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/ he paradigms described in Chapter 5 all reflect upon the question "how can we know the audience?"They opt 

for very different routes. Scholars from the behavioral paradigm would most likely answer: measure them. Measure the 

mass, so that we know its characteristics, and we can correlate specific media-preferences to indicators such as class, 

age, ethnicity and sex. Researchers in this line, such as Goodhardt et al (1975) and Webster & Phalen (1997), use 

predominantly quantitative research techniques to measure the audience.Their primary opponents from "cultural studies, 

" such as Ang (1991, 1996), Morley (1992) and Hartley (1987), argue against such techniques of objectifying individuals 

and stress the need for in-depth ethnographic research.This debate resonates with the grand debate within social 

sciences over the pros and cons of quantitative and qualitative research methods.The problem of quantitative methods 

is indeed that rt runs the danger of essentializing differences, potentially fixating groups of peoples into specific positions, 

as such, it disempowers or erases both the individual and history. According to Ang (1991:4), "the 'television audience' 

is constructed as an objectified category of others to be controlled." Its potential uses can be considered problematic, 

when the thin line between marketing and propaganda is largely in the hands of those in the business. Apart from these 

potential political implications, quantitative methods have limited explanatory value. A survey might reveal that A relates 

very well with B, but it does not go very far in explaining why this is the case. Bourdieu (1979:94) questions an uncritical 

use of statistical techniques, he states: "In order to believe in the independence of the 'independent variables' of positivist 

methodology one has to be unaware that 'explanatory factors' are also 'powers' which are only valid and operative in a 

certain field, and that they therefore depend on the struggles which are fought, within each field, to transform the price-

forming mechanisms which define it." 

Fortunately, Bourdieu does not fall into the trap most cultural studies scholars do, namely that of abandoning 

statistical techniques all together Also, the uncritical celebration of the ethnographic method, proposed by, for example 

Ang (1991, 1996) as the methodological solution, ignores important similarities with the survey method. Does it really 

make such a difference whether we acquire information through numbers or conversations? Of course rt does. But in 

both cases, it is the researcher who uses his power to interpret "the other". Ang (1991) makes a distinction between the 

imagined audience - discursively constructed through academics, politicians and media institutions - and the actual 

audience, existing outside the discursive domain. Such a distinction does not help to solve the problem of interpretation; 

after all, the researcher remains the one who interprets the quantitative or qualitative data. 

The crucial dichotomy Ang proposes - imagined vs. actual audiences - refers to the dichotomy between epistomology 

- the subject - versus ontology - the object. In a discussion on the ethnographic method, Hobart questions such dualism: 

"Briefly, it is bad manners. If we are to engage seriously with others [e.g. Chinese youth listening to rock music], it is an 

act of power to impose our categories on them before we even inquire what theirs' are. It also arrogantly assumes the 

superiority of the knower to the known, in a non-mutual, non-reciprocal relationship. (...) It transfers agency from 

people (...) onto that of the knower.The effect is to deify academics (...) as knowing subjects, who are invariably superior 

to, and detached from, what they know. It is also hypocritical and incoherent" (Hobart, 1996: 5). Consequently, the 

question of power is as apparent in ethnographic research as it is in quantitative research. 



I: Factor Analysis of Singers 

Leon Lai 

Leslie Cheung 

Jacky Cheung 

Faye Wong 

Beyond 

Zheng Jun 

Cui Jian 

Dou Wei 

Tang Dynasty 

George Michael 

Madonna 

Rock 

-0,288 

-0,295 

-0,183 

0,017 

0,095 

0,712 

0,742 

-0.066 

0,048 

Pop 

0,403 

0,634 

0,641 

0,574 

0,605 

0,293 
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0,223 

0,135 

Western 

1 0,154 
WE 

1 0,242 

I -0,270 
I -0,191 

1 -0,353 
0,125 

0,165 

-0,087 

0,024 

0,56, | 

Explained variance Rock 19,8%; Explained variance Pop: 16,4%; Explained variance Western: 

I 1,8%.Total explained variance: 48,0 

: Popularity of Singers and Bands 

Singer Scene Popularity Male Female Significance %Doesn't Know 

Beyond Hong Kong 

pop-rock 

Faye Wong Cantopop 

Leslie Cheung Cantopop 

George Michael Western pop 

Wang Lei Guangzhou rock 1,92 

HeYong Chinese rock 1,94 

Madonna Western pop 1,95 

Anthony Wong Cantopop 1,99 

1,98 

1,91 

1,90 

2,02 

1,86 

1,98 

1,99 

1,98 

0,036* 

0,1 12 

0,093 

0,348 

51,2 

29,5 

11,2 

40,8 

Scale:three point scale, good (I) - average (2) - bad (3). 

T-test 

*: significance < 0.05 

**: significance < 0.01 

N = 650 
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Ill: Opinions of the Audiences - Pearson Correlation Coefficients 

Statement 

Conformity 

1 get along well with my parents 

1 usually have the same opinions as my parents 

Helping others is very important in life 

Rules are necessary 

Attitude & Aspirations 

1 want to get a happy family life 

Money is the best indicator of one's achievement 

1 am proud to be Chinese 

1 want to make a good career 

1 currently lead a happy life 

Gender and Sexuality 

Sex before marriage is acceptable 

Love is more important than money 

Homosexuality is acceptable 

University education is more important for a boy 

I 

Classical 

0,034 

0,155** 

0,231** 

-0,152** 

0.195» 

0,082 

0,067 

-0,121* 

0,05 

0,013 

-0,020 

Pop 

0,066 

Rock 

0,047 

| - 0 , 0 0 8 

0,003 

0,025 

-0,009 

0,050 

-0,028 

0,053 

0,062 

-0,117* 

0,028 

-0,007 

-0,002 

0,040 

0.047 

0,018 

0,086 

0,033 

0,007 

0 .166" 

0,077 

0,043 

0,013 

orrelation is significant at the 0,01 level (2-tailed) 

orrelation is significant at the 0,05 level (2-tailed) 
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