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Abstract

The article is devoted to the research of audi@fidéazakhstan channels. Television Audience Measarg is
the specialized branch of media research, dedidateyuantifying (size) and qualifying (charactdds} this
detailed television audience informatict81 channel» and «KTK» channel were selected ferstady. This
study attempts to give a wide description of aucksh characteristics which are distinguished by ynan
sociological, psychological, economical and demplieal features.

Audience research can be used as a means of magntie effectiveness of public campaign, and of
improving and enhancing education and informationeffective democracy and good government. Audienc
research is a means of providing essential infdomab aid the creative process of programme makingan
be used as a means of maximizing the efficientcst-effective se of limited resources. And it tenused to
test if the objectives of any educational or infatibnal campaign have been successful.

10 years of experience working in television indysis a journalist and TV producer gives me thagre
opportunity to study this problem from the insidinfortunately, news editors of studied channelsxdbpay
enough attention to the information about TV audérbecause they have focused only on the confefv o
products. We are sure, that the results of thisareh contribute to more effective interaction ket channels
and their audience and
Keywords. audience, television, channel, newscast, broadedstg, news, viewer.

1. Introduction

Nowadays audience is not just the object of infagerit is also the main participant of the publialague. For
conducting the effective dialogue it's importantkimow all social and psychological characterist€swudience
of mass communication (Gushin, 1987).

The questions «who is listening?» or «who is waghi are surely not unwarranted or even
remarkable questions to ask. Certainly the broadrsaseed to know something about people who atehivay
or listening. In all kinds of human communicatiactigity we think about the person or persons witmow we
are communicating.

Television broadcasting is peculiar form of comneation. Most of the communicating is one-
directional. Broadcasts are transmitted and is@uiened that what is being broadcast is being wdt(@eaham,
2000).

Audience research is more than a matter of knowiranyone is watching. Who is the programme
intended for? Broadcasting is one of a range oflg@nd service available to the public and it is ofithe few
such services, which is now universal (Mytton, 1986

In the United States, Latin America and increasinglEurope research is essential if the main sourc
of funds for broadcasting is advertising and progree sponsorship. How many people and what kindzopfe
are viewing at different times and to advertiserié wants to reach housewives? What is the chéisteried to
most by professional people?

There was a time when, even in the richer countéeslience research was not at all widespread.
Broadcasters in the earlier days of radio in Eurameé the United States knew remarkably about tistémers.

All branches of social, market and opinion reseaicaire the principles of sampling used in audience
measurement. Those principles are also used ilydsgtife.

Audience of the individual channels of mass commation exists as a reality formed in the course of
long-term or casual interaction with the channtlcdnsists of both individuals and a wide variefygooups
(large or small). Individual perception of mass commication could be quite large. Each person imeggpthe
message in his own way, on the basis of his unége&l experience.

However, the communicator should focus on socidetipfeatures of messages perception of mass
communication because it is the inter-group interse and audience at all external uncertainty, ymdy and
dispersal has sustained the typical characterjsiiod knowledge of it is particularly necessarytfur effective
functioning of the mass communication channel. tBhahy the feature of sociological and socio-pslolical
audience research is that the object of study iseret an individual but the group in a varietyf@fms.

The researchers of mass communication identifiedrnaber of the different individual characteristids
viewers which depends on the impact of media. Bipgia particular media everyone is guided by chffie
motives. The impact of the media depends on thetienal stage of a person while using the mediayels as
his previous experience and knowledge (Thorson &®s, 1990).
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There are several directions of audience researchaiss communication: from a purely quantitative
calculation of audience size in different chanreaisl programs to a very sophisticated qualitativalyeis of
audience, which focuses on the study of its soeimalyraphic composition, characteristics, its retato actual
behavior of audience, the way of life and interpaeg communication.

Identifying the number of audience and its socicidgraphic composition, for example, by age, sex
etc., —is in fact the problem of sociologicaleash, but the results are important prerequisiieshe socio-
psychological analysis.

Socio-psychological characteristics of the audieooeer a fairly wide range of phenomena. They
include the subjective motives of audience to appedifferent channels of mass communication, edience
attitudes, values, social attitudes and so on.

TV audience is not the exact destination. Widdalyle audience should be involved in the informatio
space. With the advent of different profiles andfedent directions of information programs, contact
«information-viewer» was transformed into a — «presr-viewer» (Yurovsky: 1983).

Under TV audience in the broadcast sense of the, tele mean a set of people watching TV. More
narrowly TV audience could be considered as a 6etieavers under consideration in the given paramete
boundaries. Both TV and audience create a televisystem. This TV is a public institution. It issalimportant
to notice that the TV system is a part of high-lesyesstems, primarily socio-cultural, political amtonomic
environment.

Under the relationship between television andenxh we mean a set of actions when TV can affect on
audience and audience do same on TV, as well gstans of beliefs and values that influence on éfation
with TV.

TV and its audience can interact trough the telemisiewing. As television viewing we consider the
kind of socio-cultural activities, based on thesoer viewing of the television programs that caubesights,
changes in value orientations and different ematistates.

The concept of TV viewing is convenient becausgit be measured quantitatively. Practically all the
empirical materials in this paper are based onntleasurements of TV viewing audience presented b§ TN
Gallup Media Asia Research Company.

In international practice, there are several différapproaches to define who a viewer is. Persafdco
be considered as a viewer according to the vapanameters: the degree of human’s involvementdmtbses
of viewing; places where the viewing could be aeted (home, shop, office); the shortest time ofchity TV.

Additionally, the international requirements for Taludience measurement contained in GGTAM
document («Towards Global Guidelines on Televishadience Measurement») of the European Broadcasting
Union recognized under the TV viewing human beimgriy room with the TV and sound turned on.

The electronic measurement of TNS Gallup Media AResearch Company are considered as TV
viewing a period of watching TV more than 30 secadd orientated only on a fact of human presemce i
room.

Based on this, in the study we consider the teahrdefinition of TV viewing as the interaction
between human and TV where person is in a roomawtlorking TV for more than 30 seconds.

The television audience is extremely heterogenégusature and is divided in the spatial, temponal a
social-demographic and psychographic parametelgvis®n viewing audience has their own regulaatyd
structure. Different groups within the audience éndélveir own TV viewing features. But over time, andhe
influence of various factors TV viewing patternsdaaudience structure undergo changes, which can be
predicted.

Prediction is the assessment of future eventsdbaseurrent knowledge, facts, theories and opinion

Factors affecting on audience's TV viewing can tviddd into two groups: factors which associated
with the development of television, as technicaledepment and commercialization of television crelanAnd
factors related to the internal development of encié, which are the properties of the audienckdin everyday
life. These factors include: the rhythm of lifetb& audience, differentiation and mass of audience.

The term «audience» was used in the earliest stuaficommunication systems and means the total
collective term that describes all recipients & thessages in the simplest model of mass commigmcathus,
the audience is one of the five basic elementkisfrhodel (source, channel, message, receiverteffe

In the dictionary of the language of the USA masslia, the term "audience" is defined as “a group or
mass of listeners, viewers» (1992).

Thus, the audience can be considered, as an atoasis. The mechanical approach is good because it
gives a simple and clear theoretical frameworkrfa@asuring. If we account the viewers mechanisticatie
audience is reduced to the simple sum of the iddali TV viewers.

According to A.V Sharikov, «there is a reason tmsider TV audience as a special macro integrity,
which principle can not be reduced to the simpim s «hearing viewers», just as in physics the tebody»
(2997).
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Thus, the television audience is a set of viewessamined in the given parameter boundaries.
Generally, three forms of most common options akern into account: spatio-temporal, socio-demogdcagid
mass communicative. Less commonly, the researalsgs psychological, axiological, physiological amine
other parameters.

The most common demographic category used in thly sif TV viewers is based on age and gender.
A breakdown of audience can also be performed higmel-ethnic and socio-economic status. The indicaf
the last one is the level of education.

Demographic characteristics do not explain why pe@pe watching the certain program and avoid
others. This study doesn't associate TV use withvide range of personal activities, including pokti
preferences, religious beliefs and hobbies. Thikdsarea of psychographic research.

Psychographics provides the researchers with qtigét information regarding TV audience. It is the
study of personality, values, opinions, attitudeterests, and lifestyles.

2. M otives of watching TV

Audience can be considered depending on the nafute needs. For some people TV is a source of
operative information, for others, it means of eation, a form of entertainment, as well as thgaitidn to the
events and problems of cultural and political Iffa, the rest of viewers it is a way to emotionalctharge, etc.

Although there are many conceptualization of anckeactivity, scholars taking a use and gratifarzi
(U&G) perspective have framed the concept in teofrsudience motivations for using a medium (Rul983).
According to Papacharissi and Rubin (2000: 179)ef@ample, “communicating motives are key composeffit
audience activity” because they constitute “gendigpositions that influence people’s actions tatefulfill a
need or want”. In fact, a number of studies hankdd audience activity levels to people’s motivasidfor media
use (Kim & Rubin, 1997; Levy& Rubin Windahl, 198Rerse 1990a, 1990b,1998; Perse &Rubin, 1988; Rubin
1984,1993,1994; Rubin & Perse 1987a, 1987b).

In general, the U&G literature on audience agfivientifies two overarching media orientations,
instrumental and ritualized use, based on usersivatmons. An instrumental orientation involvesantionally
and selectively using media for goal-directed negtissuch as information seeking, behavioral guidaoce
arousal. By contrast, a ritualized orientation ines using media primarily for diversionary motiv&asch as use
occurs out of habit or for passing time (Hearn 198®n& Rubin 1997; Perse 1990a, 1990d, 1998; Pérse
Rubin 1984, 1993; Rubin & Perse 1988; Rubin 198931 Rubin & Perse 1987a, 1987h).

Rubin and Perse, for example, have examined theemion between activity level of instrumental and
ritualized television viewing motives in a varieidf contexts. In one study, Rubin and Perse (19&md that
instrumental news viewing was related to higherelevof audience activity, as demonstrated by less
intentionally and selectivity when using media et Perse (1990b) also examined the relationskiyden
audience activity and motives for watching locdévesion news. She found that an instrumental daigon
predicted greater involvement in news content.

Researches from Western countries also pay mteetian to identify audience’s motive referring to
the channels of mass communication. The resulubfipinterview shows that TV audience in USA desitgd
their main motives of watching TV as getting infation, entertainment, and opportunity to commuicaith
people and talk to friends on different themes.eDteasons include: compensation for lonelinespatimy with
the events that are not available to viewers iir then lives (Harris, 1981; McQail, 1994).

The typology of TV audience is based on vieweadu® orientation. Audience preferences is how the
viewer perceives a program on TV, what he likes &hdt he is not interested it — all of these araratterized
by his value orientation and installation. Among thpologies, which are based on this distincteatdre there
is one proposed by I. Kokorev. He distinguishedé¢htypes of TV viewers, depending on what for them
dominant: the spiritual and personal orientatidhe-viewer of this type is active and independerihe spiritual
life; the professional and functional orientationhe viewer, with a predominance of professionalefional
orientation who actively uses the mass communinagiod considers it as the main source of norm afidmu
behavior; the consumer orientation — the viewarlgtaal requests related to the immediate prat@cdivity
(Khmara: 1996).

3. M easures

The first measurements of the audience were madidynstitute of Mass Communication in the peraid
printing development in the 15-16 centuries. Thst fattempts to determine the volumes of readershiged
out by circulation. The first estimates of the voki of the radio and television audience also chwigt on the
number of sold receivers. But in the early 192@segal stations with different power of transmgtéegan to
determine the volume of audience using the metbbdslculating coverage of audience, defining theecage
range and the number of local people who live there

K. Cooper has conducted the first measurementleyigton audience in the USA in 1948. The patent
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for these Audiometers was acquired by the marketareh company AC Nielsen in 1950. The system was
gradually improved and developed until in 1942 ¢herere 1,300 meters in 1,100 homes in the UnitateSt
Audiometry as the direction of the automatic measwnt of the audience began to develop in Europe she
1960s.

But it is in television audience research thatareare of major importance today. In most coustirie
Europe, Japan, Australia, New Zealand, the UnitatieS, Canada and a few countries in the developorty,
meters on TV sets in selected homes are used wdprdata on programmes.

The drawbacks of the meter are obvious. They regthie willing acceptance of the presence of the
equipment in the selected household. At first thyasured only time and network to which the set twased.
They did not record whether anyone was actuallchiag what was on the television, nor did they rddwow
many people were in the room watching the set, aroithing about these people. More recently, various
companies in Europe and America have produced 4peagters» which require people in the room to ptke
button on the meter to record their presence inrtimen. A different button or number can be assigted
different members of the household. There are &wtions or numbers to record the presence of vistmthe
household who may be watching!

In 1994 Gallup Media Company specializing in thediof media research has been established. It was
made possible due to their experience and knowleddke Russian market on the one hand, and — based
international standards of research and measureometite other hand. In a short period of time GalMedia
Company managed to create a logical system ofrimdtional support of the advertising business. Tilygoirtant
aspect of developing technology has been adhem@hGallup Media to the consortium of eight companie
Western Europe, providing organizational and finansupport for the creation of specialized sofwvéior
advertising agencies and Integrated Marketing Comications.

Participation in this project with experienced st companies of Gallup from Denmark, Norway, Bimdand
helped not only to create modern software, but tisiandardize the methods of audience measurashévii
(Kolomiyts: 2001).

In 1996 Gallup Media Company started to measurealifience with «people meters» in Russia. A
year later the company’s branch office was opemel{dzakhstan and implemented this method of audienc
measurement in this country.

In 2014 TNS Gallup Media Asia conducted the “amelyof media consumption” which resulted that
the most popular and rated news program that y@magng the urban and rural population of Kazakhstan,
became the news «Informburo» of «31 channels»5%2@f viewers between the ages of 6 and 54 years ha
given their preference to this news program.

4. Analysis

For the analysis of Kazakhstan's television audiearod newscasts two of the most popular TV channet3l
cchannel» and “KTK" channel were chosen. Both of Thannels are at the top of rating channels in
Kazakhstan.

News program «Informburo» on «31 channel» aireti9f7. For the time of broadcast the format has
changed several times. From the beginning of 20@&4newscast comes as one-hour program in Russtéhn an
Kazakh languages at 20:00 pm with the re-run aO@@am next day. Approved repositioning strategy of
«Informburo» has become a kind of experiment in Klagakhstan television. Joining two news releases i
Russian and Kazakh languages in one news progilameal uniting all Kazakhstani audience. This wasiena
possible by unifying information platform, it meathst news is presented in Russian release isumdicdted in
the second Kazakh-block, except for the major jpalitevents. As the result, it managed to achithe
impossible thing — to keep all audience in fronTdfscreens.

The concept of news release has gained the consauier. Today “Informburo” is a mix of exclusive
details that help the viewers to form their actsteategy of social and economic behavior withoubrsr and
loss.

For making the comparative analysis the newscaskdiK» channel was taken as one of the nearest
competitor.

«KTK» is a commercial television channel first dir@ February 1991. The channel has received the
status of national broadcaster became a recogtezeldr in the TV market of Kazakhstan. One of @iing
programs in this channel is also broadcast news.specific of the newscast is primarily aimed &ifiming the
people on the urgent problems of the social planaBcasting news is also given in two languagesoakdays
at 20:30 in Kazakh and 21:00 pm in Russian withréheun at 13:00 pm next day.

Thus, the scheduling of the news broadcast on tlstimnels is consistent with the everyday rhythntifefin
Kazakhstan.

The structure of TV viewing and its distriimn of basic socio-demographic data of Kazakh eiesnis
described on the basis of information representedMS Gallup Media Asia research company for 2(Her.
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the analysis the monitoring data of TNS Gallup Me#sia was used, it obtained by the panel and lzthin
22 cities of Kazakhstan with a population of mdrart 100,000 people aged 6-54 years.

As it was mentioned before, theoretically at leageople meter» can record not only the time of
viewing and the programmes being viewed, but alko was watching and their demographic charactesistn
this analysis we considered six of the most sigaift parameters, which, in our opinion, are represkquite
reliably in the sample. There are: sex, nationalapguage, age, income, occupation, social statdslevel of
education.

For studying the differentiation of TV audience tafo channels, first of all, the distribution of TV
viewing of all audience in different socio-demodnapgroups was calculated for each channel seppr@iable
1. and Table 2.).

Table 1. Audience data of «31 channel» in 2014 year .
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Table 2. Audience data of «<KTK» channel in 2014 year.
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Then, on a basic of this data the next table waspteted. Each colomn presents the compliance indeke
socio-demographic group to the newscast in a pdatichannel. The original tables of the index sttewn in
Table 3 and Table 4.
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Table 3. Audience data of newscast on «31 channel» in 2014 year.
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Table4. Audience data of newscast on «KTK» channel in 2014 year.
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5. Socio-demographical characteristics of TV audience

Sex. The data of this category in both channels andhénrtewscasts is presented in the first two colurms.
general, female audience spends more time in bV screen, than male one. It is maybe causedl large
percentage of women in Kazakhstan: the proporsdili8% of women to 48.2% of men of the total papoh
of the country, which accounts 17.651.852 people.

Deviation of female and male audience on both slkEnis not significant. Meanwhile, the «male
orientation» on «KTK» and «female orientation» d8il «channel» is traced, which is determined by the
corresponding software policy of each channel. Madd female audience of the news on both chanselso
the same as audience of the whole channel. Forggaaudience of «KTK» channel and its newscasitisout
changes. The columns show that 100% of audienoharinel totally falls to the newscast audience. &y,
on «31 channel» the number of women, who prefechiag news, rises in 2.3% while the male audiemds f
down in 1.7% of all channel audience.

Nationality. According to the statistics of Kazakhstan in Decen®015 the number of Kazakhs was 66.01%,
Russians made up 21.05%, other nationalities —4%2.6f the population. Table 5 shows the data abnatity
of TV audience.

Table 5. Nationality of TV audience

«31 channel» «KTK>» channel newscast on newscast on
Nationality «31 channel» <KTK»
Kazakhs 70.8% 62.6% 72.7% 65.5%
Russians 21.8% 29.5% 21.2% 27.8%
Other nationalities 7.4% 7.9% 6.1% 6.7%
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Thus, the distribution of audience by nationalitylmth channels illustrates that the number of Kahzas more

on «31 channel» than on «KTK», the viewers of nestc have the same proportion as the previous data.
Russian citizens prefer to watch «KTK» channel atsd broadcast news than on «31 channel». Other
nationalities on both channels are presented atahmee percentage.

Language. According to Article 7 of the Constitution of theepublic of Kazakhstan the state language of the
RK shall be the Kazak language, and in accordaritie ttve Law "On Languages" volume of TV and radio
programs on TV, radio channels, regardless of tfwim of ownership, in the official language at ttieme
should not be less than the total volume of theybaddio programs in other languages.

Therefore, the broadcasting of TV programs on &lchannels of Kazakhstan is conducted in Kazakh
and Russian languages (50% — 50%). Language smleidi due to several factors: nationality, place of
residence, education, etc. It should be notedihaakhstan is home to a large number of bilingitedens, so,

a program in Russian can be watched not only bgiRos, but also by Russian-speaking citizens — lkezand
representatives of other nationalities. Detailddrimation is given in Table 5.

Table 5. Language of TV audience

Language «31 channel» «KTK» channel newscast on newscast on
«31 channel» «KTK» channel
Kazakh 60.2% 48% 60.3% 40.6%
Russian 38.7% 51.6% 37.4% 57.8%

The table includes viewers who watch TV programshim state language and in Russian. Thus, viewbos w
prefer to watch TV content in the Kazakh languad®ose «31 channel» and its newscasts. But theidRuss
speaking citizens prefer to watch «<KTK» charamad, as a result, news programs of the channel.

Age. This category is very significant factor of infmng behavior, lifestyle, preferences and tasfeth®
people, including the choice of favorite TV chamndh the measurement of TNS Gallup Media Asia each
respondent’s actual age is fixed. The value ofdh@ntity is in the range from 6 to 54 years.
Six age groups are taken to analyze:

1) From 6 to 9 years old — the preschool, the prinsahool age;

2) From 10 to 17 years old — the average school ageagenagers;

3) From 18 to 29 years old — the youth;

4) From 30 to 39 years old — the adults;

5) From 40 to 54 years old — the average age;

6) On 55 and over — the pensioners and retired people.

However, it is possible to distinguish the nucléarall Kazakhstan channels — three adjacent agepg
accounting for 68% to 80% of the audience. In @nthere is the youth (18-29 years) — this greaupréesented
in the core of audience at all channels. Peoptheatige of 40-54 years amount to 28.3% of the agdien the
whole TV. According to the time in front of TV th@unger generation watch TV less in comparison with
older age group. There is a rapid growth in groappeople aged "30-39", "40 to 54" and "55 and Gver
maximum is observed in people aged 18-29 years.

TV viewers aged 18-29 are the most social actiwt glathe population that makes up 28.2% of the
audience of «31 channebnd 28.9% of its news program «Informburo», while audience of «KTK» is 24%
and its newscast choose 27.1% of all audience arirodl.

Older generation aged 55 and older is more achiga the young viewers. Old-aged audience of news
on «KTK» is 28.9%, forming a core audience of thegpam, and 22% of all channel audience. On «3hréla
there is 11.2% of people of pre-retirement andestent age, and 16.8% of all channel audience wagals on
this channel.

Adults (30 to 39 years) and people of middle-agkiltd 54 years old) on both channels are repredente
in almost equal percentage ratio. The first grotiph@annels’ audience is in the range from 15.2%%®%; the
second group of audience of TV news is from 20%0d %.

Moreover, «31 channel» is breaking all recordsaf@hildren’s audience share from 6 to 9 years which
accounted 5.3% of channel audience and 4.9% of aedience; from 10 to 17 years, the audience t®&3%
(12.8% news). As for «KTK» children from 6 to 9 yea&tood at around 3.4% and 3% of them watch news;
children from 10 to 17 years are up 11.7% of chhandience and 9.9% of news.
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6. Socio-economic characteristics of TV audience

Income. This category is represented by three values: laigbrage and low income (see Table 6.)

According to the presented data, the audience aithaverage level of income in both channels is
presented in the same way. However, the newscagB8brchannel» is a program for viewers with an ager
income, so that the journalists prepare TV repoviecing news which could be more interesting fatiance of
average social status and as a consequence withvéinage income. The priority of the news editsrsdcial
issues: raising utility tariffs, the problems ofga families and etc.

In newscasts on «KTK» channel, by contrast, ediforsis their attention on audience with high
income, presenting reports in themes of politissyell as topics related to business, finance leg@ects, labor
and real estate issues.

People with low level of income prefer to watch mwm presented on «31 channel», but choose
newscast on «KTK» channel.

Table 6. Income of TV audience

Income «31 channel» «KTK» channel newscast on newscast on
«31 channel» «KTK» channel
high 24.5% 27.8% 21.7% 26.2%
average 52.7% 52.9% 57.7% 51.3%
low 22.8% 19.4% 20.6% 22.6%

Employment. This value is represented in two sample valueswadrking» and «unemployed». There is a
correlation between TV viewing and social activityaudience: employed (working and studying) memmtodr
the audience watch TV in a certain time (free faaork and study), while unemployed (housewives) watch
TV at different times.

The number of employed viewers at «31 channe#9i8%, while 50.2% of all audience does not work.
At «kKTK» channel the number of viewers who do wizrk7.3% and 42.7% of unemployed people.

It turned out, that the time of newscast does rifgicato the volume of working and non-working
audience. The influx of audience on both chanisei®ticeable from 20.00 to 22.30 pm. The emplogyedple
watch TV more at this period of time. It shouldrimded that broadcast news on «31 channel» sta?3.@d and
lasts until 21.00, because this hour-program is m&es release in both languages Kazakh and Rud3idn.
newscast in Kazakh language on «KTK» channel str2§.00 until 20.30 and new release in Russiaguage
continues at 21.00 pm. So that, the number of eysplpeople who watch the news on «31 channel» makes
52.2% and 47.8% is of non-working viewers. The namtif working people who watch newscast at «<KTK» is
60.2% and 39.8 % is unemployed viewers of all auzhe The most active viewers on both channels are
pensioners, unemployed and housewives. Studentsugiid watch TV less than everyone less.

Family status. This category reflects two values: «married» asidgie» (see Table.7)

Table 7. Family status of TV audience

newscast on newscast on
Family status «31 channel» «KTK» channel «31 channel» «KTK» channel
«married» 38.2% 43.5% 38.2% 44%
«single» 61.8% 56.5% 61.8% 56%

As shown in the table above, the number of unméiedience is more on «31 channel», while the viewé
«KTK» channel are mostly married. Moreover, the hamof single people on «31 channel» is the santle wi
the unmarried audience of newscasts at this chaArgight variation in the percentage ratio is etved among
the «KTK» viewers. Thus, single audience of thenclehand of the newscast is identical.
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The level of education. In TNS Gallup Media Asia research this option hasrbset by the following gradation:
without education, primary, secondary, higher etlona

The distribution of the audience volume by the l@feeducation is generally similar to the disttilon
be the age groups. «31 channel» and «KTK» areetidels in number of people with the secondary eiuca
Meanwhile, according to the comparative data, gelgpercentage of audience of «KTK» channel and its
newscasts made up of people with higher educatidile the audience without education or with prignar
education prefers to watch TV content presentedck@hnel» (see Table.8).

Table 8. Thelevel of education of TV audience

Education «31 channel» «KTK» channel newscast on newscast on
«31 channel» «KTK>» channel
Uneducated 4.7% 3.5% 5.1% 2.9%
Primary 18.4% 13% 13.6% 10.9%
Secondary 51.2% 54.3% 52.5% 55.5%
Higher education 25.7% 29.2% 28.9% 30.7%

Earlier studies have also shown that content oindef TV program largely depend on the level of lam
education. B. Berelson and G. Steiner (1964) fothat in comparison with the better-educated peevs f
educated people tend to read less, but listeretoatttio and watch TV more.

Have/no children. This category is represented by the data of haehilgiren and their ages. The behavior of
the audience follows the trends noted in the aialysthe groups in the number of family membersost of
people who watch TV have adult children (in thedgtthe age is limited to 17 years) or have no kige Table
9.).

Comparing the connection between the children hadiine spending in front of TV, it should be noted
a significant difference between the groups, witldeen up to one year and from one year to tway&am all
the others: the maximum value of viewers’ numbaches in this group of audience.

Table 9. Children of TV audience

children and their newscast on newscast on
age «31 channel» «KTK» channel «31 channel» «KTK» channel
Have children up tg 67.2% 52.8% 55.5% 45.7%
17 years old
no children up to 17 32.8% 47.2% 44.5% 54.3%
years old

Thus, families who have children up to 17 yeardeor watch «31 channel» and newscasts on thisneaBut
families without kids choose newscasts on «KTK»nried, and in particular, its television contentisTis due
primarily to the fact that «31 channel» is posiédras the channel for family viewing while «<KTK»shiaken a
different direction and it is possible to see esiplscenes, scenes of violence in the content aif frograms.
Consequently, newscasts on «31 channel» are mooetous for family viewing and do not injure the/gse
of children.

7. Results

The target audience of the newscasts on «KTK» adahasn’'t been changed during last years. This is
evidenced not only by quantitative but also by gatve data that have been identified throughuke of the
method of interview in the research work of Kazakientist Kozhamkulova Sholpan (2008). The auttad h
prepared a list of questions to the newsmakerseditdrs of analyzed TV channels. The questionneoresists

of information about age, social status, gender iatetests of TV viewers. The result shows that tirget
audience of «KTK» channel is adults, retired pe@pid civil servants, audience of «31 channel» istipmanen
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aged 35-45 with a higher education.
However, despite the fact that in 2008, the audier@wvscasts of «31 channel» was different in tisé pa
three years, the social portrait of the channasvers has not undergone any changes (see Table 10)

Table 10. Audience of newscast on «31 channel» in period of 2013-2015 years

2013 year 2014 year 2015 year

Targets TgSat% TgSat% TgSat%
Men 47.3 46.4 48.1
Women 52.7 53,6 51.9
Kazakhs 63.6 72.3 84.5
Russians 24.7 20 10.2
Others 11.7 7.7 5,3
Kazakh language 48 62.4 76.6
Russian language 50.2 36.5 21.9
6-9 years 6 5.3 5
10-17 years 16.3 17.6 19.5
18-29 years 27.7 28.7 30.2
30-39 years 18.9 17 14.3
40-54 years 19.6 19.9 21.4
55+ years 11.5 11.5 9,6
High level of income 22.7 24.1 22.6
Average level of income 57.2 52.8 50.6
Low level of income 20.1 23,1 26.8
Work 48.7 48.7 47.9
Unemployed 51.3 51.3 52.1
Married 42.5 37.8 35.2
Single 57.5 62.2 64.8
Primary 16.3 18.4 18.1
Secondary 54.4 52.2 52
High school 22.8 25.7 24.2
Uneducated 6.5 4.7 5.7
Have children 69.2 67.6 66.7
Have no children 30.8 32.4 33.3

Thus, comparative episodic analysis showed thatatget group of newscasters of «31 channel» basdihg
news is the inhabitants of the indigenous natitpgliKazakhs), mostly Kazakh-speaking citizens, atsm
women, aged from 18 to 29, with an average incaraeworking, unmarried, mostly with children.

Audience of broadcasting news of «<KTK» channel &aifferent sociological portrait. Viewers of this
channel are the indigenous nationality (Kazakhe) but they prefer to watch TV in Russian languagestly
women of pre-retirement age from 55 years and pldéh an average income because having no job, not
married, without children under 17 years.

From this we can conclude that Kazakhstan telewisindience has already differentiated by age awth ea
channel has its own audience who differs from exdhbbr.

However, it should be noted that at the base of Mé¢8lia research there are additional parameters of
counting the audience which are not taken into aet@nd not represented in presentation of Kazakh T
audience. Namely, the socio-economical charadiesisf the TV audience include the data on theatatus
of the viewer. So, according to this parameterstn@ple was divided into 10 categories: a speciaistanager,
an employee, a worker, a pre-schooler, a studepgrasioner, a disabled, an unemployed, a housewaife,
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individual businessman and an owner of a business.

Clustering of plurality of distributions by the aage television audience has identified the foltoyvi

When the audience is divided into two groups, thggdr one consists of unemployed, housewives,
pensioners and disabled. This category of peomedsp more time at home and therefore watches T\e.mor
Others fall in the group with the lowest TV viewing

Hierarchical clustering revealed more subtle refei between statuses. Experts, individual
businessmen, workers and employees fall in the pgnoith an average TV viewing, while pre-schoolers,
students, owners of a business and managers fakeein the group with the lowest TV viewing.

In our opinion, if there were a presence of thitada counting the audience of Kazakhstani newscast
the social portrait of Kazakhstan TV viewers wob&ldescribed more accurately.

As it is known, the social status force the viewerbe more sensitive to the current socio-political
information — the lower the social status of thdiance, the more people trying to watch TV newscdbthere
iS no accurate representation about the audieheecancept of the channel or the TV programme aan b
improperly formed.

8. Conclusion

In conclusion, the study of TV audience gives aend@scription of TV viewing in Kazakhstan and idiéed the
sociological portrait of modern audience. This kfenge is useful for editors and journalists thatlddhelp to
develop the content of channel and to plan thecstra of newscasts in details according to the sieadl
interests of specific audiences.

Audience is a very important concept throughout imefudies. All TV programs are made with an
audience in mind, i.e. a group of people who wiliteh and then receive the information make somte cfor
sense out of it. And generally, the producers nsmkee money out of that audience. Therefore it {goirant to
understand what happens when audience chooseahaaltand definite program.

The target audience plays a pivotal role in thekei@bility of a media product. If the target audien
isn’t enticed by the product, interest will be laweaning the product will ultimately fail. Thereéotargeting the
target audience correctly is key to a successhdyt, because without an audience, there woultblEroduct.

There is an exigency need to find the new formdtpresenting information in order to keep the
viewers in front of TV screen. Outdated or "temglamethod of transmitting information (for examptag
newscasts in Kazakh language) has a negative inopaitte perception of news, because channels wjteme
the basic rules of the news distribution by blodkformational, cultural, sports, etc. and alsomiilstories in a
chaotic manner.

This mixture of television genres reflects in tlettmessages, and in intonation of TV presenters’.
Thus, there is an urgent need to systematize irdtiom programs, which will correct the usage ofglaage
tools for improving the perception of information dudience.

The further research helps to solve the underlpirmdplem of preparing television newscasts in Kazak
and Russian languages in Kazakhstan, buildinga pleesentation of information system.
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