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This paper summarizes the findings of a study in-
vestigating the beliefs and attitudes of six key
respondent groups regarding issues surrounding tele-
vision advertising and children. The six groups
included in the study are: spokesmen for Action for
Children's Television (ACT); the presidents and top
executive officers of advertising agencies creating
and producing children's television commercials; top
executives in companies advertising heavily on
children's television programs; members of the
Federal Trade Commission, the Federal Communication
Commission, and key members of Congress; college
students; and adult members of the general public.
The paper reports respondent attitudes towards
(1) increased regulation, (2) self-regulation and
government regulation, (3) the techniques used. in

children's television commercials, (4) the effects
of television commercials on children, and (5) the
future of children's television advertising.
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It has been said that much of th,t current controversy regarding tele-
vision advertising and its effect on children ..!.s the result of ineffective
communicaticin between broadcasters, researchers, aad critics of television
broadcasting.
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Each of these interest groups pursues the subject with

markedly. different assumptions concerning the issues axed with erroneous or
incomplete perceptions of how the other parties involved view the same
issues. The result is a series of "dialogues that never really happen."

Although there exists a large number of studies focusing on.theleneral
public's attitudes towards advertising as a marketing tool, in only a few
cases has an attempt been.eade to deal with areas of specific concern to
those interested in children's television advertising. Moreover, a survey
of the literature revealed practically no attitude studies of the key people
involved in the creation,4production, research, and evaluation of advertis-
ing directed at children. Yet, these people are among the best sources of
information on the various issues involved, the ones most likely to influence
and to be influenced by policy decisions in the area,'and the expert
opinion leaders for much of the general public.on the subject,

The purpose of this research study was to present an objective examina-
tion of the attitudes and co-orientation ability of seven key respondent
groups towards the major issues surrounding the subject of children's tele-
vision advertising. The seven groups included in the study were:

Action for Children's Television S okesmen (ACT), This Boston based
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consumer group has had considerable succes in petitioning the Federal
Communication Commission and the Federal Trade Commission for changes in
present policies regarding children's television advertising. ACT has also
been successful in raising money for research on the subject of children's
television and children's television advertising and in influencing public
opinion oh the major issues involved with children's television advertising.
A judgment sample of sixty ACT spokesmen was selected for the survey by the
founders of ACT; eighty-five percent of the sample completed the survey.

Advertising Agency Executives. Much of the criticism of children's
television advertising has to do with the techniques and the content of
commercials aimed at children. In this study, 107 presidents and top
executive officers of twenty-four advertising agencies that create,-produce,
and buy broadcast time on children's television programs were sent eoliths
of the survey. Sixty-six percent completed the questionnaire. In gathering
preliminary data for the study, personal interviews were also conducted with '
the top executives at ten of the twenty-four agencies included in the final
survey.

Top advertisers. There is a great variety of products advertised on
children's television, but most fall into one of four categories: toys,
cereals, candies, and other food items. In this study, seventy-five copies
of the final questionnaire were mailed to the presidents and top executive
officers of thirty firms sponsoring shows, or frequently running commercials,
on network children's television. Forty-five percent of the sample mailed
back usable questionnaires.

Members of the Federal Trade Commission (FTC) the Federal Communication
.Commission (FCC), and Key Members of Congress. A judgment sample of forty-
nine congressmen was included in the government sample. These congressmen
were selected because of their expressed interest in and voting record on
consumer causes. In addition, fifteen commissioners and top staff officers
of the FTC and the FCC were included in the sample. Sixty-six percent of
the government sample responded to the survey, but only thirty-four percent
of the sample sent back completed questionnaires. (Note: special care should
be taken in interpreting the responses of the government sample for two
reasons. One, only those congressmen considered "consumer oriented" by
their colleagues were included in the sample. It was felt that these
congressmen would be most likely to draft legislation in the area and be
opinion leaders for others on the subject of children's television. Two,
only a small percentage of the respondents in this sample sent back usable
questionnaires.)

Members of the Network Review Boards. Major gatekeepers for all
commercials destined for airing on network television are the network review
or continuity boards. Though the number of people on these boards is small,
the board members hold a major position in determining what is or is not
acceptable for showing on the networks. Thirteen review board members from
the three major networks were mailed copies of the survey, but only six
responded. Due to the small size of the sample group and the low response
rate, no statistical analyses were attempted.

Colle:e Students and the General Public. Several months after the first
five respondent groups were surveyed by the author, Professors Frank N.
Pierce and Leonard J. Hooper of the University of Florida surveyed random
samples of Gainesville, Florida townspeople and college students using
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A mail questionnaire was used as the major research instrument for the
initial survey. Personal interviews by trained student interviewers were
used to gather data for the Pierce-Hooper survey.

The initial survey was divided into two major sections. The first
section contained twenty-nine Likert-type attitudinal items designed test
the variance within and mean difference between the responses of the surveyed
groups on major issues regarding children's television advertising.
second section of the questionnaire was designed to measure three relation-
ships between the various respondent groups; the amount of cognitive overlap,
or similarity in attitudes of the respondents; the ,perceived garliliat
overlap, or extent to which each respondent thought his beliefs were the

ae as other participants completing the survey; and the accuracy of the
espondents in estimating the position of other respondents on issues

_.evolving children's television advertising.

Pierce and Hooper designed two similar questionnaires for their study of
student and general public attitudes towards television advertising and
children. Both questionnaires contained over seventy items. Over one-third
of the items were demographic in nature such as how long the respondent lived
at his present address, the respondent's age, political party preference, etc.
Eleven items centered on the\respondent's attitude toward advertising as an
element in the marketing mix. The remaining twenty-nine items were taken
from the first section of the author's study.

Six general hypotheses and twenty-two research hypotheses were included
in the author's initial study. All the general hypotheses and seventeen of
the research hypotheses concerned the following topics: (1) the need for
regulation of children's television advertising; (2) the method of regulat-
ing children's television advertising; (3) the effects of television commer-
cials on children; (4) the techniques used in commercials aired on children's
television; (5) the products advertised on children's television; and
(6) major proposals regarding the future of children's television advertis-
ing. Five research hypbtheses concerned the ability of the individuals
involved with children's television advertising to interact effectively on
the issues involved.

Two mailings of the initial survey were made. The first mailing was made
June 12, 1973. The follow-up mailing, sent to all respondents failing or
refusing to complete the initial, ilestionnaire, was made one month later.
The Pierce-Hooper interviews were conducted in late April and early May,
1974.

T-tests, analysis of variance tests, and Duncan range tests were the
basic statistical tools used in the analyses.

Major Findings

Although six major issues were covered in the su!qe!:, thirteen of the
twenty-nine items in the survey loaded heavily on two ,'ilaensions: the regula-
tion dimension and the advertising as a profession divii_dion. The study
findings relating to these two dimensions and the findings relating t.) the
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co-orientation section of the survey are the subject of the, remainder og this
paper.

The Regulation Dimension

The issue of whether there should be more regulation of children's
television commercials divided the respondents into two distinct groups,
All of the ACT sample, over ninety percent of the government sample, and
over sixty-five percent of the student and townspeople samples agreed that
,television advertising to children should be more regulated than it already
is. Sixty-six percent of thepagency sample and eighty-five percent of the
advertiser sample disagreed with the item; "television advertising to
children should be more regulated than it already is."

All six respondent groups agreed that special regulation of children's
television advertising was required because of the nature of the viewing
audience. There were significant differences, however, in the strength of
their agreement. Over fifty percent of the Hooper-Pierce sample and over
eighty percent of the ACT sample indicated "strong agreement" with the item.
Less than ten percent of the industry samples indicated "strong agreement."

Item 1: Television advertising to children should be more regulated than it
already is.

Strongly

A ree
Somewhat
Agree

Uncertain/
No Answer

Somewhat

Disagree
Strongly
Disagree

# in
Grou Mean

5

Students 31.7% 37.3% 10.3% 14.6% 6.1% 445 3.7
Townspeople 49.0 27.7. 12.1 9.0 2.2 455 4.0
Agency 4.3 '18.6 11.4 44.3 21.4 34 2.4
Advertiser 2.9 5.9 5.9 58.8 26.5 71 2.0
ACT 90.9 9.1 -- IOMMO 51 4.9
Government 40.9 50.0 9.1 OW IMO 22 4.2

Item 15: Children's television advertising requires special regulation
because of the nature of the viewing audience.

Strongly
Agree

Somewhat
Agree

Uncertain/
No Answer

Somewhat
Disagree

Strongly
Disagree

# in
Group Mean

Students 49.0% 41.3% 3.1% 4.9% 1.6% 445 4.3
Townspeople 56.3 33.2 5.5 3.3 1.8 455 4.4
Agency .8.6 52.9 7.1 20.0 11.4 34 2.9
Advertiser 8.8 47.1 11.8 23.5 .8.8 71 2.8
ACT 84.1 13.6 2.3 0111.1 011.1.1b 51 4.8
Government 27.3 59.1 4.5 9.1 an 22 4.1

Who21313211lImlale? Items 4, 16, and 18 on the survey referred
specifically to the issue of how to regulate television advertising. directed
at children.

Over sixty percent of the respondents in the industry samples favored
self-regulation. A majority of the student and townspeople samples agreed.
The government sample favored self-regulation but over sixty percent of the
sample felt the trade association guidelines in use today have done little to
improve the quality of children's television,advertising.

5
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Ovel seventy percent of the agency sample and alb of the advertiser
sample f t the trade association guidelines have helped improve the quality
of commerc aas aLacd at children.

Seventy percent of the ACT sample felt that commercials to children
should be regulated by the government instead of by advertisers.

.

Item 4: Commercials to children should be regulated by advertisers themselves.

Strongly,

A:zrec

Somewhat
A ree

Uncertain/
No Answer

Somewhat
isagree

Strongly

Disagree
# in
Group Mean

SzucicuL s
,. c,

., 2-, 10.5% .207% 6.3% 445
Townspeople 27.5 26.2 12.2 22.9 11.2 455 3.4
Agency 20.6 42.6 5.9 22.1 8.8 34 3.4
Advertiser 11.8 55.9 11.7 20.6 -- 71 3.6
ACT 4.5 9.1 4.6 13.6 68.2 51 1.7
Government 4.5 18.2 4.6 54.5 18.2 22 2.4

Item 16: Thl trade association guidelines in use today have done little to
improve the quality of chil6ren's television advertising.

Strongly
Agree

Somewhat
k'ree

Uncertain/
No A.Iswer

Somewhat Strongly
Disar,reeDiMeat

# in

Students 12.1% 25.4% 29.9% 28.3% 4.3% 445 3.1
Townspeople 20.7 23.5 30.1 20.2 5.5 455 3,3
Agency -- 15.7 11.4 40.0 32.9 34 2.1
Advertiser -- 67.6 32.4 71 1.7
ACT 61.4 36.4 2.2 51 4.6
Government 4.5 59.1 22.8 13.6 -- 22 3.6

Item 18: Commercials to children should be regulated by the government.

Strongly
Agree'

Somewhat
Agree

Uncertain/
No Answer

Somewhat
Disagree

Strongly
Disagree

# in
Group Mean

Students 8.8% 21.6% 6.6% 30.6% 32.4% 445 2.0
Townspeople 10.3 20.2 10.2 25.7 33.6 455 2.5
Agency 2.9 8.6 4.2 30.0 54.3 34 1.8
Advertiser -- 11.8 2.9 44.1 41.2 71 1.9
ACT 38.6. 31.8 11.5 13.6 4.5 51 3.9
Government 18.2 31.8 31.9 13.6 4.5 22 3.5

The matter of numbers. Over half of all six respondent groups felt
there are too many commercials on shows children watch. There were signif i-
cant differences, however, in the strength of their agreement. For example,
ninety-three percent of the ACT respondents and fifty percent of the govern-
ment respondents marked "Strongly Agree" on the item. Only twelve percent of
the agency sample and none of the advertiser sample marked the "Strongly
Agree" cat6ory.

Eighty-nine percent of the ACT respondents favored banning all commercials
from children's television programs. Less than half the student, townspeople,
agency, advertiser, and government samples agreed.

6
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Item 6: There are too many commercials on shows children watch.,

Strongly
Agree

Somewhat

Agree
Uncertain/
No Answer

Somewhat
Disagree

Strongly
Disagree

# in
Group Mean

Students 29.0% 36.2% 15.9% 15.5%, 3.4% 445 ,3.7
Townspeople 43.1 27.7 14.5 10.5 4.2 455 4.0
Agency 11.8 38.2 5.9 33.8 10.3 34 3.1
Advertiser -- 50.0 9.4 37.5 3.1 71 3.1
ACT 93.2 6.8 NO 4.0 OW Oa 51 4.9
Government 50.0 45.5 4.5 OM MO MO ON 22 4.5

Item 22: Advertising on children's television programs should be banned
completely.

Students
Townspeople
Agency
Advertiser
ACT
Government

Strongly

A ree
Somewhat
A ree

Uncertain/

No Answer
Somewhat
Disa ree

Strongly
Disagree

11 in

Group Mean

7.9%
17.6

1.4

2.9

72.7

13.6

14.4%
14.7

1.4
111

15.9
22.7

5.4%
5.3

2.9
MO MO

11.4.

31.9

38.4%

35.8
24.3
5.9
.1m1. MID

31.8

33.9%
.26.6

70.0

91.2

IMO MO

445

455
34

71

51

22

2.2

2.6
1.4

1.2

4.6
3.2

The Advertiser and His Product: Are they Good?

Six of the 29 items in the study seemed to center on the respondents'
reactions toward advertisers as basically honest or laudable persons, and
toward their product (the television commercial directed at children) as an
,honorable and ethical business practice. Agreement with any of these state-
ments, whether held strongly or lightly, is taken to mean that the person
interviewed identifies more closely with the stance of the television ad-
vertiser than he does with the stance of those organizations who oppose
current practices. The respondent who agrees for whatever reasons is more
a supporter of the status quo and less fearful of the results of television
commercial consumption by children than is his disagreeing counterpart.

The student and townspeople samples saw fit to reject a pro-advertiser
position rather strongly in four of the six statements presented to them.
They did agree with that stand twice, but each time by slight margins and
once not even half of those who held opinions were in agreement. Scores
ranged fron a low of 19 percent agreement on the least favorably regarded
statement to a high of 53 percent on the most favorably regarded one. The
average amount of agreement-35 percent over the half-dozen statements--was
far outweighed by the 56 percent of the populace who disagreed. Nine percent
were neutral.

The question of truth. Not one respondent of.the ACT sample, less than
ten percent of the government sample, and less than twenty percent of the
student and townspeople samples felt children's television commercials present
true pictures of the products advertised. Over sixty-five percent of the
advertiser sample and over seventy-five percent of the agency sample felt
that they do.

Over eighty percent of the industry respondents felt that advertisers make
a sincere effort to present their products truthfully. Less than half the
student, townspeople, ACT, and government samples agreed.

7
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Item 8: Most children's television commercials ptesent a true picture of
the product advertised.

Strongly
Agree

Somewhat
Agree

Uncertain/
No Answer

Somewhat
Disagree

Strongly
Disagree

1/ in

Group Mean

Students 2.5% 16.0% 4.5% , 41.3% 35.7% 445 2.1

Townspeople 5.1 14.9 9.0 34.3 36.7 455 2.2

Agency 10.0 57.1 18.6 11.4 2.9 71 3.6

Advertiser 14.7 61.8 14.7 8.8 Om MO 34 3.8

ACT a= MO G. Oa 25.0 .75.0 51 1.3

Government 9.1 9.1 59.1 22.7 22 2.0

,Item 19: Most advertisers on children's television make a sincere effort to
present their product truthfully.

Strongly Somewhat Uncertain/ Somewhat Strongly 1/ in

Agree Wee No Answer Disagree Disagree Group Mean

Students .1.3%

Townspeople 5.9

Agency 24.3

Advertiser 32.4

ACT
Government

27.9% 7.2% 39.6% 24.0 %' 445 2.4

29.9 12.6 '30.5 21.1 455 2.7

60.0 10.0 5.7 71 4.0

61.8 5.8 11111 34 4.3

4.5 52.3 51 1.5

13.6 27.3 50.0 9.1 22 2.5

The .question of taste. Fifty-three percent of the Pierce-Hooper survey
respondents agreed that most television commercials aimed at children are in
good taste. Only one-third of the student and townspeople samples disagreed.
Over seventy percent of both industry samples also agreed with the item.

At the other extreme on the taste dimension stood the ACT and government
samples. Not one of the ACT respondents and only fourteen percent of the
government respondents felt that commercials aimed at children are in good

taste.

MUD OW .11*

=i

43.2

Item 11: Television commercials aimed at children are usually in good taste.

Students
Townspeople
Agency
Advertiser
ACT
Government

Strongly
A ree

Somewhat

Agree
Uncertain/
No Answer

Somewhat
Disa ree

Strongly
Disagree

1/ in

Group Mean

10.3%
11.2

14.5

14.7
MI MO

aml

45.4%

38.7

59.4

64.7

13.6

113%
14.5

11.6

11.8
2.3

9.2

21.8%

20.4

14.5
8.8

43.2
54.5

11.2%
15.2

--
IWO IIMM

54.5
22.7

445

455
34

71

' 51

22'

3.2

3.1

3.7

3.9
1.5

2.1
e

Advertising as a marketing tool. Sixty-five percent of the agency

respondents and seventy-one percent of the advertiser respondents felt that
commercials help develop a child's ability to make good consumer decisions.
Less than five percent of the ACT sample and less than twenty-five percent 17
of the townspeople, student, and government samples agreed.
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Item 2: Advertising helps develop a child's ability to make good consumer
decisions.

Strongly
Agree

Students 1.8%
Townspeople 7.3

Agency 10.3

Advertiser 5.9

ACT 2.3
Government 4.5

Somewhat
A ree

Uncertain/
No Answer

Somewhat
Disa ree

Strongly
Disagree

1/ in

Grou. Mean

17.5% 6.3% 41.1% 33.3% 445 2.1

20.2 '8.9 28.4 35.2 455 2.4

54.4 17.7 14.7 2.9 71 3.5,

64.7 20.7 8.8 WO OM 34 3.7

2.2 20.5 75.0 51 1.4

18.2 9.1 45.5 22.7 22 2.3

Advertisers as professionals. Over seventy percent of the student,
townspeople, ACT, and government samples agreed with the statement: "Most
advertisers on children's television are not really concerned about kids;
they just want to sell their products.

'Less than half the townspeople, student, ACT, and government samples felt
advertisers were trying their best to provide what the public wants.

Item 26: Most advertisers are good people
the public wants.

Strongly Somewhat Uncertain/
Agree Agree No Answer,

Students 3.6% 25.4% 6.7%
Townspeople 10.1 31.4 7.5
Agency 27.9 50.0 14..7

Advertiser 38.2 50.0 11.8

ACT 2.3 6.4

Government 31.8 31.8

trying theit best to provide what.

Somewhat Strongly # in :

Disaree Disagree Group Mean

35.1%
28.6
7.4

29.2%
22.4

0011111

MO MO

36.4 54.9

36.4

445 2.4
455 2.8

34 4.0
71 ' 4.3
51 1.6

22 3.0

. Item 27: Most advertisers on children's television aren't really concerned
about kids, they just want to sell their product.

Somewhat Uncertain/ Somewhat Strongly

Agree No Answer Disagree Disaree
Strongly

AR1".e

Students 34.6%
Townspeople 37.1
Agency 4.3
Advertiser --
ACT 75.0
Government 4.5

# in
Grou

40.2%
34.3
20.3
2.9 .

22.7

5.7%

6.4

7.3

14.8

18.2%
17.1

47.8

44.1

72.7. 4.6 18.2

1.3%

5.1

20.3

38.2
2.3

Mean

445 3:9
455 3.8
34 2.4

71 1.8

51 4.7

22 3.6

.The Co-orientation Abilities of the ACT, Agency, Advertiser, and Government
samples

The initial mail survey was divided into 2 sections. The first section.

centered on the twee.y-nine attitudinal items discussed up to now. The
second section of th,: survey dealt specifically with the co orientation
abilities of the ACT, Agency, Advertiser, and Government samples.

The first relationship measured in this section concerned the amount of
cognitive overlap, or similarity in attitudes of the various respondent groups.
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On twenty-three of the twenty-nine items in the survey, the mean response
of the two industry, samples differed significantly from that of the ACT
respondents. The items in which the direction of the mean scores of the
.industry and ACT respondent groups were the same are:

There are too many commercials on-shows children watch. (The agency,
advertiser, and ACT respondents agreed.)

: Commercials often persuade children to want things they don't really
need. (The agency and ACT respondents agreed.)

: Performers should be allowed to sell products on children's television
shows. (The agency, advertiser, and ACT respondents disagreed.)

: Simulcasts (permitting 2 or more networks to run the same progrim at
the same time) would help improve the quality of children's televisiod
programming. (The agency, advertiser, and ACT respondents disagreed.
However, nearly seventy percent of the ACT respondents marked
"uncertain" on this item. It is doubtful whether the ACT respondents
had heard of the simulcast proposal before.)

: Children's television advertising requires special regulation because
of the nat re of the viewing audience. (The agency, advertiser, and
ACT respon ents agreed.)

: It is up t the parents to regulate children's television viewing
behavior. (The agency, advertiser,sand ACT respondents agreed.)

The advertiser and agency respondents differed significantly in their
attitudes on only four of the twenty-nine Likert-type items. In each case,
the direction of agreement was the same: only the expressed strength of the
responses differed. For example, on the statement, "Most advertisers on
children's television aren't really concerned about kids, they just want to
sell their products," both the agency and advertiser respondents expressed
disagreement. However, while thirty-eight percent of the respondents from
the advertiser sample expressed strong disagreement with the item, only
twenty percent of the agency respondents did. A two-tail T-test comparing
the sample means of the two groups did not support the hypothesis that the
samples were drawn from the same population.

The other three items in which tests of the differences between the mean
scores of the industry respOndents were significant are:

: "Bunching" commercials before or after a program would significantly
lessen the impact of the abertiser's message. (The respondents in
the advertiser sample expressed stronger agreement than the respondents
in the agency sample.)

: The trade association guidelines in use today have done little to im-
prove the quality of children's television advertising. (The
respondents in the advertiser Sample expressed stronger disagreement
than The respondents in the agency saAple.)

: Television commercials lead to an increase in parent-child conflict.
(The respondents in the advertiser sample expressed stronger disagree-
ment than the respondents in the agency sample.)

The second relationship reasured in the co-orientation section of the
survey dealt with the accuracy of the respondents in estimating the position
of other respondents on the items included in the coorientation section of

10
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the survey. Five different data sets were used in testing respondent
accuracy: the ACT respondents' estimates of the agency position, the agency
respondents' estimates of the ACT position, the advertiser respondents'
estimates of the AT position, and the government respondents' estimates of
the ACT position.

Only the data from the ACT respondents' estimates of the agency position
supported the hypothesis that the accuracy of eadh respondent group will be
relatively low in estimating the position of other groups on issues relating
to children's television advertising.

'Vrhe third relationship measured in the co-orientation section of the our-
vey dealt with the perceived cognitive overlap. or extent to which each
respondent thought his beliefs were the same as other participants completing
the survey. The actual position of the agency sample differed significantly
from its perception of the ACT position on all nine co-orientation items.
But there was n significant difference between the actual agency position
and its perception of the network position on six of the nine items.

The actual position of the advertiser respondents differed significantly
from their estimate of the ACT respondents' position on all nine items. But
there was no significant difference between the agency respondents' position
and their perception of the network respondents' position on six of the nine
co-orientation items.

A

The position of the ACT respondents differed significantly from their
estimate of the network respondents' and agency respondents' positions on
all nine co-orientation items, The position of the government respondents
differed significantly from their estimate of the ACT respondents' position
on four of the nine co- orientation items. The position of the government
respondents differed significantly from their estimate of the network
respondents' and agency respondents' position on eight of the nine co-orienta-
tion items.

koplications ofIlleSsudy.

In recent years, government and business spokesmen have advocated a
dialogue between key government, industry, and consumer groups to reduce
friction and advance the general good. Yet, such a dialogue never happens.
Rather, what passes for dialogue in form is only a sequence of monologues in
fact, wherein each spokesman merely grants "equal time" to others7and pre-
tends to listen while actually preparing his own set of comments.

The findings of this study indicate that the lack of effective inter-
action between government, industry, and consumer spokesmen, at least re-
garding children's television advertising, is not due to a lack of under-
standing. The various groups included in the study do understand each
other's positions on most issues remarkably well.

The findings indicate the critical need for industry spokesmen to
establish an effective dialoguewith government representatives and consumer
spokesmen, particularly spokesmen for Action for Children's Television, if .

they hope to continue operating with the relative freedom they now enjoy,
On almost every issue in the survey, the government respondents were on the
side of the ACT respondents and not the side of the industry--a fact that has
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serious implications' regarding present public opinion and potential legisla-
tion on the subject.

Although the study data supported most of the research hypotheses, the
significant differences in attitude between the surveyed groups and the
small amount of variance in attitude, within the surveyed groups is probably
a more significant finding than the fact that the typotheses were supported.
The 'difference in attitudes between the industry respondents and the ACT -

and government respondents is so large that no publicity,Campaign or good-
will effort on the part of the industry is likely to have much effect on
either group--at least not in the immediate future.

FOOTNOTES

1. James D. Gulley is an Assistant Professor of Business Administration at
the University of Delaware. The majority of the work described in this
paper was completed while the author was a doctoral student at Michigan
State University.

2. ScottWard,."Kids TV-Marketers:on hot Seat," Harvard Business Review,
July-August 1972, pp. 16-18ff.

3. See Raymond A. Bauer and Stephen A. Greyser, "The Dialogue That Never
Happens (Thinking Ahead)," Harvard Business Review, November-December
1967, p. 2ff.

4. When children's television is referred to in this report, it means
regularly scheduled network programs for which children make up the
largest percentage of the viewing audience. "Children" designates any
individdal aged 12 or younger. Most network programs on Saturday and
Sunday from 8:00 a.m. to 1:30 p.m. and The Captain Kangaroo Show week-
days on CBS would, therefore, be considered children's television shows.

5. Scores of 5, 4, 3, 2, and 1 were assigned to the 5 response categories
from Strongly Agree to Strongly Disagree. Mean scores therefore could-
range from 1.0 to 5.0. The higher the men score, the more group dis-
agreement with the item as stated.

6. Nine of the twenty-nine items used in the first section of the survey
were repeated in ti,e second section of the questionnaire. Respondents
were asked. in the co-orientation section to respond as if they were
someone else. For example, those in the ACT sample were told to respond
as if they, were spokesmen for firms advertising on network children's
television or spokesmen for the major network continuity boards,

See Raymond A. Bauer and Stephen A. Grevser, "Thinking Ahead: The
Dialogue That Never Happens," Harvard Business Review, November-
December 1967, 2-12, 186-190. Also see Scott Ward, "Kid's TV-Marketers
on Hot Seat," Harvard Business Review, July-August 1972, 16-28.


