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Chapter 10 

2100. All People Open Talk 
THE VIEWERS 

AND THEIR VIEWING HABITS 

I "n the last chapter, we mentioned 2100'% propensity to boost lay 

participation as wide as possible— even to the degree of engaging its 

.Taiwanese/Chinese audiences across oceans and continents1. Lay 

talkers are admitted just for a speak-out, not for any interactive dialogue. Though much 

more sophisticated than giving a mere "knee-jerk response" to various poll statistics 

(London 1994), the diverse voices from lay individuals are still packed as a collective lay 

talk in contrast to the more elaborate, individual-based elite talk. Viewed in this light, 

2100 still shares the traditional tendency of the broadcasting industry to massify audiences 

even when it requires and invites lay individuals to participate in its production. As we 

have mentioned, this may reflect a modernist caution about lay talkers' incapacity to 

generate solid talk on what seems high-minded public affairs. Yet it is also indicative of 

the double imperative of the broadcasting industry to control and to cater to audiences as a 

collective. While boosting for a wide participation, the claimed "rational and open" forum 

that seems to engage audiences "personally" or "individually" is in fact operating under 

the pressure of the imperative to get as big a "chunk" of audience as possible. 

That is why talk on 2100 seems quite amazingly hot on the screen for anyone 

who, like myself in the beginning of my research, views 2100 abroad through a huge video 

collection across distance and time. There seems never a scarcity of hot news, issues, and 

competing views, never a shortage of the required number of elite and lay participants. 

Seeing how nervous stutters mixed with glib eloquence in the great constellation of various 

voices, one would have an impression of Taiwan people as concerned and active citizens, 

rather than merely segregated and passive consumers hidden in voyeuristic privacy. 

Whether it is the participatory fever in campaign periods, or continuous tri-party 

confrontation on political issues, or the more neighborly exchange and sharing on social 

1 After the Los Angeles episode on October 26 1997, the host was reported to plan yet another oversea 
episode to be aired from South East Asia. See the news story in China Time, November 6, 1997. 
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issues, 2100 arouses some hope, however debatable, not only for the possibility of 

journalistic neutrality and fairness of Taiwan television, but also for the feasibility of 

boosting participation on public affairs through the popular medium. When pondering the 

feasibility, however, one cannot but ask whether the apparent participation zeal on screen 

is but a media event, or if it really reflects the authentic concerns and interests of ordinary 

people. 

This reminds us of the far greater majority of those who, for whatever reasons, 

have never had their voice heard on 2100. They might be simply unreached and 

uninterested, or interested but would rather remain spectators, due to 2100' s own 

constraints and/or out of their personal choice. Whatever the case, they should not be 

ignored. Without taking them into consideration, it would be very easy to get lost in the 

apparent heat of the talk and the apparent participatory zeal 2700 manages to maintain on 

screen through its performative contrasts. We might then lose sight of the possible rapture 

between what is represented by 2700 as a media piece and what really concerns/interests 

ordinary people in their life/reality. Seen as a significant step in taking Taiwan television 

closer to the people through participatory programming, 2700 as a journalistic practice, 

should not be examined just by itself with all its intensities and heat to attract. Rather, it 

should be returned to the life/reality of ordinary people where contingencies necessarily 

counterbalance its on-screen intensities and heat. 

This chapter, together with the next one, is intended as the necessary dual-

pronged effort to examine 2700 at the receiving end where concerns and interests of 

viewers lie. The focus here is on the first "prong", dealing with the more elementary 

information about viewers and their viewing habits. This will have to start from checking 

the acceptability of participatory current-affairs talkshows among the 633 respondents in 

our telephone survey against the multichannel background of a variety of television fare. 

We will then forward to the demographic features of the 342 respondents who have 

actually viewed 2700. Thirdly we will probe these 342 viewers' viewing habits, in terms of 

frequencies for normal fare and campaign fare, together with their perceptions of the 

nature of 2700, i.e., as informational or entertaining. 

1. PARTICIPATORY CURRENT-AFFAIRS TALKSHOWS: 
VIEWED AT ALL? 

Aired on multichannel television, 2700 presumably produces much debate heat, 

along with its guest stars' televisual glamour. Yet the heat and the glamour are of no real 
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substance, if people do not care about the program's daily availability. There is a fan-

chance of that, not only because of the multichannel competition in general, but also due 

to the thriving of similar programming in the television industry, which the emergence and 

presumed popularity of 2100 has inspired (see Footnote 5). Besides, being live and 

participatory on current affairs, 2100 represents a kind of programming believed to be cost 

efficient for the industry, but still developing in Taiwan with great ambiguity and even 

controversy. It would be interesting to examine how viewers' preferences for this kind of 

programming are mapped in their general preferences for different program-types. By this 

mapping, we can then grasp 27 00's fame in the private, contingent life/reality of television 

audience. In our survey questionnaire for the 633 respondents, Questions 1-4 are dedicated 

to this theme. 

1.1. TV Viewers' Program-type Preferences 

Question 2 is intended to grasp TV audience's weekday program-type 

preferences by asking them which program-type they view most frequently on weekdays. 

There are six options, i.e., news and current-affairs, fictional programs (including movies, 

drama series and serials), variety shows, sports, documentaries, chat and talk of all kinds. 

Respondents were asked to choose twice, which 479 did, leading to a total of 1111 votes. 

Excluding those who chose "others" and those who gave no replies, we have a total of 

1038 votes for the six program-types. Their distribution is displayed as below in Table 

10:1: 

Table 10:1 Weekday Program-type Preferences 
N=1038 

News Bulletins 
& Magazines 

Fictionals Chat and Talk Variety Shows Sports Documen
taries 

Total 

Counts % Counts % Counts % Counts % Counts % Counts % Counts % 

1st choice 419 70.7 126 21.3 5 0.8 19 3.2 11 1.8 13 2.2 593 100 

2nd choice 65 14.6 209 47 26 5.8 88 19.8 36 8 21 4.7 445 100 

Total 484 85.3 335 68.3 31 6.6 107 23 47 9.8 36 
1 

6.9 
_ _ „ 

1038 100 

The answers from the 633 respondents seem to echo the findings of other surveys2, that is, 

people tend to lean towards either fictional programs or news bulletin/magazine programs, 

2 As we have discussed in Chapter 6, television remains an entertaining medium in Taiwan, even though 
surveys in recent years show that people seem to treat it as the major source of news information. According to 
scholars, this has nothing to do with reliability. Instead, it is because that the medium offers the more 
convenient audio-visual news. (See, e.g. Shen and Jan 1991, Shen et al. 1994, 1995 for a series of surveys 
sponsored by the 21st Century Foundation on people's cultural satisfaction in Taiwan). 
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and television is indeed their most preferred source of information. In our survey, the 

weekday program-type preferences of respondents show a strong contrast between the first 

and the second choice. From Table 10:1, we can clearly see that in the first choice, News 

Bulletins/Magazines gains a dominant share (70.7%) while Fictionals comes in second 

(21.3%). By comparison, the program-type labeled as Chat and Talk gains only a miserable 

0.8%. In the second choice, which only 445 respondents gave a valid reply, News 

Bulletins/Magazines drops drastically in percentage share (14.6%) while Fictionals' share 

more than doubles (47%). Chat and Talk gains in share (5.8%) too, but still very trivial in 

general. In fact, in the first choice this program-type is the least viewed program-type 

among all those on weekdays. In the second choice it exceeds Documentaries (which gains 

4.7%) only marginally by 1.1%. 

There seems to be a very slim chance of getting famous if 2100 is recognized 

purely as a Chat and Talk program. 

1.2. TV Viewers' Contacts with Live Participatory 
Current-affairs Talkshows 

If the program-type of news information is most frequently viewed while Chat 

and Talk are least frequently viewed, what about people's viewing experiences with the 

specific kind of programming inspired by 2100 itself, i.e. participatory current-affairs 

talkshows? Intending to find an answer for this, Question 3 asks, "Do you view any 

participatory television current-affairs talkshow?" The results of responses to the question 

are shown below in Table 10:2a in the next page. Among 633 respondents, there are 126 

(19.9%) who have never viewed any, and there are 507 (80.1%) who have viewed some. It 

seems quite encouraging here that among our respondents, a great majority do have the 

experience of viewing what was initiated by 27 00's emergence. 

Table 10:2a Participatory Current-affairs Talkshows: 
Viewed or not 

Counts % 
Have viewed 507 80.1% 

Have never viewed 126 19.9% 
Total 633 100% 

Looking more closely into the five options of viewing frequencies where the 

507 respondents distribute (see Table 10:2b below), however, we find that only a minority 

of 12.2% respondents are frequent viewers (those who view on a weekly basis), while a 
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great majority of 40.2% are occasional viewers (those who view on a monthly basis). More 

interesting is the 47.5% (241) respondents who answered "It depends". This is nearly half 

of those who have viewing experiences. 

Table 10:2b Participatory Current-affairs Talkshows: 
Viewing Frequencies 

Total Frequent viewers Occasional viewers Random Viewers 
3+times 
a weeks 

1-2 times 
a week 

About 2 times 
monthly 

Once every month It depends 

507 24 38 25 179 241 
100% 12.2% (62) 40.2% (204) 47.5% 

The results suggest that Taiwan's participatory current-affairs talkshows tend to attract 

more random viewers than occasional viewers, and more occasional viewers than frequent 

viewers. Though enjoying high recognition from viewers, they do not seem frequently 

viewed by as many people as traditional "news bulletins", nor by as few people as the 

more slippery "chat and talk". Table 10:2c below gives a comparative view of the 

respective share of frequent viewers these three "program-types" attract. 

Table 10:2c Frequent Viewers for Three Program-types 

Participatory 
Current-affairs Talkshows 

News 
Information 

Chat and Talk 

% of frequent viewers 12.2% 70.3% 0.8% 

Total 507 593 593 

For better validity, here we consider only the counts in the first choosing for "news 

bulletins/magazines" and "chat and talk" (see Table 10:1 earlier above), as the first 

choosing reflects true preferences. While 70.3% (out of 593 votes) chose traditional news 

information as their most frequently viewed program-type, participatory current-affairs 

talkshows have only 12.2% out of 507 that view them frequently. This does not seem too 

bad if compared with "chat and talk" frequently viewed only by 0.8% (out of 593 votes). 

We can gather that participatory current-affairs talkshows, being developing and 

ambiguous as a debatable program-type, do not have a popularity as stable and as constant 

as traditional news bulletins. 

1.3. How Famous is 21001 

With the dubious position of participatory current-affairs talkshows in the eyes 

of television viewers, we are curious about 2100' s fame in the population. Question 4 asks 

217 



Chapter 10 2100: The Viewers and Their Viewing Habits 

respondents whether they have heard of 2100: All People Open Talk on TVBS' channel. 

There are 507 respondents (80.1%) who answered that they have heard of the program, and 

126 respondents (19.9%) who answered that they have never heard. (The results are shown 

below in Table 10:3). These seem interesting outcomes, as they are the same as those 

shown on Table 10:2a where we check whether respondents have viewed any participatory 

current-affairs talkshow at all. However, we cannot be sure whether the outcomes refer to 

the same respondents. 

Table 10:3 2100: Heard of or not 

Counts % 
Have heard 507 80.1% 

Have never heard 126 19.9% 
Total 633 100% 

This suggests that those who have ever viewed any participatory current-affairs programs 

have heard of 2100. It seems the program has a fame that encompasses the viewership of 

the kind of programming it initiated. 

2. DESCRIBING 2100'S VIEWERSHIP 

Understanding 2100's viewership is important for our survey, before we go 

deeper into our study of viewers' viewing habits and their opinion about the program. Such 

an understanding requires a background knowledge of why people haven't viewed 2100, if 

they have already heard of the program before. 

2.1. Why Not View 21001 

Question 5 is intended only for those 507 respondents who said they have heard 

of 2100 before. They were asked whether they have ever viewed the program. Their 

responses show that there are 342 respondents who have viewed, and 165 respondents who 

have never viewed. Counted on the basis of the 507 respondents, there are 67.5% who 

have viewed and 32.5% who have never viewed. If counted on the basis of our original 

sample size, i.e., the 633 respondents, there are 54% who have viewed and 46% who have 

never viewed. 

A comparative table is given below to show these calculations. Table 10:4 

below suggests that among the general television audiences, there are 46% who haven't 

viewed 2100, while among those who have viewed any participatory news talkshow, there 

are 32.5% who do not belong to 2100's viewership. 
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Table 10:4 2100's Vlewership Share 

Among the 507 respondents who have viewed 
any participatory news talkshow 

Among the original population of 
633 respondents 

Counts % Counts % 
Haven't viewed 2100 165 32.5% 291 j 46% 

Have viewed 2100 342 67.5% 342 54% 
Total 507 100% 633 100% 

Who are more likely not to view 21001 With the demographic features to be elaborated 

shortly later for 2700's viewers (see Tables 10:6a, 10:6b, 10:7, 10:8, 10:9), we find that 

gender does not affect viewers as clearly as age, education, and profession. This suggests 

that the older, the less educated, and those more economically disadvantageous are more 

unlikely to view the program. 

Why do people not view 21001 This is asked in Question 6 intended for the 165 

respondents who have heard of the program yet who have not viewed it. They were given 

six options to choose from, including the "don't know / no reply". There are 42 

respondents who chose this "don't know / no reply" option, accounting for 25.5% of the 

165 respondents. Excluding them, there are 123 respondents who chose their respective 

reasons from the following list: 

1. No cable access, 

2. Seldom view TV, 

3. No interest in programs for current-affairs and political coverage, 

4. No interest in call-in talkshows in general, 

5. Often occupied by other activities when 2100 is on air. 

The results of their replies are shown in Table 10:5 below: 

Table 10:5 Reasons for Not Viewing 2100 

1. No cable 
access 

2. Seldom 
view TV 

3. No interest in 
programs 

for current-affairs 

4. No interest for 
participatory talkshow 

in general 

5. Often occupied 
when 2100 is on 

air 

Total 

Counts 39 31 26 18 9 123 

/ 0 31.7% 25.2% 21.1% 14.6% 7.4% 100% 
35.7% 

For the 123 respondents who haven't viewed 2100, "no cable access" seems the top reason, 

accounting for 31.7% of non-viewers. "Seldom view TV" comes in second, accounting for 

25.2% of non-viewers. "No interest in programs for current affairs", "no interest for call-in 

talkshow in general" take their respective turn as the third for 21.1% of non-viewers and 

the fourth for 14.6% of non-viewers. The least held reason is "often occupied when 2100 is 
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on air", indicating that the time-slot of 2100 is the least problematic. 

Though the availability of cable access seems to play a salient part here, 

interests and preferences are still the more important reasons if we collapse Option 3 and 

Option 4 together. The percentage for the two options is 35.7%, which exceeds the 31.7% 

for Option 1. This suggests that interests and preferences can be even more decisive than 

cable access in determining whether or not to view the program3. 

2.2. Who are 2100's Viewers? 

We already know that we have 342 respondents who could answer the rest of 

the questionnaire as they have viewed 2100 before. They account for 54% of our sample 

size. Here we need to check whether they show some demographic tendencies, by which 

we can then tell whom 2100 tends to engage more successfully. The demographic features 

we will explore below are: gender, age, education, and occupation. 

2.2.1. In Terms of Gender 

As we mentioned earlier, among the 507 respondents who have heard of 2100, 

there are 342 who have viewed it. This indicates that 67.5% people actually viewed the 

program when they have heard of it. Among the 213 men who have heard, there are 153 

who have also viewed, accounting for 71.8% of those men who have heard. By comparison, 

among the 294 women who have heard, there are 189 who have also viewed, accounting 

for 64.3% among those women who have heard (see Table 10:6a). 

Table 10:6a Gender and 2100 Viewing 

Have Viewed Have heard Have viewed among: 
Have heard 

Men 153 213 71.8% 
Women 189 294 64.3% 

Total 342 507 67.5% 

Does this mean that, compared with women, men are more likely to view the program 

when they have heard of it? To measure further the association between gender and 2100 

viewing, we examine the association in the sample of 633 respondents who are divided 

into two groups, Have-viewed and Haven't-viewed, and crosstabulate it with gender. As 

shown below in Table 10:6b, the results of the Chi-square test suggest that there is no 

According to Huang Wei-Wei (1995), Taipei is a place where cable penetration is the highest in Taiwan. 
However, certain populations, such as students or low-income households, tend to have limited access to cable 
television. Students normally live in dormitories or rented flats without cable access. 
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significant relationship between the two variables. Men are not more likely than women to 

view the program. 

Table 10:6b Gender and 2100 Viewing 
N=633 

Have Viewed Haven't Viewed Total 
Men 153 (44.7%) 118 (55.3%) 271 

Women 189 (52.2%) 173 (47.8%) 362 
Total 342 291 633 

2.2.2. In Terms of Age 

The age distribution of the 342 respondents is shown in Table 10:7: 

Table 10:7 Age and 2100 Viewing 
N=633 

Age 18-29 Age 30-39 Age 40-49 Age 50-59 Age 60+over Total 
Have viewed 100 

(29.4%) 
98 

f28.7%) 
88 

(25.8%) 
29 

(8.5%) 
26 

(7.6%) 
341 (100%) 

Haven't viewed 62 
\^- ± . *J /Q) 

47 
/i<: /io/A 
V.i"--r/«V 

57 
/1 o oo/.\ 

55 
(19.2%) 

66 
<">-50/.1 

287 
/•lftfM>/\ 

Total 162 145 145 84 92 628 
Missing cases=6, £=109.94, df=4. the critical value= 9.4877, a= 0.05 

From Table 10: 7 we can discern a clear difference in percentage share between 

the youngest group and the oldest group. The age 50 seems to be a dividing point for 

interest in the program. The three younger groups under 50 together account for 83.9% of 

those who have viewed. Table 10:7 shows that age is strongly and positively associated 

with the behavior of 2100 viewing, as confirmed by the chi-square test. The audience for 

2100 is likely to consist disproportionately of younger viewers. For demonstration 

purposes, we combine together in Figure 10:1 the results for 2/öö/Have-Heard by age 

(Question 4), and the result for 2700/Have-Viewed by age (Question 5). 

Figure 10:1 Age and Having Viewed/Heard of 2100* 

60+older 41.3% 

(N=633) 

0.0% 20.0% 40.0% 60.0% 80.0% 100.0% 

*See Table 4 and Table 5 in Appendix 3 for original percentage data. 

D 'l ùose Wùo Have 
Viewed 2100 

B Those Who Have 
Heard of 2100 
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Figure 10:1 (see above), based on the population of 633 respondents, specifies the 

percentage shares of those who have heard of 2100 and those who have actually viewed 

2100 in each age level. We can see that among the Ages 18-29, there are 94.4% "have-

heards", 61.7% "have-viewed". In Ages 30-39, there are 91.7% "have-heards" and 67.6% 

"have-viewed". In Ages 40-49, there are 87.6% "have-heard" and 60.7% "have viewed". 

These three groups have more than 80% "have-heards" and more than 60% "have-viewed". 

By comparison, the two older groups have much lower percentage shares both for "have 

heard" and "have viewed". This big drop is also reflected in the age distribution of the 342 

viewers. 

We can conclude that younger people are indeed more likely to have heard of it, 

just as they are more likely to view it. 

2.2.3. In Terms of Education 

Again we have five educational levels. Among our 342 respondents who have 

viewed 2100, there are 33.6% (115) in University+higher, 20.8% (71) in Occupational 

College, 30.7%o (105) in Highschool and Equivalents, 8.2% (28) in Junior Secondary, 6.1% 

(21) in primary school+lower. 

Table 10:8 Education and 2100's Viewership 

N=633 
University 

+higher 
Occupational 

College 
Highschool 

and 
Equivalents 

Junior 
Secondary 

Primary 
+lower 

Total 

Have Viewed 115 
(33.8%) 

71 
(20.9%) 

105 
(30.9%) 

28 
(8.2%) 

21 
(6.2%) 

340 
(99.4%) 

Haven't viewed 71 42 71 43 56 283 
Total 186 113 176 71 77 623 

•/=37.769, df=4, the critical value = 9.4877, a= 0.05 

Here in Table 10:8 we seem to have a pattern similar to what we have found in 

the age distribution. The audience is disproportionately drawn from those with higher 

education. Even though there is a drop of 12.9% from University+higher to Occupational 

Colleges, the percentage share for the latter is still higher than the average of 20%. Can we 

say that 2700 attracts better-educated people as viewers to view? This seems to be 

confirmed by the chi-square test. It suggests that education strongly and positively 

associates with the action of viewing 2700. 

For a demonstration we crosstabulate 2700/Have-Heard by education (Question 

4), and 2700/Have-Viewed by education (Question 5), then combine the results together in 
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Figure 10:2. 

Figure 10:2 Education and Having Viewed/Heard of 2100* 
(N=633) 

Primary + lower 

Junior Secondary 

High School & 
Equivalents 

Occupational college 

University + higher 

69.0% 

86.9% 

D Those Who Have Viewed 
2100 

B Those Who Have Heard 
2100 

91.2% 

61.8% 
88.7% 

0.0% 20.0% 40.0% 60.0% 80.0% 100.0% 

*See Table 4 and Table 5 in Appendix 3 for original percentage data. 

Based on the population of 633 respondents, Figure 10:2 specifies the percentage shares of 

those who have heard of 2100 and those who have actually viewed 2100 in each education 

level. For those who have heard, we can see that there is a difference of 17.9% between the 

86.9% for Highschool and Equivalents and the 69% for Junior Secondary. The difference 

between Junior-secondary and Primary+lower is 25%, even larger. For those who have 

viewed, the difference between the former two groups is 20.3%, the difference between the 

latter two groups 12.1%. By comparison, the differences between the higher three levels 

are much smaller, both for "have-viewed" and "have-heards". We can see that 2100 is 

more known and viewed among the population with education backgrounds over 

highschool or equivalents. 

2.2.4. In Terms of Occupation 

We have nine occupation groups. The distribution of the 342 respondents who 

have viewed 2100 across these nine occupational groups are shown below in Table 10:9. 

(We have excluded those who gave no reply and those identified as "others"). There are 

five groups, each having a percentage more than the expected mean 11.1%. They are: 

Private-sector Employees (20.5%), Self-owned business (18.1%), Household Care (12.9%), 

Public-sector Employees and Employed/Self-employed Labor (respectively 12.3%). The 

group that has the least viewers of 2100 is Peasants/Fishermen/Miners, which we knew had 

a least percentage share among the occupations of the Taipei population (see Chapter 7). 
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Table 10:9 Occupation and 2100"s Vïewership 

N=633 
Self-owned 
Business 

Free 
Professions 

PubHc 
Sector 

Employees 

Private-
sector 

W. Collar 

Employed/ 
Self-employed 

Labor 

Student 
s 

Peasants, 
Fishermen, 

Miners 

Unemployed, 
Retired 

House
hold care 

Total 

Have 
Viewed 

62 
(18.5%) 

20 
(6%) 

42 
(12.5%) 

70 
(20.8%) 

42 
(12.5%) 

37 

(11%) 

3 
(0.9%) 

16 
(4.8%) 

44 
(13.1%) 

336* 
(100%) 

Haven't 
viewed* 

35 
(12.1%) 

14 
(4.8%) 

34 
(11.8%) 

25 
(8.7%) 

41 
(14.2%) 

33 
(11.4% 

) 

4 
(1.4%) 

38 
(13.1%) 

65 
(22.5%) 

289** 
(100%) 

Total 97 34 76 95 83 70 7 54 109 625 

* missing cases=6; 
** missing cases=2 

As shown above in Table 10:9, it is difficult to see any consistent tendency in the inter-
group differences. Despite the chi-square test, the relationship is unclear. 

Figure 10:3 below shows a glimpse of how different occupational groups might 
vary in their relationship with 2100 in terms of percentage shares for both "have-heard" 
and "have viewed". 

Figure 10:3 Occupation and Having Viewed/Heard of 2100* 

Unemployed/Retired 

Household care 

Peasents/fishermen/miners 

Students 

Employed labour 

Private-sector W. Collar 

Public-sector Employees 

Free Professions 

Self-owned business 

29.6% (N=633) 

51.9% 

40.4% 
65.1% 

J 42.9% 
mm 57.i% 

1 52.9% 
92.9% 

50.6% 
80.7% 

173.7% 
90.5% 

El Those Who 
Have Viewed 
2100 

BThose Who 
Have Heard of 
21ÛÛ  

0.0% 20.0% 40.0% 60.0% 80.0% 100.0% 

See Table 4 and Table 5 in Appendix 3 for original percentage data 

Based on the population of 633 respondents, Figure 10:2 specifies the 
percentage shares of those who have heard of 2100 and those who have actually viewed 
2100 in each occupational group. Students (92.9%), Private-Sector White Collar (90.5%), 
Self-owned Business (88.7%) are the top three occupational groups more likely to hear of 
2100. By comparison, Private-sector White Collar (73.7%), Self-owned Business (63.9%), 

224 



Chapter 10 2100: The Viewers and Their Viewing Habits 

and Free Professions (58.8%) are the top three groups more likely to view 2100. Here we 

find that students, who have the highest share for having-heard, have the largest difference 

(40%) between the percentage share for having viewed and that for having heard. Since we 

have found younger and more educated people are more likely to view 2100, we doubt that 

students are comparatively less motivated to view the program when they have already 

heard of the program. The 40% difference might be explained by a lower opportunity for 

viewing television as students are normally accommodated in dormitories or rented flats4. 

We also find that comparatively, Private-sector White Collar tends to have a very high 

share in both having heard and having viewed. Generally speaking, groups with a higher 

percentage share are relatively better-off groups in the society. 

Whether for having viewed or heard of 2100, Unemployed/Retired (29.6%, 

51.9%), Peasants/Fishermen/Miners (40.4%, 57.1%), Household Care (42.9%, 65.1%) 

remain the bottom three groups less likely to be involved. We understand that these three 

groups are relatively more economically disadvantaged groups. 

Generally, our survey results in this section echo the comment of Wang (1995) 

in Global Views Editorial: In contrast to the political call-in radio in 1993-1995 which 

attracted the lower strata in the society, 2100 is a participatory news program which 

appeals more to the middle strata. 

3. VIEWERS' VIEWING TENDENCIES 

We know that 2100 is a strip program for weekdays, claimed a public forum 

and operated as part of TVBS' news teamwork. Strip programming with such high 

broadcast frequencies is normally intended to cultivate viewers' daily habits to view 

(Pringle, et al. 1991). How successful is 2100 in this regard? This section will explore it 

through focusing on viewers' viewing frequencies, their preferences in terms of normal-

time coverage versus campaign coverage, and their recognition of the program's nature, 

i.e., as informational or entertaining. 

3.1. Viewing Frequencies in General 

Question 7 asks the 342 respondents how often they view the program normally. 

The responses are shown below in Table 10:10a: 

Taipei is a city with high density of universities and colleges scattered mostly in. Ta-An, Wen-Shan, Pei-Tou. 
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Table 10:10a Viewing Frequencies of2100's Viewers 

Total Frequent viewers Occasional viewers Random Viewers 
3 times or more 

a week 
1-2 times 
a week 

Once every 
other week 

Once every 
month 

It depends 

342 45 65 18 17 197 
100% 32.2% (110) 10.2% (35) 57.6% (197) 

As with Table 10:2b for participatory current-affairs programming, we specify three types 

of viewers: frequent viewers, occasional viewers, and random viewers, based on answers 

from the respondents for their viewing frequencies. As shown in Table 10:10a, more than 

half of 2I00cs viewers (57.6%) belong to the group of random viewers. There are 32.2% 

frequent viewers and 10.2% occasional viewers. These 42.4% (32.2%+10.2%) can be 

called regular viewers as they normally view on a regular basis, frequent or occasional. 

Obviously, regular viewers are still fewer than random viewers by 15.2%. 

Here we are reminded that the program-type represented by 2100, i.e., 

participatory current-affairs talkshows, also tends to attract a high share of random viewers 

(see Table 10:2b). By combining Table 10:2b and Table 10:10a together for a comparison 

in Table 10:10b below, we find that 2100 has an even higher share of random viewers than 

for the program-type in general. 

Table 10:10b Viewing Frequencies for 2100 
and for Participatory Current-affairs Talkshows 

Total Frequent viewers Occasional viewers Random Viewers Total 

2100's Viewers 32.2% (110) 10.2% (35) 57.6% (179) 100% (342) 
Viewer of the program-type 12.2% (62) 40.2% (204) 47.5% (241) 100% (507) 

On the one hand, this seems to suggest that television audiences in Taiwan today tend to be 

multichannel grazers for participatory current-affairs talkshows as a whole. On the other 

hand, it implies the ambiguous status of the program-type and 2100 itself in the mind of 

audiences. 

Due to the ambiguous and blurring nature of participatory current-affairs 

talkshows, there seems to be a difficulty for respondents regarding which program-type 

2100 and its followers (see Footnote 5) should belong to. Such a difficulty is reflected in 

the inconsistency of the number of frequent viewers respectively for participatory news 

talkshow and for 2100. While there are 110 frequent viewers for the latter, there are only 

62 for the former. If viewers have no difficulty recognizing 2100 as belonging to the 
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broader category of the program-type, however ill-defined, the 110 frequent viewers 

should have been able to understand that they in fact view participatory current-affairs 

programs frequently. We must say that part of the difficulty must be caused by 2/00's 

nearly "comprehensive" applications of talkshows' boundary blurring characteristics, 

something that other participatory programs have never tried5. 

However such inconsistency seems to suggest that 2100 enjoys a unique 

position in the minds of its viewers among all similar programs. Though in general 

participatory current-affairs talkshows have more occasional viewers than frequent viewers 

(with a difference of 28%), 2100 in particular attracts more frequent viewers than 

occasional viewers (with a difference of 22%)6. 

3.2. Viewing Frequencies in Campaign Time 

In our questions related to viewing frequencies, we specify the frequencies for 

campaign coverage separately from the more general viewing frequencies. This is because 

2100 established its fame mainly by campaign coverage. Its normal fare, though still highly 

political, has been on the way to further diversification. It should be interesting to see 

whether the frequencies for campaign fare are any different from viewers' viewing 

frequencies for normal fere. 

Question 8 asks respondents how often they viewed 2100 during the 1996 

5 Unlike 2100, most of participatory current-affairs talkshows tend to be more static in programming, blurring 
much less generic boundaries and involving much smaller scale of audience participation with only one form of 
practice. Also aired live in studio for weekday evenings, they normally have only call-in or fax-in. Engaged in 
head-on competition with 2100 were/are The True Face of 1995, 1996, 1997 on Truth Cable TV Network (off 
air now, once a head-on competitor for 2100), Open Talk with Yu Fu on San-Li Cable (on air since March 
1997), President's Bosses Come for Open Talk on Formosa TV (since October 1997). Scheduled at 20:00-
21:00 were/are Loud Voices at Eight O'clock on Set Cable TV (since 1996), Speak Straight on SuperTV, 
Citizens'Avenue on Tung-Sen TV, Everyone Comes to Judge on GTV27, Unique Talking Prominance (Geh 
Ling Feng Sao) on Pan-Globe TV. Beginning from February 1998, yet another cable-television started a very 
similar call-in program, hosted by Wang Hao the younger journalist, with the kind of outdoor participation 
2100 initiated, also targeting 2100 as its top enemy. If our focus is not on audience participation, we can 
include a lot more of talkshows with significant fare on current-affairs, some even explicitly for entertaining 
purposes. For examples, there are the informational Chang-Ting Asks the Sky (a strip program on weekdays 
evenings) and News 100% (every Friday since June 1997 but now off air) on TVBS, and the more entertaining 
Subverting News on TVBS (a weekly on Friday, occasionally with street interviews), Pure Inventions (a 
weekday strip) on Formosa TV. 
6 We have also crosstabulated the viewing frequencies for 2700 and for the program-type. Not surprisingly, 
they have a very strong inter-relationship, as supported by the chi-square test, with /=105.85, df=16, 
c.v.=26.296, a =0.05 and p<0.0000. This means that people's viewing frequencies specifically for 2100 is in 
positive proportion to those for participatory current-affairs programs in general. 
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Presidential election campaign. Specifying the presidential election is due to its unique 

historical nature highlighted even more by China's missile maneuvering. The election, 

being the last one in Taiwan when the telephone survey was being carried out, was chosen 

as representative of all election campaigns. The results are shown below in Table 10:11: 

Table 10:11 Viewing Frequencies 
for 2100's Coverage of the 1996 Presidential Election 

N=342 
Frequent viewers Occasional viewers 

Total 3 times or more 
a week 

1-2 times 
a week 

Have viewed 
3-4 times 

Have viewed 
1-2 times 

Have never 
viewed 

Can't 
Remember 

342 24.9% (85) 13.5% (46) 7% (24) 12.3% (42) 25.7% (88) 57 
100% 38.4% (131) 19.2%(66) 25.7% 16.7% 

From the table, we find that during the campaign period for the 1996 

Presidential Election, 2100 had a share of 38.4% frequent viewers, which is 6.2% more 

than the share for its normal coverage (32.2%). Its share of occasional viewers, 19.2%, is 

9% more than the normal 10.2% (see Table 10:10a). This suggests that 2100 tends to 

attract more regular viewers with its campaign fare, although it attracts more random 

viewers in normal time as we have seen. This is partly due to the historical nature of the 

election and partly due to the more clear-cut contrasts available from party confrontations. 

However, there are 25.7% viewers who never viewed the campaign coverage 

and 16.7% said that they couldn't recall. This creates difficulties for us to decide whether 

or not viewers tend to view more campaign coverage than normally. 

Therefore, Question 9 is intended to ask more directly for 

respondents' preferences, if any: "In which coverage do you think talk on 2100 is more 

attractive? Campaign coverage or normal-time coverage?" Their responses are shown 

below in Table 10:12: 

Table 10:12 Which Is More Interesting: 
Campaign Coverage or Normal-time Coverage? 

N=342 

Campaign 
coverage more 

interesting 

Normal-time 
coverage More 

interesting 

Both equally 
interesting 

Both equally 
boring 

Don't know/ 
No opinion 

Total 

Counts 128 55 63 7 89 342 
/ 0 37.4% 16.1% 18.4% 2.1% 26% 100% 

53.5% 20.3% 
Either-or Both-and 
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There are 37.4% who found campaign fare more interesting, while only 16.1% felt normal 

fare more interesting. These two account for 53.5% of viewers while the next two (for 

"both equally interesting" "and equally boring") account for only 20.3%. This suggests that 

2/00's viewers tend to take an either-or attitude rather than a both-and attitude, when it 

comes to their preferences for normal/campaign coverage. The 2.1% of viewers who feel 

"both equally boring" suggest a slim share of one-time viewers who might not view the 

program the second time. This means that although viewers tend to take sides between 

campaign fare and normal fare, most of them do not find it too boring to view the second 

time. 

However, there is quite a large share (26%) of viewers who gave a "don't know 

/ no opinion" reply. This may imply an attitude of reservation or wait-and-see. 

3.3. 2100: Informational or Entertaining? 

We are interested in how viewers perceive the nature of 2100, given its claimed 

"public-forum" image yet with all the efforts invested for theatrical effects to engage the 

audience. Question 12 asks, "According to your impression, is 2100 more informational or 

entertaining?" The results of responses are shown below in Table 10:13a: 

Table 10:13a 2100: Informational or Entertaining? 

1. More 2. More 3. Equally 4. Sometimes more 5. Don't know. Total 
Informational Entertaining informational 

and entertaining 
informational 

sometimes more 
enieriaining 

No opinion 

OÖ.^Yo iO.8% 10.2% 5% 7.3% 100% 
'yyj 37 35 17 25 342 

Among the 342 respondents, there are 66.4% (227 counts) who confirmed that 2100 was 

more informational. This is a very high share if we compare it with those for other options. 

Only 10.8% (37 counts) felt 2100 to be more entertaining and 5% (7 counts) said it was 

sometimes entertaining, sometimes informational. Respondents for these three options 

(Options 2-4) represent those who somehow can still feel, though with different intensities, 

2100' s entertaining and theatrical elements beneath its informational appearance. If we 

collapse these three options together, there are only 26%, which is still quite small if 

compared with the majority of 66.4%. This suggests that people tend to agree that 2100 is 

informational as claimed. 

We suspect that younger and more educated people might be more sensitive to 
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the entertaining elements of 2100. If we collapse Option 2-4 together, the percentage 

outcomes for the two variables show a descending tendency (see Table 12, Appendix 3). 

Hence we crosstabulate the distribution of the four main types of impression (from Option 

1-4, excluding Option 5 of "Don't know / no opinion") first by education and then by age. 

We test the significance of their relationship by chi-square tests, under the null hypothesis 

that there is no relationship in between. 

The crosstabulation of viewers' impression by education is shown below in 

Table 10:13b: 

Table 10:13b Education and Perceptions about 2100's Nature 

N=342 

Total 1. More 
informational 

2. Most 
Entertaining 

3. Equally 
informational 
and entertaining 

4. Sometimes more 
informational 

sometimes more 
entertaining 

Counts Counts % Counts % Counts % Counts % 
University+higher 113 

66 
75 
50 

66.4 19 16.8 9 8 10 8.8 
Occupational colleges 

113 
66 

75 
50 75.8 6 9 8 12.1 2 3 

Highschool+equivalents 96 71 74 11 11.5 13 13.5 1 1 
Junior secondary 24 19 79.3 0 0 4 13.5 1 4.2 
Primary+lower 16 11 68.8 1 6.2 1 6.2 18.8 
Total counts 315 37 35 17 

Missing cases=27 

The detailed results in Table 10:13b show little in the way of a systematic relationship of 

2100. The chi-square test confirms the lack of significance. Therefore education does not 

affect viewers' perception of 2100's program nature. 

How about age, then? We crosstabulate viewers' impression of 2100 by age and 

show the results in Table 10:13c below: 

Table 10:13c Age and Perceptions about 2100's Nature 
N=312 

Total 1. More 
Informational 

2. More 
Entertaining 

3. Equally 
informational 
and entertaining 

4. Sometimes more 
informational 

sometimes more 
entertaining 

Counts Counts % Counts % Count 1 % 1 Count % 
18-29yrs 91 67 73.6 10 11 12 13.2 2 2.2 
30-39 yrs 92 60 65.2 16 17.4 12 13 4 4.3 
40-49 yrs 84 60 71.4 5 8.3 10 11.9 9 10.7 
50-59 yrs 23 19 82.6 1 5.3 1 4.3 2 8.7 

60+older yrs 22 22 100 0 0 0 0 0 0 
Total 312 208 32 35 17 

Missing cases=12, p<0.00865, tf=26.6587, df=12, cv=21.0261, a=0.05 
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Younger viewers are more likely than the 50-plus age group to see 2100 as more or equally 

entertaining as it is informational. This is confirmed by the chi-square value for the 

association which is significant at the level of a =0.05. Our hypothesis that younger 

people are more sensitive to 2100''s entertaining elements is now established. 

We are therefore confirmed that 2100 attracts mostly random viewers more by 

its campaign fare than by its normal fare, and that its viewers tend to agree that it is more 

informational than entertaining, although younger people feel more strongly attracted to its 

entertaining effects. 

4. CONCLUSION 

Unlike long-established program-types such as news bulletins or drama series 

or serials, participatory current-affairs programming, though apparently booming with 

2100 spearing ahead, is still ambiguous as a program-type in the eyes of Taiwan television 

viewers. This, as we have seen, is shown in their tendencies to view it randomly or 

occasionally. Even though with the longest term of existence and highly known and 

recognized by a great majority of people, 2100 still cannot escape the same fate of being 

viewed randomly rather than regularly. This indicates a lack of loyalty on the part of 

viewers. Indeed, viewers as multichannel grazers today can be curious for new and mixed 

programming. Yet to engage them regularly would take something more than what 2100 

has been offering. Though yet to be as successful as the old established informational 

genre in attracting loyal viewers, 2100 is still successful in another sense. Most 

interestingly, it seems capable of appealing to both men and women, as we have found that 

gender is irrelevant in people's 2100 viewing. This implies that its seemingly "hard" 

informational fare can still engage women viewers. Furthermore, by attracting more to the 

younger, better educated middle strata of the society, it seems to help envision a more solid 

future for participatory public communication than the call-in radio fever did in the first 

half of the 1990s (to be elaborated in next chapter). As viewers tend to feel its campaign 

fare to be more interesting, much remains to be improved in its non-campaign normal fare 

before it can really engage people more regularly. However, winning viewers' recognition 

for its much-claimed image of news information may be counted as a precious 

achievement, even though the further implications of such a recognition need to be 

explored. These implications are to be grasped through viewers' satisfaction about the 

program, to which we now turn. 
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