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This study is an extension of enrlie uses and gratifications researci that identified nor-
mutive images of mess media. Thearticle considers how well 12 different mass and in-
terpersonal communication chansels fill 11 communication needs. A sample of 643
adults completed self-administeres questionnaires, the responses of which were sebmit-
ted to cluster analysis, wohich identfied five channel clusters: Video, Interpersonal, Print,
Computer,and Asdio. In general, e Interpersonai cluster (conversation and telephone)
ws rated Hae mos! useful at filling various needs, with Contputer rated the least useful.
Consistent with previous researchs,clusters that were most usful atfilling personal reeds
were rated highest in social presoce. The discussion relates this study'’s findings to
previous research and notes impications for research on the newer communication
technologies.

communicate to satisfy personal goals (Katz, Blumler, &

Gurevitch, 1974). This approach to mass media research
views people asactive communicators because they are aware of their
needs, evaluate various communication channels and content, and
select the mass or interpersonal channel that they believe will provide
the gratifications they seek People are also aware of functional alter-
natives, or different channels that can fill similar needs.

T he uses and gratifications perspective assumes that people
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A primary objective of uses ard gratifications research has been to
understand the waysin which the reasons people have for communi-
cating influence the effect of communication (Katz et al., 1-974). The
perspective, nevertheless, has been criticized for concentrating on the
individual’s use of communicaion. Elliott (1974) argued that an
individualistic approach limits understanding of how mass commu-
nication is linked to the social structure. In response to this concern,
one area of uses and gratificatiors research has focused on communi-
cation channels (e.g. Elliott & Quattlebaum, 1979; Katz, Gurevitch, &
Haas, 1973; Kippax & Murray, 1980; Lichtenstein & Rosenfeld, 1983).
These studies have identified the dominant perceptions of commuri-
cation channels within differentsocial structures.

This research has shown thit communication channels possess
#normative images,” that is, widely shared perceptions about a me-
dium’s typical usage, which are based on the functions that they serre
(Lichtenstein & Rosenfeld, 1983). The normative images of different
channels vary because some chennels are better than others for sat's-
fying different communication reeds. Research has alsoobserved that
certain channels are functional alternatives, that is, channels that fill
similar needs and have similar normative images.

These studies, however, wee conducted before the widespread
adoption of several newer comnunication technologies. As a reslt,
the current investigation assesed the normative images of newer
channels of communication (eg., cable television, videocassette re-
corders,and computers) along with the images of the more traditional
channels (television, movies, radio, recorded music, newspapsrs,
magazines, books, conversation, and telephone). First, we explored
whether newer technologies were functional alternatives to more
traditional channels. Second, we considered how useful differ=nt
communication channels are perceived to be for satisfying some
media-related and interpersomal communication motives.

NORMAITVE VIEWS OF
COMMUNICATION CHANNELS

Communication channels differ along several dimensions: charac-
teristic content, modes of trarsmission, modes of reception, eas: of
use, and patterns of use {Adon, 1985; Katzet al., 1974; Salomc_m,' 1984).
For example, newspapers and television differ in characteristic con-
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tent because newspapers present a greater proportion of news analy-
sis than does television. Magazines and radio differ in mode of
transmission because radio is broadcast and magazines are printed.
Similarly, film and books differ in mode of receptior: Film is usually
viewed with others, wheras reading is a solitary activity. Television
and books differ in ease ofuse as watching television usually requires
less intellectual effort than reading books. And radio and recorded
music have different patterns of use than conversation because radio
and recorded music are often used as background, whereas conver-
sation requires more complete attention.

Communication chanrels can also be differentiated by the needs
that they are typically perceived to meet. For example, Katz et al.
(1973) report that an Isradi sample perceived newspapers ashelpful
in providing information about and building confidence in scciety, in
overcoming loneliness, and in strengthening social stability. Books, on
the other hand, were perczived as helping study and getting closer to
Jewish tradition, whereas television was viewed as being most helpful
forkilling time, spending time with family, and tobe ina festive mood.

Elliott and Quattlebaur1 (1979) extended the Katz et al. (1973) study
to the United States. They reduced Katz et al.’s 35 need statements to
10 but expanded their listof channels to 8 by adding friends, r2corded
music, and magazines. Their findingsindicated that print media were
rated more helpful for informational needs. More personal needs,
such as overcoming loneliness and learning about oneself, were best
satisfied by friends or recorded music.

Thus communication channels can be differentiated according to
the needs they serve. Lichtenstein and Rosenfeld (1983) noted that a
channel’s normative imzge was unrelated to preference orlevel of
use. Also, normative images did not differ regardless of whether
respondents rated channels with respect to their own feelingsor based
their ratings on how they thought “most people” would 2valuate
different channels (Lichtenstein & Rosenfeld, 1984). Lichtenstein and
Rosenfeld (1983, 1984) concluded that individual media choice is
idiosyncratic and based (n specific needs in specific contexts. Within
a culture, however, media share normative images based on the
various functions that they serve in that society. Different results in
different cultures reinfoxce this view (Elliott & Quattlebaum, 1979;
Katz et al., 1973; Kippax & Murray, 1980; Lichtenstein & Rosenfeld,
1983, 1984). Normative media images appear to be influenced by so-
cietal structure and media system.
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Few studies have considered ncrmative images of newer commu-
nication technologies (see Cohen, Levy, & Golden, 1988). Character-
istics of these newer technologies, however, suggest that they should
be different from more traditionalmediaﬂhenewermediaamma:ked
by increased user control, more syecialized content, speed of trans-
mission, and nonlinear access (Williams, Fhillips, & Lum, 1985;
Williams, Rice, & Rogers, 1988). Cable television, for example, might
petter fill surveillance needs becawse general and specialized informa-
tion are more widely available(e.g, CNN, C-SPAN, weather, and local
affairs). Videocassette recorders (VCRs) might better satisfy entertain-
ment needs because of the wide variety of tapes available and time
shifting (Rubin & Bantz, 1987). Computers may fill leaming needs
because of educational software, whereas computer videogames may
help fill entertainment functions Thus this study was designed to
uncover the normative images of some of these newer communication
technologies.

Functionzl Alternatives

An important aspect of research about normative images is the
extent to which different channels are functional alternatives, or are
helpful in satisfying similar communication needs. Katz et al. (1973)
observed that, for political neecs, newspaper, television, and radio
were all moderately helpful. Booss and films were both useful in satis-
fying more personal needs, whereas television and film could be
interchanged for entertainment.

Lichtenstein and Rosenfeld (1983) found that books, film, recorded
music, and friends were functicnal alternatives for U.5. college stu-
dents. They were seen as useful for entertainment and relieving ten-
sion. Radio, television, magazires, and newspapers also shared sim-
ilar images as sources for entertainment and for information about
daily life.

Finally, new communicationtechnologies may be functional alter-
natives for traditional channels Williams and Rice (1983) noted that
cable and VCRs were seen by college students as filling the same
needs as television. Cohen, Levy, and Golden (1988) observed that
Israeli children found VCRs irdistinguishable from cinema and re-
corded music. The current stuay, then, sought to determine whether
newer communication technoogies were functional alternatives to
traditional communication channels.
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MASS AND INTERPERSONAL
COMMUNICATION MOTIVES

Mass communication studies have characterized interpersonal
communication sources as functional alternatives that compete with
media to satisfy different neads. Elliott and Quattlebaum (1979), for
example, observed that #friends” was rated second among various
channels in meeting a variety of needs. Friends also clustered with
films, books, and recorded music on need gratification. Analogously,
Cowles (1989) noted that financial advisors, videotex, and computers
were viewed similarly by MBA students.

These studies focused on 10w well interpersonal channels fulfilled
typically media-related motives. Rosengren (1974) suggested that a
focus on media-related needs limited understanding of how differ-
ent channels fill similar communication needs. Although interper-
sonal communication is used to satisfy many different goals (Dillard,
Segrin, & Harden, 1989), Rubin, Perse, and Barbato (1988) observed
that the most salient interpersonal communication motives are
pleasure/entertainment, afiection, inclusion/social contact, escape,
relaxation, and control. To :xpand our understanding of normative
images, this study included the two interpersonal motives that have
been neglected by previous research. Consequently, this investigation
asked how useful different communication channels are in displaying
affection and maintaining control.

SOCIAL PRESENCE

Research on newer techrologies hasemphasized another attribute
of communication channes (Williams et al., 1985; Williams et al,
1988). Social presence, or perceived personalness, may also contribute
to normative media images. Social presence is the feeling that com-
munication exchanges are sociable, warm, personal, sensitive, and
active (Short, Williams, & Christie, 1976). Social presence is influenced
by channel attributes; thatis, channels that convey nonverbal infor-
mation, such as facial expression, gaze, and posture are usually rated
higher in social presence (Acker & Levitt, 1987; Short et al., 1976).

Social presence, however, isnot totally dependent on channel attri-
butes. Instead, it is a perceptual dimension of users and is influenced
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by communication goals (Short et al., 1976). Some communication
goals, such as overcoming loneliness, require higher social presence.
Social presence is less important to other goals, such as gaining
information. When channels satisfy more personal goals, users per-
ceive higher social presence. Garramone, Harris, and Anderson (1985),
for example, observed that socia. presence of computer bulletin boards
varied depending on reasons for using them. Although there was a
positive relationship between social presence and personal identity
motives for using computer bulletin boards, social preserice was
unrelated to surveillance or diversionary motives.

Scholars have examined the social presence and media richness, a
related concept, of mediated ani interpersonal channels within orga-
nization settings (Daft & Lengel, 1986; Short et al., 1975). But studies
have not compared social presence of mass and interpersonal com-
munication channels. Because social presence is related to communi-
cation needs, social presence stould be another aspect of the norma-
tive images of different commanication channels. Channels that are
considered useful for filling more personal communication needs
should be rated as higher in social presence.:

RESEARCH QUESTIONS

This study built on previousresearch that identified the normative
images of communication channels. We expanded this study by con-
sidering a wider range of communication channels, especially includ-
ing newer technologies (cable elevision, VCRs, and computers) and
more dimensions of communication needs. Our goal was to explore
the normative images of this wider range of communication channels.
Although we expect some similarities to prior research in some as-
pects of some charniels’ normuative images {e.g., print media will be
seen as better able to fill informational needs and television will be
seen as better able to fill enterhinment needs), we anticipate that the
introduction of new technologies might affect the normative images
of more traditional channels, These questions guided our study:

RQ1: Which new and traditiosal channels are functional alternatives?
RQ2: Which media-related and interpersonal needs are best fulfilled by
various communication chinnels?

Perse, Courtright / NEW MEDIA ENVIRONMENT = 491

METHOD

Procedure and Sample

These data were drawn from a larger survey about the uses and
gratifications of different communication charnels. The data were
collected in two waves. In uly 1988, students enrolled in an introduc-
tory mass communicationcourse were given course credit forcollect-
ing the data for this study. In November 1988, students enrolled in a
mass communication theory course were offered extra credit for
collecting, additional data Similar to Rubin and Bantz (1987) and
Rubin and Rubin (1989), dl assistants were trained in questionnaire
administration and ethics and were instructed to recruit people not
erwolled in college to complete the questionnaires. As a resuit, 649
seli-administered, anonymous questionnaires were completed and
returned by the students.

The sample was 48.2% male and ranged in age from 12 to §5 years
(M = 35.65 years, SD = 14.50). Respondents were drawn from a wide
geographic area; 226 differsnt zip codes were represented. Thesample
was somewhat well-educated. Overall, 17.1% were high school grad-
uates, 31.1% had attended college, 31.6% were college graduates, and
14.6% had attended graduate school. The respondents’ occupations
were coded into seven categories so that 1 = professional and 7 = un-
skilled labor (Warner, Mecker, & Eells, 1949). Average occupational
level was 3.09 (SD = 1.64).

Measurement and Analyss

Communication Needs

As part of a larger data set, respondents were asked to indicate their
perceptions of how well each of 12 different communication channels
satisfied 1 of 11 communication needs. The 11 need statements were
(a) to relax, (b) to be entertained, (c) to forget about work or other
things, (d) to have something to do with friends, (€} to leam things
about myself and others, () to pass the time away, particularly when
I'm bored, (g} to feel excited, (h} to feelless lonely, (i) to satisfy a habit,
(j) to let others know I careabout their feelings, and (k) to get someone
to do something for me. The 12 different communication channels
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were newspapers, magazines, books, movies, radio, noncable televi-
sion, cable television, VCRs, recorded music, computers, telephone,
and conversation with family /friends.

These particular need statements were chosen for theoretical,
methodological, and practical reasons. Fist, although item state-
ments differ slightly across studies, these particular statements repre-
sent five of the six need dimensions mentioned in previous studieson
this topic (Katz et al,, 1973; Elliott & Quattlzbaum, 1979; Lichtenstein
& Rosenfeld, 1983, 1984): entertainment, pass time, inclusion/sodal
contact,escape, relaxation, and personal utility?

Second, research points out that, although relatively few in num-
ber, the-e are additional salient reasons fcr communication {Rubin,
1983; Rubin et al., 1988) . Accordingly, we also assessed dimensions
not included in previous studies: social wtility, arousal, habit, affec-
tion, and control. : .

Finally, concern for respondent fatigue demanded that we select
representative item statements rather thar a comprehensive list of
possibly dozens and dozens of statements Many studies in the uses
and gratifications perspective identify similar dimensions of general
gratifications sought from the mass media, and several scholars have
suggested that there are few primary dimensions of media gratifica-
tions (Dobos & Dimmick, 1988; Lometti, Reeves, & Bybee, 1977). Ac-
cordingly, statements were chosen because they were exemplars of
the most salient dimensions of communication needs identified by
previous research. Using only one statement for each dimension aiso
eliminates a bias toward any one dimension.’

Partiipants’ responses about the commrunication needs were ran-
domized and then selected systematically from the larger data set, so
that the 11 needs had an equal likelihood of being represented in the
data sel, Subsequently, these data were submitted to a cluster analysis
in an attempt to identify groupings or clusters of channels that satis-
fied similar needs.!

Social Presence

Follewing Short et al. (1976), respondents completed five 5-point
semantic differential scales that indicated how personal, sensitive,
warm, social, and active they perceived the 12 communication chan-

nels to be. After appropriate negative iterrs were reversed, responses
to scale items were averaged to create social presence scores for each
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of the 12 communication channels. Cronbach’s alpha for the 12 five-
itemsocial presence scales ranged from.72 to .86 (M = .80).

Comnunication Channels

As part of thelarger study, respondents also provided a set of eval-
uatiens of how well a single channel satisfied each of the 11 commu-
nication needs.® As before, the selection of respondents from the larger
dataset to evaluate a particular channel was random. These evalua-
tions of the 11 needs were analyzed using a multivariate analysis of
variance (MAINOVA), whose purpose was to examine whether iden-
tified clusters of media were associated with differences in fulfillment
between and among the various communication needs. To conduct
this analysis, the respondents were astigned to a group or “media
clusier” based on the results of the cluser analysis described above,
and the 11 needs scores were treated as muitiple criterion measures.
All analyses were conducted using the 5AS computer package (SAS
Instiute, 1985).

RESULTS

Preliminary Descriptive Analyses

Apreliminary step to understanding the normative images of new
and traditional communication channels involved describing the util-

ity of the 12 channels in fulfilling the 11 communication needs. The
mean ratings are presented in Table 1. These means are for descriptive
pusposes and were not used in subsequent analyses.

Overall, the computer was seen as wable to fill any communica-
tion reed. It wasrated last in satisfying all needs, except “to get some-
one ‘o do something for me.” On the other hand, conversation was
viewed as able to satisfy any communrication need and was rated
highast for filling the most needs. The teephone was seen as fulfilling
interpersonal communication needs, suzh as to overcome loneliness,
to show affection to others, and for cortrol. Movies were viewed as
satis’ying escapist, social, and entertainment needs. The print media
—newspapers, magazines, and books—were seen as fulfilling learn-
ing needs but were not useful for satisfying social, arousal, or com-
paniynship needs. .
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In ascending order, the social presence scores for each of the chan-
nels were as follows: computer, M =2.03 (SD = (.85); newspapers, M =
1.67.(5D = 076); television, M = 2.99(SD = 0.74); cable television, M =
310 (SD =0.76); magazines, M = 515 (SD = 0.74); VCRs, M = 3.16
5D = 0.83); books, M = 3.36 (SD = 0.81); radio, M = 349 (SD = 0.72);
movies, M = 3.65 (5D = 0.70); recorded music, M = 3.80 (SD = 0.74);
klephone, M = 4.23 (5D = 0.76); and conversation, M = 4.65 (SD =
0.58).

Functional Alternatives

To answer the first research question and identify which commu-
nication channels are functional akernatives, the next step was to
conduct a cluster analysis of the different communication channels
zccording to their perceived helpfulness in satisfying the 11 needs.
The VARCLUS clustering procedure was used to generate oblique
dusters ameng the channels (SAS Institute, 1985). We employed two
criteria to determine the appropriatz number of clusters in our solu-
tion. First, we applied a method similar to a scree test commonly used
i factor analysis (Aldenderfer & Blishfield, 1984). A flattening of the
curve of increases in variance explaned by additional clusters iden-
tified the point at which new clusters yielded little new information.
fecond, we examined the cluster solution identified by this initial
procedure to determine its theoretical relevance.

Based on these criteria, we identified a five-cluster solution that
accounted for 75.2% of the variance in the data. The cluster solution
is summarized in Table 2.

Cluster 1, Video, accounted for 231% of the variance and was com-
rosed of audiovisual mass media: cable television, movies, television,
and VCRs. Cluster 2, Interpersonal, sccounted for 12.2% of the vari-
ance. This cluster included conversation and telephone. Cluster 3,
Frint, which accounted for 18.4% of the variance, contained print mass
media: magazines, books, and newspapers. Cluster 4, Computer, was
asingle-item cluster that accounted for 8.3% of the variance, Cluster 5,
Zudio, accounted for 13.3% of the valiance. It comprised andio media:
rdio and recorded music,

There were several interrelationships among the factors. Videowas
significantly related to Audio (r = .6(, p <.001), Frint (r = .47,p < .001),
and Computer {r = .25, p < .001). Audio was correlated with Print (r =
439, p < .001) and Computer (r = .23, p < .001). Computer and Print
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TABLE2
Cluster Soluton:
Communication Channels, by Functional Image
Medium Video  Interpersond  Print  Computer  Awdio
Cable 86 00 35 21 52
Movis B3 05 A3 2t 52
Televiion 78 07 A6 y.) 46
VCR 56 =03 M 20 50
Conversation L2 .B5 00 -0l 04
Telephorie » [35] -03 12 08
Magaines 45 01 91 20 40
Books 45 -08 81 13 38
Newspapers 32 02 85 2 24
Computer 25 07 21 [io) 2
Radio 54 11 41 23 B9
Recorled music 53 i1k 30 17 [39]
% of variance explained  23.13 1215 18.36 833 1328

Total rariance explained = 75.25%

were also connected (r = .21, p < .001). Interpersonal was unrelated to
any of the other clusters.®

Need Fulfillment by Channel Clusters

The second research question concerned which media clusters
were most useful for satisfying various needs and which channel
clusers differed on social presence. Tc answer this question, a one-
way MANOVA was conducted with the media clusters as the inde-
pendent variable and the ratings of the needs fulfillment as the 11
criterion measures. This multivariate analysis was significant, F =
21.43, df = 44,2084, p < .0001. Subsequently, one-way ANOVAs fol-
lowed by post hoc significance tests were used to identify which
clusters differed in satisfying the 11 diferent communication needs.
These univariate analyses are summarized in Table 3.

Video, Audio, Print, and Interpersonal clusters did not differ in
thei- utility to fulfill relaxation and escapist needs or to pass time.
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TABLE3
Mean Ratings for Commurication Need Salience,
by Channel Clus-ers (N = 533)

Noed Video  Imterperonal  Print Computer  Audio
Relax 348, 3.70, 340, 153, 410,
Eatertain 3674 347, 321, 1654 388,
Furget 338, 353, 332, 17, 366
Do/ friends 325, 354, 196, 145, 301,
Learn 282, 399, 35 180 284
Piss time 345, 3.77, 3.50, 1.68, 3.66,
Excited 288, 356, 254, 15, 331,
Lonely 3., 438, 271, 160; 351,
Habit 262, 313, 277, 143, 317,
Feelings 1.75, 451, 167, 130, 234,
Gt 1.66, 453, 1.70, 128, 190,
Secial presence 3.24, 428, 2984 192, 377,

NDTE: Duncan's multiple range test was used to conduct these post hoc comparisons.
Means with the same letter in subscript are nt significantly different.

Cverall, the Computer cluster was mted significantly lower than all
oher clusters in satisfying all communication needs.

The Video and Audio mass mediz clusters were ranked highest at
providing entertainment The Interpersonal cluster was rated highest
as something to do with friends, /ollowed by Audio and Video.
Interpersonal channels were rated sgnificantly higher for leaming,
followed by Print, Audio, and Videa Interpersonal and Audio chan-
nels were rated highest to feel excited, followed by Video and Print.

Interpersonal channels were alsorated highest to overcome lone-
liness, followed by Audio. Print and Video were rated significantly
loewer. Audio, Print, and Interpersonal channels did not differ in their
habitual use,nor did Video and Print Video and Print, however, were
perceived as less useful for habit than Interpersonal and Audio chan-
rels. Interpersonal channels were rited significantly more useful in
telling someone about feelings. Audio was considered significantly
higher than Video or Print for that surpose. Interpersonal channels
were rated significantly more useful than all other clusters to get
someone to do something.

A final analysis was conducted on the social presence scores. A
one-way ANOVA on theclusters wasfound to besignificant, F = 87.49,
&= 4,621, p <.0001; R*=.36. A set of post hoc tests among all possible
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pairs of means indicated that the mean for each media cluster was
significantly different from the mears for all other clusters. These
mems are also displayed in Table 3.

DISCUSSION

This study was designed to assess the normative images of mass
and interpersonal channels in the newer media environment. We
conducted the cluster analysis to explore which communication chan-
nels were seen as functional alternatives, or able to fulfill similar
communication needs. _

“his study identified channel clusters that differed from those
found by previous research (Elliott & Juattlebaum, 1979; Katz et al.,
1973; Lichtenstein & Rosenfeld, 1983). These differences might be
exgplained by media structure. Katz etal. (1973}, for instance, studied
media’s normmative images using an Is:aeli sample, and these respon-
derts might have viewed communicition channels differently than
U.S respondents did. Katz et al. suggest that there might have been
heizhtened attention to religion and politics in Israel. Equally impor-
tani, the media environment differs in Israel: There is only one na-
tional television network and a lower diffusion of VCRs (Cohen et al.,
1988).

We might also expect our results todiffer from earlier studies that
used a US. sample (Elliott & Quatfebaum, 1979; Lichtenstein &
Rosenfeld, 1983, 1984). Our study notonly was conducted in a more
contemporary media environment but used an adult instead of a
college-aged sample. Be that as it may, cur sample was purposive, not
rardom, and our results should be generalized with caution.

In our study, communication chanrels clustered very clearly along
technical attributes and /or characteristic content. This finding is con-
sistent with changes in our media environment. When there were
fewer communication channels, thosechannels needed to fill a large
variety of communication needs. The ntroduction of newer technol-
ogizs no doubtchanged the images and uses of other communication
channels (Williams et al., 1985). The increase in video media may have
more clearly differentiated the audio media, for example. The devel-
opment of portable disc and tape players may make recorded music
more similar to radio.

Our results indicate that cable television and VCRs do not have
images distinct from television and movies along several traditional,
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media-related needs. This common normative image for audiovisual
media might be explained by content attributes. The VCR's potential
for time-shifting, for example, allows it to provide the same content
as able or broadcast television.

“hus, despite greater choice and audience control offered by cable
television and VCRs, these media are perceived to be very similar to
television and movies {and to a lesser extent to radio and recorded
mussic) in how well they satisfy tradtional communication needs.
Cable and VCFs are quite clearly functional alternatives to television
and movies.

This finding may offer one explanition for network television’s
shrinking share of the video audience. Clearly, adults consider VCRs,
cable, and movies as functional alternatives to television viewing. The
desmiptive statistics displayed in Table 1 indicate that, even though
Vs, cable, television, and movies share a functional image, cable
and VCRs are most often seen as more useful than television at satis-
fyirg almost all communication needs. Accordingly, future research
should continue to explore whether the attributes of newer mass
media—greater choice and control—provide greater gratifications.

Computers were functionally unrelated to other communication
channels. There are severalexplanatiors for this result. First, personal
computer diffusion is still relatively low (Dutton, Rogers, & Jun, 1987).
Moeover, computers are still not wicely used for communication,
Despite their increasing utility in orgarizations and academic circles,
electronic mail and computer bulletinboards have not been widely
adopted by the public at large (Dutton et al., 1987}, Thus, the com-
puter’s low ratings for communication need satisfaction may reflect
unfamniliarity and low use of computers for communication. Future
research should consider whether the almost certain increase in use
of the technology for communication will influence the functional
image of this medium (Williams & Rice, 1983).

To assess the normative images of communication channels, we
alsc considered how useful the different channel clusters are for
satisfying different communication needs. The results of the univari-
ate ANOVAs indicate that the Interpersonal channel cluster (conver-
sation and telephone) is quite useful in satisfying typical media-
related needs. In contrast, the mass media channelsare not considered
verv useful in satisfying interpersonal ;:ommunication needs,

The Interpersonal cluster was overwhelmingly rated highest to
show affection (to let others know one's feelings), for control (to get
somecne to do something), or for inclision (when I feel lonely). Of
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the mass media clusters, only Audio (radic and recorded music) was
ratec somewhat useful in satisfying these needs. Clearly, interper-
sonal communication serves as a functicnal alternative to mass media
better than mass media serve as functional alternatives to interper-
sonal communication. Mass and interpersonal communication chan-
nels may not be “coequal” in satisfying communication needs (Rubin
& Rubin, 1985).

The results of this study suggest thatsocial presence may have an
impect on normative images. Although our design did not allow us
to directly compare channels” social preserce and their ratings for
filling differenit needs, consistent with pzst research {Shortet al., 1976),
the interpersonal cluster (conversation and telephone) was rated
highest in social presence, and Print and Computer were rated lower
than Audio and Visual.

Contrary to past resuits, however, Audio was rated higher in social
presence than Video, such as televisionor movies. The personalness
of a communication channel has usually been associated with greater
bandwidth, or ability to present visual s well as audio information.
The results of this study point out that the functional image of a
chamel may infiuence social presence rore than channel attributes.

Tte telephone, for example, is usually rated low in social presence
because it presents only low-fidelity audio information” However,
because telephone clusters with conversation and satisfies highly
personal communication needs, our respondents obvicusly perceived
it as possessing ahigher degree of social rresence. In this study, Audio
was dosest to Interpersonal in filling more personal needs. Lull (1987)
poinis out that music has very personal and social dimensions and
can serve interpersonal uses for people. Clearly, audio media have
higher social presence because of the personal and social communi-
cation needs they fill.

Inconclusion, the results of this study indicate the utility of inves-
tigating the normative images of variois communication channels.
When the results of this study are compared to earlier research (e.g.,
Elliott & Quattlebaum, 1979; Katz et &, 1973), it is apparent that
functional images vary across cultures and across time. In addition,
the changes in normative images that have occurred within the past
few years suggest that as the media envirorunent changes, the useful-
ness of different channels for satisfying communication needs also
chanzes,

Future research should expand the ringe of this study’s findings.
Although we focused on some salient dimensions of communication-
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related needs, we could not include the full range of all possible com-
munication needs. For example, future rsearch might want to con-
sider needs that reflect more specific communication concerns, such
as political interest, parasociat attraction, or voyeurism. Further, the
emerging awareness of distinct uses of tte newer technologies, such
as VCRs, cable, and computers, suggest hat additional communica-
tion reeds that center on control, content variety, and interactivity
mightaffect normative media images. Owr study touched on only the
most salient of interpersonal cormmunication motives (Rubin et al,
1988). Future research might consider how channel helpfulness at
filling several other interpersonal communication goals (e.g., Dillard
et al., 1989) is related to normative mediaimages.

Firully, the results of this study reinfoxe one of the basic assump-
tions of the uses and gratifications persgective: People are aware of
communication alternatives and select ctannels based on the nomma-
tive images those channels are perceivedto possess.

NOTES

1. Sudents were assigned sex and age quotas n recruiting respondents. Because
the peridds of data collection induded school holidiys, for the most part the assistants
recruited adults known to them. Thus the sample ispurposive, not randomly selected.

2 Ve did not include a statement to assess politial information. This is a limitation
of our Ist of communication needs.

3. Although Katz, Gurevitch, and Haas (1973) tegan their analysis by considering
35 diffeent communication needs, they subsequestly focused on 8 specific needs to
eliminale bias toward the “socio-political arena” (p. 173). Those § needs covered five
reed dmensions: political information (four items), entertainment, pass time, inclu-
sion/sccial contact, and escape-relaxation (one item each). Later studies (Elliott, 1974;
Lichterstein & Rosenfeld, 1983, 1984) adapted those eight needs and added one other:
persomal utility (two items).

4. We used clusteranalysis rather than factor andysis in this study because wewere
interesied in obtaining the dimensions of similarites in the different communication
channeis rather than reducing the data to some smaller number of latent, underlying
factors. A thorough account of the different punoses of these two approadhes is
presented in Cattell (1978).

5. ‘o be clear, in the previous anelysis each respondent indicated his or her percep-
tion of how well or how poorly each channel satisfied a single nwed. In this instance,
respondents evaluated how well a single channel sitisfied the entire set of 11 needs.

6. To assess more Fully the nature of these relationships, the correlation matrix
amongthese clusters was submitted to multidimensional scaling analysis (MD3). We
vmwedttusasanalogoustoseoond—orderfaclor analysis, with our goal being o discern
the existence of “clusters among the clusters.” And, in fact, three such “second-order
clusters” appeared: The initial clusters we had labeled Video, Print and Audio grouped



502 HUMAN COMMUNICATION RESEARCH / June 1993

together into what was clearly a “mass media custer,” wheress the Interpersonal and
Computer clusterswere far apart from both eachother and the “mass media” grouping
of initial clusters. Bacause these secondary groupings support our initial cluster solution
arxlare basically intuitive, we will provide no alditional interpretation.

7. Some research suggests that the telephore is a *rich” medium {Daft & Lengel,
1986) because it provides strong vocal cues (Rutier, 1987) and shortens group decision-
making time (Ochsman & Chapanis, 1974).
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