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1. One goal of scientific research is to describe the nurture of a population—a group or class of
subjects, variables, concepts, or phonomena. In some cases, an entire class or group are
investigating, as in a study of prime-time television programs during the week of September 10-16.
The process of examining every member of such a population is called a sensus. In many
situations, however, a entire population cannot be examine due to time and resource constrants.
Studying every member of a population is also generally cost-prohabitive and may, in fact,

confound the research because measurements of large numbers of people often affects
measurement quality.

P AT S E8FEAR T (T0%)

2. The trend towards greater media concentration, nationally and internationally, gives rise to three
main kinds of public policy issues. One relates to pricing, another to the product, and a third to the
position of competitors. The main pricing issue has to do with consumer protection, since the
more monopoly there is the greater the power of the provider to set prices. A media example is
offered by the case of cable television, which can gradually acquire a distribution monopoly for
the residents of a locality, where there is limited substitutability. Competition in most other media
sectors is effective in keeping prices down. A separate question relates to rates charged to
advertisers under conditions of monopoly, and similar considerations arise.

The main product issue has to do with the content of a monopoly-supplied media service,
especially questions of adequate quality and choice, both for the consumer and for would-be
providers of content. The third issue, concerning competitors, refers to the driving out of
competitors as a result of economies of scale or advantages in the advertising market of high
density of coverage or use of financial power to engage in ‘ruinous competition’. Concentration
will generally impinge only on competitors in the same market, but it can extend further. For all
the reasons given, there has been much research directed at the consequences of concentration
(whether good or bad)—especially for the newspaper sector, where concentrations has been
greatest (see Picard et al., 1988).
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