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Media Research in a Radically Changing Society

Does the population of East Germany have a different approach
to the media than West German society?

Introduction

The following report takes an initial 1look at the media
behavior of the East German population*) following the end of
Communist rule and the introduction o¢f the western
deutschmark. It draws upon two studies conducted in 1990 in
accordance with the leading western standards of- media
research; both of these studies used a respondent-friendly
method of determining media consumption and, at the same
time, ascertained consumption and psychographic target groups
in detail. Specifically, it refers to single-source studies
made by the Allensbach Institute and patterned after the
Allensbach Media Market Analysis, which has been conducted
annually since 1959 and which has been constantly refined
based on experimental research.

Before presenting our current findings, we should first
briefly outline the role of advertising and media in the

former GDR.

*) Our data refer to 13.4 millicn people 14 years and over,
which is about one-fifth of the German population reunited in
1990 (West Germany 49.8 million).
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o v isi in the G

For more than four decades, there were no free, privately run
media in the GDR: advertising was controlled to varying
degrees by the government party, the SED, and was used to
"exert carefully aimed influence in line with the ideological
principles o¢f the party."l The DDR-Handbuch, a standard
West German work o¢n the GDR, described the role of

advertising in the GDR as follows:2

As a tool of the state party and the party-controlled bodies
of government, the purpose of advertising was to permeate the
social, political, cultural and economic life of the entire
country; it was viewed as an integral methodological element
of Communist agitation and propaganda. In keeping with the
SED's dominant role in the creation of advertising, no
advertisements for ideas and goals which did not conform to
those of the party were permitted.

Commercial advertising was a severely neglected economic
factor in the GDR after World WwWar II. On the one hand,
commercial advertising was viewed as a remnant of the
capitalist system which was to be tolerated but not
supported. Advertising was equated with squandering national
assets. On the other hand, the economic situation was
characterized by a high level of unsatisfied demand, meaning
that the government administration was able to distribute
products with practically no advertising.

Until the early sixties, domestic advertising in the GDR was
aimed primarily at facilitating and expediting the sale of
hard-to-sell and often inferior goods.

A wider range of goods led to increased advertising efforts
from 1963 onwards and, to a limited extent, television
commercials were even broadcast in the sixties and seventies,
a practice which was, however, discontinued again in the
mid-seventies. By the eighties, the legitimacy of advertising
was no longer questioned in principle, although the
expenditures for this purpose were still considered
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unproductive in line with the Marxist 'model. Expenditures
for both export and domestic advertising thus lagged far
behind the expenditures in western countries.

Media in the GDR

In 1989, the development of the media in the GDR was
described extensively by Jlrgen Wilke in the West German
Fischer Lexikon Publizistik - Mgggeggommunihagion.3 The

following refers to this overview.

TV io

While only 600 persons owned a television set in the GDR in
1953, 13,600 viewing permits had been issued by 1955. In
1960, there were already more than a million registered
television owners. The number of viewing permits was listed
at 6,138,900 in 1986, i1.e. 94 percent of all East German
households were equipped with television (practicafly the

same coverage as in West Germany).

This meant that television had also reached the saturation
peint, as radio had done some time before. By 1986,
6,690,700 radio 1listening permits had been issued (=99
percent of all households--the same as in West Germany).

From the very beginning, one special problem for the GDR was
the fact that radio and television programs from the Federal
Republic could be picked up in many parts of East Germany.
Initially, a battle was waged against 1listening or viewing
western programs. In part, antennas directed westwards were
dismantled by members of the state youth organization, FDJ
(Free German Youth). Additionally, jamming stations were put
into operation. Yet the attempts to prevent citizens from
tuning in to western broadcasts, which could potentially have
a destabilizing effect on the country's domestic politics,
repeatedly caused unrest in the East German population. The
turning point in this respect came in the early seventies and
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it was estimated that about 80 percent &f the population had
access to the West German ARD and ZDF television stations by
the eighties.

Newspapers and Magazines

According to official statistics, which were only
occasionally released to the public, the 39 daily newspapers
had a total circulation of 9.4 million copies in 1987 (1965:

6.5 million). The SED newspapers, which had a circulation of
more than 6 million--including Neueg Deutschland, the SED's

official party organ with a circulation of 1.1 million--
accounted for the major part of overall circulation figures.

The most important of the 541 magazines in the GDR, which had
a total circulation of 21.4 million issues, were those
dealing with technology and science, as well as with
politics, society, government, law, economics and medicine.
At the same time, 30 weeklies and illustrated newsmagazines
had a total circulation of over 9 million copies. In 1987
the most popular weeklies included:

-~ FF-dabei, the radic and tv magazine

- the family magazine Wochenpost

- the women's magazine Eﬂz_ni;h

- the fashion magazine Pramo

- the Neue Berliper Illustrierte

- as well as the Magazin, which is published monthly and

- the satirical magazine Eulenspiegel.

Because paper for printing was subject to government
rationing, however, the demand for these titles frequently

could not be met.
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Media Research After Monetary and Economic Unieon

So much for the initial situation in the GDR, before the
Berlin Wall was breached and the GDR borders were opened on
November 9, 1989. From then on, the West German media and
products were available to citizens of the GDR for the first
time; beginning in July 1990, the economic and financial
union was in effect, which meant that the western deutschmark
was available to East Germans.

How did the East German population react to the western media
after the introduction of monetary and economic union? To
clarify this, the Allensbach Institute was commissioned by
the Gruner + Jahr publishing company in Hamburg to conduct a
representative survey immediately after the introduction of
the deutschmark in the GDR; the survey took place in July and
August 1990.

In spring 1990, after the Allensbach Institute had managed to
determine the pronounced reorientation of political
preferences with the toocls of election research used in the
West4, the next step was to determine whether western
standards can be employed to ascertain media use in East
Germany. This initial study was essentially identical with
the field of investigation of the 1990 Allensbach Media
Market Analysis (AWA), the media market study conducted
annually in West Germany by the Allensbach Institute since
1959. The first Allensbach media study in East Germany
(sample 1,505 respondents 14 and over) provided no
indications that western methods of ascertaining readership,
listener and viewer groups in East Germany resulted in less
valid findings than in the West. Subsequently, the first
wave of the AWA was conducted in East Germany in
November/December 1990 (Sample 2,014 respondents 14 and
over). The initial findings from both studies are reported

on in the following.
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Key Findings on Magazines

Two magazines were specifically developed for the GDR by the
western publishing companies Burda and Gong:

- Super Il1lu, an illustrated newsmagazine at a more
reasonable price (DM 1l.--) than competing illustrated
newsmagazines; by the end of 1990, coverage was one out of
four East Germans (readers per issue 24.5 percent)

- Super TV, again available at a relatively reasonable price
(DM 1.40); coverage was slightly more than one-fifth of East
Germans (21.7 percent) by the end of 1990.

The program supplements to the daily newspapers initiated by
western publishing companies (free of cost) also reached
relatively many East Germans:

- Tele Prisma 17.3 percent

- Telegstar 14.9 percent.

- The supplement BWZ introduced in the state of Thiiringen
attained more than 50 percent coverage in the region.

Most of the leading West German radio and television
magazines reached a lower percentage of readers in East
Germany than in the West. One important reason for this is
that the television magazine FF-dabei, which used to lead in
this category in the GDR, was able to maintain a relatively
stable position: In July/August it reached 22.9 percent of
the population, in November/December 19.2 percent.*) In
addition, relatively low priced TV guides originating in the
West were very successful in the East.

*) See Table 10
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Table 1

Coverage Figures for West German TV/Radio Magazines in East and
West Germany

West Germans -—__East Germans___
AWA-West
July/Aug, Nov,/Dec.
1990 1590 1990
T¥/Radlo magazines b4 4 (AM_EES“
readers per jssue (West):
Blld"'Funk BN S NN AN NSRS P E AN 5'“ 3'6 """ q's
Fernsehwoche .......coceivvveeaneres. 10.9 9.2 ... 10.4
Eunk vhr ....... veeesesassnana P ;-? 68.3 ?-{' ------ {-8 47.8
ong ...... eenae Ceerranreasens . A o, .
HOPZU ©iovrireineseannnnnasnoananes 221 9.8 ...... 9.9
TV Hdren und Sehen .., 14.0 10.6 ... 9.8
ngmdesh_ )
{cheaper than TY/radlo magazines):
Auf einen BlIck .. ..v.vevevnnveasnee 2.0 6.8 ...... 12.2
Bildwoche ............ cersersasaanes 2.9014,0 4,7 ..., 4.5} 19.9
Die ZWwel .....ivvierverccanancnarnce 3.7 3.4 ...... 3.2

The illustrated newsmagazines from West Germany were not able
to attain the kind of readership percentages they have in the -

West. Bild am Sonntag, however, attained a higher percentage
of the readership in East Germany than in West Germany.

Table 2
Coverage Figures for West German Illustrated Newsmagazines In East
and West Germany
ue‘s‘& Gt‘a‘l;n?ns ___East_Germans___
~hes . ec.
1990 Julggoug Nowlt 968
(AWA-East)
b 4 4 4

Readers per Issue of
11lustrated Newsmagazines:

BUMEE 4 vevnrresececnnrnsensnanesenss 1001 4.8 5
NEUE REVUE +.evuvsrevesneneraasenss 9.0 4.7 6
QUICK nvvvnnereennnnseonnsassnnses 7.61 446 3.2 civee. 2.
SEBIM veveenrnerscansncascsarnacsres 17.9 5.5 5

19.0 2.4 3

7
3
g{ 20.5
7
BI1d am SOMNEAT ..o.vveevuccarasnns 2
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The West German weekly women's magazirnes in part attained
higher readership percentages than in West Germany, while
biweeklies reached fewer readers. However, monthly women's
magazines, which are essentially geared to fashion, are more
in demand in East Germany than in West Germany--and the same
applies to crossword puzzle magazines.

Table 3
Coverage Figures for West German Women’s Magazines in East and West Germany

West Gigl?ns —---ftast_Germans___
AWA-WeS July/Aug. Mov,/Dec,
1990 1350 1990

(AWA-East)
% y 4 ) 4

Weekly women’s magazines

Die Aktuelle .....ccecvvnnnrnanenns
Bella ..vovvevnvncironnnonsenananas
Bild der Frau ......ccivauninsnasne
Frau im Splegel ... vecicevecnanee
Frelzelt ReYUE ... ceeersvrsvessnn
Das Goldene Blaty ....cccosevvannsnn

Hlni EEEE RN RN R A A SR R R BN AN AL

=

NE DTN WWOE = WN NV W

—
L% T I S I

U\U'IPUJ

4m
b

.
~

-
-
-
-
—

55,4 68.8

-

a:\.nww-lro::-u---.r.-

NN = WM W=OTN N —
L}

0 . 4

Das Neue Blatt ......vevncveveannsee 3 .5 .. - 1.

Neue POSE ...civaversnsncnnas vesses 5. 1 I B

Praling ....cc.veveeenrnaosanasaras M, 12,0 suuua 12,

Titna ..... Y R S i

WoChenend ......esevescevsinsnsanse e J ) S [T N

Gliicks Revue ...... B - seers 3.

Extra RAtsel ......eevsavnsnnaneess 1. 4,7 =~ uaesss 4, 12.5
1

Glicks Rdtsel ......cciecevavnnanns

[}
£L
.

Biweekly women’'s magazines
Brlgltte 292N A RSB S ITEASERETANSSFN O 1

0
FFEUﬂC"ﬂ ST B AN TR Sl A EB ST ARRN AP RIS 7- 17-7

7

[

o = \n
WO oD

Fur sle dassTas SR rIREREIDPREIERIIN RS

6.3
29.2 2.0 LIS I )
6.4
Journal fir dle Frau ...cccccesease 3.9

L]
-
-
.
-
.
-
=

Monthly women’s magazines

Burda Moden ......ccoevvvsnssnnnnse
COMINA vieeiavasonvncnnssansanssnss

Haxl ST v E BB ASENASEI PRGNS

Neue MOde .....cceoreavecsorncanses
PELIr8 ..iiiveessnanonsnssraannssran
Prima ...ccccuene tessasansnssissnna
SIrick. & SChICK ...cveearsmnvrvsnns
YErCNa .vcvvecsnassnnareccssnsnnons

- T O NNNEWNWWN
.
OO =W — BV = WO oW

26.7 32.8

COoOmO &FN~NO®

o o i 1
Essen & Trinken ....vaevscsancnanss
Kochen & GenleBen ......eo0envseeas
Schoner ESSBN ... evcuestennscarsan

5.8

W Lo e il
—
M) =t b _am-d—A:-d—iN
WNE W= NONY=Q WO
® = =2 = 4 -
b
T L s
—
-'N\NN:\J_O
- <IN - -]

-
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West German magazines for young people are very much in
demand, as are titles about automobiles and motorcycles.

Coverage Figures for West German Magazines for Young People revie #
in_East and West Germany -—
West Germa --__Easl _Germans___
o g Noredfee
{(AWA-East)
X X X
Magazines for young people
BFAVO .veeevenenrsssananrsassnsnnes 3.9 15.0 ...... 16,5
Bravo GIF]l vouveeserscsosennonanaes 2.8 6.5 seanss 7.4
MEOCHEN ....vvvvevivensnsrssveresss 2.0 2.6 .ova. 2.7
POD ROCKY «nvonennerrensasnnnnsenes 1.8 ( 1342 2.7 voivs. 3.0( 350
Musik Express/Sounds ....ccveeneses 1.7 e, P |
PoDCOrN ..vvenens. P Y . = ieees.e W3
Table 5
Coverage Figures for tégi-:“ﬁern Automotive Magazines In
East_and West Germany
Mest Germans ----East_Gersaos___
ngg‘%s Ju%ggﬁug. Now{éégec.
(AWA-East)
x 4 X
Automotive magazines
Auto BIId .....vvvevnvinerssnsaeess 5.0 12,0 vvvues 9.7
Motorsport aktuell .......vecenveus 1.3 = reeens 2.8
Auto Motor und SPOTE ...iveveneesrs 5.0 16.5 6.9 v..iaes 3.9 241
AUto Zeltung ....cvvevenrnranessnase 1,4 4,7 s.vv.. 3.3
SPOrt AULO ..ievenesosnsnnnenseness 1,8 6.4 ...... 3.0
MOtOrrad ....ceoevnesnensonscresnaas 1.8 2.7 si0000 1.8
Sum of comparable titles srees 15.2 32.7 ..... 21,7
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As to the trend for different magazine categories, however,
there were relatively great reductions in coverage for
automobile and motorcycle magazines between July/Aucqust and
November/December 1990, with their coverage decreasing by
approximately one-third (Table 5).

This is explained as follows:

Many East Germans were about to buy a car in the summer, as
the figures for November/December show: 34 percent of the
car drivers in East Germany reported that their car had been
bought within the last 6 months (in the summer this rate was
only 19 percent).

This is also evident from consumer purchasing plans: In the
summer of 1990, 37 percent were planning to buy a car in the
next 1 to 2 years, as compared Lo 30 percent in
November/December.

The connection between interest in buying a car and "use of

special interest titles in the automotive field is thus
clearly proven.
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There is relatively strong interest in West German home and
garden magazines, as well as in West German do-it-yourself
titles in East Germany.

Table 6
Coverage Figures for West German Home, Garden ang Do-It-Yourself
Magazines in East and West Germany
West Germans ____East_Germans___
AWA-WEST July/Aug. Nov,/Dec.
1990 1590 1990
(AWA-East)
X 4 4
Home and garden magazines
Flora .....couu P 2.8 ....... 2.6
Mein schoner Garteén ....osvasesesas 0.5 5.4 vevenes 9.7
Schoner WOhNEN .......eciesisnnnnss 9.2 S.4 viovaed 7.3
WONNLAEEN «.evesvnvoransanascansass 1.6 B2 teannes 3.0
ZUNBUSE +vvvsvnvnnrseneensreeneenes 2.0 210 1.6 veveees 1,57 2800
DAs HAUS ....ovevseecasenscnsnscass Bl 1.9 covans. 1.4
Architektur und Wohnen ........c0ae 1.3 - versese 1.5
Hauser TN E R LR R R E N N N N A N ) 1-0 - sansa ]-1
Do-1t-vourself magazines
Se]mrmr‘en s esanenms 'EE R EEEE N E NN 311 6.‘ S-"'- . M) 5-3 87
Selbst Ilst der Mann ......cecenes:. 3.0 T3 ... 3.4

Western titles with a focus on sex have above average
coverage in East Germany.

Table 7
Coverage Figures for Western Magazines with a Focus on Sex In
East and West Germany
kga\ Gel(_:l?ns _—--Fast_Germaos___
ks uly/Aug. Nov,/Dec.
1990 14600 1990
(AWA-East)
% 4 b
Playmy LN N R RN R NI RIS R R N R "'.,"‘ 9'5 nesdua 9.7
Penthouse S ER B VAN NI TR I FYTFOET RO RN 2-1 3!2 LA RN RS -
Pral!m T eP PSS RFERTIIS AP NINARERRAEBDEN ['ls 12!0 se PO RDN 12'8
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At the same time, it can be assumed 'that the readership
profiles of western titles are not (yet) as sharply defined
in East Germany as in West Germany: In East Germany the
proportion of male readers to female readers of Playboy or
Penthouse is three (19.9 percent) to one (6.6 percent); in
West Germany the ratio is seven to one (11.8 percent to 1.8

percent).

Much the same thing applies to western fashion and women's
titles: In East Germany the ratio of female readers to male
readers of Burda Moden or Brigitte 1is 100 to 19 (26.5
percent to 5.0 percent), while in West Germany the proportion
is 100 female readers to 10 male readers of the same titles

(27.8 to 2.7 percent).

Is this just based on short-term interest in new and
unfamiliar things? Rather than decreasing between summer and
the end of 1990, the interest taken by women in men's
magazines stabilized, as did the interest taken by men in

women's magazines. Table 8

East German Readers of Western Magazines on Special Topics are (naot)
yet Categorized so Strictly by Gender

West Germans East Germans
AWA Nest -
Jul;/Aug. Nov. /Dec.
1990 1990
Readers per issue of - x x
A) Playboy
LU B I B BE B BN B 3N BN B BN B N B A I RN B B A AT A A I I A ] 7!9 1“.2 L ]3-9
48 80 ddd 8wl arsSeaT PN SERIEREERSODN l3 5.5 4+ 88 6-0
Penthouse
m.I.II.lllll.lllll.lll‘.'.....l!. 3.9 5.7 a8 - .)
45 3382 %S d e dsdeilosnsinvserersenan 0.5 1.] | ] - L] .)
Tfotal of both titles
knll.lIllll.'ll.l.ll.ll.llllllllll 11.8 19-8 aa -
m.IllIIII.I..I..I..IIIIII.II.!. 1.8 6-6 ----- -
B) Burda Moden
H 40 8080V BES S LI B BN B BN RN BN BN RN BN BN B B BN N B AN W 0.4 2.5! as s 2!7
mnn * P 80 B NS SES SR ERE SRS RS Iol? 19.8 LN I BN I ]8.0
Brigitte
4 d e emEmaa LN BN B R BN K B R R B NN RE BN NN RN BN B NN RN BN NN N 2.3 2" L3N B | 2!3
WOBM ....0ivoneveercnons renenasence 1721 9.7 .....__8.5
Total of both titles
Hen 19 3 9 2 % 49 848841085850 s a8adassdsssaeazn 2!7 qls L3N I BN O ] 5.0
mnllI.llll.llllll.llllllllllllll 27!8 29'5 LI I ] 26!5

*) not ascertained
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The influential weeklies are also used ‘considerably less in
the East than the West, although coverage increased for mest
of them between summer and the end of 1990.

Video magazines are expected to meet with more and more
interest, but this does not apply to movie magazines.

Table 9

Coverage Flgures for Influential Western Magazines and Magazines on
Special Toplcs In East and West Germarny

wWest Germans ----East_Germans. __
AWA-WEST
July/Aug, Nov./Dec.
1990 1850 1990
(AWA-East)
4 4 x
Der Splegel ......... vvesserenrsnneens 12.7 6.8 ...... 7.3
Wirtschaftswnche{(0st) .cuievvacvensess 1.5 0.9 ... 1.1
Das mste N R N R N T N I N N I I ) L0 B B BB I A 11-“ 36.5 2-3 IR 3-0 '7'5
nH LR IR BN B BN IN I R B BN B BN BN RN BN BN N BN B RN NN RN B BN BN N B RN Y B B A 2-] 1-8 |||||| 2'3
Melt am SONNtAT +.veerrvrrnsrarsnanses 3.0 3.0 ciees 2.4
Die Zelt ....... - 0.9 ....... 1.4
Geo lllllllllllllllllll LN BN BE BN BN BN BN BN BN BN BE BN BN BN | gq 1!0'!‘!! 18
Sports magazines -
SPOrt Blld .ovvvnnesnoncennssssnensess U.5 8.3 ...... 5.0
Movie/video magazines
Clneﬂa TS F S A SRR AN T IINRAT R RIS I PRSP 3-8‘11'1 2-9 e ‘-5( 3.2
KIND tiivieiiiessnsanaosansasssseannans 7.3 1.6 .00 1.7
Video LI I B N R B BN B B BN B BN BE NE NN BN BN BN RN N BN R RN BN BN BN N NN CNE BE NN ) 3.7 0-9 ------ 1!9

Computer magazines

Chip Jivenanaesa T I - 2.0 ...... 1.6
C’'t Magazin fir Computer-Technik ..... 0.6 2.4 - weewes 1,1 2.7

In addition to plans to purchase cars, relatively many East
Germans were planning to purchase a video recorder during the
second half of 1990:

- In July/August 11 percent of the East German population
owned a video recorder; in November/December this number had
almost doubled (19 percent).

- Correspondingly, plans to purchase video recorders dropped
from 31 to 24 percent during this period.
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Thus, the market for video recorders i& one of the markets
with the greatest buying potential; along with cars and video
recorders, the East Germans are most prone to want to buy
microwave ovens (24 percent) in the next few years.

In general, it can be saild that certainly not all West German
titles have increased their coverage in the area of the
former GDR since summer 1990, although many were able to
stabilize their position by November/December 1990, This
does not mean that GDR titles which were formerly popular
became meaningless, although they displayed a greater
tendency to lose coverage than West German :titles,

Table 10

Coverage Losses for East German Titles Do Not Automatically
Mean Coverage Gains for West German Titles

---_East_Germans_1990
July/August November/December

Readers per Issue of - z X

A) Magazines
- "titles formerly popular in the GDR” -

Neue Berliner Illustrierte ....... 10,2 ...,. 6.1
FF DAb@L .vviuvasnarnsssnuncnrarns 22,9 4aues 19.2
FUr DICH vuvreroesane crevesseanars 9.3 Liis. 8.7
ProMO «.eoeceesessaserssscassnsses 11,9 cuaa. 8.8
Eulensplegel ...uevvrrvonnnnoreaee 14,0 ooues 11.3

68.3 51.

- *titles of West German magazines”

Neue ReVUR .....cecvvssesnennresar %7 sovas 6.3
STIM vevverenanssnnssrscnvessaase 35 covas 5.7
BUNTE .ovvvevsannencsansanasnrnses 4.8 viee 5.7
Bild am SOMNLAG «vovevevvannsnanss 22.8 o0u.. 23.2
HOPZU ©evevesenoaarnoasnassasasaes 38 ooeve 9.9
Brigitte .evovescosncvasconsvascsas 0.3 suuss 5.8
Burda MOOEN ....cecovevcessannsase 12,0 oo 10.8
Der Spfegel ....eceveversrsannenss 6.8 cuvve 7.3

72.3 74.5

B) National dally newspapers
- »titles formerly popular in the GDR”

Berliner Zeitungd ...coevesevsnesss 6.3 voeee 3.9
Berliner Zeitung am Abend ........ _2.3 .ceus _1.8

[Fe]
[\ ]
~§
.

4

~ "West German titles”

Blld PRI EEREE R NN NI NI N NN

W — WO
-

O!\J—'

F- g = ]

13-
B. Z. 'TEEEEEERERENNEN RN I IR 3-
HaHOElSDlatt TvsdssandsassanItR RN 0-

17.3 13.8
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Rey Findings for Dailly Newspapers

- As shown in Table 10, East German titles in the daily
newspaper category continued to be read frequently even after
the deutschmark was introduced in the GDR.

- The "formerly popular East German titles" lost readers
between summer and winter 1990, but the national daily
newspapers originating in West Germany did too.

- Loyalty to regional daily newspapers, however, remained
constant (78 percent of readers per issue in the summer of
1990 and 79 percent in the winter).

In October 1990, media expert Walter J. Schiitz found "that
the demise of East German newspapers, which had been feared
after the breach of the Wall and the introduction of monetary
and economic union, had not occurred. Thirty-four of the 39
newspapers which had existed in the GDR prior to the opening
were still being published. Although total circulation had
decreased by about 30 percent, from 9.4 million issues to
about 7 million issues, an analysis by titles showed that
regional and local newspapers had remained amazingly stable.
It was mainly the national newspapers, particularly Ras_ Neue
Deutschland which had had to deal with considerably reduced
circulation. Former local party newspapera were able to
remain stable as almost all of them had succeeded in
establishing connections with West German publishing
companies. This ranged from loose cooperation with the
transfer of know-how, to guaranteeing the availability of
printing, handling the printing of advertisements in the
Federal Republic of Germany and even including £inancial
participation or takeovers. The stability of these
publishing companies is even more remarkable in view of the
fact that 78 new newspaper titles are now published in the
former GDR by 44 West German publishing companies which are
generally rather small. New eastern-based newspapers,
essentially created as a forum for new political groupings,
have not come into being."5
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Print Media and Television

In conclusion, it can be said the East German population
continued to use a remarkable number of 1its former
titles despite the considerably broader spectrum of
media products available. Questions as to the part
played by subscriptions, face-lifting or a basic
reorientation of the titles and as to whether the latter
would have been able to survive without the support of
western publishing companies cannot be addressed within
the framework of this study.

Some West German titles were soon able to attain the
same percentage of readers in the GDR as in West Germany
or an even higher percentage, while other titles made
headway very slowly or not at all. We are not in a
position to determine the extent to which the price of
the titles, the distribution and delivery terms or quite
simply the focus in view of a population with a stronger
rural orientation are responsible for this (in East
Germany, approximately one-third of the populaticn lives
in towns with less than 5,000 inhabitants, compared with
one-seventh in West Germany). It is significant,
however, that a number of West German titles meet with
much the same readership conditions in East as in West
Germany, so that there is not much to speak for a
basically different use of the print media in East and
West Germany.

Up to the present there has been a considerable
difference, however, in the use made of television in
East and West Germany: While more than half of the East
Germans watch television at least three hours daily,
this only applies to one-third of the West Germans.
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Table 11
East Germans Watch More Television

Question: "Could you estimate how many hours of television you watch
on 3 normal working day--Monday through Friday--how many
hours per day on the average? would you savy ..."

mﬁfu G%mrgns ______ East Germaps_________ ____
- Wes
July/August November /December
1930 1990 1990
(AWA-East)
X p 4 X
More than 4 hours ......... 4.9 8.4 ..... -
About 4 hours ......cevunn . 6.9} 33,9 11.8 ........ 13,2, 53.2
About 3 hours ..... cireened22.1 28.6 ..... P A I |
About 2 hours ..... . 35.2 35.2 it 31.5
About 1 hour .......covvees 16,7 8.3 Lt 8.7
Less than one hour ........ 12.3 4.y - 4
Never watch television or
NO reSpONSe ...vcvenrrvseves 1.9 3.3 il 2.0
.0 100.0 100.0

At the same time, we may posit the same amount of
viewers for commercial television channels in East and
West Germany in 1990; in both cases, 55 percent are in a
position to pick up these channels. i

: . c . I celativel L
i tud i Ad C s

We have described the dynamics of the automobile and video
market in East Germany; it should be pointed out that there
is also a strong market potential in East Germany in sectors
such as

cosmetics

- fashion, specifically the market for jeans

- renovation of apartments

- do-it-yourself

- insurance and banking services.
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The East Germans basically express’

information than the West Germans

more interest

They are very Ainterested in technical innovati

in most consumer areas

in

.

ons and
high-quality articles; it 1s only where exclusive products
and activities are concerned that they are more cautious than
the West Germans.

Table 12
East Germans are More Interested
Quasi scale consisting of 44 or 47 areas of Interest
West Germans East Germans
AWA West AWA East
Especially interested in: ‘920 1920
Step 1 - Broad spectrum of Interest 18 or more areas of interest ... 8.2).vi0eev.. 15,7
Step 2 14 to 17 areas of Interest ..... 11.2{32.6 . 17,99 8
Step 3 11 to 13 areas of interest ..... 13.2)......... 16.8
Step & 6 to 10 areas of interest ..... 32.7 ........ . 30.9 —
Step S 4 or S areas of interest ..... 13.8 ......... 10.3
Step 6 2 or 3 areas of Interest ..... 12.4 ........ . 6.1
- Limited s trum of interest No area of interest or only one
Step 7 - Limited spec area of Interest (lpcluding no
FreSPONSE) +uivvuvenrorsanncanss - R 2.2
100.0 100.0

Fast Germans express less reservations about advertising for
consumer goods than West Germans: In East Germany, 57
percent agree completely or essentially that advertising is
"quite helpful to the consumer," as compared with 45 percent

in West Germany.

A More Positive Attitude Toward Advertising

Table 13

Question: "1f someone says advertising is really qulte helpful to the consumer,
would you agree with this completely, essentially, not really or not

at ailz?”
West Germans East Germans
AWA West AWA East
1990 1990
X " %
AgrEe Com]etely LR RE R B B N B I B R BB O O BB R R BN BN N N N R R B BB A R ) 7-0 LRC RN BB R B B ) ]1C0

Agree essentially

L N N N N N N N N NI B AR I B A I N I ] 38.3 LIS IR q6'2

DON't really Qgre@ ......eusecseassasarasnacsorssonarses 39.8 covueeenes 28B.3

Don‘t agree at all
No (real) response ......
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100.0

1A

rd i ddareiviscodbagredianitt e s-q tersee ey 3-"'

100.0
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Although many East Germans will have considerably less buying
power than the West Germans in the foreseeable future, these
initial studies show that preconditions are certainly quite
faveorable for effective advertiéing by the media in East

Germany.
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which predicted a conservative majority in East Germany).
For further details see:

- Elisabeth Noelle-Neumann, "Ein demckratischer Wwahlkampf gab

den Ausschlag,” Dokumentation eines Beitrags in der
Frankfurter Allgemeinen 2Zeitung, No. 70, March 23, 1990, and
- Allensbach Press Release: "The First Free Elections in the

German Democratic Republic," March 1990.
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