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I . Introduction 

Purposes of the Study 

Why do some people make a large number of long distance calls f o r s o c i a l 

purposes while others do not? V/hat are the factors which influence social, long 

distance calling? Previous research and experience have indicated that a large 

number o f factors influence c a l l i n g behavior. The general question breaks dcrrai 

i n t o at least three specific questions: 

1. YJhat s o c i a l and economic factors influence the number of social 

long distance c a l l s a person w i l l make? 

2. 17hat feelings and attitudes about the telephone influence s o c i a l 

long distance calling? 

3.. Y/hat personality characteristics influence social long distance 

c a l l i n g 

This study i s directed p r i m a r i l y toward answering these three questions. 

Influence•of Previous Studies 

I n t h i s study i t ivas not possible to assess the influence on long distance 

c a l l i n g of a l l possible socio-economic factors or a l l possible attitudes or per

s o n a l i t y characteristics. I t was necessary to make some selection. The attempt 

•was made to select those factors which seemed most l i k e l y t o show some relationship 

t o c a l l i n g behavior. This selection v/as based upon studies which have already been 

done concerning phoning, among them a p i l o t study done by t h i s organization i n the 

spring of 1955. The selection v/as also influenced by the experience of executives 

i n the telephone industry, and the judgment of the investigators based on knowledge 

of theory and of other research i n the s o c i a l sciences. 
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Design of This Study 

I n planning t h i s study the decision was made to study intensively two d i s t i n c t 

groups: people who make a large number of long distance c a l l s and people who make 

almost no c a l l s a t a l l . This design has r e a l advantages f o r some purposes and 

equally r e a l disadvantages f o r others. On the one hand i t maximizes, the l i k e l i 

hood of detecting those factors which d i f f e r e n t i a t e high from low c a l l e r s . This 

feature i s p a r t i c u l a r l y desirable when the behavior under study i s influenced by 

many f a c t o r s so that i t i s often d i f f i c u l t to^ detect the impact of a single one. 

On the other hand, w i t h thi s design i t i s not possible t o t e l l how frequently a 

p a r t i c u l a r event i s l i k e l y to occur i n the general population. For example, i n 

the sample interviewed, h9 percent of the respondents attempted t o l i m i t t h e i r 

calls t o three minutes. Because of the way i n which the sample was selected, i t 

i s not possible t o generalize t h i s finding t o the population at large. 

A second decision was to study households as u n i t s . The p i l o t study had i n 

dicated t h a t making a long distance c a l l i s a so c i a l act, often involving j o i n t 

decisions. Calling may be influenced by the personality characteristics and 

at t i t u d e s of more than one member of the family. 

The c r i t e r i o n groups: These decisions have meant that most of the analysis 

consists of comparisons of low callers w i t h high c a l l e r s . These two groups are 

described as follows: 

Low c a l l e r s : This group consists of respondents f o r whom the Company 

record indicates no long distance c a l l s t o places over £0 

miles away f o r a three-month period. 

High c a l l e r s : This group consists of respondents f o r whom the records 

show s i x or more calls i n three months t o places 50 miles 

or more away. 
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For purposes of more detailed analyses, these two groups have been f u r t h e r 

subdivided as follows: 

Low-callers: a) Long distance phone b i l l under 0»$O f o r s i x months 

b) Long distance b i l l between &.50 and $6.50 f o r a s i x 

month period* 

High c a l l e r s : a) Long distance phone b i l l between- $6.51 and $k£.50 

b) Long distance phone b i l l 0U°«5l or more f o r a s i x 

month period. 

The amounts are the t o t a l b i l l f o r c a l l s from these phones. Some business c a l l s 

may be included, especially f o r self-employed persons. 

A t o t a l of UOO interviews were taken. Of these, 3h0 were taken i n households 

where both husband and w i f e were present and were interviewed. 

The research instrument: Four kinds of devices were used during the interview 

period. The f i r s t , most frequently used, consisted of questions. The respondents 

supplied the answers, which were recorded verbatim by the i n t e r viewer-. The re

sponses were coded or c l a s s i f i e d i n t o meaningful categories i n the o f f i c e . Some 

of the questions were of the i n d i r e c t types the respondent was asked to describe 

a t h i r d p a r t y , or t o predict how another person would respond. 

The second device consisted of modifications of projective tests which are 

i n common use i n social science, research. The respondents were asked t o t e l l a 

story, i n response to pictures which the interviewer showed them. The measures 

of need f o r a f f i l i a t i o n and underlying orientation toward money were of t h i s sort. 

The t h i r d device consisted of a t t i t u d e scales. The respondent was given a 

series of statements, and was asked t o indicate whether he agreed or disagreed 

w i t h the statement. From his responses i t was possible t o determine how favorable 

or unfavorable he f e l t toward an object. I n t h i s study scales were used t o measure 

respondents* concern about ease of phoning and the extent t o which phoning s a t i s 

f i e d a f f i l i a t i v e needs. A modified form of thi s kind of device was the measure 

of security-rinsecurity. 



F i n a l l y , the interview session permitted an opportunity f o r observation of 

actual long distance c a l l i n g behavior. Each household was given the opportunity 

t o make a free c a l l t o any place i n the country. VJhen- the o f f e r was accepted, 

the interviewer was usually able t o note whether a discussion preceded the c a l l , 

whether the c a l l was placed easily, how long the conversation took place, and 

so on. 

This study was carried out by the s t a f f of the Survey Research Center, a 

d i v i s i o n of the I n s t i t u t e f o r Social Research of the University of Michigan. The 

I n s t i t u t e i s under the d i r e c t i o n of Rensis Lilcert, while the Director of the Survey 

Research Center i s Angus Campbell. This study was carried out i n the Economic 

Behavior Program of the Center, George Katona, Director. The study design, analysis 

and r e p o r t w r i t i n g were the r e s p o n s i b i l i t y of Joseph Adelson, Charles Cannellj 

Roger W. Heyns, and John B. Lansing, w i t h the assistance of John Colombotos. 
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I I , Summary 

The main findings of the study may be summarized as follows: 

Socio-economic Factors 

1. Friends or relative s l i v i n g away. People who have friends or relatives 
l i v i n g amy are much more l i k e l y t o be frequent users of long distance 
than those who do not. 

2. The " l i f e cycle". Young married couples who have not yet had children 
and older married couples whose children have l e f t home are l i k e l y to he 
frequent users of long distance. The l a t t e r group i s p a r t i c u l a r l y 
important. 

3» Income. The higher people fs income, the more long distance c a l l s they 
tend t o make. As people move from lower i n t o higher income brackets they 
w i l l not automatically take on the c a l l i n g behavior now t y p i c a l of higher 
income groups. 

TJho i n the family places c a l l s . Yfomen are more l i k e l y than men t o place 
long distance c a l l s . Among the families who are most frequent c a l l e r s , 
however, there i s a tendency f o r the d i f f e r e n t i a t i o n between husband and 
wife i n t h i s respect t o disappear. 

Attitudes Toward the Phone 

5. Users of the phone. People v?ho use the l o c a l phone frequently are also 
more l i k e l y t o use the long distance phone 

6m Other forms of communication. People who make many long distance calls 
also tend to w r i t e many l e t t e r s and make many v i s i t s t o friends and r e l a 
t i v e s l i v i n g away. There are a few people, however, who use the phone 
i n preference t o other modes of caimrunication. 

7. Placing the c a l l . Few people say that placing a c a l l i s d i f f i c u l t f o r 
them. Direct observation of people placing c a l l s indicates, however, 
th a t there i s an appreciable group of people f o r whom the mechanics of 
placing the c a l l may be a b a r r i e r t o making c a l l s . 

8. Feelings while c a l l i n g . Making long distance c a l l s i s not pure pleasure' 
t o most people. People d i f f e r i n the extent to which they enjoy c a l l i n g * 
Those who report t h a t c a l l i n g i s pleasant are more l i k e l y t o be frequent 
c a l l e r s . 

9. Reluctance to c a l l . A few people report that they have refrained from 
placing a c a l l a t some time f o r fear of alarming the re c i p i e n t . 

10. Motives f o r s o c i a l c a l l i n g . The most important motive f o r social c a l l i n g 
i s t o maintain family t i e s . 
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11. Trouble hearing. D i f f i c u l t y i n hearing on the phone comes p r i m a r i l y 
from poor conditions rather than from deafness. 

Personality Factors 

12. Security-insecurity. The most secure respondents, as measured by the 
t e s t , are more l i k e l y t o be i n the high c a l l e r group than persons who are 
less secure. More elaborate analysis suggests that th i s relationship is 
due i n part t o the e f f e c t of income and other factors, 

^ * Need a f f i l i a t i o n . Respondents who have high need a f f i l i a t i o n scores are 
more l i k e l y t o report pleasant feelings while c a l l i n g than those who have 
low scores, and t o report enjoyment i n making long distance' c a l l s . 

Persons with high need f o r ' a f f i l i a t i o n , as measured by the t e s t , i n 
dicate a more positive a t t i t u d e toward a high c a l l e r , Mrs. Jones. They 
are also somewhat more l i k e l y to use the phone for social purposes than 
are the persons w i t h low need f o r a f f i l i a t i o n . 

Persons r a t h high a f f i l i a t i o n scores show a higher rate of contacting 
friends and relatives by means of l e t t e r than do low scorers. High need 
a f f i l i a t i o n respondents are also more l i k e l y t o report more use of the 
l o c a l phone than are low need a f f i l i a t i o n persons. 

There i s no simple and d i r e c t relationship between need a f f i l i a t i o n 
scores and long distance c a l l i n g , but a more complex relationship may 
e x i s t . 

l U . Underlying attitudes toward money. Respondents c l a s s i f i e d as Free Spenders 
are more frequently i n the group of extremely frequent callers.. Persons 
c l a s s i f i e d as Conservative Spenders appear more frequently i n the group 
of very infrequent c a l l e r s , 

15. Overall status of the personality variables. A l l three measures of 
personality characteristics show s i g n i f i c a n t relationships t o one or 
another aspect of phoning behavior. I n no case, however, i s there a 
simple relationship between a personality characteristic and frequency 
of use of the long distance phone. 

Attitudes Toward Rates 

16-* Are rates high? High users of long distance are more l i k e l y than low 
users t o f e e l that rates f o r long distance c a l l s are high. They may 
have i n mind the charges they a c t u a l l y pay rather than the actual rates. 
Low users often have no opinion as to whether rates are high. 

17. Reasons why rates are high. Of those who f e e l rates are high, many are 
thinking i n terms of the Company and the service i t provides. Those who ' 
f e e l rates are not high also, may'have i n mind the Company and I t s service, 
but many of them are thinking i n terms of the s a t i s f a c t i o n they receive 

from o a l l s . 



The Three Minute L i m i t 

18- Length of free c a l l s , VJhen given an opportunity to place a free long 
distance c a l l of "reasonable length", almost a l l respondents talked 
more than s i x minutes and most talked ten minutes or longer* 

19 • Belief t h a t the company wants people to l i m i t c a l l s . There i s s t i l l 
a group of people who believe the company wants them t o l i m i t the length 
of t h e i r c a l l s . A smaller group of people do t r y t o l i m i t calls f o r t h i s 
reason. 

20. YJhat happens a f t e r the three minutes. People are poorly informed about 
what happens t o rates a f t e r the f i r s t three minutes. 

Number and Location of Phones 

21. Number of phones. Of the high users of long distance, one out of four 
have more than one phone. Of the low users, one i n ten have more than 
one phone. Of a l l subscribers, about one i n ten have more than one 
phone . 

22. Location of the phone.- The three f a v o r i t e locations f o r the phone are 
dining room, kitchen, and l i v i n g room. High income people are much more 
l i k e l y t o have a telephone i n the kitchen than low income people. 

Frequency of Long Distance Calling 

23« T o l l charges f o r s i x months. Of a l l r e s i d e n t i a l customers of Michigan 
B e l l i n southern ItLchigan, 18 percent had no t o l l charges over a s i x 
months period. Sixty-two percent had charges of §1 per month or less 
on an average. Eight percent, however, averaged over $5 per month* 
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I I I , The Approach 

Social long distance c a l l s defined: The act of c a l l i n g with which t h i s study-

i s concerned i s f i r s t of a l l an act of social communication, l i k e w r i t i n g a l e t t e r , 

sending a-telegram, or carrying on a conversation. These acts a l l involve other-

people^ and 'are i n i t i a t e d because of the desire to communicate with others. People, 

.however, ;t]ntiically do not contact others simply at random f o r social purposes. 

Nearly a l l non-business contacts are w i t h people i n two categories: friends and 

r e l a t i v e s . For purposes of t h i s study a social long distance c a l l i s an act of 

communication involving two (or more) persons who are friends or r e l a t i v e s . 

The focus i s the habit: The single act of making a long distance c a l l f o r 

social purposes i s not the main concern of t h i s study. The int e r e s t i s i n the habit 

of making c a l l s of t h i s s o r t . There are people who regularly make long distance • 

c a l l s f o r s o c i a l purposes, there are others who never do- so. The habitual choice of 

the phone i s the central focus of t h i s study. 

As a r e s u l t of t h i s o r i e n t a t i o n , the groups selected f o r study consist of 

people who have shown a consistent pattern over a period of time. Admittedly, the 

time period i s not long and each group may contain people f o r whom the pattern dur

ing the time selected was a t y p i c a l . There may even be some i n the high c a l l group 

who made more c a l l s i n the six-month period than they had ever made before. Even 

wi t h t h i s p o s s i b i l i t y , however, there i s no doubt that the two groups, as groups, 

have markedly d i f f e r e n t social long distance c a l l i n g habits. The habit of using 

the long distance phone i s complex and has a number of implications. For one thing , 

i t means th a t the relationship between any single factor and long distance c a l l i n g 

i s not l i k e l y t o be a strong one. No one fa c t o r w i l l explain why some people make 

many c a l l s and others make few or none. I n a study such as t h i s i t i s not a matter 

of i s o l a t i n g the f a c t o r but of f i n d i n g several factors, each of which makes a small 

c o n t r i b u t i o n t o differences i n behavior. Another possible complication occurs when 
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two f a c t o r s are associated, but work i n opposition; they both influence c a l l i n g be
havior but i n opposite ways. We can f i n d the influence of each of these only i f 
the influence of one of them i s cancelled out. 

Such complications c a l l f o r more elaborate analyses. These analyses take two 

general forms. The f i r s t consists of determining the relationship between a factor 

and c a l l i n g behavior w i t h one or more other factors held constant. The second con

s i s t s essen^tjiftirly of cumulating the effects of several f a c t o r s , taking i n t o account 

the i n t e r r e l a t i o n s among them. Both of these devices were used. However neither 

of them was used extensively. The study was intended t o detect the major factors 

which make a difference i n long distance c a l l i n g and t o determine the general way 

i n which these facotrs i n t e r a c t t o influence c a l l i n g behavior. 

The A n a l y t i c a l Scheme 

A high c a l l e r i s a person who has a frequent desire t o contact others l i v i n g 

f a r away and ha b i t u a l l y chooses the phone as the means f o r doing so. There are two 

key phrases i n the description of the high c a l l e r : deBires t o contact and chooses 

the phone. The f i r s t c a l l s attention t o the f a c t that there i s motivation t o com

municate and the second emphasizes the choice among modes of communication. 

Most of the factors which influence desire t o contact and choice of the phone 

can be c l a s s i f i e d i n t o the three broad categories suggested e a r l i e r : 

Socio-economic factors 

Attitudes, perceptions and previous experience 

Personality t r a i t s 

The f i r s t category contains factors such as income, education, age, and whether 

the i n d i v i d u a l has relati v e s l i v i n g at a distance. Some of these are believed t o 

influence the desire t o communicate, and others the choice of means; s t i l l others 

may influence both. 
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The second category, a t t i t u d e s , perceptions and experience, includes specific' 

attitudes toward the phone and toward long distance c a l l i n g , and experience i n 

making long distance c a l l s * Most of these factors influence p r i m a r i l y the choice 

of means of communication. 

Included i n the t h i r d category .are personality t r a i t s which might be expected 

t o underlie the desire t o contact. The desire to contact i s undoubtedly influenced 

by external conditions, such as emergencies or the sudden need f o r more information. 

The emphasis i n the study, however, i s upon those more or less enduring personality 

characteristics which might influence' the strength of the desire t o be i n contact 

w i t h f r i e n d s and r e l a t i v e s . I t i s also possible that some personality characteris

t i c s w i l l influence p r i m a r i l y the choice of means of communication, rather than the 

desire t o communicate d i r e c t l y . 

This t h e o r e t i c a l scheme can be i l l u s t r a t e d as follows: 

^ . A t t i t u d e s , Perceptions 
— -~~ and Experience 

Personality -- " 
T r a i t s . 

Desire t o Contact ^ Choice of 
JL- Means 

Soc io—ec onomic 
Factors 

This diagram, obviously oversimplified, can be translated i n t o language. 

Whether a person habitually phones depends on the presence of some factors which 

make hijn desire t o contact others frequently. How often t h i s desire i s present 

depends on his personality characteristics and upon socio-economic f a c t o r s . Once 

the desire t o contact i s present, whether he phones or not depends on other socio

economic fa c t o r s , as w e l l as certai n of his attitudes, his perceptions and his 

previous experiences with phoning. 
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IV, Socio-Economic Factors 

Friends or Relatives Living Away 

A necessary condition f o r long distance c a l l i n g i s some f r i e n d or r e l a t i v e at 

a distance. The separation may be temporary, t h a t i s , someone may have gone on a 

t r i p . Or the separation may be permanent i n the sense that the friends or relative s 

usually l i v e at a distance. 

The results of the study show that people w i t h friends or r e l a t i v e s living/away 

are more l i k e l y t o be high c a l l e r s than low c a l l e r s . The differences between low 

cal l e r s and high cal l e r s i n t h i s respect are s t r i k i n g . Of the high c a l l e r s 90 per-

Table 1 

Frequency of Long Distance Calling and 
Where Friends or Relatives l i v e 

(Percentage d i s t r i b u t i o n of respondents) 

w A l l Low High 
Where Friends or Relatives Live" Respondents Callers Callers 

A l l people mentioned l i v e away 21 12 30 

Few people l i v e away (some here, 
some away) 30 53 60 

No one away 32 35 9 

Not ascertained 17 — 1 

Total 100 100 TOO 

Number of respondents lj.00 203 197 

i / The question was: "Thinking of your half dozen closest friends and 
r e l a t i v e s , do they a l l l i v e here i n (name of c i t y ) , or do they a l l 
l i v e i n other places, or what?" 

cent report that same or a l l of t h e i r half dozen closest friends or r e l a t i v e s l i v e 

away. Of the low c a l l e r s , only 65 percent have some of t h e i r closest friends and 

r e l a t i v e s l i v i n g i n other places. 
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This f i n d i n g emphasizes the importance of people's movements from one place to 
another as an underlying reason f o r social long distance c a l l i n g . At one time the 
friends must have l i v e d i n the same place i n order to get t o know each other, and 
the r e l a t i v e s , s i m i l a r l y , must have become separated when part of a family moved 
away. 

The L i f e Cycle 

Families become separated under various circumstances, but separation i s normal 

when chil d r e n grow up. Grown children are commonly expected t o leave t h e i r parents* 

home at marriage, i f not before, and they may also leave the community i n which the 

parents l i v e . I n a family of two or more children, i t i s quite possible t h a t the 

young adults w i l l move i n two directions so that they become separated from each 

other as w e l l as from t h e i r parents and other r e l a t i v e s . I t i s possible t o c l a s s i f y 

people as t o where they are i n t h i s l i f e cycle. Such a c l a s s i f i c a t i o n i s used i n 

Table 2, 

Table 2 

Frequency of Long Distance Calling and the L i f e Cycle 
[Percentage d i s t r i b u t i o n of respondents) 

A l l Low High 
L i f e Cycle Respondents Callers Callers 

Young, single k 3 U 

Young married, no children 11 8 15 

Married 

Olde.-it c h i l d under 3 3 5 1 

Oldest c h i l d 3-lU 32 kO' 26 

Oldest c h i l d 15-18 15 17 12 

Older married, no children at home 28 22 iJ.S 

Older? single k 3 k 

Not ascertained 3 2 3 

Total 100 100 100 

Number of respondents k00 203 197 
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I n terms of the l i f e cycle two groups are l i k e l y t o be separated: older couples 
whose children have l e f t home and young married people. These groups, then, would 
tend t o be frequent c a l l e r s . The older married couples w i t h no children at home do 
represent one-third of the high callers compared to j u s t over o n e - f i f t h of the low 
c a l l e r s . The young couples w i t h no children also make up a larger proportion of the 
high c a l l e r s than of the low c a l l e r s . I t i s the families with children at home who 
seem t o be over-represented i n the low c a l l i n g groups. There are enough of these 
fami l i e s i n the sample so that they include nearly four i n ten of the high c a l l e r s , 
but they are six i n ten of the low c a l l e r s . Perhaps the explanation has t o do with 
the longer period since these respondents l e f t t h e i r parents, the greater l i k e l i h o o d 
i n t h i s group that the parents are no longer l i v i n g , or the f i n a n c i a l strains cn the 
young f a m i l i e s . 

These results do establish that long distance c a l l s are frequently made by the 

older generation. The young f o l k s may c a l l Grandmother, but she may c a l l them tooj 

While telephone c a l l s maintain communication between parents and adult children 

they also maintain communication among brothers and s i s t e r s . When respondents were 

allowed t o place free telephone c a l l s at the conclusion of the interview, four out 

of f i v e talked t o r e l a t i v e s . (See Appendix C, Table Uc.) Roughly one-third of 

those c a l l i n g relatives were parents who called children or children who called 

parents, but one-third of those c a l l i n g r e l a t i v e s c a l l e d s i b l i n g s . For people whose 

parents are no longer l i v i n g and whose children are s t i l l at home, siblings are 

l i k e l y t o be the nearest r e l a t i v e s l i v i n g away. 

Income and Education 

Before a person becomes a habitual c a l l e r he must have someone t o c a l l . He 

must also have enough money t o pay f o r the c a l l s . Possession of an average income 

or b e t t e r does make i t easier t o pay the b i l l } 
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Table 3 

Income of Low and High Users of Long Distance 
(Percentage d i s t r i b u t i o n of respondents) 

Family Income Low Users High Users 

Under $3000 12 k 

$3000 - U999 29 2h 

$5000 - 7̂ 99 hi 31 
$7500 - 9999" 9 13 
$10,000 and over 3 28 

Total Too Ioo 

Number of i n t e r v i e w s ^ 193 187 

1/ Excludes those whose income was not ascertained. Those whose 
education was not ascertained are also excluded t o maintain 
comparability with Table l ; . 

I t i s hardly surprising to f i n d that people i n the higher income brackets make up a 

larger proportion of high callers than of low c a l l e r s . 

Other studies involving the relatio n s h i p of income t o purchasing habits have 

ind i c a t e d t h a t i t i s not safe t o assume th a t lower income groups w i l l , i f t h e i r i n 

come i s raised, spend t h e i r money i n the same way higher income groups do. The 

spending habits of higher income groups are influenced by other factors as w e l l as 

income, among them social status, or po s i t i o n i n society. Income and social status 

are r e l a t e d but they are not i d e n t i c a l . Another index of s o c i a l status i s education. 

We can compare people of the same income but d i f f e r e n t education t o see i f education 

or status seems t o influence use of the long distance phone. 
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Table U 

Low and High Users Within Income and Education Groups 
(Percentage d i s t r i b u t i o n of respondents) 

Family Income 
Under $5000 $5000 - «7U99 

Use of Long Distance 
Non- 1 y 
Graduates— Graduates^ 

Non-
Graduates Graduates 

Low users 69 U3 62 59 

High users 31 57 38 Ul 

T o t a l 100 100 Too Too 

Number of Interviews^/ -87 -U2 82 70 

1/ "Non-graduates" are members of families where the head did not graduate from 
high school; "graduates" are members of families where the head received a 
high school diploma. 

2/ This table excludes those with income over $7500 and those whose income or 
education was not ascertained* 

I n Table U t h i s comparison i s made* Of the people i n the sample with incomes 

under &5000 -who are not high school graduates, 31 percent were high users. Of the 

people who were high school graduates, 57 percent were high users. The difference 

between graduates and non-graduates i s much smaller, however, f o r the income group 

$5000 - $7U99. The data suggest that education as w e l l as income has an effect on 

c a l l i n g , though the influence of education may not be as strong i n the upper income 

groups. We must conclude that the relationship of c a l l i n g t o income shown i n 

Table 3 i s probably not solely the ef f e c t of income. As people move from lower into 

higher income brackets they w i l l not automatically take on the c a l l i n g behavior now 

t y p i c a l of higher income groups. 

Role of Di f f e r e n t Members of the Family 

Social forces contribute t o making some families high users and others low 

users. Social forces may also influence which i n d i v i d u a l i n the family places the 

c a l l s . One hypothesis was that placing a c a l l i s seen by many people as somehow 
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d i f f i c u l t or complex, and hence, man's work. Another hypothesis i s that women are 
the people who have the r e s p o n s i b i l i t y f o r maintaining the family. Family t i e s and 
emotions are of primary concern to women, according t o t h i s view, and accordingly 
they may be expected t o place more social c a l l s than men. 

The data suggest t h a t there are a few families i n which the placing of a c a l l 

i s "man's work", and that these families make up a larger proportion of low ca l l e r s 

than of high c a l l e r s . I f one member of the family usually places c a l l s , t h a t member 

i s much more l i k e l y t o be the wife than the husband. In about ha l f of the families 

Table 5 

Relation Between Frequency of Long Distance 
Calling and Who i n Family Puts Through C a l l 

(Percentage d i s t r i b u t i o n of respondents p u t t i n g through c a l l s ) 

Who Puts Through 
Long Distance Calls 

A l l 
Respondents 

Low 
Callers 

High 
Callers 

Husband 18 23 13-

Wife U8 U8 h7 

Sometimes husband, sometimes wife 29 21 36 

Someone else 2 3 2 

Not ascertained 3 5 2 

Total 100 100 Too 

Number of respondents 
putting through c a l l s 350 163 187 

ths w i f e i s . the member of the family who actually places c a l l s , and t h i s proportion 

holds f o r both low and high users. 

The data also suggest that there i s a tendency f o r t h i s d i f f e r e n t i a t i o n between 

husband and wife t o disappear among the high users. I n over one-third of these 

f a m i l i e s c a l l s are placed sometimes by the husband and sometimes by the w i f e . 



V. Attitudes Toward the Phone 

Social s c i e n t i s t s have long been aware of the importance of attitudes as deter

minants of behavior. The feelings people have, and t h e i r ideas and b e l i e f s , growing 

out of t h e i r experiences, are relevant t o understanding t h e i r behavior. The t e l e 

phone i s an object which i s a part of people's d a i l y l i v e s , and t h e i r attitudes 

toward the phone are complex. This chapter explores some of the vari e t y of these 

attitudes and experiences. 

Local Uses of the Telephone 

when one ascertains how a person uses a phone and f o r what purposes, one i s 

i n d i r e c t l y determining his perception of the phone, his a t t i t u d e toward i t as a 

communication device f o r certa i n purposes. Dees the amount and kind of use t o 

which respondents put the l o c a l phone have any bearing on t h e i r use of the long d i s 

tance phone f o r s o c i a l purposes? 

Extent of l o c a l use; One of the f i r s t questions which arises i s a simple onei 

Do people who use the l o c a l phone frequently also f a l l i n the group who use long 

distance frequently? Table 6 shows the relationship between amount of l o c a l and 

amount of long distance c a l l i n g . 

Table 6 

Relation Between Total Number of Calls by Respondent 
i n the Past Week Including Local Calls and 

Frequency of Long Distance Calling 
(Percentage d i s t r i b u t i o n of respondents) 

Total Number of Calls i n Past Weekr^ 
A l l 

Respondents 
Low 

Callers 
High 

Callers 

None 5 5 5 

1 - 6 37 39 35 

7 - 2 1 35 36 35 

Over 21 19 U* 23 
Not ascertained h 6 2 

T o t a l 100 100 100 
Number of respondents Uoo 203 197 

1/ The question was; "About how many c a l l s i n the l a s t week have you youxw 
s e l f made or received on your home phone - would i t be none, one or two, 
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There i s some difference between the high and low long distance users i n the 

use of the telephone f o r l o c a l c a l l s , but the difference i s small. There i s some 

tendency f o r more high long distance users than low users t o make over 21 c a l l s per 

week»-

Important uses of the phone; Respondents were asked f o r the single most im

portant use of the phone f o r them. The single most important purpose of calls i s 

f o r social communications of various types, t h i s being s i g n i f i c a n t l y more important 

f o r both high and low users than i s either emergency or business. 

Table 7 

The Most Important Use of the Phone^ 
(Percentage d i s t r i b u t i o n of respondents) 

Use 

Social communications 

Emergency 

Business 

Other 

Not ascertained 

T o t a l 

Number of respondents 

1/ The question was: " I n t h i s study we are interested i n the uses of 
your home telephone. What are the most important uses of the t e l e 
phone f o r you?" 

One point o f i n t e r e s t not covered i n the table i s the number of respondents who 

spontaneously mentioned the telephone as a long distance communications device 

when they were asked the question, "What are the most important uses of the t e l e 

phone f o r you?" Sixty-seven respondents, out of the four hundred interviewed, 

spontaneously mentioned long distance. Of t h i s group 87 percent are high users. 

Low Users High Users 

ii3 h9 

29 21 

27 27 

1 3 

100 100 

203 197 
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These high users do perceive the telephone as an important device f o r long distance 

c ommunic a t i on. 

Respondents were also shown a l i s t of possible uses of the telephone and asked 

t o indicate the three uses which were most important f o r them. Table 8 shows the 

tabulation of these responses separately f o r high and low c a l l e r s . 

Table 8 

Relation Between Three Most Important Uses of the 
Phone and Frequency of Calling t 

(Percentage d i s t r i b u t i o n of respondents) " 

Three Most Important A l l Low High 
Uses of the Phone 1/ Respondents Callers Callers 

Emergency 82 85 79 

Business, work 55 53 57 

Arrangements, friends, family U8 53 U2 

V i s i t , chat relati v e s 29 25 33 
Shop 22 21 23 

Arrange meetings 19 20 18 

V i s i t , chat friends 16 19 12 

V i s i t , chat, not ascertained 
whether friends or r e l a t i v e s 1 . 1 

Other 1 — 1 

Not ascertained h 3 h 

T o t a l 

Number of interviews 
If 

Uoo 
u 

203 
2 / 

197 

l / The question wasi "In t h i s study we are interested i n the uses of your home 
telephone. What are the most important uses of the telephone f o r you?" "Here 
i s a l i s t of some of the things people use t h e i r phones f o r . Which of these 
things are important to you?" "Which are the three most important? , l 

2/ Totals add up t o more than 100$ because respondents mentioned more than one use 
of the phone. 
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The use most often mentioned i n response t o t h i s question by both high and low 

c a l l e r s , was f o r "emergencies." The term "emergencies" has various meanings. For 

example, a 75 year old widow says, "Well, I have my phone because I'm a l l alone. 

I n case anything happens t o me I want the phone to" l e t people know. That's why I 

had i t put i n . " A middle-aged housewife says, " I f e e l l i k e every home needs a phone 

i n case of f i r e or f o r a doctor. Anything can happen. I use i t most to c a l l my 

children on the phone when I'm f e e l i n g sick." A husband says, "Well, r i g h t now I 

use i t most t o get c a l l s about my w i f e , who's in-the hospital." Many of the specific 

purposes under the emergency c l a s s i f i c a t i o n had t o do w i t h the phone as a contact 

w i t h outside aid i n case of i l l n e s s or f i r e . Other uses were to inform parents, 

children, or other r e l a t i v e s , of the emergency. 

The second use, f o r both high and low users, was f o r business c a l l s or c a l l s 

associated w i t h one's work. These included a dressmaker who gets her orders by 

phone, a businessman who phones his associates from his home to discuss business 

subjects, e t c . 

The purposes next most frequently mentioned are f o r contacting friends or r e l a 

t i v e s . There were three such uses on the l i s t , and t h e i r i n d i v i d u a l scores r e f l e c t 

the f a c t t h a t respondents spread t h e i r votes among the three. 

High users are more l i k e l y t o use the phone f o r v i s i t i n g and chatting w i t h 

r e l a t i v e s . No doubt some of these high users have i n mind v i s i t s with r e l a t i v e s 

using long distance. Low users report use of the phone f o r making arrangements 

w i t h f r i e n d s and r e l a t i v e s more frequently than high users. Low users also are more 

l i k e l y t o report that they v i s i t or chat with friends by phone. 

At f i r s t glance i t may seem inconsistent with the theory stated e a r l i e r t h a t 

low users are more l i k e l y to use the phone f o r these purposes. But we know that the 

low user group i s less l i k e l y t o have r e l a t i v e s and friends l i v i n g away. The fijiding 

i s consistent and shows an important re l a t i o n s h i p . People w i t h relatives and friends 

l i v i n g i n the same l o c a l i t y are more l i k e l y to use the telephone t o communicate with 
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thera than i f friends and relativ e s l i v e out of town. I f a person's friends and 

re l a t i v e s l i v e near him, he i s l i k e l y to c a l l to make arrangements t o v i s i t them. 

I f they l i v e away, the v i s i t i t s e l f must often be by phone. 

Long Distance, Letters, and Telegrams 

Respondents were given a l i s t of specific situations i n which they might want 

to get i n touch w i t h someone i n a distant c i t y . They were asked f o r each s i t u a t i o n 

which they were most l i k e l y t o do; phone, w r i t e , or wire* The situations were as 

follows: f o r holiday greetings, f o r making arrangements t o meet someone, t o keep i n 

touch w i t h r e l a t i v e s , t o keep i n touch w i t h f r i e n d s , to f i n d out about someone's 

health. 

Counting one point f o r each time the phone i s selected, there i s a possible 

t o t a l of f i v e "votes" or points f o r the phone. Table 9 shows the number of votes 

f o r the phone by high and low users. The higher number of votes do tend to be given 

Table 9 

Relation Between the Number of Choices 
of the Phone -and Frequency.of Calling 1/ 

(Percentage d i s t r i b u t i o n of respondents) 

T o t a l Number of Choices 
of the Phone 

A l l 
Respondents 

Low 
Users 

High 
Users 

No votes l l 18 10 

One vote f o r phone 23 26 20 

2 - 3 votes 39 3U 16 
h - 5 votes 22 19 2k 

Not ascertained 
how many votes 3 1 

Total 100 Too Too 

Number of interviews hOO 203 197 

1 / The question was: "Here i s a l i s t of some specific situations when 
people may want t o get i n touch with someone i n a distant c i t y , Which 
would you be most l i k e l y t o do - phone, wire or wr i t e - (a) f o r h o l i 
day greetings? (b) f o r making arrangements t o meet someone? (c) to 
keep i n touch with relatives? (d) t o keep i n touch w i t h friends? (e) t o 
f i n d out about someone's health 
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by people who use the long distance phone more extensively. 

The next table presents the details on means of ccmmunicaticn respondents r e 

ported they would use i n the f i v e situations referred t o abova. The f i r s t section 

of the table concerns holiday greetings. Table 10 indicates that of the high users, 

h9 percent mention the phone as a way of conveying holiday greetings. Of those who 

are low users, 23 percent mention the phone. These results suggest the p o s s i b i l i t y 

that many people who c a l l on holidays are high c a l l e r s i n general. Only about f i v e 

percent of low users and of high users report that they would use telegrams f o r 

holiday greetings. 

Similar comparisons can be made between high users and low users i n each of 

the f i v e s i t u a t i o n s . High users are more l i k e l y t o say they would phone to keep i n 

touch with r e l a t i v e s than low users. High users are not more l i k e l y t o say they 

would phone to keep i n touch w i t h friends, however. This contrast f u r t h e r strengthens 

the evidence i n the preceding chapter t h a t social c a l l s t o friends are less important 

than c a l l s t o r e l a t i v e s . 

High users are only s l i g h t l y more l i k e l y t o say they would use the phone f o r 

making arrangements or f o r f i n d i n g out about someone's health than low users. When 

the purpose i s t o communicate w i t h friends j u s t t o keep i n touch, most people per

ceive l e t t e r s as the relevant mode of communication. Same people select the phone 

f o r social communication w i t h r e l a t i v e s , and these people tend to be high users of 

long distance. When the communication i s more purposeful, getting information or 

exchanging information, more people select the phone as the appropriate method. 

People Who Are Frequent Communicators 

The preceding section implies competition between the long distance telephone 

and other means of communication. But i t may be that individuals who communicate 

w i t h f r i e n d s and r e l a t i v e s by long distance are also those who communicate w i t h 

friends and relatives by other means. There may be others who do not use long d i s 

tance and also do not w r i t e or v i s i t . Or i t may be that some people always communi

cate with f r i e n d s and r e l a t i v e s by telephone, whereas others communicate as f r e -

>Tpwstvtly but use a d i f f e r e n t means of communication. 
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Table 10 

Relationship Between Frequency of Long Distance Calling and 
Choice of Mode of Communication f o r Different Purposes 

(Percentage d i s t r i b u t i o n of respondents) 1/ 

For Holiday Greetings 

Low Users High Users 

Phone 23 h9 
Wire 5 h 
Write 72 hi 

Total 100 100 
Number of respondents 185 169 

For Making Arrangements 

Phone 69 11 
Wire 2 h 
Write 29 19 

Total TOO TOO 
Number of respondents 168 157 

To Keep i n Touch w i t h Relatives 

Phone 33 53 
Wire — — 
Write 67 U7 

Total TOO TOO 
Number of respondents 172 159 

To Keep i n Touch w i t h Friends 

Phone 26 28 
Wire — — 
Write lh 72 

Total TOO TOO 
Number of respondents 176 163 

To Find Out About Someone's Health 

Phone lh 86 
Wire — — 
Write 26 Ik 

Total TOO T55 
Number of respondents 161 139 

1/ Cases not ascertained are not included i n t h i s table 0 
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Letters and v i s i t s : Tables 11 and 12 compare l e t t e r s and v i s i t s w i t h friends 
and r e l a t i v e s with long distance phone behavior. Table 11 shows that the people 
who make the most long distance c a l l s also tend to w r i t e the most l e t t e r s . The 
sharpest contrast i s i n the number of people i n each group who w r i t e 76 l e t t e r s or 
over per year and those who w r i t e none. This l a t t e r group includes respondents who 
say they have no relatives or friends l i v i n g away. Of the low users, half w r i t e no 
l e t t e r s . Of the high users, only 15 t o 28 percent w r i t e no l e t t e r s . 

Table 11, 

Relationship between How Many Letters Respondents Write t o 
Friends and Relatives a Year and Frequency of Calling 

(Percentage d i s t r i b u t i o n of respondents) 

Low Users High Users 

Number of 
Letters W r i t t e n 

A l l 
Respon
dents 

B i l l 
under $.50 
f o r 6 mosc 

B i l l 
$ .50 

or more 

B i l l f o r 
Six Months 

$6.51-419.50 

B i l l 
$U9.51 
or more 

None at a l l 36 51 52 28 15 

1-5 l e t t e r s a year 11 13 8 11 16 

6—20 l e t t e r s a year 
including "not too many" 19 15 17 19 26 

21-Uo l e t t e r s a year 8 7 7 9 9 

lil -50 l e t t e r s a year h 6 3 1 6 

51-75 l e t t e r s a year 
including "quite a few" 3 2 2 2 6 

76 or over 17 h 7 30 22 

Not ascertained 2 2 h 1/ ll 
Total 100 Too Too 100 Too 

Number o f respondents Uoo 82 121 129 68 

1/ Less than 0.5 percent. 
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There i s also a contrast between low and high users i n the number of times a 

year they report getting together w i t h friends and re l a t i v e s f f Of the high phone 

users one i n four reports getting together -6 or more times a year w i t h friends or 

rel a t i v e s who l i v e away. Of the low users, less than one i n ten reports such a 

pattern. 
Table 12 

Relationship Between How Often Respondents Get Together w i t h 
Friends and Relatives Living Away and Frequency of Calling_ 

(Percentage d i s t r i b u t i o n of respondents) 

Low Users High Users 

How Often 
Get Together 

A l l 
Respon
dents 

B i l l 
under $.50 
f o r 6 mos.. 

B i l l 
$ .50 

or more 

B i l l f o r 
Six Months 

$6.5l-4ii9.50 

B i l l 

or more 

Not at a l l 25 U5 38 12 10 

Less than once a year 13 16 11 15 10 

1-5 times a year; 
"not too often" 31 36 50 5ii 

6 or more times a year; 
"quite a l o t " 16 3 10 21 25 

Not ascertained h 5 5 2 1 

Total Too 100 Too 100 Too 

Number of respondents uoo 82 121 129 68 

I n general, then, high phone users also use other means of communicating with 

friends and r e l a t i v e s . They are higher i n a l l three means of communication, namely, 

the telephone, l e t t e r s , and . v i s i t s . This r e s u l t i s , of course, p a r t i a l l y explained 

by the fin d i n g - s t a t e d ' e a r l i e r i n t h i s report, that the people w i t h high-communication 

patterns also tend to have re l a t i v e s and friends l i v i n g away. Only a--few .people seem 

t o keep, i n touch by phone but not by other means of communications 

•.Receiving c a l l s i Communication by telephone occurs when a person receives calls 

as w e l l as when he places them. Are the low users low because they j u s t do not com-
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municate w i t h people at long distance by telephone, or are the c a l l s i n i t i a t e d by 

someone e l s e ? 

I n the interviews there are cases where the respondent makes such comments as, 

"Oh, I always c a l l my daughter. She i s j u s t newly-married and doesn't have much 

money so I c a l l her." Another respondent says, "Well, I guess I fm j u s t more anxious 

to t a l k with her (my daughter) than she i s to me. I f I waited for her to c a l l I 

never would t a l k with her, so I'm always the one to do the c a l l i n g . " Table 13 i n 

dicates t h a t these responses are not t y p i c a l . There i s a s l i g h t tendency f o r the high 

users to make more c a l l s than they receive, however, these differences are not s t a -

Table 13 

Relationship between Responses to the Question "Do 
You C a l l Them, Do They C a l l You?" Frequency of C a l l i n g 

A l l 

Who C a l l s Whom? Respondents Low Users High Users 

I ( w e ) . c a l l them 2k 18 28 

They c a l l 6 10 k 

50 - 50 6k 60 65 ' 

Not ascertained 
or no c a l l s 6 12 3 
T o t a l 100 100 100 

Number of respondents^ 255 91 X6U 

l / These numbers exclude those respondents who have no friends or r e l a 
t i v e s l i v i n g i n other places or who never c a l l them. 

t i s t i c a l l y s i g n i f i c a n t . Generally, the table shows that the highest proportion of 

respondents i n both the high and the low groups indicate that the c a l l i n g i s about 

50-50, t h a t i s , that they make about as many c a l l s as they receive. There i s no 

tendency f o r either high or low c a l l e r s to be receipients of many more c a l l s than 

they make. The high c a l l e r s are higher communicators by phone than are low c a l l e r s . 
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Table l i t shows the relationship between the number of long distance c a l l s r e 

ceived i n t h e past three months and the frequency of c a l l i n g * I n t h i s table there 

i s a c l e a r r e l a t i o n s h i p between the number of c a l l s made and the number received. 

Table Hi 

Relationship between How Many Long Distance C a l l s Received 
i n the Past Three Months^ and Frequency of Calling 

(Percentage d i s t r i b u t i o n of a l l respondents) 

Low Users High Users 

Number of 
C a l l s Received 

A l l 
Respon
dents 

B i l l 
under $,50 
for 6 mos. 

B i l l 
$ .50 

or more 

B i l l f or 
Six Months 
$6,51-^9.50 

B i l l 
$U9*5l 

or more 

None U3 82 55 21 13 

1 - 2 19 10 2U 19 26 

3 - U 13 h 10 19 16 

5 - 6 8 1 h 11 16 

7 or more' Hi 1 3 2U 28 

Yes, received c a l l s , 
not ascertained how many 1 1 2 1 1 

Not ascertained 2 1 2 2 2/ 

Total 100 Too Too Too 100 

Number of respondents Uoo 82 121 129 68 

1/ The question was: "Aside from s t r i c t l y business c a l l s , about how many long d i s 
tance c a l l s would you say you have received i n the l a s t 3 months from 50 miles 
or more away." 

Zj Less than 0,5 percent. 

Experience i n C a l l i n g as Part of a Job 

Experience i n long distance phoning as part of a job may influence the present 

use of long distance. A person who has had experience i n making long distance t e l e 

phone c a l l s presumably understands the way the phone operates, and has been success-
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f u l i n using t h i s as a means of communication. P a r t i c u l a r l y i f he found telephoning 

a s a t i s f y i n g type of communication, he might be more l i k e l y than others to use long 

distance phone c a l l s f o r s o c i a l communications. 

A check of th i s hypothesis was made. Each respondent was asked i f he had ever 

made long distance telephone c a l l s as part of a job. The data indicate that respon

dents i n the high user group are more l i k e l y to have had experience i n long distance 

phoning as p a r t of t h e i r job than are low users. The differences here are s u f f i c i 

ently large to be s t a t i s t i c a l l y s i g n i f i c a n t . 

Table 15 

Relationship between Frequency of C a l l i n g and the Question, 
"Have You Ever Made a Long Distance C a l l as Part of a Job?" 

(Percentage d i s t r i b u t i o n of respondents) 

Frequency of Cal l i n g 
How Much Long Distance 
Phoning for Business? 

A l l 
Respondents Low Users High Users 

Once or more a week 2U 16 33 
Less than once a week 6 7 5 
Indeterminate amount 5 2 8 

Has never c a l l e d f o r job 62 72 52 
Not ascertained 3 3 h 

T o t a l 100 100 100 
Number of respondents hoo 203 197 

Although high users are people who have had experience, i t does not follow that 

they are high users because they have had the experience. I t i s possible that high 

income people tend t o place long distance c a l l s on the job and also tend t o place 

more s o c i a l c a l l s . A check of the r e l a t i o n between experience i n c a l l i n g on the Job 

and frequency of c a l l i n g was made therefore, taking income into account. The data 
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f a i l e d to e s t a b l i s h the existence of a r e l a t i o n between experience i n c a l l i n g on 

the job and use of long distance at home. The t e s t used does not rule out the 

p o s s i b i l i t y that a r e l a t i o n e x i s t s , but i t i s unli k e l y that the effect i s important. 

(See Appendix F ) . Income i s probably the basic factor at work rather than experience 

i n c a l l i n g . 

Placing the C a l l 

A d i r e c t attempt was made to study d i f f i c u l t y i n placing the c a l l , as contrasted 

to unusual s k i l l resulting from experience. I t may be that for some people the pro

cess of knowing how to make the c a l l , of going through the operator, or handling the 

mechanics of spanning the distance to the person whom one wants to reach may be suf

f i c i e n t l y great that i t i n h i b i t s the use of the long distance phone. Table 16 shows 

the responses to t h i s question broken down by the high and low c a l l e r s . Of the 

people who report making long distance telephone c a l l s , only 6% said that the pro

cess of p l a c i n g the c a l l s bothered them. There i s no s i g n i f i c a n t difference between 

the high and low user groups i n t h i s respect. 

Table 16 

"Does Placing a Long Distance C a l l Bother You?" 
(Percentage d i s t r i b u t i o n of respondents who make c a l l s ) 

A l l 

Respondents Low Users High Users 

Does bother me 6 8 5 

Does not bother me 92 88 95 

Not ascertained 2 1; — 

T o t a l 100 100 100 

Number of respondents 3ltf 165 182 
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In connection with the free c a l l , interviewers had the opportunity to watch 
respondents as they placed actual c a l l s . Of those who accepted the c a l l , eight 
percent had to f i n d out how to go about i t . One respondent was unable to place the 
c a l l , and the interviewer f i n a l l y placed i t . Others may have turned down the c a l l 
to avoid t h i s problem. This experience suggests that there are people for whom the 
mechanics of placing a long distance c a l l are a b a r r i e r to making such c a l l s . 

Feelings While C a l l i n g 

Another aspect of people's attitudes toward the phone i s t h e i r f e elings about 

the process or the mechanics of phoning. In the f i r s t place, i f the individual 

finds i t d i f f i c u l t and unpleasant to go through the process of i n i t i a t i n g a phone 

c a l l , the l i k e l i h o o d i s that he w i l l i n i t i a t e a c a l l only when he has to. Once the 

connection i s made, people may f e e l that the phone i s an adequate or inadequate de

v i c e for communicating. Some people may f e e l t h a t , whereas the phone i s f a s t and 

convenient, i t i s very d i f f i c u l t to get one's ideas across by phone. Others may 

f e e l that they are more successful i n getting t h e i r ideas across by telephone than 

by any other means. 

Feelings while c a l l i n g : Before exploring these varied dimensions i n d e t a i l , 

one may ask i n general, how do people f e e l while c a l l i n g ? 

Table 17 contains information on how respondents f e e l about the telephone, 

shown separately for the high and low c a l l e r s . A word of explanation as to the 

categories of feelings i s required. Each respondent was asked an open question on 

how he f e l t about making a long distance telephone c a l l . I n addition respondents 

were asked to react to a l i s t of key words, such as "relaxed," "nervous," "tense," 

"anxious," "keyed-up," and "happy." Although the questions themselves are worded 

i n terms of how they f e e l about making long distance c a l l s , the responses can be 

interpreted more broadly to indicate general feelings about the telephone. The r e 

sponses to these two questions were combined, coded and c l a s s i f i e d i n terms of the 

categories a t the l e f t side of the column headed, "Feelings" i n Table 17. 
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Table 17 

Relationship Between Adjectives Describing How Respondent Feels 
When Making a Long Distance C a l l l / and Frequency of Cal l i n g 

(Percentage d i s t r i b u t i o n of respondents) 

Low Users High Users 

A l l B i l l B i l l B i l l f o r B i l l 
Respon- under $.50 $ .£0 Six Months $19.$1 

Feelings dents f o r 6 mos. or more $6.5l-$lj.9.50 or more 

Only pleasant 28 16 20 32 hh 

Mostly pleasant -
some unpleasant 31 36 30 32 30 

About ha l f and h a l f 23 22 2k 2h 19 
Some pleasant -

mostly unpleasant 7 h 11 6 3 
Only unpleasant ll 8 6 3 1 
Not ascertained 7 1U 9 3 3 

Total Too 100 100 Too 100 
Number of respondents^/ 3U7 50 106 12U 67 

1/ The question was: "Here i s a l i s t of ways people t e l l us they f e e l when they 
make a long distance c a l l . Do any of these words describe how you sometimes 
f e e l when making a long distance c a l l ? (a) relaxed (b) nervous (c) tense 
(d) anxious (e) keyed up ( f ) happy?" 

2/ This number does not include respondents who never use long distance. 

I n a l l four groups at l e a s t half of the respondents reported predominantly 

pleasant attitudes toward the phone. The high users are more l i k e l y to have positive 

attitudes toward the phone than the low users. (Note that respondents who have never 

used the long distance telephone have been excluded from t h i s table.) 

More complex methods of analysis (described i n Appendix F) reinforce the 

finding t h a t people who have pleasant feelings while c a l l i n g are more l i k e l y to be 

high c a l l e r s than those who enjoy c a l l i n g l e s s . 
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Feelings about receiving c a l l s t An additional part of the process of t e l e 

phoning i s receiving a c a l l . Respondents were asked how they perceived others as 

reacting when they received a long distance phone c a l l , and more d i r e c t l y , how they 

themselves f e l t when they received a long distance phone c a l l . The questions were, 

"Now about receiving telephone c a l l s : When a person l i f t s the receiver and hears 

the operator say, 'Long distance,' how do you think they f e e l ? " "How do you your

s e l f f e e l ? " 

Table 18 

Relationship between Frequency of C a l l i n g and Feelings of 
Respondent about Receiving Long Distance C a l l s j / 
(Percentage distribution of a l l respondents 
making or receiving long distance c a l l s ) 

Frequency of Cal l i n g 

Feelings About Receiving C a l l s 
A l l 

Respondents Low Users High Users 

Pleased 11 9 1U 
Neutral 32 27 36 

Concerned 27 3k 21 

Not ascertained 30 30 29 

T o t a l Too Too Too 

Number of respondents 3hh 15U 190 

1/ The question was: "How about receiving telephone c a l l s — when a per
son l i f t s the receiver and hears the operator say 'Long distance,' how 
do you think they f e e l ? " "How do you f e e l ? " 

Table 18 includes only respondents who use long distance. Of the 3hh such 

respondents, 27 percent reported some feeling that receiving a long distance c a l l 

i s a matter f or concern. Because of the p e c u l i a r i t i e s of the sample, i t i s not 

possible t o estimate the proportion of the population who share t h i s f e e l i n g , but 

21 percent of high c a l l e r s and 3U percent of low c a l l e r s have t h i s view. 
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The category of people who have neutral feelings i s important i n t h i s t a b l e . 

These are probably the respondents for whom making and receiving long distance 

c a l l s have become a habit. Therefore, the feeling of concern or great pleasure i s 

missing and the attitude i s merely matter of f a c t . High c a l l e r s tend to f e e l neu

t r a l or pleased about receiving c a l l s . 

Reluctance to c a l l : I f the pote n t i a l recipient of a long distance telephone 

c a l l i s perceived as l i k e l y to be alarmed or concerned, the potential i n i t i a t o r of 

the c a l l might hesitate to place a c a l l . Respondents were asked d i r e c t l y i f they 

had ever given up for t h i s reason a long distance telephone c a l l which they might 

otherwise have made. Table 19 shows the r e p l i e s of the high and low c a l l e r s . 

Even though respondents might be concerned about the reaction of the other person, 

Table 19 

Relationship Between the Question, "Have You Ever Thought 
of Making a Long Distance C a l l But Decided Not to Because 
You Weren't Sure About How the Person You Wanted to C a l l 

Would F e e l About I t ? " and Frequency ;of Long Distance C a l l i n g 
(Percentage d i s t r i b u t i o n of a l l respondents who place 

long distance c a l l s ) 

Low Users High Users 

Have you ever thought.., 
and decided not to? 

A l l 
Respon
dents 

B i l l 
under $.50 
for 6 mos. 

B i l l 
$ .50 

or more 

B i l l f or 
Six Months 
&6.51-4U9.50. 

B i l l 
#U9.5l 
or more 

Yes 9 12 8 10 5 
No 88 8U 90 86 9k 

Not ascertained 3 2 2 k 1 
Total 100 100 Too 100 Too 

Number of respondents 357 62 107 121 67 

t h e i r concern was not s u f f i c i e n t i n most instances to stop them from making a c a l l 

that they wanted to make. There i s no r e a l difference between the high and low users 

i n t h i s r e s p e c t , A few people, but only about one i n ten i n each group, have at some 

time r e f r a i n e d from c a l l i n g long distance f o r fear of alarming the recipient of the 

c a l l . 
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Mrs. Jones 

Another approach to the measurement of attitudes toward the use of thelong 

distance phone was obtained through the use of a projective or in d i r e c t question. 

The question reads as follows: "Here i s a question that's a l i t t l e d i f f e r e n t . 

Mrs. Jones i s a woman who makes a long distance c a l l to her r e l a t i v e s once or twice 

a month j u s t to v i s i t with them. VJhy do you think she does t h i s ? What kind of pei>-

•son i s she?" 

This type of question i s often useful to learn about attitudes of the respon

dent which are d i f f i c u l t f o r him to relate to the interviewer. I f the interviewer 

asks the i n d i v i d u a l , "Why i s i t that you yourself don't make more long distance 

c a l l s ? " he i s l i k e l y to get responses such as, " I make a l l I r e a l l y need to," or 

"The cost i s too high, I can't afford i t , " or something of t h i s sort. To a d i r e c t 

question about why he makes as many c a l l s as he does, the respondent i s l i k e l y again 

to give a l o g i c a l , systematic answer such as, "Well, I need to communicate with 

people," or " I l i k e to keep i n touch with people." The use of an ind i r e c t measure 

such as the "Mrs. Jones question" often y i e l d s a deeper insight into the respondent's 

attitudes, because he i s not put into a position of either praising or blaming him

s e l f or p r a i s i n g or blaming others whom he knows. He i s talking about the mythical 

Mrs. Jones, and can therefore f e e l f r e e t o c r i t i c i z e , p raise, or blame, as he wishes. 

The stimulus i t s e l f has no indication of positive or negative a f f e c t , i t neither 

praises nor blames Mrs. Jones, nor does i t give any clues as to what aspects of her 

actions are good or bad or neither. Praise or blame for Mrs. Jones must come from 

the respondent himself. 

The range of responses t o Mrs. Jones can be seen from the following quotations: 

"Well, l e t * s see, I would say that she wants to keep i n touch with her family and 

she probably telephones because she d i s l i k e s w r i t i n g . I n f a c t , I often t a l k to my 

s i s t e r i n s t e a d of writing, then I can get an answer back right away. I find out 

what the people are doing and what they're thinking. I'd say also Mrs. Jones must 
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by an affectionate person and c e r t a i n l y not t i g h t , or she would consider the cost. 
And then she must have a r e a l nice husband (laugh)." Another respondent says: "Well, 
I ' l l t e l l you, she must j u s t have an awful l o t of money to spend* I don't see how 
the average person could possibly do that. I t ' s hard to say what kind of a person 
she i s . She might be a nice, kind person, but I can't understand why she would spend 
her money th a t way," Another respondent gave the cryp t i c response: " I t ' s either 
that she's lonely or she f e e l s insecure. I would say she i s n ' t very mature." A mora 
positive response was: "She c a l l s j u s t to hear t h e i r voices. I t makes people so 
happy to hear the voices of r e l a t i v e s and f r i e n d s . She i s j u s t thinking of someone 
else's welfare and wants to make somebody happy." Another respondent says: "Why, I 
would say t h a t she c a l l s for the same reason that I do. She l i k e s to hear the voices 
of the other person. She's a considerate and i n t e r e s t i n g person, the kind of a per
son I'd enjoy knowing." One respondent says: "Oh, I would say that she was an ex-
travagent, l a z y person. She could j u s t as w e l l s i t down and write 'em a l e t t e r but 
she's too l a z y to do i t , so she picks up the phone and c a l l s 'em. She's j u s t wast
ing her husband's money doing t h a t . But maybe she's so lonesome that she's a l i t t l e 
unbalanced or maybe neurotic, and she j u s t has to keep close to them by c a l l i n g 'em 
a l l the time." 

F i r s t , do people attribute positive or negative q u a l i t i e s to Mrs. Jones? I s 

she l a z y , a spend-thrift, neurotic, overly-dependent on her r e l a t i v e s , or warm, 

fri e n d l y , and considerate? Of the t o t a l number of respondents, approximately half 

gave p r i m a r i l y positive reactions to Mrs, Jones, about 10 percent were mixed, and 

15 percent were negative. Approximately a quarter of the respondents did not a t 

trib u t e p e r s o n a l i t y c h a r a c t e r i s t i c s to Mrs. Jones, but described her only in terms 

of what might be c a l l e d s i t u a t i o n a l variables, that i s , they s a i d she was aged, that 

she l i v e d alone, or that she was a long way from her r e l a t i v e s , without indicating a 

positive or negative a f f e c t . The general relationship between high and low c a l l e r s 

and the a t t i t u d e ascribed to Mrs. Jones i s shown i n Table 20. 
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Table 20 

Relationship Between Frequency of C a l l i n g 
and Attitude Toward Mrs. Jonesl/ 

(Percentage dist r i b u t i o n of a l l respondents) 

Attitudes 
A l l 

Respondents 

Frequency of C a l l i n g 

Low Users High Users 

P o s i t i v e 19 k& k9 

Mixed 12 13 11 

Negative 16 17 15 
Not ascertained 2k 22 25 

T o t a l 100 Too Too 

Number of respondents Uoo 203 197 

1/ The question was: "Here's a question that's a l i t t l e different-
Mrs. Jones i s a woman who makes a long distance c a l l to her r e l a 
t i v e s once or twice a month j u s t to v i s i t with them, why do you 
thing she does t h i s ? What sort of person i s she?" 

The low c a l l e r s tend to have more negative attitudes toward Mrs. Jones than 

do the high c a l l e r s although the difference i s not s t a t i s t i c a l l y s i g n i f i c a n t . Those 

with p o s i t i v e attitudes are s p l i t f i f t y - f i f t y between high and low c a l l e r s . Further 

analysis, not reproduced here, suggests that those who make two or more favorable 

comments about Mrs. Jones are l i k e l y to be high c a l l e r s , while those who make two or 

more negative comments are l i k e l y t o be low c a l l e r s . The differences are small, 

however. The main i n t e r e s t i n the interpretation of t h i s question i s i n the nature 

of the comments made about Mrs. Jones. 

The content of the comments about Mrs. Jones may y i e l d some understanding of 

the way i n which people view the use of the telephone for s o c i a l long distance c a l l s . 

Keep i n mind that she i s using the phone for s o c i a l c a l l s i n j u s t the way the com

pany would l i k e to see people use i t . Table 21 shows a d i s t r i b u t i o n of the favorable 

comments about Mrs. Jones. Forty-one percent of a l l the respondents thought that she 

was a warm and f r i e n d l y person. Thirty-eight percent did not express any positive 



a t t i t u d e s toward Mrs, Jones, Table 22 shows the d i s t r i b u t i o n of unfavorable com

ments about Mrs, Jones, Sixty-nine percent did not have negative a t t i t u d e s . Those 

who did have negative attitudes tend to consider her t a l k a t i v e , a bore, a spend

t h r i f t , l a zy, nervous or anxious. Jfeny respondents did not attribute any personality 

Table 21 

Percentage Distribution of Favorable Comments About Mrs. Jones 

Warm, f r i e n d l y person 111 
Phone more s a t i s f y i n g than other communications 13 
A considerate person 12 
A "normal" person k 
Other favorable t r a i t s 3 
No pos i t i v e comment 38 
Not ascertained 2 

To t a l ~Yf 

Number of respondents ilOO 

l / Totals to more than 100$ because more than one comment might 
be given. 

Table 22 

Percentage Distribution of Unfavorable Comments About Mrs. Jones 

Talkative, a bore 10 
A spend-thrift 7 
Lazy 6 
Nervous, anxious 5 
Immature, t i e d to family too close 3 
Other negative attitudes 3 
No negative comment 6° 
Not ascertained 1 

, Total ~Tf 

Number of respondents iiOO 

1/ Totals to more than 10C$ because more than one comment might 
*~ be given. 
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Percentage Distribution of Si t u a t i o n a l Attributes of Mrs. Jones 

Has a large family, many r e l a t i v e s , 
25 many friends 25 

Lives alone 25 
I s r i c h 13 

Doesn't l i k e to write 11 

Lives too f a r away, can't v i s i t 3 
Has l i t t l e time 2 
Other s i t u a t i o n a l attributes h 

No s i t u a t i o n a l comment 35 
Not ascertained 2 

Total 17 
Number of respondents Uoo 

1/ Totals to more than 100% because more than one comment might 
be given. 

c h a r a c t e r i s t i c s t o Mrs. Jones, but instead responded to the question i n terms of 

the s i t u a t i o n i n which Mrs. Jones found h e r s e l f . Of these responses, the most com

mon were t h a t Mrs. Jones has a large family with many r e l a t i v e s and friends and/or 

that she l i v e s alone. 

Considering these r e p l i e s together, the pos i t i v e motivation for s o c i a l c a l l i n g 

emerges i n general terms s i m i l a r to those described at various points i n t h i s report. 

People c a l l because they are warm, fr i e n d l y s o c i a l people, or because they are i n a 

sit u a t i o n where an average sort of person w i l l have more need for s o c i a l expression 

by phone — they l i v e alone or they have a large c i r c l e of friends or r e l a t i v e s 

with whom they seek to maintain t i e s . The underlying positive value i s one of main

taining t i e s . From the discussion elsewhere i n t h i s report i t would seem that these 

t i e s are p r i m a r i l y t i e s between parents and children and between s i b l i n g s , though 

t i e s between other r e l a t i v e s and between friends also have some importance. 



The negative comments are i n part negative comments about the t i e s themselves 

People who t r y to maintain t i e s which others would prefer to see loosened are a 

nuisance. They are bores, or they t a l k too much, or they are immature. Part of the 

problem i s that i t i s normal i n t h i s country f o r children to leave t h e i r parents* 

homes, and there are strong pressures to push them out into the world. These same 

pressures tend to keep parents and grown chil d r e n apart and may operate to reduce 

communication between them. 

D i f f i c u l t y i n Hearing 

Another type of variable which i s important to the understanding of any behavio 

i s factors which may make the behavior inappropriate. Are there any factors which 

might make the telephone such an inadequate device that i t would not be useful to 

the respondent as a way of communicating, no matter how strongly motivated he might 

be to communicate? One obvious possible b a r r i e r to the use of the phone i s d i f f i 

c u l t y i n hearing on the phone. 

Respondents were asked, "Do you have any trouble hearing on long distance 

c a l l s ? " Table 2k shows the response to t h i s question for people who make or receive 

any long distance telephone c a l l s , with high and low users shown separately. Only 

8 percent of a l l respondents say they do have trouble hearing; however, another 16 

Table 2k 

Relationship Between the Question, "Do you have any trouble 
hearing on long distance c a l l s ? " and Frequency of C a l l i n g 

(Percentage distribution of a l l respondents who 
make or receive long distance c a l l s ) 

Low Users High Users 

Trouble 
Hearing? 

A l l 
Respon
dents 

B i l l under 
500 for 

6 months 

B i l l 500 or 
over f o r 6 
months 

B i l l $6.50 to 
&9.50 for 6 

months 

B i l l &U9*5i 
or more ,£ov 
6 months 

Yes 8 6 11 7 h 
Sometimes, i t 

depends 16 lk 10 20 19 
No 71 66 73 70 77 
Not ascertained 5 lk 6 3 — 

Total T6o 135 Too Too- Too 
No. of respondents 3U8 5i 106 12U 67 
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percent report that they sometimes have trouble hearing, depending on the circum

stances. Nearly a quarter of a l l respondents report having some trouble hearing at 

some time. More people i n the high user group report that they sometimes have 

trouble hearing than the low user group. High users have a larger number of op

portunities f o r d i f f i c u l t i e s with poor connections, noise on the l i n e , and so f o r t h . 

Table 25 shows the reported reasons for having trouble hearing. Of the 77 r e 

spondents who mentioned such trouble, the l a r g e s t proportion f a l l under the general 

heading of "poor conditions." These include people reporting s t a t i c on t h e i r 

phone, getting poor connections, being unable to hear the respondent, having some

thing wrong with t h e i r own telephone, and so f o r t h . The second l a r g e s t group (16 

percent) report that they themselves are hard of hearing and that they, therefore., 

have trouble hearing on the long distance telephone. These people are not l i k e l y 

to be high u s e r s . 

Table 25 

Reasons Why Trouble Hearing—I 
(Percentage d i s t r i b u t i o n of a l l respondents who 
have trouble hearing on long distance c a l l s ) 

A l l 
Reasons \ - Resgond 

o/ 

Poor conditions—' 65 

I am hard of hearing 16 

Noisy room I4. 

Interruption, others on l i n e 6 

Other 9 

Total 100 

Number of respondents 77 
3/ The question was: "Do you have trouble hearing on long d i s 

tance c a l l s ? * ( I f yes) "Why?" 

2/ Includes s t a t i c on phone, poor connections, something wrong 
with phone, etc., 



- la-

V I . Personality Factors 

There are a large number of personality factors which might conceivably be 

related to the desire to contact other people or to the choice of means of commu

nication. The factors described here were selected on the basis of psychological 

theory and research as having reasonable prospects of contributing to understanding 

of s o c i a l long distance phoning. I n every case, the method of measurement has been 

u t i l i z e d i n previous research and i t s v a l i d i t y has been more or l e s s established,, 

S e c u r i t y - i n s e c u r i t y 

Previous studies by the phone company indicate that the phone i s frequently 

used to reduce worry or put a stop to ambiguous speculation. Lack of information 

i s always somewhat disturbing. There i s also good reason f or thinking that people 

d i f f e r i n the extent to which they need c e r t a i n t y . 

The insecure person i s an individual with a strong need to reduce uncertainty. 

He i s described i n t e c h n i c a l l i t e r a t u r e as a person who feels more threatened by 

the world and l e s s able to cope with i t than does the secure person. This person 

i s also more i n need of support, reassurance, protection and help. He i s more 

l i k e l y to be worried about the state of his s o c i a l world, more concerned that his 

relationships with others may be unsatisfactory. For these and other r e l a t e d 

reasons, i t would appear that the insecure person might be expected to make more 

attempts t o contact friends and r e l a t i v e s than his more secure colleague. 

The theory was l e s s c l e a r as to whether the insecure person would be a high 

c a l l e r . Other factors such as socio-economic status might intervene, and also the 

very c h a r a c t e r i s t i c s of the insecure person might make ce r t a i n aspects of phoning 

d i f f i c u l t and unpleasant. He might d i s l i k e or fear the mechanics of placing the 

c a l l , or f e e l the time pressure more keenly, f or example. 



Several instruments have been developed which measure secu r i t y and i n s e c u r i t y . 

They have moderately high v a l i d i t y on the evidence a t hand; that i s , there i s 

evidence t h a t these t e s t s a c t u a l l y measure what they are supposed to measure. They 

were not completely s a t i s f a c t o r y for use i n a f i e l d study of t h i s sort; hence some 

work was done to make the items acceptable without losing t h e i r e s s e n t i a l cliaracter-

i s t i c * A s c a l e was developed consisting of items such as: 

You have often l o s t sleep over your worries* 

You sometimes avoid s o c i a l contacts for fear of doing the wrong thing. 

The respondent answers "yes" or "no" to each statement. On the scale used 

here* there were seven statements whose ansirers were combined into a" 

t o t a l soor©# S i x other statements vrere included as "padding" for the important-

seven. The purpose of the padding was to prevent the items from seeming too 

threatening to insecure respondents. 

Previous work with the i n s e c u r i t y score has indicated that the greatest 

difference e x i s t s between the people who have none of the symptoms of i n s e c u r i t y 

and those who have one or more. This finding i s generally supported i n t h i s 

study. Accordingly the tables are presented i n terms of those who score zero 

(secure) and those who score above zero (insecure). 

S e c u r i t y and the frequency of c a l l i n g : Table 26 shows the relationship of the 

s e c u r i t y score and high and low c a l l e r s . I t indicates a moderate but s i g n i f i c a n t 

tendency f o r the most secure respondents to be i n the high c a l l e r group, A s i m i 

l a r - t a b l e has "been prepared (but i s not reproduced here) taking into account the 

scores of both husband and wife. The r e s u l t s are s i m i l a r . 

S e c u r i t y and income: The relationship of s e c u r i t y to the company c r i t e r i o n i s 

illuminated somewhat by the data i n Table 27. This t a b l e , showing the relationship 

This s c a l e was developed by Dr. Jay Jackson of the I n s t i t u t e for S o c i a l Research, 
U n i v e r s i t y of Michigan. The items vrere taken from the Guilford - Zimmerman 
Temperament S c a l e . Vfe are indebted to the authors for permission to use these 
items. 



between income and se c u r i t y - i n s e c u r i t y , indicates that the high income people are 

more secure than low income people. Since income i s s i g n i f i c a n t l y related to s o c i a l 

long distance c a l l i n g behavior, part of the relationship of security to c a l l i n g may 

be the e f f e c t of income, A more exact determination of the extent to which income 

and s e c u r i t y independently influence c a l l i n g behavior was made using more refined 

analysis techniques (See Appendix F ) . This calculation indicated that knowledge 

of a person's s e c u r i t y score w i l l not improve a d i r e c t prediction as to whether he 

i s a high or low c a l l e r when other variables such as income, having friends or 

r e l a t i v e s l i v i n g away, and feelings while c a l l i n g have been taken into account* 

Table 26 

Relationship Between Score on Security-Insecurity 
Test and Frequency of Calling 

Security Score 
A l l 

respondents Secure Insecure 

Low Users 51 32 5U 
High Users U9 68 1*6 

Total 155 100 100 
Number of 
respondents Uoo 66 320 

Table 27 

Relation Between Security-Insecurity Score and Income 

Family Income 
Securi t y - I n s e c u r i t y Under 03000- fftOOO- 05000- 06OOO- G750O- $10,000 

Score £3000 3999 U999 

Secure — 19 

Insecure 90 7h 

Not ascertained 10 7 

T o t a l 10CT 155" 

Uumber of respondents 29 27 

7 
90 

3 
100" 

7U 

S999 7h99 

16 11 
82 81 
2 8 

IOO" 

87 

100 
66 

9999 and over 

29 

69 
2 

155* 
Ul 

26 
71 
3 

100" 
58 



The s t a t u s of the s e c u r i t y factor: These r e s u l t s indicate that the personality 

dimension of s e c u r i t y - i n s e c u r i t y does not have a simple and d i r e c t relevance to 

the problem of explaining why people c a l l long distance for s o c i a l purposes »• I t 

may be that t h i s dimension i s important i n p a r t i c u l a r s i t u a t i o n s . For example, 

making a long distance c a l l requires a good deal of confidence and assurance. 

E f f o r t s to reduce these demands on the personality, might change the c a l l i n g be

havior of the more insecure people. I t may be that some insecure people are s e n s i 

t i v e to s i t u a t i o n s involving uncertainty, but lack a feeling of a b i l i t y to cope 

with the problem by such action as placing a c a l l . A more thorough understanding 

of the s i g n i f i c a n c e of t h i s personality c h a r a c t e r i s t i c for c a l l i n g must await mov-i 

data. But the data do suggest that no simple r e l a t i o n exists between secu r i t y and 

c a l l i n g . T h i s negative r e s u l t r a i s e s a question as to whether the desire to r e 

duce uncertainty i s i n fac t a major motive for long distance c a l l i n g . The data 

are not s u f f i c i e n t to answer t h i s question, unfortunately, but they suggest that 

i t would be worthwhile to re-examine the to p i c . 

The Need f o r A f f i l i a t i o n 

People d i f f e r i n the extent to which they l i k e and want to be lilted by other 

people. They d i f f e r i n the number of friends they have and the extent to which 

they have s a t i s f a c t o r y relationships with them. Recently a t e s t has been developed 

which attempts to measure a personality c h a r a c t e r i s t i c which i s related to these 

d i f f e r e n c e s , the need for a f f i l i a t i o n . By need for a f f i l i a t i o n we mean the need 

to e s t a b l i s h , maintain, or restore a close personal relationship. This r e l a t i o n 

ship i s most adequately described by the word "friendship." we lziow from other 

research t h a t people with high scores on the t e s t tend to seek approval from 

others; they a l s o tend to be concerned with the e:ctent to which they are approved 

and loved. The prediction i s that, other things being equal, these people are the 

so r t who make frequent contacts with friends and r e l a t i v e s for a variety of 
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reasons. They derive much of t h e i r s a t i s f a c t i o n from people; they are more l i k e l y 

to imagine that t h e i r relationship to others needs repair; they are more i n need 

of reassurance that they are indeed loved and l i k e d ; f i n a l l y , they are more l i k e l y 

to be concerned about separation from loved ones. 

As with the s e c u r i t y - i n s e c u r i t y f a c t o r , the relationship between need for 

a f f i l i a t i o n and choice of means of communication was l e s s c l e a r . V/hile there are 

probably a t t r a c t i o n s i n the long distance phone for the high need a f f i l i a t i o n 

person, there was a l s o the p o s s i b i l i t y that other features of phoning might not 

be a t t r a c t i v e . 

The measure: The measure of need for a f f i l i a t i o n i s obtained from s t o r i e s 

which respondents t e l l about pictures which the interviewer shows them. The p i c 

tures vrere selected on the basis of experience gained during the p i l o t study. 

The two sto r i e s below obtained from male respondents, i l l u s t r a t e s the kind 

of m a t e r i a l the respondents supply which can be coded for the amount of need f o r 

a f f i l i a t i o n . The picture shows two men s i t t i n g on a fence. 

"Two fellows who are apparently f r i e n d s . They are enjoying an evening 
i n the country t a l k i n g . Probably talking about the relaxing day they are 
having together. They'll go back home and eat dinner together." 

"Looks l i k e a dair y farm. They are talking some kind of business. 
Could be that boy l i v e s on the dairy farm. The other looks l i k e some kind 
of businessman trying to s e l l him something." 

The f i r s t story has many references to a f f i l i a t i o n ; the second, none at a l l . 

V ariables to be predicted: The theory indicates that need a f f i l i a t i o n should 

predict s e v e r a l types of variables which are under study. I t should predict a 

general tendency of the individual to contact others by l e t t e r s , v i s i t s , and l o c a l 

phone c a l l s , as w e l l as by long distance. The purposes of the frequent long 

distance c a l l s by the person with high need a f f i l i a t i o n should be s o c i a l . He 

should enjoy making and receiving c a l l s and should be p o s i t i v e l y i n c l i n e d toward 
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Ixrs, Jones, who makes many s o c i a l c a l l s . These three types of variables v / i l l be 

referred t o , for convenience, as frequency of communication, purposes of communi

cation, and pleasure i n communication. They i v i l l be discussed i n reverse order. 

Pleasure i n communication: I n the preceding chapter i t was shown .that one 

of the b a s i c factors which determine how often people c a l l i s whether they exper

ience pleasant or unpleasant feelings while c a l l i n g . 

Table 28 

Relationship Between Need A f f i l i a t i o n Scores and 
Respondents < Feelings V/hile Placing Long Distance C a l l l / 

Need A f f i l i a t i o n Score 

Feelings 
A l l 

Respondents 
Low 

(00-03) 
Middle 
(Oli-06) 

High 
(07-19) 

Only pleasant 28 30 22 33 

Mostly pleasant - some 
unpleasantness 31 28 32 36 

About h a l f and h a l f - neutral 23 2? 26 1? 

Some pleasant - mostly unpleasant 7 9 6 6 
Only unpleasant U- k 7 3 

Not ascertained 7 h 7 7 

T o t a l Too" loS" 100 Too" 
Number of respondents^/ 31*7 132 87 115 

1/ The question rats: "Here i s a l i s t of ways people t e l l us they f e e l when 
they make a long distance c a l l . Do any of these words describe how you 
sometimes f e e l when making a long distance c a l l ? 1 1 

a) Relaxed? (Yes was scored 4 1, No - 1) 
b) Nervous? (No was scored 4 1; Yes - l ) 
c) Tense? (No was scored 4 l i Yes - l ) 
d) Anxious? (No was scored 4 1, Yes — l ) 
e) Happy? (Yes was scored 4 1, No - l ) 

Only pleasant feelings indicate a score of + 5 
Mostly pleasant feelings indicates scores of l e s s than 4 5 

and more than 4 1 
Half and half indicates scores of - 1 to 4 1 
Some pleasant - mostly unpleasant indicate scores of - 2 to - h 
Only unpleasant feelings Indicates scores of - 5 

2/ Does not include those respondents who have never made a long distance c a l l . 
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As shown i n Table 26, the higher a person's score on need a f f i l i a t i o n the more 

l i k e l y i t i s that his feeling while phoning are pleasant. Of those with a score 

as high as 07 or higher, 69 percent report pleasant feelings compared to 9 percent 

with unpleasant f e e l i n g s . Of those with a score of 00 to 03, 58 percent report 

pleasant feelings and 13 percent, unpleasant. The relationship i s c l e a r l y i n the 

predicted d i r e c t i o n . 

The same relationship appears i n Table 29, which reports the respondents 1 

r e p l i e s to a s l i g h t l y different question. 

Table 29 

Relationship Between Need A f f i l i a t i o n Scores . 
and Feelings About Making Long Distance C a l l s ! / 

(Percentage d i s t r i b u t i o n of respondents) 

Need A f f i l i a t i o n Score 
A l l Low I&ddle High 

Feelings Respondents (00-03) (0U-O6) (07-19) 

Enjoy i t ; enjoy i t moderately 60 55 6l 70 

Sometime enjoy, sometime d i s l i k e ; 
n e ither enjoy nor d i s l i k e 27 33 25 22 

Do not enjoy 6 7 6 1 
Not ascertained 7 5 8 7 

Total • 100" Too 100* 1615 
Number of respondents^/ 3U7 132 87 115 

I 

1/ The question was: "How do you f e e l about making a long distance c a l l -
do you enjoy i t or d i s l i k e i t or what?" 

2/ Does not include those respondents who have never made a long distance c a l l . 

The higher the need for a f f i l i a t i o n score the more l i k e l y a person i s to report, 

i n answer to a d i r e c t question, that he enjoys making long distance c a l l s . These 

two t a b l e s thus support the underlying argument as to the r e l a t i o n between need 

a f f i l i a t i o n and c a l l i n g . 
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Further support comes from the r e l a t i o n between people's score on need a f f i l i a 

t i on and t h e i r attitudes toward "Mrs. Jones", 

The Hrs. Jones question permits us to determine i n d i r e c t l y the extent to which 

being a frequent long distance c a l l e r for s o c i a l purposes i s a respectable pattern 

of behavior. As the over a l l data indicate, most respondents have something 

p o s i t i v e to say about Mrs, Jones, Table 30 -indicates that t h i s tendency to see 

Mrs. Jones i n positive terms increases with the need for a f f i l i a t i o n . 

Table 30 

Relationship Between Heed A f f i l i a t i o n Scores . 
and Positive Personality Attributes of "Mrs, Jones"3/ 

Need A f f i l i a t i o n Score 

Attributes of "Mrs. Jones" 
A l l 

Respondents 
Low 

(00-03) 
Middle 
(OU-06) 

High 
(07-19) 

Warm, fri e n d l y person 
(family minded) la 36 36 50 

Finds phone more s a t i s f y i n g than 
other ways of communicating l l ; 12 12 18 

Considerate 13 8 17 
Normal k 5 2 6 
Other 3 5 2 
No pos i t i v e personality 

attributes 38 ia 1L8 26 
Not ascertained 2 . 3 1 2 

Total I T I T IT Z) 
Number of respondents Uoo i55 103 125 

1/ The question was: "Mrs. Jones i s a woman who makes a long distance c a l l 
to her r e l a t i v e s once or twice a month j u s t to v i s i t with them. T/hy do 
you think she does t h i s ? " 

2/ Total equals more than 100$ because of multiple answers. 
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Jn s p e c i f i c terms, Hrs- Jones i s more l i k e l y to be described as a warn f r i e n d l y 

person by people who score high on need a f f i l i a t i o n . 

Purposes of communication: As discussed i n the previous chapter, people d i f f e r 

i n the uses of the telephone which they report are most important to them. I s 

there any r e l a t i o n between the uses people make of the phone and t h e i r need a f f i l 

i a t i o n score? Note that the question includes l o c a l as w e l l as long distance c a l l s . 

I n the high need for a f f i l i a t i o n group, as shown i n Table 31j a higher proportion 

Table 31 

Relationship Between Need A f f i l i a t i o n Scores and the 
Most Important Uses of the Phone to the Respondent l / 

Uses of Phone 

To make arrangements with friends 

Heed A f f i l i a t i o n Score 
A l l Low Middle High 

Respondents (00-03) (OU-06) (07-19) 

or members of family U8 bz 53 5k 

To v i s i t or chat with friends 16 16 13 18 
To v i s i t or chat with r e l a t i v e s 29 26 30 33 
I n case of emergency (sickness, f i r e , 

p o l i c e , etc.) 82 81 86 82 
Business c a l l s , i n connection with work 55 62 56 50 
To get shopping information to order 

from stores 22 23 23 20 
To make arrangements for meetings, 

organizations, clubs, e t c . 19 17 16 25 
Not ascertained u 5 2 2 
Other 1 - 1 1 

T o t a l 17 17 17 17 
Humber of respondents U00 155 103 125 

1/ The question was: ,rWhat are the most important uses of your telephone for you?" 

2/ T o t a l equals more than 10C$ because of multiple answers. 
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mention a f f i l i a t i v e uses of the phone, such as making arrangements, chatting with 
friends and r e l a t i v e s and fewer mention non-social purposes. The differences, 
however, are not large. 

A s i m i l a r table has been prepared, but i s not reproduced, here referring to 

purposes of long distance c a l l s . The r e s u l t s are s i m i l a r ; that i s , the differences 

are s m a l l but i n the predicted direction. The general impression which these 

tables give i s that need a f f i l i a t i o n i s l e s s c l o s e l y related to the purposes for 

which people c a l l than to t h e i r pleasure i n communication. 

Frequency of communication: A prediction supported by theory and previous 

research was that there would be i n general a greater tendency to contact others 

among those with high need a f f i l i a t i o n scores. 

T h i s prediction i s tested for l e t t e r s , v i s i t s , l o c a l telephone c a l l s , and 

long distance c a l l s i n Tables 32, 33, 3U> and 35 • For l e t t e r - w r i t i n g there i s a 

difference i n the predicted direction, that i s , people who score high on need 

a f f i l i a t i o n are more l i k e l y to write large numbers of l e t t e r s . The difference i s 

p r i m a r i l y i n writing large numbers of l e t t e r s ; those with high scores are more 

l i k e l y to write ?6 or more l e t t e r s a year. 
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Table 32 

Relationship Between Need A f f i l i a t i o n Score and 
Number of Letters Written Per Year to Relatives or. F r l 

(Percentage d i s t r i b u t i o n of respondents) 

Need A f f i l i a t i o n Score 

Number1 of Letters 
A l l 

Respondents 
Low 

(00-03) 
Middle 
(0)4-06) 

High 
(07-19) 

Up to 20 56 56 55 52 
21 to 75 18 20 16 18 

76 or more 21 15 25 26 

Other answers or not 
ascertained 5 9 k • k 

T o t a l 100 100 100 ioo 
Number of respondents^/ 308 118 80 101 

1/ The question was: "Thinking of your h a l f dozen c l o s e s t friends and 
r e l a t i v e s , do they a l l l i v e here i n (name of c i t y ) , or do they l i v e i n 
other places, or what? About how many l e t t e r s would you say you write 
to r e l a t i v e s or friends i n a year?" 

2/ Number of respondents includes only those respondents who have r e l a t i v e s 
or friends l i v i n g 50 miles away or more. 

As f a r as the number of v i s i t s i s concerned, the data show only a s l i g h t 

tendency f o r people with high scores to v i s i t t h e i r friends and r e l a t i v e s more 

frequently. The difference i s small enough so that i t may be the r e s u l t of 

sampling e r r o r . 

Table 3k indicates that there i s a s i g n i f i c a n t tendency for high need a f f i l i a 

t i o n respondents to be high l o c a l users of the phone, using t h e i r own report. Not 

one respondent who scored high reported that he had f a i l e d to make or receive any 

c a l l s on h i s home phone i n the past week. Only 10 percent of those who scored 

high reported one or two c a l l s , compared to 21 percent of those who scored low. 
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Table 33 

Relationship Bett?een Weed A f f i l i a t i o n Score and Number of Times a 
Year Respondent Gets Together With Out-of-Town Friends or R e l a t i v e s j / 

Need A f f i l i a t i o n Score 

Number of v i s i t s 
A l l 

Respondents 
Low 

(00-03) 
Hiddle 
(OI4-06) 

High 
(07-19) 

Up t o 1 16 51 U9 36 
1 t o 10 36 31 36 39 
11 or more 10 9 6 lh 

Other answers or not 
ascertained 9" 9 9 11 

Total 3M 155 Ioo 

Number of respondents?/ 308 118 80 101 

1/ The question was; "Thinking of your half dozen closest friends or 
r e l a t i v e s , do they a l l l i v e here i n (name of c i t y ) , or do they l i v e i n 
other places, or what? About how often do you get together with these 
people?" 

2/ Number of respondents includes only those respondents who have r e l a t i v e s 
or friends l i v i n g 50 miles or more away. 
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Table 3li 

Relationship Between Number of Galls Made or 
Received "Last" Week and Need A f f i l i a t i o n Score!' 

Need A f f i l i a t i o n Score 
A l l Low Middle High 

Number of Galls Respondents (00-031 (0)4-06) (07-19) 

Up to 2 18 21 21 10 
3 to-Hi h9 52 51 1*5 
15 and over 29 22 ' 26 l i i 

Not ascertained h 5 2 1* 

Total 100 Too Too Too 

Number of respondents liOO 155 103 125 

l/ The question was: "About how many c a l l s i n the l a s t week have you 
yourself made or received on your home phone?" 

Frequency of c a l l i n g : Table 35 shows that there i s no rel a t i o n between 

frequency of long distance c a l l i n g based on company records and respondent's 

score on need a f f i l i a t i o n . , I n view of the theory and findings reported e a r l i e r 

i n t h i s report, t h i s absence of r e l a t i o n came as a sur p r i s e to the investigators. 

Need a f f i l i a t i o n predicts feelings while c a l l i n g (which i n turn predict c a l l i n g ) ; 

i t p redicts frequency of l o c a l c a l l i n g ; i t predicts frequency of l e t t e r writing, 

why should i t not predict frequency of long distance c a l l i n g ? 
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Table 35 

Relationship Between Heed A f f i l i a t i o n 
Score and Frequency of Calling 

(Percentage d i s t r i b u t i o n of respondents) 

Need A f f i l i a t i o n Score 
Frequency of 

C a l l i n g 
A l l Low I<a\ddle High 

Respondents (00-03) (0U-06) (07-19) 

13 37 50 16 
57 63 50 5U 

"ioo 100 Too Too 
308 118 80 101 

Low Users 

High Users 

Total 

Number of respondents^/ 

l / Number of respondents includes only those respondents who have 
r e l a t i v e s or friends l i v i n g 50 miles or more away. 

Several attempts have been made to answer t h i s question. - One approach was 

to consider simultaneously income, whether friends or r e l a t i v e s l i v e away, exper

ience i n c a l l i n g on a job, feelings while c a l l i n g , and three personality variables 

including need a f f i l i a t i o n . The methods used are described i n Appendix F . When 

a l l these other items are taken into account, the need a f f i l i a t i o n score does not 

appear to have any influence on c a l l i n g . 

A second approach was to look at the e f f e c t of need a f f i l i a t i o n separately 

for d i f f e r e n t income groups. The results appear i n Table 36. 
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Table 36 

Relation Between Need A f f i l i a t i o n and Frequency of 
Long Distance Calling TTithin Two Income Groups 

Income $3000-5999 
Need A f f i l i a t i o n Score 

Frequency of Low Middle High 
Ca l l i n g (00-03) (0U-06) (07-19) 

Low Users 39 62 63 
High Users 61 38 37 

Total TocT 100 
Number of respondents 57 38 1*6 

Income- 06000 or More 

Need A f f i l i a t i o n Score 
Frequency of Low Middle High 

Call i n g (00-03) (OU-06) (07-19) 
Low Users 23 37 27 
High Users 77 63 73 

Total W5 Ico ioo 

Number of respondents 1*8 35 1*5 

This table yielded another s u r p r i s e . I t appears, i f these data can be believed, 

that the e f f e c t of need a f f i l i a t i o n i s i n the predicted d i r e c t i o n for the income 

group over $6000, but i n the opposite d i r e c t i o n for the families with income of 

S3000 to $5999. The number of interviews involved i s small and there i s , of 

course, the p o s s i b i l i t y that these are only chance relatio n s h i p s . Further attempts 

to i l l u m i n a t e t h i s problem w i l l require more time. 
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Status of the a f f i l i a t i o n score; I t appears that the a f f i l i a t i o n motive i s 
relevant to an understanding of s o c i a l long distance c a l l i n g * There are several 
indications that the high need a f f i l i a t i o n person i s , under cert a i n conditions, 
the person who i s a high contactor of others and i n that sense, a poten t i a l long 
distance c a l l e r . The a f f i l i a t i o n score does pr e d i c t l o c a l c a l l i n g as well as 
attitudes which are i n turn related t o frequency of long distance c a l l i n g . I n 
p a r t i c u l a r i t predicts people's pleasure or la c k of pleasure i n long distance 
c a l l i n g . I t does not i t s e l f predict long distance c a l l i n g , or, at best, the r e 
l a t i o n i s complex. I t i s c l e a r that the relationship of the motive to c a l l i n g i s 
not one which overpowers the influence of other motives, habits and a t t i t u d e s . 

The measure of the motive used was developed with a heavy emphasis on 

friendship. The scoring system takes t h i s into account. There i s evidence i n 

the data that long distance c a l l i n g for s o c i a l purposes i s much more a matter of 

relat i o n s h i p s to r e l a t i v e s than to friends. This, together with recent evidence 

i n The Detroit Area Study that r e l a t i v e s are more important than fri e n d s , would 

suggest that i t might be worthwhile to modify the scoring system to permit more 

r e f l e c t i o n of concern with establishing, maintaining, or restoring close r e l a t i o n 

ships to r e l a t i v e s . 

Underlying Attitudes Toward the Use of Moneyj/ 

This portion of the study was exploratory. That statement could be made about 

other parts of the research, but i s p a r t i c u l a r l y appropriate here. The hypotheses 

i n t h i s p o rtion of the study vrere derived from a substantial body of l i t e r a t u r e 

1/ T h i s c h a r a c t e r i s t i c was referred to i n the p i l o t study as retentiveness. 
The change i n t i t l e was dictated by experience i n ac t u a l measurement of t h i s 
f a c t o r , and because the new t i t l e r e f l e c t s more accurately the c h a r a c t e r i s t i c s 
with which the study i s concerned. 
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concerning unconscious attitudes towards the use and meaning of money. The 

hypotheses o r i g i n a l l y grew out of c l i n i c a l observation; u n t i l now they have r e 

mained more or l e s s untested. The present research has attempted to give them an 

empirical t e s t , and to enlarge our understanding of the connections between person

a l i t y dynamics and consumer behavior. 

I t i s a prevailing b e l i e f among psychologists that for many (though not a l l ) 

adults, money has an unconscious significance; one which i s rooted i n childhood 

experience. The causal sequence i s of t h i s nature: e a r l y experiences i n the area 

of giving and receiving become c r u c i a l for some chil d r e n . Attitudes i n t h i s area 

may never outgrow t h e i r childhood sources, and may remain i n f l u e n t i a l i n deter

mining the adult's feelings about spending, saving, and giving. Consequently, i f 

we know the individual's underlying feelings about money, we should be able to 

make a more accurate prediction concerning his pattern of consumption. 

The instrument:-^. I t was f i r s t necessary to develop a technique which would 

y i e l d information about the subject's unconscious attitudes towards money. An 

instrument which had proved promising i n previous research along t h i s l i n e i s a 

projective picture, which shows a young boy (or g i r l , i f the respondent i s female) 

seated before a table, upon which there i s a piggybank and several stacks of coins* 

The youngster's f a c i a l expression i s ambiguous, so that the subject i s unable to 

determine h i s attitude or action towards the bank and coins. The respondent i s 

asked the foUowing: 

What's going on here? 
What i s the person thinking? 
What does he (she) want? 
What's going to happen next? 

The a n a l y s i s : The s t o r i e s vrere c l a s s i f i e d into three major groups. Each 

story type was presumed to indicate a different motivational pattern i n regard to 

the u t i l i z a t i o n of income. The following sections describe the personality group

ings which vrere developed, and the s p e c i f i c predictions made as to differences i n 

long distance use. 



I» Free spenders: A story was placed I n t h i s category when respondent t o l d 

of the boy (or g i r l ) as spending the coins to buy something for himself, • I n many 

cases the ac t i o n i s impulsive; that i s , the story-hero i s depicted as wanting some

thing urgently, and unable to delay the impulse to get i t . 

This type of subject i s l i k e l y to be self-indulgent* He wants to s a t i s f y his 

wishes as q u i c k l y as possible, and i s l i a b l e to make decisions quickly and even 

impulsively. He i s l e s s l i k e l y than other people to weigh and calculate e:cpenses; 

consequently, cost i s l e s s apt to act as a b a r r i e r to purchasing. For these reasons 

Free Spenders should be over-represented among those who make many long distance 

c a l l s , 

I I , Conservative spenders with high concern for others: A story was placed 

i n t h i s grouping when i t pictured the boy or g i r l as spending the money i n order 

to buy a g i f t for someone e l s e . 

The motivational dynamics here are more complex than for the other groups. 

These subjects o r d i n a r i l y tend to be cautious i n t h e i r spending, p a r t i c u l a r l y so 

i n the purchase of l u x u r i e s . I n the case of long distance phoning, however, 

another motive comes into play. These individuals show an over-riding need to be 

a l t r u i s t i c . They are very concerned about helping and being land to other people. 

There i s a c o n f l i c t , then, between the wish to keep i n touch with friends and r e l a 

t i v e s and the counter-tendency to use money cautiously. The most reasonable pre

di c t i o n seemed to be that these respondents would f a l l between the other two 

groups. They would be neither conspicuously high nor extremely low i n the amount 

of long distance use, and would tend to occupy the middle categories. 

I I I . Conservative spenders: A story was placed i n t h i s category when the 

boy or g i r l was seen as deciding not to spend the money, but rather to keep i t . 

I n scoring these s t o r i e s , a seemingly minor yet dynamically important d i s t i n c t i o n 
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was kept i n mind: these are not s t o r i e s about saving, they are st o r i e s about not 
spending. Consequently, s t o r i e s which emphasized the virtues of t h r i f t and of 
long-term saving vrere not included within t h i s group. 

These individuals show a high degree of cost concern. Money i s perceived, 

for unconscious reasons, as possessing great personal s i g n i f i c a n c e . For them, to 

spend money tends to arouse anxiety, p a r t i c u l a r l y i f i t i s spent incautiously. The 

prediction follows l o g i c a l l y : the conservative spenders w i l l be extremely low i n 

long distance use. 

^ * Others: Not a l l of the st o r i e s received f e l l into the above three cate

gories. A s u b s t a n t i a l number of s t o r i e s showed no p a r t i c u l a r thematic emphasis, 

and were scored neutral. Other s t o r i e s , which had definite and d i s t i n c t i v e themes, 

did not, i n the judgment of the investigators, r e f l e c t unconscious attitudes towards 

money. Some subjects misunderstood the picture, or told i r r e l e v a n t s t o r i e s . No 

predictions were made i n any of these instances. 

The absence of any prediction for t h i s r e s i d u a l group of respondents i s 

unfortunate from the point of view of solving the s t a t i s t i c a l problem of d i f f e r e n 

t i a t i n g between high and low users. Of the I4OO respondents, only 176 f e l l into the 

three groups for which predictions could be made. The d i f f i c u l t i e s i n c l a s s i f y i n g 

the others a r i s e i n large part because only a single picture was used to measure 

t h i s dimension of personality i n contrast to four which vrere used i n measuring 

need a f f i l i a t i o n . Another source of d i f f i c u l t y was that the respondents i n t h i s 

study represent both sexes, a l l ages, and a l l socio-economic s t r a t a whereas p r e 

vious research had been with homogeneous groups. The v a r i e t y of types of story 

was much greater than i n the e a r l i e r research, and the system of c l a s s i f i c a t i o n 

used e a r l i e r was not e n t i r e l y equal to the s t r a i n . 
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Results t Table 37 shews the data which bear most d i r e c t l y upon the major 
predictions. I n t h i s table only respondents with someone to c a l l are shown, th a t 
i s , those w i t h friends or r e l a t i v e s l i v i n g away. While 20 percent of a l l respon
dents had a b i l l f o r s i x months of $l4°.5l or more, 31 percent of the free spenders 
f a l l into t h i s category. On the other hand, free spenders appear infrequently i n 
the group of extremely low long distance users with b i l l s under $.50. Nine percent 
of them are i n t h i s group, compared with 17 percent of the t o t a l sample. 

The p r e d i c t i o n was that conservative spenders would be among the lowest long 

distance u s e r s , and the table bears t h i s out. Twenty-nine percent of them are i n 

the group w i t h b i l l s under $.50, compared with 17 percent of a l l respondents. At 

the other extreme, only 10 percent of conservative spenders are to be found i n 

the group who spent over $1+9.51 compared with 20 percent of the entire sample. 

The p r e d i c t i o n was that because of a c o n f l i c t of motives the conservative 

spenders w i t h high concern for others would f a l l between the other two groups i n 

the amount of long distance c a l l i n g . The data suggest that t h i s i s i n f a c t the 

case. These respondents are under-represented i n both of the extreme categories, 

and are found i n great number among the two middle groups i n long distance use. 
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Table 37 

Relationship Between Underlying Attitude Toward Money 
and the Frequency of C a l l i n g 

(Percentage d i s t r i b u t i o n of respondents) 

Underlying Attitude Toward Honey 
S e l f - Conservative 

Indulgent Spender with Conser-
Frequency of A l l and Free High Concern vative Inapplicable 

C a l l i n g Respondents Spender f o r others Spender Other or Refusal 

Low User 

6 month b i l l l e s s 
than 50£ 17 9 12 29 15 h2 

6 month b i l l more 
than 50c" 26 30 3h 2h 26 3 

High User 

6 month b i l l $6.5l 
to 8U9.50 37 30 U2 37 38 36 

6 month b i l l more 
than 8U°.£L 20 31 12 10 21 19 

T o t a l 100 ICO 100 100 100 ioo 

Number of Respondents!/ 310 5U 65 21 137 33 

1/ Number of respondents includes only those respondents who have r e l a t i v e s or 
friends l i v i n g 50 miles or more away. 
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The e f f e c t of underlying attitudes toward money was also tested i n a more 
complex a n a l y s i s which took into account the other personality variables as w e l l 
as income, having friends or re l a t i v e s array, experience i n c a l l i n g on the job, and 
feelings while c a l l i n g . (See Appendix F ) This analysis included a l l respondents. 
Underlying a t t i t u d e toward money f a i l e d to contribute s i g n i f i c a n t l y to a prediction 
as to whether a respondent would be a high or low c a l l e r when these other factors 
were taken i n t o account. 

Status of attitude toward money: There i s evidence of a relationship between 

underlying a t t i t u d e toward money and c a l l i n g for a t l e a s t a few respondents i n 

Table 37* The absence of a relationship i n the complex analysis may be the r e s u l t 

of two f a c t o r s . F i r s t , a majority of respondents could not be c l a s s i f i e d for 

reasons already given. I n the two-way table those who could not be c l a s s i f i e d can 

be ignored, but i n the multi-variate analysis they had to be included. Second, the 

multi-variate analysis was se t up to divide respondents into two groups, high users 

and low u s e r s . In the two-way table i t appears that underlying attitude toward 

money i s most useful i n predicting extremely high versus extremely low use of the 

long distance phone. 

Overall Comment on the Personality Measures 

There are a number ox general conclusions which apply to a l l of the personality 

f a c t o r s . While a l l of them are related to each other, they are by no means the 

same thing with different l a b e l s . A l l are p o t e n t i a l l y capable of contributing 

something independent of the others. 

Secondly, the relationship of these measures to a c t u a l c a l l i n g behavior i s 

complex. I n no case does the factor overwhelm a l l other influences. They i n t e r 

act on a complex way with other habits, attitudes and socio-economic f a c t o r s . 
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T h i r d , personality factors seem more c l o s e l y related to other factors which 
predict c a l l i n g than to actual c a l l i n g behavior, e s p e c i a l l y as that i s reflected 
i n the company records. This r e s u l t may be due i n part to the f a l l i b i l i t y of the 
c r i t e r i o n . The high c a l l categories may contain some high business users; i t nay 
also contain some persons for whom t h e i r behavior was a t y p i c a l . This d i f f e r e n t i a l 
tendency t o predict may r e f l e c t accurately the dynamics of c a l l i n g , however. The 
perso n a l i t y measures bear on basic orientations toward people and toward contacting 
them. Intervening between these orientations and the use of a p a r t i c u l a r device 
are a host of other f a c t o r s , such as attitudes, experiences and habits, which^ to
gether w i t h the basic orientations, influence the actual choice made. There i s , 
then, on the data, a rough kind of confirmation of the o r i g i n a l t h e o r e t i c a l formu
l a t i o n . The personality measures identify p o t e n t i a l c a l l e r s ; the other intervening 
factors i d e n t i f y the b a r r i e r s and f a c i l l i t a t o r s , which influence the mode of 
communication used. 
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V I I . Attitudes Toward Rates 

The 1955 Survey of the Residence Market for Long Distance indicates that about 

28 percent of a l l telephone users w i l l reply that rates are higher than they should 

be when asked: "Do you think the rates, for long distance c a l l s are low, reasonable, 

or higher than they should be?" A s i m i l a r question was asked in the present survey, 

and the r e s u l t s are reported i n Table 38. Since people who are neither unusually 

high nor unusually low users were l e f t out of the present survey altogether, thc.ro 

i s no reason to expect the proportion of a l l respondents who say rates are high to 

Table 38 

Relationship Between Perception of Long Distance Rates 
Frequency of C a l l i n g 

(percentage d i s t r i b u t i o n of a l l respondents who make 
or receive long distance c a l l s ) 

Frequency of Ca l l i n g 

Low Users High Users 
B i l l 50$ or B i l l 500 or B i l l $6.50 B i l l $l+9<51 

Perception A l l under for more for to $1*9.50 or more for 
of Rates 1/ Respondents 6 months 6 months for 6 months 6 months 

High 25 16 19 29 35 
Not high 1+8 1*1+ 51+ 1+9 la 
Rates i r r e l e v a n t ^ / 6 6 5 7 7 
Don't know 7 10 10 6 1 
Not ascertained 11* 2k 12 9 16 

Total Ioo 100 100 100 100 

Number of 
respondents 31+6 51 105 123 67 

1/ The question was: "How do you f e e l about the ra t e s f o r long distance c a l l s ? " 

2/ These respondents might say, " I don't even think about rates." 

http://thc.ro
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be the same as i n the national survey. But by coincidence the proportion i n t h i s 

survey, 25 percent, i s within sampling error of the national average. 

In Table 38 the perception of rates by high users i s compared with the per

ception of rates by low users. The r e s u l t s are clear-cut: high users are most 

l i k e l y t o f e e l that rates are high. 

To compare the extreme groups, of those with a b i l l of under $1.50 for a 

period of s i x months, one i n s i x f e e l that rates are "high". Of those with a b i l l 

of 150 or more, two i n s i x f e e l that r a t e s are "high". 

The reverse statement i s not true. That i s , i t i s not true that many low 

users f e e l rates are low. They are more l i k e l y to have no opinion about r a t e s , or, 

at l e a s t , no opinion which interviewers could e l i c i t with the question which was' 

asked. Low users are by d e f i n i t i o n people who r a r e l y or never make long distance 

c a l l s , and i t i s not surprising that people who do not make long distance c a l l s 

have not thought much about rates and r e a l l y have no idea whether rates are high 

or low. Of those with a b i l l under f .50, one-third s a i d they had no opinion or 

f a i l e d t o express an opinion about whether rat e s were high compared to one-sixth 

of those with a b i l l of $U9.5l or more. 

To think that rates are high i s not the same as to think that rates are un

f a i r * The issue of the f a i r n e s s of rates was put to respondents d i r e c t l y i n the 

following question; "Some people f e e l that the long distance rates are u n f a i r 

and ought to be cut. How do you f e e l about that?" This question i s so phrased 

as to make i t very easy for the respondent to agree that r a t e s are unfair. I t was 

intended to obtain a maximum estimate of the proportion of high and low c a l l e r s 

who f e e l r a t e s are u n f a i r . (Once more i t should be kept i n mind that the sample 

i n t h i s study represents two special groups rather than the general population.) 
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Table 39 

Relationship Between Attitude Toward Rates 
and Frequency of C a l l i n g 

^percentage d i s t r i b u t i o n of a l l respondents , 
who make or receive long distance c a l l s ) 

Frequency of Cal l i n g 

Attitude 
Toward Rates 

Rates f a i r 

Rates u n f a i r 

Rp.tes f a i r f or some 
c a l l s , u n f a i r f or 
others 

Don !t know 

Hot ascertained 

Total 

Number of 
respondents 

A l l 
Respondents 

5o 

ik ' 

8 

10 
18 

Too 

3k6 

Low Users 
B i l l 50# or B i l l 50tf or 
under for 
6 months 

U7 
22 

8 
21 

Too 

51 

more for 
6 months 

51 
l l 

13 
19 
TOO 

105 

High Users 
B i l l $6.50 B i l l $U9o51 
to §k9*5>0 or more f o r 

for 6 months 6 months 

U8 
lk 

10 

7 

21 
Too 

123 

U9 
15 

15 

10 
11 

Too 

67 

The data i n Table 39 show that about h a l f of the high c a l l e r s and h a l f of the 

low c a l l e r s f e e l that r a t e s are f a i r . The proportion who f e e l that rates are un

f a i r a l s o i s about the same for high users as for low. But the proportion who make 

the sophisticated comment that r a t e s are f a i r f or some types of c a l l s and unfair 

for others i s higher among high users than among low users. 

To summarize: people who make frequent use of long distance are more l i k e l y 

than those who do not to have well-developed attitudes toward r a t e s . The high 

users, who pay the larger telephone b i l l s , show some tendency to f e e l that rates 

are high. They do not show a tendency to f e e l that rates i n general are unfair, 

though they may take exception to p a r t i c u l a r features of the rate structure. 
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I t may help to understand these f e e l i n g s to examine the context i n which 

people t h i n k and t a l k about rates- In Table hO the frames of reference of those 

who think rates are high are compared with the frames of reference of those who 

think r a t e s are not high. 

Table UO 

Relationship Between Frames of Reference of Responses 
to Questions Concerning Rates and Perception of Rates!/ 

(percentage d i s t r i b u t i o n of a l l respondents using long distance) 

A l l 
Perception of Rates 

Frames of Reference 

Respondent compares rates with 
other l u x u r i e s 

Respondent compares rates with 
other means of communication 

Respondent compares rates with 
other p r i c e s and costs i n general 

Respondent thinks i n terms of 
s a t i s f a c t i o n with phoning 

Respondent thinks i n terms of 
Company or services 

Respondent compares Mich, phone rates 
with other state phone rates 

Don !t know 

Not ascertained 

Other 

T o t a l 

Number of respondents 

Respondents Rates High Rates Not High 

1 

k 

10 

12 

16 

6 
2 
50 
7 

IT 
3hk 

ll 
2 

8 

13 

6 

3/ 
59 
9 

IT 
87 

1 

6 

11 

17 

19 

h 

3/ 
16 

5 
17" 
166 

1/ The question was; "How do you f e e l about rates for long distance c a l l s ? " "Some 
people f e e l that the long distance rates are unfair and ought 
to be cut. How do you f e e l about that?" 

2/ T o t a l s more than 100 percent because more than one frame of reference indicated. 

3/ Less than 0.5 percent. 
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Very few people indeed are comparing rates with the price of luxuries when 

they r e f e r to rates as high or not high* And few people compare rate s for t e l e 

phone c a l l s with the cost of other means of communication* The most common frame 

of reference i s the Company and the services i t provides. People tend to r e l a t e 

the money the Company receives to the work the Company performs* People who think 

rates are not high are l i k e l y to think i n terms of the s a t i s f a c t i o n they receive 

from the c a l l s . 

Few people f e e l rates are high because telephone c a l l s are not s a t i s f y i n g . 

Both among high c a l l e r s and low c a l l e r s there i s a group who evaluate rates i n 

terms of the general price l e v e l and the cost of l i v i n g . 

The opinion that rates are high seems to be l e s s structured i n people's minds 

than the f e e l i n g that rates are not high as indicated by the proportions for whom 

no frame of reference was ascertained. F i f t y nine percent of those who f e e l rates 

are high give no frame of reference, compared with h$ percent who f e e l r a t e s are 

not high. The implication i s that among those who say rates are high there are 

many without any we l l developed rationale for t h e i r f e e l i n g s . The same i s true, 

but to a l e s s e r extent, among those who say rates are low. 

The question about f a i r n e s s , i t w i l l be r e c a l l e d , was intended to bring out 

even the weakest and vaguest feelings that r a t e s are unfair. I t should not be 

s u r p r i s i n g , then, that almost two-thirds of those who s a i d rates were unfair men

tioned no frame of reference. Those few who did supply a context, were thinking 

i n terms of the company and i t s services or rates or i n terms of t h e i r own s a t i s 

f a c t i o n with c a l l i n g rather than i n terms of prices of other goods and s e r v i c e s . 

But t h i s group was so small that these findings must be regarded as highly 

t e n t a t i v e • 

Those who f e l t rates to be f a i r were more l i k e l y to supply a context, as 

shown by Table I 4 I . They mentioned the same frames of reference as the others, and 
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also compared rates with other p r i c e s , with the cost of l i v i n g and with charges 

for other means of communication. 

Table 1*1 

Relationship Between Frames of Reference of Responses 
to Questions Concerning Rates and Attitude Toward Rates 

Attitude Toward Rates 
Rates f a i r for 

A l l Rates Rates some c a l l s , 
Frames of Reference Respondents f a i r unfair not for others 

Respondent compares rates with 
other luxuries 1 1 3 / 

Respondent compares rates with 
other means of communication h 6 3/ 3/ 

Respondent compares rates with 
other p r i c e s and costs i n general 10 16 3/ 3/ 

Respondent thinks i n terms of s a t i s 
f a c t i o n with phoning 13 19 7 3 

Respondent thinks i n terms of 
Company or services 16 2h 9 7 

Respondent compares Mich, rates 
with other state phone rates 5 2 U 38 

Don't know 2 3/ 3/ 3/ 
Not ascertained 50 38 63 U5 
Other 7 7 9 10 

T o t a l IT IT IT IT 
Number of respondents 3U8 169 5U 29 

1/ The question was: "How do you f e e l about rates for long distance c a l l s ? " Some 
people f e e l that the long distance rates are unfair and ought 
to be cut. How do you f e e l about that?" 

2/ T o t a l s more than 100 percent because more than one frame of reference indicated. 

3/ Less than 0.5 percent. 
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There i s one semantic problem which must be kept i n mind i n interpreting 

answers to questions about r a t e s . To a person i n the telephone industry or to an 

economist or lawyer the word "rate" means a charge per unit* A charge of X cents 

fo r three minutes i s a "rate". But to a customer the word "rate" may mean the 

t o t a l charge which he has to pay. When one speaks of r a t e s , he may think of a 

charge of T cents for a c e r t a i n c a l l or even of a t o t a l b i l l of Z dollars which 

he paid. 

^ I t was shown i n the "1955 Survey of the Residence Market for Long Distance" 

that people e i t h e r do not know or overestimate the lowest rates to the places they 

c a l l most often. I t i s e n t i r e l y possible that they do know about what i t costs 

then, on the average, to make the c a l l s which they do make. When a respondent 

observes that he thinks the rates are f a i r because the s a t i s f a c t i o n he receives 

from the c a l l s he makes i s worth what they cost him, he must be thinking of rates 

i n the sense of t o t a l cost to him. 

T h i s l i n e of reasoning r a i s e s the p o s s i b i l i t y that people may not be quite as 

badly informed about the cost of long distance as has been supposed. Nevertheless, 

a r e a l l a c k of information may e x i s t . The data are not conclusive one way or the 

other on t h i s point. 

The study does indicate what cost information w i l l be most relevant to people. 

Tables based on information from company records show that i t i s the nearby states 

which are c a l l e d . Table l\2 shows that the frequency with which c a l l s are made 

from r e s i d e n t i a l phones i n Michigan to another state depends, i n part, on how close 

that s t a t e i s to Michigan and on how many people l i v e there. People who do not 

c a l l t h e i r friends or r e l a t i v e s now out of ignorance of the rates presumably would 

c a l l nearby s t a t e s , too, i f they did c a l l . 



Table hZ 

Relationship Between Number of Times Different States and Canadian Provinces 
Are Call e d at Least Once and Their Ranked Distance from Lansing, Michigan 

(Percent d i s t r i b u t i o n of respondents who placed any 
long distance c a l l s i n past 3 months) 

Rank 
Order State or Province Percent 

Rank 
Order State or Province Percent 

1 Michigan 56 31 Nebraska 1 
2 Ohio 17 32 Kansas 1 
3 Indiana k 33 South Dakota # 
h Wisconsin 3 3U Maine 
5 I l l i n o i s 13 35 Oklahoma 

6 West V i r g i n i a 1 36 North Dakota 
7 Kentucky k 37 Louisiana 1 
8 Pennsylvania k 38 Quebec 
9 Iowa •* 39 F l o r i d a 2 

10 New York 7 ao Manitoba 

11 D. of Columbia 1 a i Colorado 1 
12 Maryland 1 k2 Texas 2 
13 Tennessee a kl Wyoming — 
lU Missouri i kk Montana * 
15 V i r g i n i a 2 a5 New Mexico * 

16 Delaware h6 Utah 
17 Minnesota 1 kl Idaho * 
18 New Jersey 2 as Arizona 
19 North Carolina 1 k9 Nevada — 
20 Vermont 1 5o Washington 1 
21 Connecticut 1 51 Oregon # 
22 Ontario 2 52 C a l i f o r n i a 5 
23 Massachusetts 1 53 Outside United States, 
2k South Carolina 1 Mexico # 
25 New Hampshire 

26 
Total 

26 Rhode Island 
27 Arkansas 1 Number of respondents who 
28 Georgia 3 made at l e a s t one long 
29 Alabama 2 distance c a l l i n past 
30 • '. Mississippi 1 three months 779 
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•* Less than 0.5 percent. 

1/ 1. States and provinces are ranked on the basis of t h e i r s t r a i g h t - l i n e 
distance from t h e i r approximate "center" to Lansing, Michigan. This 
accounts, for example, for Wisconsin's being ranked nearer to 
Michigan than I l l i n o i s (5). 

2. Only the three nearest s t a t e s c a l l e d by each respondent are included 
i n t h i s tabulation; however, since only 1+ percent of those who made 
any long distance c a l l s i n the past three months c a l l e d more than 
three states, the percentages i n t h i s table are only s l i g h t l y 
underestimating. 

3. Each of the U8 states i s included i n t h i s l i s t , whether any c a l l s 
were placed there or not; however, only those Canadian provinces 
are l i s t e d to which at l e a s t one c a l l was placed i n the past three 
months• 

2/ Percentages add to more than 100 because some respondents c a l l e d more than 
one s t a t e i n past three months. 
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V I I I , The Three Minute Limit 

There can be no question that the three minute l i m i t has the ef f e c t of r e s t r i c t 

ing the length of s o c i a l long distance c a l l s . How long people would talk i f addit

iona l time were free i s d i f f i c u l t to estimate, but i t surely would be w e l l over three 

minutes. I n the present study, as already noted, families were given the opportunity 

to make a free long distance c a l l of "reasonable" length after the interview. The 

d i s t r i b u t i o n of the length of these c a l l s appears i n Appendix C, Table C-7. I t i s 

there shown that the dist r i b u t i o n i s as follows: 

percent 

under 3 minutes 2 
3 - 5 minutes ^ 5 
6 - 9 minutes 30 
10 - lU minutes SU 
15 minutes or over 7 
Not ascertained 2 

Total 100 

There are two aspects of t h i s d i s t r i b u t i o n which are worthy of comment. Only 

two percent of a l l c a l l s l a s ted under three minutes. The absence of short c a l l s may 

be the r e s u l t of the s p e c i a l situation i n which these c a l l s were made. Since respon

dents d i d not s e l e c t the time when they were to c a l l , the content of the conversat

ions were probably s o c i a l . Short c a l l s may be adequate to make arrangements or to 

transmit s p e c i a l information. The data do suggest, however, that for s o c i a l conver

sations three minutes i s not enough. 

I t i s also s t r i k i n g that very few of these c a l l s , only seven percent, l a s t e d 

over 15 minutes. This length of time had been mentioned o r a l l y to interviewers who 

had i n s i s t e d on knowing what was a "reasonable" number of minutes for these c a l l s , ' 

The i n t e n t of t h i s interpretation was not to impose a s t r i c t l i m i t of 15 minutes, 

but that may have been i t s actual e f f e c t . I n other words respondents were not en

t i r e l y f r e e from pressure from the interviewers t o l i m i t t h e i r c a l l s , and i t may be 

that same would have talked longer i f a l l pressure had been absent. 
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Does the Company Want People to Limit C a l l s ? 

During World War I I i n p a r t i c u l a r the normal pressure on people to l i m i t t h e i r 
conversations was increased by di r e c t exhortations to be br i e f so that others might 
have a chance t o use the overloaded c i r c u i t s . Are the attitudes toward longer con
versations created then, now operating to keep people from spending money on long 
distance c a l l s ? 

• Respondents were asked whether they think the phone company wants people t o 
l i m i t c a l l s to three minutes. I n Table h3 the answers of high users and low users 
are compared. About one-fifth of a l l respondents f e l t that the Telephone Company 
wants the customers to l i m i t t h e i r c a l l s t o three minutes. Both high and low c a l l e r s 
report t h i s i n about the same proportions. Another 17 percent of a l l respondents 
f e l t t h a t upon occasions they were expected to l i m i t the duration of c a l l s . Only 
about h a l f of the high and low users answered unequivocally that the company did 
not want customers to l i m i t t h e i r c a l l s . 

I t i s not cl e a r , however, that t h i s perception has a major effect.on actual 
c a l l i n g . The data show differences from one group of users to another, most of which 
are small enough so that they may be the r e s u l t of sampling errors only. The d i f 
ferences are, however, i n the predicted d i r e c t i o n . 

Table 1+3 

Relationship Between Perception of Phone Company's Desire to 
L i m i t Long Distance Call s to Three Minutesj/ and Frequency of Ca l l i n g 
(Percentage d i s t r i b u t i o n of respondents making or receiving c a l l s ) 

Phone Company's Policy 

A l l 
Respon
dents 

Frequency of Ca l l i n g 
Low Users High Users 

B i l l f o r B i l l for B i l l f or B i l l for 
6 months 6 months 6 months 6 months 
80.50 or $0.50 or $6,£L -
under more $U°.50 or more 

Wants to limit 21 Hi 29 20 18 
Sometimes yes, sometimes no 17 lU 13 19 21 
Does not want to l i m i t h9 U8 la 50 57 
Don't know 6 10 7 5 h 
Not ascertained 7 Hi 10. 6 — 

T o t a l 155 153 ISO 155 Too 
Number of respondents 3W 50 105 123 67 

1/ The question was: "Do you think the phone company wants you to l i m i t your long 
distance c a l l s to three minutes?" 



I t should be kept i n mind that i n e a r l i e r sections of t h i s report a number of 

factors have been shown to influence c a l l i n g . Properly the effect of t h i s variable 

should be tested taking into account the other v a r i a b l e s . Taken by i t s e l f Table U3 

does not s e t t l e the question of whether people' are keeping down the length of their 

c a l l s because they think the company wants them to. 

Another approach to the problem i s to ask questions designed to explore i n more 

d e t a i l respondents 1 attitudes on the topic and the reasons f o r t h e i r behavior. 

Table UU shows reasons people gave f o r thinking that the phone company wants people 

to l i m i t c a l l s . Those who believe the company wants people to l i m i t a l l c a l l s , say 

Table hh 

Relationship Between Reasons Why Phone Company Wants To 
Limit C a l l s and Perception of Phone Company's Desire To 

Limit Long Distance C a l l s to Three Minutes !/ 
(Percentage d i s t r i b u t i o n of respondents perceiving phone 

company as attempting to l i m i t c a l l s ) 

Phone Company 
A l l Phone Company wants people 

Respon- wants people to l i m i t .some 
Reasons dents to l i m i t c a l l s c a l l s , not others 

To keep l i n e s free generally 62 87 30 
To keep l i n e s free on holidays 

or f o r d i s a s t e r s 18 1 UO 

Company says so ( i n advertising) 1 1 — 
Other 11 7 9 

Not ascertained 8 h 21 
T o t a l 100 100 Too 

Number of respondents^ 130 73 57 

1/ The question was: "Do you think the phone company wants you to l i m i t your long 
distance c a l l s to three minutes?" "Why?" 

2/ This number does not include those respondents who neither make nor receive c a l l s . 



-76-
simply t h a t the purpose i s to keep i t s l i n e s f r e e . Of those who believe the com
pany wants some c a l l s limited but not a l l , there i s a substantial group who speak 
i n the same general terms about keeping l i n e s f r e e . Most, however, have i n mind 
holidays or disasters when there may be s p e c i a l reasons for l i m i t i n g c a l l s . For 
people who have t h i s attitude there would be no reason to l i m i t c a l l s except under 
these circumstances. 

Do people who f e e l the phone company wants them to l i m i t t h e i r c a l l s a c t u a l l y 

attempt t o keep within three minutes? People were asked i f they did make such an 

attempt. Table 1+5 shows the r e l a t i o n between people fs perception of the company's 

policy and t h e i r own e f f o r t s . Of those who believe the company does not want c a l l s 

Table 1+5 

Relationship Between Eff o r t to Limit C a l l s to Three Minutes-i^ 
•and Perception of Phone Company's Desire to Limit C a l l s 2 / 

(Percentage di s t r i b u t i o n of a l l persons making or receiving c a l l s ) 

Perception of Phone Company's Policy 
A l l 

Respon— Wants to Sometimes yes, Does not want 
E f f o r t to Limit dents l i m i t sometimes no to l i m i t 

Attempts t o l i m i t 1+9 70 1+1+ 1+2 

Some yes, some no 9 9 ll+ 10 

Does not attempt to l i m i t 35 20 1+0 1+1+ 

Don't know — — — 

Not ascertained 7 1 2 1+ 

Total Too Too Too Too 

Number of respondents 31+1+ 7l+ 58 168 

1/ The question wast "Do you t r y to l i m i t your long distance c a l l s to three minutes?" 

2/ The question wass "Do you think the phone company wants you to l i m i t your long 
distance c a l l s to three minutes?" 



held to three minutes, some 1+2 percent attempt to l i m i t t h e i r c a l l s to three minutes 

for other reasons. Of those who say the company does want c a l l s held down, 70 per

cent a c t u a l l y attempt to l i m i t t h e i r c a l l s . I t i s possible to assume that 1+2 percent 

of t h i s l a t t e r group would l i m i t t h e i r c a l l s anyway, and, by subtraction, to estimate 

that 28 percent of those who f e e l the company wants them to l i m i t t h e i r c a l l s are 

a c t u a l l y influenced i n that d i r e c t i o n . About s i x percent of the t o t a l sample of 

people who make or receive long distance c a l l s by t h i s estimate, are so influenced. 

Since t h i s entire study concerns only high and low users with no intermediate users, 

the estimate of s i x percent should not be generalized to a l l phone users. The con

clusion does seem indicated, however, that there i s a small group of people who try 

to l i m i t t h e i r c a l l s . t o three minutes because they believe the company wants them t o . 

People !s Attempts to Limit C a l l s to Three Minutes 

P a r t l y because some of them believe the company so desires, and partly for 

reasons of t h e i r own, many people t r y to l i m i t c a l l s to three minutes as we have j u s t 

noted. But to t r y i s not automatically to succeed. As "shown i n Table U6, some r e 

spondents who s a i d they t r i e d , reported success; some, f a i l u r e ; and some, a mixed 

pi c t u r e . There i s a r e l a t i o n , reasonably enough, between people's efforts to keep 

Table 1+6 

PVequency of C a l l i n g i n Groups Formed According to Responses 
to the Question "Do you t r y to l i m i t your long distance 

c a l l s to three minutes?" 

Does Respondent attempt to 
keep long distance c a l l s to 
3 minutes? Does he succeed? 

A l l 
Respon
dents 

Frequency of Calling 

Low Users High Users 

"Try and succeed" 5 8 1+ 
"Try and unclear" 1+5 57 35 
"Try and f a i l " 8 2 12 
"Don't t r y " 1+2 33 1+9 

T o t a l 
Number of respondents^ 

100 
290 

100 
129 

Too 
161 

1/ Respondents who have never made long distance c a l l s , or who gave answers to these 
questions other than those shown are not included i n t h i s table. 
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t h e i r c a l l s short and the si z e of t h e i r b i l l . Of those with a b i l l of $$0 or more, 
almost h a l f do not t r y to keep under three minutes, compared to one-fifth of the low 
users. 

A more subtle question concerns the eff e c t of people's efforts to l i m i t t h e i r 

c a l l s on t h e i r pleasure i n making s o c i a l c a l l s . I t i s possible that people who are 

concerned about keeping t h e i r c a l l s b r i e f , who talk with one eye on the clock and 

th e i r hand on t h e i r w a l l e t , find c a l l i n g something of a s t r a i n . 

The data i n Table hi f a i l to confirm t h i s hypothesis. The differences i n 

people's feelings while c a l l i n g between those who t r y to keep c a l l s short and those 

who do not t r y are i n the predicted direction but they are small enough so that they 

may be the r e s u l t of chance fluc t u a t i o n s . 

Table hi 

Adjectives Used i n Describing How Respondent-Feels 
When Making a Long Distance C a l l i n Groups Formed 
According to Responses to the Question, "Do You Try 
To l i m i t Your Long Distance C a l l s to Three Minutes?" 

(Percentage d i s t r i b u t i o n of respondents) 

Adjectives 
A l l 

Respondents 
"Try and 

F a i l " 
"Try and 
Succeed" 

"Try and 
Unclear" 

"DonM 
Try" 

Only pleasant feelings 2h ia 19 26 31 

Mostly- pleasant—some 
unpleasant feelings 27 9 19 3U 39 

About h a l f and hal f 20 ho 30 21 20 

Some pleasant—mostly 
unpleasant feelings 6 6 11 h 

Only unpleasant feelings li 5 13 h 

Never uses long distance 13 — — 1 — 
Not ascertained 6 — 13 2 2 

Total 100 100 100 Too Too 
Number of respondents Uoo 22 16 131 121 
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An additional factor which may tend to l i m i t c a l l s i s the impression which 

people may have that the rate per minute r i s e s after the f i r s t three minutes. There 

i s always some uncertainty i n asking questions involving ideas l i k e a rate per minute, 

as to whether a l l respondents understand what i s meant. Also, one must always keep 

i n mind i n interpreting such tables as Ij8 the peculiar nature of the sample which 

omits people with an intermediate number of c a l l s . The finding that 35 percent of 

respondents believe the rate per minute goes up a f t e r three minutes should not be 

Table U8 

Relationship Between Perception of Phone Company's Desire-i^ to 
Limit C a l l s to Three Minutes and Perception of Long Distance 

Rates After Three Minutesj/ 
(Percentage d i s t r i b u t i o n of a l l respondents 

making or receiving c a l l s ) 

Rates After Three Minutes 
A l l 

Phone Company's Respon- Rate Rate goes Rates stay Don't Not ascer-
P o l i c y dents goes up down the same know tained Total 

Wants, to l i m i t 21 10 2 5 h — 21 

Sometimes yes, 

sometimes no 17 5 5 3 h — 17 

Does not want 

to l i m i t k9 16 10 10 12 1 k9 

Don't know 6 2 1 1 2 — 6 

Not ascertained 7 2 — — 1 k 7 
Total Too "3? ~TB 1E9 ~23 "T Too 
No, of respondents 3U5 

1/ The question was: "Do you think the phone company wants you to l i m i t long distance 
c a l l s to three minutes?" 

2/ The question was: "After three minutes are up do you think the rate per minute on 
long distance c a l l s goes up, goes down, or stays the same?" 

taken t o mean that one-third of a l l telephone users are misinformed. Taking into 

account the 23 percent who s a i d they "don't know", i t does seem appropriate to con

clude t h a t many people are poorly informed about what happens to rates a f t e r the f i r s t 
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three minutes • 

A f u r t h e r question may be asked: Are the people who think the rate per minute 

goes up a f t e r three minutes the same ones who think the company wants c a l l s held 

down to three minutes? Only one i n ten of the phone users f a l l s i n t h i s category of 

the doubly misinformed. The two attitudes seem to be l a r g e l y independent. 

Summary of Effect of The Three Minute l i m i t 

The primary effect of the time l i m i t i s to r e s t r i c t the length of c a l l s , When 

the three minute orientation i s removed, as on the free c a l l , most respondents t a l k 

longer than three minutes. Some respondents l i m i t t h e i r c a l l s to three minutes for 

reasons of t h e i r own; a small number of others l i m i t the length of t h e i r c a l l s be

cause they believe the company wants them t o , A substantial number of people i n the 

sample are i l l informed about the rates a f t e r three minutes. These misperceptions 

about r a t e s and company poli c y toward the three minute l i m i t are not a function of 

general ignorance about phoning; few people are misinformed i n both areas. 
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IX, The Number and Location of Phones 

Number of Phones 

Of the low users, about one i n ten has two or more phones, as shown by 

Table 1*9. Of the high users of long distance, about one out of four has more 

than one phone. Of those high users with a b i l l of $50 or more, one out of 

ten has three or more phones i n h i s home. S t r i c t l y speaking these proportions 

refer to the proportion of people in homes with that number of phones, but the 

proportion of families would be roughly the same. 

Table k9 

Relationship Between Number of Phones in House and 
Frequency of Cal l i n g ^ _ 

(percentage dis t r i b u t i o n of a l l respondents) 

Frequency of Calling 

Low Users High Users 
B i l l B i l l B i l l B i l l 

A l l under $0$ 500 or $6,50 - $ii9.5l or 
respon- for 6 more for $1*9.50 for more for 

Number of Phones dents months 6 months 6 months 6 months 

One phone 82 93 87 73 76 

Two phones 15 5 11 2k l5 

Three or more phones 3 2 2 2 9 

Total 100 100 lOT) 153 100 

Number of respondents 1*00 82 121 129 68 
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Having more than one phone i s unusual for people with low incomes but 

common among those with incomes of $10,000 or more. Once again i n interpreting 

a table such as Table 50 i t must be kept i n mind that the intermediate users 

of long distance do not appear i n the sample. The effect of t h i s omission i s 

Table 50 

Relationship Between Number, of Phones and Income 
(percentage d i s t r i b u t i o n of respondents) 

i Income 

A l l 
Number of respon- Under $3000- $U000- $5000- $6000- #7500- #10,000 
Phones dents $3000 3999 _k999_ 5999 lk99 9999 and over 

Only one phone 81 90 100 9h 88 79 80 1*6 

Two phones 15 3 1/ 5 H 18 20 38 

Three phones 3 7 l / l / i / 3 1/ lU 
or more 

Not a s c e r - l l / l / l 1 l / l / 1/ 
tained 

Total 100 100 100 100 100 100 100 100 

Number of 1*00 29 27 lh 87 66 Ul 58 
respondents 

1/ Less than 0.5 percent 

to make the l e v e l of the proportions who have different numbers of phones 

open to some doubt. But i t i s unlikely that the main findings would be d i f f e r 

ent for a sample of a l l phone subscribers. That i s , i t i s safe to conclude 

that only a small proportion of families with incomes below $5000 have more 
than one telephone. This proportion r i s e s rapidly as income r i s e s . 
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Do people use t h e i r extensions when they make long distance c a l l s ? Only 

four percent of the families who accepted the free c a l l a c t u a l l y rnade use of 

an extension. More families presumably would have used an extension i f they 

had had one. The free c a l l s involved two or more people from the family 

placing the c a l l for two of the free c a l l s out of three. The telephone t y p i 

c a l l y was passed from one member of the family to another. 

Location of the phone 

Telephones may be placed i n almost any room i n the house. The three favo

r i t e l o c a t i o n s , however, seem to be the dining room, kitchen, and l i v i n g room. 



Table 5 l 

Relationship Between Location of Phone and 
Frecuency of Cal l i n g 

(percentage d i s t r i b u t i o n of a l l respondents) 

Frequency of C a l l i n g 

Low Users 
B i l l B i l l B i l l 

High Users 

Location of Phone 

A l l 
respon
dents 

50^ or 
under for 
6 months 

504 or 
more for 
6 months 

$6.50 -
$1*9.50 for 
6 months 

Hallway 17 18 16 12 

Living room 21 12 26 22 

Bedroom 17 11 17 19 

Kitchen 25 26 21 27 

Basement 3 1/ 2 3 
Dining room •29 35 26 28 
Den or other 
recr e a t i o n room 

k 2 1 5 

Other place 3 1/ k 3 
Not ascertained 3 2 2 5 

Total "1/ ~1/ 1/ 
Number of respondents loo 82 121 129 

1/ Less than 0.5 percent 

2/ T o t a l more than one hundred percent because more than one phone. 

D i l l 
$U9.5l or 
more for 
6 months 

28 
21 
21 
2k 

9 

26 

9 

3 
1 

1/ 
68 

Nearly three out of both high users and low users have a telephone in the dining 

room, while between two and three out of ten have one in the kitchen and about 

two i n t e n have one i n the l i v i n g room. 
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Location i n a hallway or in a bedroom i s also common. Roughly two out of 

ten have phones i n these locations. 

A phone i n a basement or in a den i s unusual, e s p e c i a l l y among low users. 

Roughly one percent of them have phones in a den or recreation room and, 

s i m i l a r l y , roughly one percent have phones i n the basement. These proportions 

are l a r g e r for the high users, reaching roughly 10 percent for those with a 

b i l l of $50 or more over a six-month period. 

The high users tend to be people with higher incomes, as noted e a r l i e r . 

People w i t h high incomes have more telephones, which implies telephones i n 

more l o c a t i o n s . The r e l a t i o n between income and locations where telephones 

are found i s shown i n Table 52. 
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Table 52 

Relationship Between Location of Phone and Income 

Income 

Location 
of Phone 

A l l 
respon
dents 

Under 
$3000 

$3000-
3999 

$Uooo-
k999 

^5ooo-
5999 

$6000-
7U99 

$7500-
9999 

$10,000 
and ovei 

Hallway- 17 28 7 16 13 15 12 26 

Living room 21 38 37 27 18 18 5 21 

Bedroom 17 21 1/ 12 17 15 17 36 

Kitchen 25 3 15 16 28 26 Ul UO 
Basement 3 y y 1/ y 3 1/ 17 

Dining Room 29 21 33 27 32 Ul 27 16 

Den or other U 1/ 7 y 2 y • 7 lU 
recreation room y 

Other place 3 y 1/ 5 1/ 3 1/ 7 

Not ascertained 3 i / 1/ 1 1 1/ 5 y 

Total 2/ 2/ 2/ 2/ £/ 2/ 2/ 2/ 

Number of U00 29 27 7U 87 66 Ul 58 
respondents 

1/ Less than 0.5 percent 

2/ Totals more than 100 percent because more than one phone. 

High income people are much more l i k e l y to have a telephone in the kitchen than 

low income people. High income people are al s o more l i k e l y to have a phone i n 

a bedroom. However, they seem to be somewhat l e s s l i k e l y to have a phone i n 

a dining room. 
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Appendix A- The Sample 

Sel e c t i o n of Sample 

The area covered i n t h i s study consists of the southern h a l f of the lower 

peninsula of the State of l<Iichigan. The northern boundary of the area studied i s 

the northern boundary of the following counties: Huskegon, Kent, Montcalm, I s a b e l l a , 
j 

Midland, and Bay. ! 

The universe sampled consists of the r e s i d e n t i a l subscribers of the Michigan 

B e l l Telephone Company i n t h i s area and t h e i r spouses. I f the subscriber has no 

spouse, only the subscriber f a l l s i n the sample. I f the subscriber does have a 

spouse, both f a l l i n the sample. 

Of the l|00 interviews about half were taken r a t h "heavy" long distance users 

and h a l f with "zero" long distance u s ers. A heavy user i s defined to be one who 

made s i x or more long distance c a l l s i n the l a s t period of three months for which 

data were available at the time when the sample was selected. A zero user i s de

fined as a subscriber who made no long distance c a l l s i n the same period* For 

purposes of t h i s study a long distance c a l l i s defined as a c a l l to a point over 

$0-miles from the point of o r i g i n . 

The f i r s t stage i n the selection of the sample was the s e l e c t i o n of a sample of 

counties. These counties a c t u a l l y had been selected prior to the s t a r t of work on 

t h i s survey. The next stage was to s e l e c t telephone exchanges from a l i s t of a l l 

exchanges of the Michigan B e l l Telephone Company i n the sample counties. 

Actual telephone numbers were then selected from the exchanges selected i n the 

previous stage. These numbers were returned to the Michigan B e l l Telephone Company. 

The Company l i s t e d the names and addresses of subscribers corresponding to each 

selected r e s i d e n t i a l number plus information about the amount of money spent f o r 

long distance c a l l s i n each of the l a s t s i x months (usually May to October 1956) 

and information about places c a l l e d uring the l a s t three months. 
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From the l i s t thus obtained those subscribers were selected for interview who 
were heavy users. A number of zero users equal to the number of heavy users was 
s e l e c t e d . The number of zero users i n the population i s much larger than the 
number of heavy users, but maximum e f f i c i e n c y i n comparisons i s achieved when the 
groups t o be compared are equal. Those who made from one to f i v e long distance c a l l s 
were not selected for interview. 

Sampling E r r o r 

The main emphasis i n the analysis of the interviews taken i n t h i s study i s 

upon comparisons between heavy users and zero users. The most relevant sampling 

e r r o r s , therefore, are the errors of comparisons between two subgroups, "where 

there i s neither positive nor negative correlation between data from the interview 

with"the husband and data from the interview with the wife, the number of i n t e r 

views i s equivalent to the number of observations and should be used i n entering 

the table below. IThere there i s a positive correlation between the two, the number 

of independent observations i s l e s s than the number of interviews. In the extreme 

case of perfect positive correlation the number of independent observations i s 

about 120 i n each of the two main groups. 

Differences equal to or greater than those shown below may be taken as s i g n i f i 

cant at the 95 percent l e v e l : 

Approximate Value of the Minimum Difference Between TITO 
Percentage Found Groups Heeded for Significance 

For two groups For two groups 
each of 200 each of 100 

35 to 65 percent 11 l5 

20 or 80 percent 9 12 

10 or 90 percent 7 —• 

For example, i f 50 percent of heavy users are found to have c h a r a c t e r i s t i c A and 39 

percent of zero users are found to have c h a r a c t e r i s t i c A, the difference between 

50 and 39j or U , i s j u s t large enough to be s t a t i s t i c a l l y s i g n i f i c a n t . 
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Appendix B: The Questionnaire 

Survey Research Center 
University of Michigan 

November 1955 
Study 6U3 

FACE SHEET - F i l l out and attach one to each interview. 

Interviewer's Name 

Date of Interview 

Interview No. 

l i s t here a l l adults i n Dwelling Unit (aged 18 or over) 

Check oerson i n 
I s t h i s 

the f i r s t 

No. Relation to Head phone i s l i s t e d i for t h i s interview interview? 

1 Head 

2 

3 
! 
j 

h 
i 
i 

5 

Interviews a) The person i n whose name the phone i s l i s t e d and 

b) The wife (or husband) of t h i s person 

1. Do yon have any children under 18? /Yes/ /No/ 

I f YES 2. How many? 

3. How old are they? 



Survey Research Center 
University of Michigan 

November 19?5 
Study 6U3 

QUESTIONNAIRE - Write answers i n notebook. 

k» I n t h i s study we are interested i n the uses of your home telephone. What are 
the most important uses of the telephone f o r you? 

I f necessary Ua. What kind of c a l l s are most important? 

5- (Show card) 
Here i s a l i s t of some of the things people use t h e i r phones f o r . Which of 
these things are important to you? (Check on card) 

a) Which are the three most important? (Double check) 

b) About how many c a l l s i n the l a s t week have you yourself made or r e 
ceived on your home phone - would i t be none, one or two, one every 
day, or what? 

6. Here i s a l i s t of some s p e c i f i c situations when people may want to get i n touch 
with" someone i n a distant c i t y . Which would you be most l i k e l y to do — phone, 
wire, or write — 

a) For holiday greetings? 

b) For making arrangements to meet someone? 

c ) To keep i n touch with r e l a t i v e s ? 

d) To keep i n touch with friends? 

e) To f i n d out about someone's health? 

7. Aside from c a l l s that are s t r i c t l y business c a l l s , have'you yourself placed any 
long distance phone c a l l s i n the past 3 months, that i s , to a place £0 miles 
away or f a r t h e r ? 

I f y e s 8. About how many? 

9. I n general, what were the purposes of these c a l l s ? 

10. How many of these c a l l s were your idea and how many were suggested 
by someone else i n the family? 

I f no . 21. Have you placed any i n the past year? 

I f yes 12. About how many? 

13. I n general, what were the purposes of these c a l l s ? 

I f no Hi. Have you ever placed a long distance c a l l ? 



ASK PEOPLE WHO HAVE EVER MADE LONG DISTANCE CALLS: ( I f never skip to Q. 19) 

15. Before a long distance c a l l i s placed, do you and the family t a l k i t over? 

I f any t a l k l5a. What do you t a l k about 
or discussion 

16. Apart from who decides to c a l l i n your family, who act u a l l y puts through the 
c a l l ? 

17. When you are getting ready to place a long distance c a l l yourself, does the 
actu a l placing of the c a l l bother you at a l l or don't you mind i t ? 

18. Have you ever thought of making a long distance c a l l but decided not to because 
you weren't sure about how the person you wanted to c a l l would f e e l about i t ? 

ASK EVERYONE 

19. Aside from s t r i c t l y business c a l l s , about how many long distance c a l l s would you 
say you have received i n the l a s t three months from 50 miles or more away? 

I f "None" 20. Have you received any c a l l s l i k e t h i s within the past year? 

I f yes 20a. About how many? 

I F ANY CALLS MADE OR RECEIVED IN LAST YEAR ( I f none skip to Q. 30) 

21. Do you have any trouble hearing on long distance c a l l s ? 

I f yes 21a. Do you ever have trouble hearing on l o c a l phone c a l l s ? 

22. Here i s a l i s t of ways people t e l l us they f e e l when they make a long distance 
c a l l . Do any of these words describe how you sometimes f e e l when making a long 
distance c a l l : 

a) relaxed? 

b) nervous ? 

c ) tense? 

d) anxious? 

e) keyed up? 

f ) happy? 

23. How do you f e e l about the rates for long distance c a l l s ? 

2hm Some people f e e l that the long distance rates are u n f a i r and ought to be cut. 
How do you f e e l about that? 

25. A f t e r three minutes are up do you think the rate per minute on long distance 
c a l l s goes up, goes down or stay the same? 
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26. Do you t r y to l i m i t your long distance c a l l s to 3 minutes? 

26a. Why? (Why not?) 

27. Do you think the phone company wants you to l i m i t your long distance c a l l s t o 
3 minutes? 

27a. Why? (Why not?) 

28. How do you f e e l about making a long distance telephone c a l l - do you enjoy i t 
or d i s l i k e i t or what? 

28a* Why do you f e e l t h i s way? 

29. Now about receiving telephone c a l l s - when a person l i f t s the receiver and hears 
the operator say, "Long distance", how do you think they f e e l ? 

29a. How do you f e e l yourself? 

ASK EVERYONE 
30. Here's a question that's a l i t t l e d i f f e r e n t . Urs. Jones i s a woman who makes a 

long distance c a l l to her r e l a t i v e s once or twice a month j u s t to v i s i t with 
them. Why do you think she does t h i s ? 

30a. What kind of person i s she? 

31. Have you ever made long distance c a l l s as part of a job? 

I f y e s 31a. How much long distance phoning did you do? 

32. (Introduce pictures) 

I'm going to show you some pictures and I ' d l i k e you to make up a story about 
them# 

(Ask f o r pictures I , I I , I I I , IV) 

a) What's going on here? 

b) What i s the person (what are they) thinking? 

(1) What do they want? 

c ) What's going to happen next? 

( I f necessaiy9 say: We're j u s t interested i n vrtiat people see i n these pictures.) 



33. Thinking of your half dozen cl o s e s t friends and r e l a t i v e s , do they a l l l i v e here 
i n (Name of c i t y ) , or do they a l l l i v e i n other places, or what? 

3U« Where do they l i v e ? 

35. About how many l e t t e r s would you say you write to r e l a t i v e s or friends 
i n a year? 

36. About how often do you get together with these people? 

37. About how often do you usually t a l k to r e l a t i v e s or friends by long 
distance phone? 

I f c a l l s 38. Do you usually c a l l them, do they c a l l you, or i s i t 
about 50-50? 

I f one c a l l s 39. How does i t happen that (they) (you) 
more often usually place the c a l l ? 

hOm When you t a l k long distance with your family or friends are you usually the only 
one who t a l k s to them or do other members of the family also t a l k ? 

U l . (introduce l a s t two pict u r e s ) 

I have two more pictures here I'd l i k e you to t e l l me -a story about. 

(Ask for pictures V and VI) 

a) What's going on here? 

b) What i s the person thinking? 

( l ) What does (he) (she) want? 

c) What's going to happen next? 

U2. (Introduce check sheets.) 

Here's something e l s e that's di f f e r e n t . I wonder i f you'd take t h i s and read 
i t over and check the "yes" or "no". 

( I f R stops and thinks over each answer) — Just check the f i r s t thing that 
comes to you, don't bother to think 
too long about i t . 

( I f asked) — We're trying to find out more about the people who do use phones 
for long distance c a l l s and who don't make long distance c a l l s . 

1|3. (We've talked a l o t about long distance phone c a l l s . There's one more thing I'd 
l i k e to ask ) In your opinion why i s i t that people don't make more long 
distance c a l l s ? 

I f necessary U3a. How about you, what keeps you from making more c a l l s ? 



PERSONAL DATA - F i l l out and attach to interview with head. 

Information About Head 

(Questions may be asked of husband or wife) 

Dl . Do you have j u s t one phone or do you have more than one? 

/only one/ /more than one (spe c i f y ! . 

D2. What room i s i t (are they) i n ? _ _ 

D3. I s your (head's) age roughly? /lcU2h//2^3E7/35-U2;//U5-5U//55-6U//65 or over7 

Dlw How many grades of school have you (head) finished? 

I f more Dlia. Have you (head) had other schooling? /les/ /No/ 
than 8. 

I f yes DUb. What other schooling have you (head) had? 

(Type of schooling) ; -

(College, S e c r e t a r i a l , Business, etc.) 

I f attended Due. Do you (head) have a college degree? 
college: 

/Tes? /No7 

D£. What was the t o t a l income for you and your family over the l a s t 12 months? 
Does that include the income of everyone i n the family? 

/Under $1000/ /$1000-1999/ /I2000-2999/ /$3000-399?/ /$UO0O-U999/ 

/3&50QO-5999/ /$6Q00-7U99/ /$75QO-9999/ /S10>000 and over/ 

D6. What kind of work do you (head) do? 

r>7 

D8 

Sex of head* /man/ /woman/ 

Racet /white/ /negro/ /other (specify) 
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Card to go with question £ 

Check, i f 
important 

1. to make arrangements with friends or other members of the family I 1 

2. j u s t t o v i s i t or chat with friends | 1 

3. j u s t t o v i s i t or chat with r e l a t i v e s | f 

h» i n case of emergency - sickness, f i r e , p o l i c e , and so forth | 1 

5. business c a l l s , i n connection with one's work | 1 

6. to get shopping information or to order things from stores 1 | 

7. to make arrangements for meetings or i n connection with an 
organization or club | 1 
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Check sheet to accompany Q. bZ 

1. You s t a r t to work on a new project with a great deal of enthusiasm / Y i s 7 

2. You f i n d i t easy to make new acquaintances /Yes/ /No7 

3. You sometimes f e e l " j u s t miserable" for no good reason at a l l /Yes/ 

I N You l i k e to take part i n many s o c i a l a c t i v i t i e s /Yes/ IE/ 
5, You often f i n d i t d i f f i c u l t to go to sleep at night because 

you keep thinking of what happened during the day /Yes/ LW 
6. You are inc l i n e d to stop to think things over before you act /y£S7 LW 
7. You sometimes avoid s o c i a l contacts for fear of foing the 

wrong thing /Yes/ Ms/ 
8. You enjoy getting acquainted with people /Yes/ IE/ 
9. You have often l o s t sleep over your worries /Yes/ /NQ7 

10. You l i k e to play p r a c t i c a l jokes upon others /Yei7 /fj_7 
11. You have hesitated to make or accept s o c i a l engagements 

because of shyness /Yel7 IM 
12. You are in c l i n e d to l i m i t your acquaintances to a s e l e c t few /Yes/ IM 
13. You are generally free from worry about possible misfortunes ZH7 IE/ 
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Q. h2 (cont.) 

Hw The trouble v/ith phone c a l l s i s that you can't see 
people's faces and expressions. 

15. Compared to other things I spend money f o r , long 
distance c a l l s are worth the money. 

16, I u s u a l l y think i t over a long time before I decide 
to buy something. 

17* Long distance c a l l s are so expensive I wouldn't use 
one except i n an emergency. 

18. I am much more l i k e l y to say the wrong thing over 
the phone than face to face 

19. A long distance c a l l i s better than writing because 
you can air/ays ask questions when something i s n ' t 
c l e a r and get i t c l e a r right away. 

20. Some people are hard to understand on a long distance 
c a l l . 

21. I always worry about what people are thinking about 
over the phone. 

22. T/hen a person gets a large long distance phone b i l l 
he probably f e e l s that i t was an e;ctravagance» 

23. People sometimes seem f a r away on c a l l s . 

2lw Before I make a long distance c a l l I have to think 
of a l l the things I'd l i k e to t a l k about, or I 
forget what to say. 

2$. No matter how much money I'm making I always f e e l 
"broke". 

26. A f t e r we've made plans on a long distance c a l l I 
can't remember a l l the d e t a i l s . 

27 • I am c a r e f u l about large expenditures but not 
about l i t t l e ones. 

28. Long distance c a l l s are worthwhile because you can 
t a l k to people and get an immediate answer. 

29. I t h i n k that long distance c a l l s cost so much money 
t h a t there's never any excuse for malting them. 

30. Most of the time I f e e l that I'm p r e t t y w e l l off, 
f i n a n c i a l l y . 

31- I enjoy hearing people's voices over the phone 

32- when someone suggests making a long distance c a l l 
one of the f i r s t things that comes up i s cost. 

Please check one 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 

/Agree/ /Disagree/ 
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Appendix C: The Free C a l l 

Observation Form F i l l e d i n by Interviewers 

Observation Form - The Free Long Distance C a l l 

(Attach to interview with head) 

A f t e r completion of the f i n a l interview a t each address, thank the respondent 

(or respondents, i f both are present) and t e l l them that they may make one long 

distance c a l l of reasonable length anywhere i n the U.S., i f they wish. The c a l l 

must be made while you are s t i l l there. Be sure to mail promptly to the phone com

pany the form reporting the c a l l so that R. w i n not be b i l l e d . 

A f t e r leaving the respondent, please f i l l i n t h i s form and attach to the i n 

terview "with the head. 

1. Acceptance: Vfas the free c a l l accepted or declined? /accepted/ /declined/ 

What time of day was the offer made? 

Who was present? 

( i f declined) a) Did the respondent mention any s p e c i a l reason for not making 

the c a l l ? 

(Don't ask him, but i f he volunteered a reason, please write 

i n what he said.) 

For respondents who did accept the offer 

2. S k i l l i n placing the c a l l : Did R. know exactly how to place the c a l l , or did 

he have to f i n d out what to do? 

3. Discussion i n the family Was there any discussion at a l l about the c a l l be-
before the c a l l : 

fore i t was placed? I f • so-j: how long wac the d i s 

cussion? What was discussed? 
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U. P a r t i c i p a t i o n : V/hat members of the family participated i n the c a l l from your 

end? I f more than one,, did they make use of an extension so 

that they could be on the l i n e simultaneously? I f you happen * 

to know - who participated from the other end? 

5. S a t i s f a c t i o n : Did R. seem pleased about the c a l l a f t e r i t was made? 

6. Other comments about the c a l l : 

7- length of c a l l : Approximate length of c a l l : 

/Under three minutes/ /3 - g minutes/ /6 - 9 minutes/ 

/10 - Hi minutes/ /15 minutes or over/ 

Tables Showing Experience Vfith the Free C a l l 

The following tables show the frequency distributions of answers to the items 

on the observation form. The tables are numbered to correspond to the items on the 

form. 

Table C - l 

ITas the Free Long Distance C a l l Accepted? 
(percentage d i s t r i b u t i o n of families J 

Reaction to offer Percent 

Accepted the offer 65 

Accepted, but unable to complete 

the c a l l 3 

Declined the offer 25 

Wot ascertained 7 

Total 100^ 

Number of families 230 
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Table C-la 

Relation Between who was Present and Whether 
the Free C a l l was Accepted 

(Percentage d i s t r i b u t i o n of families with husband and wife) 

Response to Offer of Free C a l l 
A l l Families with 

Who was Present Husband and Wife Accepted Declined 

Husband only 3 1 6 

Wife only h 3 6 

Husband and wife, no other(s) 38 Ul 3k 

Husband and other ( s ) , 
but not wife 2 2 2 

Wife and ot h e r ( s ) , but 
not husband 8 9 k 

Husband and wife and other(s) 26 31 l£ 

Other ( s ) only 1 — 2 

Not ascertained 18 13 31 

Total 100 100 100 

Number of families 
with husband and wif e 196 lU8 U8 
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Table C-lb 

Time of Day When Offer of Free C a l l Was Made 

Percent of 

Time of Day a l l Families 

Before noon 7 

12:01 P.M. to 2:00 P.M. 5 

2:01 P.M. to 5:30 P.M. 13 

5:31 P.M. to 7:30 P.M. 5 

7:31 P.M. to 9:30 P.M. 9 

9:31 P.M. to 11:00 P.M. 1 

After 11:00 P.M. 

Hot ascertained 1/ 60 

Total 10O 

Number of families 230 

1/ The high proportion "not ascertained" ap
pears to be the r e s u l t of the f a c t that 
t h i s item i s "buried" on the reporting form. 
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Table C-lc 

Reasons for Declining the Free Long Distance C a l l 

Percent of Families 
Reason who Declined the C a l l 

Couldn't think of anyone to c a l l 39 

Inconvenient time of day to c a l l 9 

Afraid of alarming the recipient by a 

long distance c a l l 5 

Unable to c a l l ( i l l , deaf, etc.) 2 

Too busy to make a c a l l 3 

Doesn't l i k e to c a l l 2 

Doesn't believe i n making c a l l s 

just to chat 3 

Suspicious of the offer of a fr e e c a l l 15 

Ho s p e c i a l reason given 19 

Total 100£ 

Number of families who 
refused the c a l l 57 
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Table C-2 

S k i l l i n Placing the Long Distance C a l l 

Percent of Families 

S k i l l ' i n Placing the C a l l VJho Accepted the Call 

Knew exactly how to place the c a l l 67 
Knew f a i r l y w e l l how to place the 

c a l l ; no p a r t i c u l a r d i f f i c u l t y 18 

Had to find out how to place the 
c a l l ; had trouble; had to ask the 
operator l o t s of questions 1/ 8 

Not ascertained 7 

Total TUo]£ 
Number of families 

accepting the c a l l 15>0 

\J Includes one person who was unable t o place the c a l l and had 
the interviewer place i t . 
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Table C-3 

Discussion i n the Family Before the C a l l 

Percent of Families 
Extent of Discussion TTho Accepted the C a l l 

Yes, there was discussion about the 
c a l l before i t was placed 6 l 

Discussion "very b r i e f " , 
under one minute 17 

Discussion "prolonged", 

more than one minute 17 

Length of discussion not ascertained 27 

No, no discussion 31 

Only one person present, no discussion possible 5 

Not ascertained 3 

Total 100 

Number of families 
accepting the c a l l 150 
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Table C~3a 

Discussion i n the Family Before the Ga l l 

Percent of Families 
VJhat was Discussed Who Accepted the C a l l 

Whom to c a l l 79 

Who was to place c a l l 9 

How long to t a l k — 

What to t a l k about 2 

Method of placing c a l l 1 

Concern over recipient's reaction $ 

Not ascertained 3 

Other 10 

Total ~T? 

Number of families 
discussing the c a l l 9h 

1/ Adds up to more than 100 percent because respondents expressed 
more than one concern before making the c a l l . 
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Table C-h 

How Uany People Participated From the Family Placing the C a l l 

Participants (from the 
family placing the c a l l ) 

One person 

Two persons 

Three persons 

Four persons 

F i v e persons 

Si x persons 

Seven persons 

Number not ascertained 

Total 

Number of families 
accepting the c a l l 

Percent of Families 
Who Accepted the C a l l 

31* 
39 
12 

7 

3 
1 

1 

3 

100 

150 
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Table C-ha 

What Members of the Family Participated i n the C a l l 

P a r t i cipants (from the Percent of Families 
family placing the c a l l ) Who Accepted the C a l l 

One person 

Husband only 5 
Wife only 23 

Two or more persons 

Husband and wife (but no others) 31 
Husband and wife and others 20 

Husband and one or more others 
not including the wife 1 

Wife and one or more other not 
including the husband 9 

Single person family 9 

Pa r t i c i p a t i o n not ascertained 2 

Total 100 

Number of families 
accepting the c a l l 1$0 

Table C-Ub 

How Many People Participated on the Receiving End 

Participants (from the 
people receiving the c a l l ) 

Percent of 
Free C a l l s 

One person U6 
Two persons 19 

Three persons 2 

Not ascertained 33 

Total TOO" 
Number of c a l l s 150 
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Table C-lic 

Who Participated From the Receiving End 

Participants (from the Percent of 
people receiving the c a l l ) Free Call s 

Relatives _3 

Parents 11 

Siblings 2$ 

Children 10 

Other r e l a t i v e s 17 

Husband or wife of person 
placing the c a l l 

Friends 16 

Not ascertained 21 

Total 100 

Number of c a l l s l£0 

Table C-Ud 

was an Extension Used 

Use of Extension 

Used extension 

Did not use extension 
(includes families where only one 
person participated i n the c a l l ) 

Not ascertained 

Total 

Number of families 
accepting the c a l l 

Percent of Families 
T/ho Accepted the C a l l 

89 

7 

Too 

i?o 
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Table C-5 

Respondents * Reaction a f t e r Free C a l l was Made 

Respondents' Reaction 

Very pleased 

Pleased 

Not so pleased 

Not ascertained 

Total 

Number of fa m i l i e s 
accepting the c a l l 

Percent -of Families 
Accepting the Ca l l 

68 

26 

2 

k 

Too 

150 

Table C-7 

Duration of the Free C a l l 

Length of CauV 
Under 3 minutes 

3 - 5 minutes 

6 - 9 minutes 

10 - l l i minutes 

15 minutes or over 

Not ascertained 

T o t a l 

Number of families 
accepting the c a l l 

Percent of Families 
Who Accepted the C a l l 

2 

5 

30 

5U 

7 

2 

150 

\J Interviewers vrere instructed to t e l l respondents they might 
t a l k "a reasonable length of timet" 
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Appendix D. The Frequency of Long Distance C a l l i n g 
as Shown by Company Records 

The basic sample of r e s i d e n t i a l telephones from the records of Michigan B e l l , 

unlike the sample selected for interview, represents a true cross-section of a l l 

r e s i d e n t i a l telephones of the Company i n southern Michigan. (For an exact state

ment of the area sampled, see Appendix A). As the sampling plan worked out, t h i s 

sample amounted to 1571 subscribers. Tabulations based on the records for these 

i n d i v i d u a l s represent a by-product of the main investigation, but they may have 

some i n t e r e s t i n t h e i r own r i g h t • 

Table D-l shows the frequency distributions of t o l l charges for a s i x month 

period and a three month period. The data are presented i n d e t a i l i n Table D-l 

i n order to f a c i l i t a t e any further manipulations which may be desired. 



A-25 

D - l 

Dollar Total of T o l l Charges from Company Records 
(percentage d i s t r i b u t i o n of r e s i d e n t i a l phones) 

Amount of Charges S i x Month 
Period 

Three Month 
Period 

under 
0 

50 cents 
1 
2 
3 
U 
5 
6 
7 
8 
9 

10 
11 
12 
13 
lU 
15 
16 
17 
18 
19 20 — 29 

30 - 39 
ho — h9 
50 59 
60 — 69 
70 — 79 
80 - 89 
90 — 99 

100 — 109 
110 - 119 
120 - 129 
130 — 139 
lUo — 1U9 
150 — 159 
160 — 169 
170 — 179 
180 or ov 

Total 

18.0 
5.1* 
10.8 
8.5 
5.5 
5.7 
U.3 
3.8 
3.6 
2.5 
1.9 
2.5 
1.8 
1.8 
2.2 
1.7 
I.U 
1.3 
1.2 
I.U 
0.5 
6.1 
3.0 
1.5 
1.0 
0.6 
o.5 
o.U 
0.3 
0.2 
0.1 
0.1 

0.1 
0.1 
0.2 1/ 

100.0 

Number of phones 1571 

Median $U 

1/ These two observations are at $202 and $3U6. 

27.9 
6.U 
1U.6 
8.7 
6.7 
U.8 
U.U 
3.5 
2.1 
2.5 
I.U 
2.8 
1.7 
1.5 
0.9 
0.6 
0.7 
0.8 
0.3 
0.8 
0.3 
3.1 
1.3 
0.9 
O.U 
0.3 

0.1 

0.1 

0.1 
0.1 

0.2 2f 

100.0 

1571 
82 

2/ These two observations are at $19U and $250. 
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The meaning of the data i s easie r to grasp when they are compressed, as i n the 

following tabulation f or the s i x month period: 

Amount of T o l l Charges for Six llonths 
Proportion of 

Residential Customers 
Cumulative 
Proportion 

None 18 .0 18.0 

8.01 - 86 (8l per month or l e s s ) kk.O 62.0 

87 - 812 (over 8l per month up to $2) l i i . l 76.1 

813 - 818 (over 82 per month up to 83) 9.2 85.3 

$19 - m (over §3 up to 8U per month) k.l 89.U 
825 - 830 (up to 85 per month) 2.9 92.3 

831 and over (over 85 per month) 7.7 

100.0 

100.0 

Of a l l r e s i d e n t i a l customers, 18 percent had no t o l l charges over a s i x month's 

period. Sixty-two percent had charges of §1 per month or l e s s . Seventy-six 

percent had charges of 82 per month or l e s s . At the other extreme 8 percent had 

charges of more than 85 per month on the average over the period.' 

The t y p i c a l subscriber had a t o t a l b i l l of OU for t o l l for the period. That 

i s , 8U i s the median of the d i s t r i b u t i o n . The average, or arithmetic mean, i s 

810. The mean i s increased by the small numbers of subscribers with very large 

b i l l s . The largest which f e l l i n the sample was 83^6 for the period. 

The data obtained from company records for the sample included the number of 

extensions. 
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D - 2 

Relation Between Service and Equipment and Number of Extensions 
(percentage d i s t r i b u t i o n of r e s i d e n t i a l phones) " 

Number of A l l 
extensions phones 

None 89*1; 

One 9.U 
Two 0.6 

Three 0.2 

Not ascertained 0.1; 

100.0 

Number of phones 1571 

Service and Equipment 

Single party, Single party, Party l i n e , Party l i n e , 
measured f l a t rate measured f l a t rate 

9U.9 

5.1 

100.0 

39 

80.0 

17.6 

1.9 

0.5 

100.0 

1|20 

95.6 

3.6 

0.8 

100.0 

103 

91.U 

8.3 

0.2 

0.1 

1O0.O 

690 

As shown i n Table D-2, 10 percent of the customers i n the sample had one or more 

extensions. People who are w i l l i n g to pay the charge for a single party l i n e are 

also more w i l l i n g to pay for extensions. Of those with a single party l i n e and 

s e r v i c e at a f l a t r a t e , 20 percent had one or more extensions. 

I n preparing the sample for t h i s study, as noted e a r l i e r , only long distance 

c a l l s t o places 50 miles or more away were counted. The data from company records, 

however, included shorter c a l l s . Table D-3 shows the rel a t i o n between the t o t a l 

number of c a l l s placed from a phone and the number of c a l l s placed to points 50 

miles or more away. This table departs from the usual procedure i n t h i s report 

i n one respect: the proportions add to 100 percent horizontally. The f i r s t row 

i n d i c a t e s that of those who made no t o l l c a l l s at a l l , 100 percent made no t o l l 

c a l l s t o places 50 miles away. The second row shows that of those who made one 

t o l l c a l l only, Ip. percent did not c a l l a place 50 miles away but 58 percent did, 
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leaving one percent not ascertained. Of those v/ho made eight c a l l s , 27 percent 

made a l l of them to places 50 miles away while 27 percent did not make any c a l l s 

of that distance, with the others dist r i b u t e d between these extremes. 

An examination of the tables suggests that some subscribers c a l l places 

under 50 miles away almost exclusively and others c a l l primarily places 50 miles 

distant or more. People who make considerable numbers of c a l l s , however, tend 

to c a l l both places under and over 50 miles away. 
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Relation Between Total Number of A l l T o l l C a l l s for Three Month Period and Total 
Number of T o l l C a l l s for Three Month Period to Places 50 miles Away or More 

Total 
Number 
of a l l 
t o l l 
c a l l s 

Total Number of T o l l C a l l s to Places 
$0 miles away or more 

0 1 h 5 6 7 8 9 10 11 12 13 I t 15 
0 100 
1 t l 58 
2 3t 2t t l 
3 29 I t 17 39 
t 25 16 20 I t 25 
5 26 17 13 7 15 22 
6 16 5 9 11 9 13 37 
7 28 8 15 8 13 8 3 15 
8 27 7 7 11 5 5 5 6 27 
9 19 10 3 10 10 10 3 10 6 19 

10 30 11 — 7 7 t t - 7 11 15 
11 15 9 5 5 — 5 9 15 9 5 9 9 
12 t 13 18 t t t 13 t t - 9 19 
13 8 17 8 — — 17 — 8 8 - - 18 8 -
I t I t 15 7 7 7 - - 7 - 15 I t 7 - 7 -
15 30 - 13 — 13 - - - 13 - - 6 6 13 -

16-20 12 16 6 3 6 3 — 3 6 9 6 - 6 6 3 
21-25 7 7 3 ~ 3 7 - 10 3 7 - - 3 10 
26 and 8 8 t 8 t - t t t t 8 - t 
over 

Not a s 
certained 

A l l r e - t8 16 10 6 
spond-
ents 

16 
20 

Not 
- 21- 26- ascer-

12 
10 
8 

25 over tained Total 

20 
12 20 

100 (t52) 
1 100 (21*2) 
1 100 (181) 
1 100 (no) 

100 (107) 
100 ( 69) 
100 ( 56) 

2 100 ( 39) 
100 ( t t ) 
100 ( 31) 

t 100 ( 27) 
5 100 ( 21) 

100 ( 23) 
8 100 ( 12) 

100 ( I t ) 
100 ( 16) 
100 ( 33) 

3 100 ( 30) 
100 ( 25) 

100 100 ( 39) 

3 ioo (1,571) 
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Appendix E . Respondents 1 Reports and Company Records 
of the Frequency of Calling 

I n t h i s survey information was obtained from Company records about the number 

of c a l l s to places 50 miles away from telephones f a l l i n g i n the sample, and i n 

d i v i d u a l respondents were asked how many c a l l s they had placed to such places over 

three months. At f i r s t glance i t might seem that the number of c a l l s placed by the 

husband plus the number placed by the wife should equal the number found on the 

Company records, a f t e r some allowance i s made for any c a l l s placed by others i n the 

family. 

Unfortunately time n e c e s s a r i l y elapsed between the drawing of the! sample'and 

the a c t u a l interviews. And the data taken from the records for use i n drawing the 

sample had to be data for complete months. The month then current could not be 

used s i n c e i t was incomplete. Even months ju s t over could not be used since i t 

requires some days a f t e r the conclusion of a b i l l i n g period before the b i l l i s . 

drawn up and mailed out and the record becomes a v a i l a b l e . Time al s o was required 

for the actual sel e c t i o n of the sample, the preparation of l i s t s of addresses, and 

the mailing of those l i s t s to interviewers, not to mention the period of over a 

month between the beginning and end of interviewing. As a re s u l t the respondents 

were not talking about the same period as that covered i n the records. 

Comparisons between the two reports, therefore, are subject to v a r i a t i o n re

s u l t i n g from differences over time i n the number of c a l l s people place. Discrep

ancies a l s o may re s u l t from memory error on the part of respondents, or errors 

by interviewers, or c l e r i c a l errors. 
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Company Records Compared to Respondents1 Reports on Number 
of Calls t o Places 50 lh2.es Away Over Three Months l / 

(Percentage d i s t r i b u t i o n of phones) 

Respondents' Reports 
Not 

Company Over ascer
Records None 01-02 03-OU 05-06 07-08 09-10 11-12 13-1U 15-16 17-18 19-20 20 tained Total 

None 26.5 10.5 3.5 2.2 0.8 o.U o.U o.U 3.5 U8.2 
01-02 o.U o.U 03-OU o.U 6.9 05-06 0.9 1.3 0.8 1.7 0.9 0.9 o.U 6.9 
07-08 2.1 o.U 2.6 2.6 0.8 0.8 0.9 o.U 1.2 o.U o.U 0.8 13.U 
09-10 0.9 0.9 0.9 1.3 1.3 0.8 2.1 8.2 
11-12 o.U o.U 1.7 0.9 0.9 o.U 0.U 0.8 o.U 6.3 
13-llt o.U 0.8 o.U o.U o.U o.U 1.3 U.l 
15-16 o.U o.U o.U o.U o.U o.U 2.U 
17-18 o.U o.U o.U O.U 

1.2 
19-20 O.U o.U Over 20 0.8 o.U o.U 0.8 o.U 2.0 U.8 Not ascer o.U tained 0.9 o.U o.U 1.7 

Total 32.9 iU.7 9.0 9.U 2.8 U.3 3.9 2.1 1.6 2.U 0.8 U.8 9.3 98.0 ll 

1/ The two reports r e f e r t o d i f f e r e n t periods of three months. Respondents1 reports are husband!s ca l l s plus 
wife's c a l l s only. 

2/ Does not equal 100.0$ owing t o rounding. 

http://lh2.es
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Table E-l shows the r e l a t i o n between the two reports. This table i s 

percentagized " i n t o the corner", that i s , the entry i n each c e l l i n the table i s 

the proportion of a l l phones i n the sample f a l l i n g i n that c e l l . For 26.5 percent 

of a l l phones both respondents 1 reports and Company records show no c a l l s t o 

places 50 miles away. For 10.5 percent of a l l phones the Company records show no 

c a l l s , but respondents report one or two c a l l s . I t i s reassuring that f o r only 

two percent of the sample did the Company report no c a l l s while the respondents 

reported seven or more c a l l s . These phones would belong i n the high user-category 

according to respondents, though they were a c t u a l l y c l a s s i f i e d as low users i n the 

analysis because of the Company records. 

There i s a somewhat larger group f o r whom the respondents reports show only a 

few c a l l s but the Company data show a considerable number of c a l l s . For example, 

there are U«3 percent f o r whom respondents reported no ca l l s but the Company data 

show f i v e or more c a l l s . This r e s u l t suggests t h a t , on the average, people tend 

to f o r g e t some of the cal l s they made rather than t o exaggerate the number. As 

a r e s u l t of the p o s s i b i l i t y of memory error of t h i s type the analysis has been 

based on the data from the Company records. 
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Appendix F. Regression Analysis 

This section of the appendix describes b r i e f l y the technical details of a 

regression analysis carried out as a part of t h i s study. The conclusions reached 

have been incorporated i n the main t e x t . 

Regression analysis i s a s t a t i s t i c a l technique •which permits us, I n t h i s case, 

t o p r e d i c t whether an individual i s a high, or low, social long-distance c a l l e r on 

the basis of other information about the i n d i v i d u a l . The l i k e l i h o o d of an i n d i 

vidual's being a high long distance c a l l e r i s expressed i n terms of a p r o b a b i l i t y . 

The chances may be 3 out of 10 t h a t i n d i v i d u a l A i s a high user. Yfe have found 

f o r example, that high income families are more l i k e l y to be higher users than low 

income f a m i l i e s . This relationship may he expressed by a regression equation of 

the form: 

X = a+- bX 

where Y i s the predicted factor (probability' of being a high user) 

where X i s the predicting f a c t o r ( l e v e l of income) 

An advantage of regression analysis i s that i t i s not necessary to predict 

the c r i t e r i o n , high or low telephone usage, from only one factor, as income l e v e l . 

Other factors can be taken i n t o consideration simultaneously to help predict 

whether a family i s a high or low user. Essentially multiple regression analysis 

involves extending the regression equation t o include more terms. 

The following i s a l i s t of the a d d i t i o n a l factors used i n t h i s p a r t i c u l a r 

analysis together with the symbols which represent them i n the multiple regression 

equation, and the scores assigned to various categories of each factor: 
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C = c r i t e r i o n of long distance usage: t h i s i s the dependent variable, - the 
variable which i s predicted. 

0. No long distance c a l l s t o places 50 miles away or more i n past three 

months, according t o company records. 

1. Six or more long distance c a l l s t o places 50 miles away or more i n past 

three months, according t o company records. 

S = score on t e s t of security-insecurity 

0. No points (highest security score) 

1. 1 point 

2. 2 points 

3» 3 points or not ascertained 

h points 

5» 5 points 

6. 6 points (lowest security score) 

N = score on need a f f i l i a t i o n t e st 

00. no points on need a f f i l i a t i o n (lowest need a f f i l i a t i o n ) 

01. 1 point 
02. 2 points 

03. 3 points 

OU. h points; also not ascertained 

05. 5 points 

e t c . 

M = score on attitu.de toward money t e s t 

0. Conservative spender 

1. Middle position; not ascertained 

2. Free spender 

http://attitu.de
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Income l e v e l 

1. Under §1000 

2. 81000 - 1999 

3. 02OOO - 2999 

U. §3000 - 3999 

5. OUOOO - k999$ also not ascertained 

69 §5000 - $999 

7. 86000 - 7U99 
8. 87500 - 9999 

9. 810,000 and over 

Friends or relatives away (Q. 33) 

0. No friends or relatives l i v e away 

1. A few friends or rel a t i v e s l i v e away; also not ascertained 

2. A l l friends or rel a t i v e s l i v e away 

Experience making 3.ong distance calls as pa r t of .job (Q. 31) 

0. No, have never made long distance c a l l as part of job 

!• Yes, have made c a l l s as part of job, but not tocmuch, less than once 
a week, or amount of c a l l i n g indeterminate; also, not ascertained whether 
have ever made long distance c a l l s as part of job 

2. Yes, have made c a l l s as part of job; "a l o t , " "quite a b i t , " " i t was part 
of my job" (one or more calls a week) 

Feelings while making a long distance c a l l (Q. 22) 

1. Pleasant feelings only 

2. Mostly pleasant, but some unpleasant feelings 

3. About half and h a l f ; some pleasant, some unpleasant; also not ascertained 
and never make long distance c a l l s 

k* Mostly unpleasant; some pleasant 

5» Only unpleasant feelings 
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The multiple regression equation incorporating the seven independent variables 

l i s t e d above i s as follows: 

C = .06^8 4 .215A 4 ,068X- .082F 
(.035) (.013) (.022) 

4 .0U7E 4 .OOUS - .OloH - .006K 
(.028) (.OlU) (.0^8) (.007) 

This equation can be used i n two ways: 

(1) Given information about any given individual's income, need a f f i l i a t i o n ; 

security and retentiveness scores, whether he has friends or rel a t i v e s 

away, etc., i t i s possible t o include these values i n the above equation 

and solve f o r C (high or low user). The computed C, expressed as a 

p r o b a b i l i t y of his being a high user, would then represent the C pre

dicted on the basis of the estimated relationship shown. 

(2) The second and more important use i s to t e s t for the significance of the 

p a r t i a l regression c o e f f i c i e n t s : 4 «2l5 f o r A (friends or r e l a t i v e s 

away); 4 . 068 f o r X (income); - .082 f o r F (feelings while c a l l i n g ) , etc., 

the t e s t involves the standard errors of the c o e f f i c i e n t s , which 

are the figures i n parentheses under each c o e f f i c i e n t . I f the c o e f f i 

cient i s more than twice i t s standard error, the chances are more than 

95 out of 100 that the true value of co e f f i c i e n t i s not zero. I f the 

true value i s not zero, the independent variable i n question contributes 

t o the estimate of the dependent variable even taking i n t o account the 

other independent variables. 


