usually too short. 

Finally, considering the sample population of 160 respondents from Enugu which will be used for the study, it will be very inappropriate and presumptuous to generalize the result obtained to the whole federation. This is because the research is on attitude and considering the fact that Nigeria is a plural society, it will therefore be misleading to think that people all over the federation will react in the same manner to commercial interruption to television programmes.

DEFINITION OF VARIABLES

ATTITUDE: Attitude refers to Television viewers’ reactions, feelings, thinking and behaviours when they see commercials or advertisements interrupting any television programme they are watching. Are they happy, irritated or are they indifferent to such commercials.

AUDIENCE: Television audience includes men and women, young and old, adults and children.

COMMERCIAL: It refers to advertisements inserted in television programmes.

INTERRUPTION: It refers to a break in any television programme already started. Therefore, commercial interruption as it applies to our study refers to any break in Television programmes already started, to slot in any advertisement.

PROGRAMME:  Programmes refer to a schedule of events to be broadcast by television    houses. They could be news, advertisement or entertainment programmes. 

CHAPTER TWO

Overview

This chapter aims to critically appraise the reaction of television audience towards commercial interruption. It also examines how the interruption can affect the audience.  It aims to set theoretical and empirical frameworks for the research

CONCEPTUAL REVIEW

ATTITUDE: Conceptually, attitude means a way of feeling, thinking or behaving. It is also a psychological predisposition that allows a person to behave in a certain way towards objects, people, or action. 

AUDIENCE: Conceptually, audience means a gathering of persons for the purpose of hearing a speaker or a singer. It also means person’s within hearing whether they are together or not, as in broadcast. In this case, audience is referred to as people, together or not, watching programmes on television.

COMMERCIAL: Conceptually, commercial means pertaining to commerce. Here, it refers to advertisements or spots (illustrations between television programmes that is often used for advertising)

INTERRUPTION: Literally, this means a break in the continuity of speech, traffic or a program. 

PROGRAMME: This means a lot of items or events for context or to be broadcast for radio or television. A radio or television show. Messages that are transmitted by radio or television

EMPIRICAL REVIEW

Many researchers have diverse views on attitude of audience towards commercial interruption of television programmes. Andersen (1972) describes that an attitude is often viewed in terms of an evaluative function, identifying something as the good or bad, desirable or undesirable. It can be summarized from Allport (1954), Krech and Crutchfield (1948) and Petter and Cacioppo (1981) that their definitions states or imply that attitude is related to an objective, it is part of the general way the individual experiences and reacts to his world,it is also relatively recurring, and imply thought and feeling. Hence attitude is not tangible and it cannot be studied directly as it is an emotion, perceptual and mental state of readiness. 

In this study the attitude towards Television advertisements would be measured with relation to respondents’ beliefs, as there is a close link between attitude and beliefs. This fact is agreed upon by Anderson (1972) where he concluded that they are closely linked and any change or addition in one or more beliefs usually produces a change in attitude.

Past research indicates that public attitude towards advertisements have been worsening over time. It was cited in Zanot (1981), that the 38 public opinion polls conducted on public attitude towards advertising since the early1930s were not welcoming, and public opinion have become increasingly negative during the 1960s, 1970s and 1980s, a trend confirmed by more recent studies as well (Muehling, 1987; Andrews, 1989).

Bower’s (1981) experiments on mood and memory allow one to make the assumption that a person’s attention, when feeling a particular mood, should be selective. He suggests that individuals will actively attend to material consistent with their feelings.

Eysenk (1984) also claims that people choose to pay attention to sources of information that are consistent with their current activities and intentions.  On the other hand, Medianu (2007) asserts that Bower's theory has an important weakness; in his study he assumes that mood and memory share a “one to one” relationship, that is, an unmediated relationship. Also, Bower's theory fails to account for the finding that, sometimes, people in sad moods actually recall more positive events than people in happy moods (Parrott and Sabini, 1990). 

Therefore, people in sad moods, instead of recalling mood congruent material, like Bower's theory would predict, tend to recall mood incongruent material. Disagreeing with all these views, Silk and Vavra (1974) posit that the direction of the mood won’t affect memory, but its intensity will. Srull (1983) showed that evaluations are strongly influenced by a person’s mood at the time he gathers information. Whereas a positive mood will lead to more positive evaluations, a negative mood will render them less favourable.

THEORETICAL REVIEW

INDIVIDUAL DIFFERENCE THEORY
That people differ from each other is obvious. How and why they differ is less clear. The subject of the study of Individual differences is a theory of mass communication that proposes that individuals respond differently to the mass media according to their psychological needs, and that individuals consume the mass media to satisfy those needs. 

People vary in personality and social behavior. One strong reason why mass media messages cannot have the same uniform effect on all members of mass media audience is because there are individual differences in personality characteristics among such members (bittner, 1989).

The individual differences theory provides another useful way to look at the reaction of audience members to mass communication messages. Even when people belong to the same social category and have group norms and values in common, each person still has characteristics which are unique to them. It follows that, depending on who you are and what type of personality characteristics you have, a persuasive media message could fail either partially or totally to have the effect which the mass communicator, an advertiser perhaps , intended it to have on you, especially when it interrupts a program frequently.

OBSERVATIONAL LEARNING THEORY

Observational learning is learning that occurs through observing the behavior of others. It is a form of social learning which takes various forms, based on various processes. It states that people can learn aggressive behaviours by observing or reacting to actions in programmes, they will model their behaviours after aggressive actions or characters in such programme of interest. Albert Bandura claims that people continually learn desirable and undesirable behaviors through observational learning. Observational learning suggests that an individual's environment, cognition, and behavior all integrate and ultimately determine how the individual functions. He further states that there are stages to it and it includes: attention, retention, motivation. These concepts allow particiants to engage in new, at times complex, behaviours through observation. 

AGGRESSIVE CUES THEORY

This theory proposed by Leonard Berkowitz states that acts of aggression are influenced by the presence of socially learnt cues or environmental situations, which make committing aggression acceptable. On the other hand that exposure to aggressive stimuli will increase a person's level of physiological and emotional arousal which in turn will increase the probability of aggressive behaviour. When we watch the news or other programmes on television, it is most likely that the event we are watching is an act expressing various forms of aggression. The aggression is most likely being exercised through some form of violent release. It is on rare occasion that the events leading up to an incident are actually taken into consideration. 

Berkowitz compared the Aggressive Cue Theory to classical conditioning in that certain environmental factors and stimuli if present regardless if the person being aware or unaware of them could subconsciously have them primed and ready to respond to the catalyst that sets off the release resulting in an act of aggression. If the same situation occurs enough times the person will be conditioned to have the same response to different situations with strong similarities. For example, it is common for television programmes to be frequently interrupted by commercials, resulting to individuals reacting to them in a physical or emotional way. The purpose of the Aggressive Cue Theory is to explain and determine what variables should be taken into consideration when trying to figure out why people act out aggressively. The Aggressive Cue Theory could be utilized to help minimize aggression acts that lead to violent crimes.

CHAPTER THREE

RESEARCH METHODOLOGY

This chapter deals with the methods employed by researchers in the process of collecting data for this research as well as the procedures and strategies used in analysing and interpreting the data.

According to Tejumaiye(2003:180), creating measures to gather data is an invaluable exercise to research that is fundamental to the interpretation of results and is a function of the research method used.

Sub-heads discussed under this chapter include; the research design, population of study, sampling size, sampling method and sampling procedure adopted, data collection instrument, data presentation and analysis 

This chapter examines the research method that was adopted to gather data for this research.

RESEARCH METHOD

The study employed the survey method in gathering data. According to Sobowale(1983), " the survey technique is the most commonly used research method by behavioural scientists ". This form of research enables the researcher to draw up a set of questions on various subjects to which selected members of a population are requested to react. It is a quantitative research method concerned with how often a variable is presented and generally uses numbers to communicate this amount.

According to Rubin & Rubin (2005), survey research is an efficient means of gathering data from large numbers of people.

The survey was used to find out the attitude of television audience towards commercial interruption of television programmes on N.T.A. 

POPULATION OF STUDY 

The population of this study consists of people in the University of Lagos. The population includes male and female students of two faculties (Education and Business administration) within the institution. The population was chosen because of the diversity of individuals that make it up. This would provide a fair representative of the views of most students in the institution.

SAMPLING SIZE

A sample of 200 respondents was selected to represent the population of the students in two faculties (Education and Business Administration) in the institution. The sample size though small was an adequate representation of the population of study. The sample frame for the study was two faculties, which was Education and Business administration in which questionnaires were selected 

SAMPLING TECHNIQUE

The sample used in the study was selected from the entire population of the two faculties in the institution used for the study. Questionnaires were distributed personally by the researcher to the respondents in the university. The questionnaires were collected on the spot, after the respondents have written their responses.

DATA COLLECTION INSTRUMENT 

The data collection instrument for the study was questionnaire. Questionnaires were structured with the combination of closed ended questions divided into two parts. Part one of the questionnaire will seek to obtain demographic data of the respondents and part two will contain questions that pertain to the students' attitude to commercial interruption during television programmes on N.T.A 

CHAPTER FOUR
DATA ANALYSIS AND INTERPRETATION OF RESULTS
Introduction 

This chapter of the study analyzed the data based on the information obtained from the completed copies of the questionnaire. The researchers engaged in personal delivery and collection of the questionnaires. 160 copies of the questionnaires were distributed to the participants and 150 copies were returned. Data were analyzed using descriptive and inferential statistics. Frequency table and simple percentage were used to answer the research questions. 

Background Information of Respondents

Table 1: Gender of Respondents

	Variables 
	Category 
	Frequency 
	Percentage 

	Gender 
	Male 
	51
	34

	
	Female 
	99
	66

	
	Total 
	150
	100.0


Table 1 show that 34% of the respondents were males while 66% of them were females. 

Table 2: Age of Respondents
	Variables 
	Category 
	Frequency 
	Percentage 

	Age 
	15-20 
	74
	49.3

	
	20-25 
	43
	28.7

	
	25-30
	27
	18

	
	30 and above
	6
	4

	
	Total 
	150
	100.0


Table 2 shows that 49.3% of the respondents were between 15-20 years, 28.7% were between 20-25 years, 18% are between 25-30 years and 4% indicated 30 years and above.
Responses on questionnaire items  

Table 3: Do you watch television regularly? 

	Category 
	Frequency 
	Percentage 

	Yes 
	128
	85.3

	No  
	9
	6

	Seldom 
	13
	8.7


	Total 
	150
	100.0


Table 3 shows that 85.3% of the respondents watches television, 6% do not watch television while 8.7% indicated seldom. 

Table 4: How often do you watch N.T.A?

	Category 
	Frequency 
	Percentage 

	Very  
	31
	20.7

	Quite 
	47
	31.3

	Seldom 
	72
	48


	Total 
	150
	100.0


Table 4 shows that 20.7% of the respondents watches N.T.A often, 31.3% of the respondents indicated quite and 48% indicated seldom.

Table 5: Do you just watch soap operas or you also watch other programs?

	Category 
	Frequency 
	Percentage 

	Yes 
	35
	23.3

	No 
	56
	37.3

	Sometimes 
	59

	39.4

	Total 
	150
	100.0


Table 5 shows that 23.3% of the respondents watch soap operas and also other programmes, 37.3% indicated no while the other 39.4% of the respondents indicated sometimes. 
Table 6: what is your most preferred programme choice on N.T.A?

	Category 
	Frequency 
	Percentage 

	News 
	29
	19.3

	Telenovela 
	77
	51.3

	Sports 
	44

	29.4

	Total 
	150
	100.0


Table 6 shows that 19.3% of the respondents preferred news the most on N.T.A, 51.3% of the respondents preferred telenovela and 29.4% of the respondents indicated that they preferred sports the more on N.T.A.   

Table 7: How much time do you spend on watching N.T.A everyday?

	Category 
	Frequency 
	Percentage 

	Less than 1 hour
	31
	20.7

	2 hours 
	29
	19.3

	More than 2 hours 
	90

	60

	Total 
	150
	100.0


Table 7 shows that 20.7% of the respondents indicated that they spend less than an hour watching N.T.A, 19.3% spends up to 2 hours while 60% of the respondents spends more than 2 hours watching N.T.A. 

Table 8: How do you perceive commercials?

	Category 
	Frequency 
	Percentage 

	Educative 
	42
	28

	Irrelevant 
	57
	38

	Annoying 
	51
	34

	Total 
	150
	100.0


Table 8 shows that 28% of the respondents perceived the commercial as been educative, 38% perceived the commercials as been irrelevant while other 34% indicated that the commercials are annoying.

Table 9: How often do commercials pop up during a program on N.T.A?
	Category 
	Frequency 
	Percentage 

	Once 
	-
	-

	Twice 
	13
	8.7


	Thrice 
	30
	20


	More 
	107
	71.3

	Total 
	150
	100.0


Table 9 shows that none of the respondents indicated once on how often commercials pop up during a program on N.T.A, 8.7% indicated twice, 20% of the respondents indicated thrice while 71.3% indicated more. 
Table 10: What is your reaction when a commercial interrupts your favourite programme?

	Category 
	Frequency 
	Percentage 

	I immediately change the channel 
	56
	37.3

	I am eager to learn from the commercial 
	29
	19.3


	I engage in some other activity 
	65
	43.4

	Total 
	150
	100.0


From table 10, 37.3% of the respondents immediately change the channel when a commercial interrupts their favourite programme, 19.3% indicated that they are eager to learn from the commercial(s) while 43.4% of the respondents engage in some other activities. 
Table 11: Do you enjoy going on breaks frequently during programmes?

	Category 
	Frequency 
	Percentage 

	Yes 
	-
	-

	No 
	138
	92


	Sometimes 
	12
	8

	Total 
	150
	100.0


Table 11 shows that 92% of the respondents’ do not enjoy going on breaks frequently during programmes while 8% indicated sometimes and none the respondents’ enjoy going on breaks.   

Table 12: Do you watch the adverts during programme?
	Category 
	Frequency 
	Percentage 

	Yes
	41
	27.3

	No 
	23
	15.3

	Sometimes 
	86
	57.4

	Total 
	150
	100.0


Table 12 shows that 27.3% of the respondents watches advert during programme, 15.3% do not watch adverts during programme and 57.4% sometimes watches adverts during programme. 

Table 13: Are you able to recall the content of a commercial even after the programme is over?

	Category 
	Frequency 
	Percentage 

	Yes
	88
	58.7

	No 
	62
	41.3

	Total 
	150
	100.0


Table 13 results shows that 58.7% of the respondents’ recalls the content of the commercial even after the programme is over while 41.3% do not recall it. 
Table 14: Do you lose interest in the programme during breaks?

	Category 
	Frequency 
	Percentage 

	Sometimes 
	49
	32.7

	Rarely 
	47
	31.3

	Never 
	54
	36

	Total 
	150
	100.0


Table 14 shows that 32.7% of the respondents sometimes lose interest in the programme during breaks, 31.3% rarely lose interest while 36% never lose interest in the programme during break. 

Table 15: Do you agree that advertisements are mixed up in our life in such a way that it cannot be ignored?

	Category 
	Frequency 
	Percentage 

	Yes 
	139
	92.7

	No  
	11
	7.3


	Total 
	150
	100.0


Table 15 shows that 92.7% of the respondents agreed that advertisements are mixed up in our life in such a way that it cannot be ignored while 7.3% disagreed with the statement.

Table 16: Are you always eager to watch programmes, considering the commercial interruptions?

	Category 
	Frequency 
	Percentage 

	Yes, always  
	59
	39.4

	Not really 
	41
	27.3


	Sometimes 
	50
	33.3

	Total 
	150
	100.0


Table 16 shows that 39.4% of the respondents are always eager to watch programmes, considering the commercial interruptions, 27.3% indicated not really while 27.3% of the respondents indicated sometimes. 
Table 17: To what extent do the commercials you watch during the programmes affect your purchase decision?

	Category 
	Frequency 
	Percentage 

	Sometimes 
	66
	44

	rarely 
	57
	38

	Never 
	27
	18

	Total 
	150
	100.0


Table 17 shows that 44% of the respondents agreed that sometimes, the commercials they watch during programmes affect their purchase decision while 38% indicated rarely, 18% of the remaining respondents indicated never, that commercials they watch during programmes do not affect their purchase decision
 Hypothesis one

 Uninterrupted television programmes appeal more to regular viewers than non-regular viewers

	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	70
	33.33
	32.67
	1,067.3289
	32.023

	No
	29
	33.33
	-14.33
	-205.3489
	-6.161

	Undecided
	31
	33.33
	-12.33
	-152.0289
	-4.561

	Total
	150
	
	
	
	21.3


Source: Extract from Contingency Table

X2 = ∑ (fo – fe)2/fe = 21.3
Fe=  60+19+21        =   33.33
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At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 21.3 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 21.3 is greater than 5.991, the alternate hypothesis which states that  Uninterrupted television programmes appeal more to regular viewers than non-regular viewers is accepted and the null hypothesis which states that Uninterrupted television programmes do not appeal more to regular viewers than to non-regular viewers is rejected.

Hypothesis Two

Viewers would prefer their unfavourite programmes to be interrupted by commercials than their favourite programs

	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	76
	33.33
	22.67
	513.9289
	18.23

	No
	31
	33.33
	-12.33
	-152.0289
	-4.561

	Undecided
	43
	33.33
	-10.33
	-106.7089
	-3.201

	Total
	150
	
	
	
	11.63


Source: Extract from Contingency Table

X2 = ∑ (fo – fe)2/fe = 11.63
Fe=  56+21+23        =   33.33
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Degree of freedom = (r-1) (c-1)
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 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 11.63 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 11.63 is greater than 5.991, the alternate hypothesis which states that Viewers would prefer their unfavourite programmes to be interrupted by commercials than their favourite programs is accepted and the null hypothesis which states that Viewers would not prefer their unfavourite programmes to be interrupted by commercials than their favourite programs is rejected.

Hypothesis three

Television audience will pay more attention to commercials that tend to satisfy their needs than to commercials that do not tend to satisfy their needs.

	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	High
	61
	33.33
	27.67
	765.6289
	22.971

	Low
	17
	33.33
	-16.33
	-266.6689
	-8.0

	Undecided
	22
	33.33
	-11.33
	-128.3689
	-3.85

	Total
	100
	
	
	
	11.12


Source: Extract from Contingency Table

X2 = ∑ (fo – fe)2/fe = 11.12
Fe=  61+17+22        =   33.33
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Degree of freedom = (r-1) (c-1)
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At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 11.12 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 11.12 is greater than 5.991, the alternate hypothesis which states that Television audience will pay more attention to commercials that tend to satisfy their needs than to commercials that do not tend to satisfy their needs is accepted and the null hypothesis which states that Television audience will not pay more attention to commercials that tends to satisfy their needs than to commercials that do not tend to satisfy their needs is rejected.

Hypothesis four 

Television audience will recall faster commercials that tend to satisfy their needs than those that do not tend to satisfy.

	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	60
	33.33
	26.67
	711.2889
	21.134

	No
	20
	33.33
	-13.33
	-177.6889
	-5.33

	Undecided
	20
	33.33
	-13.33
	-177.6889
	-5.33

	Total
	100
	
	
	
	10.47


Source: Extract from Contingency Table

X2 = ∑ (fo – fe)2/fe = 10.47
Fe=  60+22+20        =   33.33
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Degree of freedom = (r-1) (c-1)
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At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 10.47 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 10.47 is greater than 5.991, the alternate hypothesis which states that Television audience will recall faster commercials that tend to satisfy their needs than those that do not tend to satisfy is accepted and the null hypothesis which states that Television audience will not recall faster commercials that tend to satisfy their needs than those that do not tend to satisfy is rejected.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

SUMMARY

This project was embarked on to measure the attitude of television audience towards commercial interruption of television programmes. To start with, the researchers got familiar with the history of television, its audience and its programmes, using N.T.A as a case study. Thereafter, a look was taken into advertisements, the estimated measure of advertisements in a programme that subjects its audience to a constant interruption of the program, which evokes different emotions in individuals. 

The research sets out to examine attitudes of television audience to these interruptions, using a number of Enugu populace as its population of study. The research aims to find out the relationship between media contents and the society. Questionnaires were designed to include certain questions that will throw more light into the intricate conception generated by incessant commercial interruption of television programmes. From the answers to these questions as the research progresses, the objectives of the study was clearly manifested and clearly understood. The significance of this study is to make communication effective without a negative feedback. It is also meant for advertisers to save a great deal of messages for the right audience at the right time.

The observational learning, aggressive cues and individual differences theories were used to discuss extensively the extent of commercial interruptions on television audiences. In extracting the representation sample for the study, the purposive sampling method was used. The quantitative survey methodology was also used. 

FINDINGS

The aim of this chapter is to succinctly provide essential findings derived from the research conducted. After a thorough research on the attitude of television audience towards commercial interruption of television programs, the research provided answers to the research questions. The findings in the analyzed questionnaires answered by the respondents show that: 

Majority of the respondents (89%) agreed that uninterrupted television programmes appeal more to them than interrupted ones while 8% of the respondents disagreed and 3% couldn’t decide.

43.4% of the respondents according to their indication engage in some other activity whenever the programme they are watching is interrupted by television commercials while 37.3% of them immediately change the channels whenever their programme is interrupted and 19.3% of the remaining respondents indicated that they are always eager to learn from the commercials.         
32.7% of the respondents indicated that they sometimes lose interest when their favourite programs are interrupted mid-way with commercials, 31.3% indicated that they rarely lose interest while 36% which are the majority indicated that they never lose interest with commercials when it comes to their favourite programme. 

Majority of the respondents’ recall the television messages after the programme because the percentage of those that indicated Yes, 58.7% are more than those that indicated No, 41.3%.

CONCLUSION

This study has shown that between a negative and positive attitude of television audience towards commercial interruption of television programmes, an equilibrium has been reached. Due to individual differences, uninterrupted programmes tend to appeal more to most of the audience than interrupted ones. Though, the purpose of the commercial has been achieved because majority of the respondents’ recall the television messages after the programme, no matter the interruptions. This justifies the researchers use of Individual differences theory, observational learning theory and aggressive cues theory as the theoretical framework for this research.
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APPENDIX 1

QUESTIONNAIRE

Sex: 

Male      Female 

2. Age: 15-20     20-25      25-30   30 and above

3. Do you watch Television regularly? 

   (a)Yes    (b) No     (c) Seldom

4. How often do you watch N.T.A? 

   (a)Very     (b) Quite     (c) Seldom

5. Do you watch just soap operas or you also watch other programmes? 

   (a)Yes     (b) No
 (c) Sometimes

6. What is your most preferred programme choice on N.T.A? 

   (a)News
(b)Telenovela
  (c)Sports

7. How much time do you spend on watching N.T.A everyday? 

  (a)Less than I hour
(b) 2 hours
(c) more than 2 hours

8. How do you perceive commercials?

   (a) Educative 
(b) Irrelevant 
(c) Annoying

9. How often do commercials pop up during a programme on N.T.A? 

   (a) Once     (b) Twice        (c) Thrice    (d) More

10. What is your reaction when a commercial interrupts your favourite programme?

    (a) I immediately change the channel 
(b) I am eager to learn from the commercial 


(c) I engage in some other activity 

11. Do you enjoy going on breaks frequently during programmes? 

    (a) Yes
(b) No
(c) Sometimes

12. Do you watch the adverts during programmes? 

    (a) Yes
(b) No
(c) Sometimes 

13. Are you able to recall the contents of a commercial even after the programme is over?

(a) Yes 
(b) No

14. Do you lose interest in the programmes during the breaks?

    (a) Sometimes 
(b) rarely
 (c) never

15. Do you agree that advertisements are mixed up in our life in such a way that it cannot be ignored?   

    (a) Yes 
(b) No

16. Are you always eager to watch programmes, considering the commercial interruptions? 

    (a) Yes, always 
(b) Not really 
(c) Sometimes

17. To what extent do the commercials you watch during the programmes affect your purchase decision? 

    (a) Sometimes 
(b) rarely
 (c) never 
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