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ABSTRACT 

This dissertation is an exploratory examination of audience member use of new 

media technologies found on the NPR Web site, NPR.org.  Data was gathered through 

the use of an online survey that was answered by individuals who belong to online fan 

groups of programs aired on NPR member stations. A total of 514 users of NPR.org and 

100 non-users of NPR.org provided survey responses.  The findings from this study 

suggest individuals use NPR.org to take control of their media experience, to be 

entertained, for social interaction, and to gather information.  Information gathering 

involves both accessing information on NPR.org as well as obtaining information from 

others.  The NPR Web site was identified as a destination where people can access 

supplemental or complementary knowledge that was acquired elsewhere, including from 

NPR radio broadcasts.  People prefer to use ―traditional‖ Web site technologies on 

NPR.org.  These include written articles, streaming audio and video, podcasting, and 

links to local stations.  Those who visit the NPR Web site to control their media 

experience and those who use the site to gather information perceive new media 

technologies on NPR.org as important.  NPR.org visitors who are interested in taking 

control of their media experience prefer to use applications that are both useful and easy 

to use.  The same viewpoint was found among those who visit the site for entertainment 

purposes.  The research suggests listeners who have not visited NPR.org tend to be  

unaware of what the Web site has to offer, yet there is an indication these individuals 

have some knowledge of the social capabilities associated with NRR.org.  The industry 

implications addressed in this study include a suggestion for the inclusion of full-length 

written articles on radio Web sites and to introduce visitors to new media that is both easy 

to understand and useful.  It was also found that audience use of mobile phones for 

listening to radio content may be compromised due to data limitations implemented by 

mobile phone providers.  Finally, the research indicates a need to update the variables 

used for uses and gratifications studies concerning new media technologies. 
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CHAPTER 1 

 

INTRODUCTION 

 

This dissertation is an exploratory examination of audience member use of new 

media applications found on the NPR Web site, NPR.org1.   This topic is both timely and 

relevant given the growing popularity of NPR.org and the organization’s increased focus 

on the use of new media applications.  The emphasis on new media is especially evident 

from the organization’s name change in 2010.  What was once known as National Public 

Radio is now referred to as NPR—a move designed to highlight the idea that listeners can 

access NPR content using new media devices (Farhi, 2010). Given the emphasis on new 

media, the purpose of this dissertation has been divided into three areas of interest: 1.) the 

study is designed to tell us who is using these new media applications 2.) the findings are 

used to determine which applications are used most often, and 3.) the study identifies the 

reasons why listeners use new media applications on NPR.org.  It can also be said that 

given the rapid rate at which traditional media outlets are adopting new media 

technologies, a better understanding of audience use of NPR.org will have practical 

implications for the radio industry as a whole as well as produce a better understanding of 

NPR audience use of Internet applications.  This is especially important considering that 

NPR has been identified as a leader in successfully adopting and implementing new 

media technologies (Kamenetz, 2009).  Therefore, this study also strives to offer valuable 

information that may assist NPR in its public service mission to provide news and 

informational programming.  

The following section provides information concerning NPR.org, the radio 

industry in regard to new technology, and the research problem statement and purpose of 

study.  For this dissertation, any mention of ―new media‖ relates specifically to new 

media associated with Web sites.  Furthermore, it should be noted the phrases ―new 

media feature(s)‖ ―new media technologies,‖ and ―new media application(s)‖ will be 

used interchangeably. In addition, ―NPR.org‖ and ―NPR Web site‖ will also be used 

interchangeably. 

                                                 
1 NPR is a privately supported, non-profit distributor and producer of news, entertainment, and 
informational programming.  NPR programming airs on more than 900 stations nationwide.  
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Background 

NPR listenership has nearly doubled since 1999 and continues to grow.  Twenty- 

six million listeners tune in to NPR each week: greater than the weekly circulation of 

USA Today and more than the 2.8 million who tune in to Fox News prime-time 

programming (Kamenetz, 2009).  In addition, more people start their day with NPR’s 

Morning Edition than Good Morning America or the Today Show (Farhi, 2009).  

Listeners also tune in because NPR has more foreign news outlets than any of the major 

television networks, including CNN (Kamenetz, 2009).  

The popularity of NPR can also be attributed to its digital media prowess. The 

NPR Web site offers a variety of new media features including streaming audio, on-

demand programming, community forums, and podcasts.  In 2008, traffic to NPR.org 

increased 75% from the previous year, and it was also during this time that NPR 

announced plans to redesign its site by adding more multimedia elements.  The changes 

were intended to translate the organization’s ―signature sound into the visual‖ by using a 

number of new media features on the new site (Dorroh, 2008, p. 28).  

In 2009, NPR unveiled an updated Web site that emphasizes written news pieces 

while still focusing on new media applications.  The site enables listeners to access full 

length articles that correspond to broadcast stories, and it allows users to quickly access 

audio content.  The Web site directory also makes it easy for audience members to locate 

their favorite programs and podcasts.  In addition, the redesigned Web site features a 

variety of up-to-date new media applications.  For instance, the NPR mobile feature 

delivers national and local news directly to any mobile phone that can access the Web, 

and users can also download applications designed specifically for the iPhone (NPR, 

2010a).  NPR also introduced an open application program interface (API) on its Web 

site.  This programming tool lets member stations create applications that enable them to 

―easily interact and share‖ content with NPR (Dorroh, 2008, para. 39). 

Member stations are not the only ones using API technology.  Independent Web 

developers have created different applications including a podcast player for Facebook 

and an interactive map that includes links to NPR stories.  Moreover, some programs 

heard on NPR stations are embracing other new media features such as social networking 

Web sites. A number of shows have developed their own social media sites in an effort to 
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―create a community for NPR people that hasn’t existed before‖ (Dorroh, 2008, para. 46). 

These online destinations are a place where listeners can interact with one another and 

post comments about broadcast stories.  Not surprisingly, it is these technologically-

savvy individuals who are most likely to visit social networks that are the types of 

listeners NPR is most interested in attracting to its new Web site. 

While NPR is drawing listeners to the Web, use of the Internet by the radio 

industry has been in existence for more than a decade.  In the 1990s, radio stations built 

Web sites primarily for branding and promotional purposes (Lind & Medoff, 1999), 

while later efforts concentrated on the inclusion of new media features (Potter, 2002; 

Seelig, 2008).   Today, the industry’s focus on newer technologies is continuing to 

evolve.  Clear Channel Radio recently launched an online destination that showcases live 

music recordings (―Clear Channel Radio,‖ 2009), and CBS Radio expanded its digital 

reach by adding links to high definition radio stations on its Web site, Last.fm (Bruno, 

2009).   

The means by which listeners can tune in to radio is also expanding.  The latest 

version of the Apple iPod enables audience members to access FM frequencies and high-

definition radio stations, while Microsoft’s mobile media player, Zune, offers similar 

capabilities (Pogue, 2009). Likewise, a number of mobile phone models feature FM 

tuners, and radio advocates are working to increase the number of available models 

(―Radio’s Apple,‖ n.d.).  Listeners can also hear thousands of radio stations from around 

the globe through the use of stand-alone Internet stereo systems (Guilfoil, 2009). 

Overall, the radio industry appears to have benefited from its transition into the 

digital age. Reports indicate radio listener adoption of new media has increased 

listenership.  Also, tuning in online and downloading digital audio are now considered 

mainstream and audience ownership of portable media players is on the rise (Grant & 

Meadows, 2008). Furthermore, broadband Internet access is now widely available and 

consumers have come to value the flexibility and control associated with new media 

consumption (―The Infinite Dial,‖ 2009).   

It appears technological advances have worked in favor of the radio industry; 

however, it can be argued the most successful use of new media can be attributed to NPR.  

Not only has traffic to its Web site increased, audience members are also exhibiting an 
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interest in the debut of new media features.  For example, a new NPR iPhone application 

quickly became popular among users shortly after its launch (Kamentz, 2009).  

Audiences may be displaying enthusiasm for newer features, but the appeal of NPR new 

media has long appealed to listeners.  The public radio organization was the first 

traditional media outlet to embrace podcasting, and its podcast programs are continuously 

listed among the top downloads on iTunes (Dotinga, 2008; Friess, 2006; Kamentz, 2009; 

―NPR Doubles,‖ 2005).  Yet one of the organization’s most effective new media ventures 

encompasses a one-time program special covering the financial crisis.  The popular 

production generated enough interest to result in a new podcast program entitled, Planet 

Money, and today the podcast garners more than one million downloads per month 

(Kamentz, 2009).   

Overall, traditional media use of new media technologies has been adopted not 

just by NPR, but by most mass media outlets.  However, it appears NPR is a leader in 

terms of combining its offline and online content.  Kamenetz (2009) described the public 

radio organization as the ―most successful hybrid of old and new media‖ (para. 1) and 

summarizes its digital ventures as follows: 

 
It has moved boldly into new media—14 million monthly podcast downloads 8 
million Web visitors, NPR Mobile, and open platform, a social network, even 
crowdsourcing.  And although the nonprofit has been hit by the downturn like 
everyone else, its multiple revenue streams look far healthier long term than the 
ad-driven model of commercial media (para. 3). 
 

Problem Statement and Purpose of Study 

 NPR has established itself as a popular media outlet, not only over the airwaves 

but also online.  Given the unveiling of an updated NPR.org in 2009, it is apparent the 

organization is aggressively moving forward with the inclusion of both existing and 

―cutting edge‖ new media applications.  This heightened focus on newer technologies 

comes as no surprise considering the organization’s track record with interactive media.  

The inclusion of new media advances on NPR.org is also intended to target 

technologically-savvy listeners who are accustomed to communicating on social 

networking Web sites.  Scholarly examination of radio industry Web sites has been in 

existence for over a decade.   Among others, researchers have focused on commercial 
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station Web sites (Potter, 2002), college station sites (McClung, 2001), and religious 

stations on the Internet (Greer & Phipps, 2003).  In particular, one study investigated 

listener use of NPR member station Web sites, yet this research did not include an 

examination of NPR.org (Moody, Greer, & Linn, 2003).  Considering the rapid 

advancement of new media features, Seelig (2008) urged researchers to supplement 

existing findings by focusing on audience interaction with more newer media 

applications found on traditional media Web sites (e.g., blogs, RSS feeds, and other 

interactive technologies).  Therefore, this study is a response to Seelig’s call-to-action 

that focuses on a topic that has not yet been examined—audience member use of new 

media features on NPR.org. In particular, this study relied on the uses and gratifications 

framework while focusing on distinguishing between gratifications sought (GS) from the 

Internet and gratifications obtained (GO) from new media on NPR.org. 

 The study data were gathered using a survey research methodology.  Because 

NPR.org is designed in part to attract individuals who frequent online social networks, 

the respondents were solicited from NPR-program fan groups found on the social 

networking Web site, Facebook.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   

 

6 

 

CHAPTER 2 

 

REVIEW OF LITERATRE 

Radio and the Web  

As traditional media began to embrace the Web, researchers started to examine 

the relationship between radio and the Internet.  Earlier findings indicated radio stations 

used the Web primarily for promotional purposes, while later research suggested an 

increase in the adoption of newer media applications.  This section outlines the 

development of radio station use of the Internet by beginning with early perceptions of 

the Web and concluding with more recent academic findings. 

At the end of the last century, scholars described the technical advances of the 

Internet as an ―exciting new development‖ (Lind & Medoff, 1999, p. 203).  Aside from a 

shared enthusiasm, key industry leaders voiced different opinions on how radio should 

embrace the Web.  David E. Kennedy, President/COO, Susquehanna Radio Corp., 

viewed the Internet as a way to expand existing programming and valued wireless and 

streaming communications as a means for increasing online business.  Kennedy also 

anticipated cross-training employees as job functions continued to expand, especially in 

relation to the Web (Kennedy, 2000).  Michael A. Kaneb, President/COO of Barnstable 

Broadcasting, Inc., stated that because smaller stations have fewer resources for 

expanding programming, smaller radio outlets should instead focus on streaming existing 

on-air content rather than creating new content (Kaneb, 2000).  Alternately, Ivan Braiker, 

President, New Northwest Broadcasters, questioned the benefits of streaming audio and 

suggested stations should utilize the Web as a way to expand electronic business and 

advertising revenue (Braiker, 2000). 

The examination of the relationship between the radio industry and the Internet 

extended well beyond the viewpoints of industry figure heads.   Scholars also showed an 

interest in radio and its relationship to the Web.  Lind and Medoff (1999) conducted a 

content analysis of 900 radio station Web sites and interviewed station representatives to 

offer an overview of how radio was adapting to the Web.  Study findings indicated three 

advantages associated with broadcasting online: 1.) the opportunity to listen to archived 

files, 2.) the availability to access broadcasts from anywhere in the world, and 3.) the 
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ability to view supplemental material such as song lyrics, news, and concert footage.  

Despite these benefits, Lind and Medoff concluded that radio outlets were failing to fully 

utilize the Internet.  In particular, fewer than one-quarter of the stations streamed over the 

Internet and even fewer (approximately 10 percent) provided downloadable audio files.  

Moreover, less than two percent offered video content, although most Web sites included 

photos of on-air staff members.   

The same Lind and Medoff (1999) study also identified additional information 

concerning how stations use the Web. In relation to promotional purposes, many outlets 

focused on information about programming, station disc jockeys, and the radio station 

itself.   Only slightly more than one-third of the sites included details about local events 

and activities.  In terms of online correspondence, e-mail tended to be the top method of 

interactive communication, while a minimum number of sites provided bulletin boards 

and chat rooms. Among the respondents whose stations offered streaming media, most 

stated they use the technology to increase audience reach.  Alternately, of those who did 

not provide streaming capabilities, most cited expense, licensing issues, and a belief that 

streaming would not improve profitability as reasons for not using the technology.   In 

relation to Web site maintenance, most stations reported plans to update their site content 

with community and event information, and the majority stated they intended to provide 

additional online programming.  When asked about the perceived benefits of having a 

radio station Web site, most of those interviewed indicated audience communication with 

the on-air talent as a primary reason for establishing an online presence.  Other perceived 

advantages associated Web sites included the opportunity to be ―on the cutting edge‖ and 

the possibility of increasing ad sales through banner ads (p. 211). 

Lind and Medoff (1999) proposed a number of recommendations based on the 

study findings.  First, given the lack of Web site content, the researchers suggested radio 

stations focus on increasing the level of informative details found online. Second, stations 

were encouraged to further utilize their Web sites as a supplemental source of revenue.  

Third, the researchers suggested stations should adopt a proactive position by establishing 

distinct, defined goals prior to launching a Web site.  Finally, the authors recommended 

radio outlets increase the use of online video clips. 
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Another study by McClung (2001) focused specifically on college radio station 

Web sites. By surveying audience members who visited the sites, McClung found that 

users identified streaming audio as the most important online feature.  Audience members 

also visited station sites to explore links to other online resources.  It was also noted that 

university graduates, especially older individuals, frequented the station Web sites to 

establish a connection with the university.   

Lin and Jeffres (2001) conducted a content analysis of traditional media Web sites 

(i.e., television, radio, and print) throughout the United States and found that most of 

these online destinations contained community and promotional content.  In regard to 

interactive communication, the majority of sites included e-mail and feedback options.  

The research also suggested most traditional media Web sites lacked news content, 

although this was not the case for talk radio and public radio sites.  Aside from the noted 

similarities, Web content tended to vary according to each medium. Radio sites focused 

primarily on promotional and organization information while television sites emphasized 

interactive communication involving audience feedback options and e-mail opportunities.  

Alternately, newspaper Web sites highlighted community information and hyperlinks to 

associated media Web pages.   

Similar to other radio station Web site research (e.g., Lind & Medoff, 1999; Pitts 

& Harms, 2003), the Lin and Jeffres (2001) study found that stations utilized the Web 

primarily as a promotional tool.  Citing radio stations as the ―biggest self-promoters in 

the market,‖ the authors suggested that because radio markets tend to be highly 

competitive, stations should focus on the promotion of station brand and identity.  Lin 

and Jeffres also noted that station Web sites help create a level playing field because the 

cost of maintaining a site does not vary according to market size (p. 568).    

Pitts and Harms (2003) examined how radio stations use Web sites for three 

different purposes: to promote the station, to provide information, and to offer interactive 

features.  By conducting a content analysis of 500 station sites, the findings indicated that 

disc-jockey promotion was the most common promotional focus.  In terms of informative 

content, most stations provided playlists and weather information on their Web sites. Pitts 

and Harms also found that just over 40 percent of the stations provided live streaming of 

on-air content, and the primary interactive component consisted of e-mail options.  The 
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researchers also found that although radio stations were using the Web for promotional 

purposes, they were failing to utilize the Internet to its fullest potential.  Thus, Pitts and 

Harms suggested stations expand the promotion of on-air talent in effort to further fuel a 

connection with listeners.  They also advised stations to offer a greater variety of 

interactive features by using online chat rooms.  The researchers also recommended 

escalating the promotion of local events and increasing the use streaming audio and video 

as broadband capabilities continued to improve.   

Using a similar approach, Potter (2002) examined the content of 365 FM radio 

station Web sites and found the most common informative features consisted of station 

contact information and details about the on-air talent.  In addition, by using an Arbitron 

report which identified features audiences prefer to see on station Web sites, Potter 

determined that radio outlets were not keeping up with listener interests.  Specifically, he 

found that most station sites did not include streaming video, chat rooms, and live Web 

cams.  Furthermore, Potter discovered that the most common multimedia feature found 

on station Web sites—photo images—was listed as one of the least popular new media 

features according to the industry research.  The Arbitron report also noted that users 

were interested in accessing community event information; however, most of the 

analyzed station sites did not include this type of content.   In addition, although people 

favored streaming audio, less than one third of station Web sites provided this option.  

Ren and Chan-Olmsted (2004) examined elements of terrestrial radio station sites 

and compared them to the content found on Internet-only radio stations’ Web sites.  The 

researchers found that both types of sites contained informational, promotional, and 

communication aspects; however, terrestrial stations’ Web sites emphasized informative 

content while Internet-only radio sites focused more so on communicating with listeners.  

The findings suggested terrestrial radio stations are concerned with online branding and 

advertising opportunities, while Internet-only stations prefered to focus on 

communicating with audiences, possibly in part to solicit funds from listeners.  

Greer and Phipps (2003) surveyed managers of noncommercial religious stations 

to explore their perception of the benefits, problems, and goals associated with having a 

Web presence.  Unlike many commercial stations where Web sites are influenced and 

maintained by corporate resources, noncommercial religious sites were typically 
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developed and managed in-house.  The researchers found that most stations had been 

online for at least two years, and the majority of outlets offered streaming media, mainly 

to reach listeners outside the traditional signal area. In terms of the importance of having 

a station Web site, most respondents agreed the opportunity to communicate with 

listeners was the greatest perceived benefit of an online presence.  Yet despite the 

advantages associated with the Web, most of those surveyed cited problems with the 

upkeep and management of Web sites as major issues. 

Moody et al. (2003) investigated why individuals use NPR member station Web 

sites.  By surveying 348 people who visit local NPR station sites, the researchers were 

able to identify a number of findings.  First, in terms of online elements that individuals 

used most often, programming information, station and community news, and live 

broadcasts were noted to be the most popular.  However, ―frequent‖ Web site visitors 

considered access to live broadcasts as a preferred online feature and reported visiting the 

NPR sites for relaxation and entertainment purposes.  Moody et al. were also able to 

classify site visitors into two distinct groups: those who seek information and those who 

want to listen to programming.  As a result, the researchers recommended stations 

concentrate on establishing an online presence that caters to the two different user 

interests.    

Seelig (2008) conducted a content analysis to compare the interactive features 

found on radio station Web sites in comparison to television and print news sites.  

Comparatively, radio sites exhibited a slightly higher level of audience-oriented features 

since they offered greater number interactive options. Yet in regard to source-oriented 

opportunities, or rather functions that facilitated reciprocal communication between 

media outlets and consumers, newspaper Web sites exhibit the highest rate of this type of 

interactivity.  In addition, while many traditional radio Web sites offer streaming audio, 

television sites provide a greater amount of archived video than both newspaper and radio 

sites alike.  Overall, while it was found that traditional media Web sites were embracing 

newer technologies, Seelig recommended traditional outlets facilitate their use of new 

media in effort to keep up with audience preferences and expectations.   

While the literature suggests there may be some setbacks associated with the radio 

industry’s use of new technologies, the medium as a whole seems to have made headway 
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in embracing the Internet and its associated applications.  Regardless of the state of radio 

and new media, it can be said that scholars have long been interested in the advent of new 

technology and its impact on how audiences use traditional media.   In particular, many 

researchers have relied on a specific theoretical construct—the uses and gratifications 

approach—to examine audience use of new media technologies (e.g., Heeter & 

Greenberg, 1985; Kaye & Johnson, 2004; Kinnally, Lacayo, McClung, & Sapolsky, 

2008; Papacharissi & Rubin, 2000; Stafford & Stafford, 1996; Walker & Bellamy, 1991).  

In accordance to the before mentioned scholarly efforts, this study will also rely on uses 

and gratifications paradigm in the investigation of audience use of new media on 

NPR.org. 

Evolution of Uses and Gratifications 

 What is known today as the uses and gratifications approach has long been used 

by scholars to understand why individuals use mass media.   The beginnings of uses and 

gratifications research dates back to the first half of the 20th century when researchers 

sought to examine what people do with media rather than what media do to people.  The 

uses and gratifications approach is taken from the perspective of the audience member 

and seeks to understand why people use media and the gratifications they seek and 

receive from media (Littlejohn, 2002). Katz, Blumler, and Gurevitch (1974) summarize 

the approach as follows: 

 
Compared with classical effects studies, the uses and gratifications approach takes 
the media consumer rather than the media messages as its starting point, and 
explores his communication behavior in terms of his direct experience with the 
media. It views the members of the audience as actively utilizing media contents, 
rather than being passively acted upon by the media. Thus, it does not assume a 
direct relationship between messages and effects, but postulates instead that 
members of the audiences put messages to use, and that such usages act as 
intervening variables in the process of effect (pp. 21-22). 
 
Uses and gratifications research can be traced back to the 1940s when scholars 

relied primarily on descriptive accounts to classify media gratifications into different 

categories (Wimmer & Dominick, 2005).  For example, Herzog (1944) identified three 

reasons why women tune in to radio soap operas: wishful thinking, emotional release, 

and advice for daily living.  Another early uses and gratifications study includes Berelson 
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(1949) who explored why individuals read newspapers.  His findings were grouped into 

five categories: information about public affairs, a tool for daily living, respite, social 

prestige, and social contact.   Other research includes Suchman’s (1942) examination of 

the motives for listening to music on the radio and the Wolfe and Fiske (1949) 

investigation on the development of children’s interest in comics.  

Uses and gratifications research continued to evolve in 1950s and 1960s when 

scholars began to focus on the ―operationalization of the social and psychological 

variables‖ associated with media consumption (Blumler & Katz, 1974, p. 13). Using 

these variables, Schramm, Lyle, and Parker (1961) discovered that children’s mental 

abilities and relationships with others influenced the way they use television. Another 

study includes Mendelsohn’s (1964) findings that listeners rely on radio for a number of 

psychological reasons including mood alteration, companionship, and to assist with social 

interaction.  Katz and Foulkes (1962) associated the use of mass media consumption as a 

means of escape, and Gerson (1966) concluded that race played a role in determining 

how adolescents use mass media.  Furthermore, Greenberg and Dominick (1969) 

suggested that not only race, but also social class lent a hand in predicting television use 

among teenagers. In addition, Charles Wright (1959) offered a sociological perspective 

associated with the findings of communication scholars.  In particular, Wright ―noted 

three activities of communication specialists: (1) surveillance of the environment, (2) 

correlation of the parts of society in responding to the environment, and (3) transmission 

of the social heritage from one generation to the next‖ (p. 16). 

The next milestone in uses and gratifications research was attributed in part to the 

Blumler and Katz (1974) landmark publication, The Uses of Mass Communications: 

Current Perspectives on Gratifications Research. In response to criticisms that earlier 

uses and gratifications approach studies lacked organization and a consistent 

methodology, the collection investigated and summarized previous uses and gratifications 

studies and offered a methodological framework. Also during this time, Blumler and Katz 

provided a description of the uses and gratifications approach that researchers relied upon 

as a guide for uses and gratifications investigation (Rayburn, 1996). Blumler and Katz 

identified the approach to be concerned with the following concepts: 
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(1) the social and psychological origins of (2) needs, which generate (3) 
expectations of (4) the mass media or other sources, which lead to (5) differential 
patterns of media exposure (or engagement in other activities), resulting in (6) 
need gratification and (7) other consequences, perhaps mostly unintended ones 
(p. 20). 
 

In addition, Katz, Gurevitch, and Hass (1973) developed a list of the societal and 

psychological needs satisfied by media. The primary sources of need satisfaction 

included (1) strengthening knowledge of self, friends, or society, (2) strengthening the 

status of self or society, and (3) strengthening contact with family, friends, society, or 

culture.  Rosengren (1974) sought to enhance the societal and psychological viewpoint by 

suggesting that gratification motives were associated with an individual’s personal 

characteristics and social environment. Moreover, Blumler (1979) suggested  

cognitive motivation (i.e., the result of the analysis and processing of available 

information) increased the amount of information obtained from media while diversion 

motivation (i.e., the desire to escape) heightened the perceptions of the accuracy of social 

portrayals on television. For example, a study conducted by McLeod and Becker (1981) 

noted that participants who were told in advance of an impending exam utilized public 

affairs magazines to a greater extent than those who were assigned to a control group.  

Likewise, findings from a later study suggested individuals who coped with stress 

preferred to view tranquil television programming while those who experienced boredom 

favored more exciting content (Bryant & Zillmann, 1984).   

Scholars also turned to the assumptions outlined by Palmgreen, Wenner, and 

Rosengren (1985) as a standard parameter for uses and gratifications exploration. The 

assumptions are as follows: 

 
(1) the audience is active, thus (2) much media use can be conceived as goal-
directed, and (3) competing with other sources of need gratification, so that when 
(4) substantial audience initiative links needs to media choice, (5) media 
consumption can fulfill a wide range of gratifications although (6) media content 
alone cannot be used to predict patterns of gratifications accurately because (7) 
media characteristics structure the degree to which needs may be gratified at 
different times, and further because (8) gratifications obtained have their origins 
in media content, exposure in and of itself, and/or the social situation in which 
exposure takes place. (p. 14) 
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Uses and Gratifications and New Technologies 

The assumption of an active audience is ―gaining credibility‖ among new 

technology researchers (Ruggiero, 2000, p. 19). Ruggiero noted that given the emergence 

of new media outlets, audiences are playing a more active role in selecting preferred 

media sources.  Earlier examples of new technology research includes Heeter and 

Greenberg (1985) who concluded that audiences play an active role in selecting programs 

when choosing content from a subset of preferred cable channels.  Another investigation 

by Baldwin, Barrett, and Bates (1992) confirmed that cable news was the primary source 

of television news for cable subscribers.  In addition, Abelman (1987) found those who 

watch primarily religious programming on cable channels tended to be selective and 

purposeful in their media consumption habits.    

Rubin and Bantz (1987) focused on videocassette recorders (VCRs) and found 

convenience to be related to the way individuals used the devices.  Cohen, Levy and 

Golden (1988) examined the gratifications associated with VCRs compared to other 

media.  The findings suggest that while VCRs satisfy certain psychological and 

sociological needs, television was perceived as the preferred medium for satisfying most 

other media needs.  In addition, Levy (1983) investigated VCR use among cable and 

noncable households and found people from noncable households were less likely to 

replay recorded VCR content.  

Researchers also explored the use of television remote controls.  Walker and 

Bellamy (1991) noted individuals exhibit a heightened sense of activity when using the 

device to seek out specific content and to avoid certain programming and commercials. In 

a related study, Stafford and Stafford (1996) focused on different motivations associated 

with remote control use.  In particular, the researchers examined why people fast-forward 

past commercials and why they use remote controls to change channels during 

commercial messages.  Overall, the findings suggested individuals use remote devices 

primarily to increase the enjoyment of programming.   

Uses and Gratifications and the Internet  

          Newhagen and Rafaeli (1996) argued the uses and gratifications approach was an 

appropriate means for investigating how individuals use the Internet.   Namely, the uses 

and gratifications paradigm was seen as a useful way to examine the ever-changing 
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character of online media.  It was also argued the Web increases the potency of the uses 

and gratifications perspective because it requires a higher level of user activity in 

comparison with other traditional media (Rayburn, 1996).  In essence, the Internet was 

described as ―intentionally consumed‖ medium in which users can choose which online 

destinations to visit (p. 157). 

 Ferguson and Perse (2000) examined audience use of the Internet in comparison 

to the gratifications associated with television consumption.  The findings suggested 

audiences turn to both the Internet and television for entertainment purposes, but unlike 

television, they do not use the Web as a means of relaxation. The study did, however, 

suggest audiences rely on both media for diversion purposes.  Research that focused 

solely on Internet use indentified relaxation as a primary gratification while 

companionship, learning, and excitement were also noted as reasons for surfing the Web 

(Parker & Plank, 2000).  Another Internet study includes Papacharissi and Rubin (2000) 

and the classification of motivations for different uses of the Internet.  For instance, in 

regard to e-mail use, the researchers identified two predictor motivations: information 

seeking and entertainment.  Economic security and information seeking were found to be 

user motivations for Web browsing while interpersonal utility was a predictor of Internet 

use for individuals who were less involved with face-to-face interaction. 

 Kaye and Johnson (2004) investigated how people used the Internet during the 

2000 presidential campaign.  The predictors for individuals using the Web included the 

intention to vote, the level of trust in the government, and the extent of a person’s 

political involvement.   The motives associated with going online entailed entertainment, 

convenience, information seeking, and guidance on how to vote.    

 Researchers have also examined how people use the Internet in other contexts.  

For example, Diddi and LaRose (2006) found that students rely on the Internet to seek 

out news, but that online news sources did not displace their use of traditional media 

news outlets.  In relation to obtaining educational information online, Weigold and Treise 

(2004) found a primary motive for using the Internet, entertainment, should be used as an 

approach for attracting younger adults to science-related Web sites.   
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Uses and Gratifications and New Media Applications 

 Scholars have also turned to the uses and gratifications approach to examine 

newer technologies and applications that are associated with the Internet.  In an 

investigation of blog users, Kaye (2005) found six motivations for reading blogs: 

information seeking, convenience, personal fulfillment, political surveillance, expression, 

and affiliation.  In addition, the research suggests that political involvement is a predictor 

for all six blog motivations.  In a study concerning listener use of college radio Web sites, 

McClung (2001) found that individuals turn to these sites primarily for entertainment 

purposes.  Another study that examined the motives of podcast users indicated that 

people who tune in to podcasts are more likely to discuss the program content with others 

(McClung & Johnson, 2010).   In relation to accessing music on the Internet, Kinnally et 

al. (2008) found that entertainment and convenience are motivations for downloading 

digital music, while entertainment, convenience, information-seeking, and experience are 

predictors for building a digital music library.  Albarran et al. (2007) explored the use of 

MP3 players among college students and found that users prefer digital devices over 

terrestrial radio for listening to music; however, respondents did indicate a preference for 

terrestrial radio for specific content, including news and information programming.  In 

addition, the research also suggested MP3 players and streaming media are satisfying 

motivations typically associated with traditional radio.  An accompanying study found 

that MP3 players may be displacing the use of terrestrial radio.  The motivations from 

this study suggested users are not only turning to MP3 players as a means of 

entertainment, but also to pass the time, for stimulation, loneliness and relaxation, and 

escape (Ferguson, Greer, & Reardon, 2007).   

 Research concerning another high-tech innovation—the mobile phone— 

resulted in a number of findings.  Wei (2008) found that individuals are increasingly 

using their devices as a source of entertainment and news.  Also, younger users are more 

likely explore the phone’s various functions (e.g., video games, Web browsing and news-

seeking).  In addition, passing time was found to be a motive for playing video games on 

the device, and individuals who use the phone more often for voice calls are more likely 

to use the phone’s data services.  Another study identified three primary motives for 

using cellular phones: mobility, immediacy, and instrumentality.  Also, immediate access 
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gratifications are associated with use of the phone in vehicles and in other environments 

such as shopping malls and restaurants (Leung & Wei, 2000). Overall, these studies 

indicated that new technology has not only impacted how individuals use media, but it 

changing where they use it. 

Addressing Criticisms 

 Although recognized as a one of the most popular mass communication 

paradigms (Littlejohn, 2002), scholars have criticized the approach for various reasons. 

Most notably, opponents cite uses and gratifications research to be atheoretical in nature 

(Elliott, 1974; Swanson, 1977) and for possessing conceptual problems (Swanson, 1977). 

Specifically, Swanson cited four problems with the approach: 1.) its vague conceptual 

framework, 2.) its lack of precision in defining key concepts, 3.) its confusing 

explanatory apparatus, and 4.) its failure to consider the audience’s perception of media 

content.  

 Despite criticism, proponents continue to rely on the approach while continually 

tweaking and refining the uses and gratifications paradigm.  Significant scholarly 

contributions were first noticed in the Blumler and Katz (1974) collection as academics  

provided a methodological framework and a more precise description of the approach.  

Other scholars have also managed to enhance the approach. Some of the most notable 

contributions include Katz, Gurevitch, and Hass (1973) and the development of societal 

and psychological needs satisfied by media; Rosengren (1974) and the association of 

gratification motives with an individual’s personal characteristics and social 

environment; Blumler (1979) and the assumption that cognitive motivation facilitates 

access to information; Rayburn and Palmgreen (1984) and the merging of use and 

gratifications with expectancy-value theory, and Palmgreen, Wenner, and Rayburn 

(1985) and the offering of a standard parameter for uses and gratifications research.  

Gratifications Sought (GS) and Gratifications Obtained (GO) 

 Although many contributors have helped heighten the applicability of the uses 

and gratifications paradigm, some argued there was still a critical void in theoretical 

framework. In particular, Greenberg (1974) noted: 
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[O]ne cannot distinguish whether the response obtained from the viewer of the 
medium, or a fan of some specific content, is an accurate statement of what he 
wanted, or what he thinks he got…no approach has so far dealt with the 
parallelism or discrepancy between what was sought and what was obtained. (p. 
89) 
 

 
Palmgreen and Rayburn (1979) addressed this concern by introducing a model which 

took into account both gratifications sought (GS) and gratifications obtained (GO).  The 

proposed discrepancy model not only distinguished between GS and GO, but it was also 

designed to be used for both predictive and explanatory purposes.  The authors used the 

discrepancy model to examine gratifications associated with public television 

programming.   By surveying a random sample of 526 heads of households in the 

Lexington, Kentucky area, telephone interviewers solicited responses from participants 

concerning their television usage and gratifications associated with the medium.  

Respondents were identified as either viewers or nonviewers of KET (Kentucky 

Educational Television—the local public television station).  Through the use of a 5-point 

Likert-type scale, researchers measured gratifications sought by asking both viewers and 

nonviewers to indicate gratifications sought from television viewing in general. Next, the 

method used for measuring gratifications obtained varied on whether the participant was 

considered a viewer or non-viewer of KET.  Viewers were asked to indicate to what 

extend the same gratifications used for measuring gratifications sought were satisfied by 

viewing KET.  Specifically, the inquiry was worded as follows: ―Next, we’d like to know 

to what extent programs on KET provide you with some of things were have just been 

talking about, when you get a chance to watch them.‖  Alternately, non-viewers were 

asked to what extent they believed KET might satisfy their needs.  This inquiry was stated 

as follows: ―Now we would like to know to what extent you think programs on KET 

might provide you with some of the things we have just been talking about if you had the 

time to watch more programs on KET‖ (p. 164). 

 The findings from this study offered support for the discrepancy model.  

Palmgreen and Rayburn were able predict the level of exposure to public television 

among individuals who made their own decisions concerning which television programs 

to watch based on the differences seen between GS and GO.  Overall, the scholars argued 
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that the uses and gratifications model used for this study served as a better predictor of 

public television viewing than traditional demographic correlates. 

 Researchers used a similar approach in a study concerning viewers of network 

television news (Palmgreen et al., 1980).  Through the use of telephone interviews, 

researchers measured the gratifications associated with news programming by asking 

respondents to indicate a level of agreement concerning a series of GS statements such as 

―I watch TV news because it is often dramatic‖ and ―I watch TV news to keep up with 

current issues and events‖ (p.172). Interviewers then asked respondents their level of 

agreement with the same series of gratifications statements, only this time the wording 

was slightly altered to represent GO rather than GS from network news programming.  

Overall, the findings indicated the relationship between GS and GO to be moderate to 

strong.  The researchers also noted that individuals who watch single news programs 

were less aware of program alternatives, and thus the GS levels (i.e. motives) for these 

viewers were shown to be influenced by the associated GO (i.e. benefits) of a particular 

program.  Alternately, individuals who watch more than one program may have obtained 

gratifications from several sources, and thus they may be less likely to satisfy news-

related gratifications from a single program.  The researchers argue that this finding 

further strengthens ―the theoretical rationale for the assumption that uses and 

gratifications are related to different media consumption behaviors‖ (p. 184). 

 The study also found that the dimensions of the GS and GO associated with 

viewing television news were found to differ in various aspects.  For example, 

entertainment and parasocial interaction were found to be independent motives for 

watching television news (GS), yet they were strongly related to one another in relation 

to obtaining (GO) these gratifications.  The authors suggest this might be based on the 

combination of how the entertainment aspects of news programming are combined with 

the personal means (i.e., anchors, reporters, and interviews) by which the material is 

presented.  

 Wenner (1982) used a similar approach in an examination of the GS and GO by 

viewers of evening news programs and 60 Minutes. The study findings supported 

Palmgreen et al. (1980) by identifying a relationship between GS and GO.  Specifically, 

Wenner found that individual GS by news viewers to be strongly related to the GO from 
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the news programs that viewers watch most often (mean correlation of .63).  However, 

viewer GS and corresponding GO for 60 Minutes resulted in a lower overall mean 

correlation.  The authors suggested the lower correlation might have been based on the 

assumption that viewers expect the same GO from 60 Minutes as they do from evening 

news programs.  Alternately, the relationship between GO from both network news and 

the GO from 60 Minutes resulted in a much higher correlation.  The researchers noted the 

high correlation GO from both types of programs might indicate that ―the audience plays 

an active role‖ in obtaining similar gratifications from different types of programs (p. 

557).  

Gratifications Sought and Gratifications in the New Century 

Since the introduction of the gratifications-obtained element to the uses and 

gratifications paradigm, a number of scholars have continued to focus on both GS and 

GO functions.  More recent studies include the investigation of GS and GO associated 

with traditional media as well as gratifications linked to newer technologies.  In 

particular, some scholars have incorporated the dual gratifications approach in relation to 

Internet usage.  For example, Johnson and Kaye (2003) investigated the types of online 

activities that are conducted by individuals who are politically active and how those 

activities are associated with motivations for using the Internet.  Overall, the researchers 

found that entertainment-related audience activity served as an intervening variable 

between GS and GO.   

 Another study focused specifically on Internet use among members of ―Net-

generation‖ (i.e., individuals born between 1977 and 1997) and how GO can predict 

Internet activity (Leung, 2003). To do this, the researchers used simple regression 

analyses to determine predictors of Internet use.  The results indicated that two GO, 

namely social-bonding and escape, were potent factors in predicting Internet use‖ among 

members of this demographic (p. 126).     

 Greene and Krcmar (2005) noted that researchers were beginning to examine the 

link between personality and viewing habits and GO. Specifically, the authors stated that 

personality and social structure may play a role in influencing a person’s media needs 

which in turn may affect the types of needs a person seeks to satisfy from mass media 

and the individual’s media consumption habits.  By utilizing a uses and gratifications 
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framework combined with problem behavior theory, the authors sought to predict 

exposure to and liking of media violence.  The study findings suggest that a number of 

personality factors including sensation seeking, verbal aggressiveness, 

argumentativeness, and instrumental androgyny to be positively associated with exposure 

to violent and horror-related media content.  Alternately, these factors were not as useful 

for predicting individual liking of violent media content, which may indicate that viewers 

with certain personality traits might be seeking more aggressive content GS but that the 

available content may not be satisfying GO viewer needs.  

 A related study examined viewer GS and GO associated with violent films and 

television programs (Krcmar & Kean, 2005).  Similar to other violent media research, the 

scholars relied on personality correlates as a means for further exploring violent media 

gratifications.  For this study, the authors identified GS as media motives while GO was 

referred to as media enjoyment.  Based on regression analyses, the researchers found that 

those who view violent television or film do not necessarily enjoy what they watch.  The 

findings also suggest that certain personality characteristics may be associated with a 

likelihood of viewing specific formats of violent programs (e.g., cop dramas versus real-

crime dramas).   

 In an exploration study of how competition-based reality programs influence GO, 

Barton (2009) identified a new gratification, namely personal utility.  The researcher 

suggests the observation of the new gratification dimension may be based on the 

individualization of reality programs in such that the shows ―may be catering more and 

more to niche groups and subgroups for ratings‖ (p. 474).  The study findings further 

enhance modern day use of GO research by indicating that it may serve as a means for 

predicting which types of reality programs viewers may choose to watch.  

Uses and Gratifications Summary 

 The beginning of uses and gratifications research dates back to the first half of the 

last century, but it is throughout this time that scholars have continued to enhance the 

approach.   The uses and gratifications paradigm has long served as an insightful method 

for investigating and predicting media consumer behavior.  In addition, the core 

assumption of the uses and gratifications approach—an active audience—works well 

with user examination of both traditional media and new media technologies.    Use of 
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this framework has been especially noticeable since the resurgence of the uses and 

gratifications approach in the examination of the Internet and Web-related media.  In 

addition, scholarly contributions concerning GS and GO are still used today as a 

framework for investigating new media technologies. Therefore, given the suitable nature 

of the approach for the investigation of new media, this study is based on the uses and 

gratifications paradigm as a theoretical construct for examining audience use of the 

popular and highly successful Web site of National Public Radio, NPR.org.  

NPR (Formerly Known as National Public Radio) 

NPR was established in 1970 following the passage of Public Broadcasting Act of 

1967, which created the Corporation for Public Broadcasting (CPB).  The CPB was 

developed to distribute federal funds to establish a national system of educational radio 

and television stations (McCauley, 2005). NPR is an independent, self-supporting non-

profit media organization based in Washington, D.C.  NPR does not own radio stations, 

nor is it a radio station.  Instead, the organization distributes original news, information, 

and entertainment programs to 784 NPR member stations and 117 public radio stations 

that broadcast NPR programs. NPR is supported in part by listener contributions, 

membership station dues and programming fees, and from funding received from 

corporations and private foundations.  The organization also generates revenue through 

the sale of program-related materials including transcripts, books, and other merchandise 

(NPR, 2010a).  

Shortly after its first broadcast in 1971, NPR launched its afternoon news 

program, All Things Considered.  During the same decade, the radio organization began 

airing its morning news program, Morning Edition. Throughout the 1980s, NPR began to 

add programs produced by its member stations to its list of nationally distributed 

programming. It was also during this time that NPR experienced monetary troubles, yet 

the organization was able overcome its financial strains and continued to launch 

additional programs including the weekend news show, Weekend Edition, and the 

classical music broadcast, Performance Today.  In the 1990s, NPR continued to debut 

new shows, including the mid-day talk program, Talk of the Nation.  That same decade 

NPR increased its member station dues and underwent a number of executive staff 

changes (―History of Public Broadcasting,‖ 2006).  Years later, NPR received a 200 
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million dollar endowment—the greatest amount ever donated to an American cultural 

institution—from the Joan B. Kroc foundation (Steinberg & Olson, 2003).  By 2005, 

NPR was making noticeable headway in the realm of traditional media use of the Web 

with the launch of its first podcast program.  Since then, NPR has continued to debut 

other notable new media projects (e.g., mobile media, blogs, on-demand programming).  

Most recently, the organization changed its former name of National Public Radio to 

NPR in order to position itself as a media outlet that offers ―more than just radio‖ (Farhi, 

2010, para. 3).  It should be mentioned that not all NPR-related new media are found on 

NPR.org.  For example, some programs have created their own social networking sites 

while others have opted to interact with audiences via third-party online social networks.  

In particular, many NPR program-related pages can found on the Internet social 

networking Web site, Facebook. 

Research Questions 

 The research indicate radio stations have established a presence on the Web, yet it 

remains apparent the industry has failed to utilize the Internet to its fullest potential 

(Greer & Phipps, 2003; Lind & Medoff, 1999; Pitts & Harms, 2003; Potter, 2002; Seelig, 

2008). However, this may change given the newly redesigned NPR Web site, NPR.org.  

The updated destination offers users a plethora of features previously unavailable on 

many radio Web sites such as on-demand media, podcasts, user generated content, and 

mobile phone applications (Dorroh, 2008; Jensen, 2009; Kamentz, 2009).  NPR has also 

enhanced its Web presence by cross-training radio journalists to be proficient in a variety 

of multimedia applications including photography and writing for the Web (Dorroh, 

2008).   

 An annual technology poll (―Tech Survey V,‖ 2009) indicated radio listeners are 

using new media technologies.  The findings suggest a significant rise in audience use of 

streaming media as well as a notable gain in the ownership of iPods and MP3 players.  In 

addition, audience members listen to radio on the Web at least once a week, and almost 

all of those surveyed report owning a mobile phone.  The research also indicated social 

networking has become increasingly popular among radio audiences and that listenership 

to public radio has ―taken a healthy jump,‖ especially among those who typically tune in 

to other formats (p. 3). 
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Another industry study which also investigated the online habits of radio listeners 

resulted in similar findings (―The Infinite Dial,‖ 2009).  The research suggested 

Americans are exercising more control over their use of newer technologies, especially in 

relation to online audio and video, podcasting, and portable media players.  Online 

listenership has increased substantially as ―an estimated 42 million tune to online radio 

on a weekly basis, which is more than twice the number from 2005‖ (p. 43).  This study 

also found that listening to radio on the Web appeals to individuals from a variety of age 

ranges, although most fall between the ages 35- 44 years.  It is also believed new media 

use has escalated based in part on the availability of broadband Internet access which has 

reached a critical mass.  The research also suggested a rise in the use social networking, 

mobile phones, podcasts, and mobile media devices.   

While industry research has isolated certain demographic and psychographic 

components of radio listener use of new media (―Public Radio, 2008; ―Tech Survey V,‖ 

2009), there remains a void in determining who is using new media features on NPR.org.  

This is especially relevant considering NPR’s focus on targeting technologically-savvy 

users through its use of new media applications (Dorroh, 2008); therefore, the first 

research question is:  

RQ1: Who is using NPR.org new media applications? 

Given the array of new media applications available at NPR.org, this study also 

sought to identify the most utilized features on the national NPR Web site. Thus, the next 

question research asks: 

RQ2: Which NPR.org new media applications do respondents use most often? 

 Next, uses and gratifications research typically involves the exploration of the 

factors associated with the reasons why audiences use a particular medium; therefore, the 

following research question is as follows: 

RQ3: What are the factors associated with the reasons why people use NPR.org? 

In addition, this study identified factors that can be used to predict the use of NPR.org 

based on audience attitudes and behaviors about new media on NPR.org.  This predictive 

approach consisted of three research questions:  

RQ4: What use factors predict the perceived importance of new media on 

NPR.org? 
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RQ5: What use factors predict the perceived usefulness of new media on 

NPR.org? 

RQ6:  What use factors predict the perceived ease of use of new media on 

NPR.org? 

 In order to answer the last research question, this study used an approach adapted 

from the Palmgreen and Rayburn (1979) public television study.  The two scholars 

argued that a lack of distinction between what people think they want from media (i.e. 

GS) and what they believe they get from media (i.e. GO) is ―an area of central concern to 

the uses and gratifications approach‖ (p.158). Accordingly, Palmgreen and Rayburn 

identified what people think they want from the medium (i.e. GS from television) and 

what they believe they get from a specific component of the medium (i.e. GO from public 

television). The idea of investigating both GS and GO was also used in this study, 

although the approach was modified to reflect new media gratifications and a different 

medium of study, namely the Internet.  Research participants were asked what they want 

from the Internet (i.e. GS) as well as what they believe they get from NPR.org (i.e. GO).  

In addition, the examination of audience gratifications was also in order given the 2009 

launch of the updated NPR Web site that features new media applications commonly 

used by radio listeners.  This perspective also falls in line with Seelig (2008) who called 

for researchers to explore audience interaction with new media features found on 

traditional media Web sites.  Therefore, the last research question of this dissertation is as 

follows: 

RQ7: What are the gratifications sought (GS) and the gratifications obtained 

(GO) associated with using NPR.org? 
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CHAPTER 3 

METHODOLOGY 

The Instrument  

A number of previous studies concerning user adoption and motivations of new 

media technologies have used online surveys to collect both quantitative and qualitative 

data (e.g., Kinnally et al., 2008; McClung, 2001; Moody, 2003). This dual approach is 

supported by researchers including Wimmer and Dominick (2005) who concluded that 

―both methods are important in understanding any phenomenon‖ (p. 50). Studies using 

the uses and gratifications approach typically rely on open-ended questions for gathering 

qualitative data while incorporating close-ended inquiries for obtaining quantitative 

information. Therefore, in accordance with previous uses and gratifications research as 

well as scholarly support concerning research value associated with triangulation 

(Babbie, 2007; Frey, Botan, & Kreps, 2000; Wimmer & Dominick, 2005), the data were 

gathered through the use of a Web survey that consisted of multiple close-ended 

questions and five open-ended questions.  It should be noted that for this study, the 

primary research focus was placed quantitative data collection while qualitative inquiries 

were used for secondary purposes.  In particular, the inclusion of a qualitative method 

was intended to gather supplemental information that was designed to enhance the 

quantitative findings. It was also believed the qualitative findings could serve as basis for 

further research concerning audience use of NPR.org.   

Survey Design and Construction  

The online questionnaire was comprised of seven sections including: 1.) an 

opening statement, 2.) a filter question, 3.) gratifications sought and gratifications 

obtained, 4.) beliefs and attitudes, 5.) use of new media features, 6.) psychographic and 

demographic information, and  7.) five open-ended questions.  The following section 

describes the questionnaire construction in detail.2 

Opening Statement and Filter Question (Sections 1 and 2). Upon opening the 

Web survey link, the respondent was taken to an introduction page that briefly explained 

                                                 
2 See the appendix for the questionnaire in its entirety.  
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the questionnaire guidelines and other necessary information as deemed by the 

Institutional Review Board (IRB) at Florida State University (see Table 1). Next, the 

participant was directed to a filter question that asked if the individual had visited 

NPR.org within the past six months.  If the person answered ―yes,‖ the respondent was 

categorized as a ―user‖ of the 2009 redesigned NPR Web site.  If respondents answered 

―no,‖ they were categorized a ―non-user‖ of the 2009 redesigned NPR Web site. It should 

be noted the filter was based on a six month timeframe because by the time the 

respondents answered the questionnaire, it would have been more than six months since 

the launch of the updated 2009 NPR Web site.  By doing this, this study identified and 

analyzed data only from those who had visited the redesigned site.   

 Gratifications Sought and Gratifications Obtained (Section 3). The uses and 

gratifications component consisted of a gratifications sought (GS) section and a 

gratifications obtained (GO) section. Similar to previous GS-GO research (e.g., Barton, 

2009; Palmgreen et al., 1980; Rayburn, Palmgreen, & Acker 1984; Rayburn & 

Palmgreen, 1984), this study used the same ―core‖ 20 statements for each section; 

however, the wording used in the GO statements was slightly modified to reflect 

―obtaining‖ gratifications rather than ―seeking‖ gratifications.   

Each of the 20 statements was designed to factor into five gratifications (i.e., four 

statements per gratification):  1.) information, 2.) timeshifting, 3.) social interaction, 4.) 

entertainment, and 5.) convenience. The five gratifications were selected based on 

previous uses and gratifications studies where motives for media use corresponded with 

elements of the new media features found on NPR.org.  Specifically, the first 

gratification, information, referred to a cognitive need (Katz, et al., 1973) that has been 

found to motivate both Web users (Kaye & Johnson, 2004; Papacharissi & Rubin; 2000) 

and users of radio station Web sites (McClung, 2001; Moody, 2003). The timeshifting 

gratification referred an opportunity for audiences to control their media experience and 

has been found to motivate podcast users (McClung & Johnson, 2010), VCR users (Levy, 

1991; Rubin & Bantz, 1987), and people who download online music (Kinnally et al., 

2008).  The social interaction gratification referred to the social aspect associated with 

media use and has been shown to motivate podcast users (McClung & Johnson, 2010), 

and users of college radio stations Web sites (McClung, 2001).  The entertainment 
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gratification referred to the entertainment value associated with media use and has been 

found to motivate individuals who use the Internet (Ferguson & Perse, 2000; Papacharissi 

& Rubin, 2000; Weigold & Treise; 2004) and those who visited public radio affiliate 

station Web sites (Moody, et al., 2003).  The convenience gratification referred to the 

ease and accessibility associated media use and has been shown to motivate people who 

use the Web (Kaye & Johnson, 2004), individuals who use VCRs (Rubin & Bantz, 1987), 

and those who use blogs (Kaye, 2005).   

Gratifications sought were measured by asking both users and non-users of 

NPR.org to respond to series of GS statements concerning use of Internet in general. 

Respondents indicated how strongly they agreed or disagreed with each GS statement, 

and the answer option for each of the 20 statements consisted of a 7-point Likert-type 

scale where the right end of the scale was labeled as ―agree‖ and the left end of the scale 

was labeled as ―disagree.‖ While only the polar ends of the answer scale were identified, 

each of the 7 points was equally spaced in order to represent an equal interval level 

answer option. Although there has been debate concerning the validity of interval level 

data, uses and gratifications research has traditionally employed this method of data 

collection (e.g., Katz, et al., 1974; Moody, et al., 2003; Ruggiero, 2000); therefore, 

because the 20 statements were based on previous uses and gratifications research, it can 

be assumed this type of measurement is appropriate for this study. 

 Next, the approach used to measure GO varied depending on whether the 

individual was classified as a user or non-user of NPR.org.  The way in which this was 

performed was adapted from the Palmgreen and Rayburn (1979) study where the GO of 

those who viewed public television was distinguished between the GO of those who did 

not view public television.  In particular, viewers and nonviewers of public television 

were asked to respond to a list of twenty GO statements.  However, the wording of the 

statements varied according to whether or not the respondent watched public television.  

Public television viewers were asked to indicate to what extent they believe public 

television satisfies each of the listed gratifications.  Nonviewers were asked to what 

extent they believe public television might satisfy the same gratifications.  It was also 

thought a similar format could be used for this study to distinguish between the GO of 

NPR.org users and the GO of NPR.org non-users.  Again, the wording of the gratification 
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statements varied depending on whether or not the participant used NPR.org.  It should 

noted that the gratification statements consisted of the same 20 ―core‖ gratifications used 

for this GS portion of this study.  Users were asked to indicate to what extent they believe 

NPR.org enables them to satisfy each of the listed gratifications, and non-users were 

asked to what extent they believe NPR.org might enable them to satisfy each of the same 

gratifications. The GO gratification statements (for users and non-users) were formatted 

in the same way in which the GS statements were presented (i.e., 7-point Likert-type 

scale, equal spacing, and only polar ends of the answer scale identified).3 

 

 
 

 
 

                                                 
3 See tables 3.1, 3.2, and 3.3 for examples.  Details concerning gratification statements can be found in 
Tables 2, 3, and 4. 

Table 3.1: Gratifications Sought for Users and Non-Users Example 
Please check the appropriate box in terms of your agreement with each statement 
below.  Check only one answer per statement. 

I use the Internet because  Disagree                                       Agree 

I can search for information.                                          
It’s easy to get information.   

Table 3.2: Gratifications Obtained for Users Example 

Now we’d like to ask you to what degree you believe new media on NPR.org enables 
you to accomplish each of the following functions.    
 
Please check the appropriate box in terms of your agreement.  Check only one answer 
per statement. 

NPR.org enables me to:                              Disagree                                       Agree 

find information.                                                 
easily get information.  

Table 3.3: Gratifications Obtained for Non-Users Example 
Now we’d like to ask you to what degree you believe NPR.org might enable you to accomplish 
each of the following functions.    
 
Please check the appropriate box in terms of your agreement.  Check only one answer per 
statement. 

I believe NPR.org would me to:                          Disagree                                       Agree 

find information.                                                 
easily get information.  
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 Beliefs and Attitudes (Section 4). Based Papacharissi and Rubin (2000), the 

questionnaire also encompassed three statements related to audience beliefs and attitudes 

about new media on NPR.org. The answer option for each of the three statements 

consisted of a 7-point Likert-type scale where the right end of the scale was labeled as 

―agree‖ and the left end of the scale was labeled as ―disagree‖ as seen in Table 3.4. 

 

Table 3.4: Beliefs and Attitudes about NPR.org 

New media technologies on NPR.org are important to me.    

New media technologies on NPR.org should be useful.        

New media technologies on NPR.org should be easy to use.  

 

 Use of New Media Features (Section 5). The next section of the questionnaire 

was adapted from Moody et al. (2003) in which researchers measured the frequency of 

use for various Web site features found on NPR affiliate Web sites.  See Table 5.  This 

study measured the frequency of use for 11 NPR.org site new media applications. The list 

of new media technologies was based on a review of the Web site conducted May 23, 

2010. Respondents were asked to indicate how frequently they used each application by 

selecting from a 7-point Likert-type scale where the right end of the scale was labeled as 

―always‖ and the left end of the scale was labeled as ―never.‖  In addition, the survey was 

programmed to switch the order in which the applications were presented in an effort to  

minimize participant preference based on the order in which they are presented. 

To further clarify the list of new media applications, a brief overview of each feature was 

provided.  It should be noted that while some of the listed new media applications can be 

used from means other than from NPR.org (e.g., on podcast players or mobile phones), 

each of the features included in the questionnaire were also available on the NPR Web 

site.  

Online audio/video. Users can access both current and archived audio including 

programming aired prior to 2005.  Recent story audio is also available on the Web page 

where the associated story link and/or article are located (NPR, 2010a). The term ―online 

audio‖ was selected to represent streaming and downloadable audio in an effort to isolate 

audience use of audio available on NPR.org opposed to audio downloaded to MP3 
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players (i.e., podcasts) and mobile phones.  Although not as highly visible as audio, video 

was included as part of this option as some aspects NPR.org contain video components.  

Podcasts and mobile phone applications are addressed as two separate new media 

features. 

Story articles. Articles found online typically encompass ―fully reported text 

versions‖ of the stories heard over the airwaves.  The longer length pieces are intended to 

capture listeners during the mid-day hours between NPR’s core news programs, Morning 

Edition and All Things Considered (Jensen, 2009, para. 12). 

Images. Reporters oftentimes take cameras with them when covering a story.  The 

intention of supplementing on-air stories with photo images is designed to enhance 

stories and introduce listeners to details that may not have been covered on the air 

(Dorroh, 2008). 

Podcasts. These are audio and video files that can be downloaded to a desktop 

computer, iPod, or other portable media player for playback later (Harris & Park, 

2008).  Podcasts enable users to time-shift and place-shift content, meaning users can 

tune in to the podcasts they choose, whenever, and wherever they want.  In addition, 

users can access podcasts by subscribing to feeds that automatically download new 

podcasts as they become available (Potter, 2006).   

Really Simple Syndication (RSS) News Feeds. This technology automatically 

delivers headlines and summaries to a user’s computer or Internet browser through the 

use of technology referred to as a RSS news reader.  Individuals can choose the type of 

information they would like to receive by selecting from different categories including 

news, programs, topics, and local station content. 

Application programming interface (API). This technology enables two 

computer applications to communicate with one another.  API enables Web developers to 

specify the type of NPR content they would like to appear on the different applications or 

Web sites.  The available content from which developers can choose to use includes over 

250,000 stories that are grouped into more than 5,000 different aggregations (NPR, 

2010a). 
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NPR Community. This section of NPR.org is a place where listeners can create 

personal profiles and communicate with other listeners about NPR broadcasts.   Users can 

also access interact with NPR staff members (Weisenthal, 2009). 

NPR Mobile. The section is available on the NPR Web site and can also be 

accessed with mobile phone browsers.  Through the use of NPR mobile, listeners can 

tune in to a number of national and local NPR content on demand (Dorroh, 2008). 

Gadget for iGoogle. This technology is available for download on NPR.org and 

enables audience members to listen to NPR content from a personalized Web page 

created through the use of the iGoogle application available from Google.   

Gadget for Google desktop. This application allows audience members to access 

streaming NPR content on a computer desktop through the use of a media player 

provided by Google.   

Local station links. Listeners can customize the NPR.org home page by selecting 

to display a link to their preferred local station on the top of page (NPR, 2010a). 

In an effort to further investigate the popularity of specific new media functions, 

the respondent was asked to identify the top three features used on NPR.org.  This 

question included an ―other‖ answer option for any applications that were made available 

after the survey was administered. 

Psychographic and Demographics (Section 6). Upon completing the new media 

features section of the questionnaire, participants were then asked to answer a series of 

psychographic and demographic questions.  This information was used to identify who is 

using NPR.org.  This section also encompassed a question concerning the time when 

users visited NPR.org based in part on the organization’s effort to attract visitors during 

the hours between the two most popular weekday news programs, Morning Edition and 

All Things Considered (Jensen, 2009).  The questions concerning the amount of time 

spent online and the frequency of visits to NPR.org were included in this section based on 

research that indicates heavy users of new media have been found to show an interest in 

experimenting with newer technologies (Lin & Jeffres, 1998). Excluding the one inquiry 

concerning the time users visit NPR.org, the questions in this section were based on radio 

industry research (―Public Radio,‖ 2008; ―The Arbitron Bar,‖ 2008) and scholarly 
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research concerning Web-based media (McClung & Johnson, 2010; Moody, 2003).  See 

Tables 6 and 7. 

Open-Ended Questions (Section 7). Finally, respondents were asked to answer 

five-open ended questions (Table 8).  These questions were intended as secondary 

information designed to gather data concerning user perception of the Web site that may 

not have been addressed in the previous sections of the questionnaire. Furthermore, the 

qualitative findings served as a basis for further exploration of audience use of NPR.org.  

The first open-ended question asked respondents what they like most about NPR.org.  

The next question asked respondents to indicate what they like least about NPR.org. The 

participants were then asked to explain what they would like to see added and what they 

would like to see removed from the NPR Web site.  The respondent was then asked 

which local NPR affiliate they listen to most often. This question is included in the 

survey because there has been worry among local stations that NPR.org has decreased 

both listenership and donation efforts (Jensen, 2009).   

Measurement 

 The data were exported from the survey Web site (i.e., Qualtrics.com) into the 

most recent version of the statistical analysis software, SPSS.  The data were reviewed 

for errors or problems, and any unusable information was discarded. Upon retrieving all 

useable data, each of the seven research questions and other supplemental findings were 

addressed using the following measurement procedures: 

RQ1: Who is using NPR.org new media applications? The study included the 

identification of who is using new media applications on NPR.org by examining 

descriptive statistics obtained from section six of the survey (i.e., demographic and 

psychographic  information).  

RQ2: Which NPR.org new media applications do respondents use most often? 

The answer to this research question was identified by examining descriptive statistics 

gathered from data obtained in section five of the survey (i.e., use of new media features).   

RQ3: What are the factors associated with the reasons why people use NPR.org? 

The factors associated with the reasons why people use NPR.org were identified through 

the use of  factor analyses based the data gathered in section three of the survey (i.e., 

gratifications sought and gratifications obtained).  It should be noted the factor analyses 
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were not performed until at least 300 responses were available, as this is the minimum 

number of cases necessary for a factor analysis (Kieffer, 1999; Tabachnick & Fidell, 

2007).   

RQ4: What use factors predict the perceived importance of new media on 

NPR.org? The answer to this research question was identified by examining select results 

of a regression analysis based on data gathered from section four (i.e., beliefs and 

attitudes concerning the importance of new media on NPR.org) and section three (i.e., 

gratifications obtained).   

RQ5: What use factors predict the perceived usefulness of new media on 

NPR.org? Similar to the regression analysis used for the previous research question, the 

answer to this question was identified by examining select results of a regression analysis 

based data gathered from section four (i.e., beliefs and attitudes concerning the usefulness 

of new media on NPR.org) and section three (i.e., gratifications obtained).   

RQ6: What use factors predict the perceived ease of use of new media on 

NPR.org? Again, similar to the previous two research questions, the answer to question 

six was identified by examining select results of a regression analysis based on data 

gathered from section four (i.e., beliefs and attitudes concerning the ease of use on 

NPR.org) and section three (i.e., gratifications obtained).. 

RQ7: What are the gratifications sought (GS) and the gratifications obtained 

(GO) associated with using NPR.org?  User gratifications were identified by examining 

participant answers from the GO and GS section of the questionnaire (i.e., section three).  

In addition, similar to Palmgreen and Rayburn (1979), the study includes an examination 

of the discrepancies between GS and GO for each of the five gratifications. 

Supplemental Findings 

The survey data presented opportunities for further exploration.  The methods 

used to identify the supplemental findings varied in nature according to the type of data 

and are discussed in detail in Chapter 4 of this study. 

Participants 

 The participants for this study were solicited from the social network Web site, 

Facebook.  The purpose for doing this was based in part on the desire of NPR to attract 

individuals who frequent social networking Web sites.  In particular, NPR is interested in 
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gaining the attention of these users through the use of its new media advances (Dorroh, 

2008).  Research also suggests the use of social networking Web sites among online radio 

listeners is on the rise (―The Infinite Dial,‖ 2009), and it has also been found that radio 

audience members are more likely to choose Facebook as a preferred online social 

networking destination (―Tech Survey V,‖ 2009).  Furthermore, NPR and many of its 

associated programs have established a presence on Facebook, and listeners of the 

programs have also created group pages dedicated to NPR-related programs.4 

In order to determine which group pages could be used to locate study participants, the 

names of all programs listed on the NPR.org directory were documented.  The programs 

found in this directory included programming produced by NPR and its member stations, 

as well as shows created by independent producers that air on NPR member stations.5  

Upon completing the list of program titles, a search on Facebook for each show name 

was conducted.  Care was taken to use the ―All Results‖ option on Facebook so that all 

possible program groups could be identified.6  For each program search result, the 

corresponding group URL was documented as was the group title, the name of the group 

administrator, and number of members for the twenty most popular groups per program.7  

Appropriate measures were taken to document only the groups created by persons who 

are not associated with the program title or with NPR.  

Next, potential respondents were solicited by sending a request e-mail to each 

group administrator.  This was done by visiting each listed program group URL and by 

selecting the hyperlink that led to the group administrator’s personal profile. The 

administrator was then sent an e-mail message that asked for assistance with the study 

(see Table 9). 

 The pilot study was launched May 24, 2010, after receiving approval from Human 

Subjects Committee at Florida State University.  The pilot study contained all previously 

mentioned components, with the exception of one last question that asked participants 

                                                 
4 Previous attempts at soliciting participants from official NPR-related program Facebook Web groups have 
proved to be unsuccessful, as group administrators are not authorized to distribute surveys to group 
members.  However, this has not been the case for listener-created group pages. 
5 A list of programs can be found at http://www.npr.org/programs. 
6 Selection of the ―All Results‖ assisted in minimizing the possibility of overlooking potential group pages. 
7 Popularity was determined based on the total number of group members.  If there were less than 20 search 
results, all appropriate program groups were documented.    
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how the survey could be improved. 8  The official study, which remained online from 

June 2, 2010 to July 3, 2010, included only minor color changes based on participant 

suggestions from the pilot study.  Because the questions included in the pilot study were 

the same as those used for the official study, it was determined the pilot study data could 

be added to the official research data.  As a result, it was decided the pilot study should 

remain online until there was any indication of a noticeable decline in response rates. The 

study was taken offline June 29, 2010 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                 

8 One question was inadvertently left out of the pilot study for approximately three days.  It was included in 
the questionnaire upon the realization it was missing.  The question was ―On average, how many times per 
week do you visit NPR.org?‖ 



   

 

37 

 

CHAPTER 4 

 

RESULTS 

The purpose of this study was to explore the of use new media applications on 

NPR.org, to identify which applications are used most often, and to examine the reasons 

why people use these applications. Given the rate at which traditional media have 

adopted new media features, the data in this chapter are thought to also have practical 

implications for the radio industry as a whole. The topics discussed in this section include 

descriptive findings, statistical analyses, and qualitative thematic responses.   

Respondent Overview 

A total of 1169 individuals answered the survey; however, the findings presented 

in this section encompass data gathered from only 614 participants. The discrepancy in 

the amount of data gathered and the amount of data presented is because of the high drop 

off rate seen after the first gratification question (i.e., gratifications sought from the 

Internet).  More than half of NPR users who stated they had used NPR.org within the past 

six months (users), and slightly more than one third of non-users who stated they had not 

used NPR.org within the past six months (non-users) discontinued the survey at this 

point. As a result, the findings addressed in this chapter include responses for 614 

participants, which include 514 NPR.org users and 100 NPR.org non-users.  It should be 

said the ―NPR.org users‖ and ―NPR.org non-users‖ are used interchangeably with the 

labels ―users‖ and ―non-users.‖    

Almost two-thirds of the respondents were female while 35% were male. The 

majority of the respondents are between the ages of 25 to 44.  Specifically, 28.3% ranged 

from 25 to 34 years old, while 26.5% fall between the ages of 35 and 44.  In terms of 

ethnicity, 88.7% of those surveyed identified themselves as Caucasian.  The data also 

indicated the participants are highly educated, as three quarters (75.1%) had a college 

degree or higher, and about 47% were employed in a professional or managerial capacity. 

Almost half earn $50,000 to $100,000 per year.  See Tables 10 and 11. 

RQ1: Who is using NPR.org new media applications? 

The data used to answer this research question are based only on results from 

NPR.org users.   More than two-thirds of the respondents were female, while 32.8% of 
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the survey responses were from male participants.  Similar to the age breakdown of all 

survey respondents (i.e., users and non-users), most NPR.org users also ranged between 

the ages of 25 to 44.  About 28% of these individuals were between 25 and 34 years old, 

while 27.4% were between 35 and 44 years of age. Most users were also Caucasian and 

possessed a similar background in terms of education, income, and occupation (Tables 

12-14). 

RQ2: Which NPR.org new media applications do respondents use most often? 

 NPR.org users answered this question by responding to a 7-point Likert-type scale 

for each of the listed new media technologies.  Overall, these individuals most often 

referred to the Web site articles on NPR.org.  Online audio and video was a frequently 

used application, and podcasts were also a highly utilized technology. In addition, the 

links to local stations appeared to be a well-used application. Aside from the site images, 

the results suggested visitors do not frequently use the more specialized technologies 

such as the iGoogle Gadget and RSS news feeds.  See Table 15. 

RQ3: What are the factors associated with the reasons why people use NPR.org? 

Three different sets of gratification statements were used for this study: 1.) 

gratifications sought from the Internet, 2.) gratifications obtained from NPR.org, and 3.) 

gratifications respondents believe might be obtained from NPR.org.  Both users and non-

users were asked to answer the first set of gratification statements (i.e., gratifications 

sought from the Internet).  Based on the status of each participant, respondents were 

directed to one of the two remaining sets of gratification statements NPR.org users were 

asked to indicate the gratifications they obtain from NPR.org, while non-users were asked 

to indicate the gratifications they believe might be obtained from NPR.org.   

Details concerning the division of the gratification statements are addressed in 

this section because only the data concerning the gratifications obtained from NPR.org 

from NPR.org users were used to answer RQ3. The other sets of gratification statements 

and the discrepancy between the GS and GO gratifications are discussed later in the 

chapter.  

 Factor Analysis. The statements used to identify the underlying reasons why 

participants use NPR.org were compiled based on related uses and gratifications literature 

(e.g., Kaye & Johnson, 2004; Kinnally et al., 2008; Papacharissi & Rubin, 2000; Rubin & 
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Bantz, 1987).  This resulted in 20 gratifications statements, each of which focused on five 

different gratifications: 1.) information, 2.) timeshifting, 3.) social interaction, 4.) 

entertainment, and 5.) convenience.  Each factor consisted of four statements as seen in 

Table 16. 

In effort to identify the most appropriate method for uncovering factors, two 

separate factor analyses were run based on the aforementioned 20 statements.  Because 

this is an exploratory study, it was determined it would be best to begin with a 

conservative factor analysis and then continue by utilizing a less conservative method.  

Accordingly, the first factor analysis was performed using a varimax rotation and the 

second analysis was performed using an oblique rotation.  An analysis of the alpha levels 

for each gratification resulted in the necessary levels required for a factor analysis: 

information (α = .832), timeshifting, (α = .912), social interaction (α = .897), 

entertainment (α = .937), and convenience (α = .909).   

 Varimax Rotation. The first factor analysis using a varimax rotation resulted in 

two identified factors that explained 72.54 % of the total variance.  Factor 1 explained 

56.37% percent of the variance, Factor 2 explained 9.86% of the variance, and Factor 3 

explained 6.30% of the variance. The cutoff point for determining usable factors was set 

at a level of.6, similar to other related uses and gratifications studies (see; McClung and 

Johnson, 2010; McKinnelly et. al, 2008, and Papacharissi and Rubin, 2000)  Although 

Factor 1 explained more than half of the variance, the two hypothesized factors of 

timeshifting and convenience both loaded on Factor 1. This is likely because the 

―timeshifting‖ and ―convenience‖ statements contained similar wording.  In particular, 

the four statements used for the ―timeshifting‖ variable contained the word, ―access,‖ in 

three of the four statements.  Similarly, the four statements used for the ―convenience‖ 

variable also contained the word ―access‖ in three of the four statements.  In addition, the 

hypothesized factors of ―information‖ and ―social interaction‖ both loaded on Factor 2.   

This was not entirely unexpected since previous research suggests an overlap between 

information-seeking behavior and social interaction, especially when it concerns seeking 

information about new technologies.  In this case, respondents appear to view social 

interaction with others as a way to find information about new technologies on NPR.org.  

Earlier studies that support this viewpoint include Czepiel (1974) who found that people 
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tend to turn to friends when seeking information about new technological innovations.  

More recent examples of the relationship between the information seeking and social 

interaction relation to using the Internet include Liu (2006) and the impact of online 

word-of-mouth on movie sales, word-of-mouth on the Web and its influence on 

consumer purchase decisions (Reigner, 2007), and word-of-mouth and viral marketing 

(Ferguson, 2008).  It should also be noted that individuals whose opinion people tend to 

value (i.e., friends, peers, opinion leaders, and people similar to those seeking the 

information) are particularly influential in shaping a person’s attitudes and beliefs about 

new products (Kruglanski & Mayseless, 1987; Kruglanski & Webster, 1996). Aside from 

the combination variables found for Factors 1 and 2, Factor three was identified as 

―entertainment.‖  (See Table 4.1.)‖ 

 

Table 4.1: Varimax Rotation Based on GO from NPR.org 

 
Statement 

 
Factor 1 

 
Factor 2 

 
Factor 3 

find information 0.492 0.619 0.113 
easily get information 0.566 0.624 0.096 
keep up with current events and information 0.323 0.649 0.165 
learn things about myself and others 0.204 0.654 0.245 
access what I want when I want 0.769 0.425 0.156 
access what I want right away 0.823 0.365 0.113 
access only the content I like 0.753 0.293 0.189 
have greater control of my media experience 0.610 0.482 0.269 
talk with friends about the content 0.212 0.743 0.292 
see what other people have to say 0.270 0.729 0.304 
access media that my friends tell me about 0.270 0.663 0.403 
share content with others 0.246 0.661 0.417 
enjoy myself 0.245 0.331 0.838 

be entertained 0.224 0.237 0.886 
do something fun 0.251 0.297 0.841 

feel happy 0.257 0.275 0.764 
access content any time of day or night 0.699 0.188 0.315 
access the content I want right away 0.844 0.245 0.234 
access just the content I like 0.773 0.177 0.296 

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser 

Normalization. Rotation converged in 6 iterations. 

 

 Oblimin Rotation. An oblimin rotation was used for the second factor analysis.  

Similar to the varimax rotation, the three identified factors explained 72.54 % of the total 

variance, and over half the variance (56.37%) was accounted for by Factor 1.  Factor 2 
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explained 9.86% of the variance, and Factor 3 explained 6.30% of the variance. Overall, 

the rotation resulted in unusable data given the cross loading and double loading noted 

among certain factors. This is likely because of the similar wording used for 

―timeshifting‖ and ―convenience‖ variables and the similar information gathering 

activities associated with the ―information‖ and ―social interaction‖ statements (Table 

18). 

 Factor Analysis Summary. The first factor analysis was conducted using a 

varimax rotation, and the second factor analysis was conducted using an oblimin rotation. 

The oblimin rotation did not render usable results.  Otherwise, three factors were 

identified in the varimax factor analysis.  However, the two hypothesized factors of 

―timeshifting‖ and ―convenience‖ both loaded on Factor 1.  This is likely because of the 

repeated use of the term, ―access‖ used in both sets of statements.  Given the likelihood 

that respondents interpreted ―timeshifting‖ and ―convenience‖ variable statements as 

having the same meaning, and given the high probability they associated these variables 

with the ability to access to new media, the ―timeshifting‖ and ―convenience‖ variables 

were combined to create a new factor: ―access.‖  In addition, the two hypothesized 

factors of ―information‖ and ―social interaction‖ both loaded on Factor 2.  It is thought 

this is likely to have occurred given the association between information seeking and 

social interaction in relation to finding information about new products (see Czepiel 

1974;  Liu, 2006; Reigner, 2007; and Ferguson, 2008).   In this case, ―new products‖ 

were new media technologies found on NPR.org.   Based on previous research 

concerning the relationship between information seeking and social interaction, the two 

variables, ―information‖ and ―social interaction‖ were combined to create a new factor:  

gather information. 

 Factor One: Access. Factor one consists of the eight statements, which in part 

includes the four ―timeshifting‖ statements:  1.) access what they want when they want, 

2.) to access what they want right away, 3.) access only the content they like, and 4.) have 

greater control of their media experience.  This new factor also encompasses the four 

―convenience‖ statements: 1.) get the content they want when they want, 2.) access 
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content any time of day or night, 3.) access the content they want right away, and 4.) 

access just the content they like.9 

 Factor Two: Gather Information. Factor two consists of the eight statements, 

which concern information-related actions associated with new media on NPR.org.  

Specifically, this factor refers to activities including finding information, easily getting 

information, keeping up with current events and information, and learning things about 

myself and others.  In addition, the factor also refers other information activities 

including talking with friends, seeing what others have to say, accessing media that 

friends talk about, and sharing content with others.  

 Factor Three: Entertainment. Factor three consists of the four statements that 

deal with the entertainment elements of NPR.org.  Specifically, the factor refers to how 

NPR.org enables users to feel happy, to be entertained, to enjoy themselves, and to do 

something fun.   

RQ4: What use factors predict the perceived importance of new media on NPR.org? 

 A regression analysis was used to determine the perceived importance of new 

media on NPR.org.  The overall model was significant (p<.05).  The stepwise multiple 

regression (R2 = .135, adjusted R2
 = .130, ß= 1.848, t= 4.599, p < .001) using the three 

factors derived from the factor analysis indicated the factors ―gather information‖ 

(ß=.474, p < .001) ―entertainment‖ (ß=.260, p < .05) and ―access‖ (ß=.201, p < .05) as 

predictors of perceived importance of new media on NPR.org.  That is, respondents who 

stated that NPR.org enables them to feel happy, be entertained, to experience enjoyment, 

and to have fun tended to perceive new media on NPR.org as important.  Respondents 

who stated NPR.org enables them to access new media also tend to perceive new media 

on NPR.org as important.  Specifically, the access predictor pertains to people who 

engage in activities associated with the eight access factor statements:  1.) access what 

they want when they want, 2.) access what they want right away, 3.) access only the 

content they like, 4.) get the content they want when they want, 5.) access content any 

time of day or night, 6.) access the content they want right away, 7.)  access just the 

content they like, and 8.) have greater control of their media experience.  In addition, 

                                                 
9 See Table 19 for further details concerning the access, gather information, and entertainment factors. 
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users who stated NPR.org enables them to obtain information also view new media on 

NPR.org as important.  Specifically, this predictor, gather information, pertains to eight 

factor statements: 1.) find information, 2.) easily get information, 3.) keep up with current 

events and information, 4.) learn things about myself and others, 5.) talk with friends 

about content, 6.) see what other people have to say, 7.) access media that my friends tell 

me about, and 8.) share content with others. (See Tables 21-23) 

RQ5: What use factors predict the perceived usefulness of new media on NPR.org? 

 A regression analysis was conducted to determine the perceived usefulness of 

new media on NPR.org.  The overall model was significant (p <.05).  The stepwise 

multiple regression (R2 = .318, adjusted R2 = .101, ß=. 4.648, t= 19.22, p < .001) using the 

three factors derived from the factor analysis indicates the factors, ―entertainment‖ (ß=. 

160, p < .001) and ―access‖ (ß=.143, p < .05) as predictors of the perception that new 

media on NPR.org should be useful.  That is, respondents who stated that NPR.org 

enables them to be happy, to be entertained, to enjoy themselves, and to have fun tend to 

believe that new media on NPR.org should be useful.  In addition, respondents who 

stated that NPR.org enables them to have access to new media features also tend to 

believe that new media on NPR.org should be useful.  Specifically, the access predictor 

pertains to people who engage in activities associated with the eight access factor 

statements:  1.) access what they want when they want, 2.) access what they want right 

away, 3.) access only the content they like, 4.) get the content they want when they want, 

5.) access content any time of day or night, 6.) access the content they want right away, 

7.)  access just the content they like, and 8.) have greater control of their media 

experience (see Tables 24-27). 

RQ6:  What use factors predict perceived ease of use of new media on NPR.org? 

A regression analysis was used to determine the perceived ease of use of new 

media on NPR.org.  The overall model was significant (p < .001).  The stepwise multiple 

regression (R2 = .125, adjusted R2 = .121, ß 4.711, t= 21.403, p < .001) using the three 

factors derived from the factor analysis indicate the factors ―entertainment‖ (ß .169, p 

< .001) and ―access‖ (ß .143, p < .001) as predictors that new media on NPR.org should 

be easy to use.  That is, respondents who stated NPR.org enables them to feel happy, to 

be entertained, to enjoy themselves, and to have fun tend to believe new media on 
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NPR.org should be easy to use.  In addition, respondents who stated that using NPR.org 

enables them to have access to new media also tend to feel that that new media on 

NPR.org should be easy to use. Specifically, the access predictor pertains to people who 

engage in eight activities associated with the access factor statements:  1.) access what 

they want when they want, 2.) access what they want right away, 3.) access only the 

content they like, 4.) get the content they want when they want, 5.) access content any 

time of day or night, 6.) access the content they want right away, 7.) access just the 

content they like, and 8.) have greater control of their media experience (see Tables 28-31 

for more information). 

RQ7: What are the gratifications sought (GS) and the gratifications obtained (GO) 

associated with using NPR.org? 

In terms of GS for users and GS for non-users, the findings indicated the GS for 

both groups did not differ for 15 of the 20 statements.  These five statements in which 

users showed a higher GS value than non-users included one information statement (item 

4), two social statements (items 9 and 12), and two entertainment statements (items 14 

and 15).  This finding suggests users may be more prone to use the Internet for specific 

information, social, and entertainment reasons.  In addition, there was a very noticeable  

difference between the GO findings, with users showing higher levels than non-users for 

all but one gratification statement: item 9 (talk with friends about the content).  These 

findings might indicate that non-users have lower expectations of what is available on 

NPR.org in relation to the Internet as a whole.  The difference between GS and GO for 

users of NPR.org were significantly different, with greater GS value for all statements 

excluding items 16 and 20 (feel happy and access just the content I like).  Similarly, the 

difference between GS and GO for non-users of NPR.org was also significantly different 

with higher GS values for all but two statements: item 9 (talk with friends about the 

content) and item 16 (feel happy).  The noticeable discrepancy between the GS and GO 

values for both users and non-users may be due to the nature of the Internet. See Table 

32. 

Additional Findings 

          This section encompasses supplemental findings that include both quantitative and 
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qualitative data.  The results discussed here concern information that has not yet been 

discussed, including GS from the Internet and other notable findings.   

Time Users Visit NPR.org.  Participants were asked to indicate when they visit 

NPR.org, and they were given the option to select more than one answer.  Overall, the 

most popular time to visit the Web site is from 6:00 am to 10:00 am.  This is followed by 

the second most popular time, which is from 10:00 am to 2:00 pm.  Online visits tend to 

drop off after 2:00 pm with approximately 12% of the respondents indicating they access 

the site from 2:00 pm to 6:00 pm.  Fewer than 10% frequent NPR.org from the hours of 

6:00 pm to 6:00 am. (Table 33). 

Time Spent on NPR.org.  Respondents were also asked to indicate how much 

time they spend on NPR.org each day.  As noted in Chapter 3, this inquiry was presented 

as an open-end question.  That is, individuals typed the number of hours and minutes they 

remain online at NPR.org.  In effort to streamline the findings while maintaining 

consistency, each response was rounded to the nearest quarter hour. Overall, most users 

tend to spend less than 1.25 hours (50.8%), and more than 20% remain on NPR.org for 

1.75 hours.  The average time spent on the Web site is 1.51 hours (Table 34).  

An independent sample T-test was conducted to see if there are differences 

between users who remain on NPR.org longer than the average amount of time per day 

(more than 1.51 hours) and users who remain on NPR.org less than the average amount 

of time per day (less than 1.51 hours).  In total, 296 individuals are online less than 

average, and 298 individuals are online more than average.  T-test results based on the 

three factors of new media use on NPR.org (t = -2.336, p < .05) indicate that users who 

spend less than the average amount of time per day on NPR.org are more likely to 

socialize about the new media content.  This suggests these individuals talk with their 

friends about new media content, they use NPR.org new media to see what other people 

are saying, they access content their friends tell them about, and they share content with 

others more so than those who remain on NPR.org longer than average (Tables 35-36).  

Number of Visits to NPR.org per Week.  The respondents were also asked to 

indicate how many times per week they visit NPR.org (Table 37). On average, users 

access NPR.org approximately two times per week, and the majority of respondents visit 

NPR.org one to two times per week (52.9%).  More than one quarter (26.6%) of users 
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indicated they frequent the Web site three to four times each week, and 12% access the 

NPR.org at least once per day. 

Top Three Preferred New Media Applications.  In effort to further explore the 

popularity of new media applications on NPR.org, users were asked to identify their top 

three preferred applications (Table 38). In other words, individuals could only select three 

of the listed applications. (This included an ―other‖ option where respondents could type 

their preferred technology.)  More than three quarters (76.8 %) of respondents chose Web 

site articles as one of the top three preferred applications.  Slightly more than half 

selected podcasts followed by images (30.7%) and links to local stations (24.1%). The 

response rate was noticeably lower for the more specialized technologies.   

 Average Amount of Time Spent Online per Day.  All respondents (users and 

non-users) were asked how much time they spent online on an average day.  Similar to 

the question concerning time spent on NPR.org, this query was also presented as an open-

end question.  The responses were rounded to nearest quarter hour in effort to streamline 

the findings while maintaining consistency.  There is little difference between the length 

of time users and non-users spend online, as both groups are online approximately five 

hours per day.  The total number of hours spent online per day ranges from .25 to 16 

hours for users and .5 to 12.5 hours for non-users. See Tables 39 and 40. 

Factor Analysis  

 Users and Non-Users of NPR.org.   Because this was an exploratory study, it 

was thought that additional factor analyses based on GS from the Internet could assist in 

further understanding the online behavior of NPR audience members.  The data used for 

these factor analyses encompassed responses from all the study participants, regardless of 

whether or not they use NPR.org. Prior to conducting the factor analyses, it was 

determined the five factors met the necessary alpha levels: ―information‖ (α = .737), 

―timeshifting‖ (α = .774), ―social interaction‖ (α = .874), ―entertainment‖ (α = .888), and 

―convenience‖ (α = .833).  One statement from the information variable was dropped in 

order to attain a proper alpha level.  Similar to the approach used for RQ3, the first factor 

analyses was conducted using a varimax rotation, and the second factor analysis was 

conducted using an oblimin rotation. The cutoff point for determining usable factors was 
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set at a level of.6, similar to other related uses and gratifications studies (e.g., McClung 

and Johnson, 2010; McKinnelly et. al, 2008, and Papacharissi and Rubin, 2000). 10 

Neither of the two methods resulted in identifiable factors.   The first approach, a 

varimax rotation, explained 70.06% of the variance.  The first factor accounted for 

42.37% of the variance, Factor 2 explained 12.17% of the variance, and Factor 3 and 

Factor 4 explained 8.35% and 7.15% of the variance, respectively.  However, the 

hypothesized factors, ―information‖ and ―timeshifting,‖ both loaded on Factor 1.  In 

addition, the hypothesized factors, ―timeshifting‖ and ―convenience‖ both loaded on 

Factor 2.   The second approach, an oblimin rotation, also explained 70.06% of the 

variance, with the four factors accounting for the same percentages of variance noted in 

the varimax rotation.  The hypothesized factors, ―timeshifting‖ and ―convenience‖ both 

loaded on Factor 1.  Also, the hypothesized factors, ―information‖ and ―convenience‖ 

both loaded on Factor 4. (Tables 41-42).   

Factor Analyses of NPR.org Users. Given the failed attempt to identify the 

underlying reasons why respondents use the Internet, it was thought a separate set of 

factor analyses using data from only NPR.org users should be conducted.11 The same 

approach used for the previous factor analyses was applied: a varimax rotation followed 

by an oblimin rotation.  Each variable met the desired alpha level for a factor analysis: 

―information‖ (α = .708), ―timeshifting‖ (α = .781), ―social interaction‖ (α = .877), 

―entertainment‖ (α = .885), and ―convenience‖ (α = .823). One statement from the 

information variable was dropped order to reach a desired alpha level.  Again, the cutoff 

point for determining usable factors was set at a level was set at a level of.6, based on 

related new media gratification studies (e.g., McClung and Johnson, 2010; McKinnelly 

et. al, 2008; Papacharissi and Rubin, 2000).   

Varimax Rotation. A factor analysis with a varimax rotation was used for the 

first factor analysis as seen in Table 43.  The five identified factors explained 75.29% of 

the total variance.  Factor 1 explained 41.67% of the variance, Factor 2 explained 11.56% 

                                                 

10 The identification of why audience members  (users and non-users) use the Internet was thought to 
provide further insight concerning use of new media on NPR.org. 
11 The number of non-user responses did not meet the minimum 300 case requirement for a factor analysis.  
See Kieffer (1999) and Tabachnick and Fidell (2007).    
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of the variance, and Factor 3 explained 9.11% of the variance.  Factors 4 and 5 explained 

7.60% and 5.34% of the variance, respectively.  The hypothesized factors, ―timeshifting‖ 

and ―convenience‖ both loaded on Factor 1.  The two hypothesized factors, 

― timeshifting‖ and ―convenience‖  both loaded on Factor 4.  In addition, the 

hypothesized factor, ―timeshifting‖ loaded on Factor 1 and Factor 4. 

Oblimin Rotation. The second factor analysis was conducted using an oblimin 

rotation (Table 4.5). The five identified factors explained 75.29% of the total variance.  

Factor 1 accounted for 41.67% of the variance, Factor 2 explained 11.56% of the 

variance, 9.11% of the variance was explained by Factor 3, and Factors 4 and 5 

accounted for 7.60% and 5.34% of the variance, respectively. The hypothesized factors of 

―timeshifting‖ and ―convenience‖ both loaded on Factor 1.  Similar to factor analyses 

used for RQ3 of the study, this was likely to have occurred because the ―timeshifting‖ 

and ―convenience‖ statements share similar wording (Table 44).  

Factor Analyses Summary. Although the factor analyses based on data from 

both NPR.org users and NPR.org non-users did not render useable factors, the factor 

analyses based on data from NPR.org uses did result in identifiable factors as noted in the 

oblimin rotation.  In particular, four factors were identified: ―information,‖ 

―timeshifting,‖ ―social interaction,‖ and ―convenience.‖  Similar to the factor analysis 

used for RQ3, the two hypothesized factors, ―timeshifting‖ and ―convenience‖ both 

loaded on Factor 1. This is likely to have occurred because the ―timeshifting‖ and 

―convenience‖ statements contained similar wording.  In particular, the four statements 

used for the ―timeshifting‖ variable contained the word, ―access,‖ in three of the four 

statements.  Similarly, the four statements used for the ―convenience‖ variable also 

contained the word ―access‖ in three of the four statements.  Given the shared meaning  

and similar wording for both sets of statements, it was thought the two variables should  

again be combined to create a new variable, namely ―access.‖ This in turn resulted in 

three factors: ―access,‖ ―social interaction,‖ and ―information.‖12 

Factor One: Access. Factor one consists of five statements.  These statements 

deal with the access elements associated with why users of NPR.org use the Internet.   As 

                                                 
12 See Table 44 for more information concerning the access, social interaction, and information factors. 
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previously noted, factor one encompasses a combination of statements from the 

―timeshifting‖ and ―convenience‖ variables.  Part of this new factor refers to two 

―timeshifting‖ statements (i.e., the ability for users to access what they want when they 

want, and to access what they want right away).  The other part of this new factor refers 

to three ―convenience‖ statements (i.e., the ability for users to get the content they want 

when they want, to access content any time of day or night, and to access the content they 

want right away). A scale analysis for this factor showed a desired alpha level (α = .906).  

Factor Two: Social Interaction. Factor two consists of four statements.  These 

statements deal with the social reasons why users of NPR.org use the Internet.  

Specifically, this factor refers to talking with friends, seeing what others have to say, 

accessing media that friends talk about, and sharing content with others.  

Factor Three: Information. Factor three consists of the three statements.  These 

statements deal with the information-related reasons why users of NPR.org use the 

Internet.  Specifically, this factor refers to searching for information, the ease of gathering 

information, and the ability to keep up with current issues and events.  

Predictive Factors Based on Gratifications Obtained (GO) from the Internet 

 Given the discovery of three factors that identify the reasons why users of 

NPR.org use the Internet, it was thought this data might also be explored for predictive 

purposes. This means that in addition to the GO from NPR.org as a means for identifying 

predictive factors, the GS from the Internet could also be used to supplement findings 

addressed in RQ4, RQ5, and RQ6.  

 Supplemental Data for RQ4: What use factors predict the perceived 

importance of new media on NPR.org? 

 A regression analysis was used to determine the perceived importance of new 

media on NPR.org based on Internet use. The overall model was significant (see Tables 

45-48).  The stepwise multiple regression (R2 = .062, adjusted R2 = .058, t= .931, p <.05) 

using the three factors derived from the factor analysis indicate the factors ―information‖ 

(β .486 p < .05) and ―social interaction‖ (β .208 p < .05) as predictors of perceived 

importance of new media on NPR.org. That is, respondents who stated they use the 

Internet because they can search for information, easily access information, and can keep 
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up with current issues and events tend to view new media technologies on NPR.org as 

important.  See appendix for additional information.  

 Supplemental Data for RQ5: What use factors predict the perceived 

usefulness of new media on NPR.org? 

A second regression analysis was used to determine the perceived usefulness of new 

media on NPR.org based on Internet use.  The overall model was significant (p <.05). See 

Table 4.48.  The stepwise multiple regression (R2 = .038, adjusted R2 = .034, ß= 4.305, t= 

8.038, p < .05) using the three factors derived from the factor analysis indicate the factors 

―information‖ (β .230 p < .001) and ―social interaction‖ (β .096 p < .05) as predictors of 

perceived usefulness of new media on NPR.org.  That is, respondents who use the 

Internet to search for information, to easily access information, and to keep up with 

current issues and events tend to believe new media on NPR.org should be useful.  In 

addition, individuals who talk with the friends about content on the Internet, who use the 

Internet to see what other people are say, who access media their friends tell them about, 

and who share content with others also believe new media on NPR.org should be  

useful (Tables 49-52). 
 Supplemental Data for RQ6: What use factors predict the perceived ease of 

use of new media on NPR.org? 

A third regression analysis was used to determine the perceived ease of use of new 

media on NPR.org based on Internet use.  The overall model was significant (p <.001).  

The stepwise multiple regression (R2 = .077, adjusted R2 = .074, ß .031, t= 7.723, p < .05) 

using the three factors derived from the factor analysis indicate the factors, ―information‖ 

(β .307, p < .001) and ―social interaction‖ (β .031, p < .05) as predictors of the perceived 

ease of use of new media on NPR.org.  That is, respondents who use the Internet to 

search for information, to easily access information, and to keep up with current issues 

and events believe new media on NPR.org should be easy to use.  In addition, individuals 

who talk with their friends about content on the Internet, who use the Internet to see what 

other people are say, who access media their friends tell them about, and who share 

content with others also believe new media on NPR.org should be easy to use.  (See 

Tables 53-56 for additional information).  
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Qualitative Thematic Responses 

 This section discusses two themes found among the open-ended questions located 

at the end of the survey.13 The information presented here does not include content from 

the last question, which asked participants to indicate their local member station.  This is 

because little could be disseminated from the findings aside from an approximately even 

divide between the use of stations east and west of the Mississippi. All participant 

quotations are written as verbatim. 14 

Theme One: Supplement and Compliment to Terrestrial Broadcasts.  Based 

on survey responses, it appears audience members use NPR.org as both a supplement and 

complement to terrestrial broadcasts.  The first set of examples illustrates how listeners 

use NPR.org to access further information about what they hear on the radio (i.e., as a 

resource for supplemental information).   

 ―If I want more info about something I heard on NPR, I can usually find it and 
explore it in depth on NPR.org.‖ 

 

―I check in at NPR.org when something catches my attention on the radio and I want 
more info or a link that was referenced.‖ 

 

―I like updates to stories that I have enjoyed, as well as participatory events like the 

T shirt project on Planet Money‖ 

 

―Radio stories are also posted as written content -- makes it easy to search for a story 

I heard on the radio.‖ 

―I will often read the blogs and then check on links they suggest, such as the Tiny 
Desk concert or a news story.‖ 
 

―[I like] reading the content that I have heard on the radio and from Facebook 

postings.‖ 

 

                                                 

13 The four questions include 1.) what participants like most about NPR.org, 2.) what they least like about 
NPR.org, 3.) what they would like to see added to NPR.org, and 4.) what they would like removed from 
NPR.org.  
14 Most stations located east of the Mississippi begin with the call letter ―W‖ and most stations located west 
of the Mississippi begin with the call letter ―K.‖  
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―npr.org gives me the written articles that go with the features I hear on the radio.  I 

sometimes miss a minute or two and go to find out what I miss.‖ 

 

 ―Availability of news and features presented in a format I appreciate. I can follow 

up on items I've heard on NPR during the day. ‖ 

 

―Ability to follow up interesting stories I've heard on NPR radio; ability to find out 

more about the background of--or read additional writings by--favorite NPR radio 

journalists and program hosts‖ 

 

―being able to supplement my listening experience with visuals. ‖ 

 

―Finding local stations.  Getting the names of musicians whose music I heard on 

NPR. ‖ 

 

In addition to using the NPR Web site to find additional information,, listeners also use 

new media features on NPR.org to complement what is played on the radio, especially in 

relation to missed or previously-aired programs. 

 
 ―being able to finish reading stories or watch podcast that I heard about on the radio 

once I get to work. ‖ 

 

―Being able to listen to shows I did not get to hear in my car.‖  
 

―If I miss a favorite show on the radio- Fresh Air or This American Life- I can 

podcast it later‖  
 

―I like having the ability to listen to programs that I normally would have missed.‖ 

 

―being able to listen to programs such as Pipedreams which my local stations don't 

carry. ‖   

 

―finding the stories i have listened to on the radio that day and being able to share 

them with my husband later‖ 

 

―Being able to read the articles and access the actual radio broadcast for the articles 

on a wide variety of subjects.‖ 
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―Access to stories I've heard or remember to share with friends. I read the articles, 

view pictures and listen to music. I love NPR. ‖ 

 

Theme Two: Exploration. The exploration theme was noticed in two distinct 

arenas: opportunities for exploration and limitations of exploration. While the majority of 

participant responses addressed the difficulties associated with exploring content on the 

NPR.org Web site, some users did suggest an appreciation for the ability to investigate 

new subject matter.  

―I love the ability to check out programs that I am not familiar with and decide 

whether or not I would listen to them.‖  

 

―I love that it has thought-provoking and artistic content.  This survey is making me 

want to visit it much, much more!  I'm going there now. ‖ 

 

―[I like] the range and diversity of content available. They come up with very 

interesting subjects that I would not have thought to search for on my own. ‖ 

 

In relation to exploration limitations, users also discussed problems locating content on 

NPR.org.    

― it's not very easy to find what i'm looking for through a keyword search‖ 

 

―Sometimes shows are not available until a certain time of day; though this is hardly 
something to complain about.‖ 

 

―Not being able to find all the shows information that I have heard throughout any 

given day.  Sometimes I have to visit the shows own website because I cannot 

find a link to it easily enough.  I find the search engine to also not exactly follow 

what I type in. ‖ 

 

―I often have a difficult time finding what I'm looking for--i.e. a book that was 

mentioned.‖ 

 

―That sometimes I can't find content that was mentioned on the radio, like photos.  

They always just say, "You can find this at our website at npr.org," but then when 

you go to the site, you don't know where to find it (specifically). ‖ 

 



   

 

54 

 

―The archive function has become less robust on the Wait, Wait...Don't Tell Me! 

NPR site. ‖ 

Some participants offered suggestions on how to improve some of the difficulties 

associated with exploring NPR.org. 

―More content and more detail/links; more interactive with reminders for certain 

areas of interest, etc‖ 

 

―It might be nice to have a "custom setting" option that automatically brings up 
articles, stories, etc. that I would probably be interested in reading.‖ 

 

―Some sort of directions of how to find items that were mentioned on the radio when 

they say, "You can find this on our website at npr.org" 

 

―Information on how to check out programming that is played on NPR radio but is 
not NPR content. For example, PRI and BBC material. ‖ 

 

―I'd like to see an archive of stories by author.‖ 

 

―Perhaps links to organizations or studies they are featuring: for example, if the 

story is about science published in JAMA, they could link to the scientific article 

itself.‖ 

 

―Transcripts for each audio piece so hearing impaired and deaf people can 
participate and learn, have the benefit of NPR.‖ 
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CHAPTER 5 

DISCUSSION 

This study was an exploratory examination of audience use of new media on 

NPR.org based on the premise that NPR is a leader in the realm of traditional media use 

of new media technologies.  This research is both timely and relevant given NPR’s recent 

emphasis on digital technologies, namely the updated NPR Web site in 2009 and the 

organization’s name change in 2010. The information presented in this section addresses 

the three purposes of this dissertation: 1.) identifying who is using new media on 

NPR.org, 2.) identifying which new media applications are used most often, and 3.) 

determining why people use these applications.  Implications for the radio industry as 

well as additional information concerning the research findings are also discussed in this 

chapter.    

Conclusions Concerning Who is Using NPR.org  

The research indicates well-educated individuals with a greater than average 

household income use NPR.org, which is similar to the educational and financial 

characteristics of those who tune in to NPR over the airwaves.  However, there is a 

noticeable age difference between those who visit NPR.org and those who listen to NPR 

on the radio.  Overall, individuals who use NPR.org tend to be younger.  The average age 

of a broadcast audience member is 50 years old (The State of the News, 2010), yet the 

findings from this study indicate that most people who visit NPR.org are between the 

ages of 25 to 44.   Although the NPR Web site appeals to a younger demographic, it has 

also managed to capture the attention of some older users.  In particular, slightly less than 

one-third of NPR.org visitors are at least 45 years of age.  In terms of gender, more 

females (67%) than males (33%) visit the NPR Web site.15  This is unlike the gender 

breakdown of NPR listeners, with males being more likely than females to tune in over 

the airwaves (Pew Project, 2010). 

 

 

                                                 
15 This finding may be based in part on research that indicates more women than men use social networking 
Web sites.  See (Taylor, 2009).  
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Conclusions Concerning Which Applications People Most Often Use 

The findings from these data suggest NPR.org users are most interested in what 

can be considered ―traditional‖ new media applications.  Web site articles were found to 

be the most favored online feature followed by streaming audio and video, podcasts and 

links to local stations.  Otherwise, aside from the Web site images, there is a drastic 

difference in the frequency of use between the before mentioned technologies and other 

new media on NPR.org, including the mobile phone application. 

User interest in ―traditional‖ new media is an insightful discovery, especially 

considering NPR’s record of successfully introducing up-to-date features to its audience 

members.  However, upon further investigation, this finding makes sense when one 

considers the possible reasons why visitors prefer ―traditional‖ new media features.  First, 

the technologies people like to use are predominately displayed throughout the Web site.  

For example, the homepage is populated with a number of short article descriptions with 

links that lead visitors to the full-length pieces.  In addition, the ―News‖ ―Arts and Life,‖ 

and ―Music‖ navigation options located at the top of each Web page direct users to 

related information, which many times includes written articles.  Second, user interest in 

streaming media, especially streaming audio, may be explained in part by the availability 

of this feature throughout the Web site.   The site articles are often times accompanied by 

an audio link where users can quickly and easily hear reports related to the article subject 

matter.  Visitors can also access streaming media by clicking on each of the main 

navigation options.  Additionally, the ―Music‖ navigation tab leads users to a sub-set of 

the NPR Web site where visitors can explore a variety of streaming audio and video 

options.  Podcasts are also readily available, as users need only to click on the podcast 

option—also located at the top of most Web pages—to instantly access an array of 

podcast programs.  Finally, users can explore links to local member stations by clicking 

on the ―Find a Station‖ option that is displayed above the primary navigation links (see 

Figure 5.1).16  Alternately, the less popular new media features are not as well displayed 

throughout the site.  Specifically, these other options tend to be accessible only from the  

                                                 

16 This information is based on an examination of NPR.org conducted on September 12, 2010.  During the 
time respondents completed the survey, users could customize the Web site by opting for a local station 
link to be displayed above the main site navigation tabs.  However, this local link option has been changed 
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navigation links located at the bottom of most site pages (see Figure 5.2). 17 

 

 

Figure 5.1: Upper section of NPR.org homepage 
 

 
Figure 5.2: Lower section of NPR.org homepage 

                                                                                                                                                 

to instead direct visitors to a Web page where they can search for a local station.  The search results lead 
users to station Web sites.  
17 This includes RSS news feeds, mobile phone applications, application program interface (API), gadget 
for Google desktop, and gadget for iGoogle. An examination of NPR.org on September 12, 2010, indicated 
that the NPR Community was no longer available. 
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 Another explanation for user preference of ―traditional‖ new technologies may 

also be related to familiarity.  Aside from podcasts, which debuted in 2005, these 

traditional features have been a part of radio station Web sites for at least the past ten 

years (see Lind & Medoff, 1999; McClung, 2001; and Potter, 2002).  This suggests 

people know how to use these technologies and that they are familiar with the benefits 

associated with each of these features.  Thus, given the user’s level of knowledge 

concerning these media, it makes sense that visitors opt for what they interpret as the new 

media option that best fits their needs.   However, this explanation does not necessarily 

mean visitors are opposed to using newer media features.  For instance, the mobile phone 

application can arguably be described as presenting many benefits to its users including 

convenience and timeshifting capabilities.  However, given the little interest in this 

feature, it can be assumed that visitors are not as familiar with this ―newer‖ technology as 

they are with the more popular, ―traditional‖ new media.  This is further supported by 

research that indicates younger individuals, specifically those between the ages of 12 and 

24, show the most interest in listening to radio content on mobile phones (The Infinite 

Dial, 2010). It should also be mentioned the less frequent use of more specialized 

―newer‖ new media such as the Google-related applications and API options may not 

represent a lack of understanding, but rather it may indicate these applications appeal to a 

select group of visitors who are interested in more advanced options. 

Conclusions Concerning Why People Use New Media Applications  

 According to the factor analysis results discussed in Chapter 4, there are three 

reasons individuals use new media on NPR.org:  to access content, to be entertained, and 

for gathering information.  For the purpose of this study, ―to access content,‖ was used in 

relation to the timeshifting and convenience capabilities associated with new media.  In 

addition, ―gathering information‖ was used in relation to information-related behaviors.  

These include individual information gathering as well as information gathering that 

involves social interaction. Those who use NPR.org because it enables them to access 

content  suggests people visit the site so they can take control of their media experience.  

Thus, individuals tend to use new media features on NPR.org to dictate when, where, and 

how they consume media.  The second reason for using the NPR Web site—to be 

entertained—is an interesting discovery given the organization’s focus on entertainment-
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related content.   Visitors can view music shows, in-studio concerts, and podcasts of 

different performances on NPR Music, a segment of the NPR Web site.  Interest in this 

type of media is also apparent in terms of Web site traffic, as the number of visits to NPR 

Music continues to grow (Plambeck, 2010).  Of course this is not to say people are only 

interested in music-related content since there are a number of other entertainment 

options available such as podcasts, streaming media, games, and humorous material 

(NPR, 2010b).  The third reason for using NPR.org, gathering information, suggests an 

overlap between information-seeking behavior and social interaction. That is, people seek 

information on NPR.org, but they also turn to others in an effort to find information that 

relates to new media technologies on NPR.org.  This finding is similar to Czepiel (1974) 

who found that people tend to turn to friends when seeking information about 

technological innovations.  It is also representative of the merging of information seeking 

and social interaction in relation to searching for information on the Internet (see Liu, 

2006; Reigner, 2007; and Ferguson, 2008). This finding is also associated with Rainie 

(2010) who concluded that individuals view news consumption—an information seeking 

activity associated with using NPR.org—as a social experience.  In addition, this study 

also provided further insight concerning the amount of time spent on NPR.org in relation 

how much they socialize about the content. Specifically, people who spend less than the 

average amount of time on NPR.org (fewer than 1.5 hours per day) are more likely to 

communicate with others about the site content than those who spend greater amounts of 

time on site.  These shorter visits may imply that visitors are not using the NPR Web site 

as social venue (e.g., through the use of blogs or the NPR Community), but rather as a 

place where they can quickly access content that can be shared with others.18   

Predictors for Use of New Media on NPR.org 

People who use new media applications on NPR.org for timeshifting and 

convenience purposes view these technologies as important.  This suggests these 

individuals place value in new media features that enable them to control their media 

experience.  Again, these results seem reasonable when considering that people now play 

an active role in news consumption (Rainie, 2010). It also appears this segment of visitors 
                                                 
18 There are a number of ways people can use the NPR Web site to share content.  This includes links to 
various social networking Web sites and the ability to email content to specified recipients.   
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also value the social aspects of NPR.org, especially in relation to accessing information.  

This further supports the perception of online social networks as a means for finding 

information. What is of particular importance here is to take note of these discoveries 

when introducing new technologies to the NPR Web site.  These individuals are less 

likely to frequent NPR.org if they cannot access technologies that allow them to control 

the way they consume media content.  Furthermore, the inclusion of social elements (e.g. 

social network links, user comments, sharing information with others) may assist in 

attracting users who value new media.  These same individuals are also likely to use 

technologies they believe to be easy to use.  In particular, this means they prefer to use 

applications that are simple and understandable.  This finding could also be related to the 

overall preference for ―traditional‖ media features (i.e., articles, streaming media, 

podcasts, and links to local stations), as opposed to the newer, more complicated 

technologies (i.e., mobile phone application, API, and Google gadgets). Thus, the 

familiarity of these features may also help determine which applications this particular 

segment is most likely to consider using.  Similarly, these individuals prefer technologies 

that serve a specific purpose— or rather they want to use new media they view as useful.  

This means these users may not be interested in the greatest new media features if the 

usefulness of these applications is not apparent. The data from this study also illustrate 

the importance of new media technologies by those who frequent NPR.org for 

entertainment purposes.  Interestingly, this finding arguably corresponds with the recent 

emphasis of new media seen on the NPR music Web site.  As previously mentioned, the 

music component of the Web site offers a variety of traditional new media as well as 

specialized applications such the ―Tiny Desk Concerts‖ where visitors can hear music 

available only on NPR.org (Plambeck, 2010). These music options are in addition to the 

other entertainment offerings such as a daily news quiz and the Sunday Puzzle by Will 

Short (NPR, 2010b). Regardless of whether people use features from NPR Music or other 

entertainment options, the research suggests those who visit NPR.org specifically for 

entertainment purposes view the technologies on which entertainment media are 

showcased as important.  This further supports the concept that the NPR Web site is seen 

as more than an online outlet for news and information—it also serves as an 

entertainment resource.  In addition, these users prefer the applications be both easy to 
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use and useful.  As a result, those who frequent the site for entertainment reasons may not 

be interested in exploring new technologies that do not meet these criteria.  This is an 

especially relevant discovery given the growing popularity of NPR Music.  Therefore, it 

might be advantageous to take this into consideration when determining how to best 

introduce entertainment-related new media applications on NPR.org.      

Expectations of NPR.org 

Although the NPR.org offers a variety of new media features, the research 

suggests that people who do not use the NPR Web site (i.e., non-users) may not be fully 

aware of the available technologies on NPR.org.  Given that users of the NPR Web site 

and non-users share similar backgrounds, and considering they tend to seek out content 

on the Internet for the similar purposes, one has to wonder if the discrepancy is in part 

related to the slow rate at which radio Web sites have adopted new media technologies. If 

so, non-users may equate NPR.org with other less technologically-savvy radio Web sites.  

Another reason for the difference between users and non-users can be linked to the 

qualitative findings, as there is a belief that on-air announcements concerning the NPR 

Web site are vague and provide little detail as to what can be found on the NPR.org.19  

Thus, without visiting the Web site, non-users, may not have a full understanding of the 

variety of technologies on the site.  However, the research suggests non-users are aware 

of the Web site’s social capabilities, namely as a destination to see what other people 

have to say and as a place to find content to share with others.  Arguably, this level of 

knowledge is likely to be attributed to the organization’s emphasis on the use of social 

media, especially in relation to on-air announcements concerning how to communicate 

with NPR staff members and other NPR listeners.20  Thus, given the knowledge of social 

media on NPR.org, there appears to be a need to further emphasize other new media over 

the airwaves so that non-users can become familiar with the technologies available on 

NPR.org. 21  This may be especially useful for promoting features that increase the 

                                                 
19 An example on-air statement includes, ―To learn more visit us at NPR.org.‖ 
20 A number of programs (e.g., The Diane Rehm Show and Science Friday) use social media including 
Facebook and Twitter to communicate with listeners on the airwaves. As of September 18, 2010, the social 
media Web page found on NPR.org consists of links to various official program social media pages.  
21 Promotion of new media over the airwaves may not be needed  for all gratifications obtained from 
NPR.org because five of the 20 absolute mean discrepancies were not statistically significant:  access only 
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convenience of consuming new media content and for entertainment-related features such 

as those found on NPR Music. 22 

Industry Implications 

As previously noted, non-user awareness of the social aspects of NPR.org may 

likely be due to on-air mentions of the associated technologies; yet this level of 

knowledge may also be associated with use of socially-related technologies by other 

mainstream media.  Overall, this falls in line with the concept that people view news 

consumption as a participatory and social process (Rainie, 2010).  As a result, it appears 

that socially-related new media, especially links to online social networks, should be 

included on radio station Web sites. This might be especially helpful for attracting adults 

ages 50 and over to station sites because ―older users have been especially enthusiastic 

over the past year about embracing new networking tools‖ (Madden, 2010, p. 2).  In 

addition, the overall usefulness of new media on radio station Web sites should also be 

taken into consideration.  People who value new media applications are interested in 

technologies they believe to be practical and easy to use.  Preference for these types of 

applications is already evident in the popularity of ―traditional‖ new media offered by 

NPR—a leader in traditional media use of new media technologies.  Furthermore, 

because these features are well-established, people are more likely to embrace the 

technologies because they know how these features can be used to best satisfy their 

needs. 

Recent changes made by mobile phone providers may also impact the way radio 

audiences use new media.  Efforts made by the radio industry to increase mobile phone 

use among listeners (e.g. Duryee, 2009; Kamenetz, 2009) may be undermined given that 

providers have implemented limited data plans designed to curb streaming media use 

(Van Buskirk, 2010).  This means mobile phone users can only access a certain amount 

of data each month without incurring extra fees and charges.  AT&T has already adopted 

                                                                                                                                                 

the content I like, learn things about myself and others, talk with friends about the content, do something 
fun, feel happy, access just the content I like.   
22 This suggestion is based on the non-significant results between gratifications sought and gratifications 
obtained for one entertainment statement and one convenience statement: feel happy and access just the 
content I like.  
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this approach by no longer offering unlimited data options for new subscribers, and other 

providers are interested in doing the same (Bender, 2010).   

Based on the findings concerning the popularity of written articles, it appears that 

radio outlets, especially those who are well-established, can possibly increase online 

traffic by adding full-length news pieces to their Web sites.  This approach may not only 

gain the attention of existing listeners, but it could also appeal to those who are 

accustomed to reading online newspapers.  Research indicates those who frequent 

newspaper Web sites are likely to search for news elsewhere if they are required to pay 

for content—a growing trend seen in the newspaper industry (Kirchhoff, 2009).  

Therefore, this presents an opportunity to capture the attention of those who value free 

full-length written reports while at the same time introducing them to additional new 

media applications.  This concept (i.e., exposing site visitors to different new media) is 

also supported by research that indicates audiences prefer to access news content from 

more than one media platform (Kirchhoff, 2009).   

Theoretical Implications 

The uses and gratifications approach has long served as means for exploring the 

audience use of media, including new media technologies.  As digital media continues to 

evolve, so too does the selection of gratifications associated with these technological 

advances.  That said, the research from this study indicates there is a need to reexamine 

the use of specific gratifications.  First, in relation to the investigation of new media 

applications on traditional media Web sites, scholarly use of the new variables, 

supplement and complement, will enable researchers to further understand the 

relationship between audience use of traditional media and new media.  In addition, the 

discovery of these gratifications is especially significant considering that traditional 

media organizations (e.g., CNN, Fox News, ABC, NBC, and Clear Channel) are reaching 

out to audience members through the use of new media technologies.  Second, there is an 

indication that researchers should revisit the use of the information and social interaction 

variables.  Today, the Internet is a highly social medium, and thus the act of seeking 

information online many times involves social interaction.  In essence, online information 

seeking and social interaction variables tend to be related.  Therefore, it would be 
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beneficial for scholars to seek new ways of combining these two variables when 

investigating audience use of new media technologies. 

Future Research 

Based on the identification of the supplement and complement variables, as well 

as the overlapping nature of the information and social interaction variables, focus group 

research may be helpful to identifying appropriate variables for new media  uses and 

gratifications studies.  The updated variables could be used  to further the findings of this 

study investigating listener use of social networking Web sites (e.g., Facebook and 

Twitter) that are associated with NPR-related programs.  This could include official 

network pages created by NPR or its associated programs or unofficial social network 

pages generated by program fans.  Given the popularity of written articles on NPR.org 

and the organization’s focus on drawing users to the Web site during the midday hours 

through the use of online articles, it would also be helpful to implement a methodology 

designed specifically to determine what time of day visitors are viewing written pieces.  

In addition, because users like to use the links to local stations, it might be beneficial to 

explore whether or not visitors are exploring links to stations outside their broadcast area.  

This might shed light on an entirely new issue concerning the potential to loss local 

listenership based on the availability of NPR broadcast content on the Web, albeit via 

local station sites.  Moreover, a content analysis of on-air mentions of new media on 

NPR.org in relation to which features non-users perceive to be on NPR.org may assist in 

understanding the relationship between on-air promotion and the perception of Web site 

features. 

Recommendations for Study Replication and Limitations 

Based on the rapid rate at which the NPR Web site introduces new media 

features, it may be helpful to replicate this study to identify changes concerning audience 

use of new media features on NPR.org.  However, upon doing this, a few details should 

be considered.  As previously stated, it appears there is a need to revisit the use of uses 

and gratifications variables when investigating audience use of new media technologies.  

In addition, the wording of variable statements should be clear and distinct in effort to 

avoid possible participant confusion between hypothesized variables.   Next, it may be 

advantageous to solicit responses from ―official‖ NPR Facebook groups by joining each 
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group and posting a link to the survey on the group page.  This approach would be less 

time consuming as there would be no need to await a response from an ―unofficial‖ NPR 

Facebook group site administrator.  Also, given the significant drop off rate seen after the 

first set of gratifications statements (i.e., gratifications sought from the Internet), it might 

help to lessen the number of gratifications variables so that users are not as likely to 

discontinue the questionnaire at an early stage.   An alternate approach, use of only 

gratifications obtained, may also assist in improving the overall rate of completion. By 

focusing on one set of gratifications, users may not feel as overwhelmed with different 

sets gratification statements.  In addition, this study found that use of gratifications 

obtained was successfully used to for factor analysis and regression purposes. Aside from 

the before mentioned setbacks, there are other limitations that should be addressed.  This 

study is based on a convenience sample of respondents solicited from NPR program 

group pages on Facebook, and thus the findings may not apply to all individuals who use 

NPR.org.  Given the close association between NPR.org and its member station Web 

sites, it may also be possible that respondents may have interpreted the survey questions 

as inquiries about their use of local station Web sites rather than the their use NPR.org.  

Finally, the NPR Community was removed from the NPR site and the local link option 

was altered from its original format during the duration of this study.  Therefore, these 

changes have or may have impacted participant responses concerning these two 

technologies.  

Conclusion 

Overall, most people who visit NPR.org tend to be younger than those who tune 

in over the airwaves, although the site is beginning to appeal to an older demographic.  

Individuals use NPR.org to take control of their media experience, to be entertained, for 

social interaction, and to gather information.  Information gathering involves both 

accessing information on NPR.org as well as obtaining information from others.  The 

NPR Web site was identified as a destination where people can access supplemental or 

complementary knowledge that was acquired elsewhere, including from NPR radio 

broadcasts.  Among the different new media options on NPR.org, people prefer 

―traditional‖ Web site technologies.  These include written articles, streaming audio and 

video, podcasting, and links to local stations.  In addition, those who visit the NPR Web 
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site to control their media experience and those who use the site to gather information 

perceive new media technologies on NPR.org as important.  Those interested in taking 

control of their media experience prefer applications that are both useful and easy to use.  

The same viewpoint was found among individuals who visit NPR.org for entertainment 

purposes.  The research also suggests those who have not visited NPR.org tend to be  

unaware of what the Web site has to offer, yet there is an indication these individuals 

have some knowledge of the social functions associated with NRR.org.  The industry 

implications addressed in this study include a suggestion for the inclusion of full-length 

written articles on radio Web sites and to introduce visitors to new media that is both easy 

to understand and useful.  It was also found that audience use of mobile phones for 

listening to radio content may be compromised due to data limitations implemented by 

mobile phone providers.  Finally, the research indicates a need to update the variables 

used for uses and gratifications studies concerning new media technologies. 
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APPENDIX A 

 

ADDITIONAL TABLES 

 

 

Table 1: Introduction Page 
Greetings,  
 
I am a communication graduate student from Florida State University and am asking for your 
help.  Please take a few minutes to complete the survey. Participation is voluntary, and all 
results are confidential to the extent allowed by the law. The survey should take less than ten 
minutes to complete. Completion of the questionnaire is implied consent to use the data you 
have provided. You must be at least 18 years of age to participate. The data will be stored under 
lock and key on file on campus until one year after the study has been completed. All e-mail 
correspondence will be kept confidential and will be destroyed one year after the study has 
been completed. If you have any questions, please contact Kristine Johnson at (850) 320-3553 
(kcj06@fsu.edu) or Dr. Jennifer Proffitt at (850) 644-8748 (jproffitt@fsu.edu).  You may also 
contact The Florida State University IRB at (850) 644-7900 (humansubjects@magnet.fsu.edu) 
located at 2010 Levy Avenue Suite 276-C, Tallahassee, FL 32306-2743. 
 
Thank you. 

Table 2: Gratifications Sought for Users and Non-Users 
Please check the appropriate box in terms of your agreement with each statement below.  Check only one 
answer per statement. 

I use the Internet because  Disagree                                       Agree 

I can search for information.                                                   
It’s easy to get information.   
I can keep up with current issues and events.  
I can learn things about myself and others.  
I can access what I want when I want.  
I can access what I want right away.  
I can access only the content I like.  
It gives me greater control of my media experience.  
I can talk with friends about the content.  
I can see what other people have to say.  
I can access media that my friends tell me about.                   
I can share content with others.  
It’s enjoyable.                             
It entertains me.  
It’s fun.  
It makes me happy.  
I can get the content I want when I want.  
I can access content any time of day or night.  
I can access the content I want right away.  
I can access just the content I like.  

mailto:kcj06@fsu.edu
mailto:jproffitt@fsu.edu
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Table 3: Gratifications Obtained for Users 
Now we’d like to ask you to what degree you believe new media on NPR.org enables you to accomplish 
each of the following functions.   Please check the appropriate box in terms of your agreement.  Check 
only one answer per statement. 

NPR.org enables me to:                              Disagree                                       Agree 

find information.                                                 

easily get information.  
keep up with current events and information                          
learn things about myself and others.  
access what I want when I want.  
access what I want right away.  
access only the content I like.  
have greater control of my media experience  
talk with friends about the content.  
see what other people have to say.  
access media that my friends tell me about.  
share content with others.  

enjoy myself.  
be entertained.  
do something fun.  
feel happy.  
get the content I want when I want.  
access content any time of day or night.  
access the content I want right away.  
access just the content I like.  

Table 4: Gratifications Obtained for Non-Users 
Now we’d like to ask you to what degree you believe NPR.org might enable you to accomplish each of 
the following functions.   Please check the appropriate box in terms of your agreement.  Check only one 
answer per statement. 

I believe NPR.org would me to:                              Disagree                                       Agree 

find information.                                                 
easily get information.  
keep up with current events and information                          
learn things about myself and others.  
access what I want when I want.  
access what I want right away.  
access only the content I like.  
have greater control of my media experience  
talk with friends about the content.  
see what other people have to say.  
access media that my friends tell me about.  
share content with others.  
enjoy myself.  
be entertained.  
do something fun.  
feel happy.  
get the content I want when I want.  
access content any time of day or night.  
access the content I want right away.  
access just the content I like.  
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Table 5: Top Three New Media Applications 
 
What are the top three applications you use on www.npr.org?  Please select only three. 

Web site articles   

Online audio        _____ 

Images (i.e., jpeg) _____ 

Podcasts _____ 

RSS news feeds _____ 

Application program interface (API) _____ 

NPR Community _____ 

Mobile phone applications _____ 

Gadget for iGoogle _____ 

Gadget for Google desktop _____ 

Links to local stations  _____ 

Other (please specify)  
 

Table 6: Psychographic Questions 
 
When do you typically visit NPR.org?  Check all that apply. 
 
6:00 a.m. – 10:00 a.m. 
10:00 a.m. – 2:00 p.m. 
2:00 p.m. – 6:00 p.m. 
6:00 p.m. – midnight 
midnight – 6:00 a.m. 
 

 
On average, how many times per week do you visit NPR.org ? 
 
1 – 2 times 
3 – 4 times 
5 – 6 times 
7 or more times  

 
On an average day, how long do you stay online at NPR.org? (Please include use of streaming 
or downloadable audio or video.) 
 
Hours             Minutes  
 

 
On an average day, how many hours do you spend online? 
 
Hours             Minutes 
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Table 7: Demographic Questions 
What is your age? 

18 – 24  
25 – 34 
35 – 44  
45 –  54  
55 + 

Gender? 
Male 
Female 

Ethnicity? 
Black/African American  
White/Caucasian (non Hispanic)  
Hispanic/Latino  
Asian or Pacific Islander  
Other 

Please tell us which of the following most closely matches your occupation or job function. 
Manager/official 
Professional 
Technician 
Sales 
Administrative support 
Craft worker 
Operative 
Laborer 
Service worker 
Student 
Other (please specify) 

What is the highest level of education you have completed? 
Some high school 
High school graduate  
Some college  
College graduate  
Some graduate credits 
Graduate degree 

Annual household income: 
Less than $25,000 
$25,000 – $49,999 
$50,000 – $74,999 
$75,000 –  $99,999 
$100,000 or more 
Rather not say 

Table 8: Open-Ended Questions 
What do you like most about NPR.org? 

What do you like least about NPR.org? 

What would you like to see added from NPR.org? 

What would you like to see removed from NPR.org? 

What are the call letters of the NPR station you most frequently listen to? 
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Table 9: Letter to Group Administrators 
Dear Group Administrator, 

My name is Kristine Johnson and I am a doctoral student at Florida State University.  I am 
currently researching the reasons why people use the Web in relation to National Public Radio 
content. 

I am hoping you might be interested in assisting with my study.  All that you will be asked to 
do is e-mail a survey link to group members and/or post the survey link on your group 
page.  The survey is scheduled to launch in the near future. 

In exchange for your participation, I can provide specific research data (i.e., the responses that 
do not jeopardize participant confidentiality and anonymity). 

I look forward to hearing from you and look forward to your participation in this study. 

Thank you, 

Kristine Johnson 

Table 10: Gender, Age, and Ethnicity (Users and Non-Users) 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Gender Male 206 33.6 34.7 34.7 

 
Female 387 63 65.3 100 

 
Total 593 96.6 100   

 
Invalid data 21 3.4     

 
Total 614 100     

      Age 18 to 24 71 11.6 12 12 

 
25 to 34 174 28.3 29.3 41.3 

 
35 to 44 163 26.5 27.5 68.8 

 
45 to 54 126 20.5 21.2 90.1 

 
55+ 59 9.6 9.9 100 

 
Total 593 96.6 100   

 
Invalid data 21 3.4   

 
 

Total 614 100 
 Ethnicity Black/African American 10 1.6 1.7 1.7 

 
White/Caucasian 526 85.7 88.7 90.4 

 
Hispanic/Latino 19 3.1 3.2 93.6 

 
Asian or Pacific Islander 18 2.9 3 96.6 

 
Other 20 3.3 3.4 100 

 
Total 593 96.6 100 

 
 

Invalid data 21 3.4 
  

  
614 100 
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Table 11: Education, Profession, and Income (Users and Non-Users) 

    Frequency Percent 
Valid 
Percent 

Cumulative 
Percent 

 

     

Education Some high school 2 0.3 0.3 0.3 

High school graduate 15 2.4 2.5 2.9 

Some college 117 19.1 19.7 22.5 

College graduate 205 33.4 34.5 57 

Some graduate credits 68 11.1 11.4 68.4 

Graduate degree 188 30.6 31.6 100 

Total 595 96.9 100   

Invalid Data                                    19 3.1     

Total 614 100   

     

Profession Manager/official 56 9.1 9.4 9.4 

Professional 223 36.3 37.5 46.9 

Technician 21 3.4 3.5 50.4 

Sales 24 3.9 4 54.5 

Administrative support 41 6.7 6.9 61.3 

Craft worker 8 1.3 1.3 62.7 

Operative 2 0.3 0.3 63 

Laborer 5 0.8 0.8 63.9 

Service worker 19 3.1 3.2 67.1 

Student 82 13.4 13.8 80.8 

Other 114 18.6 19.2 100 

Total 595 96.9 100   

Invalid Data  19 3.1     

  614 100     

          

Income Less than $25,000 79 12.9 13.3 13.3 

$25,000 – $49,999 145 23.6 24.5 37.8 

$50,000 – $74,999 95 15.5 16 53.9 

$75,000 – $99,999 82 13.4 13.9 67.7 

$100,000 or more 126 20.5 21.3 89 

Rather not say 65 10.6 11 100 

Total 592 96.4 100   

Invalid data 22 3.6     

  

 

 

 

614 100 
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Table 12: Gender, Age, and Ethnicity of NPR.org Users 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Gender Male 162 31.5 32.8 32.8 

 
Female 332 64.6 67.2 100 

 
Total 494 96.1 100   

 
Invalid data 20 3.9     

 
Total 514 100     

      Age 18 to 24 51 9.9 10.3 10.3 

 
25 to 34 145 28.2 29.4 39.8 

 
35 to 44 141 27.4 28.6 68.4 

 
45 to 54 107 20.8 21.7 90.1 

 
55+ 49 9.5 9.9 100 

 
Total 493 95.9 100   

 
Invalid data 21 4.1     

 
 Total 514 100     

 
   

  Ethnicity Black/African American 8 1.6 1.6 1.6 

 
White/Caucasian 440 85.6 89.1 90.7 

 
Hispanic/Latino 14 2.7 2.8 93.5 

 
Asian or Pacific Islander 14 2.7 2.8 96.4 

 
Other 18 3.5 3.6 100 

 
Total 494 96.1 100   

 
Invalid data 20 3.9 

  
  

514 100 
  

Table 13: Education and Profession of NPR.org Users 

    Frequency Percent 
Valid 
Percent 

Cumulative 
Percent 

Education Some high school 1 0.2 0.2 0.2 

 
High school graduate 12 2.3 2.4 2.6 

 
Some college 99 19.3 20 22.6 

 
College graduate 159 30.9 32.1 54.7 

 
Some graduate credits 61 11.9 12.3 67.1 

 
Graduate degree 163 31.7 32.9 100 

 
Total 495 96.3 100 

 
 

Invalid data 19 3.7 
  

Profession 
 
Manager/official 

 
47 

 
9.1 

 
9.5 

 
9.5 

 
Professional 188 36.6 38 47.5 

 
Technician 18 3.5 3.6 51.1 

 
Sales 21 4.1 4.2 55.4 

 
Administrative support 34 6.6 6.9 62.2 

 Craft worker 8 1.6 1.6 63.8 
 Operative 2 0.4 0.4 64.2 
 Laborer 3 0.6 0.6 64.8 
 Service worker 15 2.9 3 67.9 
 Student 66 12.8 13.3 81.2 
 Other 93 18.1 18.8 100 
 Total 495 96.3 100   
 Invalid data  19 3.7     
  Total 514 100     
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Table 14: Income of NPR.org Users 

    Frequency Percent 
Valid 
Percent 

Cumulative 
Percent 

 
Income Less than $25,000 64 12.5 13 13 
 $25,000 – $49,999 119 23.2 24.2 37.2 
 $50,000 – $74,999 76 14.8 15.4 52.6 
 $75,000 – $99,999 71 13.8 14.4 67.1 
 $100,000 or more 107 20.8 21.7 88.8 
 Rather not say 55 10.7 11.2 100 
 Total 492 95.7 100  
 Invalid data 22 4.3   
  514 100   

Table 15: Frequency of Use of New Media Applications 
Application   Mean  Mean 

Web site articles 5.51 RSS news feeds 2.73 
Online audio/video 5.39 Mobile phone applications 2.16 
Links to local stations 4.42 Gadget for Google desktop 1.67 
Images (i.e., jpeg) 4.34 Gadget for iGoogle 1.55 
NPR Community 2.77   

Responses based on a 7-point Likert-type scale with 1=never and 7=always. 

Table 16: Gratifications Obtained (GO)  Statements 

Gratification 
 
NPR.org enables me to… 

Information find information. 
  easily get information. 
 keep up with current events and information. 
 learn things about myself and others. 
  
Timeshifting access what I want when I want. 
 access what I want right away. 
  access only the content I like. 
 have greater control of my media experience. 
  
Social Interaction talk with friends about the content. 
 see what other people have to say. 
 access media that my friends tell me about. 
 share content with others. 
  
Entertainment enjoy myself. 
 be entertained. 
 do something fun. 
 feel happy. 
  
Convenience Get the content I want when I want. 
 Access content any time day or night. 
 Access the content I want right away. 
 Access just the content I like. 
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Table 17: Oblimin Rotation Based on GO from NPR.org 

 
Statement 

 
Factor 1 

 
Factor 2 

 
Factor 3 

find information .664 .752 .331 

easily get information .731 .776 .329 

keep up with current events and information .526 .738 .358 

learn things about myself and others .433 .725 .415 

access what I want when I want .874 .677 .378 

access what I want right away .898 .630 .334 

access only the content I like .828 .561 .378 

have greater control of my media experience .766 .707 .472 

talk with friends about the content .477 .821 .481 

see what other people have to say .529 .830 .500 

access media that my friends tell me about .531 .797 .580 

share content with others .510 .790 .589 

enjoy myself .502 .602 .920 

be entertained .465 .522 .942 

do something fun .498 .574 .917 

feel happy .481 .535 .839 

get the content I want when I want .916 .558 .440 

access content any time of day or night .773 .188 .466 

access the content I want right away .908 .245 .427 

access just the content I like .835 .177 .459 

Extraction Method: Principal Component Analysis. Rotation Method: Oblimin with 

Kaiser Normalization.  
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Table 18: NPR.org User Factor Statements and Means 

NPR.org enables me to…                                                           Mean 

Access Factor 

     access what I want when I want.  5.67 

     access what I want right away.  5.59 

     access only the content I like.  5.51 

     have greater control of my media experience.  5.64 

     get the content I want when I want.  5.80 

     access content any time of day or night.  6.22 

     access the content I want right away. 

     access just the content I like.                                   

 5.82 

5.65 

Entertainment Factor 

     enjoy myself. 

     be entertained. 

     do something fun.  

     feel happy. 

6.00 

6.09 

5.88 

5.52 

Gather Information Factor  

     find information. 

     easily get information. 

     keep up with current events and information. 

     learn things about myself and others. 

     talk with friends about the content. 

6.05 

5.81 

6.28 

5.24 

5.34 

     see what other people have to say. 5.35 

Table 19: Importance of New Media Model Summary  

 

 Change Statistics 

R 
Square 

Adjusted 

R Square 

Std. 
Error of 
the 
Estimate 

R 
Square 
Change F Change df1 df2 

Sig. F 

Change 

Model 

1 

.106a .104 1.644 .106 58.586 1 496 p<.001 

Model 

2 

.126b .123 1.626 .021 11.720 1 495 .001 

Model 

3 

.135c .130 1.620 .009 5.040 1 494 .025 

a.Predictors: (CONSTANT), Gather Information 

b.Predictors: (CONSTANT), Gather Information , Entertainment 

c.Predictors: (CONSTANT),  Gather Information , Entertainment, Access 
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Table 20: ANOVA
d
  Importance of New Media 

  Sum of 
Squares df 

Mean 
Square F Sig. 

Model 1  
     

  
  Regression 158.417 1 158.417 58.586 p<.001a 

Residual 1341.189 496 2.704     
Total 1499.606 497 

  
  

Model 2     
  

  
  Regression 189.439 2 94.719 35.786 p<.001b 

Residual 1310.167 495 2.647     
Total 1499.606 497       

Model 3     
  

  
  Regression 202.67 3 67.557 25.732 p<.001c 
  Residual 1296.936 494 2.625     
  Total 1499.606 497 

  
  

a. Predictors: Gather Information 

   
  

b. Predictors: Gather Information, Entertainment 

 
  

c. Predictors: Gather Information, Entertainment, Access 

 
  

d. Dependent Variable: New media technologies on NPR.org are important to me 

Table 21: Coefficients
a
  Importance of New Media 

  
Unstandardized 

Coefficients 
Standardized 
Coefficients 

 
  

  B Std. Error Beta t Sig. 

Model 1 (Constant) 2.628 .357 
 

7.354 p<.001 
Gather Information .474 .062 .325 7.654 p <.001 

      Model 2 (Constant) 2.153 .380 
 

5.666 p <.001 
Gather Information .288 .082 .198 3.519 p <.001 
Entertainment .26 .076 .192 3.424 .001 

      Model 3 (Constant) 1.848 .402 
 

4.599 p <.001 
Gather Information .165 .098 .113 1.679 .094 
Entertainment .233 .077 .172 3.041 .002 
Access .201 .089 .136 2.245 .025 

a. Dependent Variable: new media technologies on NPR.org are important to me. 

Table 22: Excluded Variables
d
 Importance of New Media 

  

Beta 
In t Sig. 

Partial 
Correlation 

Collinearity Statistics 

Tolerance VIF 
Minimum 
Tolerance 

Model 1  Access .165a 2.736 .010 .122 .487 2.06 .487 
Gath/Info -.058a -.450 .660 -.020 .108 9.29 .108 

  Entertainment .192a 3.424 .001 .152 .560 1.79 .560 
Model 2  Access .136b 2.245 .030 .100 .475 2.11 .386 
 Social/Inter  -.095b -.740 .460 -.330 .107 9.35 .103 
Model 3 Social/Inter  -.041c -.302 .750 -.014 .103 9.71 .084 

a.   Predictors: (CONSTANT), Gather Information 

b.  Predictors: (CONSTANT), Gather Information, Entertainment 

c.  Predictors: (CONSTANT), Gather Information, Entertainment, Access 

d.  Dependent Variable: New media technologies on NPR.org should be useful 
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Table 23: Usefulness of New Media Model Summary 

    
Change Statistics 

 
R Square 

Adjusted 
R Square 

Std. Error 
of the 
Estimate 

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

 Model 1 .288 .083 .081 .995 .083 44.899 496 p<.001 
Model 2 .318 .101 .097 .987 .018 9.932 496 .002 

a. Predictors: (CONSTANT), Entertainment 

b. Predictors: (CONSTANT), Entertainment, Access 

Table 24: ANOVA
c
  Usefulness of New Media 

 Sum of 
Squares df 

Mean 
Square F Sig. 

Model 1  
 

      Regression 44.529 1 44.529 44.899 p<.001a 

Residual 491.905 496 .992 
  

Total 536.434 497 
   

Model 2     
   

 Regression 54.205 2 27.102 27.820 p<.001b 

Residual 482.229 495 .974 
  

Total 536.434 497 
   

a. Predictors: (CONSTANT), Entertainment 

b. Predictors: (CONSTANT), Entertainment, Access 

c. Dependent Variable: New media technologies on NPR.org should be useful. 

Table 25: Coefficients
a 
 Usefulness of New Media 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

Model 1 (Constant) 5.042 .209 
 

24.126 p<.001 
Entertainment .233 .035 .288 6.701 p<.001 

Model 2 (Constant) 4.648 .242 
 

19.215 p<.001 
Entertainment .160 .041 .198 3.855 . p<.001 
Access .143 .045 .162 3.152 .002 

a. Dependent Variable: New media technologies on NPR.org should be useful 

Table 26: Excluded Variables
c
 Usefulness of New Media 

 

Beta 
In t Sig. 

Partial 
Correlation 

Collinearity Statistics 

Tolerance VIF 
Minimum 
Tolerance 

Model         
1 Access .162a 3.152 .002 .140 .689 1.451 .689 

Soc/Inter .138a 2.454 .014 .110 .582 1.719 .582 
Model         
2 Soc/Inter .075b 1.210 .227 .054 .471 2.124 .471 

a. Predictors: (CONSTANT), Entertainment 

b. Predictors: (CONSTANT), Entertainment, Access 

c. Dependent Variable: New media technologies on NPR.org should be useful 
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Table 27: Ease of Use of New Media Model Summary  

    
Change Statistics 

 R 
Square 

Adjusted 
R Square 

Std. Error 
of the 
Estimate 

R Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

 Model 1a .099 .098 .910 .099 54.723 1 496 p<.001 
Model 2b .125 .121 .898 .025 14.271 1 495 p<.001 

a. Predictors: (CONSTANT), Access 

b. Predictors: (CONSTANT), Access, Entertainment 

Table 28: ANOVA
c
  Ease of Use of New Media 

 Sum of 
Squares df 

Mean 
Square F Sig. 

Model 1 Regression 45.327 1 45.327 54.723 p<.001a 

Residual 410.834 496 .828 
  

Total 456.161 497 
   

       Model 2 Regression 56.839 2 28.420 35.229 p<.001b 

Residual 399.322 495 .807 
  

Total 456.161 497 
   

a.  Predictors: (CONSTANT), Access 

b. Predictors: (CONSTANT), Access, Entertainment 

c. Dependent Variable: New media technologies on NPR.org should be easy to use 

Table 29: Coefficients
a
  Ease of Use of New Media 

 Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta Tolerance VIF 

Model 1 (Constant) 5.049 .204 
 

24.77
6 

p<.001 
  

Access .256 .035 .315 7.397 p<.001 1.000 1.000 

         
Model 2 (Constant) 4.711 .220 

 
21.40

3 
p<.001 

  
Access .169 .041 .209 4.117 p<.001 .689 1.451 
Entertainment .143 .038 .191 3.778 p<.001 .689 1.451 

a. Dependent Variable: New media technologies on NPR.org should be easy to use 

Table 30: Excluded Variables
c
 Ease of Use of New Media 

 

Beta 
In t Sig. 

Partial 
Correlation 

Collinearity Statistics 

Tolerance VIF 
Minimum 
Tolerance 

         Model 1 Soc/Inter .166a 3.033 .003 .135 .594 1.683 .594 
Entertainment .191a 3.778 p<.001 .167 .689 1.451 .689 

         
Model 2 Soc/Inter .091b 1.492 .136 .067 .471 2.124 .471 

a. Predictors: (CONSTANT), Access 

b. Predictors: (CONSTANT), Access, Entertainment 

c. Dependent Variable: New media technologies on NPR.org should be easy to use 
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Table 31: Mean Gratifications Sought (GS) and Obtained (GO) and Absolute Mean 

Discrepancies: Users vs. Non-Users of NPR.org 
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Table 32: Time Users Visit NPR.org     

Time     Frequency Percent Valid Percent 
Cumulative 
Percent 

6am to 10am 172 33.5 41.1 41.1 
10am to 2pm 153 29.8 36.6 77.8 
2pm to 6pm 65 12.6 15.6 93.3 
6pm to midnight 22 4.3 5.3 98.6 
midnight to 6am 6 1.2 1.4 100.0 
Total 418 81.3 100.0 

 
Invalid data 96 18.7  

 
Total                                  514 100.0  

 

Table 33: Time  Spent on NPR.org per Day   

Number of Hours Frequency Percent Cumulative Percent 

0.25 41 8 8.0 
0.5 110 21.4 29.4 
0.75 17 3.3 32.7 
1 85 16.5 49.2 
1.25 8 1.6 50.8 
1.5 35 6.8 57.6 
1.75 111 21.6 79.2 
2 40 7.8 87.0 
2.25 6 1.2 88.1 
2.5 9 1.8 89.9 
2.75 4 0.8 90.7 
3 7 1.4 92.0 
3.25 1 0.2 92.2 
3.5 9 1.8 94.0 
3.75 1 0.2 94.2 
4 5 1 95.1 
4.25 1 0.2 95.3 
4.5 7 1.4 96.7 
4.75 1 0.2 96.9 
5 1 0.2 97.1 
5.5 3 0.6 97.7 
6 3 0.6 98.2 
6.5 1 0.2 98.4 
7 1 0.2 98.6 
7.5 3 0.6 99.2 
8 1 0.2 99.4 
8.5 1 0.2 99.6 
9 1 0.2 99.8 
10 1 0.2 100 
Total 514 100   

Each response was rounded to the nearest quarter hour.  
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Table 34: Time on NPR.org for T-test 

Gratification  Time N Mean 

Access Less than average 296 5.69 
More than average 218 5.83 

Social Interaction Less than average 296 5.29 
More than average 218 5.60 

Entertainment Less than average 296 5.88 
More than average 218 5.87 

Less than average time spent on NPR.org is than 1.51 hours and more than average time 

greater than 1.51 hours  

Table 35: Predictors for Perception of NPR.org New Media Based on Time Spent on NPR.org 

Lower Upper

Equal variances 

assumed

0.088 0.766 -1.308 512 0.19 -0.139 0.106 -0.347 0.070

Equal variances 

not assumed

-1.304 462.355 0.19 -0.139 0.106 -0.348 0.070

Equal variances 

assumed

0.172 0.679 -2.324 512 0.02 -0.305 0.131 -0.563 -0.047

Equal variances 

not assumed

-2.336 476.414 0.20 -0.305 0.131 -0.562 -0.048

Equal variances 

assumed

0.811 0.368 0.082 512 0.94 0.009 0.114 -0.215 0.234

Equal variances 

not assumed

0.081 443.943 0.94 0.009 0.116 -0.218 0.237

Std. Error 

Difference

95% Confidence 

Interval of the 

Difference

Factor 1 

Access

Factor 2 

Social 

Interaction

Factor 3 

Entertainment

—Predictors for  Perception of NPR
Levene's Test for 

Equality of 

Variances t-test for Equality of Means

F Sig. t df

Sig. (2-

tailed)

Mean 

Difference

 

Table 36: Number of Visits to NPR.org Each Week   

Visits per 
Week 

Frequency Percent Valid Percent Cumulative Percent 

     1 to 2 221 43 52.9 52.9 
3 to 4 111 21.6 26.6 79.4 
5 to 6 34 6.6 8.1 87.6 
7 or more 52 10.1 12.4 100 
Total 418 81.3 100   
Invalid data 96 18.7    
Total                  514 100 

 
 

 

  

     



   

 

83 

 

 

 

Table 37: Top Three Preferred New Media Applications   

Application Frequency Percent 

Web site articles 395 76.8 
Online audio and video 374 72.0 
Podcasts 278 54.1 
Images (i.e., jpeg) 158 30.7 
Links to local stations 124 24.1 
Mobile phone applications 49 9.5 
NPR Community 46 8.9 
RSS news feeds 43 8.4 
Gadget for iGoogle 12 2.3 
Other 12 2.3 
Gadget for Google Desktop 3 0.6 

Table 38: Hours Spent Online per Day by Users of NPR.org   

Hours Frequency % 
Valid 
% 

Cumulative 
% Hours Frequency % 

Valid 
% 

Cumulative 
% 

0.25 1 0.2 0.2 0.2 6.5 5 1 1.2 77.8 
0.5 1 0.2 0.2 0.5 6.75 1 0.2 0.2 78 
0.75 1 0.2 0.2 0.7 7 8 1.6 2 80 
1 11 2.1 2.7 3.4 7.5 1 0.2 0.2 80.2 
1.25 3 0.6 0.7 4.2 8 28 5.4 6.8 87 
1.5 13 2.5 3.2 7.3 8.25 2 0.4 0.5 87.5 
1.75 1 0.2 0.2 7.6 8.5 3 0.6 0.7 88.3 
2 44 8.6 10.8 18.3 9 11 2.1 2.7 91 
2.25 1 0.2 0.2 18.6 9.5 1 0.2 0.2 91.2 
2.5 14 2.7 3.4 22 10 21 4.1 5.1 96.3 
2.75 3 0.6 0.7 22.7 10.25 1 0.2 0.2 96.6 
3 62 12 15.2 37.9 10.5 3 0.6 0.7 97.3 
3.25 3 0.6 0.7 38.6 10.75 1 0.2 0.2 97.6 
3.5 12 2.3 2.9 41.6 11 1 0.2 0.2 97.8 
3.75 2 0.4 0.5 42.1 12 2 0.4 0.5 98.3 
4 52 10 12.7 54.8 12.5 1 0.2 0.2 98.5 
4.5 14 2.7 3.4 58.2 13 1 0.2 0.2 98.8 
4.75 4 0.8 1 59.2 14 1 0.2 0.2 99/0 
5 27 5.3 6.6 65.8 15 2 0.4 0.5 99.5 
5.25 3 0.6 0.7 66.5 16 2 0.4 0.5 100 
5.5 7 1.4 1.7 68.2 Total 409 80 100   
5.75 1 0.2 0.2 68.5 Invalid 

data 
105 20   

  
6 33 6.4 8.1 76.5 Total 

 
 

514 100     

Each response was rounded to the nearest quarter hour.  
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Table 39: Hours Spent Online per Day by Non-users of NPR.org 

Number of Hours Frequency Percent Valid Percent 
Cumulative 
Percent 

0.5 1 1 1.2 1.2 
0.75 1 1 1.2 2.4 
1 5 5 5.9 8.2 
1.25 1 1 1.2 9.4 
2 8 8 9.4 18.8 
2.5 4 4 4.7 23.5 
2.75 1 1 1.2 24.7 
3 11 11 12.9 37.6 
3.25 2 2 2.4 40 
4 10 10 11.8 51.8 
4.5 2 2 2.4 54.1 
5 6 6 7.1 61.2 
5.5 6 6 7.1 68.2 
6 9 9 10.6 78.8 
6.5 1 1 1.2 80 
7.25 1 1 1.2 81.2 
7.5 1 1 1.2 82.4 
8 4 4 4.7 87.1 
9 3 3 3.5 90.6 
10 6 6 7.1 97.6 
12 1 1 1.2 98.8 
12.5 1 1 1.2 100 
Total 85 85 100   
Invalid data 15 15     
Total 100       

Table 40: Varimax Rotation for Users and Non-Users GS 
Statement Factor 1 Factor2 Factor 3 Factor 4  
I can search for information .805 -.031 .022 .100 
It's easy to get information .794 .182 .130 .122 
I can keep up with current issues and events .579 .047 .159 .262 
I can access what I want when I want .691 .457 .225 .081 
I can access what I want right away .634 .521 .263 .041 
I can access only the content I like .057 .835 .066 .121 
It gives me greater control of my media experience .125 .611 .122 .364 
I can talk with friends about the content .058 .221 .202 .811 
I can see what other people have to say .120 .135 .125 .822 

I can access media that my friends tell me about .163 .113 .168 .822 

I can share content with others. .230 .073 .257 .764 

It's enjoyable. .256 .116 .835 .236 
It entertains me. .210 .145 .871 .214 
It's fun. .214 .151 .883 .175 
It makes me happy. .026 .270 .722 .197 
I can get the content I want when I want. .491 .665 .260 .040 
I can access content any time of day or night. .537 .388 .241 .193 
I can access the content I want right away. .504 .625 .258 .107 
I can access just the content I like. .103 .837 .174 .134 

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser 

Normalization. Rotation converged in 6 iterations. 
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Table 41: Oblimin Rotation for Users and Non-Users GS   

Statement Factor 1 Factor2 Factor 3 Factor 4  

I can search for information .110 .197 -.207 .793 
It's easy to get information .332 .262 -.355 .831 

I can keep up with current issues and events .186 .359 -.336 .620 

I can access what I want when I want .593 .261 -.472 .780 

I can access what I want right away .646 .230 -.500 .735 

I can access only the content I like .843 .240 -.277 .204 
It gives me greater control of my media experience .668 .466 -.346 .270 
I can talk with friends about the content .335 .856 -.416 .205 
I can see what other people have to say .252 .850 -.342 .243 
I can access media that my friends tell me about .243 .860 -.386 .287 
I can share content with others. .221 .823 -.463 .351 
It's enjoyable. .290 .422 -.906 .402 
It entertains me. .314 .405 -.930 .363 
It's fun. .318 .371 -.935 .365 
It makes me happy. .385 .356 -.776 .182 
I can get the content I want when I want. .764 .228 -.497 .618 

I can access content any time of day or night. .514 .344 -.462 .635 

I can access the content I want right away. .733 .289 -.503 .631 
I can access just the content I like. .867 .278 -.390 .265 

Extraction Method: Principal Component Analysis. Rotation Method: Oblimin with Kaiser 

Normalization 

Table 42: Varimax Rotation for User GS from Internet 
 Statement Factor 1 Factor2 Factor 3 Factor 4  Factor 5  

I can search for information. .209 -.016 .117 -.034 .806 

It's easy to get information. .382 .103 .087 .123 .742 

I can keep up with current issues and events. .016 .179 .214 .196 .685 
I can access what I want when I want. .744 .172 .091 .167 .397 
I can access what I want right away. .755 .222 .062 .218 .334 
I can access only the content I like. .240 .106 .061 .855 .112 
It gives me greater control of my media 
experience. 

.207 .157 .346 .612 .233 

I can talk with friends about the content. .085 .180 .798 .252 .108 
I can see what other people have to say. .147 .143 .803 .089 .128 
I can access media that my friends tell me 
about. 

.157 .188 .828 .058 .114 

I can share content with others. .151 .211 .807 .046 .115 
It's enjoyable. .235 .842 .258 .033 .123 
It entertains me. .259 .864 .228 .079 .087 
It's fun. .186 .892 .164 .095 .128 
It makes me happy. .074 .730 .149 .289 .003 
I can get the content I want when I want.. .743 .207 .092 .389 .127 
I can access content any time of day or night. .729 .148 .324 .066 .056 
I can access the content I want right away. .799 .198 .195 .306 .081 
I can access just the content I like. .328 .167 .116 .822 .008 

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser  

Normalization. Rotation converged in 7 iterations. 
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Table 43: Factor Statements and Means for Internet Use of NPR.org Users   
I use the Internet because… Mean 

  
Access Factor  
     I can access what I want when I want.                   6.41 
     I can access what I want right away. 6.27 
     I can get the content I want when I want. 6.19 
     I can access content any time of day or night. 6.53 
     I can access the content I want right away. 6.26 

  Social Factor 
 

     I can talk with friends about the content 5.76 
     I can see what other people have to say 5.67 
     I can access media that my friends tell me   about 6.06 
     I can share content with others. 6.13 
  
Information Factor  
     I can search for information 6.85 
     It's easy to get information 6.60 
     I can keep up with current issues and events 6.63 

Table 44: Supplemental Model Summary Importance of New Media 

  
R 
Square 

Adjusted 
R Square 

Std. Error of 
the Estimate 

R Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

         Model 1a .045 .043 1.699 .045 23.407 1 496 p<.000 

Model 2b .062 .058 1.686 .017 8.765 1 495 .003 

a.Predictors: (CONSTANT), Information 

b.Predictors: (CONSTANT), Information, Social Interaction 

 

Table 45: ANOVA
c 
 Supplement Importance of New Media 

 Sum of 
Squares df 

Mean 
Square F Sig. 

Model 1  

       Regression 67.578 1 67.578 23.407 p<.000a 

Residual 1432.028 496 2.887 

  Total 1499.606 497 
 

  Model 2    

    Regression 92.494 2 46.247 16.269 p<.000b 

 
Residual 1407.112 495 2.843 

  
 

Total 1499.606 497 
 

  a. Predictors: (CONSTANT), Information  

b. Predictors: (CONSTANT), Information, Social Interaction 

c. Dependent Variable: New media technologies on NPR.org are important to me 
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Table 46: Coefficients
a  

Supplement Importance of New Media 

 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B 
Std. 
Error Beta 

Model 1 (Constant) 1.022 .889 

 

1.150 .251 

Information .640 .132 .212 4.838 p<.000 

Model 2 (Constant) .823 .884 
 

.931 .352 

Information .486 .141 .161 3.445 .001 

Social Interaction .208 .070 .139 2.961 .003 

a. Dependent Variable: New media technologies on NPR.org are important to me 

 

Table 47: Excluded Variables
c Supplement Importance of New Media 

 

Beta In t Sig. 
Partial 
Correlation 

Collinearity 
Statistics 

Tolerance 

Model 
1 

Access .096a 1.832 .067 .082 .700 

Social Interaction .139a 2.961 .003 .132 .865 

Entertainment .128a 2.800 .005 .125 .906 

Model 
2 

Access .063b 1.173 .241 .053 .660 

Entertainment .090b 1.842 .066 .083 .782 

a. Predictors: (CONSTANT), Information  

b. Predictors: (CONSTANT), Information, Social Interaction 

b. Dependent Variable: New media technologies on NPR.org are important to me 

Table 48: Model Summary Supplement Usefulness of New Media 

    
Change Statistics 

  
R 
Square 

Adjusted 
R Square 

Std. Error of 
the Estimate 

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

         Model 
1a 

.028 .026 1.025 .028 14.196 1 496 p<.000 

Model 
2b 

.038 .034 1.021 .010 5.083 1 495 .025 

a. Predictors: (CONSTANT), Information 

b. Predictors: (CONSTANT), Information, Social Interaction 
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Table 49: ANOVA
c  

Supplement Usefulness of New Media 
  Sum of 

Squares df Mean Square F Sig. 

Model 1  

       Regression 14.926 1 14.926 14.196 p<000a 

Residual 521.507 496 1.051 
  

Total 536.434 497 
   

Model 2    

    Regression 20.227 2 10.113 9.698 p<.000b 

Residual 516.207 495 1.043 
  

Total 536.434 497 
   

a.  Predictors: (CONSTANT), Information 

b.  Predictors: (CONSTANT), Information, Social Interaction 

c.  Dependent Variable: New media technologies on NPR.org should be useful  

Table 50: Coefficients
a  Supplement Usefulness of New Media 

 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

Model 1 (Constant) 4.397 .536 
 

8.199   p<.001 

Information .301 .080 .167 3.768 p<.001 

Model 2 (Constant) 4.305 .536 
 

8.038 p<.001 

Information .230 .086 .127 2.689 .007 

Social Interaction .096 .042 .107 2.255 .025 

a. Dependent Variable: New media technologies on NPR.org should be useful  

 

Table 51: Excluded Variables
c
 Supplement Usefulness of New Media 

 

Beta In t Sig. 
Partial 
Correlation 

Collinearity 
Statistics 

Tolerance 

Model 
1 

Access .095a 1.792 .074 .080 .700 

Social Interaction .107a 2.255 .025 .101 .865 

Model 
2 

Access .070b 1.298 .195 .058 .660 

a. Predictors: (CONSTANT), Information 

b. Predictors: (CONSTANT), Information, Social Interaction 

c. Dependent Variable: New media technologies on NPR.org should be useful 
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Table 52: Model Summary Supplement Ease of Use of New Media 

    
Change Statistics 

  R Square 
Adjusted 
R Square 

Std. 
Error of 
the 
Estimate 

R 
Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

         Model 
1a 

.058 .056 0.931 .058 30.333 1 496 p<.001 

Model 
2a 

.077 .074 0.922 .020 10.562 1 495 .001 

a. Predictors: (CONSTANT), Information 

b. Predictorss: (CONSTANT), Information, Social Interaction 

 

Table 53: ANOVA
c  

Supplement for Ease of Use of New Media 

 Sum of 
Squares df Mean Square F Sig. 

Model 1  

       Regression 26.289 1 26.289 30.333 p<.001a 

Residual 429.871 496 .867 
  

Total 456.161 497 
   

Model 2    

    Regression 35.270 2 17.635 20.740 p<.001b 

Residual 420.891 495 .850 
  

Total 456.161 497 
   

a. Predictors: (CONSTANT), Information 

b. Predictors: (CONSTANT), Information, Social Interaction 

c. Dependent Variable: New media technologies on NPR.org should be easy to use 

Table 54: Coefficients
a  Supplement for Ease of Use of New Media 

 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

Model 1 (Constant) 3.854 .487 
 

7.917 p<.001 
Information .399 .072 .240 5.508 p<.001 

Model 2 (Constant) 3.735 .484 
 

7.723 p<.001 
Information .307 .077 .185 3.975 p<.001 
Social 
Interaction 

.031 .010 .151 3.250 .001 

a. Dependent Variable: New media technologies on NPR.org should be easy to use 
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Table 55:  Excluded Variables
c 
 Supplement for Ease of Use of New Media 

 

Beta In t Sig. 
Partial 
Correlation 

Collinearity 
Statistics 

Tolerance 

Model 1 Access .125a 2.414 .016 .108 .700 
Social 
Interaction 

.151a 3.250 .001 .145 .865 

Entertainment .119a 2.624 .009 .117 .906 
Model 2 Access .090b 1.706 .089 .077 .660 

Entertainment .075b 1.542 .124 .069 .782 

a. Predictors: (CONSTANT), Information 

b. Predictors: (CONSTANT), Information, Social Interaction 

c. Dependent Variable: New media technologies on NPR.org should be easy to use 
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APPENDIX B 

 
INTERNAL REVIEW BOARD (IRB) APPROVAL 

 
 
Office of the Vice President For Research 
Human Subjects Committee 
Tallahassee, Florida 32306-2742 
(850) 644-8673 · FAX (850) 644-4392 
 
APPROVAL MEMORANDUM (for change in research protocol) 
 
Date: 6/2/2010 
 
To: Kristine Johnson 
 
Address: 3100 University Center, Building C Tallahassee, FL 32306-2651 
Dept.: COMMUNICATION 
 
From:   Thomas L. Jacobson, Chair 
 
Re:     Use of Human Subjects in Research (Approval for Change in Protocol) 
Project entitled: Audience use of new media applications on NPR.org: An exploratory 
study 
 
The form that you submitted to this office in regard to the requested change/amendment 
to your research protocol for the above-referenced project has been reviewed and 
approved. 
 
If the project has not been completed by 4/14/2011, you must request a renewal of 
approval for continuation of the project. As a courtesy, a renewal notice will be sent to 
you prior to your expiration date; however, it is your responsibility as the Principal 
Investigator to timely request renewal of your approval from the Committee. 
By copy of this memorandum, the chairman of your department and/or your major 
professor is reminded that he/she is responsible for being informed concerning research 
projects involving human subjects in the department, and should review protocols as 
often as needed to insure that the project is being conducted in compliance with our 
institution and with DHHS regulations. 
 
This institution has an Assurance on file with the Office for Human Research Protection. 
The Assurance Number is IRB00000446. 
 
Cc: 
HSC No. 2010.4602 
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