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medicine .Atvert ising, (10) effects of cereal advertising, (11}

, hutrition learning from advertising, (12) effects of candy
adve:fisan.. d (13) effects of a&vertxsing on general food ‘
consumptien paiterns. (JINRB)

-

K ORI S R R A o ok R ok ok
* Pocuments acquired by BRIC include many informal unpublished *
* materials not avallable from other sources. ERIC makes every effort *
* to obtain the best copy available, Nevertheless, items of marginal. %
* reproducibility are often encountered and this affects the gquality =
* of the microfiche and hardcopy reproductions ERIC makes available %
* yis +the ERIC Document Reproddction Service (FDRS). EDRS is not *
* responslble for the quali+y of vhe original dccument. Reproductions #*
* *
* *

supplied by EDRS are the best that can bé made from the original.
#*t***t***tt****##*ﬁt**#*##ﬁ**#i******#**#*#t*‘**##**#t***ﬁ********t*

)]
oy




VY GRPACITMENTCEHEALTH
EOVEATIN KWL FRNE
AR OHAL MG TITUTE §f
5 RV eiN
Tw 9 Ulﬂ . PN X W RY.)

FCOPL OF INTEREST NOTICE
‘lu: ERIC Fachay has seigrnd

s

T

Loty g Ea T, whni AT RIS
A‘ A e ;

LS ELSERS 38 %)
LERIR LD

In Ouf fucdgement, 1Ry docusmng

4 a0 O istien Ja the rise .

o nOtms 1->R4u|m 1ot x«
Should refiuce thew

o AN M e A M
'

Depat cment of

MICHIGAN B
sre i COMMUNICATION
N College of Commumedtion Are-

: , ]

o L4 .

\\\. ]

< »

: . )
L]

EFFECTS OF TELEVISIOH ADVERTISING

Ol CHILDREN =~

* M s

SURVEY OF PRE-ADOLESCENT'S RESPONSES
T TBLEVISIOH COMMERCIALS

Charles Atkin

REPORT #86

IV ADVERTISING
AND CHILDREN
PROJECT




ES
-
.

o Y

s ’ ‘. T .
THE EFFECTS OF TELEVISIOV ADVERTISING ON CHILDREN:
. SURVEY OF PRE-ADOLESCENT'S RESPOMSES ‘TO TELEVISION COMMERCIALS

. - C -
‘. <

- . .

. ®e

N
»
[ .-
B

ww FINAL REPORT =
. . Y M A Y * , . s
- o July, 1975 ‘

-

o« & - -

*

2

. ' Charles K. Atkin g
\ ) : - Department of Communicatiozh g
N . Hichiran State University S

. ¢

¢

. Submitted to:

s . OFfice of Child Davelopmént
) Departngnt of Health, .
. - Fducation and "elfare ooy v

. N

. . Ll . "
i . . -
" * .

Primary research asgistants on thiv phase of the prpject :).ncluded

Hark Niller, Nancy Richardson, Gary Heald, Deborah Keller and
oo Robert HcPhoe.

. * PR




o *

. " ABSTRACT = - )

This survey research investigation describes patterns of advertising expo-
sure-and evaluation in the naturalistic asetting ‘snd examines the role’ of commer-
cials in late childhood socializatign. An omdSus questionnaire was administered
t¢ 775 Yourth through seventh grade-students in uﬂng, suburban and' small town
schoois in Michigan; two-thirds of the sample also cémplpted a suppiementary form
de with foofl and nutrition, while one-third answered additional medicine-
refated questions.” Multivariate analyses-assess the relationships among indices .
of advertising exposure and corresponding cognitions, attitudes, and behaviors. ‘
‘These are some key resulta: . : " \

<
[}
14

. , : Lo

(1) OPPORTUNITY FOR ADVERTISING é?OSURE ~~ Pre-adolascence iz a period of heavy
. television consumption, with respondents’ reporting more then two hours of prrime-
time viewing each evening. They still view many Saturday morning prograis- (par-
ticularly fourth and £1fth graders) and have begun watching teen-oriented musio
programs. These viewing patterns indicate that youngsters encounter a largs num-
ber of coimercials for a wide variety of product types. S

(2) ATTENTION TO COMMERCIALS -- Avaraging across measures fop if specific ads,
children report being modarately attentive when commercials appear. PSA's are
watched most tlosely, followed by ads for candf, hygiene, cereal, toys, and
ymiucine. Fourth and fifth graders pay slightly more atteption than older
«children, LT ‘ ‘ .

’

(3) EVALUATION OF ADVERTISING -~ Respondents express a lukewarm liking for five
specinin ads, as only one-third of the sample likes any ad "very much." Atten~
tion and liking are strongly correlated, Most children eport being irritated
by sommercial interruptions; the sample is divided on the question of banning
Saturday morning commerclals, with younger children and those who are highly
- Jrritated tending to favor removal, Pre-adalescents are generally skeptical’
of the trustworthinéss of TV ads; less than ome-fourth think that commercials
alvays 'tell the truth.and just one-eighth definitely believe’claifs in three
specimin ads. o . N )

A
)

(%) ADVERTISING- AND DISTRUST OF ADULT AUTHORITIES w- Children who disbelieve
commercials tend to disbelieve authority figures such as adults and salesmen,
but attention and liking variables.are not raiated to,elther form of distrust.
Apparently a viewer's skaptical response to ads is t!énsferred to other author-
itative sources, although exposure in'itself does.not produce this reaction® .

' {5) SOCIALIZATION FROM PUBLIC SERVICE ANNOUNCEMENTS -- Exposure to anti-smoking,

antf-littering and seat 1elt PSA's correlates modestly with display of correspond-
ing orientations. Effacts are strongest for literring and weakest for smoking;
behavioral practices are most clearly affected, probably due to frequent reminder
cues to perform these socially constructive actions. o ’
(6) ADVERTISING AND HYGIENE SGCYALIZATION -~ There are substantial positive as~-
sociations between exposure to deodorant/mouthwash/acne cream commercials and.
worrying about personal hygiene, using hygiene products, perceiving the import-
Ance and societal usage of ‘these proMucts, and believing that the products work
effectively. Those who don't interpersonally discuss hygiene topics gain some
knowledge about hygiene from the ads, ‘

-
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(§2) ‘IMPACT 'OF 'HEQSAGFJ REPETITION -~ Sheer frequen ‘of exposute {s only mildly

(8) EFFECTS OF ADVERTISING ON MATEREALISH -~ Mild positive relationships occur

S T N S A SRS

|

related to liking for a recently novel commercial éssage. Liking for the ad
is strongly associated with preference for the new produdt, and any influence
of repaated exposure operates indirectly via' the intervening liking Vl.vi«lbh. -

betwsen materialistic orientations and both general viewing and apacific toy
advertising éxposure. Lower status. childran are influenced most strongly.

(9) EFFECTS OF MEDICINE ADVERTISING == Exposure to uds for headache/stomach
ache/sleeplessness repedies is moderately related to children's perceptions '
that people often become i1l #nd rely on medicine, and to their parscral concern
about getting sick. Peérsonal usage and approval of medicine is only weakly
affected by advertising, as are beliefs ‘thet medicine works fast and “effec-
tively. Specific effects on orientations toward sleeping pills are very limited
and thers is no evidence that ads contribute to positive’ attitudes toward il- .
licit drugs; indeed, approval of cannabis substances is slightly inversely as-
sociated with medicine expogure. . < e . s

(10) EFFECTS OF CEREAL ADVERTISING -~ Childven who watch the most cereal ade on
Saturday television are much more likely to ask parents to buy cereals and to

oat advertised brands; those from families with no snack rules are most strongly
affected. There is also an indirect impact on arguing with parents and becoming

4ngry when requests are denied, which is mediated by increased requast frequency.

Mvertising does not significantly affect beliefs of the value of sugar or the
incidence of tooth cavities. e Lo v ' .

(11) MUTRITION LEARNING FROM ADVERTISIUG' -- cigildmn‘i’mt exposed to information- -

4l cereal messages stressing nutritfous breakfast habits tend to recognize the

importance of eating a good brepkfiast and to ,8ive higher nutritional ratings for

the ¢arcal, toast, and oraige juice, foods that™arg emphasized in these ads,

(12) EFFECTS OF CANDY ANDERTISING -- Advertising has a modest impact on childven's

eating of advertised candy brands and quantity of candy bars consiaed. There are b

negligible effects on beliefs about sugar and development of cavities, . .
|

(13) ADVERTISING EFFECTS ON GENERAL FOOD CONSUMPTION PATTERNS, -- Heavier viewers
are somewhat more likely to eat those types of food that abve promoted on telsvi-
sion, along with non-advertised foods. A moderate association occurs between
viewing and requests to eat at advertised drive-in restaurants, particularly
for lower status children. Thore is a limited impact on after-school snacking

‘Patterns of children in families with no exprass snack rules.
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* SURVEY OF PRi~: DOLESCENT'S BESPOJSES T0 TELTVISION QONNERCIALS
/. .
v - "

.

S ’ Children in ‘the ppa~adolquént ape range of 9 o 13 yoars old have the

“¥portunity to view hundreds of commercial messages cach week while watche
ihg television. This survey research investigation_examines the amount of
dkposure to TV advertisthents and the types of evaluative pesponsex to these
dz in the naturalistic home setting. The role of advertisine in social~-
#ing children in their development of cognitions, attitudes and hehaviors
hS’a;so explored in this study., °~ :

*  There are a wide range of research prohlems® that this supvey iﬁvesti-

-atés, Including these ‘basic topies: . '

(2) epportunity for exposure to TV adva;tising, as indexzed by extent of
vieking adult- and child-nriented television programs cardying various

. types of copmercials. \ . >

{b) patterns of attention to commercials, particularly ads for toys, can-
dies, cerpals, seneral foods, medicines, hygiene preducts, and public
servicy causes. - i .

(c) evaluations of commercials, especially liking and believing TV ade,

L .o ) .

(d) consesnences of exposure to misieading advertising claims in development
of goneralized distrust of adult authorities. '

(e) iﬁpact of public service announcement campaisms on beliefs, attitudes -
and prqgticg;»vegafding smokinm, litterine, and seat balts.

(£) offects of deoderant, weuthwash, and acne ervam commereials on pergonal
hygiene secialization, dn terms of Knowladge, perceptions, heliefs, .
- conecernsy And product usape, %

(g) influence of repcated meszape expozures on llkine for the mogsape ‘and
the product.: . /

- . ¢

L]

/
o~ /
(h) contriburion of general TV advertisineg and ‘toy comhercials %o acquisition
of materialistic orientations. . . \

.
-

\ B
(i) impact of commereials for headache, stomachache and sleaplesshess .
remedies on preceptions of sccietal illness and madicine reliahce, |
beliefs in sfficacy and speed of reredies, personal concern about 1ll-
ness, w3ae of medical products, and annreval of medicine and drugs.
. . - \

() ef?écta of foed advertisine on congumption of. cereal, candy and othenr
fouds, requests for food purchases, conflict. and anrer over raqdast
domialz, approval of supay, incidence of caviries, and beliefs about
nutritional walue of breakfast “ocds,

There are a number of theoretical framewaeks that can explain how tele-
vision advertising influences the cornitions, attitudes, and hehaviors of

.




als produces Imitation of wodels who attain rewards for consuming
ucts or performing normative .pwacticas, as the child acquires new re-
/,/’/ sponses for novel behaviore or is facilitated or inhibired in the performance
-~ of previously learned behaviors. Persuasion lcarning theories indicate that
children’s Leliefs, attitudes and actions are affected by verbalized appeals
from highly credible sourzes presenting carefu y desipmed-argumenta.--Much.
of the learning mav be incidental as the child acquires secondary percep-
tions while focusing on the product or cbserves ads while awaiting the next
program segment. In other circumstances, the child might be motivated to
use advertising inputs to reduce uncertainties sregarding purchases op .
appropriate social behavior. Developmental differénces are also important,
as children within this age ranre varv in cognitive structupe (the younger
ones are at the concrete operational stage of intellectual development, .
"*_ -7 while the older children have a mere advanced formal operational ability
T * to process messages), personal expericnces, communicatlon inputs from inter-
‘ personal and mass media sources, and phyvsiolorical and porsonality deve%cp-
ment . <

/::%%g;;g,. 5oelal learnloy theory sursests that the observation of mediated
po

. b2
1
¥

" ~ESFAFCH “ETHOD

#
The mothadnlopical approach emploved in srudyivg + isgue
P research, using a standardized questionnaire to measure each variable and

multivariate analysis to assess the relationships among variables. This

mode of Investifation relins dn self-reports of lactual experisnce with TV

advériising and current patterns of Fnowledpe, dttitudes, and practicas in

everyday' life. The roal Is a realistic deacript?ap of children's rexttions

to cormercials and their learnine from TV ads. Althoush the nion-experimental
. hathodologz does not provide unaripucus evidencé of causality regarding $he

effects of advertising, the field zetting allewiz more confident generalization

of the findinrs to the real world in which the clildren live.

Sample. The age ranne selected for this study is the late childhood/. .
pre-idelescent period represented by the fourth through seventh frades.
‘Children of these ages are old enoush to be formin orientations teward
hygiene, medicine, nutrition, and smoking, vet are still interested in toy .
products. This age group supplements ‘the younger b~to-12 yenr—oht age range
L, surveyed in the previous year's research. :

‘ -

.

Respondents are 775 children from a nutber of schools in urban, subur-
ban and small town areas of .lichiran. The cities avre Livenia (M2290), Dear-
born (¥=214), Eaton Rapids (Y=1%7) apd Lamsine (M=124): the specific zahools
are listed in Figure 1. Fourth sraders compose 15% of the smmple, fifth
graders 30%, sixth graders 21" -and gsoventh graders 34%:; the avéraze ape is

* 11.1 years. There are 54% giris and uS% boys in the sample. The father's
occupation was described by the children:. 152 wrote a job Ceseription
. falling in the professional/technical catepory, 18% indicated a clevieal/
sales occupation,,25% gave skilled labor Ldentificationk, and 22% 1denti-
fied an unskilled job. For 21 of the childrdn, the father is menployed,

and 18% did not provide an adequate response or bad no father (the overall

social status index also takes inte account the child's ratine of the mother's
accupation). s *

L4




Questionnaire desien. An ownituwu zurvey instrument uas prepared to mea-
sure children's Yesponses to telewision advortising alene a nutber of di-
rensfons., The core questionnaire included ih pazes of items administered to
all children in thi2 fourth through seventh grades. oot of the questions
were. accomganiod by multiple choley response alternatives that the child
‘eirdled or marked; on cight fters, “lanks wors provided for the child to -
write a brief open-endcd answer. v

» t

. In 3ddition to the cors instrorent used with all students, each queg-
tionnaire appended a supplementary s-t of items pertainine to either medfeine
' or food and nutrition. The Form A redicine version was distributed to )
: a subsarple of 256 fifth, sirxth and seventh grade students; all of them )
completed the five eutra papges of questiond. The six-page alternztive Form g
B swonlerent dealing with food and natrition was completed by 506 chiidren :
in the fourth, fifth, sixth, and soventh reades.  The teraining 13 respons
dents were unable to complete the: Form & supplement, but did ansuer the i .~ ]
core questionnaire, - N

The format of the questiommaire wis varied ‘throushout "1ith a mixture
of picture iters, close-indad iters, open-ended items and different
colored pages t6 minimize tediwn, The ingtrument began with a pape of *

~ commercial attention ftems accompanied by familiar still pictures from
€ach advertinnent then came LOnocusus questions about orientations toward
seat bel*s, littering and smokinir, followed by a series of ratinps for
television program vxposure. These first fev papes provided an easy, in-
teresting, and non~--ensitive bepinnine to the questiornaire. The subsequent
sections of the ouestionnaire bookled dealt with hysiene advertising vian-
ing and orientations teward hypiens, repetition of exposure and liking for ,
s the messace and product, belief in comrersials and adult authorities,

materialism, affective msponses to ads, and demefrraphic variables. The
set of medicine or foel items irrediately follosed the derographic papge !

to complete the beoklet.  copy of the quesfionneire appears In Fiaurs |
2 at the ond of the text. »

a0

For cach of the vroblem arvas, The questicnnaive centoined items mege- ,
suring eriterion varjables sueck as knouledpa, beliefs, attitudes, and be=
havior. These were accompanied by moasures af predictor variables at
variouz pointz throughout the instrurent, i.e., demoprsphice, te levisicn
exposure, and advertising attention., The bivariate and rultivariate re-
latianchips among specified variables could then be asaezsed in the.analyais.

The qu@gg§oﬁnaire was gccompanied by thvce inztrycrions: “HERE ARE
™ SOME QUESTIONS AROUT TELEYISION CuvrRcIALs. "LEASE TRY TO ANSUER A3 MANY .
A4S YOU CAP'. JUST CIRCLE THE ANSVER THAT TELLS THAT YOU THIOY OR "HAT YoU
0. IF YOU HAVE ANY TROUBLE, JURT RAISE VaUR HAND AED NE UILL HFLE Yol ’
YOU IO 0T HAYE TO “RITE YOUR JAYE O THIS SURVEY.,® ° oL

Althceurh the questionnaire featured giﬁple language and forrmat, we )
. . anticipated that younger studoots misht have troghle reading all of the o~
. iter= or keepinp an appropriate pace. In fourth and £ifth grade claszes
where the teachor felt that some children would havd difficulty cumplating
the inatrument alene, a proctor read cach questicn aloud to the clazs while ‘
| ‘ |
|

. ~

'.-‘ o id : ,
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\j‘“ T~ .. The wording of almost 411 of the itgme 14 presented in' various tables

useyluirxlud ansvers, The Instrument was selr-‘tdninistered by the older
_children. For most classes, 30 to 40 minutes were required to distribute, -

“ebtain respoenses; and collect the questionnaires. Thers were no sivn{ficant
;zmblem with -any of the questicns or procedures.”

Ttems and Indices. This section outlines the zets of items used Bz the
quostionnaim, and describes the construction of indices from individual mea-
sures. ‘wo approaches-ware employed in corposing the indices: summation of
equally-weighted standardized scores of each itam, and multiPlication of
pairs of standardized sub-irdices. The multlplicative technique was usegd in-
computing tye varibus exposm indices which ¢ bined degree of attention
‘and frequency of viewing. ' To determine a chil Paxposure to cortain types
.of advertising messages, it was necessady to take into account both the
numbar of exposure opportunities and the closeness of attention to the message.
"It is possible For a heavy TV viewer to ignore many of the gs encountered,
resulting in little actual exposure. On the other hand, a Hpht viewer may
focus on certain ads whenaver they occur; although frequency of encounter may
be infrequent, actual exposure may be substantial becauses the message is
closely attended. To provide for squal weivhting of the frequaiicy ard
attention sub~indices, it was nécessary to aqualize the ratioe of means and
standard deviations of each, . )

~ .
T ¢

in the Results section‘ the exact format d context of these itens can be
examined jn the appended questionnaire. Here are the sets of jtems and in-
dices for each p‘nase of the investigation, with tabular location speciﬂed'

OPPORTtmITY FOR ADVERTISI''G EXPOSURE -~ The potnm:ial for viewing oomerciam
13 assessed by measures of arount,of program exposum and total primo-time o
viewing ( ;,able 1). ; ' ¢

LS » >~ - e

Qaturday Mornine Exposura Index = Bues Bdnny + Addams Family + Scooby '
_Doo + Inch High Privaté Zye + I Dream%o‘f Jeannie + Lassie's, Rascue LT e
"Rangers + Speed Bugpy-+ Stdr Trek ¥ Jaasj.e énd the Pussycata + . .

Pebblog and Barm B&m . , S .-

Hygiene Program Viewing Index = Ameriean Bandstand + ’ﬂdnlphf Sp,acial +

I ,oncert + uOU]. Train o prime*tire viewing item-

PSA Program Viwlnp Index Bugs Bunny + Addm Family + Scooby Dod * .

Inch High Private Eye + I Dream of Jeannis + Lassic's Rescue Pangers "
+ Sneed Buggy + Star ka + Josié and the Pussycats +°PebbiIss and
Barm Bamm + American Bandstand + Hidnight Specml + Irz Concert + Soul
Traiﬂ N : ) ., 1, ]
Hedicine Program Vie«ing Index = atic"ma), Héus + prim—'tim viewing item
i . .

Total Television Ekposure Index = Bugs Btmny + Addars f'amfl; + Seooby v .”
Doo + Inch Hiph Priyate Eve +'I Dream of Jeannie # Lassia’s Resensy | ;
Pangers + jpeed Buggy + Star Trek + Jonle and the Pussycats % Pobbles
and Barm Barm + Amrican Bandstand + !{idn.{ght Spacial + In Concert #

Soul 'i'ra:'.n * prime-time viewing item * Uatic»nal Mewg g

-




- Pragram ‘J?e‘aing Indsy -

0

At tups of cemrerclale werd represented In
the questionnaire, with moacder of artertian to twanty-=~ix spocific ads
(Table 2).- = . - )

LY .

Anti-moking Atvortion Index. Tolf ad + Lﬁ'f‘f"“;,jt“fer‘-liii‘{:*‘ﬁ‘ﬁ ad

o, >
/A\“\\~‘i\;; Anti-Littering Ktténtisn Index = Indian .3 + Point-it-out ad
r A ’ ’
' ~

Seat Belt Attention Index = Sraken egr ad ¢ wan'teralk-to-you ad

fedieing Advertising Attention Index = Aeacin ad + Dipel ad + Somirex
ad + Pepto~Tisro)] ad ’

Toy“Mdvertising Attention Index = Suoopy Fencil Sharpensr ad + Kenner
C_ Temer and T-7-P Cvcle ad + Yertibird Helizopter and Pesue Ship ad

Hyniane Advertising Attentien Index = Pipht Cuard ad + Sure ad +
Listerine ad + Certs ad + Clearasil ad

Candy Advarvising ixpgaure Index = nefghay Chozolate Bar ad 4 Fease's,
Peanut Butt?r Cup -ad + ganeral candy advortisiny ewposure iter

tutrition Attention Index =z ottention to natrition part of ads for
Post Raisin Hran + Trix + Cheerles + Cinnamon Crunch + Yellopp
nutrition PRa-

5§ru5bk3 TO TELLDVISION AUVERTISINN == The actua) qepeaure to apecifie types
of ads is assussed with indices combining the viewlng and attention Me3sures
above, - "

nti-bmokine Exposmuw Indes = Antf~Cmobing &ttention Tndee 2 PSA Propram
Jiewing Index )

~

. y : . .
" Anti-littering Cwpesure Indow 2 inti-tittering Artention Index ¥ PSA

- - T r
%ﬁat Belt £#n65ura Infex = Zeat Relt Atrtonvion Indes ¥ PSA Pacgranm
Vieein, Ioder f ‘

</ .
Hyriene'ﬁdtﬁrtising.tz903u:§ Indiw ¢ Hyplone Advortizior Attentlon Indsy
& Hypler: Prapram Viewing Indox

Toy;6dv€réisina Lyposure Indey » Toy Aévrvtiuiﬂg Artantien Indew ¥
—Saturd%y Horninr Expesure Indax :

?ediciné'Advaptiaiué Evposure ITades = ¥adfeine Adwrrtisinge Sttentian
index ¥ ‘adicine ‘Prograr « Vieuiny Indew ’

Careal Advertising Lepesure Isdaw genecral comral adertiadne atrens
tion itom ¥ Saturday ternine Syposare Index .
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% »

Butrition Dwpsaur: Inder = Yuarritfsn Atveation Index ¥ Saturday Mowning
Exposure ‘Indew ' .

Landy Adwertising Dsposarc Index = Candy sdvertising Attention Index X
Sarurday ¥oreine Exrosars Indey .
Vo LIKING FOR COMMERCTALS <~ Un five of the-ads visually pertrayed in the ques-
Homair, students were acked to rate their desres of 1liking for the commer-
aial (Tuble u), o '
i Advertising Likiny Index = Uikinpg for point-it-cut ad + Clearasil ad *

. Snocpy Faneil Sharpener ad + Yenper Tosier and T T-P Cycle ad + Pepsi:
Coad ?

OPINIONS ABOUT TELEVISION ADVERTISING =- One oot of items asked whether ads

should be reraved From Saturday television, whether .ads interrupt program
L, enjoymant, and wherber advertisine affect: viewer mocds (Table 5).

BELIEF I¥ TELEVTSION CNIMERCIALY ~- Three of the pictured commercials were
accoepanied by questfana dealing ~ith bellef of message claims; another
screening question dealt with general veracity of commercials (Tabla 6).

) ‘dvertising Dishollef Index = dishellef of C;:§£%§i1 ad + Kenner Tower
‘ and T-T=P Oycle ad + Yertibipd Helicoptor am stue Ship ad + always-
tell-teuth {Yem

JISBELIEF OF ADULYT AUTHORITIES = Ta tan the extont of skepticisn of adults
and other suthorivy firurez, three guestiors as¥:d whether the child be- y
lieves that adults, salesmen, and nevsocasters alvays tell the truth (Fable 9).

Disbelief of Adult Authorities Indew = dizholief of adults + salesmen
* DEWicasters .

-~ hd *

ORIENTATINNS TOUARD SMOSING, TYTTERING AND SFAT RELTS -~ Amons the nator
causes prevoted in public gervies anfidungements are campalems apsinst
smoking litterine and noneude of =eat belte o measurd the cornitive, .
affective and bohavioral offects of theos mesnap@s, thres itews were pre- )
pared for each tople (Table 12, 13, and Iu), _
o ~2
Anti-croking Indew © wzon*t srohs » tells parents not ‘o smoWo-t bew
ileveg smokine harmful :

<

Y

f oad

Autd-Littering Index = bellewss drportant not to litter + t2lls otheps |
nat to litver + desun't litter R : L

Y ; .

1t Index @ ougor sestie it + bolioves belts helpful + favors seat~ |

DRIEUTATIONS TOWARY WYGTENE -« Tws urd 5 nolf parel of the queatioonairs cone \\*
tafned dters dealiog with personal bypicne problers (Table 17).  These can & |
ba dividod Inte varlanles of Mnodledge, pareeption, helief, soncern, and : -

unATe . .

E[ﬁl(; ) ; | 1o | | -
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Hyplene Knowledse Index = number of deaderants listed + awareness of pea-
sons for using deoderant and meuthwash 4 awarenese of distinctions-

between two typed of toothpaste .

B . . - N

Hysiene Usage Perception Index = pererived usage of deoderants +
mouthwash + skin crean 2

Hypiene Isportance Index = belief in Importincé of people using decderant
!+ mouthwash e - T )

' Hygiene Concerny Inded = worrying aﬁaut'bady odor + skin blemisheg
Hygiene Usage Indéx = frequency of using mouthwash + skin crean.
~ ! * ]
MATERIALISTIC ﬂRIEHTAiIéHS ~~ A gix~item batterv measured children's atti-
tudes teward material soods, such as toys, money, clothes and cars (Table 21).
\ R ”»
Haterialism Index =-thinks toys produce hap§§ness + thinks money is -
- important + wants to impress friends with foods + prefers toys “to
playground + thinks clother immortant + wants luxury car "

HEDICINE ORIENTATIONS -~ Children receiving the medicine form of the quese
tionnaire were presented with 28 iters dealing with cognitive, affective
and behavioral aspects of medicine snd drug issues (Table 24). A numbeor of
these were combined inte indices, while others were analyzed individually: -
these are the major indices: ’ e \

A
Ferceived Illness Index = estirated frequsney that paogle.gng stomach
aches + colds . . )
* —— e - = N .
fieneral Medicine Efficacy‘!ndeg z believaz that peeple are halped by
medicine for storach achesz + celds

General “edicioe Speed Indzv = ballsves medicine works quickiy for
stomach aches + colds
. A J
Fersonal Illness Concern Index = warpy about gmetting stomach aches +
Y, colds .

Fersonal Illness Index = frequency of retting stomach aches + colds

-Personal Medicine Usare Index = frequeney of usine redicine for
wntemach aches + calds
— .,
Personal Medicine Efficacy Index = balieves thar madicine helpg re-
\ lieve stomach Fches + endds

e

I1licit Drur Appraval Index = approves of upper. + downers ¢+ dope +

. grass or pot

FOOD AND NUTRITION ORIENTATIONS -- An altegnative aiy-pape asupplement to the
questionnaire covernd a wide range of topics relating to food consumption,

- *




requests‘and denials for cereal Qarehases, baliefs about nutritious foods,
approval of supar and incidonse of cavities (Table 27,,30, 33, and 36).

%nnsumptfbn of Heavily Advertised Cereils Index =.-Adha Bits + Boo Berry
+ Sugar Smacks + Cheerios + Pebbles + Captain Crunc Pice Krigpies
+ Raisin Bran ' - .

7

Consurption of Lightly Advertised Cé;eals Index = 'heaties + Quangeroos
+ Corn Flakes + Rix + Cocoa Puffs

Cereal Denial Response Index = freqiency of arguing + anger

Nutritional Value of Emphasized Foods Tndex
plain cereal + sweet cereal

orange juice + toast 4

A}

waffles + Poptarts

L]

‘lutritional VYalue of Advertiszed Foods Indewx

Natritional Value of Jonadvertised Foods Irnidex = egps and bacon + donuts
+ cream of wheat . -

3

Consumption of Heavily idvertired Candies Index
+ kit Kat + Choe-N-Lite

Hershey Chocolate Bar

-

Snickers + Buﬁterfinger

1}

Consumption of Lightly Advertiszed Candiez Index
* & i1k ‘Duds + Baby Ruth

potato chips + soda pop

i

Consu&pticn of Heavily Advertized Foods Index
+ hamburgers + chocolate drinks + cookies

»

]

Consumption of Lightly Advertised Foods Indax = pretzels + {ce cream +
hot dogs + cake ~ .. ' .
DEMOGRAPHIC INFONMATION -~ Children were asked to report their age, sex, sachool

performance ("Howywell de you do in school -- how good are the grades on your
report card?" "“EFX GOOD/FRETTY GOOD/NOT S0 GOOD), and parental oceupation.

Analysis. 7Two basic types of deseriptive statistics are used to repra~
sent the rclationships between variables in this investigation. Correlation
coefficients precisely describe the linear association between the advertis-

£ exposure irdices and the various indices of knowledge, attitudas and
behavior: (a) zero-order correlations are initially calculated to describe
the raw bivaviate association between predictor and criterion variables;
(b} partial correlations are then computed to control for the contaminating
Influente of antecedent variables (such as grade in school, social status,
and prior behavior patterns) that might explain the existance of & partly
spurious raw relationship; (c) conditional partial correlations are then
computed to assess the mature of the relationship under variocus.antecedsnt
or intervening conditions (such as males vs. females, high vs. low status,
and presence vs. absence of communication behavior) that might facilitate
or inhibit the effects of advertising exposure; and (d) path coefficlents

1o
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are alroemployed to analvao interrelatianships amone sats of variables in
several phases of the investiration.

kY
ihe meaning’ of correlation coefficients, especially between indices, are
often difficult te interpret, even by social secience researchers. Scholars

| may - argue over the importance of a correlation of +.10, or +.20, or +.35;

g non-gcientists have little basis for understanding such figures. Percentage

, differences provide a more concrete and readily interpretable representation
of relationships, comparing the specific answers of those respondents who
are heavily or lightly expqsed tc certain advertising stimuli, ' The advertis-

. ing exposure indices are dichotomized near the median to vield a gross classi--
fication of respondents into the “"lLight" vs. "heavy" exposure groups. Th
distribution of responses by each grour can then be descrided in percentiare .
form on every individual questionnaire item. This allows the reader to
assess the magnitude of difference between the groups in easily understandabl
statistical firures. Furthermore, the reader can ascertain the absolute )
proportion of respondents who chose the various response categories on each
item. ) .

. .

Nost tables feature the raw cross-tabulations between the predicror and .
criterion variables; however, when moderately or highly contaminating con-
trol variables are identified, .partial cross-tabs are computed. This pro- "
cedure involves dichotomizing the exposure index sepafat§;§:§br each subgroup
on the critical control variable, such that respondents a assigned into
the “heawy" and "light" exposure groups based on. their score relative to
others in their subgroup rather than the overall sample. In. most analyses,
grade in school is the control variasble; to eliminate the contaminating ,
influence of this factor, the “heavy™ and "1ight exposure groups are composed .7
separately at each grade level before overall differences are computed.

a

.
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. , RESULTS

. ‘ T W ' f St
. he Findings from thie survey gquestionnaires are described by crdss-gection-
al correlations, which severely limit inferences that advertising exerts:ia N
: causal influence on children’s thinking and behavior. While partialscornd- v
. lations controlling for demographics or other obvious contaminating variables i
" can help to establish functionality in these relationships, the issue of
causal direction is more douhtful. In each of the areas studied; it is
plausable. that pre-existing knowledge, attitudes or practices may lead .the
"+ child to selectively attend commercizls consistent with these prior orienta-
tions; for instance, children concerned about acne may seek cut acne cream . .
commercials. Thus, conclusions regarding advertising effects on the criterion
variables must be tempered by the recognition that the reverss flow of causal-
ity may account for considerable variance in"an obtained relationship. Never-
theless, such a functional explanation for associations does not necessarily
wean that the advertising does not play a role in socializing 'viewers; it can
be argued that the children are using advertising messages to learn about
matters of relevance to them, which is basic to the sociali‘zation process.

. The presentation of findings will progress from assessment cf television
viewing patterns to commercial attention patterns to evaluative responsas

such as liking, opinions, and beliefs regarding advertds;ing. Then specific

topic aveas will be covered, including learning from piblic sepvice announce-’

ments, hyglene learning, development of materialistic orientations, the role

"of repetition, medicine advertising effects, and food advertising effects.

- The presentation of data will not be accompanied by tests of.statistical

significance for each relationship. Due to the larpe sample size, even small

correlations are significant; thus, the significance level has limited meaning. .

. Furthermore, the main objective of the survey analysis is to determine the

‘ strength of association rather than the existance of a velationship. For those
who desire such information, the following chart provides a general gulde to the
significance levels for zero-order anc partial correlation coefficients for the .
overall sample, thea medicine and food/nutrition subsamples, and various demographic
subgroups. For ingtance, the overall N=775 requires a correlation.of .07 to .
achieve significance at the 5% level and the 1% critical value ig .10.

< . p<0°5 p_‘.Ol -
Overall sample N=775 07 .10 ~
Yales . N=380 S 5 § A4 B
Females - N=u15 .10 «13
4-5th graders H=347 L1 - 14 ,
§~7th graders N=428 J0° .13 )
High status . =32 11 15 .
Low status =382 11 14 ) ' \
Hc&c,iue subsarple =256 13 A7 - :

w Food subsample 11=506 LY v o11 .

L

. . .
. . .
N . ..
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. vision programming. A child who views almost no televisfion will rarely ‘see

r

" time periods, viewing behavior is measured several different ways. The

“elothingy plus some PSA's. General advertising exposure, including medicine

more likely.to consume these Saturxday morning programs than sixth-seventh

‘cials. On-the other hand, the’child who watches four or five hours per day A

Ppresented by four weekly pop music programs, measures the opportunity for-

. 11
| . ‘ . \
- OPPOilTUNITY FOR EXPOSURE TO COMMERCIALS ON TELEVISION ‘ E

-

- A necessary condition for gontact with commercials is viewing of tele-

TV advertising and probably will not be significantly affected by codmer~ R

has ‘the o’pport\mit{ to see perhaps thirty thousand advertising messages 1
each-year. Thus, 1t is important to.examine the amount of time that ehilT K
dren spend watching television. { * Vol

. . . . . !

»
-

', Since different kinds of ads are shown during different programs and !
first category is Saturday morning programming, the conventionally defined[;
vehicle for children's advertising. Ten programs representing different
networks, time slots, and audience appeal measure the opportunity for ex- Ao
posure to child-oriented ads for toy, cereal, candy and other edibles,.al v
with many types of public service announcements. The second category, re-

viewing teenage-oriented ads for hygiene products, food products, and

advertising, is indexed by the number of hoursviewed during evening prime-
time; daily viewing of national news offers a particularly extensive chance
to view ads for medical and drug products. . ‘

_ Saturday morning viewixjg. Table 1 displays the proportions of chil-
dren who say they watch various individual programs "a lot." With one
exception, the ydunger respondents in the fourth-fifth grades are whuch

gradersl. On some shows, there are only minor differences between boys and .
girls; /however boys more often see Bugs Bunny and Star Trek cartoons while .
girlsTtend to‘'view Jeannia and Pebbles and BammBamm cavtbons. There is )
consistantly greater cartoon viewing reported by the lower status.children
than those from higher status homes.. : '

. » o

Averagifg across the ten programs, 36% of the younger children vs.

22% of the older age grouplard heavy viewers; the diffepence between .o

lovwer vs. higher status categories is about half as large. No overall amount

difference appears between the sexes, although programming preferences

differ somewhat. - o ‘ . ‘
’ , v : .

In terms of program popularity, Scooby Doo is seeh "a lot™ by 45% of
the sample and "sometimes" by an additional 36%. Other highly ranked
programs include Bugs Bunay, 5eannie, and Speed Buggy. On the other hand, -
Lassie's Rescue Kangers is viewed by less than half -the sample. ,

Pop music pmgr*&m viewing. Table'l also presents the ‘findings on the
four teenage music programs. Although there is considerable variation from
program to program, the averaged dafa show that ghe sixth-seventh graders
viey slightly more than the fourth-fifth graders, that girls watéh slightly
more than beys, and that social status makes no difference in exposure.

The most popular show is In Concert, attractin® more than half of the chil-

®
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. /waj:ch the maximuin 3 Licurs, and the mean viewing time is 2 hours and 17

. o 12

!. .

{dren; the other three programs are seen by slightly less than half of the
respondents. About one-fourth of the sample report viewing the typical
music show "a lot" of the time. . .

- »

< Evening viewing patterns. A single item asked children how many hours
th y"&r;ewed TV on an: "average evéning between 8:00 and” 11:00." Response
categories represented each half hourylevel from 0 to 3‘howrs. The amount
of exposure desgribed by the childben Ys quits high: u0% say that theyc

minutes, . . 500 . l ~ e
In Table. 1, -it cah be seen that somewhat higher viewing levels ave
found for younger children, ®oys, and those from lower status backgrounds.

However, ‘these differences represent only about ‘16 minutes, per evening on
the average. ‘ o .

-

*
Ld

About two-Fifths of the cﬁiidrgn say that they watch the national
news, with only 15%*indicating heavy viewing. .News exposure does increase
with age, and is slightly greater for the higher status children. .

-~ - i

" -Discussion. lLate chil#hood appears to be a period of heavy.television -
consumption, both for thé child-oriented Saturday programs, and the adult~
oriented evening programs. Many also view'the pop music shows aired on
Satupday afternoons and lateé evenings. Although the estimates provided by
the children are likely to be inflated, the magnityde of agtual exposure
is still impressive. It is clear that children between- the ages of 10 and '
13 have the opportunity for extensive exposure to a wide variety of ad- o
vertising messages., PR .

. K

.

Younger children in the  fourth and fifth grades report watching more -

television than those in the sixth and geventh grades, particularly on
JSgfturday mornings. Hales Stg slightly move in ‘the evenings, but do not
differ importantly from the females on other types of programs. Those

from lower status backgrounds generaily view more TV than higher status
children. The national news is the main exception §o these basic patterns,
and pop music program viewing diverpes slightly from overall‘vipwing
behavior. * et

TN * ; * A ] o " .

7" .The ‘amount of exposure tovarious types of television programming does
not necessarily congtitute an accurate index of. advertising exposure, how- « °
ever. A child might sit before the TV set watcling a-program while tuning
out “some commercialsa and cleosely attending others. Thus talevision viewing
can be considered conservatively as .an opportunity for rather than a .
guarantee of advertising exposure. Actual attention to a particular
commercial or type of commercial is agsessed in the next seetion. Thege »
meflurea will be combinad with the TV viewing measures to extimate adverw
tising exposure rates. Program viewing will be used to reflect the fre- A
quency of encounter with an advertisement, given that some degree of atten- ,
tion is-accorded the messape. Twoechildren who say that they pay the same: . .
level of attention to a w0y ad 211l hawe ditferent exposure peores, depend- ’
ing on how much they are axposed to the ten Saturday morming programs. Thus,
these variables will pm\fn.important role ,in subsequent analyses.

& - N -
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__MNatch _it, and 19% !never" watch it. _The final set of.figures in Table 2

_ - apre highly attended by»; 39% of the children. .

» ing is attended by 33%, with med_icine advertising showing the lowest rate

« g

. ST ATTENTION TO COMMERCYALS ,

»

-
-

. On 26 jtems displayed throughout the questionnaire, children were
asked to itidigate the degree of attention that they paid to specific
commércialska;ong a fout-step scale. Since these ads ropresknt a,wide
- variety ofaﬁ§OGQcts and ideas aimed at both cthild and .adult audiencys,

computing an\'overall average distribution across all commercials provides
precise evidencepf children’s attention patterns. According to these.
self-report ‘data, when a commercial’ comes on 1V an avérage of 17% of the
children "always" watch it, 24% "usually! watch it, 40% "sometimes"

'show that the foupth-fifth .graders attend slightly more closely than .the

sixth-seventli graders, with an average of 20% vs. 14% reporting that they

-always view & given advertisment. There are no overall differences be-

tween boys vs,”girds and those from higher va. lower social status back-
.Y . . A T

U’Omd . M
.’ ¢ . VF*/’/‘/:

f ercials. Table 2 and Table 3
present the findings for nine—types of television commercials. Children
report viewing publie-Wervice announcements most clcsely; on the average,

~ more than half always or usually watch the six PSA's studied in the ques-

,tionnaire. Anti-littering PSA's are most popular, with 65% watching S
always or usually. Second most popular are anti-smoking messages, as |
56% scored-in these upper two attention categories. The seat belt PSA's

A . .
Among product commarcials, 50% give high attenticn to candy advbrg;a«
ing and 41% give high attention to hygiene advertising, closely followed
by 39% for cereal advertising and 38% for shoe advertising. Yoy advertis-

of 25%. :\‘ ..
y i

Agey differences in attention. ,0lder children pay slightly more atten~
tion to public servicé announcements than younger: children, with an aver-
age of 55% vs. 51% scoring .in’the upper two response categories. Candy
attention is also slightly higher in the older age group. On the medicine,
toy, hygiene and cereal attention measures, younger. children report con-
siderably greater attéention. Thus, the paid commercials tend to attract .
more attention from the fourth-£ifth graders than the sixth-seventh grade

scudents, regardless of subject matter.

Sex differences in attention. There are only marginal differénces
between males and females on most types of advertising. The key exceps
tion is for toy commercials, where 39% of the boys vs. 27% of the girls
attend always or usually.: To test whether the sex of the actors is an
important facter' in attracting viewers, a shoe product appropriate for
either sex was selected for closer study. Keds "Gold Hedal" and "Tail
Lights" shoes can be worn by Both boys and giris, but the "Gold Medal" . .
commercial portrayed a boy rummer while the “*Tail Lights" ad featured both
boy and girl bike riders using the shoss. A pictorial and verbal repre-
sentation of each advertisment was presented in the questionnaire,

< ’
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—_nhm—“"“""“““‘Discuasionv__findin 5 gated across a number of specific aéton-.

" general Tail Lights ad.

'respondents attend medicine advertising somewhat more clodely. There is

~
»

&ccompanied by the attention question. Table 3 shows that ue% of the hoys
vs. 39% of the girls always or.usually watch the boy-oriented Gold Medal
ad, while 34% of the girls vs. 30% of the boys are high axtendevs of the

/Status differences in attention. While there is no overall differ~ ’
spce between cnlidren according to.their social status, the pattern varies
type of commercial. Theose from higher status backgrounds pay slightly

re: attention to public service announcements, while the lower status ‘-

also a mild tendency for more higher status children to watch‘c:ndy adv:ru ——

tising. ‘ . ¢j .

b ]

tion measures indicats that ¢ nedther— attentive nor iu-
attentive to television commercials. For the typical TV ad, ailmos — ]
thirds of the children fall into the middle categories on the ntthntion

scale, saying that they "usually” or "sometimes" watch the message. While

genecal advertising attention drops slightly as children become older,

there are few differer .s by sex or social status. .
~ Children are mdre attentive to public service messages than conven-

tional commercials, and pay somewhat more attention to Saturday morning

advertising than adult-oriented ads in prime~time. Surprizingly, the

younger fourth and fifth grade students give high attention to ads for

adult products: almost half "always" or "usually" watch hygiene product

commercials and one-~third devote this much attention to medicine advertis-

ments., . . '
Boys watch. toy commercials more clasely than girls, but other types .

of commercials produce no differences between the sexes. There is a :

tendency for girls and boys to selectively expose theniselves to a pair of

commercials for equivalent products according to the sex of the performers .

“in the ads.

,EVALUATION OF ADVERTISING -

The survey assessed the respondents' liking for specific TV commer-
cials, attitudes concerning the general practice of advertising and
affective pesponses to ads, and belief in commercial messages. Each of
these factors involves reactzons to advertising along an evaluative dimen-
sion, .

Liking for commercials. Fbr five of the commercials pprtrayad in
the questionnalre, measudes were obtained on’ the degree of liking for the —
ads. Qn the average, 16% of the children veport liking the ads "very
much," with 37% indicating "pretty much" and 47% marking»"no go much,”
This lukewarm Tesponse varies only slightly by the demographic charvacter-
istics., Table 4 shous that 18% of the fourth-fifth grade students vs.
14% of the older group selected the most favorable evaluation eatogory,
with no difference between males and females or between higher and Lower

- A
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status ‘children. Predictably, youncer chi‘ipen definitely tend to like the
toy commercials, while the oldgr ones rore Mftén express liking for the )
Clearasil skin eream ad, "Mrls ars more 1ik:ly to like the Cloarasil ad and
Pepsi ads, while bhoys profer éhq,metorcycl& toy commercial. Therd is slight
tendency for higher status children to like the Pepyi serivs of ads and fo
lowap status childrea to like one of the toy ads, @/ ’
. ] z . N
“The most highly raved advertising is for Pepsi, with 36% in the high-
est liking category. The anti-pollutiori PSA is"also well liked, as 25% N
of the sample’ express high liking. The two toy ‘ads are much less popular, .
both attracting less than 10% wigh- Yiking. Just .3% say that they like the

Clearasil ad very much.

14

q L4

There is a mild teudency for children who 1like one commercial to also
like the other commercials that were measured. Although the five ads are
somevwhat dissimilar, there is an average intercorrelation of +.13 among
the liking ratings, and this pattern of associations remains when the grade,
sex, school performance and status are controlled.

-

There is a clear relationship-between attention to a commercial and
liking for that commercial, in the’three cases where HotN:
obtained, Averaging the skin cream, motorcycle and anti-follution ads,
" the correlation is +.48 betweer degree of attention and degree of liking -
for the ad, When the four control variables are partialled out, the
carrelatiod\txops slightly to +.45, ' .

P
InMhe case\of the Snoopy pencil sharpener, the total number of ex~
posares was available as the predictor variable rather than the usual
attention measure. The raw correlition between exXvosure freguency and’
liking for the ad is +.23, and the partial correlation is +.17. Table 19
displays the proportion of respondents who expreassed liking at five differ~
ent frequencles of exposure. Of course, many of those 'who hadn't seen the
ad did not evaluate it. Among these with 0 exposures who did respond, just
9% say they liked it "very much" or “Sairly much," with the vast majority
at the "not much" lével. Among those ¥ho had seen the ad from 1 to 5 times,
" 44% express liking; 45% of those exposed 10 times indicate liking, vising
to 49% of those seeing 20 or 30 presentations and 55% of. those seelng it
40 or more times. ‘ '
For the Pepsi commercials, the liking measure was accompmnied by an
affective response item asking whether thegse ads make the child feel
better or worse whenwatching while bored or lonely. Those who report an Jﬁ
improved disposition like the ads the most. There is a raw correlation of |
+.84 between the two variables, which vemains at +.32 when the control .
variables are partialled out of the relationship. In percentage terms, J
24% of those who feel worse report liking the ads "very much" compared to |
63% of those who feel betier; converaely, 32% of the former group vs. 3% of |
" the latter group dislike the ads. ‘ix , J—
Attitudinal responses to advertising. One peneral opir u item asked |
whether all commercials should be taken off of ‘television . Saturday
mornings. Table 5 presents the wording of the question and the ansvers
.according to subgroups of children. Overall, 33% feel affirmatively that
4ds should be removed from Saturday morning TV, and amother 30N say that

AY
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, programs, or provide a break in the programming.

.

"naybe" ads shouldn't be shown. The vemaindar dppose the ider.~ Youngep

children display the most negative opinion: 45% of. the fourth-Fifth

graders vs. 23V of the aixth~seventh graders’say "yes" to the removal

proposition. Boys are somewhat more. in favor of the proposal than girls,

and lower status children suppert the idea-more than, middle class children.
. , P

..' A follow-up question probed the reasons behind tiiis opinion, asking:

"why do you feel that way about Saturday morning commercials?" * Among
. thoss favoring the removal of ads, most write that the ads "interrupted”

- the program or "disturbed" their enjoyment. Small ‘préportions: are nega-
tive toward the tontent of ads, or dislike the Pepetition of commercials .
presentéd during children's houra. Those who oppose the idea of taking off = °
commercials write that ads are informative, entertaining, pay for the .

* .

/’ - A general affective response item asked how ofteh the child is bother-

/ od by commercial interruptions during TV programs. Overall, ,79% are o 0

* ' bothered "a 10t" and 18% are irnitated "sometimes" by the practice of pre-

. senting ads within programs. There are no clear differences between the :
grads, sex, or status subgroups'on this measure.

at

- - —-~ - school performance and status). Among the majority who say that commer-

Those who report that commercial intarnXptionW
to favor taking commercials off the air; there is a correlation of +.26 -

between these two measures (partfal r = +.25, controlling grade, mex, -

cial breaks bother them "a lot", 39% definitely favor removal of ads and

26% raspond "maybe," On the other hand, only 8% of those sho are "some-

times" or "never" bothered definitely favor removal and 37% fall in the

"maybe' category. ‘ 't
y X

Another affective response item asked whether the lively Pepai ‘ads
combat or intensify depressed feelings. Table 5 shows that slightly ovet
half of ths children are not affected by such commercials, yhile 22% fael
woree and 25% feel better after seeing them. Younger children tend to feel
worse and older children tend to feel hetter. Boys respond negatively and
girls respond positively to the ads. There is a slight tendéncy for high-
o 1;.tai:us children to improve their disposition, compared to lowar status
children. ’ .

k]

Belief of advertising., Respondents were asked a general question .
about the trustworthyness of 1TV p?“c«;mrcials along ﬂithgthm sg-clfic be-

lief items pertaining to currently advertised products. These items are

presented in Table 6, accompanied by data on grade, sex and status diffar~

ences in bellevability. Table 7 displays correlations between the belief

measure and a nunber of predictor variables. -t .

1

|

: |
Less than one-fourth of the sample think that "TV commercials alvays 1
tell the truth.” Disbelief is ressed by 71% of the younger children and !
81% of the older ones; higher status -children are more skeptical than Jow- |
er status children by a 81% to 73% margin. Those who felt that commercials |
are uot always truthful were asked in a follow-up question to indicate which |
commorcials are not true. Cosmetic advertising is most frequently cited,

-
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-, especially by girls. Toy and a{xtanobﬂ?ads also receive mention by ore
- than 5% of the sample. On ‘the other hand, commercials for candy, drugs,
cereal, stores and restaurants areriimost naver mentioned. One-tentl of
v the children feel that all .or, almost all ads are not ‘truthful; one-fourth
cannot  name a specific ad although they say ads aren't always true.

.comercial that they identify. The subset of respondents who had mention-
-ed an ad tend to focus- on the logical validity of the message claims ap

5 the primary ressen- for disbelief; 21¥ of this subgroup give reasons relat-

i * ing to the improbable .or irrational ‘features of the message content or :
presentation.” Older children and girls tand to mention message reality .
- factors. Direct experience with the product fs the basis for disbellef in
. 11% of the cases, while personal advick from others is almost never cited.

. The veracity of two toy ads and a hyglens product ad was also evaluat- .
od-by the childrer. For the Clearasil skin cream commercial, 11% of the
respondents say that they definitely believe the major effactiveness clainm

- and another 61% say "saybe." For the Kenner motoccycls toy commercial,

.13% say they definitely believe the visual performanoe displayed in the ad
and another 40% say "maybe." 1In a similar item, children who had played
with a Vertibird helicopter were asked {f it is better or worse than the

[ ——toy—portrayed in the TV commercial; while half say * it was "about the same,"

L3

»

There is not clear pattern of differences by grade, sex or status across
these three items. -~ : - '
. In Table 7, it can be seen that consistent positive correlations are
»  found between amount of Saturday morning viewing and the bellef neasures.
Attention to ads, particularly the ones corresponding to the bglis® items’, \
is also mildly related to belief. Liking for commercials also shows this
pattern of mild positive correlationsy in the two instances where corres-
ponding measures were available the associations are above +.20. Child
characteristics are not consistently related to these items, as indicated
in the previcus tabdls. '

* The intercorrelations among the general and specific belief items are
relatively weak. The averege carrelation between belief of the motorcycle,
skin crem and helicopter ads is +.05. The average covrelation of these
thres measures to the general rating of the truthfulness of advertising is
+.12, :

Discussion.. These findings yield a variety of interesfing patterns in
the manner that children svaluate advertising. Many of the respondents
have strong feelings about the advertising that they see on television,
both favorable and unfavorable. Although occasional differences occur be-
twean the various grade, sex and status subgraups, their overall responses
are more uniform than disparate. Apparently advertising génerates gimilar
reactions regardless of thé characteristics of the ¢hild, at leasg within
this age range. ) . :

T There is great variation in liking for specific commercials, sven

across thé linited range of ads presented in the questionmaire. In general,
, . ~children ara not highly favorable toward the advertisments studled, which -

) 24 ‘

& second follow-up item probed to find out why they don'.% believe the "

about twice as many of the remainder Say it #A¥ Worww rather—than-Detter.. . -
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. are fairly typical of ‘the commercials viewsd by thie-Sge group. Toy
commercials apparently lose their appeil by the time shildren reach middle .

school; the sixth and seventh graders: clearly don't enjoy such advertising.
Relialzle sex differences in likhg occur for several commercials, with
boys prefering a standard ‘toy ad and ¥irls expressing prefarence for a
hygiene advertisment. .

. Despite the fact that the five test cormercials were dissimilar,
there is a tendency for the ratings to converge; some children generally
like commercials, while othsrs generally dislike ads. Furthermore, thoss
who pay the most attention to commercials show a strong tendency to like
the ads. The causal sequence in this relationship is not clear, as it is
possible that greaten attention produces greater liking, or that favorable
evaluation of ads leads to fiore attention to the ads (conversely, dislike
may produce avoidance of advertising). The most likely inference is that
the two variables are'reciprocally related, with ‘a mutual causation from
one to the other. In“terms of sheer frequency.of exposure, a moderate
association is obtained between the number of times an ad is encountered
and liking for the particular ad examined jn this atudy. This provides
some evidence that mwere exposure to a novel message engenders positive
affect, although the effect is not strong nor is the dirvection of influ-
enca clear, R \

This survey doses not atte@gﬁ to systematically explore the bases
or_that ‘wasestudied] the emotional re-
sponse to 2 commercizl along a "feel better" to "feel Wimse" dimension; - -
shows a moderate correlation with liking for the ad. Hdeh more research

is needed to identify the-reasons why children like some ads and dislike
other ais, .

-

> R N v l
: %:6 iz considerable divergence in the children’s opirion about
whétheradvertising should be removed from Saturday morning telavision,
with the sample splitting into three equal-vized groups saying "yes,"
"maybe," and "no.” On this issue, one of the major demographic differ-
ences is found: younger children are twice as likely as older children
to favor removal of ads. The major criticlam of advertising that under-
grids this attitude is the interruption factor, as many children cbject
to ads disrupting their enjoyment of programming. Few children are up-
sat by the content of advertising or the style of presentaticn.

. A -, -

« '

The disruption objection is more forcefully apparent in an.item
asking whether the viewers are bothered by advertising interruptions. Al-
most all say that they are irritated, with the vast majority indicating
that this happens “a lot."” These are the same children who tend to feel
. that advertising should not be allowed on Saturday morning television.

_ Ancther item measuring erotional reactionz to advartising is the
quaestion assessing whether a Hvely, happy, socisly-oriented set of
rommerclals for Pepsi serves either to bolster or further depress viewers.
who are feeling unhappy. About one-quarter of the sample report feeling
better and one-quarter describe feeling worse, with the other half un-
changed by the experience of seeing such ads.

»
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-Pindinn*‘r@rirdinw pelief of advietizias shos that fo. zhildren dise
glay coempleve falts dn the comvorcial messaees presanted on television:
less than oue=fourth of the sample thind that cc*«rrrial AlWiys tell the
truth, wd Jes S5 than oneo--{phth dofinitely belleve the clides presented
. . in cach of 'thror spesiflc somwerelsls rw*wfr»d to in the quustlunuaire,

' ' Apparantly children have devilepad a e¥eprical attitude toward advertis-
. ing by late enitdhood, amd thers {2 4 - livn% tre i toward disbelief bo-
. * tween the fourth 1nd1r0anth grader’ in thiz =smple.

Children zite a wide varicty of urtruthful 1d2 and a number of differ-
ert reascns why they feel the ads are untrue, Azide frim advertising for
4 cosmetic fraducts, no product cluss was singd d out for criticism by the
" respondents.  The Introspective ewplanaticns for dizbelief are not well
articulated by the yournrsters, nl?h’uwh Internally Invalld sovponents of
the messase: claim are cancrﬂtwl:iéﬁﬂntifﬁgd by a sizable minority. Gener-
alized distelief of ads does aot$leam tu ~ecur, 38 skeptical responses to
. ong ftom are not even maderately melated to cuch answers on other jtems,
Apparantly éhildren nake inderondent judnorants from ane ad to the nest,
pnrhapqtgpplvinﬁ A fferent criterdy In 41Fforont afituatian,

. Dergoraphie fartors such ae prads, oey, and status de noy aceount far
bromounced differencen in ballev-bility ratings, the vacloss suberoups are
. fairky equivalent in their responzes. Children whe clenely attend a parti-
"oeular ad and thoes che clearle 1l the cerrervcidl<tend to heliewe the
message,, It Is Jifficule to specify rhethep atrestion and Ubing erese
L. ___ helief, or dhethoc @ tererse ol seguancr socurt.

—_— . ‘
The weight of The wyidencs does aot zuwgc:i *hat childen Balor aute -
right oyniecal artdtudes teward cdacrticin<, hewswver, Thile they d8 not
disploy an wrconditional accoptsnce of all o virticdng, claims, neitker dor——-
large numbers uoni{fornly refect the validiey of carvorcdals appeals. The
mxjarit? 3E6M U5 b2 uneertun about whothor ro mompletely Selfove partisys-
lar commersials, thud, tentative skepticisn -3 b the #oat acourate dan- ’
cription ~f thyir aopraaecn 1o :w41u=';nﬁ tne trothiulne oo of TV ad-,

TELEVTQIO& SOVEPTISIN, AND 073TUST O anLLT  AUTYHORTTITS

Tidz seetion ﬁwlhir~‘ the dmalications of tebiedsien advartisfiac,
particolar!v dizbelief of cor-ercials, for children's trust {n adulr
autheritins.,  any shadrvers have cumeoctaod rhat Fpoquant awmoiurs o
false or mizleadine cumrercial mezsaras may contribute t- 3 Tenpralized
distrust of the staterents of autherities, Tn *hetd aealyses, the attere
tlon and zvaluation wardables dezeribed abowe are related tn an indew of
disbolief of adul*¢, salegren, arg TV naw*»a»fnrﬁ. £ zeriey of nredic- %
tor variables are oriployed:  total television exponure ggpnmrtunitg for
advertisine iirwinn, measured by frequensy ofTMching allgromrars 1ipted
and nurber of pricc-tire hours wisqod per wwendna ), attention o the jote
of flve hyriene ads and thoes tey ads {Chewo typos of advertising are
rated By the children and rape critisze 32 lesst halievahle), dislitibe
for womrercials (as measursd on five ahétfﬁin adz ), and dlobelief of
comereials (respoase Lo poneral question shout cermersisls always telline
tae tyuth, and eating of Jeree specdfac adl),

ERIC o zg :

s ___;__________________________________________;______________________________J
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First, the zerseorder rorrelstions sf theeo variables with dishelief
of authorities are rojortsd) the partial eovrelations controlling for
grade inrschosl, oz, sczial status, and scholastie performance are alse
presented. The relationships are also described in percentage terms, come
paring thése students who agree or disapree with the statement that all
cooeereials are truthful. Then, conditienal partial correlations are
prosented, showing how the relationship differs among various Subgroups of
students characterised bv grade, sex, ‘and status. Finally,.a path model
of the Flow of influénce arong the variables ik computed to detexmine how
the demographic and adventising varlables combine to affect distrust of
adult aathorities. : ) '

General exposure effectz. Assuming that children are exposed to
cormmercials in proportion te the amount of time they spend watching TV,
this variabie reflacts the total amount of cermercial messages that the
shildren see. 'Table B shous that exncsure has x zlight negative relation-
ship with distrust; the raw assoclation is ~.d7, “and the fourth~order
partial is -.05. Thus, children whe watch the most advertising are not
more likely to distrust zdults--indeed, the relationship is slightly in
the cppesite direction. The conditional zorrelations in Table 10 indicate
that younger childrer have the larrest negative relationship (r=-.16),
uhile older children have a minimal pesitive reldtionship (r=+.04),

There is little difference between males apd females, and between higher. ~—
and lower status children, | ;

Lommercial attention effects. Attention devoted to hypiene and toy
Joemmercial anncuncerents alsc correlaten nepatively with dishelief. The
cceffiente  are a bit strencer, with 3 zerc-order correlation of -.11
and a pwtial of ~.09. The strenrth of association does not vary from
one subgroup to another for thic predictor varditle. epardless of age,
sex, and states, there is a middest tendency for those who pay the rost
atteatiop to thesc dubiows forms of advertisine to trust asthorities
rore than those pavine lower attention.

-

L3
Cowmerclal dislikine =ffectn. There s 3 slisht tendency for cnal-

cdren whe dizlike ads fo alse Jiztrust adults.  the corpelstion of +.08

remains alrost unchanged shen the control variables are partialled out
{Tabie 8). The dscecimtion g wuck stronger for hipher status ehildren
{r=+.20) than lower status children (r=+.03), atw semeuhigt preater in

the femile and yaungern subgreaps. e oL
Commarsial disbelieving offoste.  Two aﬁyroacheg ware used in mea-
suring disbellef of 1v advertising. A penoral question asked, "do. you
think that TV comrerciale always tol)l the truth?"  Considering respopses
of "yes" vs. "no” an a durwy variable, there is a corrclation of +.2%
between disholief of advertizing and disbelief of authoyhitien. This
iten alse used ir a crosg-rabulation amalysis with each‘of the items
composing the aurhority distrutt Index. Table 9 shows that 63 of
children uhe diebelicws commercisls veply "no' when asked if “adults
always tell the teuth, corpared to 653 of the children who belicve
ads. Fimilarly, 81% of the advertising disbelievers say "no” in
response to the fter ssking of “saleomen 'aiways tell the truth,™ while
£1% of the bellovers elwe the nemstive relponwe.. Theve ix 2 37% v,




+ 27% difference between the twa rroups ir saving "no” to "TY newscasters
Always tell the truth.” :

:.l Another reasurement approach uses three items dealing with particu-
lar advertizement (Clearasil acne cream, Kepner Tower and TTP Cycle toy,
and Vertiird Helicopter and Rescue Ship toy). Summing topether responses
indicating disbelief in these ads, the index correlates +.15 with distrust-
ing adult authorities. -

“Thex peteralized and specific itemgnaere cembined into an dverall index
of disbelief of TV ads. "Tais has 2 rav correlation of +.26 with distrust-
ing authorities, and the partial correlation drops negligibly to +.25.
Conditional correlarions indichtc that the relationship is strenger for
girls than for boys, while the differencas by grade and stactus are minor.

Multivariate relationships. To examine the process of advertising
influence on distrust of authority, the interrelationships among the key -
variables are assessed using path analytic techniques. It is hypothe-~
sized that the primary causal variable is disbelief of commreials, and that
the impact of cxposure, attention and liking is indirectly mediated by -
commercial disbelief. Furthermore, it is predicted that prade in school
will inflysnce all of the. other variables in the model, and that scholastic
performance 1r11Y affesi Jisbelief of ads. These patterns of influence ave .
described in the firgure below. The path coefflcient estimates are dise
played for each linkzee, these standarized bera weights represent the in-
dependent direct sentributién of each variable upon the next. This model
assumes recursive relatiofichips, altheush it is possible that reciprocal
caugality mipht exist in szome <asos,
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This analysis shows that the major p;EEEEtor of distrusting authori-
ties is disbelief; of TV advertising; none of the other varisbles have an
important direct linkage with distpust, Only 7% of the variance in this
criterion variable can.he explained by these variables. Any impact of°
disliking is mediated by commercial disbelief, as thése who don't like®
commercial tend not "to believe it, and this in turn leads to disbelief of
adult authorities. Total expcoure and attention to ads are associated
inversly with ad disbelief, so any subsequent impact on disbelief of
authorities s also negative but slipht, Attention also has "a direct in-
verse relation that is minor. Grade has a very smail direct relationship

- with commercial disbelief, but the indirect paths through viewing and 1ik- .
.y ing are more substantial. Most of the relationship between grade and _
o ﬂﬁ disbelisf of authority is direct, but weak. School performance is slight-
A ly related to disbelief of commercials. : ‘

-

Discussion. Simple frequency of exposure and dezreizafuattguiion to
adwertisments does not have an important impact on disbelief of adults .
. and other authority firgures., The only substantial influence cait be
. trace’ from disbelief of advertising, 2s there is a partial ‘correlation of
+.24 with disbelizf of authorities. Since this magnitude of association
pedains when all of the other Factors are taken into censidaration, a
functional,relationship apparently exists. Probably somec of the capsal
. Ticw runs from advertising disbelief to authority disbelief, but is is ¢
plausible that children whe don't trust adults, salemen and newscasters
.- will be motivated to evaluate TV ads in a skeptical fashion. Therefore,
" - 'there is likely to be a two-ray reciprocal cavsation opevating in this
* situation.

Since advertising disbelief does meem to cause some distruat of
authorities, it is useful to examine what factors iead children to be
distrustful of ads. Obviously sxposure alone does not produce distrust,
since children who wiew the mogt ads (particularly those that are least
trustworthy) actually show a slipght <endency to be advertising believers,
hile older childr:n and thosze who do well in scheol arve slightly more
skeptical of ads, neither relationship is substantial, -Bisliking of
. commercials is associated with disbelief, although causal direction is

unclear. Subsequent research must identify the roots of disbelief in ad-
vertising more fully. , .

In sum, distrust cf authorities does appear to'be affscted by chil~
firen's experience with TV commercials to some extent. However, the cpi-
tical factor is not amoumt of expesurs, but the evaluative response of
disbelieving ads. Thus, exposure alcne does not create distrust fa adults
and other authorities, but the type of reaction to ads when exposed is
important. It can be concluded that the characteristics. of the chiild |
exert a much stronger influence than the attributes of the commercialss
if the child feels that ads are untruthful, this distrust may he trans-
ferred to other authority Fipures that are encountered. \

e —




‘deten’nine whether children's beliefs, -attitudes and practices regarding

. and verbal descriptions of two representative commercials dealing with

-the children's responses to items measuring orientation towar@ smoking

messages has Jittle overall relationship with the children's orientatiohs

SOCIALIZATION FROM PURLIC SERVICE ANHOUNCENENTS

The public service announcement phase of the investigation sought to

smoking, littering, and seat belts are influenced by the pervasive cam- .
paigns for these causes. The questionnaire presented still video pictures

each of these three topics. Childron were asked how much attention thay

paid to each message; their frequency of - exposure was assessed by peasures
of viewing behavior during Saturday morning and weekday periods wheri PSA's

are most often presented. Three separate predictor variables were com- . ~
puted by multiplying degree of attention times amount of exposure, yield-
ing an’Anti-Smoking -Exposure Index, an Anti-Littering Exposupe -Index, and
a Seat Belt Exposure Index. . The corresponding criterion variables ave *

(belief in harmfulness, telling others not to litter, and personal non-
littering behavior), and seat belts (belief in safety belt effectivencss T’

attitude toward wearing and persapal usagé). Results are organized ‘
according to topic rather than type of variable.

- ’ bt

Anti-smoking orientations. Exposure to anti-smoking public servic

toward smoking, as the three-item anti-smoking index correlates .02 -ith
exposure (Table 11). This pverall finding masks mildly contrasting
associations between the individual ftems: controlling fur demographic
factors, perschal intention not to smoke correlates -.1l with expostire
while the frequently reported behavior of reminding parents to step
smoking shows a +.10 correlation (chiildren with non-smoking parents’ are
dropped from the analysis for this correlation).. There is a slight nega-
tive relationship between exposure and belief that smoking causes dis-
BaRES ., .

Table 12 presents these results in a cross-tabulation fopmat., The
more heavily exposed respondents are more likely to express an intention
to smoke when older: 33% said "yes" or "naybe" when asked if they would
smoke; compared to 26% of the lishtly exposed. The.-heavy viewers move
often report that they tell their parents to stop smoking, wifh 52% N
doing this at least “sometimes." Only 39% of the light viewers say this to
their pavents, but feker of: this group have parents who smoke< Even when
the parentai smoking factor is considered in tht analysis by eliminating
those without smoker parents, a 78% vs. 57% difference remains between
the tWwo groups in telling parents not to smoke. There is no diffevence’’
on the belief item, as most children think that smoking calises cancen
regardless of exposure level. s .

The overall relationship differs from subgroup to subgFoup of respon-
dents. Table 15 shows that the anti-sméking index correlates positively .
with exposure for younger children {r=+.17} and hegatively for older chil-
dren {r=-.16). There is also a substamtial difference betweepn hisgher
status children (r=-.11) and those from‘lower status backrrounds (r=+.03).

Anti-~littering orientations. There are consistently peositive corre-
lations for the littering varizbles. Exposure.to anti~pollution announce-

P |
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ments is velated +.18 with the anti-littering index when the control vari- ¢
ables are partiylled out (Table 11). The relationship is strongest for

‘telling others nat to litter, and weakest for personal non-littering be~ -
havior. - . . ’

k
Tn Table'13, the cross-tsbulations show that almost all children agree
that it is "really important for people to stop being litterbugs." ~Never~
theless, the light viewers are’twice as likely as heavy viewers (6% vs. V)" .
' “to fail to express affirmative agreement with this item. On the ftem deal- , .
ing with telling &thers to stop littering, 25% of the heavily exposed vs. - .o
14% of the lightly exposed said they do this "a lot." Finally, there is a'69% vs,
62% differance between heavy and light exposure groups in reporting that
they frequently thvow Litter in a trdsh can. .

-

4
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The conditional paral corrvlations in Table 15 do not.differ between . N

the various subgroups® of children; the relationship between exposure and

the anti-littering indo%'is fairly consistent for oldar and younggr, male

and female, and higher and.lower status children.

Ses: belt orientations. There is a slight positive association be-
tween viewing seat belt PSA's and the seat belt orientation index (Table
11). The fourth-order partials are +.08 for the balief that seat belts
are effective and +.06 for the child's frequency of using seat belts.
Favorable attitude toward seat Lelts is not related o exposure.

~ The percentage data in Table 14 reflect-these weak correlations.
- There is a 54% vs. 48% difference between heavy and light viewers on the
"~ affirmative belief that seat belts help suve lives. Only 2% mOre heavy
than light viewers say that they actually use seat belts. There is no
clear difference between the two groups on the attitudinal item.

The younger children have a stronger association (r=+.13) than older
‘children (r=+.04). There is a positive relationship for boys (r=+.16)
but none for girls (r=+.01)." The conditicnal correlations do not differ
according to social status of the respondents. )

) “biscussion. The overall pattern of ‘results shows that exposure to
" public service announcements is modestly related to those orientations
that the messages seek to influefce. Children whe are more cxposed ¢o
PSA's foTismoking, littering or =eat belts show a slight or mild tendency
~~ to score ‘higher on the corresponding criterion measures. Since the corre-
' lations remajn as strong.when grade, sex, status, and scholarship vari-~
. ables ar® controlled, it 'is likely that the predictor and eriterion vari~
ables are causally reldted. Probably a substantial portion of the rela-
tionship is due to a selective secking of both information and veinforce-
ment by chiidren who already hold a positive orientation toward the theme
of the message; nevertheless, some of the causality undoubtedly f£lows
* from the message to the raceiver. Thus, it appears that PSA's have an
effect on young viewers, but the impact is quite limited, ¢

The effects are sirq.gest for litterins and weakest for smoking,
with seat belts falling in between. This mipht he explained by the :

<
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superior entertainment qualify of the anti-pollution announcements and the ,
" greater relevahce of these wessages for child audiences, -especially compar-

ed to anti-smoking ads., In addition, parental training may place a greater

emphasis’on smoking than littering, leaving childreh less susceptible to .
© , media influence on the former topic, - . ‘

- -

Conditional correlations by age show generally‘stronger relationships "
for younger (fourth and fifth grades) than older children, Perhaps the .
sixth and seventh graders are rore fixed on their orientations, and there-
fore less likely to be influenced by the PSA's. ) :

. - .

\ * Across,. the three sets of f£indings, the-aff ctive-dimension is related
least stropgly to viewing, while behavioral praftices (especially verbal)
are related more closely. Perhaps the repetitive nature of the PSA's tend

* to remind ‘childYen to display these socially constructive actions.

\ It shotﬁq' e emphasized that the effects ilat can bé*tr;aaed to axpo-
‘sure are Fairly weak, with the exception to telling others not.to litter,

' - Aganntly children primarily develop orientaiions todard smoking, litter-
i

‘and seat belts from soupces other than’'public service announ pents -~ .
such as teachers, parents, and pesrs. Fop many children, the PSA [messages
represent only a gmall portion of influ;x{ces impinging unon them: they

. ave exposed to extensive interpersonal Tommumication ar at smoking from
meny sources, parents often emphasize seat belt ude, ana peers and school
officials frequently stress the non-litterfing. Thus, the persuazive im-
Jpact of public service announcements may be lost in the glut of inconing

. . ‘p LY P
mssagﬁg . . i - '
LI * .

¢ ' A gecond reason that might acéount for the lack of strong correla-
tions .2oncerns the restricted variety of PSA’s on each topic. There are
only a handful of different ‘ads that are frequently repeated: thoze whs
watch little TV or pay limited attention probably receive a sufFicient
range of information to learn the basic themes. Thus, children who are
- heavily exposed may not score much higher than the lightly exposed view-
" ers because of the redundancy of information; the main consequence .of -
greater exposure may be repeated reminders of how to behave, the outcome
indicated in the findings. -

TELEVISION ADVERTISING AND HYGIENE SOCIALIZATION

> The personal hygiene phase of the investigation explores the impact
. of deoderant, mouthwash and acne cream commercials on children's orien-
- "tations toward adolescent and adult liygiene. Pictures and descriptions
of five representative commercials were used to elicit attention ratings,
and exposure frequency is assessed by measures of viewing during prime-
time programming. A Hygiene Advertising Exposure Index is the product
of attention times frequency of exposure. Thé study seeks to determine
how exposure is related to knowledge about hygiene products and practices,
perceptions of others' use of hygiene products, belief in the effectiveness
of these products, concern about personal hygiene problems, and usage of
the products. Since interpersonal communication about hygiene matters may
play an important role in affecting mass mediz impact, this factor was mea-

*
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. Stred by itema asking how often the child talked with parchits or £riends
about skin creams, mouthwash, and deoderants. An index composediof re-
«  3ponses to these three questions is used 1 the analyses as 6 fifth con-

trol varidble beyond .the demograrhic controls, and as a contingent con-
dition variable., ‘ ® .

]
*

Knowledge. Exposure’ to commercials for deoderants, nduthwashes and
. acpe creams  is slightly related tg knowledge about these products in terms
?of naming and distinguishing bétween brands, and describing why people use
such products (Table 16). There is no difference in the number of differ-
ent deoderant brands named by light’and heavy commercial viewers (Table 17).

'+ The light and heavy viewers of hygiene ads’ differ little in listing réa-
- #ons why people use deoderants and mouthwashes, and in identifying differ- -

ences between a pair of cavity~-oriented and mouthwash-oriented toothpastes,

"-'s‘ . In general, the findings in Table 17 indicate £

ledge, regardless of amount of exposure to hygiene ¢
“ group could name an average of three deoderants beyond\the brands identi-.

' fied®in the questionnaire, and most in each group could\name at least one

re’hgo_n why people use deoderants ang, why they use mouthwhshes, Their

responses réflect a negative orientation in éach case, as most say that

people use deoderants 'to prevent'smell" rather.than "to keep dry," and
most say that people use mouthwashes "to préventﬂ’bat_i breath” pather than
*to have clean breath.” On ‘the toothpaste item, there is more general
recognition of the properties of Crest (flouride, green color) and Close- «
up {red color, mouthwash ingredient) than the presumed benefits of -each
(prevents* cavities, makes whitep teeth, gives sex appeal).” In particular,
the Close-up advertising emphasis on sex appeal is not reflected in the
students' differentiation against Crest. s .

Table 18 'shows that those children who don't talk with parents or:
friends about hygiene matters are the only ones who learn from commer- _
cials: the nonwtalkers have a correlation of +.09, while “the relation-
ship is nil in the group that does discuss such topics. The relatidn-
ship also exists only among higher status children., Boys and girls differ
lictle, and older learn more than younger children.

Perceived usage.\ “hree items measured the children's perceptions of
the proportion of adults (or teenagers,’ in the case of skin cream) who
. use each hygiene product. Hyglene commercial viewers'are much mope likely
" to perceive that people are heavy users of deoderants, mouthwashes and
skin creams. The corrélation between Hygiene Exposure Index and an index
of the three perceived usage items is +.303 when grade, sex, social
status scholastic performance and talking ave controlled, the partial
correlation remains sizable at +.26 {Table 18). . '

Table 17 presents the percentdpe differences between those with
heavier and lighte» exposure. For deoderants, there is only a slight
trend for the heavily exposed respondents to perceive more frequent use.
Clearer differences appear for skin cream and mouthwash usage, with about
three-fifths of the heavy viewers perceiving that mosf or evezypody uses
these products compared to less than balf of the light viewers.(
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Table 18 shows that the various grade, sex, status and talker subgroups
differ-negligibly in size of correlations between advertising exposure and per-
ceptions of hygicne usage. The influence of advertising appears to he -
rather general across the categories of children analyzed'on this epiterion
variable, . . 4 K

* v

Belief ig_ihportaﬁce. Those'who watch the most advertisments for

"hygiene products are substantially more likely to think that {t is impar-

tant for people to uae such products. The zero order correlation is +.22,

.which declines slightly to +.18 yhen all five control variables are partialled
y 1

out. In Table 17,-it can be seen that 308 of the light viewers vs. 50% of
the heavy viewers think that it is "very important" for people to use deo-
derant; 14% vs. 2u% agree that people really need to use mouthwash to nain~

. tdin popularity, Each conditional relationship is approximately as strong

in each of the key subgroups of children (Tak}e 18).

Belief in effectiveness. One item asked what is the best remedy for
skin blemishes, sitner washing with regular soap or using a skin cream
such as Clearasil. There is a positive +.14 association batween the ex-
posure index and the skin cream response (Table 16). The'® #ifth-order par- .
tial is +,13. The percertage distribution in Table 17 indicates that 44y .
of the lightly exposed children chose tha skin cream alternative, compared
to 57% of those more heavily exposed, ' \

Personal concerr. Heavier viewers are more worried about body odor
and atne problems featured in hvgiene ads: the raw correlation is +.20,
the fourth-order partial is +,17, and the fifth-order partial is +.14,
Table 17 shows that 19% of the lightly exposed group us. 29% of the heavi~
ly exposed group worry “very much” about offending others with body odor, |
and there Is a slipghtly larger difference on concern about skin blemighes,
The only important conditional interaction in Table 18 is the stronger
relationship for males (+.19) than females (+.09), RE

¢

"+ Personal usage. There is a definite positive relationship between

viewing hyglene ads and freguency of using the products; the final par-
tial correlation is a »nderate +.23. In Table 17, It can be seen that
heavy viewers are more than twice as likely as lipht viewers to say they
use mouthwash and skin cream “a lot." The relatignship 1s replicated
achoss all subgpoups (Table 18).

. Jiscussion. In general, thére are substantial positive relationships
between exposure to hygiene advertising and the various hyglene orientation
variables. The maln execption is for knowledge: gréater anounts of ex~-
posure to advertising does not seem to yield much greater’knowledge about
hygiene matters. Those children with lesser exposure are fairly knowl- '
edgable about attributes of deoderants, mouthwashes, and toothpastes; they
can even ldentify an average of three brand names of deoderant.

On all other variables, there are mild or pronounced differences be-
tween children who are haavy vs. light consumers of hygitne advertising.
Those who sed the most ads for deoderants, mouthwashes and skin creams are
more likely to perceive extensive usage of such products, to.believe that

o . R . . '




it is important for people to use the products, to display personal concern

about their own hygiene problems, and to actually use the products them-
gelves, )

-
3

Each of these relationships appears to be functional; the correlation
coefficients decrease only minimally tthen standard demographic factors
plus interpersonal communication are controlled. Thus, the major question
involves the direction of causality between the predictor and ¢riteridn
variahles in edch case. [t is plausible that children who have positive
orientations toward hygiene products may seek out these commercials for

~ various functional reasons. ior instance, those who have an existing con-

cern about offending others with body odor may pay close attention to deo-
derant ads that they subsequently encounter, instead of the deoderant
commercials creating the concern. It can also be argued that children sel-

- dom have clear perceptions, belisfs, and behavior patterns regarding hy-

glene products before they start watching hygienpe commercials, especially
since interpersonal communication about this topic is very limited. Thus,
the advertising can be viewed as the predominant causal influence in the
relationship. In either interpretation, the inference really involves the
type of effect rather than the existance of effect. The formar explanation
accords advertising a secondary reinforcing role in alteving orientations
in responge to the needs of the receiver; the alternative explanation
accords advertising a more active.role in directly creating and changing
crientations as an independent influence, Probably both processes are
operating in this situation, but the nature af the.audience suggests that
the direct effects Interpretation is most valid, . . \

The conditions under which this effect operates are not specific to
any’ subgroup of children. The mild-to-moderate relationship between the
exposure index and the various criteri¢n indices are quite similar for
boys and girls, older and younger cliildren, higher and lower status young-
sters, and those who talk and don'f talk with others about hygiene. The
most significant exception to this conclusion is for hygiene knowledge:
higher class children appear to be modastly influenced while lower status
children are not, and nontalkers are also modestly affected while those
to discuss hygiene topics are¢ not. The lack of differences is unexpscted,
since it might be anticipated that girls would be more receptive to ad-
vertising effects because of their presumed carlier interest in hygiene
matters, that older children would find the information more relevant to

_their situation, and that nontalkers would have a greater need for inputs

and would be more affected in the absence of other influences. Fearhaps
such rationales are self-contradictory, and thus the lack of differential
effects.  For example, the nontalkers might be considered more susceptible
because of the lack of intewpersonal inputs; however, it is also possible
that they Yon't care about the sucsject and therefore ignore the content
of advertising messages. Similarly, some boys and younger children might
be affected because of their absence of predispositions while others are .
unaffacted due to lack of perceived relevance; it is possible that some
girls and older students have more clearly formed orientations that are
resistant to change, but others find the infopration of interest,

-
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The overall pattern of findinge suggests that adolescent- and adult-
orisnted advertisments for hygiene preducts have 2 distinct Influence on
all types of pre-adolescent television viewers., Hhile the impact on -
knowledge is slight, it appears that advertising has substantial conse-
. quances for children's perceptions of hygiene usage, beliefs ahout the *
import of using hygiene products, worries about hygiene problems, and -
personal use of the pmducts.

1

IMPACT OF MESSAGE REPETITION
To assess the effects of the mere number of exposures on liking for

the meesage and the product, tne recent commercial was selected for
closer analysis. The advertisment featured a new product, the Snoopy
Pencil Sharpener; this battqry-cperated device was shaped as a dog-house
with the cartoon charadter Snoopy sitting on top. The commercisal had o
been aired for only a few months at the time of the study, gjiding an
opportunity for some children to be extensively exposed wh others
adght not have seen the advertisment at all, The questionnaire portreyed

- two still pictures from the ad, accompanied by this verbal description:
"Thm is a aew commercial showing a boy using the Snoopy pencil jharpen-
er. To make it work, he puts a pencil into a dog-house that Snoopy is sit-
ting on." The exposure frequency question asked: '"How many times have
you ssen this commercial on TV?" Eight numbers were offered as alternatives,
ranging from 0 to 60. The majority the childrer, said that they had
seen the cormercial 10 or more times, while one~fourth said they had not
seen the ad. These are the percentdges of vespondents In’ éach of the
eight exposure categordes: O (28%), 1 (8%), & (17%), 10 (18%), 20 {(1u%),
30 (8%), 40 (y%), 50 (2%), and 60 (7%). The analysis focuses on the ye~ '
lationship between exposure frequency and two criterion variables: lik-
ing for the pencil shaz*pener commercial, and ownership or desire for the
pencil sharpener. .

Liking for message. There is a +.23 corvelation between the number of
exposures and liking Tor the 8Bnoocpy advertisment. The partial correlation
controlling for grade, sex, status and scholarship drops to +.17. Table
13 shows the relationship in percentage terms. In general, the- children
did not like the message, with only 7% saying that they liked it “'very
much:" There is a clear linear trend for liking to increase with frequency
of exposure, with 15% of the most heavily exposed respondents indicating
strong liking. . i !

AN

Smce children might not have been able to provide an accurate report
on the number of times they watched the advertisvent, a baek-up measure
of exposure was employed: total Saturday morning viewing. This corre-
lates +.32 with 1iking for the ad, with a fourth-order partial correlation
of +.24,

Conditional correlations were calculated betwesn frequency and liking
\ within grade and status subgroupa. These findings show a slightly strong~
) er relationship for older (partial r=z+.23) than for younger cildrden (+.177,
i and a modewately stronger association for lower status (+.27) than for
' higher status children (+.1%). w
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L’i&nﬁ for grbduct. Frequency of exposure correlates +.19 with
desire fo noopy pencll sharpener, but the partial correlation

fades to +.10. Since only 2% of tho sample actually owned the product, ,

they were grouped with the 17% who affirmatively expressed desire to get-

one; a similar proportion said they "maybe" wanted the pencil sharpener.
. Combining these two favorable categories, the proportion liking the pro-

duct increases steadily with the number of expssures: 25% for the unex-

posed, 35% for those 'exposed from one to Five times, 41% for respondents <
g seeing ten presentations, 43% for those viewing twenty to thirty times,

- and 51% for children who saw forty or more repetitions (Table 19).
[}

The conditional correlations show that the relationship exists only
for lower status children with a partial correlation of +,25; the partial
in the higher status subgroup is -.03, The asscciation is slightly
stronger for older (+.17) than younger students (+.10). -

, Liking for the product is much more strongly correlated with liking
for the advertisment than with mere frequency of exposure. The waw
corvelation is +.48 and the fourth-order partial is +.4l. Among the
minority who like the ad "very much”, 72% owned or definitely wanted
the pencil sharpener. This compared with 28% for children who liked the
ad "fatrly much." Among *those who liked it "not s much," only 9% de-
finitely wanted the product. The strength of association does not
differ from the younger to older grade levcls, nor is there a differential
reiationship according to social status. ’

- ; ‘
Multivariate relationships. One important question concerns the
path of influence of the television advertising variables -on product
liking. The path anaiytic model compares the direct link from expo~

sure frequency vs. th¢ indirect linkape via lking for the ad. The

only demographic facfor of importance for this particular product and

ad is grade in school, since younger children are more likely to watch

telavision, like the ad, and desire the product. The analysis indicates

that exposure frequency has almost no, direct influence on product liking;
any impact is mediated by the .children's affective response t6 the commer-
cial, The beta weipht between number of exposures and liking for the
comsercial is +.12, and the subsequent link from advertisment liking to
product liking is +.39, indicating a modest indirect impact of repetition.
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The most important finding i{s the role of liking for the ccmnercialf‘as
this factopr is, far more influential than the frequency of viewing the ad.
Thus, it is irportant to trace the vardlous Factors Influencing thic vari-
eble. Liking is primarily determinsd by amount of Saturday telavision and
school grade, both directly and indirectly., Tha more iv that children view,
the more likely they are to like the ad; the direct relationship is moder-
ately strong and an indirect flow also occurs through frequency of exposurs
to -the ad itself. Younger children tend gﬁ|expr¢sslliking, and age also
laads to wore positive affect via viewing. ' The substantial contribution
of grade to product }éfing is probably an artifact ¥ the nature of the
pencil sharpener devime, which is designed to appsal to younger children.
All three predictor variables combine for a multiple corpelation of .56
with product tiking, accounting for 31% of the variance.

Discussion. A recent commercial for a new producth was studied to ex-
lore the Impact of messagé repetition on affect toward the message and the
ect promoted in the message. , There is a modest positive relationship
bgtween the number of times children are axposed to the commercial and

ir 1iking for the ad when control variables are considered. However,
the directicu of causation between these two variables is ambiguous, since
those who like the ad may be more likely to watch it when it appears during -
television programming., Since sheer amount of Saturday TV viewing is fore
closely related to liking, the exposure frequency measure may not be very
valid. A# a index of opportunity to_-see the commercial, amount of TV view-
ing is a more clear independent variable in the relationship with liking;
children who like the ad are not going to sit in front of the television
just to see the commercial. Between these two measures, there is some
evidence that sxposure to a message doas produca greatar affast toudrd
the message. -

Frequency of exposure seems to have very little direct impact on 1liking
for the product advertised in the message. The influence on this. factor oc-
curs primarily via liking for the ad. Liking for the ad is the strongest
predictor, with a beta weight of +.39. Thus, the effectiveness of the mes-
sage in producing desire for the product is largely dependent on a positive
evaluative response to the ad; subsequent research should seek to identify
the key determinants of liking for the ad.

v EFFECTS OF ADVERTISING 0N YATERIALISH

Hany social and economic observers have suggasted that television com-
mercials create a generalized desire to acquire material goods and produce
mAterjalistic values, particularly among children and adolescents. This
section of the study.seeks to ascertain the extent of, relatiorship batween
exposure and materialistic orientations. Since most forms of advertising

-should contribute to materialism, the basic predictor variable is total

wiewing of both Saturday morning and prime time programoing, Assuming that
children are axposed to general advertising in proportion § overall tele- .
vision viowing, the General Television Exposure Index uhovld be appropriate
for assessing the amount of comrercial messages reac-inc tha children. A
more apecific predictor variable is directly t1-3 (o attjyéing advertisements:

/
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the Toy Advertising Ewposure Indax s the preduct of attention to three typical
toy commerclals times the amount of Saturday program viewing. This facet of
advertising is examined because toys, games and dolls are probably the.most
relevant material objects available to pre-adolescents. The criterion vari-
abls, is’a six~item index assessing preferences for toys, money, clothes, and -
cars. :

Geraral exposurs effects. “Table 20 presents the correlational data for
telavision viewing and materialism. The index of preference for material goods
is correlated +.24 with the Genéral Television Exposure Index. Since grade in
school correlates negatively with both the predictor and criterion variablea,
the partial correlation is reduced somewhat to +.18 when the- four demographic
controls are applied. The grade variable is also controlled in the cross-tab-
ulations for each materialism item in Table 21. There ds a consistent tendency

for heavier TV viewers to choosethe more materialistic alternative,'compared to

~ the lighter viewers: 12%.vs. 5% affirm that “kids who have the most toys are

the most happy kids'', 18% vs. 10% agree that "the most important thing is to
have lots of momey''; 47% vs. 37% "buy things so you can show off to your fri-
ends”; 11% vs. 8% “would rather play with a toy from the store than go play
at the playground"; 40% vs. 26% think it is "very important" to ‘have nice
clothes to wear at school; and 29% vs. 25% want to own a luxury car when
older, ; ’

L d

The conditlional partial correlations in Table 22 show a stronger rela- -~
tionship for females (r=+.23) than males (r=+.13), and for lower status chiid-
ren +.24) than high higher status children (r=+.14). There is little dif-
ference the strength of association for the older vs, yogegeg subgrcu§s.
Toy advertising effects. The specific index of exposure tc toy ads égr-
relates +.22 w the materialism index, but this drops substantially to a
partial correlation of +.13 because both grade and sex contribute to a spuri-
ous relationship (younger children and males tend to pay more attention to
toy ads and hold more materialistic orientatiéns). The conditional partial
correlations again indicate a stronger rv.lationship for lower status children
(r=+.15) than higher status childrgn (r<f£.07). Toy advertlsing exposure is
more closely related to materialism i the younger subgroup (r=+.18) than
among older children (r=+.il). Sex (s not an important interacting variable.
One other variable vas examined as an intervening condition which might facili-'
tate impact of ads' liking for toy commercials. Uhen respondents are dichot-
omized into those who liked and dizliked the two toy ads that were rated in
the questionnaire, there ls no interaction. The partial correlation between
exposure-and materialism is +,I1 for the children who expressed liking, and

+.08 for the subgroup scoring lewer on liking.

Discussicn, Moderate correlations are found between raterialistic orient-
ations ‘and both general TV viewing and specific toy advertising exposure. WHhen
the standard contrcl variables are considered, part of the relationship is shown
to be spurious and the correlations drop to a milder strength. leverthzless,

a consistent and dijcernable association refalng between viewing and the ma-
terialisn measures. In the case of general TV exposuce, the plausible infer-
ence is that the causal Influence flows from vieuing to materialism, since it
is very unlikely that previously raterialistis children are wotivated to watch .

. TV just to sece ads for material gocds. The direction of causation is less
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clear for the toy exposure pt:ediCtQX', since thoge wit! materialistic inclina~
tions might pay greater attention when toy commercials are shown on Saturday °
" worning. . . . .

This set of findings provides ¢ridence that TV advertising contributes
to materizlistic orientations of children. The effect seems to be greater
for children from lower status backgrounds; perhaps these poorer children

- bacome more conscious of material objects via telavision due to their rela-
tively deprived opportunity for possessing certain products. General com~r
mercials appear to affect girls the rmost, while toy ads have a greater im-
pact on younger children. Among the different measures of materialism, the
greatest effect occurs for ratings of the importance of money and the display
of materizl acquisiticns (such as clothing) to peers.

It should be noted that the television viewing index does not measure
actual advertising exposure, but rather the opportunity for seeing general
advertising during the course of TV watching programeing. More precise mea-
surement of exposury to ads for conspiciously consumed products might yield
stronger correlations with preferences for materifxl goods.

—
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EFFECTS OF ‘UEDICYNE ADVERTISTNG / ) '
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In addition vo the core quertionnairs aduinistered to all ebildren in the
sampla, each instrument contained o supplementary set of itams pertainipg to = -
either medicine or putrition. The Form A supplement which dealt with wedicine -
was completed by a subsample of 256 fifth, sixth and seventh grade students,
This version featured five pages of question: dezipmed-to assess the impact
of commercials for headache, stemach ache, and sleeplessness remadies. Pic-
tures and dedcriptions of four typical medicine commercfals wexg/'spployed to
eljcit attention vatings; one ad dealt with headach€ pills, two pertagined. to
‘stomach ache yemedious, and one concarned sleeping rills. Frequency of expo-
sure iz tapped by measures of viewing during the prime-time evening hours and-
national news progrars, when this type of advertisingﬁis most prominently pre-
sented.” ' A HedItine Advertising Exposure Index was constructed by multiplying
amount of viewing by the degree of attention to the specific messages displayed
in the questionnaire. The medicine phase of”’the investigation seeks to detsp-
wine how advertising exposure affects such orientations as percei: 1 frequency
of ‘people having headacher  stomach aches, and cleoping difficults. s and using
vedicine to relieve‘the. lems, belief in the efficacy and speed of the rem-
edies, persopal concern . .out these ilinesses, personal usage of the products,
and approval of the medicines. Indirect effects on attitudes toward i1licit
drugs is alse explored with questions about amphetamines, barhituates, and
mard juans, - . . ’ . .

Two sets of partial correlations are presented for the relationships in
thils portion of the investiration. The first set controls for grade, sex,
states apd scholarship, ylsldidg the fourth-uxder partials used throughout
this report, Initial snaiyses indicated that exposure to medicine commar-
clals 1s mildly related to both the children's frequency of illness and theip
parents’ approval of medicine uzage (Teble 23). Since these two factors are
also moderately coreelated with many of the criterion variables and are likely
*2 be antecedent iinditlons rather than consequences of attending medicine ads,
they are contrelled in Specially computed sisth=Gpder partial corrvelations.
The simultaneous contrel of all aix potentially contaminating varlablas pro-
vides the most conservative test of functionality in thé set of medicine re~
lationships. Duc to the large aumber of variables, conditional correlations
are calceulated anly for the prirary ariterion vaprizble indicee.

Farceptions of reality. Seversl itema dealt with the pérceived fraquency
wf fliness in sur society and the perceived frequency of medicine use to re-~
lieve thece prebdlems. Table 23 aheum that_those cbildpen more heavily exprsed
to medicine advertising tend to perceive that people are often sich (rz+.19)
and often uze madicine (+ 18),  Since sleping protlems are gealitatively dif-
ferent fron headaches and stomach sshes, this topic ls analyzed separarely;
the corrvilation with adverticing rsposura 33 +.07. Controlling for all six '
partialiing vaciablesx, thess assooiations drop serewhat:  the partial for
percelved dilness do s 16, for perccavnd cleeping problems s “+.09. and for
perceived vodlalae wiage ko v gu, ’ :

wrted in percaatage form. e Tgble 7u,  fora
dlvite advertising, 23% w . 15% perccive
Topercedwe Vs lav” of colds, and 233 ve.

The raw codationsbdps sre prws
paring neavy uod lght viewsrs of oo
TALerT b stoeash wehes, RO v, Y
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21% perceive "a lot” of sleeping troubles ii;socie%y. Perceptions of what peo-
plc usually do for illness alsc varizs according to amount of exposure. 73%
of the heavy vigwers cite medicine in response to the open-ended question,
cozpared to €2% of ThHose Lliphtly exposed. Light viewers are more likely to
gﬁmrgive that people st or do nothing.

From Table 25, it cam be seen that these perception relationships are
stronger for higher status than leower status children, and for children who
are seldom ill thaf those who are often sick. Poys have a much stronger ill~

. ness parception correlation than girls, but girls have a slightly stronger
nedicine perception correlation. hiffarent conditional correlations are also
found depending on parental attitude toward medicine usage: those who report
%kat their parents often want them to take medicine have a stronger exposure-
illness perception association than those whose parents don't encourage medi-
cine usage, while the opposite pattern occurs for medicine use perceptions.

Belief in general gffectiveness of medicine. A series of items measured
the chiidren’s be:lefs regariing the efficacy and speed of medicine in reliev-
ing ililness and other.problems. Thef2 is a +.14 correlation between advertis-
ing exposure and efficacy beliefs for\ stomach ache and cold medicines, but this
drops to just +.05 when all control vaplables are partialled out of the rela-
ticnship (Table 23). In Table 24, it can be seen that the main difference is
on the item sgking how much it helps to.take medicine for a cold: 23% of the .
heavy viewers say “very mych,” compared to 13% of the light viewers; there is
only a 14% vs. 13% difference in believing that medicine helps a stomach ache.

The associatie?.exists primarily for older children and for girls (Table 25).

The correlaticn between evpoaure and belief in the efficacy of sleeping
Fills is negligible when control variables are considered. The percehtage
< data actually show that light viewers more often think that sleeping pills
are of "very much” help, by a 22% to 18% margin.

To assess whether redicine efficacy beliefs carry over to the relief of
emotional depreszion rather than physical illness, one item agked “when peacple
feel sady how much does it help them feel better if they take sove pill or
medicine® ~The ras cormmlation with advertising exposure ig +.05, shich dis-
appears with partialling. In Table 24, it can be seen that heavy and light
viewers are equally unlikely to select the “wery much” category, but heavy
viewers do zclect Vpretty much’ more often than light viewers. :

"

Ferarding the quieimess of relief from medicine, there iz a modest posi-
tive relationship (rys. 14, partial r=+.10). .The 2s5timared length of time for
redieine to Work iz floder for heavy viewers: for stomach ache pelief, 3u% of
the heavy viewers 8. I7% of the liphe wicwers say thut madicine will help
within Yq few minufed!, and there Is a 197 vs. 13% difference for fasr cold
relief. The correlatidy s much stronger for higher status chilep and
those with higher scholastic performance.

The pozszible carpy-over offect on expectaticns resarding the guickness
of penersl problem solvang is eramdned =ith an item asking, “when peopla have
A problem that bothers them, how lang does it asuvally take for them to solve
1277 The correlation with vedicine advertising esposare iz 4.0%, with a zixth-
order pdrtial of €00, A& slipht differencs apprors on the arsoss-tabualation,
where 35% of the hegvy viewers estimate from U2 few pdnutes™ to "ane hour™,
gorpared to ¥4 of the light viswers. ’ .
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cern, A palr of items asked how often the/ child worried about getting
Z stomach ache and catching & cold. This index correlates +.22 with medicine
advertising exposure, and the sixth-order partial correlation is +.1%; this
partial controls for the frequency that the child actually does become ill.
Data in Table 24 show that the relationship is stronger for stomach aches:

47% of the heavily exposed children worry about thiz iliness while only 29%
of the lightly exposed respondents express %oncern. There is a 57% vs, 488
difference on worrying about colds.

The partial correlation batween exposure and concern is substantially
greater for children who are in generally good health and for children whose .
parents encourage medicine 'usage. D e

Medicine usage. Children viswing the most medicine advertising are some-
what more likely to use medicine for stomach aches and colds (r=+,17), but
this relationship is almost negated when frequency of illness is controlled
03). The cross-tab for stomach aches shows 30% of the heavy
" orpldsually" take medicine and 51% "sometimes" take its
this compares t\2f% and 39% for the light viewers in theae categories, For
colds, 52% of the Weavy viewers vs. 40% of the light viewers take medicine
_nalwmu or “usually." ‘

The relétionship' exists mainly-among older children, boy&, higher scho-
lastic performers, and those whose parents seldom want_them to use medicine;
however, the partial correlations in these subgroups are not aizable.

Hedicine efficacy. A pair of items asked children to describe the ex- -
tent to0 which ﬁ'@—fe%l better after taking medicine for a stomach ache and '
a'cold,” This personal efficacy index cormelates +.22 with medicine advertis-

Ing exposure; the conventional fourth-ordsr partial vemains at +.21. More
stringent controls for frequency of illness and parental attitude veduce the
gsixth-order partial correlation to +:12. /

In terms of percentage differences, heavy viewers (47%) are muc more
likely than Light viewers (20%) to say that they "always" or "usu

|
1

vy feel

better after taking medicine For a stomach ache. & less stwvong ationship
cccurs for cold relief: 52% of those heavily exposed fall into. the “alvays®

. or "usually” categories, compared to 43% of children who ape 1 hily exposed,

3 x}ger; associations
occur for higher rather than lower status children, briphtsr prather than duller

children, and for those whose parents disapprove rather than approve of medicine
uzdge. . .

Approval of medicine. A serdes of questions dealt with attitudinal responses

o, over-the~zounter medicine, especially aspirin. An open-ended question asked
“what do you think is the best thing” for people to do when they have s stomach
ache or a cold. Medicine-orientdd responses are correlated +.15 with exposure,
with a sixth-order partial of +.12. Among heavy viewers, 47% mentioned medicine
and 33% sald people ahould rest, zee a doctor, or do nothing (many left the
question blank). On the other hand, light viewers tend to adeise non-medicine

- vesponses: 33% mentionsd medicine while usg supfested resting, sesing a doctor,

-
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or.doing nothing, The tendency for gdventising viewsrs to give medicine-related
answers occurs ‘only for older childedn, Those of high social status, and ‘the
more scholastically proficient students; in addition, the correlation is some-
what greater for girls, those who are often sick, and those whose parents dis-
approve of medicine usage. - - . . ¢

Specific approval of aspirin is slightly correlated with seeing medicine
ads; the raw and partial correlations are both +.08. Among heavy viewers, 63%
think that aspirin is a "good thing"; 59% of the Yight viewers give this rat-
ing. "Those achieving well in school and those whose parents don't approve of
medicine usage show the strongest correlation. e

. .. - -

-To test whether advertising overly‘%ncour ges preliance on aspirin, other
questions asked the children to write the nu:?Zr of aspirin that they should
take and to indicate whether it is acceptablg¢ for them to take aspirin if no+
really i11. The proper number of aspirin iz correlated +.07 with exposure
(partial r=+.06), while approval of aspirin usage for nén-sickness is unrelated
to advertising viewing. e percentage findings show that the light and heavy
viewers don*t differ in apyroval of taking three or more aspirin, but 16% more
heavy viewerz proposed two Wspirin as the proper dosage.

Approval of sleeping pills is correlated +.07 with exposure, but the appli-
°  cation of control variables reduces this to a null relationship. In fact, the
dichotomous comparison of heavy and light viewers shows that 3% of the former
group and 11% of the latter feel that gleeping pills -are a "good thing.”

Approval of illicit dougs. Oné of the most comtroversial possible conse-
Yuences of medicine advertising is the creation of favorable attitudes toward
illegal drugs. These orientations were measured by asking whether each of four
drugs is a "good:thing op bad thing for people to use,” or "in between." An
index of Yuppers,” "dowmers, - "“dope,” and ‘grass or pot" i slightly negatively
related to advertising exposure: the raw corvelation imTable 23 is «~:05 and
the sixth-order partial correlation is -.04. The -index of pill approval
(uppers and downers) is essentially unrelated to medicine advertising exposure
(r=+.02, partial r=+.01), while ths smoking drugs sub-index (dope, grass/pot)
is somewhatr nepatively related (r=-.11, partial r=-,08). The cross~tabulations
dre slightly divergent from the linear correlational findings for uppers and
downers: although no difference appears in respondents' feeling that these
are a "good thing" (few students chose this category, regardless of advertising
exposure), the heavy viewers are wope likely to give the neutral regponse. QOut~
right disapproval of uppers iz lessYoften found for heayy viewers (77%) than

. light viewers (83%), and a similar difference (86% vs, 80%) is obtained for - )

downers. The negative association for the. smoking drugs is reflected in the
 peTTentege data: while feelings that dope is a "bad thing" are only'marginally

stronger for the heavy viewers (897) than for the light viewers (87%), 'a sub-

stantial 85% vs, 75% difference is fouud for grass/pot. In particular, light

N\ vigwers ave maré'likely to have 2 neutral evaluation of marijuana.

The conditional correlations for the four-item {liicit drup index indicate
only minor differences from.one subsroup to the nexty The only positive assocla-
tion {+.02) occurs for younger children; thosé who hgve parents that disapprove
of medielne are rost likely to have 3 negative rel;f%&nship (-.13).

/ 4. ™~
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Discussion. The medicine porgion of the investigation ylelds a large and
divebsifled set of findings. In generul, it appears that televised advertising
* of medical products moderately shapes.children's views of the amount of societal
sickness and reliance on medicine. These advertisements also appear to increase
children's concerns about getting sick. Approval ‘of advertised medicine is less
« strongly related to exposure, as are beliefs that medicine works fast and effec-
tively,’ Specific effects on orientations toward sleeping pills seem to be very
limited, and there is no evidence that advertising contributes to positive at- @ 4
titudes toward illicit drugs; indeed, approval of cannabis-related substances
is inversely related to meditine ‘exposure.

The Anference of causalizg,iﬁ“the stronger relationships must be drawn ',
somevhat tentatively. There 1§ probably some advertising influence on childpen's
perceptions of reality: modest v .14 correlations between exposure and both
perceived frequency of illness and perceived amount of medicine usage remain . -
when six major control variables are taken into account, and it is implausible ’
that such perceptions motivate children to attend medicine ads. Thus, it ap=
pears that exposure is the causal variable in the relationship, such that heavy
viewing of pain relievér commercials leads to the perceptiof that people are

~ often sick and that people often use medicine to obtaln relief. Since most
medicine commercials portray il) individuals taking medicine, it is nderstand- -«
able that these models might define the perceptions of child viewers who have
restricted reference points for estimating the extent of sickness and medicine -
. use in society. , b e

4
2

There is also some support for the conclusion that medicine advertising e )
. exposure causes children to feel that medicine is effective in relieving : -
stomach aches and colds. The +.22 correlation drops only to +.21 when thiefour \ . !
demogaphic control variables are considered; however, it is also advisable to /
partial on parental approval of medicine-taking, since this”factq; is closely - [
related to the children's judgments of personal satisfaction from medicine uge. *
The most conservative partial, including pavental attitude and’ personal fre-
quency of sickness along with the demographics, reduces the corpelation to. .
+.12. Although this is quite modest, it probably does reflect a predominantly -
unidirectional flow of causality from exposure to efficacy judgments. It is .
unlikely.to expect that personal effectivenéss ratings exert much influence .
on viewing behavior, while it is quite conceivable that heavy viewing of suc- !
«  cessful medicine use in commercials might lead childven to interpret that I :

medicine is providing them with relief. o . B .

|

The sizable raw assoclation between advertising exposure and personal

comcern about becoming sick is more difficult to interpret. Certainly the
strength of the relationship drops substantially when the children's actual
frequency of illness is controlled, since this factor probably aontributes -
to worries about becoming ill. Hevertheless, the partial correlation is ‘ ,
modestly positive at +.14, indicating that the two variables are not spuri- "
ously related. The primary problem involves the direction of causality:
does Habitual worrying lead the child to pay move attention when mé#oine

- commercials appear on TV, or does viewing produce these concerns? A cautious
inference might ba that both causal processes are operating, yielding the
conclusion that there,ic some limited evidence of advertising effects on per-
sonal concern about illness. To some extent, then, the frequent watching of
sick people in commercials seems to heighten children's wopries about their
own health. * .7

44 :




-

Medicine ads saed to have restricted {mpact op various beliefs and attitudes

. towdrd medicine, despite some mild raw associations. When the full set of con~
trol variables are applied, only one of the belief correlations is aven +.10:

the correlation brtween exposure’ and belief that medicine provides people with
speedy relief. Since speed is a frequently emphasized theme in headache and ,
stomach ache comfercials, the development of Such a belief is understandable.

. The impact on beliefs that medicine is effective for users appears to be negli- 3

gible, 'since the partial correlation is only +.05. Weak partial.correlations"
with beliefs of medicine efficacy for relieving depression gnd with expsctations
regarding the speediness of general problem-solving indicdte very little poten-
tial carry-over effects of medicine advertising to these related topics. There
is dlmost no evidence that such learning is a by-product of exposure to stomach
ache and headache ads that promise quick aolutions and promote the general bene-
fits of pill-taking. ' fo, R
Similarly, just one atfitﬁdinal correlation is even modestly strong: the
feeling that medicine~taking is the best thing for a.stomach ache or cold has
a partial correlation of +.12 with advertising exposure.. There is a distinet
tendency for those who watch many ads to say that people should use medicine
when sick, while the light viewers are more likely tb suggest resting, seeing
a doctor, or doing nothing. Again, this velationship probably results from a
reciprocal causation, as those with positive attitudes watch ads and in tuen -
ads produce positive attitudes.® There are slight relationships batween expo-

" sure and approval of aspirin (+.08) and suggested aspirin dosagey(+.06), while

exposure is unrelated to approval of aspirin usage for non-sickness. Thus, »
advertising appears to have very limited impact on thesgoorieptations toward

aspirin.

Effects of medicine advertising on actual personal udage of medicine seams
to be'negligible. Although there is a clear tendency for heavier viewers to use
more medicine, this is primarily accounted for by the fact that they arve more
often ill. The most stringent partial correlation is only +.03; given that a
child is frequently sick, heavy advertising exposure doesn't produce greater
medicine usage. . ‘ ‘

Advertising effects on orientations toward sleeping pills are also very
restricted. Thefle is almost no relationship between exposure to medicine ads
and perceptions that sleeping problems are prevalent in our society, despite
the repeated commercial portrayal of individuals having troubje falling afleep.
There are negligible correlations with belief in the efficacy of sleeping pills
ad with approval of sleeping pills, when the control variables are taken into
account. Perhaps pre-adolescent children do not find advertisements for gleep-
lessness temedies very relevant to their own life, since they may not have ex~
perienced or observed such problems, ) . .

. -

- Avguments that advertising of médical products will create a generalized
favorabXe attitude toward illicit drugs are given no empirical support ir* this
study. Indeed, approval of cannibis-related substances (dope, pot, grass) is
inversely related to medicine exposure with a partial correlation of -.08. 1In
particular, childreh who frequently attend medicine ads are slightly more likely
to disapprove of marijuana. On the other hand, there is a almost no correlation

" between exposure and approval of pills (uppers and dotmers), although there is
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marginal evidence that outright disapproval of these drugs is less strong for
"heavy viewers, It is tempting to chserve that illicit pills are more similar

to advertised medicines than are illegal smoking substances, thus accounting

for the difference in the strength of refationship, However, it ig difffcult

to explain the negative relationship for ‘marijuana: why do heavier medicine /)
advertising viewers have a tendency to disapprove? Although the rate of dis-
approval is only slightly greater for those more exposed, the finding is in-
terésting and deserves further investigation.” The cverall lack of impact of
medicine ads may be explained by the fact that there are soc many'other inter-
personal influences operating on attitudes toward drugs; in competition with
messages from parents, peers, and teachdbs, the possible indivect impact of

ads for aspivin or sleeping pills is bound to be restricted. For instance, °
there is a stronger inverse correlation for cgild n whose parents disapprove

of medicine usage than for thoseé.who have parentsyzhat support medicine-taking.
In addition, it is likely that children who see the most medicine ads on TV

also view a greater number of public service announcements that seek to dis-

. courage Jrug use; these anti-drug messagig may serve to counter the influence

of conventional medicine ads. v

e - - » .
. The analysis of ¥ifferential associations begween &posure and the various
eriterion variables does not provide any clear and consistent pattern, excapt
for status and scholastic performance. The relationships are mixed across age
groups, with stronger correlations for older children on some ‘variables (general
medicine -efficagy and approval of medicine) and more positive correlations for
younger childmeX on other variables (personal medicine efficacy and approval
of jllicit drugs). Boys have higher correlations on pevceived Frequency of
illness and belief in the speed of relief from medicine, while gipls shoy
stronger“correlations for general cfficacy and appraoval of medicine: Smaprter
children appear to be more affected than those who don't do well in school,
especially on perceived fv;;hency of illness, personal medicine efficacy, .
belief in the speed of relief, and approval of medicine and of aspirin. Highep'
status children generally seem to be-more influenced than lower status children,
with larger associations on perceived frequeficy of illness, perceived frequency
of medicine usage, personal efficacy, helfafﬁianpeed'of relief, concern about
. iliness, and approval(pf‘medicine. - . ) . C o
The non-deaégfaphic variables were also studied as conditional factors that
might specify the relationship. The child's general frequency of illnese shows
mixed relatioriships; the students who are usually sick’have some higher torre-
lations (approval of medicine and approval of aspirin) while those who tend to
be well have higher correlations on other vapiables (perceived frequency of
illness, beliéf in speed of relief, and concern about illness). The parental
‘attitude toward médicine usage also shows an inconsistent pattern: childpen.
whose parents generally encourage medicine use have higher correlations in -

several cases (perceiveg‘frequehcy of illness, concern about illness, and " . '

approval of illicit dru@), while some stronger relationships are found for *
those w (th parents more stringent in allowing medicine usage (perceived fre-
quency of medicine Use, personal efficacy, personal usage of medicine, ap-
proval of medicine, and approval of aspirin). Such a gofibination of contrast-
ing interactions prevents simple generalizati®ns about the conditions most
likely to facilitate or inhibit advertising effects,
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Food and Nutrition Subsample of Respondents = *

; : .
The altermative Form B of the questlannaire contained six pages of items
dealing with beliefs, attitudes and behaviors regarding nutrition and eating
of cerdals, candies, and general foods. A total of 506 children in the fourth
through seventh grades completed this version of the questionnaire; others
received the medicine dnd drug version. ' )

. EFFECTS OF CEREAL ADVERTISING e
Thid portion of the research assesses the impact of breakfast cereal -
commercials ‘on children's cereal consumption, requests for cereal purchases,
reactions to denials, approval of sugar and incidence of cavities. Atten- .
tion to cereal ads is measured by an item asking: . "There are lots of commep-
clals for breakfast cereals. When these commercials came on TV on Saturday
mornings, how much do you watch them?" Only 10% sald they "never" watch
cereal ads, while 53% watch "sometimes,” 26% "usually" watch, and 1% val.

+ ways" watch. Frequency of viewing ads is assessed by the amount of Saturday

morning program exposure, ‘since these programs carry most of the cereal
advertising. The attention and frequency variablas were multiplied together
to produce a Cereal Advertising Exposure Index. . toe

Cereal consumption. Children wepe e;sked to report how nuch they ate
13 different kinds of breakfast cereals which varied in the extent fo which

they were advertised on Saturday morning. The eight cereals advertised most

heavily were summed together into a consumption index (Alpha Bits, Boo Berry,

Sugar Smacks, Cheerios,.Pebbles, Captain Crunch, Rice Krispies, and Raisin
Bran); the others .(Wheaties, Quangerpos, Corn Flakes, Kix, and Cocoa Puffs)
are comparable but promoted less heavily on television, and they .were com-
bined into a control indeg: for purposes -of analysis. In the event that some
condition might produce a’spurious association between advertising exposure
and general cereal eating, the advertised cereal consumption provides a con-
trol variable for examining the relationship between heavily advertised
Pand

L 3

cereal consumption and exposure,

Table 26 shows that cereal advertising exposure correlates +.4) with
consumption of the eight heavily advertised brands; when grade, sex, status
and school performance are controlled, the fourth-order partial corpelation
remains a strong +.37, However, the association between exposure and con-
sumption of lightly advertised cereals is a substantial +.27; eating of these_
cgreais is correlated +.58 with eating of the heavily advertised brands.

When this index is added as a"control variable, the £ifth-order partial
betfween exposure to and consumption of advertised cereals is +.29,

Comparing the héavy and light viewers in Table 27, consistentlyrmodar- .
ate differences appear-for those cereals that ave promoted more ¥requently
on Saturday mornings. Por instance, 15% of the heavily ;'?éosed children vs,
8% of the lightly exposed children say that thay eat AlpRa Bits "a lot;"
there are large differences for these advertised brands: 8% vs. 23% for
Pebbles, 20% vs. 42% for Captain Crunch, and 26% vs. 46% for Rice Krispies.

- All differences have been adjusted to control for grade in school.

The conditional correlation analyses in Table 28 indicate that children

with no parental snack rules are fap more affected than those with restric-
» " ~
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tions: the partial correlation between eating and exposure is a very strong
+.,49 in the condition whare no pules exist. The other differences are minor, -
although boys (+.41) show a stronger relationship than girls (+.33),

Cereal requests. There is a moderate +.32 relationship between cereal

advertising exposure and the frequency of requesting cereal purchases (Table .
26).  The fourth-order partial correlation is +.27. In percentage terms, a
clear differance appears: 12% of the 1ight viewers vs. 278 of the heavy
viewers of cereal ads ask theirymothersto buy cereals "a lot" (Table 27).
The relationship is stronger fon children without snack rules (+.36) than

¢ those with parental restricti (+.20), and there is a slightly stronger,
relationship for males than females (Table‘28). .

Conflict and anger. The two item index gombining incidents of parent-
. child.conflict and child anger after cereal request denials is correlated
"+ +.20 with exposure to cereal commércials; the partial correlation drops some-
. what to +.13 (Table 26).: The partial cross~tabs show hat 20% of the heavy
viewers argue "a lot" and 35% argue "sometimes" over denials, while the
corresponding proportions for likht viewers ave.lu$ and 32%. Similarly,
24% of those heavily exposed vs, 15% of the lightly exposed children say
that they get mad at their mother "a lot" of the time after a rejected re-
quest. ' Impact on conflict and anger occurs primarily among boys (+.23)
with little effect on girls (+.03). There are slight tendencies for
stronger effects on older children and those from lower status backgrounds.
. - L

Sugar and-cavities. There is no relationship between cereal advertis-
ing exposure and the belief that "sugar is good for you," as the raw
correlation is ~.03 and the partial is +.03. A slight +.09 correlation is

found for number of tooth cavitids, but the partial correlation is only +.04,
In Table 27, it can be seen that 68% of the heavily exposed children had one
or mors cavities in the past year, compared to 63% of the lightly exposed
respondents, The mean number of chvities is 2.10 for heavy viewers and 2.05
for light viewers. .

- The conditional partial correlations show that approval of sugar is
positively related with ekposure among boys (+.09) and negatively related
for girls (-.08); slight positive associations are also found for yqunger
students, lower status children, and those with parental snack rules (Tahle

- 28), - There is a slightly stronger correlation between exposure and cavities
for girls, lower status children, and those from homes with™enack rules.:

Multivariate relationships. An examiniation of the’ interrelationships o
among the key variables provISEs an indication of the process of advertising
influence on cereal consumption and on conflict “and anger. It is hypothe-
sized ¢hat the impact of advertising exposure on conflict/anger is indirect,
‘mediated by the frequency of request variable. Furthermore, it is predicted
. that grade, sex, and status will have an impact on conflict/anger| that grade
’ . will affect requests, and that grade and status have an effect on,exposure,
These patterns of influence can be tested using path analysis procedures. -
: The figure below displays the path coefficient estimates for each of ‘the
t hypothesized influences; these standardized beta weights rvepresent the inde-
pendent direct contribution of each variable upoh the other, assuming re-
cursiveness. e ‘

-
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The most, important, finding is the lack of direct relationship between
exposure and conflict/anger in the model. Although the two variables have

-2 positive zero-order ‘correlation, the evidence shows that this influence b 8%

mediated by the frequency of requests. Exposure produces more frequent
asking for cereals, which produces conflict and anger when such requests are
denied.: Given that a reduest has buen madé and denied, the heavily exposed
child is no merve likely tb respond by arguing with the parent or becoming .’

upset. Howzver,. the heavily exposed child more frequently makes requests
which then result in conflict and anger. ‘ ~

From this set of findings, it can also be observed that sotial status
does not play an important role. On the other hand, younger children more
often watch ada, ask for cereals, and display conflict and anger; boys also
display conflict and anger more frequently than girls. Overall, these -
variables-have a multiple correlation of +.53 with the conflict/anger index,
accounting for 28% of the variance. e

3 .

The second model asgesses the paths of influence upon consumption of
advertised cereals. It is predicted that the impact of cereal advertising
exposure flows primarily via requests for cereal, but that there is also
wore frequent eating among heavy viewers aside from their frequency of
requesting. It is also expected that younger children and those from lower
status homes will eat more cereal and watch more advertising for cereal as
in the previous model. Although it is possible that reciprocal causatien
may exist between consumption and exposure, a recursive set of paths are

asswred in this model. “The figure below displays the path coefficient
esgtimates for the hypothgsized influences.

-
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The path analysis indicates that cereal advertising exposure is both

directly and indirectly linked to cereal eating. Those more exposed tend
t¢ ask wore often; and those who ask more often tend to eat more cereal, .
Surprizingly, the direct path from expcsure tc consumption is fairly strong; .
asking for cereal is not a necessiry condition for advertising impact on eat- .
. ing patterwd. In fact, frequancy of asking is not a strong 'predictor of a-
. wmount of consumption; it seems that actual access®o and eating of cereal is

not highly dependent on purchase requests to the parents. This may explain \

why it is not a more important mediating variable in the process. » -

The two exogehous demographic variables are not aignificantly related
to cereal eating, and only grade in school has a.substantial influence on
sxposure and asking. Indeed, all of the variables together account for . ~
just 24% of the variance in consumption. .As observed in the previous model,
grade does have a substantial impact on ekposure and asking, as younger . .

. \children tend to exhibit these behaviors more often.

Discussion. These results demonstrate that children who watch the most

cereal ads on Saturday television more often ask for cereals, eat cereal,

and argue or become angry when requests are deni¢d. The most th&miu, anal~

ysis was conducted on cereal consumption behavior, where frequency of eating

13 different kinds of cereal was measured. The strong association between
advertising exposure and consumption of advertised brarg appears to be

functional; the relationship is diminished only slightly when child charatter~
istics are controlled, and remains moderately positive when eating of lightly
advertised cereals is also controlled. ,The main question concerns the direc- i
tion of causality®™ does exposure produce eatingaor does eating lead to =
exposure? “Since a major portion of the emwum%i&le involves the amount -

of time viewing Saturday morning television, it seems that only a pavt of

the . _ationship could be due to a selective seeking of cereal advertisments

by those who heavily consume advertised cerecals., The most likely explana- -

tion {5 that the expocure contributes to a greater desire for cereals pro-
-moted on television, which is reflepted in eating bdhavior. Evidence of the
moderate relationship between exposure and requests is consistent with this’

|
|
|
|
|
Interpretation. 1 }
The extent of association bétheen a@osuré to cercal advertising and . |
frequency of rquesting pother to purchase cereals {s impressive: more than- |
twice as many heavy viewers as light viewers-say thaf they ask "a lot" of ‘ !
the time. Somewhat less substantial associations are found for two negative |
consequences of cereal requests, .parent-child arguments and child unhappi~ .
ness; nevartheless, the relationship in each case is mildly positive. Since
. it is unlikely that these criterion variables havermyuch of a weverse causal
influence orr viewing behavior, there are intuBtive gPounds for inferring that |
television advertising stimulates requests, conflidt, and anger regarding
cereal purchases. Clearly other factogs contribite significantly to the l
latter two variables, since the relatifnghips with advertising exposure are
not strong; even so, the importance of advertising can't be ignored, '

Two other criterion variables do not seem to be importantly influenced
by Saturday commercials. Despite the emphasis on sweetness in many ads for
sugared cereal products, those children Who are heavily exposed are not ~
more likely to feel that sugar is good For them. There is only marginal
evidence that viewing of commercials wi:& have adverse consequences for dan-

L5
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tal problems, as the relationship with number cf cavities is small when \‘ :
statistical controls are considered,

Ny analysis of the paths of influence suggests that “the impact on.con-
flict and anger is primarlly mediated by asking behavior; when frequency of
requests is controlled, almost no mlat:.onship remains between exposure and
conflict/anger. " Apparsntly heavy viewers of cerwal commercials are to more
ar;mentative or upset in situvations where their requests are denied; the
influence ori this pair of variables can be traced only indirectly through

r

the greater frequency of requests, The path analysis further indicates that -

sxposaxre hag a divect effect on amount of consumption as well as an indirect
eff:ﬁ mediated by asking. This might be explained by the tendency for
heavy/ viewers to eat more of the cereal that is available in the home, or

mothers! awareness of and response to children 8 cereal preferences without
fmqaent Teception of requests.

.Thus, the most plausibleconclusions from these findings are that watch-~
ing ceredl commercials causes children to ask for more and more cereals, and

that this may prwduce greater conflict over purchase decisions and unpleasant -

reactions to denials. Most clearly, the viewing of cereal ads causes young-
sters to eat’'those cereals that are advertised most often on 1TV. In each
case, boys are slightly rore influenced than girls by cereal advertising, and
thoBe from familics with no snack eating rules are nuch more affected. Age
and status differences in response do not occur in this study.

-

NUTRITION LEARHIHG FROM TV ADVERTISING

..any Saturday morning cereal cormercials now erphasiza the iwpertancs
of eating 2 nutritious, well balanced breakfast that includex cereal, milk,
orange juice, and toast. Typically, the vizual portrayal displays a braak-

- \fast tahle with this combination of food items; this if often’ reipforced by

ar announcer's statement or by dramatic action. The rescarch questionnaire
‘presented pictures of the balanced breakfast scene from four representative
cereal compercials, accompanied by a short vérbal description of that aspect
of the ad. The measures sought tc assess attention to the nutritional por<
tion of the message, with these instructions: "For each plcture, tell us
how much you watch that part of the commercial, . . even though the commer-
cials shew lots of different things, we want to know whether you watch the
part of the commercial shewn in the picture.” In response to the four
questions asking "how much do yéu watch this part?", an average of 16% say
"always," 23% say "usually," 40% say "soretimes," and 21% say "never."

Recently. Kellogg’s has presented soveral public service annauncementa
encouraging children to eat a good breakfast. Photographs pleturing - four
sequences from the most frequently aired nutrition PSA were presented in the
questionnaire, along with a description of ‘the message. There is a somewhat
lower level of attention to this ad: 9% watch "always," 22% watch Yysually,”
37% watch "sometimes," and 32% watch “never.” ,

_ An attention index was composed of the sum of these five items, and this
was multiplied by the total amount of Saturday morning viewing to constmuct
a Nutrition Exposure Index. To study the impact of this exposure, measures
were taken of the perceived nutritional value of nine specific foods: four
that are emphasized as important’ for a good breakfast in the ads {teast,

b 4
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" qrange juice, plain cereal and sweet cereal), three comparable joods that are .

not ‘often discussed in television advertising (bacon and eggs, donuts, and
cream of whaat) and two that are not emphasizéd in the nutritonal portions of
ads but which are nevertheless promoted on Saturday morning television (Pop-
tarts and waffles).. It is expected that the flonadvertised food ratings can
be used as a controk variable to partial out spuriousness that might axist

in the relationship between nutrition exposure and beliefs in the value of
erphasized foods., Another-item asked the children to rate the importance of
having a nutritious and balanced breakfast.

Perceived nutritional value of foods. Table 29 displays the correlation
voefficients for each food 1iSted In the questionnaire.: In each case, the
more children are exposed to nutritional information in television ads, the
more highly they rate the nuteitional value of the products. Among the em-
phasized foods, the exposurd index correiates +.22 with toast, +.14 with '
sweét tereal, +.13 with plain cereal, and +.1l with orange juice. The index
combining these four items is correlated +.26 with the Nutrition Exposure
Index; the partial correjation conttolling for dewographics is +.2%. When :
ratings for the ndnadvertised foods are also controlled, the partial drops
%o +.18, - . . . 5 ’

-

¥

The percentage diffexenceés between the responses of those heavily and
lightly exppsed to nutritional aspects of .advertising appear in Table 30.
The Iargest differenct occurs for toast; 48% of those most heavily exposed
believe that toast is '"very good for you" compared to 30% of the less ex-
posed. The other cross-tabs parallel the correlation coefficients; only a
few percentage points 3eparaté the two groups on ofamse-ftice ratings.

There apa only minor differences in the strength of relationship be-
tveen the various subgroups, as displayed in Tabile 31, Perceived nutriticnal

. value of emphasized foods is correlated slightly higher with viewing for

younger students, bogs,whighar status children, and those githout snack rules,

The two foods that are frequently adverticed but not specifically em-

phasized as nutritious are alse rated more favorably by heavier viewers.

There is a correlation of +.27 for Poptarts and +.1& for waffles, with slight-

ly lower partixl correlations (Table 29). MNonadvertised foods are perceived

as more nutriticus by those scoring high on the. Hutrition Exposure Index, ‘

although the bacon and eggs meal ls, corrclated only slightey (Table 29). L 4
Importance of good breakfast. .One item asked children to rate the

importance ofStarting their day with a "nutritious and balanced breakfast."

The Nutrition Exposure Index correlates +.25% wlth this variable, and the

partial is +,24, There i3 a large difference of 74% vs. 57% between the

heavily and lightly expcsed children in believing that a good breakfast is

“yery important" (Table 30). The association iz much stronger for gibls "

(r=+,14) than boys (r=+.13).

*

Discussion. Thé data indicate a moderate relationship between viewing
nutritional informition in Saturday commercials and perceptions of the nutri-
tional value of fcods emphasized in these ressages; the heavily exposed
students also tend to believe that a nutritious and balanced breakfast i
Important. ‘The basic validity of these asscciation remains whon various
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statistlical controls are applied, syrgesting 3 causal comnection, Slunze it

is likely that attentiom to this type of inforfation embedded in commercials
requires positive motivation, the pussibility of reverse causation can not
be-ignored. Children who ire cancoprnsd and hnawledeexble about nutrivifn iy bo
selectively seeking out this content while viewing television. Mawartheless,

some of the relationship is probably accounted for by learning from these
comercials, -

The finding.that advertised facds not'&oncentrating cn nutritional
value are also seen as nutritious may be due to twe factors: a generalizad
carry-over learning effect from the breakfast feods that are emphasized in

- nutritional terms, and the inference that any frequently advertizad food is

nutritious. The tarry-over effect may also be meneralizing to breakfast
foods such as donuts that are not promgted on 5aturﬁay television,

In conclusion, there is tentiMive evidecnco that cepeal cormercials
stressing the elements of \3 good breakfast has come impact on children's
perceptions of the natritichal value of toast, orange juice, and cereal.
Furthemmore, commercial and public service carpaigns to emphasize the irpor- .
tance of cating a nutritious and well balanced breakfast each day appear
to influence the views of youngsviewers in the intonded direction,

g - ETFECTS OF CANDY ADVERTISING

One section of the study explores tha impact of candy cotmercials on ot
children's candy conswrption patterns, approval of sugar, and incidence of
cavities. These criterion variable€ are considered as possible consequences
of exposure to Saturday candy advertising, Attention is measured by a ganar-
alized sumary question and two specific viewing ifems. The meneral item
asked: "There are lots of comrarcials for candy. When these commerciale core
on TV on Saturday mornihgs, how much do you watch them?" Responses indicate
that +the children are fairly close attenders: 23% 32id they "always" watsh
this kind of advertising, with 28% "usually” watching, und watching “sometimes,”
and 9% "never” wiewing candy ads. This is supplemented by respenses to pic-
tured questions referring .t a specific Hersﬁey ad and a Xit Kat ad; using ¥
the same rating scale. 3Since most of these somrerclals dare presented on Sat-
urday mornings, frequency of exposure is fauged by the nurber of progrars
viewad during this time perisd. The attentlen and frequency variables were
multiplied together to create a Candy Esposure Index.

Candy consumption, Children were asked ta raport how often they ate
seven prands of candy bars which varied {n arsunt of Saturday morning pro-
motion. The more frequently advertised candiexz (Hershey, Kit Kat, and Chece
0-Lite) were combined into one index and the others (Saickers, Butterfingap,
Milk Duds, and Baby Ruth) coerposed an index of lightly advertised candies.
This latter index of comparable candies ean be enployed as a control varisbie
for exarining the spuriousnesz of the relatlonship betwean the Candy Adver-
tising Index and consurption of heavily advertized candy bars, ‘

Table 32 presents data showing that expecurs i3 torrelated €23 with
eating of the heaviiyﬂadvertised cardy brards. Comtrolling for feade, oes,
&tatus, and scholarship, the partial correlotion drovs te +,25. By spetiflc .
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frand, T cart.ol cmnelstion is itrenrpst for Hershey Chocolate Hap
(rewv.28), folizwod oy fpdt rat (ra+.17) and Choa-O-Lite (p=+.16). The
assoclations for the fess advertised candies are egbally as strong, thnun
ARy Wateh taw mat <andy add on Labwlay rorning tend to eat all kinds of +
candy with greater frequency than light viewers. Furthermore, there is 3
clese interrelationship apeng the varlous brands of candy, the correlation
b between the indices of heavily and lightly advertised candies is +.57. ‘hen '
) consumption of these less advartised brands is controlled, the £ifth-order
partial corrvlation between ewposwrs and eating of the fre uently promoted
candics falls sharply to +.11. : :
e The Iter-by-item cross-tabs are displayed in Table 33. For the three
highly sdvertized products, heavy viewers ape mderately mope likely to -
report sating “a lot” thap light viewers:. the difference is 49% vs. 32% For
Horshey, 33+ 43. 26 for Rit hat, and 35 vs. 243 for Chog-0-Lite. These e
analyses take into account the dpurisus contribution of pgrade level to v . g\
cbtained relationships. ~Tne conditional correlation~ between eating and -
- copsurption in Table 34 are of similar strength across thesvarious categories
. of respondents. .

]

‘ ' ' ine itew sought t2 dotermine vhe quantity of candy bavs that the child

) eats  using the techmique of asking how many were ccnsumed during the past .
week. The correlation iz a modest +.10, which is not diminidhed when control
variables are applied (Table 32). The mean nurber of candy bars eaten by
heawy viewers Is 2,24, #hile the lignt viewers repert eating ah average of
1.95. For exarple, 19% of the highly exposed sald they eat zix or more candy

s bars per week, covpared Lo i of the less exposed respendents (Table 33).
] There {5 3 teodeney for chlildrer from hores witd smack rules to shew a .
. strenger correlation (Table 3s). | ’

.~ 7 Sugar and cavities. Teere {s basicaltv no relationship hotween candy
advertising ouponuwre anc eithar the belief that "sugar is good for you” or

. © the nwwer of tiuis cavitle: develeped i the past year. For approval of
: sugar, the gartial correlation with the Candy Expesure Indey o .00, while

W . - - N

there 1z a -.0% partial for nwrler of cavities (Tatle 32).  The averags
rumbef of savities arong hwavy viewers is 2,10, cerpared to 2,18 Lavities
— amxng Light viwwaers. . ~

L

Ire Takede o) fuets I3 3 glipht tondency for younger ¢hildeen and boys
to hawr & posdrive garrwlation botween exposure and appreval f sugar; enly
ldey ondddron hies ovzn o sldent positive association between expesure and e )
2AVEEERL . - - *

-~ b
ghacustion, Whale there ds 4 mederately ztrong pesitie rclationsbip
etwats ViewAnE candy advertiting and eating ajvertised candy bars, rach of
wWe vaaeclatich appears to W apurious.  When key control variables such as
age and consurption »f nonadvertised candies e taken ints acecownt, the
partial earpelation iz ¥ redsot +.01. Sdnce thisz emely: (s procedure pro-
duced 3 senservative eatitate that showd oxclude most of the reverse
Taunyl dofluenes, tne relagionship rhat dees reraln {5 prebally fodicative.
] of advertising wfveots on Sundy wxting, Tnis conzlusion i Belstored by
S ehe simdlar ragnltuds of cormelation botween exposore and total arouht of
AR TERTULPLLGR por suvk,  Tarre Lo ne awidemes that wiewing of candy

T
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COUZR Chdsd IeadS T aprXGeni of sugdr or to incidence of tooth cavities, .
mogt children feel that sugar i3 not good for them and they typlcally have
about  cavities per year, repardluss of thelir 2dvertising exposure patterns, -
Tuere are no mjer difterences in impact between the suwgroups of children;
yownger students and those with no parental restrietions on snacking are not
rore susceptible to advertising influence, . .
. Tois inference of limited consumptipn effects Is based largely on data
) showing thatr advertising exposure is Just a3 closely related to eating of
- candies infrequently advertised on TV as those brands that aré heavily pro-
moted. This finding may be Interpreted as indiZating that gome uwnmeasured
+ Jfactor may be jointly producing exposurd and consumption ¢rithat these who
7 - heavily consume candy in general terd to seek out ressages about the candies -
that are advertised on TV; in either explanation, the effect om candy adver-
tising is discounted. An alternative explanaticn might posit that advertis- .
ing does have an irpact, but that the effect i3 peneralized to candies that -
are not quently promoted.on TV as well as the heavily advertised brands. )
1f this igf the cask, then the conclusion would be that TV ads for gandy do
. have a subgtantial general impact on child viewers. Hithout further data,
the more conservative inferince seers rost justifield at this point,

"In sum,, the evidence sugfests that Saturday morning candy commercials
ﬁt{mmte children to eat somewhat mora candy, -but that the infivence is
neither strong nor restricted to candies most heavily puwlicized en TV. In-

©~- .dirent effects of advertizing wpen beliefs sbout Jugar or development of
cavities do not cocour at ald,

. ADVERTISING EFFECTS G GLUERAL FOOD CGI3UFTION PATTER'S

While the previow sections of the food Swurvey have exanined specific
-advertising effects ou cereal 2nd candy -orientaticns, this final seeries
‘deals with the irpsst on censurption of mare gereral kinds of fosd PICILLTS .
, In addivion, tife =Sfacy o asklng parents s patronize Fast food restamrases

. i3 alsn examined. Tre srodioor varishls iz ney risg GIIEITLY to messures

' of exposure to partisular advertiz=ents, but melie: ol ere 2 supricn thae
children are erprsed to food adwertiaing ir prossopvics
of vime zpert wamshing tsle dsisn, Tre Toral nep

- dters measuricp the neeker of PYiTg~tive ro rs view

- Ing fowr teenaged-opisnted prezTE™S, ter tz
evening rews. Thw, ooly tae LpEIrTwmity ¥
assessed In this STudy, 20t43l attentics v
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‘eating of highly pramoted foods. Thus, when this index is used as a coniteol
variable it substantially diminishes the partial correlation between expo-
supe and advertised food consenprion’te +,12, ) -
-~ L : _ :

, The raw cross-tabs batween TV watching and eating of individual foods
are displayei in Takle 3. Amng the advertised foods, large differences
appear- between heavy and light vlewers in eating "a lot" of potate chips
{79% vs{ 51%), pop (645 vs. uus), harburgers (8%8% vs. 533), chocolate

dginks {42y vs, 28%) and qdckies (62% ws, 4S1), The differences are just

-+ . ‘aslappe for the less adverrtised food products.

L The comditifial partial coprelatioms in Table 37 show that the exposures-

. consueption relaticpship Is stronger for girls {r=+.33) than boys (+.23)
. and for those with snack rules (+,31) than tnosze with ne snacking restriztions
(+u2"")- . - )
3 -

& secondary measure of consrpticn asrsed ondildver o describe their :
_ typical after-school snack sating patterns, Trere is 3 slight tendency For
‘heavier (viewers to report consuing zdvertises produsts, with raw and partial
corrvelations wf +.%8, Table 3£ shows trar 37 oF e Tezvy watchers vo, 4%
of fhe light watere T zuzn fregoently prometed focds as cookies, potato
chips, and zop. Tre smaltional correlation Iz muct Yarger for thome wizh
Lo snask rodes (rse,l2) wa i

are margiral (Tasie 27).

AR

Ior cnildrer with pestrictions; other fferences

Food Tez8SIE. A DPe.iTeZ LTET Ireses tow sfter vhe 2hnild asreld thelr
parents to Tale tner o fest-food Eiwelnt fann & sclonzids and Durper
Fing., These Twl resTROrET ShIlnL TEvE Irier izl much of vieir hemvy ad-
WwerTifing cammEigrr Toezvs chlldwer, sotm o lztaeday mormings and weekdey
gfternoovi 2 esrly sverlivgm. The Lnasy of televizion erposume Lg corve-
aves +..7 wim wne rave ¥ agyllp parert: ts pzironize fooi-food rectzuwraots,
i the foortrecrisy partlsl Ly o+ 1f (Tamle 3., In percentape terme, L%
=f Tre TeEwy VieWEr: tompEres Tt et of the LLprT wewert recuest to g to
THETE TESTLUTENTE Y& oott.]

2T TErle IT, WhE IOTLLTOONE. RAPTWEL TOTTrELaTiont SUoE strongern
geTocogr.on: for joxper Tee ll) whar tluey oroldren (rE+ i1}, for lower
ETETLE IR Ll TNET CLEREY ITETNE 2n.olvey T4 LB, ang for those with no
ErASY PeITrOsTLOnE e Ll TLET THhODE MESTYLTYED Ly pareptal rules (r=+.09),

ZassREEoor. Tre Foralrgr are cuate slmllay to prttern found irn the candy
LELE. wFLoorer wort EFNDOSEI LD ZELEVIELOT TEnt o g2t more Foode, Loth adver-
TLHEL HUC DOLAIVEIT.CRD, TNED TNOSE WNT ETE LeSC eXpOSed.

The DOueTETe Yy TIPOnNf viey Ti-est vy relituoneliy ls open to variow
STrerpretetoous beciule of Tne 2o velert asnoclzvtion between viewing and
rontang teor of ToonTrel’ fons pruuucie LoT ertentively festured in televielon
BOVErTLLILTE. ATul€ JT LD L.aBille LLET €2poIure Yo aar for certeln types
¥ Fonar mogt gETETEL.ZE 10 LY -rromoted Foof rtroduste. & more czutious Ine
ferenoe ML ME NGET LDhe LOTrEn nEt.Te factort zre pyodusing Dotr obtzined
worvenEt.ons . To o agl et e fincirgr for troc wosglile explanetiorn, tne
IOYVELET LUT LETASLT XDOCUTE ANt GOht UM toor of soveytlser foods it rizlet
T OETWLE . S6i DHETU SCLILEYRTLL. 20C e2vin; oF ponsavertls
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T approach, the relatizosiuiyp falls to a very mild level of +,12.
Since it is wlikely that heawy eaters of purzly advertised foods are moti-
vated to watch more than other fecple, it zeews justified to comclude that

this pinor relsticrshipic evidence of a2 flow of causality from viewing to .
eating rather than the réverse ceguende, o=

.

Howewer, it nust be kept in mind that the rredictor variable is not
specific attention to food zds, but exposure to telewision programming.
While it might be argued thet this invalidates thé Ffindings because actual
exposure T3 food ads is not measures, a more resconable conjecture Ys that
2 stronger relationship would be cbtained if more precise measurement was
ased,

The impact of advertising on snacking-behavior is =light; only a small
difference is found between heavy and light viewers in eating of such advep-
tised foods as cookies, potato chips and pop during snacks after school.

There iz z substantial tendency for television viewing to be associated
with reguests for eating at fast-food restaurants. Heavy viewers are twice as
likely as light viewers to say that they frequently ask their parents to take
the family to such drive-ins zs lcDonalds and Burger King. It seems likely
that most of the association is accounted for by advertising effects, since
denograpbic variables do not reduce the relationship and it is illogical
1o expect that hamburger e2ters watch more television than non-edters.

The relationship between exposure and food consumption does not consis-
tently differ from one subgroir of children to the next. However, on the
criterion variable specifically dealing with snack eating, the association
with TV exposure exists primarily for children who have no parental rules
gbout what snacks to eat; it appears +that the only children affected by ad-
vertising are those who are not restricted in snacking by their parents.
Televizion does meem to affect asking to eat at heavily promoted drive-ins
mzinly for lower status children.

o .

In conclusion, the research evidence indicates that food commercials on
relevigion cause viewers to eat somewhat move of the kinds of foods promo-
ted on TV. 4 conservative reading of the data suggests that the effect is
not strong. There appears to be a more substantiml impact on lower status
children's recuests to parents for trips to drive-in restaurants. It should be
observed that advertising produces greater consumption of the types of foods
that are not rated as nputritionally desirable, such as cookies, potatu chips,
soda pop and fast foods. Ads for the most nutritious foods are seldom pre~-
sented on television, at least duriy iode of the day when children are the
predominant audience. Thus, it was not possible to test whether positive
healthful effects might be derived from advertising eXposure,

~
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‘FIGURE 1 . i

‘ t
DIYTRIBUTION uF SANPLE AbCORDIHG TO TOYN, SCHOOL GRADE, AND QUESTIONNAIRE FORM

‘Total , uth 5th © 6th = 7th Medicine Nutrition -
Number / grade grade grade grade Form A Form B
12775 ‘=118 N=229 H=165 N=263 , n=2"ss N=506
Town: )
: & i
Livonia 290 Km S IRE 205 . 159 - 124
Dearborn 214 48 59 49 58 * 0 1)
Eaton Rapids 147 © o 75 72 0 O T
Lansing 124 26 54 4y 0 97 T2
Form: - - ) . . \
Medicine (A) 256 - 0 oy u 118 '
Nutrition (B) 506 113 133 118 142
Nutrition 13 5 2 3 3
incomplete ‘

, .
* - —

L8

The main body of the §uestionnaire was completed by M=775 students. A supplementary
section dealing with medicine advertising was ‘completed by 1=256 students in the
£ifth, sixth, and seventh grades in two schools. The remaining children were admin-
istered a version of the questionnaire with nutrition advertising questions attached;
13 students were able to finish the main body of the questionmaire but did not com-
plete the nutrition supplement due to lack of time, Data were gathered in these

Michigan schools: ) \\\
N t
- Wilson Elementary School, Livonia : *
Br¥ant Junior High School, Livonia o
Lowrey Elementary School, Dearborn A 4
b Fairlane Elementaly School, Dearborn

Smith Junior High School, Dearborn
Stout Junior High School, Dearborn
y Southeastern Elementary School, Eaton Rapids
Cavanaugh Elementary School, Lansing
* Forest View Elementary School, Lansing

Q ‘/7%\ - !
5

RIC - " 59
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HERE ARE SOME QUESTIONS ABOUT TELEVISION COMMERCIALS.
PLEASE TRY TO ANSWER AS MANY AS YOU CAN. JUST .CIRCLE SURVEY
THE ANSWER THAT TELLS WHAT YOU THINK OR WHAT YOU DO.

IF YOU HAVE ANY TROUBLE, JUST RAISE YOUR HAND AND WE

WILL HELP YOU. YOU DO NOT HAVE TO WRITE YOUR NAME ON
TH1S SURVEY. ‘

i

z . -

Here is a picture from a TV commercial
« for HERSHEY CHOCOLATE BAR. It shows a
little boy watching a policeman eating

a Hershey Bar. )7/,
. |

When this commercial comes on v,
. how much do you watch it?

i

ALWAYS USUVALLY SOMETIMES NEVER -

(circle one of these answers)

o

13

™

. L

This is a picture from a TV commercial

telling people to stop smeking. 1t shows
a wolf who starts coughing when he tries
to blow down the héuse of the three pigs.

Whegn this commercial comes on TV, .
how much do you watch it?. ’ - ‘N

1

ALWAYS  USUALLY  SOMETIMES  NEVER

This picture shows an Indian paddling
his canoe in polluted water. Then he
gets out of the cang:zznd someohe throws

trash by his feet. Hy cries because

there is so much littering and pollution.

.

When this cummercial comes on v,

how much do you wateh jt? . . 1
|

ALWAYS USUALLY SOMETIMES NEVER

¢

= , ; - . Gu | ,




4

L.

XN

- .
“These pictures tell people that the best
way to fight pollution is right at our '
finger tips. When you see someone making
pollution or litter, you should point it out.
. . r
When this commercial comes on TV,
¢ how much do youwatch it?
N Lo T\WS (
o I ALWAYS M' USUALLY "~ SOMETIMES NEVER
A

-

" Wow much do you like this commerotal?

' VERY Hﬁﬁ‘ PRETTY 'MiGH NOT SO MUCH

.

Theg¥ is. also a commercial where a little boy coéies everything his father .
does ''like father like son.'" When the father sits down by a tree .to smoke
* a cigarette, he looks away and the little boy picks up a cigarette. .

» - -

When that commercial coméx\oh TY,’how much do you watch it?

l.\ . ‘ \” N h' '
ALWAYS™ * USUALLY SOMETIMES~  NEVER . : B
) i v .
' — 3 .
cheral TV commercials tell people ‘that they should” mlkh°sure and buckle
up their seat belts in the car. One shows some eggs in a ligtle toy car
5hat break when the car smashes into another car.
When that commercial comes on TV, how much do you watch it?
~ - ‘ ) . ¥ - »

“ ) " ALWAYS USUALLY SOHETIH%S NEVER

in another seat belt commercial, a #n is riding while his wife drives.
He says that she better fasten her seat helt, or "1 won't ever talk to .
you again because 1 love you." S e '

When that commercial comes on TV, how much do you watch it?

. . ALWAYS USUALLY,.  SOMETIMES NEVER

- (;f[‘



» .

When you ride in a car, how often do you buckle.up your seat belt?

A LOT SOMETIMES . " ALMOST; NEVER ‘
' ¢
Q-‘ ’ . oo Q
" [~ 1
Do you think that seat belts help save people's lives in a car accident?
. ' ) } ‘ o)
YES MAYBE . - NO '
.‘ ' ' " “ ‘r
- AV [ Y
Is it a good idea for people to wear seat belts? ’ ' ' .
* - Q& : a
. . YES ° . ‘MAYBE . NO
When you get older, will you smoke cigarettes? -
y * ] \ . >
' ' YES, MAYBE NO "
: L
. ‘ . ! N ‘
J How often do you tell your parents to stop amokin;"‘cigahtt'es? ’ S
e : . « : R ¢ . .
A LOT . SOMETIMES - ALMOST NEVER @my DON'T snoxrﬂ

:’ .
‘v
N .
. —— .
. B . P
E N » .

Do you think that smoking cigarettes causes Ai afswes like lung cancer?

i 4 .
‘ _YES - MAYBE (¢ " .
L3 . ‘
Is it 'really impgortant for people to stop being 1itterbugs'}
“ } ’ ¢ +
YES MAYBE NO
< . ) ’.

When “you see someone throwing litter on the ground, how often do you tell .than
to stop being a litterbug? )

A 1OT SOMETINES © ALMOST NEVER

[}

>
- "% A 7 \‘

W¥hen you have litter, how often do you throw it inte a trash can?

. ,
A 0T | SOHETIMES ALMOST NEVER '

893 ) | A




L] - -
b

How often do you watch these TV programs? (Make a mark _showing whether you
watch each one a -lot, somet:unes, or almost never,)

—~

A LOT  SOMETIMES ALMOST NEVER .

BUGS BUNNY[:]D

ADDAH‘%FAMILY..l....llll.ﬁlt‘

LI

\ * ‘ SCOOBY motlltttrtlﬁllltlltt

S
s 0ot s e llll.ll‘.l

u

, - INCH HIGH PRIVATE EYE......

ees e l.lll...‘l

4

I DREAM OF JEANNIE.....cc0se

'LASSIE'S RESCUE RANGERS.....

SPEED-'BUGGY’OIOllll..ll‘..'.l.

bes e lllll..l..

STAR TREK.DOOOQllol:-l‘.ll»o,lo

JOSIE AND THE PUSSYCATS.....

es s s e

[3

s eessgece

PEBBLES AND BAMM BAMM.......

LI AL I L N I

NATIONAL NEWS AT 6:30...:...

DDDBDDDD

AMERICAN BANDSTAND....0uuson

e s she et

-~ HIDNIG*'E SPECIALo-lnohnoo.ln

'oaluono

~‘ /’ TN c::cg LlnllnllnlnlOQIOOOQDollollll

€0 s 000800

LR N NN N N W]
~

[N .

DDDDDDDDDDDDDD
oDDOooDDoDooooooo

SOUL TRAIN..I!OOQD!OOGCI'.Q,O

‘ R 4 o 8 . .
About how many hours do you spand watching television on an average evenmg,

lllllcql LRGN BN I

betwaen 8:00 and 11:007 (Circle the number of hours,)

-

0&1135223,5

¥




RIGHT GUARD: One man shows the other one
that his Right Guard ‘Powder Dry deoderant
does A0t stain clothes. -
When this commercial comes on’TV,
how much do you watch it?

~ .
: ALM@YS USUALLY SOMETIMES NEVER

J

SURE: Men says tha¢ Sure d oderant goes on dry.
" He says try-it on your left s and use the

spray you like best on the right side. Your
left side will convince your right side.

When this commercial comes on v,
how much do you watch it?

-]

- B ’ e .
ALWAYS™S  USUALLY SOMETIMES NEVER

LISTERINE: Taxi cab driver says éﬁac'Liscer;ne
mouthwash doesn't taste good, but it works.
This is important for somevne with a people job.

»

When~this commercial comes on, TV,
how much do you watch it?

!

" ALWAYS USUALLY SOMETIMES * NEVER

-

how Certs mints keep your breath fresh and has

IS

CERTS: Two girls ridimng on train talk about

a good Elcan taste. Then they kiss their boy
friends ‘at the train station.

.

When this commercial ‘comes on TV,
how much do you watch 1t?

ALWAYS USUALLY SOMETIMES NEVER .




¥ CLEARASIL: Several kids play catch with
tubgs of Clearasgil skin cream. They say
that"Clearasil is the most serious kind
of blemish medicine you can get without
‘a perscription -- pass it on!

v

When this commercial comes on TV, how much

do you watch it?
¢ \

-7 "ALWAYS  USUALLY  SOMETIMES  NEVER
- /

rd N B . L -

"How muéh‘do you‘}ike this commercial?

VERY MUCH  PRETTY MUCH  NOT SO MUCH

« ‘Do you believe that Clearasil is really the:
most serious kind of blemish medicine you
can get without a perscription?

A

YES . MAYBE . NO

’

~

o

c‘ \"‘
Wtite down. the names of as many :%detarm deodetants as you can think of: . : g

(iist the brand names, 11uL RIGHT GUARB§;;’SUR£) _ _ ?

s / ~
- t \ ~ B L] - -
.

”‘P

What are some pf the reasons why_peoﬂle use deoderants under their arms? i

“




| .

N .

- How mctk do you worry about offending people with your body odor? -

. VERY MUK ERETTY MUCH NOT SO WUCHK
. - : N . .

. e . N
- P

_How many adults use underarm decderants? - . .
' . - v\ 7 .

EVERYBODY -/ MOST-ADULTS  —SOME-ADUETS - - NOBODY -~ - .

5]

-~

How i:wtant is it for people to use deoderant? : . . )

- VERY IMPORTANT ~ PRETTY IMPORTANT . NOT SO IMPORTANT

-~

¥} -t =

L

What are some reasons why people use mouthwash (like Scope and Listerine)?
v . . L

7

N /s " )

How many adults use mouthwasi'x?

-

T & EVERYBODY \_MQS?ADULTS  SOME ADULTS ¢ NOBODY °

o
- ©

-~

L)

Do people really need to use mouthwash Yo be popular with their friends? .

L 4

" YES MAYBE NO 2 .

Y

How often do you use mouthwash?

- - « . i

A LOT | SOMETIMES . ALMOST NEVER -




]

How much do you worry about blemishes or pimples on your faca?

-

’ . '
B VERY HUCH . PRETTY MUCH NCT SO MUCH

-

What it’:the best thing to do to get rid of —biamish-s? C '

- WASH WITH REGULAR SOAP : USE SKIN CREAY (lik? Clearasil)
EVERYBODY ° MOST TEENAGERS SOME TEENAGERS NOBODY

How often do you use skin cream on your face?

A LOT SOMETIMES ALMOST NEVER

]

How often do you talk with your parents or friends about skin creams?

A IOT /,/synﬁms ‘ ALMOST NEVER

-~

How often do you talk with your parents or friends about mouthwash?

»

How :::W tmﬁ;crs use skin cream to get rid of blemishes? _ .
»

ALOT SOMETIMES ALMOST NEVER

How often do you talk with your parents or friends about dscderants?

\ . ALOT SOMETIMES ALMOST NEVER

, Crest and Close-Up are two kinds of tcothpaste. Can you think of any difference
between these two toothpastes?

NO YES ~-=mmmmm ) . How is Crest different from Close-Up?




\
! ‘ .
SNOOFY PENCIL SHARPENER: There 15 a new cu-wsersial
showing & btoy using the Snougy pencil sharpener.
Tq make it work, he puts a pencil into a doge-house
that Snoopy 45 sitting on. . ’

How many times bhave yuu acen thiy cumzercisl on TW?

B W W N w W% 1o

« How much do you like this comerzcral?

VERY MUCH PRETTY MUCH KOT S0 MUCH

Do you have one ef these Snoopy pencil sharpenexs?

¥YES KO wmmems=a=d [0 you want to get one?

e 4,

YES  MAYRE KO N\

KEDS GOLD MEDAL SHOES: This comeercial
shows & boy running through city streets
and in a track race, flashing tack and
forth, It says that 'every kid dreams
of winning the great race.™

When this cocrercial coxmes on 1V,
how wuch do you watch 1&?

|
' . ALWAYS ~ USUALLY  30METIMES  NEVER
| .

KEDS TAIL LIGHTS SHOES: Another keds
i commerctal shows boys and girls riding
their dikes arvund town. They are all
wearing tail lights shoes.

Ahen this commercial cores on TV,
now must do oyou wateh (t?

ALWAYS USUALLY SOMETIMES NIVER

N {) Y




s ¥ *
BEHNER TOAER AND T~T~F wiukis: Tre 777

P ooNaw > rre ~4 ¢
(AR

oo .y
L ey ‘IW%H’ v WD WS

=sioriynies shewt wif

walls, tlip upside duwn, ard <o wreolies.

when thit comeersial cowes un TV,
row math do you wakah 1t

' ALANATE YEUALLY SOMETIRES WEVE

*s

How muach do you like L0is Comersian”

REKT MulH PRETTY Munu

- -~ ¥~
?‘{JL w W [

- R 2

Do You telieve that the ITP cycles rveali,
can d> all the things trat they show in
‘this zommercial?

“ATHE N

Aruitoxt provided by Eic:

ERIC

rd
- 4

Or Saturday wornipys, thuy show eerrerdials tor the VERTIBIAD HELEGOPICHN AnD

SELGUE SHIP.  wiwen bhis YERTIRIAD cumrmegoial cumis wn TV, buow 2uCh Cu (04 w3teh
5 .
\' £ 3
ALY USPALLY s HTINEL NEVEF
Wanr gow el ployed with the JERTIAIALDY B
", wE ..u.,.} 1= the real VERTIRIFD beilter oY w.ruse tran
the oar that they abow in the comreraixls’?
k]
BETTER rEOUT TeR SAME nORLE
~
Pro fya ©onoanety Eufes b5 & TV faoorersial tor QALILLAG

Lars . The Lurrerorsd
sags ERIU Sine Ledd bl yutsn 12 wades per ogalien 2l gateline shoen you drive 4t
v the 2ity. Do oyow belaewe that gt peally pety 40 muldes per gallend

R MEACEE 2o

e
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- . "

¥y oo . fesl vy wr, AUy LATINLEY meTming commerslaist |
3 1
]
‘
1
~ )
- I}
]
1
‘
3

-
.

Yry 4% jea trdne It lsn't trua’

P oyTd think that 2dults xlazys tell tre rrutn? ‘

5
-
i
"

L

Iz you think that saleswen always tell the truth?

1L RO #OT SURE ' -

U you think trat TV newcasters always tell the sputh?

HOT LURE

£
£
¢
s
)

ERIC

Aruitoxt provided by Eic:




2.2: You Ttinr tnet toe rlide wht LAvE Tue WoEY tove are & mort happy kids?
o
e

) e EYEL NC

e WO Vine YIAY tr ¥oxt lmpowraet thlng is to have lote of wonkyt
L

MAYEEL N3

aow often 4o yus By things 55 you can show off to ybm* friende?

k4T SOMETIMES ALWOST REVER

85

£ yuu h2d to chosse, would you rather play with a toy from the store or go play
the playgrounds . . ;

FLAY WITH TOY PLAY KT FLAYGROUND _ DON'T CARE
-

Hew fmzovtant iz 1t to have nice clothes to wear atf school?

YERY IMPORTANT  PRETTY INPORTANT  NOT SO INFORTANT

-

3

‘When you are old encugh to own a car, which kind would you want to get?

PO

p——

I




~

Here are pictures from some PEPSI commercials. The§ show young people from
the “Pepsi Generation" who ave "feeling free” and having lots of fun riding

bikes, washing cars, and riding baloons.
How nuch do you like these commercials?

VERC MUCH PRETTY MUGH HOT SO MUCH
~

-

Compared to the people in these cummercials, 1s your owm life more fum or
less tan?

* VORE Fun ABONT THE SAME LLSS FuN

Wher yon are sitting aroungd the house, bered nnd sad, do these commercials

rake pau feel betrer ox wWorse?

L]

Fril BEITEK ACUT THE LAME FEEL WURLE
/




'Here are some q&éa;tions about you and your family:
- r

N

L ]

-

-

How old. arve you? years old

?

~

Are you 2 boy or a girl?
" . ,."

»
-

pOY GIRL

-

-

C , f -
How well do you do in school-~how good are the grades on your veport card?

A J

VERY GOOD ., FRETTY GOOD .. NOT S0 GOOD

»
4 1 3
» x “
, B
- -
f -

work?

[

Hhat kind of job does your father ov mother m right now--what de they dé at

A

L3
} ¢ - s I




b

HERE ARE PICTURES FROM FOUR CEREAL COMMERCIALS SHOWN ON SATURDAY HORNING. .

FOR EACH FICTURE, TELL US ﬁbw MUCH YOU WATCH THAT PART OF THE COMMERCIAL...e
EVEN TROUGH THE COMMERCIALS SHOW LOTS OF DIFFERENT THINGS, WE WANT QRVRNOH
WHETHER YOU WATCH THE PART OF THE COMMERCIAL SHOWN IN THE PICTURE.

-

-
-

POST RAISIN BRAN: Where the wan
in the box says there is only one
thing missing from this breakfast:

How much do you watch this part?

-

Auimg USUALLY SOMETIMES NEVER

TRIXt Where the Trix rabbit is
the milkman when the kids find out
there is not ensugh milk for
breakfast;

How much do you watch this part?

*

ALWAYS  USUALLY - SOMETIMES NEVER

CHEER10S: Where the shadow of .a
father and child flying a kite is
shown with the breakfast foods:

How much do you watch this part?

ALWAYS USUALLY SOMETIMES NEVER

CINNAMON CRUNGH: Where they show a |
bowl of Cinnamon Grunch on the breakfast
table along with other foods:

How much do you watch this part? - o
ALWAYS  USUALLY SOMETIMES  NEVER ~




'

REESE'S DPEANUT BUTTER ClUiP: A man esting '
a chocolate bar walks.down stairs and trips.
He crashes into & boy eating peanut butter.

L
*

When this comsercial comes on 1V,
how much do yau watch it? '

-

ALWAYS  USUALLY SOMETINES NEVER

L L4 -

EAT BREAKFAST ~- DON'T PASS IT UP: When
the teacher talks, the boy doesn't have
en:z‘i ensrgy because, he didn't eat a good
br. kfast. The next day, he goes back

. upstairs and eats a- good breakiast.

When this commercial comes on TV,
how much do you watch {t? .

ALHAYS USUALLY SOMETIMES NEVER

.

come on TV on Saturday mornings, how much do you watch tHem?
ALWAYS USUALLY SOMETIMES NEVER \
y ’

: t

fhere are also lots of commercials for candy. When these commercials come on
TV on Saturday mornings, how much do you watch them?

There are lots of commercials for breakfast Cyfeals. When chese comercia'

A | C
. ) y

ALWAYS™  ° USUALLY SOMETIMES NEVER l
in the last year, about how many cavities have you had in your teeth? ‘

#. _  CAVITIES
. (number) .




1. Hare 18 a list of breakfast ceveals. (For éach ona, nake 3 mark showiflg
whether you eat that kind of cereal a lot, sometimes, or aimocst never.)

ALPHA BITScevease

{

A LOT

SOMETIMES ALMOST NEVER

.
.:..OI"QD.' ...... DH.O.'O‘.OQD

. ' WTIBS&DDD

" BOO BERRY...ees. : eeee

;. QUANGERDOS.......... e s
{ SUGAR SHACKS+3:evveneeeed—uerrren 0.0
‘ ‘ CHEERTOS: 1 vvceuviees U I I .......0
PEBBLES. v sveesvesenennes [....... M....0

CORN éﬁhxss ............... C....... [:].........3[:] |
CAPTAIN CRUCH....... U I SO | ...
e, .00
RICE KRISPIES.s.ensonsss % RPN I IR IS
COCOA PUFFS.cvuseisrsensesbad,, T..‘..[:]..........[:]
RATSIN BRAN.«.eursnsnnesss ... O.......H

2. How important is it to start your day with a nutr-itioug and balanced break-

fast?

4

VERY IMPORTANT

PRETTY IMPORTANT

NOT SO IMPORTANT




¥hioh kinds of breakfast foods hélp make yoix strong and haalthya--wh!(cb ones
ars good for you to ea%4? MNake & mark showing whether each one is ve?
for you, pretty good for you, or not 30 good for you.

/ VERY GOOD  FRETTY'S0D  NOT SO GOOD
FOR YoU  FOR YoU FOR YOU -

»

© EGGS AND mcor«DD

veonooresee ooﬁotlogoo

t mms.t‘.....‘.".........

ORANGE JUICE. euorovvcovoccns

[N N NN N (A2 X2 XN KL

oooo

mms#........l’..‘.....'

0

LA N E N RN NN N

..I.....‘. .O..l."..

m‘cﬁm.?...'....ﬁ'..‘

O

L1
wwﬂmm

L

..[J

]

PMm cBRBAL."....’....".

sere0te0ee s20p 0000

L;

L]

[l
'ms'rD

]

[

]

CREA“ OP W{BAT..‘....QGOOOO ’..li/.'...D....‘.’..‘.

anoono

‘POP ?ARTS.'.......IO'OQOOOOOD.....‘....D.Olto....D
&
Aftey you see commercials for breakfast cereals on TV, how much do you ask

yo/ motheyr to buy the cevesl for you? .

/

] . A LOT SOHETINES ‘ NEVER

' r
i - ) .

. * . N - ¢ -
When your mother says that you can't have a cereal that you ask for, how
much do you arguo with hex? .

A LOT SOMETIMES NEVER ) .
' ]
'-

AVE




~ . ’ |

|

i 6, When your mother says that you cm't have a cereal that you ask for, how mmh |
do you gt mad at her? |

\

- 7

~ .
e A 10T SOMETIHES NEVER

7. ¥hen yoi come howe fromgchool in the afternoon, what do yq,u \mnn,y at for
a stisck? (Write the names of the things you eat.)

8, How many rules do your parents make about what kinds of snacks you can eat?
—

LOTS OF RULES SOME RULES RO RULES

"8, How much do you ask your parents to taks you to drive-in matam*mts 1ike
HcDonalds and Burgex\ King?

K

-

A LOT SOHETIHES ALHOST NEVER

/ ! : - a

I0., Host cereal and candy has lots of sugsr on it, Do you think sugar is good
for you?

YES NAYBE NO .

11, In the J.ast- week, about how many candy bars have you saten?

L]

¢

CANDY BARS _ T




t S~
§‘ .- s .
»
: —
<12, How often do 'jrcu eat each of these Kinds ef candy bars?

b »

~ A LOT.  SOMETIMES

L . -

How often do you ‘ea‘t these thinga?
+

! & 1ot SONETINES ALUOST NEVER
POTATO cmgg*\'DD .......... ]
pam'znzs.: ................. D ........ D .......... D ’
TCE CREAH.vesusvseasnnosnnns IR S I ]
SODA PORsssnsererernssnsnnes U ....... e, L]
HOT DOGS. . cvnnsnesnsneons oo I T . ]
HANB ROEBS/ s euoevsrnsnaseans L, DD
CHOCOEATE DRINKS.ssseesrions L., L, CJ
CAKE o reeeerennieessnnnnns O....... I [

| COOKIES s s eernseorsnnnternnns L, D~'D
o ™~
PRV
b ' Td -
’




'When this commercial comes on TV,

ANACIN: A graph shows that Anacin works
faster than aspirin. The graph is displayed
on the outline of a woman's head.

»

. how much do you watch it?

ALWAYS USUALLY SOMETIMES NEVER

-

-

DIGEL: This‘drawing of a person's stomach
shows how Digel helps to get rid of Gasid
Indigestion and trapped gas.

When this commercial-comes on IV,
how much do you watch 1t?

ALWAYS USUALLY SOHETIMES ~ NEVER
)

SOMINEX: The man and wife call up her mother
to thank her, because the mother told him to
use Sowminex sleeping pills. Sominex helps him
‘g fall asleep at night.

when this comzercial cowes on IV,
fiov much do you watch {t?

[

ALWAYS USUALLY SOMETIMES NEVER

1

FEPTO-BISMOL: The man talks about how Pepto-
Bismol can help pet rid of stomach achkes and:
indigestion. The drawing shows how it coats
the stomach.

When this commercial’ cores on TV,
bow much do you wathh {t?

- - . .
ALWAYS BAUALLY SOHMETIMES NEVER

- 1

«

Ol




2,

3.

e

8.

7.

8.

Al

How often do yov think that people gat stodach ache

" Awor . SOMETIMES ALNOST NEVER
How often do you think that peopls get colds?
A LOT SOMETIMES ) ALMOST NEVER

How often do pecple have trouble falling asléep at might? .
\ Sep 1 .

€
y »

. ALoT SOMETIMES ALMOST NEVER

When pecple get a stomach ache or a cold, what do they usually do about it?

-
-
e

shen peopls get a stomach achs, how much does 11: help if they tako aome
vadicine?

VERY MUCH' FRETTY MUCH NOT SO MUCH
)

When peopls get a cold, hoy much does it help if they tv.- medicine?

PRETTY MUCH XOT SO MUCH

. When people have “trouble faning as.hep, how much dces it help if they take

3ome sleeping pillsf

L

VERY MUGH PRETTY MUCH KOT SO HUCH

-
3
*
]

¥hen peuple feel sad, how ruch Joes it help then feel batter if tht)’ take
soma pill or nedicina?

~.  VERY MUcH PRETTY HUCH NOT SO MICH

<

81




10.

12.

When people take some medicine for a atcma;h acha, how 1cna dees it usuall;
take for them to feel better?

A FEW MINUTES ONE HOUR A FEW HOURS QNE DAY

When pecple take some medicine for a cold, how long dees it usually take for
them t> feel better?

A FEY BINUTES ONE KOQOR A FE4 HOURS ONE DAY
Al

When people have a problem that bothers them, how long doas it usually take
for them to salve it?

N

A FEW JINUTES QNE HOUR A FEW HOURS CNE DAY

How often d» you worry atout sottiny stomach acnesg?

A LoT SOMETINESR ALVOST NEVER

How oft:p do you worry about catching colds?

A LOT SQUETINES ALWQST NEVER

Aos Qiten 21 youg St 2Omach aghwes?

A LOT | OSOMETIMES ALMOST HEVER




W Hhew you get & stormache ache, how much do you take scre medicine for it?
. i
#

ALYAYS " USUALLY SOMETIMES - NEVER

o~

4

o

LIy

#hen you get a cold, how much do you take some wedicine for it?

ALMAYS USUALLY SOHETIMES NEVER

, X
18. When yon take some medicine for a stomach ache, how /much degs it help you feel

bettar? -

ALVAYS . USUALLY . SOMETIMES NEVER

: - y

19. When you take some medicine for a eold, how much does it help you feel
batter? - ' ,

‘ ALMAYS - USUALLY SOMETIMES NEvER O
. ; I 4
. .

20, i}'hen you get a cold or a stomach ache, how much do your parents want you %o
~ takae some medicine for it?

LN E USUALLY SOMETTMES NEVER

&

2l. When people have a stomach ache or a cold, what do you think is the best
thing for the‘m to do? « 7

I
}
R \
, ‘ 3

L4

22. If you had a cold, how rany aspirin should you take to feel better?

-

t 4

]
?
-

-

23. If you take a lot of medicine, can thic¥medicine make you sick?
. YES MAYB NO
24. Is it OK to take aspirin. if yoy are not really sick?
A v

*

YES UAYBE . No




.25, Here are some kinds of pills agd drugs that sowe people use, For each ons, -
' mark whether it is a good thing or a bad thing for paople to use: (If you
ars not surs, write a queation mark.) .

.

GOOD THING IN BETWEEM BAD THING

" fisptngn O - [ U
- ' Sleeping pills ]:) ! D N '
ppene 0. o0 O |
R — m s B }
o n, o o
ieeme O 00
’i




. . Table 1

2

TELEVISIGR VIEWING PATTERNS, BY GFALE, SEX AND 24CIAL STATU3 OF CHILD

———— > 4 b

= ! 7
. ‘ 4-5th £-7th High  ILow
’ ’ ade grads Hals Femals status status
Yiewing mmasure: Nx347 Nzu29 N=350 Heulg Na32) N=3h2

Views "a log - 7 .-

Bugs Bunny u2% 2% , 4% 2u% 29% 35%
Addams Fazily 3%%  L7% 7u%  28% 23%  20%
Seooly Do 553 38% uE%  u6% 37% 2%

Inch High Private
’ e 249% 0% Z6% 23% 23% 27%

I Drean of Jearnie- %0% 26% 22% 31% 28% 36%

Lagsie's Pascue

Rangers 23y 12% 18%  15% S 1% 168 ’
Speed Buggy 4% 25% aus a2 28%  36%
Star Trek 25%  26% uy  18% ¢ 25%  27% 1

Jesie and the )
Pussycats 33% 16% 21% 27% 18% 29%

Pebbles and Bamm , .
Bamn 4 30% 20% 19% 29% 20% 28%

£  National News at

6:30 p.m. R TT T} 16% 4y 1s(t 12%
! <l
Awerican Bandstaﬂg 20% 23% 17% - 26% 20% 23%
¢
Midnight Special 22% 248 4% 2% 26%  21%
In Concert 22% 4% 32%  26% 29%  28% .

3

QO Soul Train 19% 16% 143 20% 17% 20% -




Table 1 {continued)

> 1
i
. 4-5th 6-~7th . High Low
Yiewing meagure:. grade grade Male Female status status
About how many hours : 2
do you spend watching
television on an aver-
age evening, between
8:00 and 11:007
3 hours 45t 3% 4% 36% 33% 44%
2 1/2 hours 13 16 14 16 , 16 ~ .13
2 hours 16 25 21 21 27 17
" 1.1/2 hours 11 14 10 15 14 1y
1 héur 10 7 7 . 9 8 8
1/2 hour 4 2 3 3 2, 3
0 hours 1 0 1 0 0 1
Mean hours 2,3 2._& 2.4 2.2 2.2 2.3
R A Y
AVERAGE VIEWING ACROSS
TEN SATURDAY MORNING
PROGRAMS
View a Lot \ 6% 22% 28%  28% 25% 32%
View Sometimes | 33 .33, 31 34 33 32
w. Almost Never /,,/31’“ 45 41 38 42 36
AVERAGE VIEWING ACROSS
FOUR TEEN=AGE PROGRAMS
View 7 Lot 21% 2u% 22%  2u% 23% 23%
View Sometimes 21 26 21 25 ) 25 23
View Almost Never 58 ° 50 57 51 Y 52 54
- - @
-
o
*
25 s}

-

=




"7 Table 2 )
ATTENTION TO SPECIFIC TV COMMERCIALS, BY GRADE, SEX AND SOCIAL STATUS OF CHILD !
- . ~ - 4-5th 6-7th . ~ High  Low
Typ& of Amount grade grade Male Female status status
commercial: of wiewing: N=347 N=u28 * N=360 N=415 N=321 N=342:
: Anti-smokiné PSAs -- s _
(average of 2 ads) _ ) t..
: Always - 26% . 25% 27%.  24% 26%  25%
, Usually .27 33 29 31 32 29 °
Sometimes . 34 34 34 35 34 34 5
7 Never 13 8 10 © 10 : 8 12
Anti-littering PSAs - .
(average of 2 ads) . .
* Always 30% 38% 35% 33% 37% 32%
Usually 32 30 32 30 32 .30
Sometimes . - 32 24 27 29 v 2F 3l
Never 6 ‘8 -6 8 8 7
~ B
Seat belt PSAS -- A ~ I
(average of 2 ads) . . .
Always 18%  1%% o 16% 16% 16% 15%
Usually 21 25 22 24 4 - 22
Sometimes 28 34 32 31 32 30 =
Never . 33 27 30 29 . 28 33
Hedicine commercials -~ ' .
(average of 4 ads,-N =_256)
Always 8% 5% . 7% 6% 6% 8%
Usually 25 15 20 17 15 21
Sometimen 50 53 54 50 56 49
Hever 17 27 34 27 23 . 22
Tay comgarcials -~ : ‘
(average of 3 ads)
Always 1% 3% 16% 9% BN X - 17%
Uaually 2% it 2 18 j22 21
Lometimes ul 4% 4% 4% “uh 45 :
Powur AL

23 12 25 21 42




" a—

-

i

Table 2 (continued)

Type of Amount
commercial: ° of.viewing: |

.

Hygiene commercials --
(average of 5 ads)

Always
Usually
Sometimes
Never

Candy commercials --
(average of 2 ads)

- Always
Usually
Sometimas
Never

Cereal copmercials ~-
(average of 4 ads,
nutpition part, N = 506)
* Always
Usually
‘ Sometimes
. " Never

AVERAGE ACROSS ALL THENTY-
BIX COMHERCIALS

Always
Usually
Sometimes
fiever

4-5th 6-7th High  Low
grade grade Male Female status status
f ) Ay
22% 14% 17% 18% T 17%
24 24 22 25 26
<\ 36 45 " 39 43 41
is . 17 22 14 16 P
S |
25% 17% 20% 21% 7%
24 35 31 29 . 46
43 41 ) 40 uy * 28
8 , .7 9 6 l9
22%  10% 15  16% . - 16%
24 21 22 248 23
33 ug 36 33 . &0
21 29 27 16 21 .
» - W
20% 4% 1% 1B% 16%
25 2h 24 2L 25
438 42 .80 T u2 40
17 20 9 18 19

* .
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LIKING FOR SPECIFIC TV COMMERCIALS, BY GﬁADE, SEX AND SOCIAL STATUS 6F CHILD

4

Table 4

-

<

-~

C?mmercfél:

4y-5th 6-Tth

grade grade

N=347 N=428

e e~ e b7~ O

. High
Status Status

Male Female

Low

N=360" N=415

N=321  N=342

[

These' pictures tell people that
the best way to fight pollution
is right at our fingertips.
you see someone making pollution
or litter, you should point it
out. (two pictures shown) How
much do you like this commercial?

N=755

Vgry much
. Pretty much
ot so much

“w

CLEARASEL: Several kids play
catch with tubes of Clearasil
skin cream. They sgy that
Clearasil is"the most serious
kind of blémish ‘medicine you

can get witho%g a ‘rrescription --
two pictures shown)
How much do youd like this

pass it ony

commercial?

 N=709

t

SHOOPY PENCIL SHARPEHEE: Thupe is
.a new commeraial thowing a hoy using
3 Snwopy pencll sharpener.
it work, he puts a pencil into a
doghouse that Snocpy is aitting on.
{(two plotures shown) H

you like phis coreaecl
H=T707

Yepy much
Frowty sach
Wt 2 gl

t

- Yeyy much
Pretty much
Rt =0 much

4%
u7
29

3%
23
T4

26%
49
25

AR

X gy
4

29% 20% 27%
46 51. 48
25 29 25

2% . 3% 3%
20 35 .- 30
78 62 67

Y % 'f}';‘é
34 33 33
£} £: £

24%
" 49
27"

“




. ! - ‘\'e\‘\
- Table 4 (continued)
\

- ] 4-5th  6-7th High  Low
Commercial: Z:ﬁt grade grade Male Female status' .status

\

KENNER TOWER AND T-T-P CYCLES: + The \ ‘ ,
TTP wotorcygles shoot off the tower, ’ . - ¥
bounce off walls, flip upside down, ‘ ‘ e
* and do wheelies., (two pictures : . . coae T
* .shown) How much do you like this
commercial? ,
N‘7u6 . /
N Very much 13% 4% 14% 3% 7% ~..8%
’ ) Pretty much .3d 26 38 19 .. 28 » 28
.. . Not so much 57 70 48 78 . 65, 64

Here are pictures from some PEPSI . , T ' “
commercials. They show young pec- Lo ) : :
‘Ple from the "Pepsi Generation'™ ‘.

who are "feeling free" and having
lots of fun riding blkeb washing
car, and riding baloons. (four
pictures shown) How much do you ...
like these commarcials?’

ax
-
-
.
@
4

-

N=755 5 - ) e
. ) Very much - \37% 35% . 27% 4u% 40% ~33%
Pretty much .u7 52 - 54 cs;us g 47 ~51 \\
Yot so mych % 0 13 o a9’ 13 16
b f~'/ ’ . : R

‘AVERAGE ACROSS ALL FIVE CONNERCIALS {

.

L4
« .

Very much 18%  1u% 163 C16%

; 16%  15%
Fpotty much 37 34 38 3 .. 37 k0 I
lot wo much us ug | -, ?6 ug u7° u7

- i . -



Table 5

"

. CHILDREN'S O$IN£ONS ABOUT TELEVISION ADVERTISING; BY GRADE, SEX AND SOCiﬁL STATUS

- pd

. - . .
st , 4-5th 6-7¢h . . High  Low
Opinion item:- grade grade Male Female status status
N=347 N=428 . N=360 N=ul5 N=321 N=342
Do you think they should take all
the commercials off of TV on Satur-
day mornings? "
Yes 45%  23% 38%  29% 27;6l 37%
' . Maybe 25 33 . 27 31 31 .- 29
o . yr.SO 4l 35 40, ’42 ' 34
Some commercials come right in the -~
. middle of TV programs. How much . s T
doeé this bother) you when, they stop . . : -
the program to show commercials? . -
» . “.
. M 1 ) \
- Bothers a lot 82%  76% 81%  77% 77% 0%
Bothers sometimes 13 22 15 20 20, 1N
Bothers never. + 5 2 4 3 : 3 ., 3
* _ (Here are 'pictures from the Pepsi ' ; o
commercials. They show young peo-
ple from the '"Pepsi Generation" who .
are “feeling free" and haviang lots .
of fun riding bikes, washing cars, -+ . .
. and -riding balloons.JJ then you are ;:>
- sitting around the house, bored and+ .
sad, do these commercials make you v ,
. febl better or worse? -« - .
A Fecl wors 29% | 18% . 30% , 16% -20% . 2u%
: Abput the same 50 56 52 53 52 53 m -
feel bettor j'~ 21 - 28 + 18 K3} »?ﬂ 23 DY {5»
. - : . -
- . :
. »




.BELIEF. IN TELEVISION COMMERCIALS, BY GRADE; SEX AND SOCIAL STATUS OF CHILD
. . - o

o
.

< '
. v Table 6
|
\

iy *" A-5th 6-7th High . Low
Belief item: . C gradg grade Male Female / status status
) - N=347 N=428 N=360 N=415 N=321  N=342
) Y p—
CLEARASIL: Several kids play catch ' ' .
with tubes of Clearasil skin cream.
- They say that Clearasil is the most Cs
serious kind of blemish medicine S of
- you can get without a prescription -- - v
pass it on! (two pictures shown)
Do you believe that Clearasil is }/,—L\_ -
l redlly the most serious kind of 7, ,
blémish medicine you can get witly- ) R
out a prescription? ) . ) VT
. . .
‘ ‘ < . VYes; 0% | 11% N\ U8t 0%y 1% 9% *
Haybe 60 62 57 Bl ) 63 63
l v _ No 3 277+ %2 .25 26 28
KENNER TOWER.AND T-T-P CYCLES: The . ’ Y . .
TTP motorcycles shoot off the tower, - N ’ -
bounce off walls, flip upside down, . ,
and do wheelies. (two pictures SN ~ .
| shown) Do you believe that the TTP o o
cycles really can do 4ll the things B ' .
they show in this commercial? -~ . N\ ) S
: Yes + s 12% . 19, 8% 7 o188 - 12%
suaybﬁ : 40 5 3w 42 45
Ho- L oo 42 45 . us 43
¢ D
0 Saturday mornings, they show ) T
mercials for the VERTIBIRD R il .
HELICOPTER AND RESCUE SHIP. Hawg . .
‘you ever played withe¥ertibird? \ Syt .
IF 7ES: Is-the real VERTIBIRD 4 S S * e ' .
" better or worgs Man the sne thaty . . Lo
¢ they show fnthe hﬁﬁﬁﬂf&kﬁla C et ‘
AN=237) A U ~a 7\ ¢ : :
P . , . ‘ . .
_Ars, R N I DR - S T LR T S 1) Wi .o
' “J- EYASES S¢TRNE 1R S, WY - R AT Sa %3
. - e T o1 R E 0 T 1
R . ‘yf« . ! . . M : .
- g — he
. T ot .
M‘I" *‘ » & R R {
» o . .. ] |
’ -1 R |
- - * - ;
»? |
L . & b - . o




.o .
. ) Table 6 (continued) ..
. ’
4 — 2
e B ' 4-5th 6-Tth High  Low
Belief item: grade grade Male ‘Female status status
- * i’\
. N
Do you think that TV commercials o
always- tell the truth? .IF NO: * T
Which commercial is not true? . 3 ’
Y o 29%  19% . 25%  22% 19%  27%
926 : 71 8l 75,0 78 81 73
. =- almost all ads 7 12 k] 12 11 10
. -~ cosmetic ad ‘ 18 15 11 21 15 18
—~f -~ toy ad 7 8 8 8 10 7
C -~ car ad 3 6 6 3 5 5
-~ candy ad 1 1 2 0 2 1.
. -- drug ad -~ 0 2 1 -1 -2 1
‘ -~ cereal ad 0o ° 1 o, -1 0 1
-~ store ad 0 1 2 0 1 1
-~ restayrant ad 0 1 0 =0 0 0
-~ other’ad 9. 10 - 3 10 9 12
-- nane mentioned 26 24 28” 22 26 17
IF NQ@ AND HENTIONED AD: Why do -
. you think it is‘?t true? " N = 403
-- message reality test .15%  26% - 17%, 25% 24% 23%
-- experiknce with.product 10 11 8 13 12 11
* -~ other experiences 6 8 7 "1 6 8
-~ advice from others 1 1 ,1 1 2 - 1
-- other reason 10 4 7 .~ %6 6 7
. . == no reason given ) 58 50 60 48 50 50
RIS
J
\\ ,
. .
’ . . - f
-
E%i, 4




Table 7

PREDICTORS OF BELIEF IN TELEVISION COMMERCIALS

T ‘ 1 f N
. Belief item: .
+ " ~ R A )
- . Commercials Believe Believe Belicve
Predictor “variable: ‘tell truth Clearasil TTP cycle Vertibird
-‘, -o . - A‘ t
Saturday morning exposure index +.20 +.07 +.10 +.10
. Prime-time exposure index +.08 +.01 ' 4,03 . +.04
» N .
Hygiene ad attention index +.06 +.12 < +,07 +.07
Toy ad attention index +.15 +.07 +.22 +.11
Advertising liking index +.11 +.17 +.17 +.04
) .. % .
Grade in school -.13 +.0% +.01 -.07
Sex (male/female) -.0u +.06 -.10 .= 0u
* . *
Scholastic performance -.10 +.04 -.01 -s01
‘ Sdo”
Social status -.08 +.03 -.03 +.03

played in Table 6.

-

All table entries are correlation coefficients between the predictor variables and
each of the belief variables. The “"commercials tell truth" item was scored 0=no
and l=yes; the 'believe Clearasil' and "pelieve TTP cycle' items were scored 0=no,
l=maybe, and 2=yes; the 'believe Vertibird" item compared actual experience to
advertising portrayal, scored O=worse, l=same, 2=better. Item wordings are dis-




i , | TABLE & o —
' s

-

PﬁrTIAL CORRELATIONS OF TELEVISION VIEH&JG AND ADVBPTISING“RESPOHSE
VARTABLES VITH DISBELIEF OF ADULT AUTHORITIES

_ Televisign Predic?o; variable: ‘Ezzg;;:g;:n ‘ Fq;zﬁzggider '
— — ]
- Total amount of television exposurv ‘ -.07 _ - -.05 .
i Attention fo.hygiene and toy ads . . -.11 ~-.09 ’
'Disliking for television ads - +.08 o +,07 ' .
Disbelief Qf television ads +.26: "+.25 .

Disbelief'éf ads irf general +ou1 - +.23
Disbelief of three specific ads +.15 - 4,15

T
“e

. e . All table entries are computed on N-775 fourth, Fifth, sixth and seventh

' grade students. The eriterion variable is Dlsbelief of Adult- Authorities
Index, a sum of'three items me -suring whether the child belitves that
adults, salesmen, and newscasters always tell the truth. Fourth-order

partials control for grade, sex, social status, and scholastic pexrformance.




S
’ . TARLE O .
eyt . . e e : ~
CROSS-TABS RETULEU DISBELIEF OF CORUTRCIALS ASD DISBELIEF OF aCULT AUTHORITIES )
. Boddowr all com~dpcdaln
Authority diziclecf {tom , * Yes Ha ’
. S NEIRZ NEE3
Do you think that adulrs alzays toll tho trych” ~
e ‘ X3 £33
: ot zure uwl i3
L Yoo 13 6 )
» » N
Do you think that sale-en ~leaps tall tan rear- - , I
. . ’ “
. - ' £1 ay”
ot cure # u o 17
. - Te . s 2
Do you think that IV newscasters always t01) fuo troth®
’ * .’:"_'7 "’7" 37 ’
R i RN SRATIONN 35 319
. - ) ’ P L¥S 7
- “ ’
» -y "
\
‘ </ 1
. |
| 1
a’ - ' )
- * Sy
Q f { ¥ f

ERIC | h o

. S




TABLE 10 : ) - ‘ .
COMDITIONAL PARTIAL CORRELATIONS BETWEEN TELEVISION VIEHING AllD ' N
f ’ ADVERTISING RESPONSE VARIARLES WITH DISBELIEF OF AQULT AUTHORITIES
\ hd ;' ¥ ot hd
) . . 4=Sth 6-Tth ' High  Low'
Television prgdictav variable: gradir?grade . Uale TFerale  Status Status
Tl .  N=34T Neu23  N=360 N=u1S 1=321  N=3u2
Total- television exposure C -6 #8077 .04 «07 =10
' Attention to hygienme and toy ads ~.12 =09 -1l =09 =-.13 -.12:
Disliking fcrsxézéviaien ads .11 #0005 .03 +11 +.20 +,03
Disbelief of television ads +.29. +,22 +.17  +.32 +,28 +, 24

All table entries are computed on N=77% fourth, fifth, sixth and seventh grade
students. The criterion variable is Dishelief of Adult Authorities Index, The
partial correlations are computed separately for each contingent condition sub-
proup, while controlling for grade, sex, status, and scholastic performance
{excluding control variable when it is a conditional variable).




Table 11
™ ’ -
PARTIAL CORRELATIONS BETHEEW PUBLIC SERVICE ANOUNCEMENT LXPOSURE
AND ORIEHTATIONS TOHARD SIOKING, LIT'IfBRmG AYMD SEAT BELTS

3

Zaro-order ,Fo\n‘:'th-ox;der

e correlation, pgrti'al ,
Belief that smkix;g'catases cancar . =05 -.95
qt;anc}/ of telling paients to s’tcp swoking +..09. +.10
Perscnai intention not to smoke | o =e12 N -1
;,éamsazex:.{r TiDEX . . o=02 -2
Disaj;proval of lirterh"gs T . +,08 +.10
Frequency of telling others to 's*t.:o;‘; litterig/ +.18 " _ +.19
i;&monal non-litrering be_hawn;cr. ' +.§}5 - +.08 ,
AITI-LITTERLIG LIDEX A Y s18
. b o iy s /
Beli;af that seat ;;éigs help save lives . +.0'; ] ;‘;')8
- Approval of sed’éibelté ' ooz +.03 | };02
Personal use c;%i/seat belta . 405 . - 1406

. SEAT BELT THIEYX, . +.06 ' £.07
£ - ,

s “r

All table ontmes are cemputed cn 1@*‘775 fourth, fifth, sixth—and seventh grade
studenss. 'The predictor variables corrvespond to the set of criterion variables::
foti-Smoking Exposure Index, Anti-Littering z.xgostxre Index, and Seat Belt
Exposure Index, each a product of degree of attention to representatime public
service knnouncements times the amount of TV viewing during perioas when PSA's

are shown. Fourth~order partials control for grade, sex, social status, and
sc:h«:lastic pertomance.




" TABLE 12

CROSS-T;\BS BETWEEN EXPOSURE TO ANTI~SMOKING PSAs AND SMOKING ORIENTATIONS.

*

s - . Amount of Exposuve: .
Ean , ) T : Light - Heawy

_Smoking orientation ltem: . N=z392 - N=383

. §

. When you éet older, will ig\_x smoke cigarettes? -

v ® -

| Yes .. 4 " T
v Maybe 22 26
: No ’ 74 67

. .

h 7

How ‘oftan do you tell your parents to ston ) . \ 3
A smking cigavettes? . ' : :

’ . . Aot . 21% 31%
. Sometimes 18 21

’ Almoat never ‘15 15
They don't smoke 42 33

-

* -

J00 you think that amoking ciga.rettes causes
diseases like lung cancer? :

’ ' ' Yes | gud 8 .
. - Maybe . kL 13 . .
- . . Ko 2 . 3




l S B
| . . ’
2 . ] ) TABLE 13 ey
. .t r e’ .
CROSS-TABS BETWEEN EXPOSURE TO ANTI-LITTERING PSAs AND LITTERING ORIENTATIONS
: . ! ) K et f ‘
-7 : . ) . N I‘
- e\ S ‘ Amom‘t of Exposurer = | \
” : . _Light Hed :
.. Littering orientation itém: : " N=380° N= 39% ’
w : ' . : ° ¢ . . aw 1
i Is it really im;mvtant for pecple to stap being ) :
litterbugs? . . o
. Yes B 1 ¢ 97% |
' Maybe -4 . 2 .
~ : No . 2 - ‘
L3 * * ' 1
' |
« W¥hen you see someone throwing litter on the ground, 4 L ‘
~ how often do you tell them to stop being a 1ittevbug? . ' . R
. “ Aldot g% - 25% . "
Sometimes . 1 . .5} ‘
Admos t never 36, yL |
* - P ” /; ‘
When you have litter, how often do you throw it into N , .
a trash can? - ' s ’ ;
. - A ot 2% . 69%
o . Sometires 33 © 27
; . . - Almost never .5 4
¢ /




TR TABLE 1% ' T

. 4 vy .
CROSS-TABS BETWEEN EXPOSURE TO SEAT EELT PSAs AND SEAT BELT ORIENTATIONS

Amount of Ixposure: .

: | ' : E + Light .Heavy '
Seat Belt or;'.entaticn item: . . , N=384 N=391 .
M ix_, . . i\" - ~ - -, )

When you ridg in a car, how often do you buckle wp.
your seathelr? o '

e zs“* . Aot = . 2%’ 248 ‘o
. ’ Sometimes 28 . 30
: ' ] Almost h#ver 48 46

1

. s Do you ttunk that seat belts help save peayle!s 1ives .
1 in a car acﬁﬂevt? coN . ] )
RSTIN - Yes . | uss 549
. : Mayse .. ' uS -
. . \“'- NO -~ 7 8 .

Is it a good 'vi;dea for people’, to waar seat hedts?
t - “ ! : » *

" . Yes ‘ 67% ‘ ‘ 59%
SR Maybe = * L . 26
LT © Fo -, 2 5




R

TABLE 15 ,

at N 4
]
L]

CONDITIONAL PARTIAL CORRELATIONS BETWEEN PUBLIE SERVICE ANNOUNCEMENT EXPOSURE
"“AND ORIENTATIONS TOWARD SHOKING, LITTERING, AND, SEAT BELTS - - .

’

- “ -

< Y 4<5th 6~7th - . High . Low .

PSA variable: ' grade grade Male Female Status  Status .

) N=347 N=428 ' N=360 N=u1$ N=321 N=392
Anti-smoking ‘index #17 -6 . -.08  +,01 -1 . +.03

\. - - » ‘> ‘
Anti-littering index £.20  +.16 $.20 +.16 $.20 +.16
. i~ ~

Scat belt index | +.13  +.0B +.6  +.0) « - K05 4,07

-
L

All table entries are computed on N=775 fourth, fifth, sixth and seventh grade
students. Predictor variables are Anti-Smoking Exposure Index, Anti-Littering
Bﬁbosuge Index, and Seat Belt Exposure Index, respectively. Partial correla-
tions are comﬁuted separately for each contingent .condition subgroup, while
controlling for grade, sex, status, and scholastic perfarmance (excluding con-
trol variable whenr it is a condjticnal yariable). K .

s
»

.
-




TABLE 16

PARTIAL_CORBELATIOLS BETWEEN HYGIENE ADVERTISING EXPOSURE AMD HYGIENE ORIENTATIONS

L

A

Hygiene orfentation variable: ) . ]
' ' . . ‘ Zero-order Foupth-order = Fifth-order
correlation partial partial
Knowledge about decdorant and mouthwash products .06, +.06 4,06
B ' L4 ' ’
. Perceived  frequency of people using deodorant +.30 +.28 +.26
mouthwash and acne cream products .o ;]
'\. e : -
Bolief in importance vf using deodorant and “ +:22 +,19 +,18
' mouthwash
. .“ * . ) ’
Belief that skin cream better than scap for acne +,14 +.13 ' +.13

A .
*

Personal concern about body odor.snd acne +,20 +.17 +,14

- -

.

.Parsonal frequency of using mcuthwash and ' +.29 - 4,25

acne cream . M

.

+,23

-

hE 4

All table entries are computed on H-??S fourth, £ifth, sixth and seventh grade studants
Predictor variable is Hygpiene Advertising Exposure Index, a product of the degree of,
attention to five representative hygiene cmercials times' the amount of TV viewing dur-
ing periods when hygiene commefcials are shown. Fourth-order partials contyol for grade,
sex, social status aind scholastic performance. Fifth-order partials also control for
talking about hygiene.

-

k3




o . , Table 17 S

»

- CRO55-TADS BETHEEN MYGIENE ADVERTISING EkPOSURﬂ AND HYCIENE CRIENTATIOUS

£

‘ B Amount of Exposure:

. Hygiene orientation item: % > . Light ‘Heavy .
Do T . ( - N=283  N=392
. - L - e % .
) _ ' = ' L
’ Write 4 the names of as many underarm deodoprants as v
. you can think of; list the brand names, *like Right Guard'
or Surs: . .
- - Number named: Hone  ~° 9% 8% _
‘ : " One , s 11 10 - )
Two | - 16 24
, ‘ . Three 22 20
' N e Four kLY 31
. . ‘ . Five or rore 8 10
Hhat are some of the reasons why penple use.deoderants
i " under their arms?  (open-end; multiple refponses coded) -
To prevent ‘smell 58% 61% N
K ’ To keep dry 434 48%
: ’ " §o won't-stain clothes 134 6%
) *  So won't offend othera ' 2% 3%
. Other reason % 6%
Hhat are some reasons why people use mouthwash, like
Scope and Listérine? (open~end multiplﬁ respongpes
coded) - .. ,x ¢
. * , ¢
) x To prevent bad breath 58% 65%
' To have cledn breath 28% 21%
So won't offend others " 13% 13%
Tor combat germs 7% 8%
, Other reason 5% 5%
Crest anﬁ'Clege-Up are two kinds of toothpaste. Can
you think of any dszerence between these two toc;h-
pastes? (open-end;' first reason coded) .
- K o, no reason 33% 31%
/ * Yes: physical propwrty 25 25
© Yes: *has fluoride 15 15
. . Yes: mouthwash attribute 8 ‘6
Yrgt  prevents cavities 5 8
Yes: makes whiter teoth *u 3
Yes: gives sex appeal . d 0
Yes: other reason 6 16 'l
Yes: noe reason glven 3 ? 1
10 - . . ]




o - N
. " Table 17 (continuuq)
* /, ’

-
—_

—

‘,/‘ , Amount of Expqsure:
Hypiene orientation item: T ‘ Light Heavy

| .. .

o !low many adults s underarm ( sdorants? . -

Everybody 1% - 1%

Yo people really need to use mouthwash to be popular
with their frienis?

- B

Yost adults 75 70
Some adults 12 8
.7 - Hobody 0 <}
o - . ’
 How mahy adults use mouthwash?
g T Everybody 2% 6%
. Host adults . ‘42 ¢ 52
Some adults 55 (') S .‘.
. Hobody i 1 '
How many tasnager- use skin cream to get rid of
blemishes? . .
B B Everybedy’ 2% 5%
! ' Host trenamor~ yy 58
Some  tes Daners LY 3b .
' Nobody . o2 P |
\ ’ - ' ‘ " X‘ . .
| How important iz it for puoplw to use deadora(nt? . \_ .
’ Very important _ 30% " s08
' n . ’ Pretty important 58 by \,
i R ' Not so important 12 )
) ? - \

o Yes LY 26% ‘
' . Maybe - . 51 45
| * lo 35 31

¥hat is the best thing to do té get rid of blemishes?

~

Use skin crean (like Clearasil) ~ 54% 57%
llash with regular seap ug i
Heither circled | ' 8 oL -

& ’ -




. ; Table 17 (continued)

i

1!

Hygiene oriantation irem

Amount of Exposure:

Light Heavy

™
How much do you :arry about nffﬂndinﬁ piaple with your
body odor? )
‘ Vory much
v s p Fretty ruch

Yot a0 much

How much do™Vou worry about biﬁyishcs or pimples on
your face? :

Very much

Pretty much

Not so much
]

How often do you ute mouthwash?

. A lot
v o Somatimes

‘o ~ p Almost never

" How often do you use skin eream on your face?

A lot
Somaximea
lﬁ Almost newver

41

|

How ofted do you talk with your parents or friends

about gkin creams? ] ;
. 4 Jot
;o Somet imes
g - LAlpost never

¥

PR

How often’ io you talk wiwh your pérents or friends
about mouthwash?

[y ey, A lO‘t
: Scmatimes
Almost newver

-

»

How often do you talk with &auv paeents or friends
about decderantug

A 1ot
. Tomatimes
"~ - . ‘Plemst never

‘ - ' - 1us

o - {

193
3
50

20%
0,
4l
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TABLY 13 ‘ \

3 %
x CROS3-TABS JE(VEEN AVERTISING EXPOSUPE REECTITION ~ -
) AND OFIENTATIONS TOWARD MESSAGE AMO PROTGCT  «
o Obientation item: - Froguiney of exeasure fo ad
| o - : Tuenty/ Ferty/
N . " ifons: Cno/Eive Ten Thirty Siwty
" - : d=18% Azlal eld M=1BT 0 Neuon

N op——

SNOOPY PENCIL SHARPENER: He much
do you like this cormarcial?

.

N=707
s Yery much 2% nT EI £ 153
Protty much 7 Sy L T4 73]
- Yot 20 nuch SN 4% 59 51 5
" Do you have ane of theae Sngupy . : .
pencid sharperers? IF i0- Da you :
want to get ans?
o ) Have or w.nt 1t 16% 0% 2 |4
Haybe wany 14 19 b | 71 1%
PBon't want % £5 53 5F ‘ wy

163t of non-responwe on the first item {: duc {u the Sk chiidesn io the “none o«-
pesure category whe did not evaluate their liking of the cerrizrcial, On the second
item, only li children cwned one of the penzil sharpenev:y for the analysis, they
were corbined wit's the children wjo wantel to aet one.  The distribution of respon-
dents on the exposure wariable is collspzed from elpht to flve categories to pro-
vide a stable nwrber of cases. ' .

-

¢
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- . L3 . . -~ . o ‘ . !
: isLE 20, - - i
. :

- % - v o N
PARTIAL CORRELATIONS OF TELEVISION TXPOSURE AMD TOY ADVFRTISHG EXPOSURE }
‘ _ . UITH MATERIALISTIC ORIENTATIONS . = ', ! ;
) o . T U . W i
Variables: | | - v B ‘Zexv-ovder ‘Fogirth»or&er- ' l
S ‘ correlation ' partial |
Freference for material gosds, by telsvision cxpoza;xm "l‘.'l‘k ﬁ.m . i
S . Com " ' ) |
M . &, ¥ . “ hd ';Jj
Preference for material gpoods, by foy sd eNpesurs C Te,22 %12 |

s
- . « . ’ ‘

. N ‘
&1) table entries are computed on =775 fourth, fifsh, sixth, and seventh grade students. |
Predictor varlables arv (a) Teneral Television Exfcsure Index, a sum of the amount of .
viewing of Saturday sorning programe and number of hours viewed during evening prime- .
time, and (b} Toy Advert’sing Exposure .Index, a produst of the degree of attention to ) |
thre¢ representative toy cemrercials fimes amount of viewing of Saturday morning pro- 1
rars. Pourtheorder partials contrsl for grade, sex, social status and scholastic
perforvanss, - . ' ‘ |

*

1w,y




B ﬂ:'mm:m

Pr‘;R’TI:& CR ‘”S-T&BQ BETWEER EXPOSURE TO ADVERTISING n}ﬁ .
HMATERIALISTIC ORI"HTATIm?S CQNTROLLIHP GRA““ IN SCHOOL T

.

»

- [ v
) Arount of Exposure: P

- ' Light Heavy | :

N=385 N=3g90 - '

- Materialistic orientation item:

bound

Do you think that the kids who have the most tcys; are
_the most happy kids? ) o .

~

Yesg

T Hsiyb&

Do you think f:hat the most irmportant thing iz to have
lots cr money?
‘ ' " Yes -
Maybe

~ ’ : s .

How often do you buy things so you ca'n show off to |
your friends?
. a lot
. Sonmetives
A.lmast never

If you had to chooze, would you rathex* play with a __

toy fmm the ﬂtom or go plag at the playground?

¢ Play with toy
Don't care

BN : - Play at playgrmmﬁ A

How imtan* is it t2 have nice clothes to waar
at achool? .

Very important
Pretty important
Not so important

When you are old encugh to own a car, which kind
weuld you want to get? (open-ended)

Luxury car
\ - {lass car

4
s

Standard car

Compact car
Sudecmpact oar

e

5%
4
61

10% -

17
73

2%
35
63

6%
57
3s

219
53
21

25%
L

22

28

o 18%

1%
33

22
60

6% 4

1%
3l

uo' v
"y
1s

23%
17
22
25




- . ‘ | TABLE 22,/ - T e
‘ | : /o . :
-~ // . i
CONDITIONAL. PARTIAL CORRELATIONS OF TELEVISION EXPOSURE AND
TOY ADVERTISING EXPOSURE WITH MATERTALISTIC ORIENTATIONS

4-5th  6-7th High . Low
grade grade Hale Female Status Status
#=347  N=428  N=360 N=u)S N=32k  N=3u2
Ppreference for material - . . 6.
goods, by TV exposure +.21  +.18 +,13  +.23 +.14 +.24
Preference for material ' '
goods, by toy ad exposure  +.18 +,10 +.14 +.11 +.07 +.1_5

All table entries are computed on R=775 fourth, fifth, sixth and seventh grade
students. Predictor variables are the General Television Exposure Index and Toy
Advertising Exposure Index. The partial correlations are computed, separately for
each contingent condition subgroup, while controlling for grade, sex, status .
_and gcholastic performance {excluding control variable when it '3'.5 a conditional
variable). '

Q ' 111 - » . 5 v
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Tabls 3 \ - ; " .

*

L

PARTIAL. CORRELATIONS BETWEEN MSDICINE ADVERTISING EXPOSURE ANIS ORIENTATIONS
. .- N R

!.'iadicinev ;:arientatién variai:»le: ' ‘Zéro-order - %‘ourth:-ox‘dpx‘ Sixth-qrder | -

‘ corprelation partial partial
i’emeivad fmquq{:cy of iliness in society * +.18 +.J.9: AER
Perceived frequency of people wsing m;licine +.16 +.19 24 ) ‘
Perceived frequency of sleeping problems +,07 +,04 +.02 _
Belief in"effica;:y oane ‘for others +o Ll +.13 . +.05 j
Belief in efficécy'of sleebing pill; + D5 ;.03 +,01 ‘

Belief in speed of medicine velief for

others +.12 S K . +.10
_Personal concern about beccming i1l .+, 22 +.19 +.14
Personal frequency of medicine usage +.17 + 14 +.03
Efficacy of medicine for self .22 +.21 $.12
. Approval of redicine usage for illness +.15 . +.15 £12
Approval of aspirin o _*%_‘M . +.08 - +.09 . +.08
;%ppxgoval of asp:’:rin wsaga if not il K +.ﬁ?;h +,01 . ‘ .00
Apprqvél of mul.iple gsp;_rin usaee ' +.07 +,05 - #,06 ~
Approval of sleeping pilis . +.0;I ’ +.02 +.01
Approval of illi.cit(,dmgs : -.05 .05 \.ou
Approval of uppers and dowmers +.02 .00 7 +.01 ,
Approval of depe and gras. =11 -.09 S -.08
Personal freguenly of illness ;;-.is L L I s

Parental approval of medicine wgage . +.23 +.18 —

I i v

All table entries are computed on H=256 fifth, sixth and seventh grade students.
= Predictor variable is dadicine Exposure Index, a product of the degree of
attention to four representative medicine commercials times the amowmt of view-
ing television during penjods when medicine commercials are shown. Fourth-order
o nartials control for grade, sex, social status and scholastic performance. Sixth-
b mc‘lrdex‘ partials also control for persbnal frequency of illness and parental
s pproval of medicine usage. L1l . .

.

+
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CROSS-TABS BETWEEN MEDICINE ADVERTISING EXPOSURE AND MEDICINE ORIENTATIONS

-

.

. }sxgount of Exposure:
Light - Heavy .
N=128 N=128

. ~Medicine opientation ite&c:

. How often do you think that people gst stomach aches? . d
' A lot 15%  23%
. Sometimes- S 75 65
- - ) _\ Almost vever 10 127

How- often do you think that people get colds? ' :

. A ot 27% 4oy . . !
. Sometimas : y 69 53 ’
: _ Almost never k 7
How often do geople have trouble falling asleep at night? S
=~ . ‘Aldot - % dse :
' - Sometimes 57 58 E -
Almost Pever v 22 s - i
When people get a stomach ache, what do th usually do ‘
about 3.1:? (open-ended, multiple responses ftoded) ) .
Take wedi¢ine . 3% k5%

' o . Take specific medicine 22% ~ 17%.

Rest and take medicine 6%  11%

\j See doctor ' . 6% 7%
 Rest ‘ T uft /s
- Do nothing -° ' 8% - 2%
¥hen people get a stomach wche, how much dces it help if . N
they take some medicine? . ~
Very much . B S 173
- ) Pretty much 67 70
Hot so much ‘ 20 16




" TABIE 24 (cpnrzxunb)

%

T . " )
' . .

-

Medicine orientation item:

»

2

- “¥hen people get a cold, how much does it help if they

take ‘some medicine?

- Coa Very much

- Pretty much (
Not 3o much

»

When'pecple have ‘trouble falling asjeep, how much does

it help 1f they take some sleeping pills?

Very much
Pretty much
Not so much

When pecple ‘feel sad, how much does 1t help them feel
better if they take some pill or medicine? » -

. . Very much
. _ Pretty much
t e - Not so much

When people take some-medicine for a stomach ache,
how long does it usually ‘take for them to feel bettar?

<. . A few minutes .
- o M Y : one ho‘m ". »
. = s A few houcs
: e . Ozxe day

\'d

. N S &
When people take some medicine for a cold, how long

. does it uaua-s_.ly take for thal‘w, to feel batter?

A NN

" A few minutes
" One hour
A few minutes
Sbma day -

When péopie ‘have: a problem tha¥ bothers ther, how long

3 i

does it usually take for them to soive it?

< A Few minutes
. One hour
» A few hours °

One day

A9

Light THeavy |
13% 23%
0 .60
17 17
22% 18%
54 53
2% 29

6% 6%
9 24
85 70
*

17% - 368

30
a1 29
13 7.

13% 19%

27 3y
28 26
32 21
12% 15%
17 22
42 36
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TABLE 24 (CONTINUED)

Al § - X 3
| ’ . . ' quamt of Exposure:
Medinine odientatibn item: ' Li};ht Heawy
5 Py . . - t x - 1 . OQ\‘\, :
. How often do you worry.about getting stomach aghes? T ™
‘ S oAt | | s8' . oy,
N ‘- Y Sometimes 24 38
. ’ &  Almost never 71, 53
How often do you vorry about catching colds? { .
A lot 8y  16%
. ‘Sometimes 40 k1
© " Almost never - 53 43
. . . . Y . . »
How often do you get stomacheaches? ’ -
‘ . . A lot - ‘8% 16%
< . ' SomePimes . 51 49
. - Y i Almost never . 41 35,
Hoiw often do you catch colds? ;
. LY ’ v ' Ll . .
. ’ - At oo 208
o ‘ . Somatimes i 51 ' 50
“Almest never e 3 . 30
When you get a stomach ache, 'how much do you take some
medicing for it? .
o~ - Always g% 11%
/ - » ‘
. < ww  Usually i8 . 1s |
. . . Sometimes 39 51
N /o . Ne#e.-,iz - .19
Hhen you get a cold, how much dq yoaﬂ:ake some medw:'mo i
for it? . .
) ,Alyays 10% 20%
Usually 30 a2
- Sometimes 47 §2 -
@ < Neve? 1¥ 6

-



b ' TABLE 2% (CONTINUED) '

L ~
. .

. | . ‘ ' g Amount of Exposure:
Medicine oriartation item: v  Light Heavy
T
When you take some medicine for a stomach aghe, how much .
_ doss it help you feel better? . ) -
. o o 6 _ Alm‘nys 5%» J1s.
: ~ . ' Usually o VRR Y
Sometimes T4y, g

Nevep » -t 27 14

When you take some medicine for a col;l, how much daé it “
help you feel batter? IR

L

X - Always - .5% - 12%

. o UamiIly : 38 40
e N\~ Sometipes : " u ag
‘Never’ . " 16 9

- s w
- /

¥When paople have a stomach ache or a cold, Wwhat do you

think is the best thing for them.to do? (open-ended,
- multiple msponses coddd)

Should téka medicine 22%

4]
(-4
.

‘ Sh'ould’ta)‘(e specific medicine - 5% 6%

: Shcu‘},é/l rest and take madicine 6% 113

) Should see doctor g 10% . 8%
’ AN . ) .
Should rest 35% . .23%
. Should <o nothibg TS

' If you had a cold, how many aspirin s‘hbuld you take to-
feel better? (N=!239) |

»

Three or more 9% a%
. Two . 3 . 5%

Cne : 43 au

None L . g 2

Ia it OK to take aspirin 1f you are not really gick?

Yes ST 5% " 5%

Maybe : 16 13

Ho S 78 - 82

:)‘ . ‘ - . 11\‘;\ ' . s




.

’ /
TABLE 24 (CONTINUED) ° '

’

Ce ) - : * Amount of Exposure:

.

* Medicine ori:ntation item: _ '

Liyht Heavy

K Here are some kinds of pills and ém‘gs that some people d N
L use. \:‘F' each one, mark whether it is a good thing or a.
bad thing for people to use: (If you are not sure, write
a question mark) :
'Aspirin / Good thing 59% 63% )
(N=254) In betwean 35 3
' Bad thing 6 5
Sleeping pills - Good thing  118% 9%
"(N=2u9) In between 49 51
‘!?ad thing ‘40' 40
- "Uppers" Gcod thing 6% 7%
(N=245) In between - 11 18 )
"~ Bad thing - 83 77
) "Downers" Good thing 5% s
. - (N=244) In between . 9 16
. ‘ . Bad thing " 86 80
"Dope Good thing . L% 4y .
- (N=252) In between 9 7 .
- Bad thing 87 89
"Grass" or "Pot"™ Good thing 8% 6%
) (N=251) In between 17 9
Bad thing 75 85
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TABLE 26
sad ' § 3 -

-

PARTIAL: cgiémizmmus BETWEEN CEREAL ADVERTISING EXPOSURE AND CEREAL ORIENTATIONS
LA . 4 -

) ]

D e Y
Lob . . . . ’
P _ L Zero-order  Fourth-arder
‘Cema}‘:pxdgentatlon variable: i correlation partial
Cansuzgpttibn of heavily advertised cereal brands +.41 +.37 . J
Consumption of lightly advertised cereal brands ' +.27 +.24
. ! }v. ) * . .
Freq;?qcy pf request for cereal purchases * - +.32 +.27
Prethfti;cy‘ of‘ conflict and anger over cereal denials +.20 +13 .. .
J "'14 ) v & .
Approvil of sugar . T 03, - +,03
. (‘;.,“iz: ,2)‘ ) -
Numbe;p bf cavities iu past year : +,09 C 4,04
. #* . %4 . - N
Rt . .-
! «f ] .b-//

All table entries arc ¢ mputed on N=506 fourth, fifth, sixth and gevanth grade

_ studants;. Predictor vakiable is Cereal Expnsure Index, a product of the cereal
advertisting attention item times tha amount of television viewing on Saturday
métning when these messages are shown. Fourth-order partials control for grade,
8e%,- acac?.al status, and scholastic performance. o

. e .




TABLE 27 o - *

PARTIAL CROSS~-TABS ﬂmpmx CEREAL ADVERTISING EXPOSURE
AND\E‘EREAL DBIENTATIOHS&\?QNTROLLING GRADE IN SCHOOL

1
. Amount of Exposurs:
Cereal orientation item: - Light Heavy

N=264  Ms242

Hers is a list of brpakfast cereals. For each
ons, make a mark showing whetheY you eat that

kind of cereal a 1%, sometimes, or almost never.
3

Alpha Bits . Eat A lot ' 8% . 15%
‘ Eat Sometimes 26 ) § i
Eat Almost mever 66 54
Hheaties ) Eat A lot 1% 15%
Fat Sometimes 3 .19
Eat Almest never 66 86
‘ Boo Berry Eat A lot 6% 16%
Eat Somatdmes 15 22 .
Eat Almost never ™. 62 ’
\ | g &
' Quangerpss Eat A lot 3% T Y
.. ' Eat Sometimes 5. S |
Eat Almost never 92 .’ BZ
’ i .
Sugar Smacks Eat A lot Tou3% v 25%
Eat Sometimes 3 . 38 .
Eat Almost never §3« ., 37 .
« 7 [
« q } ' “
Cheerios Eat 4 lot 2% Y, 33%
L Eat Soretimes %", 32
_Eat Almost never 583 35
 Pabbles . Eat A lot . ‘ aE: .. 23%
*  Eat Scrmetimes © ., 23

Eat Almest never LA T
~ } ’ ’ o f
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|
' , TABLE 27 (CONTIWUET oL
’ k . ) Amount of Expeaure: |
. ‘ . |
Cereal oriertaticn {t-r Lisht Haavy |
. y 1
‘ \ i
K - Corn Flakes Eat A lot 28% kY ‘
: - . Eat Semetiros 34 27 |
e , Eat Almost newvar 3 36 i
. ) - ] }
Captain Crunch Eat 4 lot 20% W2 ‘ |
" Eat Sometimuc 49 28 |
Eat Almogy never 51 30 |
|
. N . -
i ¥l Eat A, lot g S 11%
’ Eat Suretimos ; 11 1%
) - Eat Almagt nevar 33 L
. -
. Rize Rrisples Eat A let i ub? |
Fat Seratimos | Ky 31 |
Eat Almost nowar 37 23 |
J ‘
focoa Puffs Ear A lot 1% 25y |
Eat Scretires 23 21 .
Eat Almext never &l Al ‘
Rajsin Bran Eat A lot hXY i - }
E.r Semetimog X g 5 |
Est Almost nover " 40 ‘
1
Af tor you see comrercials for breakfast caweals
on TV, how much do you ask your mother to buy
the cereal for you? , -
Ask A lot 142 274
Ask Gometime: %1 43
Ask Mever ki W
. ]
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TABLE 27 (GONTINUED)

LN
. Amount of Exposure:
Cereal orientation items ' Light Hedvy
. - LU
‘Jhen your mother/s;.\ys that you can't have a cereal
that you ask for, hew much do you argue with her?
Avgue A lot 1% 20%
Argue Sometimes 32 35~
Argue Never 54 !45'
When your Zother says that you can't have a cereal
that you ask for, how much do you get mad at her?
Kad A lot 15% . 2u4%
_ Mad Sometimez < 25 28
. ¥ad Never 80 48
Host cereal and candy has lots of sugar on it. Do .
you think sugar is good for you?
Yes 1% ¢ 1%
Haybe 38 32
Ko 52 57
I the last year, about how many cavities bhave a
you had in your teeth? (open-ended) : . -
f Yone 37% 32%
e 9 pLts
Two 20 23
" ‘Three - - = 1z g
Four CHR 9
Five or six 8 6
. Seven or more ’ 7 8

~i?
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Table 29 L ‘

PARTIAL CORRELATIONS BETWEEN NUTRITION ADVERTISING EXPOSURE AND NUTRITION ORIENTATIONS

2 Ed

< « :
, o : Zero-order Fourth-orden
¢ Nutrition orientation variable: o correlation ~ partial -
Beiief,in‘nutritional value of orange juice +,11 . ~4.Il
" ffi;éfgin ﬁutritional value of toast ' - +,22 C 4,20
. Belief in nutritional valus of plain cereal _ . +.13 .14
2 BnL;ef iﬁ nufritiénal value of sweet cereal .18 +.12 )
INDEX OF NUTRIFIONAL VALUE OF-EMSHASIZED FOODS RN foy o
S w
N ’ .
Belief in nutpiticnal value of waffles e +.16 +.35
Belx;f';n hufritioqpl value of Poptarts‘ +.27 - +.22 .
ﬁgﬁm OF NUTRITIONAL VALUE OF ADVERTISED FOODS +,28 T S
S - | i'z‘ ) a -
. Beilef in nutritional value of eggs and bacon +,04 - +.07
Belief in nutritional value of donuté +.21 +.1?
Belief in nutritiqnél value of creagm of wheat +.13 LT ‘
INDEX OF NUTRITIGHAL VALUE OF HOHADVERTISED FOODS ‘ +,23 +.23
Belief in importance of nutritious and balanced breakfast +.25 _ +.24

Id

.&11 table entries are conputed on M=506 fourth, fifth, sinth and seventh grade
students. Predictor variable is Nutrition Exposure Index, a product of the degree
of attention to the nutrition portion of four representative cereal commercials
plus attention to a breakfast nutrition PSA times the amount of teievision viewing
on Saturday mornings when these messages are shown. Fourth-order partials control
for grade, sex, social status and scholastic performance. : .

124
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s CROSS-TAES BETWEEN NUTRITION ADVERTISING

TABLE, 30

s -

o

s
..
|
|

: :

»

N
] - -
. A t

.

Nutrition orientation item:‘

.

.
LR . he

, Donuts
+ 1] N
< 3 +
te ot -
. l' "l ’
Jeg Orange juice
1«"‘.
PR
- Ya
P Waffles
.( ’.1 b N -
2 : .
i o, N
v ¢ “
o Toast’
~ ! .
o
":(c
g
Sweet cereal
Plain cereal
p
N Ad
O

Tkxs and bacon -

- L
.t " Which kinds of breakfast foods help make you strong
. and healthy -- which onés ave good for you to eat?
o Make a mark showing whether each one is very good
for you, pretty gcod for you, or not so good for you.

K Very good for you
~Pretty good for you
Not 80 good for you

Very good fc;r you
Pretty good for you
Not so good for yqu

Very good for yéu
Pretty. good for you
Not so good for you

Yery goed for you
Hot so good for you
Very good for you ~

Pretty good for you
Not s”good for you

Very good for you
Pretty good for you
Not so good for you

EXPOSURE AND NUTRITION ORIENTATIONS —~
Amount of Exposure: .
Light - Hegﬂ ‘ '
N=253 - N=253
AY
<T% - 8%
26 - 19
2 ‘3
8% - 11% .
33 . . 45 A
59 44 ‘
a% gu% N
i3 m . . .
6 2 ~
23% 358
Pretty good for you- 63 L};»
1y - (1} “
308 " ues
59 T
11 7
7% 9%
24 33
69 - 58
243 36% .
59 50

Very good for yo
Pretty good for jou
* Not so good for fyoun

-

.
‘“ t
1 FAY)

17 14




)

TABLE 30 (CONTINUED) ' - .

2

Amount of ‘Exposure:

Nutrition orientation item: Light Heavy
Cream of wheat Very good for you - H¥% 60% '
: . Pretty good for you 37 .28 v
. Not so good for you ;& - 12 ‘~\
. ) , ’ \ :
Pop Tarts _ Very good for you 12% - 29% - U
: . { Pretty good for you 4l a7 ) .
Not so.good for you 47 3y
. A . ' .

*

How important is it to start your day with a
nutritious and balanced: breakfast?

Very important 57% Mm%
Pretty important 33 23

. Not so important 10 -~ 3
. . *
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s . TABLE 32

-

© PARTJAL CORRELATIONS BETWEEN CANDY ADVERTISING EXPOSURE AND CANDY ORIENTATIONS

a

[ 3 P {
»
. . (
N .

Zero-ordern Fourth-oxder . -

-

Candy .?ienta.tion variable: L > correlation partial
" " Consumption of heavilj'r 'ﬁiadvartiaed éandy brands +.29 T +.25
; CQn:\npt%or\i of Iigh%:,‘l,y adyertised candy brands . . 3 - g+.28
l@er of. candy bars consumed in pas';:/m;c" a0 © Ve
Af:préyal of suéar ) : - - -.06 .00
Number ‘of cRvities in pas*t:' year, : Z£ w +.08 -,02.
o )

" "Al11 table entries are computed on N=506. fourth, fifth, sixth and seventh grade
_~students. Predictor variable is Candy Exposure Index, a product of the candy
advertising attention item plus the degree of attention to two representative
. candy commercials times the amount of television viewing on Saturday morning
when these messages are shown. Fourth-order partials control for grade, sex,
. soclal status, and scholastic performance.

————~
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PARTIAL CROSS-TABS BETWEEN CANDY ADVERTISING EXPOSURE
"\ “AND CANDY ORIENTATIONS, CONTROLLING GRADE IN .SCHOOL

-

"\
. f]_x
TABLE 33 . °

- v,

v

- Amount of Exposure:

Eat. Almost never

Candy orientation item: J Light Héag k
: °© N=253,  N=253 T
‘HW often do you eat each of these kinds of
’ candy bars?
Snickers _Eat & lot - 258 37y -
Eat Sometimes ITT) 4l
Eat Almosi never 351 22
" Butterfinger Eat A lot 16% 21% |
Eat Sometimes 30 38
tat Almost never 54 41 .
Hershey Chocolate Bar ‘Eat A Yot . 328 4oy
Eat Sometimes 42 - 37 ’
* Eat Almost never 26 1
Milk Duds Eat A lot . 21% . 30%
Bat Sometimes 40 ‘38
Eat Almost never 38 24
Baby Ruth Eat A lot 23% 21%
oy : . Eat Sometimes 30 36
Eat Almost never 47 © 33
Kit Xat - Eat A lot 26% g%
Eat Sometimes 37 32
Eat Almost nevey a7 29 )
Choc-O-Lite \Eat A lot 2u%. ass |
\l‘.at Somegimes 32 35 -
A ! ui 30




TABLE 33 (CONTINUED)

) Amount of Exposure: J/
Candy'qvientagion item: Light * | Heavy
- ) 4
In the last week, about how many candy bars ~
have you eaten? ({open-ended) .
| None "36% 33% ]
s 1 One 18 16
Two 15 16
Three to five 17 16 . !
*  Six or more b 13 a
Most cereal and candy has. lots of sugar on it. -~
Do you think.sugar is good for you? : ,
' Yes 9% 12% - ",
‘Maybe —y a8 - 33
. ’ No 53

¥
<

‘ A -

In the last year, about how many cavities have
you had in your teeth? (open-ended)

None (

o

A Three
,,,,,, . Four
Five or six
Seven or more

.

¢ L]

g:N [
<M o Otﬂg’;

85

35%
b

o)
VI ®ROO
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GENERAL FOOD ORIENTATIONS

‘ . ’ : Zexo-order Fourth-order -
Food orientation variable: . - . c tion  partial.

-

Consumption of heavily advertised food products. ‘ 4+.3(J C +.28
Consumption of lightly advertised food products . +.30 +.28
C&mum‘fmion of heaw;j.ly advertised snack food produci:s‘ +.06 +.06 ’
Requests for heavily advertised fast-food restaurants +.17 +.16

ALl table entries are computed on N=506 fourth, fifth, gixth and seventh grade
students. Predictor variable is Total Exposure Index, a sum of the amount of
viewing of Saturday morning and teenage-oriented programs plus number of hours
viewed during evening prime-time. Fourth-order partials control for grade, sex,
socjal status, and scholastic performance. — -,

= 1 . .

ot

\

1]




. * TABLE 36

CROSS-TABS BETWEEN TELEVISIO{! EXPOSURE AND GENERAL FOOD ORIENTATIONS

2 .

Amount of Exposure:

Food ovientation item: . Light Heavy

How often do you eat thdse things? %
. . -
Potato Chips - Eat A lot 51% 4%
"  Fat Sometimes 3s - 283
Eat Almost never 11 3,
Pretzels Eat A lot © 23% 44%
. “Eat Sometimes 40 37
Eat Almost never 37 18
Ice Créam %  Eat.A lot 51% 4%
v * " Eat Sometimes 53 22
Eat Almost never 6 4
Soda Pop Eat A lot ' Lu% 64%
Eat Sometimes 38 2
' Eat Almost never 18 12
" Hot Dogs Eat A lot agy 55%
. : Eat Sometimes 47 a
Lat Almost never 15 11
Harburgers Eat A lot 53% 658%
: Eat Sometimas 50 . 26
Eat Almost never 7 8
Chocolate Drinks Eat & lot Tou% - u2%
Eat Sometimes 34 36
. Eat Almost never 42 22
Cake Eat A lot ' 28%  u9%
* ' Eat Semetiman , 51 34
’ ~ Eat Alme . neve}r /21 17




TABLE 36 (CONTINUED) i

. . *
>

Y

I
Awount of ngoaum:

Food orientation item: ' Light  IHeavy
Cookies Eat A lot us§ 623
Eat Sometimes ~38 29
- Eat Almost never L7. .9
. . .
¥hen you come home from school in the afternoon, ) .

what do you usually aat for a snack? Write the
names of things you eat. (open-end; first three
responses tabulated),

/\? Cockies/Chips/Pop s 7%
’ Cereal/other/none - 30 29
Milk/Fruit/Sandwich 38 34

'S

How much do you ask your parents to take you to
drive~in restaurants like HcDonalds and Burger King?

. ,Ask A lot 4% - u7% -
. Ask Sometimes 57 38 '

’ . Ask Almost never- 19 15 J
) . i
. . } E
B A\ :

-
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