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REVISITING QUALITY TELEVISION: AUDIENCE PERCEPTIONS
Abstract

This paper analyzes what the audience understands by the concept of quality as applied
to television channels. This research also examines the influence of the perceived quality
of the different programs broadcasted by a channel on the perceived quality of the whole
channel. The empirical part is based on the answers provided by a sample of 405
respondents in Spain. The factors found to be associated with the idea of quality television
by the audience are somewhat different depending on the method used to assess it, which
points to the existence of social desirability bias when asking directly about it.
Notwithstanding these differences, entertainment is the characteristic that the audience
most consistently associates with the concept of quality in television channels. The results
also show that news programs, movies and magazines, and talk shows are the genres with
a greatest influence on the assessment of the quality of a television channel by the
audience.
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Introduction

Although the concept of quality television has been widely used and studied, there
is still an absence of a commonly accepted definition. There are several reasons that can
justify this situation (Owen and Wildman, 1992). Definitions of quality from other
industries are difficult to translate into the arena of media because of its intangible nature.
This is the case of classical definitions of quality from engineering such as “conformance
to requirements” or “number of defects per million opportunities” that have been very

influential in quality management (Crosby, 1979).



Moreover, quality television can be studied from several points of view: managers
of media firms, professionals, academics or the audience (Berné-Manero et al., 2013).
For example, from the perspective of experts and practitioners, special attention has been
paid to the identification of objective ingredients of television quality (Wober, 1990;
Leggatt, 1996; Zaller, 2003). From the perspective of viewers, the approach has consisted
of identifying quality television with meeting customer expectations (Liu et al., 2004).
However, this idea, stressing the relationship with satisfaction of one’s own needs and
enjoyment, ignores that television is not merely a consumption product generating private
benefits, but is also a public service that must pursue social goals (Costera Meijer, 2003).

These difficulties in defining the concept of quality television, especially from the
perspective of viewers, have led to a scarcity of empirical studies. Within this context,
the goal of this paper is to shed some light on the topic by analyzing a sample of 405
Spanish television viewers. More concretely, we focus on the consideration of the concept
of quality television by the audience at the channel level. Our objective is threefold.
Firstly, we offer empirical evidence on the answers of the viewers to the question of which
factors they associate more to the concept of quality television. Secondly, we focus on
the problems related to the measurement of the real opinions of viewers on the topic.
Finally, we analyze the relationship between the perceived quality of a channel and that

of the programs it broadcasts.

Theoretical background
Meaning of quality television for viewers

Quality television is a complex concept and can have different meanings. Our
approach to quality is multidimensional, as in the literature assessing television

programmes from multiple attributes (Lu and Lo, 2007). Next, we will refer in detail to



these different factors with which quality television has been associated from the point of
view of consumers (Bayo-Moriones et al., 2015).

When analyzing the role of public televisions, quality television has been linked to
the idea of public service. Therefore, quality has been associated with the fulfilment of
the classical triple function of the media: informing, educating and entertaining (Blumler,
1991). When asked, viewers agree to a large extent with these elements as ingredients of
what they consider quality television (Ishikawa, 1996).

Regarding the function of information, quality has been associated with the
concepts of independence, pluralism, objectivity, veracity, balance, neutrality, rigor and
trustworthiness (Aguilar-Paredes et al., 2016; Hampton, 2008; Gonzalez-Gorosarri, 2017;
Patterson, 2000; Westerstahl, 1983).This involves balancing stories with multiple and
diverse points of view, a variety of knowledgeable sources and the presence and
expression of diverse ideas and ideologies representative of the different segments in
society (Wildman and Owen, 1985). This concept of diversity of ideas has also received
the name of open diversity (Van der Wurff, 2004), which has been more popular within
the realm of media policy, especially in the public sector (Park, 2005) The news should
also be relevant and useful in order to understand a complex world (Heinderyckx, 2006).

In the case of the role of entertainment, quality television means that watching it
provides viewers with disconnection from problems and unpleasant circumstances,
providing relaxation, aesthetic pleasure and emotional release (Tannenbaum, 2014).
Entertainment involves holding the interest of the audience, being fun one of the main
emotional gratifications (Bartsch, 2012). Therefore, in most cases audience satisfaction
or perceived quality happens to be an “entertaining proposal” which the viewer enjoys.

As far as education is concerned, viewers understand quality television as one that,

in at least part of its programming, focuses on the arts and sciences, making scientific



knowledge comprehensible by presenting the latest discoveries and findings, favouring
debates on cultural topics, opening people’s minds to new ideas and perspectives and
enabling the audience to learn about other cultures (Singhal & Rogers, 2002). Caffarel
(2005) underlines that education in current societies does not rest in schools only, but is
also nurtured by the contents offered on television. In this line, she suggests that public
quality television must contribute to cultural and social education in areas such as health,
accident prevention and distance education.

Closely related to this educational role of quality television is the promotion of
desirable values (Samaniego & Pascual, 2007). This goes beyond the transfer of
knowledge to viewers but means presenting civic values such as the healthy lifestyles and
respect for the environment, and avoiding undesirable contents, such as violence and
pornography (Artero et al., 2016). Quality television should promote desirable values,
discourage undesirable behaviours, embed the principle of citizenship and generate
critical consciousness (Camacho, 2005; Caffarel, 2005; Vila & Kiister, 2014). The
evaluation of the quality of a television channel should include not only the analysis of
audiences but also its ability to promote values (Caffarel, 2005).

The variety of contents is a dimension very often associated with the quality of a
given television channel (McQuail, 1992; Peitz &Valletti, 2008). Although the concept
of diversity applied to television may have different meanings, from the point of view of
the audience the most relevant one has to do with the number of different genres included
in the programming structure, that is, content diversity (Wildman and Owen, 1985). This
vertical diversity is associated with quality because it involves the possibility of meeting
the expectations of a wider audience (Gutiérrez, 2000). Moreover, the more diverse the
programming of a channel is, the more functions can be fulfilled and more balanced

consumption choices are made by viewers (Park, 2005).



Some authors also include commitment to society as an element of quality
television (Heinderyckx, 2006). In order to fulfil this requirement, television should cover
events relevant to society, and reflect realities and facts important for the whole
population, so that all social segments and minorities are represented (Murschetz, 2002).
Quality television should be in contact with the most immediate realities of the population
(Caffarel, 2005). A concept related to this idea is diversity as access, referring to the
permeability of the media to different voices, groups and social interests (Pujadas and
Oliva, 2007). From this approach television quality is not just a matter of the channel and
the viewer, but takes into account the interests of a wider range of stakeholders (Artero et
al., 2015).

Another dimension of quality television proposed by some authors is originality.
For example, Thompson (1997) considers that quality television is not “regular
television”. In his opinion, the quality in television requires innovation and being different
to anything ever seen (Broadcasting Research Unit, 1989). That is, quality television must
break rules (Thompson, 1997). Originality and innovation mean discarding the imitation
of competitors’ programming strategies. Singularity is opposed to the idea of commercial
competition and television.

Although technical excellence, associated to taste and aesthetics (Bottomley, 2015),
has been considered in the concept of quality television more frequently when analysed
from the perspective of professionals such as program creators, members of juries and
television reviewers, viewers can also form their own opinion. Although they may lack
the expertise to assess this aspect in detail, they have the ability to make general
appraisals, detect extremely high and low technical quality and are sensitive to production
value when assessing quality (Cummins & Chambers, 2011). For instance, a large-scale

survey among television users in Israel found that although the audience is not very good



at discerning gradations of production value among different programs and genres,
technical characteristics explain television program appreciation and quality evaluations”
among viewers (Shamir, 2007). Quality television should not be understood as elitist; it
must be appreciated as quality television by the majority of the audience (Camacho, 2005)
and this can be achieved with technical quality in formats, ideas, scripts, illumination,
sound, scenography, photography and hosts (see, for example, Dhoest, 2014, for dramas,
and Guerrero & Etayo, 2015, for entertainment programs).

The promotion and even the defence of the local culture is another element posed
by some authors as proper to quality television (Heynderickx, 2006). In this line,
promoting the knowledge of the domestic cultural manifestations and the maintenance of
traditions has always been at the core of the public service nature of public televisions,
either at the national or regional level. This promotion of local culture is associated to the
protection and diffusion of the national language as an objective need and the bet for the
national film industry (Caftarel, 2005).

Finally, quality can be understood by the viewers as fulfilling their desires when
watching television (Vorderer et al., 2004). Such subjective dimension has been
influenced in a relevant way by the new multi-screen universe (Phalen & Ducey, 2012).
This involves a definition of quality as the adjustment to the interests and preferences of
the viewers (Del Valle, 2005). Viewers consider a television channel as good quality as
long as their needs are met and programmes respond to their tastes (Connolly et al., 2015).
From this perspective perceived quality is closely related to audience satisfaction (Bayo-
Moriones et al., 2015; Von-Rimscha et al., 2010). This dimension of quality is general in
that it refers not only to the program type but also to the values and opinions conveyed
by the channel.

In summary, there are ten potential dimensions of quality television from the point



of view of the consumers: information, entertainment, education, promotion of desirable
values, content variety, commitment to society, originality, technical quality, protection

of local culture and adjustment to one’s own preferences and opinions.

Measuring the concept of quality television for viewers

The meaning of quality television for viewers has traditionally been measured by asking
them directly about it. The main advantages of this method are its simplicity and
straightforwardness. Although the concept of quality television is complex, as explained
above, the question is direct and clear and respondents do not find many difficulties in
answering it. This approach corresponds to the stated importance method used in the
marketing research to measure the relative impact of specific attributes of products on
customers’ satisfaction with them (Chu, 2002; Kozak, 2001).

However, problems may appear in taking this approach. Measuring the opinions
of people so directly might lead to social desirability biases (De Jong et al., 2010; Dalton
and Ortegren, 2011), thus the interviewees answer in a way they expect to be viewed more
favourably by the interviewer. When they answer questionnaires about quality television,
they tend to look for the “right answer”, quoting some socially accepted traits or requisites
that make them seem educated, cultured, altruistic and sophisticated.

This potential problem makes it advisable to explore the feasibility of other
methods to identify the real opinions of people on quality television. The traditional
debate around quality television has focused on the contradictions between what people
think about quality and how they behave. From this perspective, a suggested proxy for
quality opinions could be the patterns of television watching. However, this perspective
ignores that perceived quality, preferences and behaviour are different theoretical

concepts: a consumer may consider a certain channel as quality television but does not



like it and, therefore, decide not to watch it. For example, many viewers say that in order
to reach high standards, a channel should broadcast balanced documentaries, cultural
programs and films from local origin but these genres usually achieve low audience rates
(Claussen, 2004).

Therefore, having discarded viewing patterns as an adequate measure for the
meaning of quality television for the audience, alternatives are needed. One consists of
measuring it indirectly. This is what the marketing research literature has defined as the
derived or revealed importance method, which aims to measure the importance of
attributes in relative terms (Haber and Lerner, 1999). The logic behind this implicit
importance measures is to relate performance at the attribute-level of a product or service
to a measure of overall performance (Mikulic et al., 2016; Huang and Sarigollii, 2008).

This involves performing several steps. Firstly, viewers are asked about their
opinion on the overall quality of a given television channel. Secondly, they are requested
to assess the channel according to the different dimensions suggested to make up the
concept of quality television, such as educational, etc. Thirdly, a correlation analysis
between the overall quality measurements and the different quality dimensions is
conducted. A positive and high correlation of a dimension with the overall quality
measurement indicates that the dimension is very important for the respondents in
determining perceived quality. When that correlation is around zero, the result reveals
that viewers do not consider that dimension as relevant in their idea of quality. Therefore,
this method attempts to reveal the true meaning of quality television for the audience by
discovering what happens when they have to apply the concept to the television channels

they know.

The quality of a channel as an aggregate
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Another potential approach to analyzing quality lies in considering television channels as
a simple set and sequence of programs. For example, Chan-Olmsted and Kim (2002)
highlight that programming has a large influence on viewer perception of the quality of
the television channel, as compared to aspects such as advertising and corporate
communication actions. Therefore, the overall perception of the channel would be the
result of the aggregation of the perceptions about the different individual programs or
genres broadcasted. In this formative approach, the channel itself would not provide any
positive (or even negative) value in terms of quality to the programs contained in it.

The question that emerges is how the individual perceptions of quality of the
programs are aggregated in order to obtain the overall score. Obviously, the simplest way
to do so would be by computing the average. However, it does not seem reasonable to
consider that, when evaluating the quality of a channel, viewers assign the same
importance to all programs. Genre preference, defined as television viewers’ predisposed
liking of one specific program genre among a set of available program types, has been
found to be an important predictor in viewing choices, behaviours and attitudes (Guo and
Chan-Olmsted, 2015).

These differences could be related to several factors. One of them is the importance
of the program or genre in the scheduling. If a genre occupies a large proportion of the
broadcasting time of the channel, it should have a great influence in how viewers perceive
that channel.

The same would apply when considering the popularity of the genre. It is not only
broadcasting time, but also how many people watch the genre which has an impact on the
global assessment of the channel. When analyzed for the whole audience, the best-known
and most frequently watched programs should be more influential in determining the

overall perception of quality.
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Another important issue at this point is the ability of a television company to create
programs which are different from those offered by the competition. Whereas there are
genres where it is difficult to generate distinctive approaches or which can be easily
imitated by competitors, there are others that are crucial in defining the identity of
television channels. For example, Ahlers (2006) argues that news programs may generate
strong links with the audience, constituting an effective barrier against replacement or
competition from other channels. This might explain why important resources are
invested in news programs, in spite of their being difficult to recover during such
programs’ advertising breaks (Chan-Olmsted & Kim, 2001). Consequently, the perceived
quality of news programs should have a stronger effect on the perceived quality of the
channel as a whole than other television genres. The opposite may occur with movies: the
viewer may understand that the channel is only responsible for broadcasting them but not

for producing them.

Research questions

As a summary, the following research questions are addressed empirically in the
next section:
RQ1. What are the factors most associated with quality television by viewers?
RQ2. When analyzing how the audience ranks the importance of the different dimensions
of quality television, do the direct method and the indirect procedure provide the same
results?
RQ3. Which genres are most influential in the overall perceived quality of a television

channel?

Methods
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The Spanish television market

The Spanish television market has evolved from the public monopoly (until 1990) to an
oligopoly with a broad variety of local, regional and national television channels. The
economic crisis was particularly harmful for the advertising industry: television
advertising expenditure decreased from 3.468 M € in 2007 to 1.703 M € in 2013
(InfoAdex, 2015). Such a deep and lasting crisis, together with the consequences of the
analogue switch-off, fostered some concentration operations after 2012. The high fixed
costs needed to preserve digital licenses were joined by the increasing fragmentation of
the audience, the threats of pay television and an increase in the price of the most desirable
contents, such as sports (Garcia-Santamaria et al., 2014).

As a result, several channels failed and two big audiovisual groups emerged: the
Italian owned Gestevision and Atresmedia. In 2014, together they accounted for 58.4 %
of the audience and 86.3 % of the advertising television market (Kantar Media, 2015).
There has been a clear displacement of advertising in conventional media towards these
large mainstream channels because of their territorial control and high audience levels
(Garcia-Santamaria et al., 2014). In that year, Gestevision owned six national channels
which accounted for 30.7 per cent of the Spanish television audience. Five channels
belonged to Atresmedia; their combined audience market share was 27.7 per cent. The
public corporation RTVE has two national channels (16.7 per cent of the audience). Other
groups had market shares below four per cent.

Each of the three big players has a general-content leading channel: Telecinco
(owned by Gestevision) reached 14.5 per cent of the audience in 2014, while Antena 3
(Atresmedia) had 13.6 per cent, and TVE1 (RTVE) was third, with 10 per cent (Kantar
Media, 2015). There are some differences among the channels’ programming strategies:

Telecinco broadcasts many reality shows and contests and its news programs are more
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left-wing. The main bets of Antena 3 are drama and movies and it is more right-wing.
TVE]1 has more cultural and news contents and does not have advertising.

The launching of new channels during the last fifteen years has fostered an increase
in television consumption in Spain: from 210 minutes per person in 1998 to 235 minutes
in 2010 and 238 minutes in 2014 (Kantar Media, 2015). Such an increase over the last
few years may be the result of another factor: the crisis; in some way, the audience of

commercial television is countercyclical.

Sample
Since we focus on the perception of quality television by consumers, our unit of analysis
is the television viewer. Since almost everyone is a consumer of television, the population
of television viewers can be identified with the whole population. Confirming this
assumption, a study conducted by Kantar Media (2013) reported that 98.2% of people
living in Spain had watched television at least one minute in the last month. In our study
we will restrict the population to individuals over 14 years old to guarantee their
understanding of the questions in the survey.

For the purpose of data collection, a questionnaire was developed by the authors.
The first set of questions investigated the socioeconomic and demographic profile of the
respondents. The second part was made up of several questions related to television
consumption and preferences patterns. Finally, the last part included several questions
requiring the assessment of the dimensions of quality television explained in the previous
section for Antena 3.

Taking into account the characteristics and evolution of the Spanish television
market described above, there were several reasons that led us to choose Antena 3 as the

subject of our analysis. A group of them have to do with the knowledge of the channel by
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potential respondents and their ability to answer questions included in the questionnaire.
In order to get reliable responses, the selection of a channel well-known by the audience
was needed. Several reasons made Antena 3 an adequate option from this perspective.
Firstly, it is one of the three channels in Spain with higher audience rates, together with
Telecinco and TVEL. Secondly, it is one of the two oldest private television channels in
Spain, together with Tele 5, which increases the audience’s familiarity with them.
Thirdly, the programming strategy of the channel has remained stable throughout the
years, what makes Antena 3 a channel whose main and distinctive features can be easily
identified by the audience.

There were other reasons that justified this choice. Antena 3 is a private channel,
therefore free from the constraints and labels usually placed on public channels regarding
quality and public service. The evaluation of public channels by the audience might be
subject to bias derived from social desirability. Furthermore, there is variation among the
audience on the perception of its quality. Whereas Tele 5 is generally regarded by most
viewers as a low-quality product, there is more diversity of opinions about Antena 3. This
variation in the dependent variable is necessary when estimating empirical models. In the
study by Centro de Investigaciones Socioldgicas (2010), 8.17% of the respondents
considered Antena 3 as a very good quality channel; 39.46% as good quality; 42.58% as
poor quality and 9.78% as very poor quality. The percentages for Telecinco were 6.20%,
29.38%, 38.25% and 26.18% respectively.

A sample of 418 respondents was obtained from the population living in Navarra,
a region in Northern Spain. The sampling method was quota sampling. The subgroups
used to define the quotas were sex and age intervals. The proportions by sex and age
intervals in the sample are not statistically different to the proportions in the population.

The collection of the information was made through face-to-face interviews with the
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respondents. In order to ensure that our respondents were Antena 3 viewers a filter
question was used. This question asked the respondents how frequently they watched
Antena 3. If the answer was never or almost never, they were considered not suitable to
answer the items related to the quality of the channel. 418 respondents started to answer
the questionnaire and 13 indicated that they never or almost never watched Antena 3 and,
therefore, are not considered in the analysis because of their lack of knowledge of the
channel. Among the final respondents, 48.6% were men and 51.4% women. 17.1% were
between 14 and 24 years old; 35.9% between 25 and 44; 27.2% between 45 and 64, and
19.8% were 65 or older.
Measures
Meaning of quality television. Respondents were asked about the characteristics that in
their opinion best define quality television. They were provided with the ten definitions
explained in the theoretical section of the paper: informative, entertaining, educational,
the values it conveys are desirably varied in contents, committed to society, original, of
good technical quality, protective of Spanish culture and fit in with my preferences and
opinions. They were requested to rank them, so that the score was 10 for the most
important aspect, 9 for the second most important and so forth until 1 for the least
important. Forcing respondents to make trade-offs among attributes provides more valid
measures than requesting an absolute assessment of the importance (Chrzan and
Golovashkina, 2006).

Quality assessment of the television channel. Interviewees were asked to evaluate
the quality of Antena 3 through a 5-point Likert scale (1-very poor; 5-very good). 2% of
the respondents answered the quality was very poor, 7.6% poor, 30.1% medium, 41.3%

good and 19% very good. This measure is very similar to other measures used in the
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literature to the assessment of the quality of television channels by viewers (Vallejo &
Villena, 2015).

Assessment of factors associated with the quality of the channel. Respondents were
asked to indicate their agreement or disagreement on a 5-point Likert scale (1-strongly
disagree; 5-strongly agree) with a series of statements on Antena 3. These items were
intended to capture the opinions of viewers regarding the ten dimensions associated with
quality television. We have developed the items from the conceptualization of the
dimensions presented in the theoretical section. Exploratory factor analyses with varimax
rotation were conducted for the items aimed at measuring each of the ten factors, ensuring
that all items displayed significant loadings in the same factor. These involved dropping
9 of the 65 original items. To ensure that the items used to operationalize the constructs
were internally consistent, reliability analysis was carried out using Cronbach’s alpha.
These reliability coefficients are higher than the recommended level of 0.70 in all cases
(see Table 1). Additive indices were computed for each factor.

INSERT TABLE 1 ABOUT HERE

Quality assessment of the different genres on the television channel. Interviewees
were asked to evaluate the quality of the different program genres on Antena 3 through a
5-point Likert scale (1-very poor; 5-very good). They were provided with some examples
of names of current and recent programs for each genre in order to facilitate the answer.
The respondents were asked about twelve genres: news; magazines and talk shows;
movies; fiction television series; game shows; sports; documentaries; reality television;

music and talent search; entertainment and humour; divulgatives; and docufiction.

Procedure
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The direct analysis of the opinions of viewers on the meaning of quality television will
be based in the frequency distribution of their responses. Wilcoxon tests will be conducted
to study whether there are significant differences in their average position in the ranking
made by viewers.

In order to capture the factors associated with quality television in an indirect way,
an ordinary least squares model where the dependent variable is the quality assessment
of the television channel and the independent variables are the assessment of the factors
associated with the quality of the channel has been estimated. Given the ordinal nature of
the dependent variable, an ordered logit model has been estimated to check that the results
are robust to the econometric specification. The same procedure will be used to test the
influence of the perceived quality of the different genres on the perceived quality of the

whole channel.

Results
Table 2 displays the frequency distribution of the answers to the request to rank ten factors
according to their importance in defining quality television for the viewer. When asked
about the most important factor, the most frequent answer was that quality television must
inform well and be neutral (28.6%), followed by it must entertain (18%), it must educate
(11.4%) and must adjust to my preferences and opinions and promote desirable values
(10.71%). The least chosen options were it must be of good technical quality (1.5%),
protect Spanish culture (2%), be varied in contents (4.7%), committed to society (5.9%)
and original (6.4%).
INSERT TABLE 2 ABOUT HERE
Looking at the answers to the question on the least important dimension, the results

are as follows. The options chosen most frequently are protection of Spanish culture
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(26.9%), good technical quality (22.2%) and adjustment to my preferences and opinions
(20.2%). These are followed by varied in contents (6.9%), committed to society (6.4%),
conveys desirable values (5.9%), original (4.9%), educational and entertaining (2.2%)
and informative (2%).

Finally, in the last row the mean for the place order in the ranking is displayed.
According to this, good information and neutrality are the most important dimensions,
since the average value is the highest (7.291). It is followed by entertaining (6.746),
educational (6.486), conveys desirable values (5.844) and original (5.696). In mid-low
positions we can find committed to society (5.422) and varied in contents (5.235). Finally,
adjustment to my preferences and opinions (4.830), technical quality (3.852) and
protective of Spanish culture (3.598) show the lowest mean scores.

The results of the Wilcoxon tests conducted to check whether there are statistically
significant differences between the dimensions in their medians indicate that the
differences in the scores in the last row in Table 2 are significant in all comparisons except
for four pairs: entertaining — educational; conveys desirable values — original; conveys
desirable values — committed to society and original — committed to society.

Therefore, independently of how we analyze the answers to the direct question on
how television quality is defined, the results are quite consistent. Informative is the
dimension most identified with quality television, followed by entertaining and
educational. The least relevant dimensions are variety in contents, adjustment to own
preferences and opinions, good technical quality and protective of local (in this case
Spanish) culture.

Indirect measure of factors associated with quality television by viewers. Table 3 includes
the results of the models analyzing the influence of the assessment of different aspects of

the channel on the evaluation of its quality by the viewer. The first column displays the
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results of the ordinary least squares analysis, whereas the second column shows the results
of the ordered logit models.
INSERT TABLE 3ABOUT HERE

Regarding the statistical significance of the independent variables, we can see that
there are no differences between the two models, which indicates robustness in the results
independently of the econometric estimation technique.

Four dependent variables emerge as significant. The variable with the lowest
significance (p<0.10 in the ordered logit model and p<0.05 in the OLS model) is that
assessing the originality of the channel. Our results indicate that the more original the
viewer perceives Antena 3, the more quality she attributes to the channel. The three
remaining significant independent variables are those measuring whether the respondent
considers the channel is varied in contents (p<0.05), entertaining (p<<0.01) and adjustment
to own preferences and opinions (p<0.01). The sign of the coefficients of the three
variables is positive. Therefore, the more entertaining a viewer finds a channel, the more
quality she thinks it has. This also occurs with variety in contents. Moreover, when the
viewer perceives that a channel coincides with her genre preferences, opinions and values,
she considers it of greater quality. The remaining six independent variables are non-
significant in the two models.

Although there are pairs formed by the coefficient of a significant variable and the
coefficient of a non-significant one where the test of equality of coefficients cannot be
rejected, these results lead to quite a clear ranking of the factors with which viewers
associate quality television.

If we compare this ranking with the ordination obtained when asking the viewer
directly about the meaning of quality television, we can find some similarities and many

dissimilarities. Entertaining is a highly valued attribute independently of the approach
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used. The same happens with originality, which occupies a middle position in both cases.
In addition, the protection of Spanish culture is clearly the least considered factor in
defining quality in the two approaches.

However, for the remaining dimensions there are some relevant differences in the
position they occupy in both rankings. Among the dimensions that are most valued in the
stated importance approach we can find: informative, educative, desirable values and
commitment to society. In the opposite situation, there are: technical quality, program
variety and an offer coincident with the viewer preferences and values.

The influence of perceived quality of genres on the perceived quality of the whole channel.
Table 4 reports the results of the estimations analyzing the influence of the perceived
quality of twelve genres of Antena 3 programs on the assessment of the overall quality of
the channel. As in Table 4, the first column shows the results of the ordinary least squares
model, whereas the second column shows those of the ordered logit model.

INSERT TABLE 4 ABOUT HERE

Empirical models in Table 4 clearly show that news programs are those whose
perceived quality has the largest impact on the perceived quality of Antena 3. The next
genre in importance is sports. The other four genres for which a positive and significant
relationship has been detected are reality shows, movies, magazines and talk shows and,
to a minor extent, game shows. The perceived quality of fiction television series,
documentaries, music and talent search, entertainment and humour, divulgatives and

docufiction does not seem to influence the overall perceived quality of the channel.

Conclusions
In this paper we have empirically investigated the concept of quality television from the

perspective of viewers. More specifically, we have focused on three goals. First, we have
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analyzed the response of the viewers to the direct question on what they think quality
television is. This has led to a ranking of the factors that the viewer associates to a greater
extent with television quality. Next we have analyzed whether this ordination remains the
same when identifying these factors indirectly. Finally, we have studied the association
between the perceived quality of different genres in a channel and the perceived overall
quality of the channel. The need of a better understanding of the meaning of quality for
viewers comes from its influence on the attitudes and behaviours of the audience (Berné-
Manero et al., 2013; Jardine et al., 2016) and its positive impact on the corporate
credibility of television channels, especially for private ones (Vila and Kiister, 2014).

According to our results, when asked directly, viewers associate quality television
mainly with the three classical three functions of media: they must inform, entertain and
educate. However, an indirect analysis of the issue reveals that the most important aspects
are not identical. Whereas entertainment remains as a relevant dimension, the same does
not occur with informative and educational. In fact, adjustment to own preferences and
opinions, variety of contents and originality appear as dimensions that are important for
the audience when assessing the quality of a television channel.

Our paper has also shown that the perceived quality of a given television channel
is highly associated with the perceived quality of its news programs and, to a lesser extent,
with that of magazines and talk shows, movies, sports and reality television. This result
indicates that it is not only the broadcasting time that determines the importance of a genre
in the overall assessment of the channel. For example, in the channel analyzed, Antena 3,
sports accounted only for the 1.96% of the overall broadcasting time but has been found
to be the second most relevant genre (Kantar Media, 2015).

Our results have important implications for the academic study of the concept of

quality television for the audience. Although many dimensions have been proposed for
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inclusion in the concept of quality television, our findings indicate that not all of them are
equally important for the viewers. In fact, some are quite marginal among the audience.
Therefore, our results enable us to more narrowly delimitate what quality television
means for consumers.

Another important contribution is that, when defining quality television, there are
important differences between what people say and what applications of the concept to
television channels reveal they think. This implies that social desirability concerns play
an important role when dealing with this issue through direct questions, which adds
complexity to the measurement of an already complex concept.

These findings have several main managerial implications. Managers and
programmers should be aware that how the questions are formulated to the audience may
affect the answer; audience surveys should avoid the “distortion effect” of political
correctness. In other words, the right context and the right approach may be vital to better
understand the audiences’ preferences and perceptions of quality. This fact is of
increasing importance, considering the arrival of new competitors, both traditional new
channels and new substitutes like Netflix, Amazon Prime, Hulu, YouTube or Apple TV.

The development of such over the top (OTT) and subscription video on demand
(SVOD) services has changed the rules of the market: the old oligopolistic model was
based on getting enough viewers to maximize advertising income; but in the new scenario
every provider of audio-visual contents should pay more attention to the level of
satisfaction of the audience in order to decrease the “risk of escape” of viewers towards
the offers of new rivals. In other words, there are more providers of audiovisual contents
and all of them try to capture a target which is quite fixed: the time of the audience.

Pay services like Netflix, Amazon Prime, HBO Now or Hulu basically sell

“expectations”: they are able to get new subscribers if potential customers consider that
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they will get unique and attractive contents. Those SVOD and OTT services invest in
quality entertainment programs in order to get new subscribers in the short term: viewers
who are interested in a particular show or sport championships decide to pay the
subscription. But such strategy has also a positive side effect: the brand’s appeal grows
and attracts new customers in the long term because more people trust in the brand.

Managers and programmers should consider that each piece of content has two
effects: on the one hand, they are able to attract viewers (Berné-Manero et al., 2013 and
Vila & Kiister, 2014) and, as a consequence, advertisers; but, in addition, a less obvious
consequence is that some programs have a “halo effect”: their reputation is transmitted to
the whole channel. Therefore, it may make sense to broadcast a program which is not
profitable per se if it can increase the perception of quality of the whole brand.

This is the case for news programs, which are expensive to produce. In some way,
the total cost of news should not be considered as a pure expense but also as an investment
which may be recovered in the long term, as a consequence of the brand’s increased value.
Although the investment in any television content is always positive, our findings
emphasize that it is in news programs where the effort should be larger in order to improve
the perceived quality of the channel. In this line, the literature on news quality underlined
aspects such as the use of complex structures in the elaboration of news and the
prevalence of hard news treated as hard news (Patterson, 2000).

SVODs and OTT services usually do not broadcast news, but they may apply the
suggested accounting principle to other contents which may produce a similar “halo
effect”. In fact, some “hybrid offers” -like documentaries, docufiction, sport and cultural
programs- which mix information and entertainment, have this strong influence in the

value of the brand.
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Our results on the perceptions the audience about television quality bring some
additional implications for conventional channels and especially for Antena 3, which has
been the channel subject to analysis. The findings of the paper highlight the benefits of
being perceived by the audience as a varied, original and, most importantly, entertaining
channel. But how does Antena 3 perform in these dimensions? The mean value for the
variables Original, Entertaining and Varied in contents constructed from the items in
Table 1 are 3.10, 3.42 and 3.48. This indicates that Antena 3 is considered by the audience
more as an entertaining and content varied channel than as an original channel. These
results are very similar to those obtained from a comparative perspective by Centro de
Investigaciones Sociologicas (2010). In this study 26.7% of the respondents thought
Antena 3 was one of the two most entertaining television channels in Spain; 26.3% was
one of the two most varied and only the 19.7% thought it was one of the most original.
Therefore, Antena 3 seems to be well positioned in entertainment and variety but would
benefit from some improvement in originality, without compromising its good scores in
the former dimensions. As usual, there are some limitations in the paper. They have to do
mostly with the sample and the context of the empirical analysis. In order to generalize
our results, more empirical analyses with samples from different geographical locations
are needed. In addition, the evaluation of television quality has been applied to a channel
with some specific features. The question remains whether the results would be the same
if a different channel had been considered. For example, the patterns through which
viewers assess the quality of a channel may depend on their private and public nature.
Therefore, future research should be aimed at studying the issue for other television
channels, especially public ones.

Furthermore, the non-longitudinal nature of the data does not allow us to

definitively establish that the statistical relationships found in the paper are of causality
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in the intended direction. For example, from our findings we cannot discard completely
that there is a causal direction from the overall perceived quality of the channel to the
different dimensions of quality or to the perceived quality of the genre because of the
existence of halo effects. The assessment of this point would require the collection of

longitudinal data.
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Table 1. Items used to measure the assessment of factors associated with quality

television on Antena 3

Variable Item

(Cronbach’s

alpha)

Informative News is tackled from different points of view.
(0.921) It keeps you well informed.

It is neutral in the news coverage.

It is respectful with all political, religious and lifestyle positions.

It is balanced in the treatment of controversial topics.

It is an objective channel.

It offers truthful information.

It reflects diversity of opinion and beliefs in its contents.

It is a channel independent of economic and political power.

It is varied in the ideological approximation to topics.

Its programs guarantee diversity of ideas.

It is a rigorous channel.

Entertaining It is funny.

(0.918) It is entertaining.

I enjoy the programs.

I have a good time when I watch Antena 3.

Watching Antena 3 programs, time goes quickly.

The programs are interesting.

Educational It helps me learn new things.

(0.806) It is educational.

It broadcasts arts (music, theatre, etc.) of recognized quality.

It helps me widen my perspectives on topics.

It promotes culture.

Desirable There is a lot of violence in its programs (R).

values (0.864) | There is a lot of sex in its programs (R).

It has offensive and rough contents (R).

It is a disgusting channel (R).
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It is frivolous in its values (R).

Varied in It is varied in the type of programs broadcasted.
contents It contains programs for all tastes and types of viewers.
(0.836) It offers very diverse programs.
The program scheduling is very diverse.
Social It is social interest channel.
commitment It does a social service to society.
(0.807) It offers a wide coverage of the main debates in Spanish society.
Its program scheduling adequately reflects the problems in our society.
It broadcasts the main events of general interest in our country.
Original It is an innovative channel.
(0.843) It does not repeat already known formulae, but explores new types of

programs.

It takes risks in the new programs launched.

It attempts to surprise the viewer.

The programs are very creative.

It is original

Good technical

quality (0.711)

There are hardly any technical mistakes in their programs.

It has very good professionals.

The stars of the channel (program presenters, etc.) are very good.

The technical quality of the programs is excellent.

Protective of

Spanish culture

(0.883)

Spanish traditions are present in the program scheduling.

It is a channel that respects and promotes Spanish culture.

It is a channel that contributes to the development of Spanish culture.

It favours and stimulates the manifestations of Spanish culture.

Adjusts to my
preferences
and

opinions(0.883)

It offers what I look for in a television channel

I agree with the values and opinions it conveys.

It is a close and familiar channel.

It offers the type of programs I am interested in.

It coincides with my opinions and personal values.
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Table 2. Distribution of frequencies of ranking of factors according to their importance in defining quality television

Adjustment
Protective to my
Varied of preferences
Desirable in Committed Technical | Spanish and
Informative | Entertaining | Educational | values |contents| to society | Original | quality culture opinions
10 (most
important) 28.6% 18% 11.4% 10.9% 4.7% 5.9% 6.4% 1.5% 2% 10.9% 100
9 13.1% 13.8% 15.3% 12.1% 7.4% 13.3% 8.6% 3.2% 4.7% 8.4% 100
8 13.8% 12.6% 16% 9.4% 8.4% 9.1% 11.6% 5.7% 5.7% 7.7% 100
7 9.9% 12.1% 10.4% 10.1% 14.8% 9.9% 14.3% 7.4% 4.2% 6.9% 100
6 8.9% 11.6% 10.1% 11.9% 12.8% 7.4% 12.3% 10.1% 8.4% 6.4% 100
5 6.9% 9.9% 10.4% 12.3% 10.1% 11.9% 14.1% 10.1% 7.9% 6.4% 100
4 8.1% 7.7% 12.8% 9.6% 12.8% 11.9% 10.9% 9.1% 6.7% 10.4% 100
3 5.4% 8.4% 7.4% 8.1% 11.1% 14.8% 8.1% 12.8% 12.3% 11.4% 100
2 3.2% 3.7% 4% 9.6% 11.1% 9.4% 8.6% 17.8% 21.2% 11.4% 100
1 (least
important) 2% 2.2% 2.2% 5.9% 6.9% 6.4% 4.9% 22.2% 26.9% 20.2% 100
Mean 7.291 6.746 6.486 5.844 5.235 5.422 5.696 3.852 3.598 4.830
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Table 3. The influence of the assessment of quality dimensions in global quality

assessment
OLS Ordered
logit
Informative 078 300
(.083) (.233)
Entertaining Ao4%H* 1.361%**
(.120) (.347)
Educational 056 211
(.068) (.193)
Desirable values -.024 -.084
(.053) (.0328)
Varied in contents 169%* A489**
(.072) (.204)
Committed to society -.078 -.230
(.072) (.204)
Original .158%* .395%
(.073) (.208)
Technical quality .051 .052
(.071) (.200)
Protective of Spanish culture -.099 =227
(.116) (.328)
Adjustment to own preferences and 24T7HE 63 5HH*
opinions (.078) (.223)
Constant 305
(.290)
Cut 1 3.760%**
(.924)
Cut 2 6.184%**
(.887)
Cut3 9.073%x**
(.962)
Cut 4 11.700%**
(1.073)
F / Chi-2 test 29.79%** 217.52%*%*
R? / Pseudo R? 45.7 48.4

% p<(.01, ** p<0.05, * p<0.1




Table 4. The influence of the perceived quality of the genres in overall quality
assessment of the channel

OLS Ordered
logit
News 2T4%%* .42 %**
(.064) (.159)
Magazines and talk shows 124%* 298%*
(.061) (.148)
Movies A27%* 326%*
(.064) (.156)
Fiction television series .078 .196
(.064) (.166)
Game shows A15% 273*
(.060) (.145)
Sports 143 A407**
(.061) (.151)
Documentaries -.055 -.129
(.065) (.158)
Reality television 129%* S
(.052) (.130)
Music and talent search .002 -.025
(.058) (.140)
Entertainment and humour -.006 .001
(.061) (.148)
Education &information .026 .095
(.063) (.151)
Docufiction 014 .024
(.064) (.155)
Constant 465
(.353)
Cut1 2.963%**
(.982)
Cut 2 5.106%**
(.934)
Cut3 7.633%**
(1.011)
Cut 4 9.759%**
(1.073)
F / Chi-2 test 9.72%** 91.95%**
R? / Pseudo R? 344 34.9

#x% n<().01, ** p<0.05, * p<0.1
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