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ABSTRACT

This survey research investigation describes pattern* of advertising expo-
.

sure'and evaluation in the naturalistic setting and examines the rolSbof commit-
cials in late childhood aocializatiqn. An omnabils questionnsire was administered
to 775 fourth-through seventh gradestudents in urbee, suburban and'small teen
school* in Michigan, two thirds of the sample also cOmploted a supplement/try form
de 3ng with foot] and nutrition, while one-third answeied additionalimedicine-
re ted questions. Multivariate analyseslasess the relationships along indices
of advertising.exposure and corresponding, cognitions, attitbdas, and behaviors.
These are some key,resultst

(1) OPPORTUNITY FOR ADVERTISING SURE Pre-adoleicence is * period of heavy
television gonsumption, with respondentereportifig meme than two hours of prime-
time viewing each evehing., They still view many Saturday-morning prograiw(per-
ticulerly fourth and Efth graders) and have begun watching teen-oriented.m004
programs. These viewing patterns indicate that younestees encounter a laree num-
ber of cdOmercials for a wide variety of product typee.

(2) ATTENTION TO COMMERCIALS -- Averaging across measures for *k6 epecifie ade,
children report being moderately attentive when commercials. appear. PSA'e
watched most Closely, followed by.ads for cond§, hygiene, cereal, toys, end"
medicine. Fourth and fifth graders pay slightly.more attettion_than older

ochildren.

(3) EVALUATION OF ADVERTISING -- Respondents express a lukewarm liking for five
epecimin ads,,as only one-third of the sample likes any ad "vary much." Atten-
tion and liking are strongly correlated. Most children report being irritated
by 4tommercial interruptions; the sample is divided on theAueetion orbannies'
Saturday morning commercials, with younger children and those .who are highly,
irritated tending to favor removal. Pre-adolescents are generally skeptical
of the truetworthiniss of TV ads; less than one-fourth think that coemercisiS
always 'tell the truth.andAust one-eighth definitely believelelaiii in ihree
spicimin ads.

(4) ADVERTISING.= DISTRUST OF ADULT AUTHORITIES -- Children who disbelieve
commercials tend to disbelieve authority figures such as adults and salesmen,
but attention and liking variables, are not valated to either form of distrust.
Apparently a viewer's skeptical response to ads is tianserred to other author-
itative sources, although exposure in*itself does, not produce this reaction),!.

45) SOCIALIZATION PROM PUBLIC SERVICE AWNONCEMENTS -- Exposure to anti-smaking,
ahti7littering and seat 1elt PSA'e correlates modestly with display of correspond-

s) ink orientations. Effects 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.

(6) ADVERTISING AND HYGIENE SOCIALIZATIOF -- There are eubs'tantlal 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 prONHeti, 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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(1)IMPACTIOF ME(SAGWREPETITION -- Sheer frequeney,of exposure is only mildly
related to liking for a recently novel commercial, 'Thesiese_,.. Liking for the ad
is strongly associated with preference for the new produdt, and any influence
of repeated exposure operates indirectly via the intervening' liking Variable.

(8) MEM, OF ADVERTISING ON MATERIALISM -- Mild positive relationships occurs
between materialistic orientations and both general viewing and,specific toy
advertising exposure. Lower status. children are influenced most strongly.

(9) arms or MEDICINE ADVERTISING -- Exposure to ode for headache/stomach
ache/sleeplessness remedies is moderatelf related to children's perceptions
that people often become ill ind relY,on medicine, and to that' perso0a1 ooneern
about getting sick. Personal usage end approval Of medicine is'anly.weakly
affectedly advertising, as ire'beliefs'thet medicine works fast and'effeo-
tively. Specific effects on orientations toward sleeping pills pre very Limited
and there is no.evidence that ads contribute to positivieattitudes toward 11-
licit drugs; indeed, approval of cannabis substances is slightly Inversely as-
sociated with vedicine expoeure.

(10) EFFECTS or CEREAL ADVERTISING -- Children who watch the Watt cereal ads on
Saturday television are much more likely to ask parents to bui Cereals end to
sat advertised brands; those from families with no snack rules are most strongly
affected. There is also an indirect impact on. arguing with parents and locating
'Fogey when requests are denied, which is mediated by incrassed refit ast frequency.
Advertising does not significantly affect beliefspf thetvalueef sugar or the
incidence Of tooth ravities.*

(11) NUTRITION LEARNING FROM ADVERTISING.-- Cbildren
-4
moat exposed to information-

al cereal messages stressing nutritious breakfast habits tend to recognise the
importance of eating a good breakfast and to give highei nutritional ratings for
the cereal, toast, and ormige juice. foods that-are emphasized in these ads,

(12) EFFECTS OF CANDY ANDERTISING Advertising has a modest impact on children's
eating of advertised candy brands and quantity of candy bars consuzed. There are
negligible effects on beliefs about sugar and deveropment of cavities.

(13) ADVERTISING EFFECTS ON GENERAL FOOD cmuumou PATTERNS.-- Heavier viewers
are someghat more likely to eat those types of food that are promoted on televi-
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. Shore is a limited impact on after-school snacking

'patterns, of children in families with no express snack rules.
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SURVrt or PRA:, -. DOLESCEUT'S RtSPOOES TO Turnsiou conftrnIALs

Children in the pre-adolescent age range of 9 to 13 years old have the
l*portunity to view hundreds ofeommeroiat:Messages each week while watch-
i4 television. This survey research investigationeexamines tee Amount of
Amicisure to Ttradvertishents and the types of evaluative responses to these
44*. In the naturalistic home setting. The role of advertising in social-
iti4"children in their development of cognitions, attitudes and behaviors
ks'also explored in this study..

There are a wide range of research prdblems'that this survey investi--
attio, including these 'basic topics:

(a) opportunity for exposure to TV advertising, as indexed by extent of
vieWng adult- and child- oriented television .programs carling various
types of comMereials.

(b) patterns of attention to commercials, particularly .aids fpr toys, can-
dieS', cereals, general foods, medicines, hygiene prodUcts, and public
serviel causes.

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

(d) conseeuences of exposure to misleading advertising claims in development
of geWeralized distrusi of adult authorities.

(e) impact of public service announcement campaigns on beliefs, attitudes
and practic7regerding smokine, littering, and seat twits.

(f) effects ofd6derant, ecuthwasleand acne cream commercials on personal
hygiene OCialization, in terms of knowledge, perceptions, beliefs,

-concerns, and product usage. "e

(g) influence of repeated meteere exposures on liking for the message1/4and
the product.

(h) contribution of general TV advertinine and'toy cor4ercials to acquisition
of materialistic orientations.

(il'impact of commercial forheadeche, stomachache and eleeplessness
remedies on perceptions of societal illne e and medicine reliahce,,
beliefs in efficacy and speed of remedies, persona.l concern about ill-
ness, usaee of medical products, and apnreval of medicine and drugs.

(j) effects of food advertising on consumption ef.cereal, candy end gather
foods, request's for food purchases, conflict.and anger over reqUest
denials, approval of sugar, ihcidence of cavities, and beliefs about
nutritional value of breakfast coode.

There area number of theoretic;1 fromeworks that. can explain how tele-
vision advertising influences the cognitions, attitudes,, and behaviors of
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sesial Iesonitne theory suggests that the observation of mediated
pa als produces imitation of ;medelaWho attain rewards for consuming

ucts or performing ns;rmative.paactices, as the child. acquires ,new re-
eponses for novel behaviors or is facilitated or inhibited in the performance

ss' of previously learned behaviors. Persuasion learning theories indicate thatse'
children's beliefs, attitudes And actions are affected by verbalized appeal,
from highly credible sources presenting carefully designedearguentsse'44uch,

of the learning may be incidental as theschildlaCquires secondary percep-
.

tions while focusing on the produa-Or observed ads while awaiting the next
program segment. In ,other circumstances, the child might be. motivated to
use advertising inputs to reduce uncertainties vregarding purchases or
appropriate social behavior. Developmental differences are also important,
as childrepyithin this age ranee vary in cognitive structure (the younger

awhile
are at the concrete operational stage of intellectual development,.

'4 while the older children: have a more advanced formal operational ability
to process messages), personal experiences, communication inputs from inter-
personal and mass media sources, and physioloeical and personality develop-
ment.

The rlotheldnlopical

'USrARCH T:THOD

OUP

441 research, using a standardized questionnaire to measure each variable and
multivariate analysis to assess the reIationshit,s among variables. This
mode of investiFhtion relies 4n self-reports of;actual experience with TV
advdrtising and current patterns of knowledge, dttitudes, and practieng in
everyday life. The coal is a realistic descripton of children'i reattions
to commercials and their learnine from TV ads. Olthouph the non-experimental
Methodology, does not provide uessipieuous eviden6, of causality regarding, the
effects of advertising, the field setting allows more confident generalization
of the findings to the real world in shich the children live.

_12Saplit. The age ranee selected for this study is the late childhood/
pre-sdolescent period represented,by the fourth through seventh grades.
Children of these ageu are old enough to be formiru orientations toward
hygiene, medicine, nutrition, and smoking, vet are still interested in toy
products. This age group supplements the younger 4-to-12 yprecrld Age range
surveyed in the previous year's research.

respondents are 775 children from a number of schools in urban, subur-
bap and small town areas of.Tlichiean. The cities are Livonia (Tit290), Dear-
born (Us214), Eaton 'Rapids (11=147) and Lansine (ns124); the specific schools
are listed in Figureel. Fourth graders compose 15% of the sample, fifth
graders 30%, sixth graders 21'-and seventh graders 30; the avdreee age is
11.1 years. There are W. girls and 46% boys in the sample. The father's:
occupation was described by the children:. 15Z wrote,a job description
falling in the professional/technical category, 19 indicated a clerical/
sales occupation259., gave skilled labor identification), and 22% identi-
fied an- unskilled job. For 2t of the childr6e, the father is uneFriployed,
and la did not provide an adequate response or hpd,no father (the overall
social status index also takes into account the child's ratine of the mother's
occupation).
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Questionnaire deli; n. An olni`ev, survey instrument was prepared to mea-
sure dbildrOn477gnpOnSeS to televieion odvertising Alone a nutfber of di-
rensions. The core questionnaire included 14 pages of item administered to
all children in the fourth through oeventh grades., 'font of the questions
were. accomoenied b, multiple choleveeponee alternatives that the Child
.cirbled or narked; on eight item, `tanks were provided for the child to
write a brief open -ended ,answer. 4

addition to the core instroment used eeith all student, each ques-
tionnaire appended a supplementary s,t of items pertaining to either medlcine
or food and nutrition. The Form A medicine version was distributed to
a rubeample of 256 fifth, sixth and seventh grade students; all of them
completed the five extra pages of questions. The alternetive Form
B suppleeent dealing with food and nutrition was completed by 506 chil4ren
In the fourth, fifth, sixth, and seventh erades. The remaining 13 respon-
dents were unable to complete the Form B sepplement, but did answer the
core questionnaire.

The fofinat of the qu6Stionnaire wes varied throughout with a mixture
of picture items, close-ended items, open -ended items' and different
colored pages t5 minimize tediun. The instrument isegan with a page of '

s/ commercial attestion'items accompanied by familiar still pictures from
edeft advertssment; then came innocuous queifrons about orientations toward
seat belts, littering and omoki6e, followed by a series of ratings for
television program exposure. These first few pages provided an easy, in-
teresting, and non--encitive berinninr to the Questionnaire. The subsequent
sections of the ouestionnaire bookies dealt.with hygiene advertising vied-
hag and orientations to and hygiene, repetition of-exposure and liking for
the messa'e and product, belief In coererelate and adult authorities,
materialism, affective responses to ads, and demoTaphic variables. The
set of sedicine or foot items iri'ediately followed the demographic page
to complete the booklet. , copy of the questiomkare appears in Picture
2 at the ekei of the text.

For each OE the Problem arao, The questionnaire centoined item mea-
surine criterion variables such as knoolcdpe, beliefz, attitudes, and be-
havior. These were accompanied by eoesures of predictor variables at
various pointe throughout the inetrurent, i.e., demographics, .television
exposure, end advertising attention. The biveriate And multivariate re-
lationships among specified variables could then be assensedin the.analysis.

The questidhnaire was accompanied by theee instroctions: 'HEPE ARE
SOME QUESTI0eABObT TELEVISION Ce71"-rCIALS. -LrAsr TRY TO APTER AS MANY
AS YOU CAP. JIM CIRCLE THE ANVEP MAT TELL ,. '31AT YOU TIM OR "HAT YOU
DO. rr Y0U NAVE ANY TROUBLE, JUST RATS!' OUP TIMID At:D VF: 'JILL Pru YOU.
YOU aor HAVE TO "RITE YOUR JAM MI THIS 'SURVEY."

Although the questionnaire featured simple lanelia77e and forest, we
anticipated that younger students might hove treohle readinp all of the
items or keeping an appr;epriate pace. In fourth and fifth grade classes
where the teacher felt that some-children would havd difficulty completing
the instrument alone, a pro : -tor read each question aloud to the fele= while



0

. 4
they circied-aeWors. The instrument was self-edmieistered by the older
Children. For most classes, 30 to 40 minutes were required to distribute,
ogiiin responses, and collect the questionnaires.. There were no significant
emoblenn with.any of the questions or procedures.

Items and Indices. This section outlines the sets of items used fh the
questIontairet an describes the construction of indices from individual mea-
sures. Two approachesewere employed in ceeposing the indices: summation -of
equally - weighted standardized scores orieich item, and eat/I/cation of
pairs of standardized sub-indices. The multiplicative technique was used in-
ccmputifig the varibus exposure indices which crhined 'degree of attention
and frequency of viewing. To determinea childoemewpoeure to certain types
.of advertising, messages; it was necessally to take into account both the
number of exposure opportunities and the closeness of attention to-the message.
It is possible for a heavy TV viewer to ignore many of the as encountered,
resulting in little actual exposure. On the other hand, a light viewer may-
focus on certain ads whenever they occur;. although frequency of encounter may
be infrequent, actual exposure may be substantial because the message is
cleeely attended. To provide for equal weighting of the frequeecy and
attention sub-indices, it was necessary to equalize the ratios of,means and
standard deviations of each.

The. wording of almost all of the ities lb presented in.varioes tables

in the Results section.:the exact formatand eentexe of these items, can he
examined in the appended questionnaire. Here are, the sets of item' and in-
diCes,for each phase. of the investigation, with tabular location specified:

OPPORTUNITY FOR ADVERTISV'G EXPOSURE
is assessed by measures of amount,of
viewing (Tebleel).

Saturday Morning'Eeposure 'Index r Bugs Btieny + Addams Family + Scooby
Doo + Inch High Privat6 Eye + I Dreamk Jeannie +-Lassied,Rescue
Rangers + Speed Buggye+ Stdr Trek 4 Aqie and the Pussycats +

eePebbles and Barn Hamm --e

r

-- The potential for viewieg commercials
program exposure and total prim-time

Hygioneilrogram Viewing Index = American Bandstand + Ilidnieht' Special +
Zet :oncert + SOul Traine+ prime-tire viewing item-

- *

FSA Program Viewing Index eBugs.Bunny + #14/111,6 Family + Scooby
Inch nigh Pgivate Eye 4 Dream of Jeannie 4-lassie's Rescue Rangers
+ Sneed Buggy + Star Tiek + Josie-,and the Pussycats le :Pebbles and I

Bamm Barn American Bandstand + Midnight Special + In Concert + Soul
Train

Medicine Program Viewing index = National News + prime-time viewing item

Toth. Television Uposere rtdex = Bugs Bunny + Addams Family + Scooby
Boo + Inch High Priyate tye +1 Dream of Jeannie t Lassie;s47eseue,
Rangers + ,;peed Buggy s star Trek +.'Jcpie and the Pussycats t Pebble
and Barr B(anm + American Banditand. + Midnight Special +' In Concert *
Soul Train + prime-eire'viewing item + MationalYews

t
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ATTENTICI'a TO Cr./ 'CLADS r
the questionnaire, dith mea_
(Taff 2).

All'0.-11111kin7 A

were represented in
{on to twenty-.,ix specific Ids

r fOrt Index. Avif ad + ad

Anti-Litterin0;rtnt4n index Indian + Point-it vt ad

Seat BOt Attention Index z: Brol,:en egg ad + wo t-talk -to-you ad

Advertifing Attention Index 7 Aratin ad + Digel ad + Sominex
ad + Pepto--Asmol ad

Toy"%dvertising.Attention Index = Snoopy Pencil ShAroe:ner ad + Kenner
Towc-r and T-I-P Cvele ad + Vertibird He/itopter and Pesue Ship ad

Hygiene Advertising Attention Index 7 Right cuard ad + Sure ad +
Listerine ad + Certs ad + Clearasil ad

Caildy Advertising Exposure Indeze = Hershey Chocolate Bar ad 4 Petae
Peanut Sutter Cup .ad + general candy advertising exposure item

Putritior Attention Index attention to nutrition part of ads for
Post Raisin tiran +-Trim + Cheerios + Cinnamon Crunch + KeLl9gg
nutrition PSA

WOSURE Ti71 TELEVISION AuVLFTISINr. ,The actliV trpciure to npecifie types
of ads is assessed with indices combining t!le viftwinr and ittention measures
Above.

.ht -Sma.in,Exposure Index. t. Anti.cmlinF Artntion Index g RSA Program
.Viewing Index .

. .

.1.

Anti-(,ittering .xpostim Inec : tnti- inc! Attention Index X PSA
ti' pram Twing Inde'x

1

. -.

.z.cat Pelt O xnosure Tr = 'at Pelt Attntion Indeit Y. RSA Pro7r
Viewirle, Vadex f

lj
Hyriene-A04ertising.Eposur Ind.: = onr. A.dv,:.%rti,liro Attention Index

X Hygie Program Viewing Inde',.

Toy: Adve= rwisinr Exposure Index 7 Toy Advertivin Attention Indx
-Satur orning Exposure Index

redicindAdvertiang Exposurv,Tzdf,e 7 P:edicine Advf2rtiniro, Attention
Index Y. '!edicine'Program Index

Cereal AdvertinIng F.xposure gtleral cercal attn-
tio it X Saturday lornirw F.Nr.t3tire
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Nutriti4-1. txpos,ur,,, nutriti,:n Atteation Index X Saturday Morning
Exposure,Index.

0:andy Advertising txposarQ Indev. m Cindyr Advertising Attention Index X
Saturday ornin! FYposure Index

LINING FOR COME.IMALS -- 4:41 fivo of.t1to-ads visually portrayed in the quei-
tientrim, stqdcnt '.'ere asked t,..rate their-degree of liking for the corner-cial (Table O.

Advertising Lik

-;:loopy Fencil

ad

Index = liking for pZint-it-out ad + Clearasil ad +
.teener !*enner Tower and T.T-P Cycle ad + Pepsi.

MINIM; ABOUT TELEVISIN, ADVERTISING One set of items asked whether ads
should be removed from Saturday television, whether-ads interrupt programenjoyment and wht.thqr advertising effet!tc, viewer roods (Table 5).

BELIEF re Tmryrsrivs.mmucrAts -- Three of the pictured commercials were
accompanied tw questfons dealing .pith belief of message claims; another
screening question dealt with general Veracity of commercials (Table 6).

'alvertising,Disheiief Index m disbelief of C
and T-T-F 0/04: ad + Vertibird Heliceptor
-tell-truth-Item

ad + Xennir Tower
stue Ship ad + always-

)15BELIEF Or AD Lt AUTHMTM 'rf, to the extent of skepticism of adults
and other authoria4 figures, tEree questions atet,d whether the child be-
lieves that adults, salesmen, and nevseaster always tell the truth (-Table 9).

Oinbelief f AdUlt Aa.thorities disbelief of adults + -alezmen.
+,newsca4ters

ORIENTATIMIS TOWIn , TTVTT, AND srAT PrLT5, Ain the major
causes promoted in public -sem, ce,anfibunrents alv campaigns nAirtst
smoking littering and non-use of seat beliS;--,"o measta% the cognitive..
affective and behavioril effects of these messaaS, three ftems were pre-
pared for each topic (Table 12, 13, and 34),

krti- =rya imp index : smok,,.. tell::: parent not 4.o smoV1/47--+ be-
lievcs smoking harmful

Anti -Lit Bring Inctx m t,21.1,s important not to littar + te11s others
not to litter + don't litter

t Inde7.x ases =seatt,7,1t + belives belt: he 1 favors goat

gyurf: f p"Avt: of tl..e rIormalre cor-
taitc4 -,qth oblems (Table 17). These can
be divided irktr: varit.len 1,:;71041,AE*e, rarptien, belief, 1,0v,,,,i,rn, and
us,re,

1 ti
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Hygiene Nnewledge Index r nurher of deoderants listed + awareness of rea-
sons for using deederant and mouthwash + awarenes2 of distinctionse
between two types' of toothpaste

Hyeiene sage Perception Ind x ="percrived usage of deoderants +
mouthwash + skin cream

Hygiene Importance Index = belief in imioortence of people using dioderant
i-+ mouthwash

Hygiene Concern I = worrying about' body odor + skin blemishes

Hygiene Usage Ind'ex = frequency of using mouthwash + skin cream.

MATERIALISTIC ORIENTATIONS -- A six-item batten V measured children's atti-
tudes toward material MOWS, such 'as toys, money, clothes and cars (Table 21):

Materialism Index n'thinks toys produce happyness + thinks money is
.important + wants to impress friends with goods + prefers toys to
playground + thinks cloth'es important + wants luxury car

MEDICINE ORIENTATIONS --Children receiving the medicine form of the quese
tionnaire were presented witk 28 items dealing with cognitive, affective
and behavioral aspects of medicine and drug issues (Table 24). A'nuMber of
these were coebined into tndiccs, while others were analyzed individually;
these are the major indices:

Perceived Illness Index = estimated frequency that people get stomach
aches + colds

General tledicine Efficacy Index = believee that pecple are helped by
medicine for stomach aches + colds

General Pedleine Speed Index = believe dicine works quickly for
stomach aches + colds

Personal Illness Concern-Index = worm tout getting stomach aches t
colds

Personal Illness Index = frequency of getting stomach aches + colds

Pcrsona ed.icine (Isere- Index = frequency of using medicine for
nionach aches + colds

Personal %dicine Efficacy Index - e, eves that nedicine help q re-
, lieve stomach echee + colds

Illicit Drur Approval Index = Approve :. of upper. + downers + dope +
graee or pot

For ND NUTRITIM olurNTATrors -- An alternative siv-pege supplement tp the
quretionnaire covered a wide range of topics relating to food consumption,
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requests and denials for cereal phases, beliefs about nutritious foods,
approval of sugar and incidence of cavities .(Table 27,,30, 33, and 36).

,Consumption of Heavily Advertised Cerels Index), ha Bits + Boo Berry
+ Sueer Sma&s + Cheerios + Pebbles * Captain Crunc Pica Krispiea
+ Raisin Bran , /

1

Consumption of Lightly Advertised Cereals Index = Hheaties + Ningeroos
+ Corn Flakes + Kix + Cocoa Puffs

Cereal Denial Response Index = frequency of arguing + aneier

Nutritional Value of Emphasized Foods index = orange juice + toast or
plain cereal + sweet cereal

lutritional Value of Advertised roods Index = waffles + Poptarts

Nutritional Value'of Nonadvertised Foods Index = eggs and bacon + donuts
+ cream of wheat

Consumption of Heavily Advertised Candies Index = Hershey Chocolate Bar
+ Kit tat + Choc-O.-Lite

Consumptiop of Liehtly Advertised Candies Index = Snickers + Butterfinger
/ + Hilk.Duds + Baby Luth

Consumption of-Heavily Advertised roods Index = potato chips + soda pop
+ hamburgers + chocolate drinks + cookies

Connumption of Lightly Advertised roods Index = pretzels + (e cream +
hot dogs + cake

DEMOGRAPHIC pro IATION -- Children were asked to report their age, sex, school
performance ("How well do you do in school -- how good are the grades on your
report card'?" '.7E GOOD/PRETTY GOOD/POT SO GOOD), and parental occupation.

Analysis. Two basic types of descriptive statistics are used to repre-
sent the relationships between variables in this investigation. Correlation
coefficients precisely describe the linear association between the advertis-
ing exposure Indices and the various :blares of knowledge, attitudes and
behavior: (a) zero-order correlations are initially calculated to describe
the raw bivariate association between predictor and criterion variables;
(b) partial correlations are then computed to control for the contaminating
influence of antecedent variableg (such as grade in school, social status,
and prior behagior patterns) that might explain the existence of a partly
spurious raw relationship; (c) conditional partial correlations are then
computed to assecs thetnature of the relationship under various.antecedent
or intervening conditions (such as males vs. females, high vs. low status,
and presepce vs, absence of communication behavior) that might facilitate
or inhibit ,they effects of advertising exposure; and (d) path coefficients
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are al.Toempioyed to analyze interrelationships among sets of variables in
several phases of the inventiration.

its meaning'of correlation coefficients, especially between indices, are
often difficult to interpret, even by social science researchers. Scholars
may'argue over the importance of a corselation of +.10, or +.20, or +.35;
non-scientists have little basis for understanding such figures. Percentage
differences prbvide a more concrete and readily interpretablg representation
of relationships, comparing the specific answers of those respondents who
are heavily or liehtly exposed to certain advertising stimuli.' The advert's-
ing exposure Indices are dichotomized near the median to yield a gross classi-
fication of respondents into the "light" vs. "heavy" exposure groups. Thy"""''
distribution of responses by each group can then be described in percentage
form on every- individual questionnaire item. This allows the reader to
assess the magnitude of difference between the groups in easily understandable
statistical figures. Furthermore, the reader can ascertain the absolute

.rproportion of respondents who chose the various response categories on each
item.

4

/Yost tables feature the raw cross-tabulations between the predictor and
criterion variables; however, when moderately or highly contaminating con-
trol variables are identified, -.partial cross-tabs are computed. This pro-
cedure involves dichcitomizing the exposure index separatslx,tor each. subgroup
on the critical control variable, such that respondents iF-assigned tab
the 4heavy" and "light" exposure groups based on. their score relative to
others in their subgroup rather than the overall semi*. 1n- most analyses,
grade in school is the control variable; to eliminate, the contaminating
influence of this factor, the "heavy" and "light exposure groups are composed
separately at each grade level before overall differences are computed.
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RESULTS

The findings
.

from the survey questionnalies are described by ci6sslection-
al correlations,yhich severely limit inferences that advertising exertsP4
causal influence on children's thinking and behavior. %ill partialltorra-
lations controlling for demographics or other obvions cpntaminating variapies
can hetlp.to establish functionality in these relationships', ,tpe lasue of
causal direction is more doubtful. In each of the areas stutdied; it is
plausable,that pre-existing knowledge, attitudes or practicep may lead .the
child to selectively attend commercials consistent with these pridr orienta-
tions; for instance, children concerned about acne may seek Cut acne cream '.
commercials. Thus, conclusions regarding advertising effectt,on the criterion
variables must be tempered by the recognition that the.reverae flow of causal-
ity may account for considerable variance in'an obtained relationship. Never-
theless, such a functional explanation for associations- does not. necessarily
mean' that the advertising does not play a role in socializing 'viewers; it can
be argued that the children are tpinf advertising messages to learn about
matters of relevance to them, which as basic to the socialization process.

The presentation of findings will progress from assessment cf television
viewing.patterns to commercial attention pattern* to evaluative responses
such as liking, opinions, and beliefs regarding advertiang. Then specific
topic areas will be covered, including learning from i,blic service announce-'

.nents, hygiene learning, divelopment,of materialistic orientations, the role
'of-repetition, medicine advertising effects, and food'advertiaing effects.

The presentation of data will not be accompanied by tests of statistical
significance for each relationship. Due to the large 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 existence of a relationship. For those
who desire such information, the follcwing,chart provides a general.' guide to the
significance levels fpr zero-order any partial correlation coefqcienti for the , .

overall sample, the medicine and food/nutrition subsamples, and various demographic
subgroups. For instance, the overall N -775 requires a,correlationea .n7 to
achieve significance at the 5% level and the 1% critical value is .10.

Overall sample N=775

p.05 P1.21
.10.A7

Males N=360 .11 .14
Females N=415 .10 .13
4-5th graders n=347 .0 .14
6-7th graders V=426 .10' .13
Nigh status N=321 .11 .15
Low status n=342 .11 .14

Medicine subsampl6 r=256 .13 .17
Food subsample 21=506 .n9 .11



OPPORTUNITY FOR EXPOSURE TO COMNERCIAIN'ON TELEVISION 4

,
.

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

.
vision programming. A child who views almost no television will rarely'see
TV advertising and probably will not be significantly affected by coMmer- ''' 4
cials. On the other hand, the' child who watches four or five hours per day
as the opportunity to see perhaps thirty thousand advertising messages 'r .V1

-.each-year. Thus, it is important to. examine the amount of time that chil4.

:'

, .

dren spend watching television. . . #
1

'.Since different kinds of ads are shown during different programs and \,',
time periods, viewing behavior is measured several different ways. The It

first category is Saturday morning programming, the conventionally defined V
vehicle for children's advertising. Ten program representing different i
networks, time slots, and audience appeal measure the opportunity for ex-
posure to child-oriented ads for toy, cereal, candy and other ediblesi.alofig

,

with many types of public service announcements. The second category, re-
_presented by four weekly pop music programs, measures the opportunity for.

viewing teenage-oriented ads for hygiene' products, food products, and
'clothing' plus some PSA's. General advertising exposure,, including medicine
advertising, is indexed by the number ofhoursviewed during evening prime--
time; daily viewing of national news offers a particularly extensive chance
to view ads for medical and drug products.

Saturdayjaming viewing. Table 1 displays the proportions of chiles
dren who say they, watch various individual programs "a lot.'Y_ with one
exception, the' younger respondents in the fourth-fifth grades Atre4ich
more likely.to'consume these Saturday morning programs than sixth-seventh
grade . On some shows, there are only minor differences. between boys and 4.

girls; however bbys more often see Bugs Bunny. and Star Trek cartoons while,
girls tend to'view Jeannie mid Pebbles and BamW/Bamm cartoons, There is
consistently greater cartoon viewing reported by the lower status,children
than those fiom hightir status homes.,

A - .

Averagihg across the ten programs, 36% of the younger children vs.
22% of the older age group heavy viewers; the difference between
lower vs. higher status categories is about half as large. No overall, amount
difference appears between the sexes, although programming preferences
differ somewhat..

In terns of program popularity, Scooby Doo is seih "a lot" by 46% of
the sample and "Sometimes" by an additional 36%. Other highly ranked
programs incluae, Bugs Bushy, teannie, and Speed Buggy. On the other hand,
Lassie's Rescue Wasgers is viewed by less than half,the sample.

M.) music pssakviewIT* Table71 also presents-thefindings on the
four teeniirrausic programs. Although there is considerable variation from
program to program, the averaged defy show that the sixth-seventh graders
view slightly more than the fouith-fifth graders, that girls watch slightly
more than boys, 'and that' social, Status makes no difference in exposure.
The most popular show is In Concert, attracting more than half of the chil-

i/

ie

, 4

a

4
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,fin; the other three programs are see:} by slightly less than half of the
respondents. Abe)* one-fourth of the sample report viewing the typical
music show "a lot" of the time.

,

,, .

c)pvening viewing patterns. A single item asked children how many hours
they-Viewed TV on an "average evening between 8:00 and'11:00." Pesponse
categOies represented eaeh half hour level from 0 to 3*hours. The amount
of exposure desc ribed * the childben Is quite high: 40% say' that theyee
watch the maximum 3 hours, and the mean viewing time is 2 hours and 17

11

minutes.
A. 1 *

.

T
In Table- 1, -it Can be seen that somewhat higher viewing levels are '

found for younger, children, tibys, and those from Iowa', status backgrounds.
However, these differences represent Only aboutil0 minutes.per evening on
the average.

r..
About two-fifths of the children say that they watch the national

news, with only ISioindicating.heaVY viewing; .News exposure dates increase-
with' Sge,and is slightly greater fór,.the higher status children.

- l't.
liscussion. Late chillhood appear to be a period of heavy. tele

consumption, both for th4 child-oriented Saturday programs, and'the adult-
oriented evening programs. Many also vieWthe pop music shows aired On
Saturitay afternoons and late evenings. Although the estimates provided-by
the children are likely to be inflated, the "magnitide of actual exposure
is still impressive. It is clear that children between-the ages of ISand
13 have the opportunity ford

11

extensive exposure' to a wide variety of ad-,. 4
vertising messages.

-
.

,

Younger children in the' fourth and fifth iraciee report watching more
television than those in the sixe6 and eeventh griaeiparticularW on

1Seturday,mornings. Males abp slightly more in the evenings, but do not
differ importantly from the females on other tyke of programs. Those
from lower statue backgrounds generally view more TV than,Ugher status
children. The national. ,news is the main exception to these basic patterns,
one pop music program viewing,diVerges slightly from overall` viewing
behavior.

,
,

,

.The`amountof exposure to'various types of television programming does
not necessarily eonetitute an accurate index of. advertising exposure, how- t
ever. A child might sit before the TV set watching a - program while' tuning
out commercials and closely attending others. Thus television Viewing
can be considered conservatively esan opportunity for rather than a
guarantee of advertising exposure. Actual attention to a particular
commercial or type of commercial is assessed in the next seeder:. These' 0 .

meAuree will be coained with the TV viewing measures to _estimate advete
tising exposure rates. Program viewing will be used to reflect the fre-
quency of encounter with an advertisements- given! that some degree of atten-
tion is-accorded the message. Two children who say that they pay the same:.'
'lcvel of attention to a-toy ad ',all havr dxffere.nt exposure ;leores, depend-
ing on how much they are exposed to the ten Saturday mbrning programs. Thus,
these variables will play an important role ,in subsequent analyses.

, I
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ATTENTION TO COMM:ACIAS

On 26 items displayed throughout the questionnaire, children were
asked to ihdieate the degree of attention that they paid to specific
dommercials\a1ong a fout-step scale. Since these ads represent S.,mide
variety of Rrodects and ideas aimed at both 'child and.Idult audiences,
computing an.,'overall average distribution across all commercials provides
precise evidencOf childreb's attention patterns. Aceprding to.thesec
self- report 1data, when a commerciareomes on TV an average of 17% of the
children "always" watch it, 24% "usually!' watch it, 40% "sometimes"

.
watch it,,,eniLIM,4!!never!...match_it.. _The...final set of.figures in Table 2
show that the- Iottth-fifth .graders attend slightly more closely than .the
sixth - seventh. graders, with an average of 20% vs. 14% reporting that they
'always views. given advertisment. There are no overall differences be-
tween boys vs. 'girls and those from higher vs. lower social status back-

..

grounds. -. , -- .

Aiten to ffereet s .dais. Table 2 and Table 3
presentthe finding or ni pee television commercials. Children
report viewing pal ervice announcements moat closely; on the average,

-.mope than half alwAye,ortusually watch the six PSA's studied in the quet-
-tionnaive. Anti-litteang PSA's are most popular, 4th 65% watching
always or %usually. Second most'popular are anti-smoking messages, as
56% scored-in these upper two Attention categories. The seat belt PSA's
are highly attended by'39% of 'the children.

Among product commepcials, 50% give high attention to candy advertAs-
ing and 41% give high attention to hygiene advertising, closely followed
by 39% for cereal advertising and 38% for shoe advertising. Toy .advertis-

e ing, is attended by 33%, with medicine advertising showing the lowest rate
of 25%.

-

Igetdifferences in attention. ,Older children pay slightly Mere atten-
'den to pargiiiiilce announ?ements than younger. children, with an Aver-
age of 55% vs. 51% scoring 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 attention. Thus' the, paid commercials tend to attract
more attention from the fourth -fifth graders than the sixth-seventh grade
students, regardless of subject matter.

Sex differences in attention. There are only marginal differences
between males'araWmales on most types of advertising. The key excep:-
tion is for toy commercials, where 39% of the boys vs. 27% of the girls
attend'alwaysor usually., To test whether the sex of the actors is an
important facto? in attracting viewers, a shoe product appropriate for
either sex was selected for closer study. Keds "Gold Medal" and "Tail
Lights" shoes can be worn by both boys add girls, but the "Gold Medal"

.

commercial portrayed a boy rummer while the "Tail Lights" ad featured both
boy and girl bike riders using the shoes. A pictorial and verbal repre-
sentation of each advertisment was presented in the questionnaire,
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accompanied by the attention question. Table 3 shows that 49% of the bor.
vs. 39% of he girls always or.usually watch the boy-oriented Gold Medal
ad, while 34% of the girls vs. 30% of the boys are high attenders of the
general. Tail Lights ad;

.

/Status aifferences in attention. While there is no overall differ-
s e SaToreih.childron aCCWrding totheir social status, the pattern varies

o
type of commercial. Those from higher status baCkgroundi pay slightly
re,attention to public service announcements, while the lower status

respondents attend medicine advertising somewhat more cloeely. Dare is
also a mild tendency for more higbei status children to-watch7candy adver-
tising. '

eiseuesioe,__Einein s r gated across a number of specific aiten-.
tion measure rye that c neither- attentive nor in-
attentive to television commercials. For the typical TV ad, almos
thirds of the children fall into the middle categories on the attention
scale, saying that they "usually" or "sometimes" watch the message. While
senora' adyertising attention drops slightly as children become older,
there are few differer.a by sex or social status.

Children are mbre attentive to public service messages than conven-
tional comnercials,*and pay somewhat more attention to Saturday morning
advertising 'than adult-oriented ads in prime-time. Surprisingly, 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 closely -than girls,, but other types .

of commercials produce no differences between the sexes. There is a
tendency for girls and boys to selectively expose themselves to a pair of
commercials for equivalent products according to the sex of the performers
in the ads.

EVAWATION or ADVERTISIUG

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

Liking for commercials. For five of the commercials portrayed in
the questiongaie, measeees were obtained on'the degree of liking for the
ads. On the average, 16% of the children report liking the ads "very
much," with 37% indicating "pretty much" and 47% marking,"noi so touch."
This lukewans -response varies only, slightly by the demographic character-
istics. Table 4 shows that 18% of the fourth-fifth grade students vs,
14% of the older group selected the most favorable evaluation category,
with no difference between males and females or between higher and lower

21



status. children. Predictably, younger children definitely tend to like the
toy commercials, while the older ones rorFIRft,cn express liking for de
Clearasil skin cream ad. lirls are mon: to like the Clearasil ad and
Pepsi ads, whiles boys prk,,f9r ihe., motorcycle toy commercial. herii is slight
tendency forhigher 3t1tu'l children to like the Pepsi series of ads and for
lowei,status children to like one of the toy ads.

The most highly rate' advertising is for Pepsi, with 36% in the high-
est liking category. The anti-pollution PSA is' also well liked, as 25%
of the sample'express high liking. The two tolvade Axe much less popular,
'both attracting less than 10% igh.liking. Just.3% say that they like the
Clearasil ad very much.

There is a mild tendency for children who like one commercial to also
like the other commercials that were measured. Although the five ads Sr.
somewhat dissimilar, there is an average intercorrelation of +.18 among
the liking ratings, and this pattern of associations remains when the grade,
sex, school performance and status are controlled.

.

There is aaiiir-rtiationship. attention to a commercial and
liking for that commercial, in the1three cases where o
obtained. Averaging the skin creauviotorcycip and anti - 011ution ads,
the correlation is'+.48 betweea degree of attention and degree of liking
for the a . When the four control' variables are partialled out, the
correlatio drops slightly to +.45.'

in\the caseof the. Snoopy pencil sharpener, the Total number of ex-
posures was available as the predictor variable r4ther than the usual
attention measure. The raw correlation between e*oesure frequency and'
liking for the ad is +.23, and the partial correlation is +.17. Table 19
displays the proportion of respondentm who expressed liking at five differ-
ent frequencies of exposure. Of course, many of those'who hadn't seen the
ad did not evaluate it. Among these yith 0 exposures who did respond, just
9% say they liked it "very much" or "fairly much," with the vast ,majority
at the "not much" level. Among those Yho had seen the ad from 1 to S times,
44% express liking; 45% of those exposind 10 times indicate liking, rising
to 49% of those seeing 20 or 30 presentations and 55% of, those seeing it
40 or more times.

For the Pepsi commercials, the liking measure was accomgenied by ari
affective response item asking whether these ads make the child feel
better or Yorsewhenwatching while bored or lonely. Those who report an
improved disposition like the ads the most. There is a raw correlation of
+.14 between the two variablei, which remains at +.32 when the control
variables are partialled out of the relationship. In percentage terms,
24% of those who feel worse report liking *le ads "very much" compared to
63% of those who feel better; conversely, 32% of the former group vs. 3% of
the latter group dislike the ads. ti

Attitudinal responses to Icitert_iliu. One general opir u item asked
whether all commercials taxen off of television '4 Saturday
mornings. Table 5 presents the wording of the question and the answers
,according to subgroups of children,. Overall, 33% feel affirmatively that
ads should be removed from Saturday morning TV, and another 30% say that
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"maybe ads shou1dn't.he shown. The remainder oppose the idea.- Younger
children display the most negative opinion: 45% of the fourth-fifth
graders vs. 23% of the sixth-seventh graders'say "yea" to the removal
proposition. Boys are somewhat more. in favor of the proposal than girls,
-and lower status children support the idea-more than, middle crass children.

a.

A-follow-up,question,probed the reasons behind this opinion, asking:
:"why ao you feel that way about Saturday morning ccomercials7" 'Among

. those favoring the removal of ads, most write, that the ads "interrupted"
the program or "disturbed" 'their enjoyment. Small'proportions are nega-
tive toward the bontent of ads, or dislike the fepetition of commercials
presented during children's hours; Thum who oppose the idea of taking off
commercials write that ads are informative, entertaining, pay for the ,
programs, or provide a break in the progremmieg.

A general affective response item asked how often the child is bother-
/ ed by commercial interruptions during riV programs. Overfill., ,79% are
bothered "a let" and 18% are irritated "sometimeir" by the practice of pre-

. stinting ads within programs. There are no clear'differences-hetween the
grads, sex, or status subgroups'on this measure.

Those who report that commercial irate

to favor taking commercials off the air; there is a correlation of +.26'
betweenrthese two measures (partial r +.25, controlling grade, sex,

-school performance and status). Among the majority who say that commer-
cial breaks bother them "a lot", 39% definitely favor removal of adi and
28% respond "maybe." on the other hand, only 8% of those who are "some-
times" or "never" bothered definitely favor removal and 37% fall in the'
"maybe" category.

Another effective response item asked whether the lively Pepsi ads
=abet or intensify depressed feelings. Table 5 shows that slightly over
half of the children are not affected by such commercials, while 22% feel
worse and 25% feel better after seeing them. Younger children tend to feel
worse and older children tend to feel better, Boys respond negatively and
girls respond positively to the ads. There is a slight tendency for high-
er status children to improve their disposition, compared to lower status
children.

Belief of advertising., lespondents were asked a general question
aboutIHriinstworthyness of TV commercials along with three specific be-
lief items pertaining to currently advertised products. These items are
presented in Table 6, accompanied by data on grade, sex and status differ.
*noes in believability. Table 7 displays correlations between the belief
wire and a number of predictor variables:

Less than one-fourth of the sample think that "TV commercials always
tell the truth." Disbelief is ex#ressed by 71% of the younger children and
81% of the older ones; higher :eta 'children are more skeptical than low-
er status children by a 8/% to 73% margin. Those who felt that commerbials
are not always truthful were asked in a follow-up question to indicate which
commercials are not true. Cosmetic advertising is most frequently cited,

23
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sepecially by girls. Toy and automobiAlads also receive mention by diore
than 5% of the sample. On 'the other hand, commercials for candy, drubs,
cereal, stores and restaurants arefilmost never mentioned. One-tenth of
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.

A second follow-up item prdbed to fixd out why they dont believe the
oomeercial that they identify. The subset .of respondents who had mention-
;414 an ad tend to focuton the logical validity of the message claims as
the primary reasee-fov disbelief; 21 of this subgroup give reasons relat
leg to the IMOobable,or irrational features of the message content or
presentation.' Older children and girls tend to mention message reality
factors. Direct experience with the prgduct is the basis for diebeWpf in
11% of the cases, while personal advice from others is almost never cited.

The vivacity of two toy ads and a hygiene product ad was also evaluat-
edsby the childrer. For the Clearasil skin cream commercial, 11% of the
respondents say that they definitely believe the major effectiveness claim
end another 61% say "maitbs." For the Kenner .motorcycle toy caseercial,
.13% say they definitely believe the visual performance-displayed in the ad
and another 40% say "maybe." In a similar item, children who had played
with a Vertibird helicopter were asked if it is better or worse than the

-----tey-portrayed_in_the TV commercial; while half say-it vas "about the same,"
about twice as many of threialnder sayinimiltonurrether-ti--...me-better.-
There is not clear pattern of differences by grade, sex or status across
these three itemh.

In Table 7, it can be seen that consistent positiVe correlations are
found between amount of Saturday morning viewing and the belief measures.
Attention to ads, particularly the ones corresponding to the belie items',
is also mildly related tolbelief. Liking for commercials also shais this
pattern of mild positive correlationsiin the two 4nstances where corres-
ponding measures were available the associations are above +.20. Child
characteristics are not consistently related to these items, as indicated
in the previous table.

The intercorrelations among the general and specific belief items are
relatively-weak. The avenge correlation between belief of the motorcycle,
skin* cream and helicopter ads is +.05. The average, correlation of these
three measures to the. general rating of the truthfulneai of advertising is
+.12.

Discussion., These findings yield .a variety of interesting pattern* in
the manner that children evaluate 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-
tween the various grade, sex and status subgroup, their overall responses
are more uniform than disparate. Apparently advertising ginerates similar
reactions regardless of the characteristics of the Child, at leastzithin
this age range.

Theri is great variation in liking for specific commercials, even
across th4 limited range of ads presented in the questionnaire. In general,
-children are not highly favorable toward the advertisments studied, which

21
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are -fairly typical of the commercials viewed by thie4ge" group. Toy
commercials apparently lose theirIppes1 by' the time children reach middle .

school; the sixth and seven'th,graders.clearly don't enjoy such advertising.

Reliable sex differences in likthg occur for several commercials, with
boys preiering a standard:toy-ad end tirls expressing preference for a
hygiene advertisment.

Despite the fact that the%five test commercials were dissimilar,
there is a tendency for the ratings to converge; :lame children generally
like commercials, while others generally dislike ads. Furthermore, those
who pay the most attention to commerciala show a strong, tendency' to like
the ads. The causal sequence in thii relationship is not clear, as it is
possible that greaten attention produces greater liking, or, that favorable
evaluation of ads leads to tore attention to the :ads (conversely, dislike
may produce avoidance of advertising). The most likely inference is that
the two variables are reciprocally related, withfa mutual causation from
one to the other. In-term of sheer frequency ,of exposures a moderate
association is Obtained between the cumber of times an ad is encountered
and liking for the particular ad examined in this study. This provides
some evidence that mere exposure to a novel message engenders positive
affect, although the effect is not strong nor is the dire4tion of influ-
ence clear.

This survey does not attespt to systeratically explore the bases

-forlikirtg-axinerciale,Orte-faMtor_thatittaststudjel the emotional re-
st.onse to a commercial. along a "feel better "' to "feeliWNW'7dIffiarisioni--
shouts a- moderate correlation with liking for the ad. Kbeb more research
is needed to identify thevessons why children like some ads and dislike
other ads.

Tlere is considerable divergence in the children's opinion about
whethePtadvertising should be removed from Saturday morning television,
with the sample splitting into three equal-sized 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 criticism of advertising that under-
grids this attitude is the interruption factor, as many children object
to ads disru pting their enjoyment of programming. Few children are up-
set by the content of advertising or the style of presentation.

The dierupt4on objection is more forcefully apparentin anatem
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.

Another item measuring emotional reactions to advertising is the
question assessing whether a lively, happy, sociAly-orriented set of

coemercials for' Pepsi serves either to bolster or further depress viewers-
who are feeling unhappy. About one-Tarter of the sample report feeling
better and one- quarter -describe feellng worse, with the other half un-
changed by the experience of seeing such ads.
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rorrdin;, belief Advixt;.-A,A2 .7,h4 that f. hildren dis-
41ay cvlliet4:1 fAiv; in thr cw,vno,rcit1 fmsrmtedon tRievision:
less than one-C.'Jurth of,the ample triir4 that cc-rerciall always tell the
truth, ir1 3e7 than orie-:ighth definitely biteve the claims presented
in each of'thrce iti c1I3 to in the quQstiQniodire.

Apparently children haw_ developed a sl;:eptical 3ttitu0c toward advertis-
ing by lat.: childhood, ind-thre i. a lic&t tre,4 toward disbelief be-
tween the fourth and4peventh gr3ders in this sampl.,:.

Children cite a wide variety of. untrathful & dhd a number of differ-
ent reasons why they feel thv Aaf; are untrue, hide from advertising for
co3metie products, no product era5s wr JinrIA out for criticism by the
respondents. The introspective exolanaticns for distoilief are not well
articulated by the younrsters, Juh intornally invalid c..-Tiponents of
the message claim are concretely210entififl tv j izable minority. Cener
al/zed disbelief OF ads does ot1 to ,-ccur, :in skeptical responder, to

_one item are not even moderately related to sues answers on other items.

Apparently ,:hildren ilake indenendent judr,entsfrom-one q!1 to rho next,
perhaps 4plyinig. different criteria ire diff:srent situationn-

Dtrrrraphic f.:1:tors an rrlde, 7rX, rm.! st3tu3 do not 3CCOUTAt for
pronounced difference' in tq,liel.r,bilit-y ratin7,s, the variou& sibgroups are
fairly equivalent in their mspomes. Children -4ho cloneli attend a part!
cular ad and rl' llfr. th ccm-m,e!rcial-tend to believe the
message., It is lif cult to Ipeoify 'het:neç attention and Ming cluse
belief, nr vhetr nr?verse sr!qty.:4nCf' oecur`..

_ _ _
_ _ _

The wcight o; .;e ,!'en: i: cot Suot h4bor obt
right cynical attitude 7 toward bcw-vere lile they dd not
display an unconditional acceptznce of all claim, reiti:er
large number unifornly reiect the of corl-_-rctIl appeals. The
majority seem to b un,;ertain about hether

Lar commemialr.; thus, th.72 accurate d,::i-
cription of ttoir auproacn to c.val,)rin,7 th'-= :147

Travisio:, P,D,JrcrTIA An0 OI;TW:T t'T.V1,)U,A0T'AnPYTTP.;

Thi ::,ection examine': t?-4e: imD1j,:,4t1,-,n- of t:1: jolt

particOar?v diAleli:If of co-c101:., for (hildrn'!J trust in adult
authorities. any that front expo]olre to
false otmisleading ct5mrercial r1 m-.JV contribute to a l'enerali;:ed
distrust of the statements of autlw-rities. Tn attEn=

titan and vialuatlon variable7: dr_crited abow are related to An index of
disbelief of adults, .7.aletime_n, arl TV n,-ter. r eric of,74-edit.

tor variables are employed: teT31 television expce_liur (unortunity for
advertisin7 measumd by frl.queney oft/77Rchinp, alrNprorrams

and natber of prime-timenout-L vietad per ,,-Nenine.), attention to the Jet:.
of five hyPiene ads W.; tt4 t k. (the..; type:, 6-1 rtInc 4rc
rated the children and many criticr.as disWinv
for commercials (a m2a.surA aT fj 3pecimin a,-.1;), and d;,/,elief of
commercials (rt!:,p)e to e,..:(1ral alwarz,

the truth, and ratinf! .rA.,thre4,_t

4 u

4.
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rirst, the zere-order correlations ef thee,: variable9 with disbelief
of authorities are..rei-orted, the.partia1correlations controlling for
grads: ieesehool, social stag:., and scholastic performance are also
presented. The relationships are alao described in percentage terms, com-
paring these students who agree or disagree with the statement that all
commercials aretruthful. Then, conditional partial correlations are
presented, showine how the relationship eiffers among various subgroups of
students tharacteriaedhy grade, sex, 'and status. Finally,,a path model
of the flow of influence among the variables iS computed to determine how
the demographic and advertising variables cotbine to affect distrust of
adult authorities.

General exposure effects. Assuming that children are exposed to
commercials in proportion to the amount of time they spend watching TV,
this variable reflects the total amount of commercial messages that the
ehildren see. 'Table 8 shoes that exoosure has a slight negative relation-
ship "with distrust; tbp raw association is -.d7, 'and the fourth-order
partial is -.05. Thus, children oho watch the most advertising are not
more lively to distrust adults -- indeed, the relationship is slightly in
the opposite direction. The conditional correlations in Table 10 indicate
that younger ehildren have the lareest negative relationship (re-.16),
while older children have a minimal positive relationship (re+.04).
There is little difference between melee and females, and between higher, ee-
and lower status children. ,

Commercial attention effects. Attention devoted to hygiene and toy
cemmeM73717juncemente also correlates negatively wite disbelief. The
coeffiente are a bit etreneer, with a zero-order correlation ef -.11
and a partial of -.09. The strength of association does not vary from
k;ne eubgroep to another for this prelictor variable. egardless of age,
of c, and etatus, there is a medet tendency for those who pay the most
attention to. there dueieue forms of_adverti ine to trust authorities
edre than' those paying lower attention.

.

, K

Ceemercial dislikine effecte. Thercie 3 elieht .eeedency fc . cell-
'dyer who dislike ads to also eietruet adult the correlation of t.08
remains dlmost uncharged ehen the control variables are partialled out
(Table` O. The -Sesoelseion is much etroneer for higher statue children
(eee.20) then- lower status children tre+.0e), ar e semeehae greater n
the ;emale and younger subgroepe, .-,

,
. ,

Commerciel disbelievine effecte. Two apps a es were used ie mea-
suring disbelief or A general question _asked, "do,you
thine that i'V cormereials always tell the trUth7" Considering respeeses
of "yes" vs. "no" as a ftrry yartablea there is a- caret tie n of +.2

;
between deebelief of advertising and disbelief of autho t ties, This
item also used in 4 crose-tabvlation .analysis veth each of the items

tecoeposing the ae:erity di_ trust ii4eg Table 9 thews that eeel., of
children who diebqicve eceeercfals reply "no* when asked if "adults
always-toll the truth,:' eoepared te.eS% of the children who belieVe
ads. similarly , SI!. If the Advertising disbelievers say 'no" in
rceporse to the item ezeine if "salecmee:elways tell the truth," weile
el? of the t-clic,lcu. 1,114 the reeetave reeponee.-.Th re-ie a 37; v5:.
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27% difference botwecn the two mnoues it naving "no' to "TV newscasters
always tell the truth."

s Another reaeurement approach uses three items dealine with particu-ilar
advertileeent (Clearasil acne cream, Kenner Tower and TT? Cycle toy,

and Verti5ird Helicopter and Rescue Ship toy). Summing together responses
indicating disbelief in these ads, the index correlates t.15 with distrust-
ing adult authorities.

she generalized and specific items vere combined into an overall index
of disbelief of TV ads. 'Tais has a raw correlation of +.26 with distrust-
ing authorities, and the partial correlation drops negligibly to +.25.
Conditional correlations indichm.c that the relationship is stronger for
girls than for boys, while the differences by grade and status are minor.

Multivariate DattisasALLI. 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 commercials, and.that
the impact of exposure, attention and liking is indirectly mediated by
commercial disbelief. Furthermore, it is predicted that grade in school
will influence all of the. other variables in the mndr.11 and that scholastic
performance eill afft disbelief of. ads. These patterns of influence are,
described In the firgure below. The path coefficient estimates are dis-
played for each these 'standarized beta weights represent the in-
dependent direct contribution of each variable upon the next. This model
assumes recursive relatiornies, although it is possible that reciprocal
causality m111.11-t emist in soTe -cascs.
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'

This analysis shows that the major predictor of distrusting authori-
ties is disbelieftof IV advertising; none of the other variables have an
important direct linkage with distrust. Only A of the variance in this,
criterion variable canehe explained by these variables. Any impact of' --
disliking is rediated by commercial disbelief, as thtese who don't like'
commercial tend not ''to believe it, and this in turn leads to disbelief of
adult authorities. Total expccure and attention to ads are associated
inversly with ad disbelief, so any subsequent' impact on disbelief of
authorities is also negative but slight. Attention also has'a direct in-
verse relation that is minor. Grade has a very small direct relationship
with commercial disbelief, but the indirect paths through viewing And lik-
ing are more substantial. Host of the relationship between grade and
diibelief of authority is direct, but weak. School performance is slight-
ly related to disbelief of,commercials.

Discussion. Simple frequency of exposure and de to Lion to
adeertisments does not have an important impact on disbe of of a ults
and other authority firgures. The only substantial influence edit be
tracer' from disbelief of advertiiing, as there is a partial correlation of
+.24 with disbelief of authorities. Since this magnitude of associatLon
pollains when all of the Other.factors are taken into consideration, a
functional, relationship apparently exists. Probably some of the causal

. flee runs from advertising disbelief to authority disbelief, but is is
plausible that children who 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-,'ay reciprocal causation operating in this
situation.

Since advertising disbelief does seem to cause some distrust of
authorities, it is useful to examine What factors lead children to be
distrustful of ads. Obviously exposure alone does not produce distrust,
since children who view the most ads (particularly those that are least
trustworthy) actually show a slight tendency to be advertising believers.
:wile older children and those weo do well in school are slightly more
skeptical of ads, neither relationship is substantial. -Disliking of
commercials is associated with disbelief, although causal direction is
unclear. Subsequent research must id ratify the roots of disbelief in ad-
vertising more fully.

In sum, distrust of authorities does appear to'be affected by chil-
dren's experience with TV commercials to some extent. However, the cri-
tical factor is not amount of exposure, but the evaluative response of
disbelieving ads. Thus, exposure alone does not create distrust in adults
and other authorities, but the type of reaction to ads when exposed is
important. It can be concluded that the characteristiczAof the child
exert a much stronger influence than the attributes of the commercials;
if the child feels that ads are untruthful, this distrust may be trans-
ferred to other authority figures that are encountered.

2.1
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SOCIALIZATION FROM PUBLIC SERVICE ANNOUNCE!MNTS

41 The public service announcement phase of the investigation sought to
determine whether children's beliefs, attitudes and practices regarding
smoking, littering, and seat belts are influenced by the perves;:ve.cam-
paigns for these causes. The questionnaire presented still video pictures
end verbal descriptions of two representative commercials dealing with
each ot these three topics. Children were asked how much attention they
paid tio each message; their frequency of, exposure was assessed: by yeasures
of viewing behavior during Saturday morning and weekday periods when PSA's
are most'often presented. Three separate predictor variables were can -.
puted by multiplying degree of attention times amount of exposure, yield-
ing an'Anti-Smoking-Exposure Index, an Anti-Littering ExposureIndexleand
a Seat Belt Exposure Index: The corresponding criterion variables are
the children's responses to items measuring orientation toms! smoking
(beige in harmfulness, -telling others not to litter, and personal non-
littering behavior), and seat belts (belief in safety belt effectiveness(
attitude toward wearing,andperstanal usage). Results are organized
according to topic rather:than type of variable.

Anti-smokin orientations. Exposure to anti - smoking. public seivic
messiiiihas OveveralX with the children's-orientati s
toward smoking, as the three-item anti-smoking index correlates th
exposure (Table 11). This pverall finding masks mildly contrasting
essoaatione between the individual items:. controlling for demographic
factors, personal intention not to smoke correlates -.11 with exposiire
while the frequently reported behavior of reminding parents to stop
smoking shows a +.10 correlation (children with non-smoking parents are
dropped from the analysis, for this correlation).e There is a slight nega-
tive relationship between exposure and belief that smoking causes dis-
eases.

Table 12 presents these results in a cross-tabulation format. The
more heavily exposed respondents are more likely to express an intention
to smoke when older: 33% said "yes" or "maybe" when asked if they would
smoke, compared to 26% of the liehtly exposed. The heavy Tiers more
often report that they tell their parents to stop smoking, i h 52%
doing this at least "sometimes." Only 39% of the light viewers say this to
their parents, but fe-wer otthis group have parents who smokes: Even when
the parental smoking factor is considered in the. analysis by eliminating
those without smoker parents, a 781, vs. 67% difference remains between
the'two groups in telling parents not to smoke. There is no difference'
on the belief item, as most children think that smoking causes cancer
regardless of exposure level.

The overa.11 relationship differs from subgroup to subgroup of respon-
dents. Table 15 shows that the anti-smoking index correlates. positively
with exposure for younger children (re+.17) and negatively for older chil-
dren (re-.1.6). There is also,a substantial difference betweepihieber
status children (re-.11) and those from'lower status backerounds (r=4.03).

Anti-littering orientations. There are consistently positive corre-
lations for the littering variables: Exposure.to anti-pollution announce-

L.)
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vents is related +.18 with the anti-littering index when the control vari-
ables are partielled out (Table 11). The relationship is strongest for
'telling others not to litter, and weakest for personal non-littering be",
havior. ;

In Tble'l!3, the cross-tabulations 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. 3%)'
to fail to expiess affirmative agreement with this item. On the item deal.- ,

ing with telling Others to stop littering, 25% of the heavily exposed vs.
14% of the lightly exposed said they do this "a .lot." Finally, there is a 69% vs.
62% difference between heavy and light exposure groups in reporting that
they freqpently throw titter in a trash can.

The conditional pealletal correlations in Table 15 do not differ between
the various subgroups. of children; the relationship between exposure and
the anti-littering indefris fairly consistent for older and youngtr, male
and female, and higher and lower status children.

See.: 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 +.06 for the belief that seat belts
are effective and +.06 for the child's frequency of using seatteIts.
Favorable attitude toward seat belts is not related 60 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 save lives. Only 2% Tare 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 (re+.13) than older
-children (r: +.04). There is a positive relationship for boys (r=+.16)
but none for girls (re+.01):: The condititnal correlations do net differ
according to social status of the respondents.

-biscutsion. The overall pattern of'results shows that exposure to
publiE-WWV-Ni-announcements is modestly, related to those orientations
that the messages seek to influence. Children mho are more exposed to
PSA's fon,sroking, littering ,or seat belts shoe' a slight or mild tendency

---to score higher on the corresponding criterion measures. Since the corm-
lations remain as strong. when grade, sex, status, and scholarship vari-
ables axe cohtrolled, it'is likely that the predictor and criterion vari-
ables are causally related. Probably a substantial portion of the rela-
tionship is due to a selective seeking of both information and reinforce-
ment by children who already hold a positive orientation toward the ,theme
of the message; nevertheless, some of the causality undoubtedly flows

from the message to the receiver. Thus, it appears that PSA's have an
effect on young viewers, but i ht impact is quite limited.

The effects are streigest for litterine and weakest for smoking,
with seat belts falling in between. This might be explained by the
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superior entertainment quality of the enti-pollution,announcements and the.
greater'relevahcsof these nessageS for child audiences, especially compar-
ed to anti-smoking eds. In addition, parental training may place a greater
emphasis' on smoking than littering, leaving children less susseptible to .

media influence Co the former topic. s

Conditional correlations by age show generally\etroneer relatienships
for younger (fourth and fifth gradep) than older children. Perhaps the
sixth and seventh graders are More fixed on their orientations, and there-
fore less likely'to be influenced by the PSA's.,

s
Acroad4the three sets of findings, the.Taktivesdimension is related

least strOpgiv to viewing, while ..behavioral p ices (especially verbal)
are related more closelY. Perhaps the repetitive nature of the PSA's tend
to remind'ehilds'en to display these socially constructive actions.

R . .

It should lite emphasized that the effects Chat,can be-traced to expo-.

sure are fairly'veak, with the exception to telling others netto 4tter.
Aeparently Children primarily dev'elop orientations: toward smoking, litter-
ilik'and seat belts from sources other than public seeVice announcements--
such amsteachers, parents, and peers: r6r many children, the PSA[Messages
represent only a mmall portion of inflIsiCes impinging Amen them: they
are exposed*to exteesive interpersonal communication a tt :smoking from
many sources, parents* often emphasize seat belt use, ana peers and school
officials frequentp_stress the non-litteroing. Thus, the persuasive im-
pact of public' service annopcemnts may be lost in the glut of incoming
messages'.

I

A second reason that might account for the lack of strong eorrelas
tiont.eoncerms the restricted' variety of PSA's on each topic. There are
only a handful of different ads that are frequently repeated; those-who
watch little TV or pay'lleited attention probably receive a sufficient
range of information to leaen 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
inaicated in the findings.

TELEVISION ADVERTISING' Atip HYGIENE SOCIALIZATION

The personal hygiene phase of the investigation explores the impact
of deodorant, mouthwash and acne cream commercials on children's orien-

- 'tations toward adolescent and adult hygiene. 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. The study seeks to determine
how exposure is related to knowledge about h/giene product; 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 media impact, this factor was mea-
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-- ,TiVred by items askim how often the.child talked with pardhts or friends
about skin creams, mouthwash and deoderants. An index composed4of re-
sponses to these three questions is used in the analysed as fifth con-

. trolv4riAble beyoad,the demographic controls, and as a contingent con-.

&Um variable.:

0'1

Knowle e. Exposure' to commercials for deoderants, mouthwashes and
acne creams Ti slightly related to knowledge about thehe products-in toga

tof naming and distinguishing between brands, and describing why people use
such products .(Table 16). There is no difference *the number of differ-
ent deoderant brand, named by light'and heaVy commercial viewers (Table 17).
The light and heavy viewers of hygiene ads'differ little in listing rea-
sons why people use deoderants and mouthwashes, and in identifying differ-
ences between p pair of cavity-oriented and mouthwash-oriented toothpastes.

Zn general, the. findings in Table 17 indicate f irly extensive know-.
ledge, regardless of amount of exposure to hygiene c reials: each
group could name an average of three deoderantg bayou the brands identi-,
fieein the questionnaire, and most in each group coul name at least one
reason why, people use deoderants an~ why they use mouthw hes. Their
responses reflect a, negative orientation in each case, as most say that
people use deoderants "to prevent-smell" rather than "to keep dry," and
most say that people use mouthwashes "to pi4veneba4 breath" rather than
"to have clean breath." Onthe 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 whiter teeth, gives sex appeal`); In partictilar,
the Close-ilp advertising emphasis on sex appeal is not reflected in the
students' differentiation against Crest.

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 non ;talkers have a correlation of +.09, while "the relation-
ship is nil in the group that does discuss Such topics. The relatihn-
ship also exists onZy among higher, status children. Boys and girls differ
little, and older learn more than younger children.

Perceived usage."' Three items measured the children's perceptions of
the Proportion of adults (or teenagers,'in the case of skin cream) who
use each hygiene product. Hygiene commercial viewers'are much more likely
to perceive tbai people are heavy users of deodorants, mouthwashes and
skin creams. The'correlation between Hygiene Exposure Index and an index
of the three perceived usage items is +.30; when grade, sex, social
status scholastic performance and talking are controlled, the partial
correlation remains sizable at +.26 Table 16). .

Table 17 presents the percentage diffeiences between those with
heavier and lighter exposure. Pordeoderants, there is only a slight
trend for the heavily exposed respondents to perceive more frequent use
Clearer differences appear for skin cream,end.mouthwash usage, with about
three-fifths of the heavy viewers perceiving that mosf* or everypody uses
these products compared to less than half of the light viewerpik

3 6
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Table 18 shows that the various grade, sex, status and talker subgroups
differ negligibly in size of correlations between advertising eeposure'end per-
ceptions of hygiene usage. The influence of advertising appears to be
rather general across the categories of children analyzed' on this criterion
variable:

Belief in liponamt. Those 'who watch the most advertisments for
hygiene products are substantially move likely to think that it is impair-

- tent for people to use such products. The zero order correlation is +.22,
,which declines slightly to +.18 when all fife control variables are partialled
out. In Table 17,-it can be seen that 30% of the light viewers vs. 50% of
the heavy viewers think that it is "very important" for people to use deo-
derant; 14% vs. 24% agree that people really need to use mouthwash to mein-
tain popularity. Each conditional relationship is approximately as strong
in each of the key subgroups of children (Table 18).

Belief in effectiveness. One item asked what is the best remedy for
skin blemishiW, either washing with regular soap or using a skin cream
!ouch as Olearesil. There is a positive +;14 assotiation,bitween the eX-
posure index and the skin cream response (Table 16). Thefifth-order par-
tial is +.13. The percentage distribution in Table 17 indicates that 44%
of the lightly exposed children chose the skin cream alternative, compared
to 57% of -those more heavily exposed.

Pers6nal concern: Heavier,viewers are more worried aboet body odor
and ailierleteifWetured in hygiene ads:. the raw correlation is +.20,
the fourth-order partial is +.17, and tbe,fifth-order partial is +.14.
Table 17 shows that 19% of the lightly exposed grottie us. 29% of the heavi-
ly exposed group worry "very much" about offending others with body odor,
eed is a slightly larger difference on concern about skin blemishes.
The only important conditional interaction in Table 18 ii the stronger
relationship for males (4..19) than females (+.09). 1 .0

"e Personal usage. There is 4 definite positive relationship between
viewing ads and frequency of using the products; the final par-
tial correlation is a eederate t.23. In Table 17, it can be seen that
heavy viewers are more than twice as likely as light viewers to say they
use mouthwash and skin cream "a lot." The relationship is replicated
aefoss all subgroups (Table 18).

eiscussion. in general, th4re are substantial positive relationshipsbetweenexposure to hygiene advertising and the various hygiene orientation
variables. The mein execption is for knowledge: griater amounts 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 identify an average of three brand names of deoderant.

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

3i
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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-
selves.

Each of these relationships appears to be functional; the correlation
coefficients decrease only minimally uhen standard demographic factors
plus interpersonal communication are controlled; Thus, the major question
involves the direction of causality between the predictor and triteriOn
variables in each case. it is paansible that children who have positive,
orientations toward hygiene :products may seek out these commercials for

..various functional reasons. or instance, those who have an existing con-
cern about offending others with body odor may pall close attention to deo-
dorant ads that they subsequently encounter, instead of the deoderent
Commercials creating the concern. It can also be argued that children sel-
dom have clear perceptions, beliefs, and behavidr patterns regarding hy-
giene'products' before they start watching hygiene commercials, especially

since interperional 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 existence of effect. The former explanation
accords advertising a secondary reinforcing role in altering orientations
in response 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 of 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 criterikp indices are quite similar for
boys and girls, older and younger Vlldren, higher and lower status young-
sters, and those who talk and don' talk with others about hygiene. The
most significant exception to this conclusion is for hygiene knowledge:
higher arias children appear,to be modestly influenced while lower status

children are not, and nontalkers are also modestly affected while those
to discuss hygiene topics are not. The lack of differinces le unexpected,
since it might be anticipated that girls would be more receptive to ad-,

vertising effects because of their presumed earlier interest in hygiene
matters, that older children would find the information more relevant to
their situation, and that nontalkers would have a greater teed for inputs.
and would be more affected in the absence of other influences. Perhaps
such rationales are self-contradictory, and thus the lack of differential
effects. For example, the'nontalkers might be considered more susceptible

beCiuse of the lack of interpersonal inputs; however, it is also possible
that they don't care about the subject 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 .

unaffected due to lack of perceived-relevance; it is possible that some
girls and older students have more clearly farmed orientations that are

resistant to change, but others find the infOrmation of interest.

4
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The overall pattern of findinge suggests that adolescent- and adult-
oriented advertiseents for hygiene products have a distinct influence on
all types of pre-adolescent television viewers. chile the impact on

knowledge is slight, it appears that advertising has substantial conae-
quances for children's perceptions .of hygiene usage, beliefs about the
import of using hygiene products, worries about hygiene problems, and

personal use of the products.

IMPACT OF MESSAGE REPETITION

To assess the effects of the mere number of exposures on liking for

the message and the product, bne recent commercial was selected for
closer analysis. The advertisment featured a new product, the Snoopy
Pencil Sharpener; thia,battery-operated device was shaped as a dog-house

with the cartoon character Snoopy sitting on top. The commerel I had

tirt
been aired for only a few months at the time of the study, p iding an
opportunity for some children to be extensively exposed eh others

sight not have seen the advertisment at all. The questionnaire portrayed
two still pictures from the ad, accompanied by this verbal description:
"There is a iewcommerciel showing a hey using the Snoopy pencil iharpenn
6. 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 seen this commercial.on TV?" Aght nuebers were offered as alternatives,
ranging from 0 to 60. The majority pmt the dhildreh said that they had
seen the commercial 10 or mare times, while one-fourth said they had not
seen the ad. These are the pereenthes of respondents in'tadh of the

eight exposOre categories: 0 (24%), 1 (6%), 5 (17%), 10 (18%), 20 (14%),
30 (8%), 40 (4%), SO (2%), and 60 (7%). The analysis focuses on the re-
lationship between exposure frequency and two criterion variables: lik-

ing for the pencil sharpener commercial, and ownership or desire for the
pencil sharpener.

Liking for messa e. There is a +.23 correlation between the number of
exposures an ti ng or thelnoopy advertisment. The partial correlation
controlling for grade, sex, status and scholarShip drops to +.17. Table

19 shows the relationship in percentage terms. In general, the- children lr'
did not like the message, with only 7% saying that they liked it "very
mudh;" 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.

Since children might not have been able to provide an accurate report
on the number of times they watched the advertisment, a baCk-up measure
of exposure was employed: total Saturday morning viewing. This corre-

lates +.32 with liking for the ad, with a fourth-order partial correlation
of +.24.

r.
Conditional correlations were calculated between frequency and, liking

within grade and status subgroups. These findings show a slightly strong-
er relationship for older (partial rez+.23) than for younger cildiee (+.17),

and a moderately stronger association for lower status (+.27) thin for
higher status children (+.14).

3
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Li n for product. Frequency of exposure correlates +.19 with

desire fo noopy pencil sharpener, but the partial correlation

fades to +.10. Since only 2% of the 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.

. Cost/fling these two favorable categories, the proportion liking the pro-
duct increases steadily with the number of exposures: 25% for the unex-

posed, 35% for those exposed from one to five times, 41% for respondents
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 -.O3t The association is slightly

stronger for older (+.17) than younger students (+.lO).

.Liking for the product is much more strongly correlated with liking
for the advertisment than with mere frequency of exposure. The saw

correlation is +.48 and the fourth-order partial is +.41. 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 "fairly much." Among those who liked it "not s'Osnch," only 9% de-

finitely wanted the product. The strength of association does not
differ from the younger to older grade levels, nor is there a differential

relationship according to social status.

Multivariate relationshill. One important question concerns the

path CrEITCre,Ofthe teli4Ision advertising variables -on product

liking. The path analytic model compares the direct link from expo-

sure frequency vs. ti indirect linkage via liking for the ad. The

only demographic factor of importance for this particular product and

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

television, 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 to the commer-

cial. The beta weight bet on number of exposures and liking for the
commeroiaris +.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 is the role of liking for the commercial, as
this factor is, far more influential than the ,frequency of viewing the ad.
Thus, it is irportant to trac,.: th_, various factors influencinm this vari-
able. Liking is primarily determined by amount of Saturday television and
school, grade, both directly and indirectly. .The more Li that children view,
the more likely they are to like the ad; the direct relationship is moder-
ately strong and an-indirect flew also occurs through frequency of exposure
to .the ad itself. Younger children tend to' express liking, and age also
leads to more positive affect via elewing, The substantial contribution
of grade to product liking is probably an artifact OF the nature of the
pencil sharpener devree, which is designed to appeal to younger children.
All three predictor variables o2mbine for a multiple correlation of .56
lath product ,Liking, accounting for 31% of the variance.

Discussion. A recent commercial for a new produce, was studied to ex-
lore76 impact of message repetition on affect toward the message and the

act promoted in the message. ,There is a modest positiiii relationship
b een the number of times children are exposed to the commercial and

it liking for the ad when control variables are considered. However,
the directiuu 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 Sore
closely related to liking, the exposure frequency measure may not be very
valid. Ad 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 exposure to a message dogs produce greater affect toward
the message.

Frequency of exposure seems to have very little direct impact on liking
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.

EFFECTS OF ADVERTISING ON tiATERIALISH

Many social and economic observers have suggested that television com-
mercials create a generalized desire to acquire material goods and produce
materialistic values, particularly among children and adolescents. This
section of the study,seeks to ascertain the extent of,relationship between
exposure and materialistic orientations. Since most forms of advertising
should contributeto materialism, the basic predictor variable is total
viewihg of both Saturday morning and prime time mgrammine. Assuming that
children are exposed to general advertising in proportion te overall tele-

, vision viewing, the General Television Exposure Index ,hoeld be appropriate
for assessing the amount of commercial messages reacAn, tte children. A
mare, specific predictor variable is directly to atter ing advertisements:

a



32

the Toy Advertising Exposure Index is the product of attention to three typical
toy commercials 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,aveilable to pre-adolescents. The criterion vari-
ableAs'a six-item index assessing preferences, for toys, money, clothes, and -

cars.

General exposure effects. 'Table 20 presents the correlational data for
teleairg-Viewing ancriiiiWiralism. The index of preference for material"goods
is correlated +.24 with the General Television Exposure Index. ,$ince grade in
school correlates negatively, with both the predictor and criterion variables,
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-1
ulations for each materialism item in Table 21. There As a consistent tendency
for heavier TV viewers to choose the more materialistic alternative,' compared to
the lighter viewers: 12%.vs. 5% affirm that "kids who have the most tdys are
the moat happy kids", 18% vs. 10% agree 'that the most important thing is to
have lots of money"; 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 playgroend":, 40% vs". 26% think it is "very important" to shave nice
clothes to wear at schools; and 29% vs. 25% want to own a luxury car when
older.

The conditional partiil correlations in Table 22 show a stronger rela-
tionship.for females (v4.23) than males (re+.13), and for lower status Child-

-

reertee.20- than high higher status children (re+.14). There is little dif-
ference-In the strength of association for the older vs. yolper sebgrour.

advertisins effects. The specific index of exposure to toy ads cor-
relates +.22 with the-Firiii4lism 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 orientations). The conditional partial
correlations again indicate a stronger relationihip for lowet status children
(r=+.15)-than higher status children (ref.07). Toy advertising exposure is
more closely related to materialism Li the younger subgroup (reee.18) than
among older children (r= +.10;. Sex is not an important interacting variable.
One other variable yes 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 disliked the two toy ads that were rated in
the questionnaire, there is no interaction. The partial correlation between
exposure -and materialism is +.11 for the children who expressed liking, and
+.09 for the subgroup scoring lower on liking,

C
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Discussion. Moderate correlations are found between materialistic orient-
ationsand both general TV viewing and specific toy advertising exposure. When
the standard control variables.are considered, part of the relationship is shown
to be spurious and the correlations drop to a milder strength. Uevertheless,
a consistent and diecernable association rertsains between viewing and the ma-
terialism reasures. In the case of general TV exposure, the plausible infer -
ence is that the causal influence flows from viewing to materialism, since it
is very unlikely that previously materialistic children are motivated to watch.,
TV just to see ad for material goods. The direction,of causation is less

..t
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clear for the toy exposure predictor, since those witt matnrialistic inclina-
tions might pay greater attention when toy commercials are shown on Saturday
morning.

This set of findings provides cs7id.nrethat TV advertising contribute*
to materialistic orientations of children. 'The effect seems to be greater
for children from lower status backgrounds; perhaps these poorer children
-become more conscious of material objects via television due to their rela-
tively depriyed opportunity for possessing certain products. General coo*
nercials appear to affect-girls the most, while toy ads have a greater iw-
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 material acquisitions ,(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 programming. More precise mea-
suraMent of exposurj to ads for conspiciously consumed products might yield
stronger correlations with preferences for material goods.
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EFFECTS or micin ADVERTISE:
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In addition to tha mire quettionnaire administered to all ehadren .Li' the
sample, each instrenet contained a supplementary set of items pertatnipg to
either medicine or nutrition, The Form'A supplement which dealt withlmedicine
wan completed by a .sabsample of 256 fifth, sixth'and seventh grade students.
This version featured five pages of questioes designed to assess the impact
of co serials for headache, stomach ache, and sleeplessness remedies. Pic-
tures And deacriptions of four typical medicine commertiali we/le/set/Awed to
elicit attention ratings; one ad dealt with headaeht pills twe-pertepled.to
.stomich ache remedies, and one concerned sleeping pills. irevency of,expo-
sure is tapped by measures of viewing during the primp-tive evening hours and.
national news programs, when this type of advettisingls most proiluently pre-
sented:". Aledi4ine Advertising Exposure Index was constructed by multiplying
amount of vies by the degree of attention to the specific messages displayed
in the questionnaire. The, medicine phase ofo'the investigation seeks -6 deter
mine how advertising exposure affects such orientations as percei d frequency
of people having headachee stomach aches, and sleeping difficulta_e and using
medicine to relieve-the.. elems, belief in the efficacy and speed of the rem-
edies, persenal concern .,Jout these illnesses, personal usage of the products,
and approve). of the medicines. Indirect effects on attitudes toward illicit
d is' explored with questione about amphetamines, barbituates, and
marijuAaa

Two sets of paraal correlations are prevented for the relationships in
this portion of the investigation. The first set tontrols for grade, sex,
status d :,thole ship, yieldiAg the fourth-order partials used throughout
this report, Initial analyses indicated that exposure to medicine coemere
cials is mildly related to both the children's frequency of illness and their
parents' approval of medicine usage (Table 23). Since these two factors are
also moderately correlated with many of the criterion variables laid are likely

be antecedent aeeditions rather than cotsequnees of attending medicine ads,
they are controlled in epecialiy computed sixtbeder partial correlations.
The simultaneoes control of all six potentially contaminating variables pro-
vides the eoet conservative tent of fenctienality in the set of medicine re-
lationships. Due to the large namber of variablee, conditional correlations
are calculated only for the prieary,ariterion variable indices.

oo-

Pierce tions of raaliex, Several items dealt with the perceived frequency
of illness .nour society and th4, perceived frequency of medicine use to re-
lIeee there prebleme. Table 23 sho!.:s that .those children more heavily exposed
to eedicine advertising tend to perceivc that people are often sick (ra+.14)
and efteravae eedieine (+ Since sliepine problees are qualitatively dif-
ferent free headcner, and stcrn,-Jth actiez" thie topic 1t an 4azed separatelyi
the correlation eiteedvertieine.aepeeure +.07. Controlling for all six
partialline varieble. assoiatict; drop se.:,meT,:hat: the partial for
pmceivt4 i1Lre .ft 4..14, for perc(.1,?,:d LeeFi.nr problem :end for
pervAwi is +

The rAt,' ary k-i'e.::entfA in perceoteee form in tole Z44 0:.',4
pariea rP3.4V'e 40e4 light vicrol f:101.citA: Avcrtizing, ?3'; I5S per4cive
-A lot" ot 40, ?r. it" Of (.A,Itlf:, and 23* vn.

40.
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21% perceive "a lot" of sleeping troubles ialsociky. Perceptions of what peo-
ple ueually do for illnees also varies according to amount of exposure. 73%
of the heavy viewers cite medicine in response to the open-ended question,
compared to 62% of those lightly expozea. Light viewers are more likely to
4perteive that people rest or do nothing.

From Table 25, it can be seen that these perception relationships are
stronger for higher status than lower status children, and for children who
are seldoM ill than those who are often eick. Pays have a much stronger ill-
ness perception correlation than girls, but girls have a slightly stronger
medicine perception correlation. Different conditional correlations are also
found depending on parental attitude toward medicine usage; those who report
that 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 foe: medicine use perceptions.

Belief in eneraleffeetiveness of medicine. A series of items measured
the chilaterrn bee e.s regarding the Tifiaairggd speed of medicine in reliev-
ing illness and Other problems. Th e is a +.14 correlation between advertis-
ing exposure and efficacy beliefs fo stomach ache and cold medicines, but this
drops to just +.05 when all control v iables are partialled out of the rela-
tionship (Table 23). In Table 24, it can be seen that the main difference is
on the item agking how much it helps toetaRe medicine for a cold: 23% of the
heavy viewers say "very much," compared to 13% of the light viewers; there is
only a 14% vs. 13% difference in believing that medicine helps a stomach ache.
The associatio? exists primarily for older children and for girls (Table 25).

The correlation between exposure and !belief in the efficacy of sleeping
pills is negligible when control variables are considered. The percentage
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 medicine efficacy beliefs carry over to the relief of
emotional depreseion rather than phyeical illness, one item asked "when people
feel sad heir much does it help them feel better if they take srrize pill or
medicine" The ran correlation with advertising exposure is +.05, which dis-
appears with partialling. In Table. 24, it can be seen that heavy and light
viewers are equally unlikely to select the "very much" category, but heavy
viewers de select "pretty much" more often than light viewers.

Regarding the c4# c mess of relief from medicine, there is a modest posi-
tive relationship .14, partial r=4.10). .The estimated length of time for
medicine to woos l a o.e r for heavy viewers; for stomach ache relief, 34% of
the heavy viewer:, 17',. of the lighT viewer,,, say th;At medieire will help
within "a few min and there is a 191, vs. In difference for fast cold
relief. the corm much stronger for higher status chilAwen and
those with higher schoiaL, So performance.

The ;ossible carry* -ol.?r effect c ep,peetations, regarding the quickness
of o,eneral problem solvin is examined tAtti an item asking, "when. people have
a problem that bothers them, hew long does it usually take far them to solve
it {' The correlation with medicine advertising exposurt is +.04,-with a sixth-
order pSrtial of +.02. A slit et difference app;...am on the crate-tabelation,
where 35t of the heavy vi wet from "a few pir'ites" to '"one hour",
compared to 25'! of the light vie:ern.

A I
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Conceen. A pair of items asked how often theichild worried about getting
a stomach ache and catching a cold. This index correlates +.22 with medicine
advertising exposure, and the sixth-order partial correlation is +.14; 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 this illness while only 29%
of the lightly exposed respondents express toncern. There is a 57% vs. 48%,
difference on worrying about colds.

The partial, correlation between exposure and concern is substantially
pester for children who are in generally good health and for children whose
parents encourage medicine' usage.

Medicine usage Children viewing the most medicine advertising-are some
what sore likely to use medicine for stomach aches and colds (re+.17), but
this relat nehip is almost negated when frequency of illness is controlled
(partial r= 03). The cross-tab for stomach aches shows 30% of the heavy
viewers "aiwa " or ually" take medicine and 51% "sometimes" take it;
this coMpares t 2 and 39% for the light viewers in these categories. For
colds, 52% of the easy viewers vs. 40% of the light viewers take medicine"always" or 'usually."

The relationship exists nminly'among older children, toyb, higher scho-
lastic performers, and those whose parents seldom want_them to use medicine;
however, the partial correlations in these subgroups are not sizable.

,Medicine effica . A pair of items asked children to describe the ex-
tent to which t ey better after taking medicine for a stomach ache and
*'cold.` This personal efficacy index correlates +.22 with medicine advertis-
ing exposure; the conventional fourth-order partial remains at +.21. Mare
stringent controls for frequency of illness and parental attitude reduce the
sixth-order partial correlation to +112.

In terms of percentage differences, heavie viewers (47 %), are muc more
likely than. light viewers (29%4 to say that they "always" or "usu y" feel
better after taking medicine for a stomach ache. A less strong ationehip
occurs for cold relief: 52% of ,those heavily exposed fall into.the "always"
or "usually" categories, ebnpared to 43% of children who are 1 htly exposed.

Conditional correlations indicate that substantially a nger-associations
occur for higher rather than lower states children, bright r rather than duller
children, and for those 'whose parents disapprove rather than approve of medicine
usage. . )

A royal of medicine. A seriessof questions dealt with attitudinal responses
toeoveret eeeountaWraine, especially aspirin. An open-ended question asked
"what-do you think is the best thing" for people to do when they have a stomach
ache'or a cold. Medieine-oriented responses are correlated +.15 with exposure,
with a sixth-order partial of +.12, Among heavy viewers, 47% mentioned medicine
and 33% said peciple should rest, nee a doctor, or do nothing (many left the
question blank). On the other hand, light viewers tend to advise non- medicine
responses: 33% eentioned medicine while 48% suggested resting, seeing e doctor,
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or.doing nothing. The tendency for leing viewers to give medicine-related
answers occurs only for older childr nose 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-

. .

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 light viewers give thii rat-
ing. 'These achieving well in school and those whose parents don't approve of
medicine usage show the strongest correlation.

approve of Medicine usage. S.

-
To test whether advertising overly encour ges reliance on aspirin, other

.

questions asked the children to write the n r of aspirin that they should
take and to indicate whether it is acceptabl for them to take aspirin if net.
really ill. The proper number of aspirin is correlated +.07 with exposure
(partial re+.06), while approval of aspirin usage for nen-sickness is unrelated
to advertising viewing. e percentage findings show that the light and heavy
viewers don't differ in ap royal -of taking three or more aspirin, but 16%loore
heavy viewers proposed two pirin as the proper dosage.

Approval of sleeping pills is correlated +.07 with exposure, but the appli -'
cation of control variables reduces this tp 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 Bleeping pills are a "good thing."

Approval of illicit drip. One of the most controvera/al possible conse-
quences of mediane advert siee is the creation of favorable attitudes toward
illegal drugs. These orientations were measured by asking whether each of four
drugs is a "good-thing oz i bad thing for people to use,'' or "in between." An
index of ',uppers," "downers, "dope," and "grass or pot" slightly negatively
related to advertising exposure: the raw correlation,' able 23 is e;Oe and
the sixth-order partial correlation is -.04. The -index of pill approval
(uppers and downers) is essentially' unrelated to medicine advertising exposure
(re+.02, partial re+.01), while the smoking drugs sub-index (dope, grass/pot)
is somewhat negatively related (re--.11, partial re-.08). The cross-tabulations
are 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 more likely to give the neutral response. Out-
right disapproval of uppers is lessioften found for heavy viewers (77%) than
light viewers (83%), and a similar difference (86% vs. 80%) is obtained for
downers. The negative association for the,smokine drugs is reflected in the
-pePcentage data: while feelings that dope is a."bad thing'' are only` marginally
stronger for,the heavy viewers (89^e) than for the.light viewers (87%),'a sub-
stantial 85% vs. 75% difference is famed for grass/pot. In particular,' light
viers are elo441ikely to have a neutral evaluation of marijuana.

The conditional correlations for the four-item illicit drug index indicate
only minor differences frcmeone subgroup to the next" The only positive associa-tion 1+.02) occurs for younger children; those who h ve parents that disapprove
of nedielhe are rest likely to have ) neeative rel4 unship (-.13).
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Discussion. The medicine portion of the investigation yields a large and
diverafied set of findings. In general, 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- 40
titudes toward illicit drugsl indeed, approval of cannabis-related substances
is inversely related to medibine'exposure.

The-inference of causality the Stronger relationships must be drawn
somewhat tentativeay. There ibably some advertising influence on chillaen's
perceptions. of reality: modest ei ,i4 correlationss'between,exposure and"boih
perceived freqeency of illness and perceived amount ofsmedicine 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 apn
pears that exposure is the causal variable in the relationship, such that heavy
viewing of pain reliever commercials leads to the perceptiottbat people are
often sick and that people often use medicine to obtain relief. Since mast

'-medicine commercials portray i77., individuals taking medicine, it is endersteand- v.
able that these models might define thesperceptions of child4siewers who have
restricted reference points for estimating the extent of sicknesi and nedipine
use in society. w.

There is also some support for the conclusion that medicine advertising
.exposure causes children to feel that medicine is effective in relieving'.
stomach aches -and colds. The +.22 torrelation drops only to +.21 wheal
demographic control variables are considered; however, it is also advisable to
partial' on parental approval of medicine-taking, since this is closelyes,
related to the children's judgments of personal satisfaction from medicine use.
The most conservative partial, including parental attitude and personal fre-
quency of sickness along with the demographics, reduces the correlation to
+.12. although this is quitimodest, it probably does reffect a predominahtly
unidirectional flow of causality from exposure to efficacy judgments. It is
unlikely.to expect that personal effectiveness ratings exert Much influence
on viewing behavior, while it is quite conceivable that heavy viewing of sue-

.

cessful medicine use in commercials might lead children to interpret that
medicine is providing them with relief.

The sizable raw association between advertising exposure and personal
cove= 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 contributes
to worries about becoming ill. Nevertheless, 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 more attention when mdeScine
commercials appear on TV, or does viewing produce these concerns? A cautious
inference might be that both causal processes are operating, yielding the
conclusion that thereAis 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 worries about their
own health.
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Hedicine ads seek io have restricted impact op various beliefs and attitudes
toward medicine, despite some mild raw associations. When the full set of con-

,

trol variables are applied, only one of the belief correlations is even +.10:
the correlation between exposure'and belief that medicine provides people with
speedy relief. Since speed is a frequently emphasized theme in headache and,
stomach ache commercial;, the development of such a belief is unierstandable.
The impact on beliefs that medicine is effective for users appears to be negli-
gible,since the partial correlation is only +.05. Weak partial.cerrelations'
with beliefs 0 medicine efficacy for relieving depression,and, with expectations
regarding the speediness of general problem-solving indictte very little poten-
tial, carry-over effects of medicine advertising to these related topics. There
is almost no evidence that 'such learhieg is a by-product of exppsure to stomach
ache and headache ads that promise quick solutiops and promote the general bene-
fits of pill-taking. .

Similarly, just one eta-hid/nal 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 distinct
tendency for those who watch many ads to gay 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 relationship probably results from a
reciprocal causation, as those with positive attitudes watch ads and in turn

e ads preduce positive attitudes.° There are slight relationships between expo,
sure'and approval of aspirin (+.08) and suggested aspirin dosageff(+.06), while
exposure is unrelated to approval of aspirin usage for non-sickness. Thus,
advertising appears to have 'eery limited impact on these,orieetations toward
aspirin.

Effects of medicine advertising on actual personal,Uhage of medicine seems
to be' negligible. Although there, is a clear'endency for heavier viewers to use
more medicine, this is primarily accounted for by the fact that they are 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, on orientations toward sleeping pills are also very
restricted. Thefe 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 troulAe falling aileep.
There are negligible correlations with belief in the efficacy of sleeping pills
add with approval of sleeping pills when the control variables are taken into
account. Perhaps pre-adolescent children do not find advertisements for sleep -
lessness iemedies very relevant to their own life, since they may not have ex-
perienced or observed such problems.

Argilments that advertising of medical products will create a generalized
favorable attitude toward illicit drugs are given no empirical support UP this
study. Indeed, approval of cannibis-related substances (dope, pot, grass) is
inversely related to medicine exposure with a partial correlation of -.08. in
particular, children 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 bells (uppers anddemers), although there is

4
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marginal evidence that outright disapproval of these drugs is less strong for
'heaiy viewers. It is tempting to sbserve that illicit pills are more similar
to advertised medicines than are illegal smoking substances, thus accounting
for the difference in the strength of reptionehip. However, it le difficult4

to explain the negative relationship for marijuana: why do heavier medicine
advertising viewers have a tendency to disapprove? Although the rate ordis-
approval is only slightly greater for those more exposed, the' finding is'in-

.

toresting and deserves further investigation." The overall lack of impact of
medicine ails may be explained by the fact that there are so many' other inter-
persoaal influences operating on attitudes toward drugs; in competition with
messages from parents, peers, and teacheks*, the possible indirect impact of
ads for asplitin or sleeping pills is bo6nd to be restricted. Per instance,
there is a stronger. inverse correlation for delildren whose parents disapprove
of medicine usage than for thoie,who have parentsthat 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 dreg use; these anti -drug vessel;

'

may serve to counter the influence
4of conventional medicine ads.

The analysis of differential associations between fkposure and the various
criterion variables does not provide any clear add consistent pattern, except
for.status and scholastic performance. The relationships are mixed Bross age
groups, with stronger correlations for older-children on some variables (general
medicine-efficeie add approval of medicine) and more positive correlations for
younger childr4 on other variables (personal medicine efficacy and approval
of plicit.drugs). Boys have higher =relations on eerceleed frequency of
illness and belief in the speed of relief from medicine, while Azle show
stronger'Correletions for general efficacy and approval of medicine: Smarter
children appear to be more -etfected, than those who don't do well in school,
especially on perceived freq4ency of illness, personal medicine efficacy,.
belief in the speed of relief, and approval of medicine and of aspirin. Higher'
status children generally seem to bemore influenced than lower status children,
with larger associations on perceived frequehey of illness, perceived frequency
of medicine usage, personal efficacy, belitf,Ap speed of relief, concern about
illnes0, and approval of medicine.

'

The non-demographic variables were also studied as conditional factors that
might specify the relationship. The child's general frequency of illness shows

, mixed relationships; the students who are usually sick "have some higher "come-
. latices (approval-of medicine and approval of aspirin) while those who tend lo

be well have higher correlations on other vatiablos (perceived frequency of
illness, belild in speed of relief, and concern about illness); The parental
`attitude toward medicine usage also shows an inconsistent pattern: children,
whose parents generally encourage nedicine use have.higher correlations in
several cases (perceive frequency of illness, concern abotit illness, apd
approval of illicit drup), while some'stronger relationships are found for
those skth parents more stringent in allowing medicine usage (perceived fre-
quency of mediciii-U6t, personal efficacy, personal usage of medicine, ap-
proval of mediciPe, and approval of aspirin). Such' a dthbination of-contrast-
ing interactions prevents simple generalizati6ns about the conditions most
likely to facilitate or inhibit advertising effects.



Food ind Nutritiin SAILEmle of Respondents
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The alternative Form 8 of the questionnaire contained six pages of items
dealing with beliefs, attitudes and behaviors regarding nutrition and eating
of cereals, 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 and drug version.

r', EFFECTS OF CEREAL ADVERTISING

This portion of the research assesses the impact of breakfast cereal
commercialson 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 commer-
cials for breakfast cereals. When these commercials come on TV on Saturday
mornings, how much do you watch them?" Only 10 %` said they "never" watch
cereal ads, `while 53% watch "sometimes," 26% "usually" watch, and 11% "al- ,
ways" watch. Frequency of viewing ads is assessed by the amountof Saturday
morning program exposure, -since these programs carry most of the cereal
advertising. The attention and frequency variables were multiplied together
to produce a Cereal Advertising Exposure Indei.

,

Cereal consumption. Children were asked to report hag, much they ate
13 different Icinds of breakfast cereals which varied in the extent to 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, Cheerice,jebbles, Captain Crunch, Rice Krispies, and Raisin
Bran); the others,(Wheaties, Quangeroos, Corn Flakes, Kix, and Cocoa Puffi)
are comparable but promoted less heavily on television, and they :mere com-'
biped into a control index for purposes -of analysis. In the event that some
condition might produce aspurious associatignebetween advertising exposure
and genital cereal eating, the advertised cereal consumption provides a con-
trol Variable for examining the telationship between heavily advertised
cereal consumption and exposure. '-

Table 26 shows that cereal advertising exposure correlates +.41 with
consumption of the eight heavily advertised brands; when grade, sex, status
and school performance are controlled, the fourth-order partial correlation
remains a strong +.37. However, the association between exposure and con-
Avaption of lightly advertised cereals is a substantia+.27; eating of these
cereals is correlated +.58 with eating of the heavily advertised brands.
When this index is added as econtrol variable, the fifth-order partial
beitmen exposure to and consumption of advertised cereals is +.29.

Comparing the heavy And light viewers'in Tablee 27, consistently moder-
ate differences appearfor those cereals that are promoted more frequently

le

on Saturday mornings. Porinstance, 15% of the heavily i osed children vs.
8% of the lightly exposed children say that they eat Alp a 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 differenAs have been adjusted to control for grade in school.

,.

The conditional correlation analyses in Table 28 indicate thgt children
with no parental snack rules'are far more affected than those wits metric-

'
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tions: the partial, correlation between eating and exposure is a very strong
+.49 in the condition where no rules 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
adver51Wct exposure and the frequency of zequesting cereal purchases (Table
26).. The fourth-order partial correlation is *.27. In percentage tepms,* a
clear difference appears: 12% of the light viewers vs. 27% of the heavy
viewers of cereal ads ask thei mothersto buy cereals "a lot" (Table 27).
The relatihnship is stronger fo children without snack rules (+.36) than
those with parental restricts (+.20), and there is a slightly stronger,
relationship for males than fe es.(Table'28

Conflict and wiper. The two item index combining incidents of parent -
child .conflict and anger after cereal request denials is correlated
+.20 with exposure to cereal commercials; the partial correlation drops some-
what to +.13 (Table 26)., The partial cross -tabs lhow ,:hat 20% of thitt heavy
viewers argue "a lot" and 35% argue "sometimes" over denials, while the
corresponding proportions for nett viewers are.14% and 32%. Similarly,
21% 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 Wee from lower status baCkgrounds.

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 cavities, but the partial correlation is only +.04.
In Table 27, it can be seen that 68% of the heavily exposed children had one
or more 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 ekpoeure among boys (4..09) and negatively related
for girls (-.04); slight positive associations are also found for yeunger
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 withNenack rules.

Multivariate relationships. An examiniation of the' interrelationships'
among the key variables provides an indication of the process of advertising
influence on cereal consumption and on conflict'and anger. It is hypothe-
sized mat the impact of advertising exposure on conflict/anger is indirict,
'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 onrexposure.
These patterns of influence can be tested using path analysis procedures.
The figure below displays the path coefficient estimates for each of 'the

( hypothesized influences; these standardized beta weights represent the.inde
pendent direct contribution of each variable upoh the other, assuming re-
cursiveness:\

11,
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CONFLICT/

The most,important.findine is the lack of direct relationship between
exposure and conflict/anget in the model. Although the two variables have
a positive zero-order 'correlation, the evidence shows that this influence is
mediated by the frequency of requests. Exposure produces more frequent
asking for cereals, ehich produces conflict and anger when such requests are
denied. - Given that a reiuest has been made and denied, the hedvily exposed
child is no mere likely t5 respond by arguing with the parent or becoming.'
upset. However,. 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 social status
dOes not play an important role. On the other hand, younger children more
often watch ads, ask for cereals, and display conflict and anger; boys also
display conflict and anger more frequently than girls. Overall, these
variableehave a multiple correlation of +.53 with the conflict/anger index,
accoenting for Vit of the variance.

4 /.

The second model assesses 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
more frequent eating among heavy viewers aside from their frequency of
requestiig. 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 causation
may exist between consurption and exposure, a recursive set of paths are
assied in this model. -The figure below displays the path coefficient
estimates for the hypothesized influences.

STATUS

N4.
EXPOSURE ,_.w. . .30

ADVERTISED
prAT
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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
to ask more often, and those who ask more often tend to eat more cereal.
Surprisingly, the direct path from exposure to consumption is fairly strong; .

asking for cereal is not a necessary condition for advertising isimet.on eat-
ing patter. In fact, frequency of asking is not a strong - predictor of a-
mount of consumption; it seems that actual access 4q 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 eXogenous 'demographic variables are not significantly related
to cereal eating, and only grade in school has a.substantial influen4 on
exposure 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 exposure 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 otten ask for cereals, at cereal,
and argue or become angry when requests are denied. The most extensive,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 brargekoappears to be

functional; the relationship is diminished only slightly when child charitter-
istics are controlled,. 4nd remains moderately positive when eating of lightly
advertised cereals is also controlled. .The main question concerns` the direc-

tion of causa tyw does exposure produce eat.Wskor does eating lead to
exposure? 'Since g major portion of the exposure )ariable involves the amount
of time viewing Saturday oreieg television, it seems that only a part of
the f .ationship,could be due to a ;elective seeking, of cereal advertisments
by those who heavily consume advertised cereals. The most likely explana-
tion is that the exposure contributes to a greater desire for cereals pro-

. moted on television, which is reflvted in eating blbavior. Evidence of the
moderate relationship between exposure and requests is,eonsistent with this'
interpretation.

The extent of association b seen expsure to cereal advertising and
frequency of reqlesting mother to purchase cereals is impressive: more than-
twice as many heavy viewers as light viewers-say thaf they ask "a lot" of
the time. Somewhat lesi substantial associations are found for ttiio negative
consequences of cereal requests, - parent -child arguments'amd'child unhappi-

ness; nevertheless, the relationship in each case is mildly positive. Since
it is unlikely that these criterion variables have,mph of a reverse causal
influence on- viewing behavior, there are intuitive gerunds for inferring that
television advertising stimulates.requests,,c6nflia, and anger regarding
cereal purchases. Clearly other factolcoontribute significantly to the
latter two variables, since the relatipphips 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 ihe emphasis on sweetness in many ads for
sugared cereal products, those children 46 are heavily exposed are not
more likely to feel that sugar is good tor them. There is only marginal
evidence that viewing of commercials win. have adverse consequences for den-

r
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tal problems, as the relationship with number of cavities is small when
statisticl controls are considered.

AL analysis of the paths of influence suggests that the impact on. con-
flict and anger is primarIly mediated by asking behavior; when frequency of
requests is controlled, almost no relationship remains between exposure, and
coafliWanger.'"Apperently heavy viewers of cereal commercials are to more
argumentative or upset in situations where their requests are denied; the
influence on this pair of variables can be traced only indirectly through
the greater frequency of requests. The path analysis farther indicates that
exposure hei a direct effect on amount of consumption as well as an indirect
effeep 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
motispre" awareness of and response to children's cereal preferences without
freemint reception of requests.

,Thus, the most plausible conclusions from these findings are that watch-
ing cerea.T. commercials causes children to ask for more and more cereals, and
that this may produce 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 TV. In each
case, boys are slightly more influenced than girls by cereal advertising, and
thole from families with no snack eating rules are much more affected. Age
and status differences in response do not occur in this study.

NUTRITION LEARNING FROM TV ADVERTISING

Many Saturday morning cereal commercials now emphasize'the importance
of eating a nutritious, well balanced breakfast that includes cereal, milk,
orange juice, and toast. Typically, the vistal,portrayal displays a break-

-\fast.tabIe with thi.s combination of food items; this if often'reinforced by
err announcer's statement or by dramatic action. The research questionnaire
'presented pictures of the balanced breakfast scene from four representative
cereal commercials, accompanied by a short'Verbal description of that aspect
of the ad. The measures sought to assess attention to the nutritional pore
tion of the message, with these instructions t "For each picturi, tell us
how much you watch that part of the commercial,. . . even though the commer-
cials show lots of different things, we want to know whether you watch the
part of the commercial shown in the picture." In response to the four
questions asking "how much do yeu watch this part?", an average of 16% say
"always," 23% say "usually," 40% say "sometimes," and 21% say "never."

Recently, Kellogg's has presented several public service announcements
encouraging children to eat a good breakfast. Photographs picturing.four
sequences from the most frequently aired nutrition PSA were presented in the
questionnaire, along with^4 description ofthe message. There is a somewhat
lower level of attention to this ad: SI watch "always," 22% watch "usually,"
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 viellIng to construct

a Nutrition Exposure Isdex. To study the impact of this exposure, measures
were taken of the perceived nutritional value of nine specific foods: four
that are emphasized as ierportan lor a good breakfast in the ads (toast,

'ay
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orange juice, plain cereal and sweet cereal), three comparable goods that are
not'often discussed in television advertising (bacon and eggs, donuts, and
cream of wheat) and two that are not emphasiz4d in the nutritonal portions of
ads but which are nevertheless promoted on Saturday morning television (Pop-
tarts and waffles). It is expected that thelliOnadvertised food ratings can
be used as a control variable to partial out spuriousness that might exist
in the relationship between nutrition exposure and beliefs in the value of
emphasized foods. Another item asked the children to rate the importance of
hilinga nutritious add balanced breakfast.

I
Perceived nutritional value of foods. Table 29 displays the correlation

coefficients for each food iigiid7L-EFiluestionnaire.. In each case, the
more children are exposed to nutritional information in. television ads, the

more highly they rate the nutritional value of the products. AmOng the em-
phAsized foods, the exposure index correlates +.22 with toast, +.14 with '

sweet cereal; +d with plain cereal, and +.11 with orange juice. The index
combining these four items is correlated +.26 with the Nutrition Exposure
Index; the partial correlation controlling for demographics "is +.24. When
ratings for the nbnadvertised foods are also controlled, the partial drops
to +.1E4

The percentage differences between the responses of those heavily and
lightly exppsed to nutritional aspects of,advertising appeaf in Table 30.
The largest difference occurs for toast; 48% of those most heavily exposed
believe that twat is "very good for you" compared to 30% of the less ex-
posed. The other cross-tabs parallel tie correlation coefficients; only a,
few percentage points separ40. the two groups on cirargewittiaratings.

There are only minor differences in the strength of relationship be-
tween the various subgroups, as displayed in Table 31. Perceived nutritional
value of emphasized goods is correlated slightly higher with viewing for

younger students, boys,,higher status children, and those without snack rules.

The two foods that are frequently advertised but not specifically em-
phasized as nutritious are also rated more favorably by heavier viewers.
There is a correlation of +.27 for Poptarts and +.16 for waffles, with slight-
ly lower 'partial correlations (Table 29). nonadvertisedfoods are perceived
as more nutritious by those scoring high on the.Nutrition Exposure Index,
although the bacon and eggs meal is, correlated only slierhy (Table 29).

Importance of good breakfast. .-One item asked children to rate the
importance Cfstartiii-their day with a "nutritious and balanced breakfast.'"
The Nutrition Exposure Index correlates +.25 with this variable, and the
partial. is +.24. There is alarge difference of 74% vs. 57% between the
heavily and lightly exposed children in believing that a good breakfast is
"very important" (Table 30). The association is much stronger for

(rm+.34)'than boys (r=+.13).

Discussion. The data indicate a moderate relationship between viewing

nutritional information in Saturday commercials and perceptions of the nutri-
tional value of foods emphasized in these messages; the heavily exposed
students also tend to believe that a nutritious and balanced breakfast it.
important. The baSic validity of these association remains when various



statistical controls are applied, surgentirg a causal connection. since itis likely that attentions to this type of inferKation embedded in commercials
requires positive motivation, the peasibility of reverse causation can netbe-ignorede Children who Ir" ,.:ont.:4=rni41 )ndkr.w.i.mli,c11.1c.about nutritilh br:
selectively seeking out this content while viewing television. Menerthelese,
some of the relationship is probably accounted for by learning tram thesecommercials.

. The findine.that advertised fgeds not concentrating on nutritional
value are also seen as nutritious ray be due te two factors: a generalized
carry-over learning effect from the breakfast foods that are emphasized it
nutritional terms, and the inference that any frequently advertised food isnutritious. The tarry-over effect nay also be generalizing to breakfast
foods such as donuts that are not promoted on Saturday television.

In conclusion, there is tent*Lve evidence that cereal commercials

a

stressing the elements of good breakfast has some impact on children's
perceptions of the nutritio I value of toast, orange juice, and cereal.
Furthermore, commercial'an public service carpaiges to emphasize the imporetance of eating a nutritious and well balanced breakfast each day appear
to influence the views of young/viewers in the intended direction.

EFFECTS OF CMDY ADVEFT/SIRG

One section of the study explores the impact of candy coemercials on '

children's candy consumption patterns, approval of sugar, and incidence ofcavities. These criterion. variables are considered as possible consequencesof exposure to Saturday candy advertising. Attention is measured by a Gener-
alized summary question and two specific viewing steers. The General itemasked: "There are lots of comeercials for candy. When these commercials coreon TV on Saturday mornings, hew much do you watch them?" Responses indicate
that -the children are fairly close attenders- 23% said they "always" watchthis kind of advertising, with 28% "usually" watching, 4O watching 'sometimes,"
and 9% "never" viewing candy ads. This is .,:epplemented by responses to pic-
tured questions referring a specific Her4ey ad and a ;it Kat adi usirg
the same rating scale. Since most of these eomrercials are presented on Sat-urday mornings, frequency of exposure is gauged by the number of prograes
viewed during this time period. The attention end frequency variables were
nultiplied together to create a Candy Exposure Inesx.

Candy consurption. Children were asked to revert her often they ate
seven brands of candy bars which varied ie arrant of Saturday corning pro-motion. The more frequently advertised candies (Hershey, Kit Kat, and Choc-
0-Lite) were combined into one index and Use others (Snickers, Butterfieeer.Milk Duds, and Baby Ruth) coeposed an index of lightly advertised candies.
This latter index of comparable candies can be erployed as a control variable
for examining the spuriousness of the relationship between the Candy Adver-
tising Index and consumption of heavily edvertieed candy hare.

Table 32 presents data showing that expc,urt' i3 correlated +.29 wit,
eating of the heaviladvertieed candy brand.r. Co>ztrNilin for grad,
*status, and scholarship, the partial eorreletion drocr te' Ry specific
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.it rear (re+.17) and.Choo-O-Lite (re+.16). The

ese advertised candies are eqbally as strong, these
L4y, s-.44 4tu6.4 eerning rend to eat all kind; of

candy with greater frequency than light viewers. Furthermore, there is a
cleee interrelaticnehie =ong the varieue brands of candy, the correlation
between the indicee of heavily and lightly advertised candies is +:57.
Consumption of these less advertised brands is controlled, thififth-order

iirepartial coreelatioe between eepoeure and e:Itine o f the frrently promoted
C tflit23 fall sharply to + ell.

tree item-by-item crose-tabe are displayed in Table 33. For the three_
highly advertised products, heavy viewers are moderately epee likely to
report eating "a lot'' teen light viewers:. the difference is 49% vs. 324 for
Hershey, see 4e. 26'e for hit test, and 35e,ve. 241;for Choc-O-Lite. These
analyses take into account the Spurious contribution of grade level to e el
Obtained relatianships. `'The conditional correlation- between eating and
consumptice in Table 34 are of,sinilar strength across t*varioue categories
of respondents.

ene item sought to determine the quantity of candy bars that the child
care lasing the technique of asking hce nany were consumed during the past
Week. The correlation ie a modest +.10, whiCh is not dindeelihed when control
variables are applied (Table 32). The nean number of candy bars eaten by
heavy viewers is 2.24, while the light viewers report eating aA average of
)..J6. For exaeple, W. of the highly exposed said they eat six, or more candy
bars per week, coepared .o 14::, of the less expoeed respondents (Table 33).
There it a teedence for children frog home wits snack rules to ohow a
stronger correlation (Table .34),

z

Sum and cavitiee. There to baeicaPy eo relationship 1-q7tween candy
advertie anc eittwr-the belief that "sum is good for you' or

vnu er of testa cavities developed in the past year. For approval of_
tzar, the:_pirtial correlation with-the Candy Cepoeure index; is .00, while

'There is A '-,02 partial for nuaber of cavities (Table 32). The average
nuhet of aavities arong4avy viewars is 2.10, cvvared to 2.111,cavitie
amont Licht 74.1c4fArli.

1.-Ablf! is a slit n. or younger children and boys
to latiere:talween empesuye and approval of eueare only
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the ,-.iT-vniat.it-.1 appp.ta to 114.: Woen kt-,,,y control 'argyles such as
t*,..1 and colsumptin nonadwIrti..,.ed ceediee are taken into account, the
partial correlation is 4 rodent +.11. Since thi,i enaly. -is procedure pro-
d4ceL a ,:onzenfatice 4,:f,ate 'mat Ghluld exclude nest of the reverse
eeeeel ieflueece, to reietlenehip that docz remain probiLly Indicative-
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co=exciaee 'Lees ee eperoell of sugar or to incidence of tooth cavities;
most children feel that sugar is not good for them and they typically have
about .? cavitiee; per year regardless' of their edvertisine exposure patterns.
There are no major clifterencee in iv-pact between the subgroups of children;
younger student: and those with no parental restrictions on snacking are not
more susceptible to advertising influence.

This inference of limited consurptien effects is based largely on datashowing that advertising expo:ure is -mot as closely related to eating of
candies infrequently advertised on TV as those brands that are heavily pro-moted:. This finding may be interpreted as indir:ating ghats ome unmeasured
.factor may be jointly glr'odesing exposure end oonsumptimies)that these who
heavily =Item candy in general tend to seek out vessages about the candiesthat are advertised on TV; in either explanation, the effect on candy adver-
tising is dirt counted. An alternative explanaticn might' posit that advertis- .ins does have an ireact, but that the effect is generalized to candies thatare not
If this

have a s'

uently promoted ..p14 TV as well as the heavily advertised brands.
a cash, then the ecaclezion would be that TV ads for candy do
tie' general impact on chid viewers. without further data,the note CMServative inference seers meet justified at this point.

In suml.the evidence cue ests that Saturday moraine candy commercials
attmilate children to eat somewhat more candy, -but that the influence is
neither strong nor restricted to candies most heavily publicized on TV. In
.direct effects of advortisine epee beliefs about sugar or develcpnent of
cavities do not cccur at aLL.

AaVEFTISLie EFFECTS C.:N Si..TIERAL mop Cr.3zu TICJPATTUS

While the previou sections of the fee:el S era irsed specific.advertising effects cc, cereal 4,nd candy -orientationz, tills final acetic*,'deals with the irpact ecr.surption of ..-ore gereral kinds of food prodests,In additikn, t-ge effact m asking parents to pate nine Els*: i »J refstaarantsis l_qt7+4, examined. The r variable is no I. dire z to measure:of expc*tire to particular advertis*,:ents, ti.tt tna.tenildren are e4r.z...ed to food adw!rtising in prcporti..:-.. tc tise totr.i ar4.7,7of tile's s-par. t 'atoning Tte tZ,1: tex is cor;esel. :fitem mtasurir,r th n r f c zz," re. ex-cez,7. of v. at c.;77
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'eating of hietly promoted foode. Thus, when this index is used as a control
variable it substantially diminishes the partial correlation between expo-
suee and itivortised consumption'to +.12.

The rae cross-tabs between TV watching and eating of individual foods
are displayej in Table 56. Anong the advertised foods, large differences
appliarebetween heavy and light viewers in eating "a lot" of potato chips
OWI:vsk,S1'0, pop (614 vs. 4t4), hamburgers (58 vs. 53%), Chocolate
*mks -042e vs. 240 and cdokies (5 vs, 451), The differences are Just
'as 'large for the less advertised food products.

The conditi&l partial correlations in Table 37 show that the expOsuri4-
consucption relaticeship is strmger for girls (re+.53) than bCys (+.20)
and for these with snack rules (4..31) than tnose with no snaCkinAs restrictions
(4-.24).

A secondary measure of ooms' tica asetd ohildren to describe their
typical after-school snack eating patteres. T: ere is a slight tendency for
heavieruviewers to report consueing advertised products, with raw and partial
correlatiocs of 4.. SE. Table 55 shows tree 571 of the .1.0A-ey wat,--nPre! 7s. BLA
of Jot light water ers eat s...on frecaently ;reacted foods as coOkies, potato
Ch and pc,- The coesitiocal corm:Let:v.: is nuat largerfor thoee wieh
no snack rules (r=+.12)
are marginal (.Tanlejel),

--e reetrio.04ens, ether differeh

Food re Jests, F, re...1.ted it pre c ,foe' the -`' ,*-A asked ther
parents to tafre t:$er T: fast-food tri.-14.7.,S az ee-one''.d, ashd Burger
King. Thosig. twt :r.entr_c must of their heavy ad-
vertising oee eoto on Isturday norninge and weadcy
afteme-7: a:o evet.nm. :f television e)poslee is corre-
lated +-i7 e.tn tre runs az.r.-tr parent: t: petronize fac-food resteurate,

ttP ft: -te-sros- pr.,rt.lal is (7atis 1E,_ percertage terne, LA
of =e -0ev7 vievigm n: of tne viewers renuest to go to

-ot-'

I.

tne sor _iationt snow stronger
as.soc- r=4,::) ttat :Lner (r==+.)), for lower

tea: ce_LorEqii, ant for those witt, no
rc tLat thot:e rettr...ot;-* of parental riles (r=1-.09).
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this strict appreacl relatics,:ir falls to a very mild level of
Since it is unlikely that !-eavy eaters of pwsly advertised foods are moti-
vated to watch nore TV than other teonle, it seems justified to conclude that
this vinor rel;::ticr..ch;pi.s. evidence q a flow of causality from viewing to
eating rather than tree reverse seqsenU.

However, it rust be kept in mend that the predictor variable is not
specific attention to food ads, but exposure to television programming.
While it mignt be argaed that this invalidates the findings because actual
exposure to food ads is not measures, a more reasonable conjecture 'is that
a stroaser relationship would be obtained if more precise measurement was
lased.

The impact of advertising oh snadkinrbehavior is slight; only a small
difference is found between heavy and light viewers in eating of such adver-
tised foods as cosies, potato chips and pop during snacks after school.

There is a substantial tendency for television viewing to be associated
with requests 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 as McDonalds and Burger King. It seems likely
that most of the assoeiatioa is accounted for by advertising effects, since
demographic variables do not reduce the relationship and it is illogical
to expect that hamburger eaters watch more television than non-eaters.

The relationship between exposure and food consumption does not consis-
tently differ from one subgroup 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
about 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.
Television does seem to affect asking to eat at heavily promoted drive-ins
mainly for lower status children.

In sonsius;on, the research evidence indicates that food commercials on
television cause viewers to eat somewhat more of the kinds of, foods promo-
ted on TV. conservative reading of the data suggests that the effect is
not strong. There appears to be a more substantial impact on loWer status
children's requests 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 nutritionally desirable, such as cookies, potato chips,
soda pop and fast foods. Ads for the most nutritious foods are seldom pre-
sented on television, at least dUL4-periods 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

IBUTION of SALE ACCORDING TO TO/ , SCHOOL GRADE, AND QUESTIONNAIRE FORM

Total ,

Dumber/
4th
grade

5th : 6th .,

grade grade
7th
grade

Medicine
tom A

Nutrition ,-

Form B

1 =7,75 N=118 N=229 li=165 N=263 N=256 N=506

Town:
o

,

.

Livonia 290 (44 , 41 0 205 159 124
. .

Dearborn 214 48 59 49 58
*

0 212

Eaton Rapids 147 0 75 72 0 0 144

Lansing 124 26 54 44 0 97 26

Form:

,

Medicine (A) 256 0 94 44. 118

Nutrition (B) 506 113 133 118 142
--,.

Nutrition
incomplete

13 5 2 3 3

The main body of the *Pestionnaire was completed by H=775 students. A supplementary
section dealing with medicine advertising was completed by P=256 students in the
fifth, 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 questionnaire but did not com-
plete the nutritiofl supplement due to lack of time, Data were gathered in these
Michigan schools:

N' on Elementary School, Livonia
ant Junior High School, Livonia

Lowrey Elementary School, Dearborn
Fairlane Elementafy School, Dearborn
Smith Junior High School, Dearborn
Stout Junior High School, Dearborn

Southeastern *Elementary School, Eaton Rapids
Cavanaugh Elementary School, Lansing

',Forest Vied Elementary School, Lansing

5



HERE ARE SOME QUESTIONS ABOUT. TELEVISION COMMERCIALS.

PLEASE TRY TO ANSWER AS MANY AS YOU CAN. JUST ,CIRCLE

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

THIS SURVEY.

Ar

a

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

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

ALWAYS USUALLY SOMETIMES NEVER-

.1
(circle one of these answers)

-

This is a picture from a TV commercial
telling people to stop smoking. It shows
a wolf who starts coughing when he tries
to blow down the house Ol'the three pigs.

Whin this commercial comes on TV,
how much do you watch it ?-

ALWAYS USUALLY SOMETIMES

This picture shows' an
his canoe in polluted
gets out of the canoe
trash by his feet. H

there is so much litt

NEVER

4

Indian paddling
water. Then he
nd someone throws
cries because

king and pollution.

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

ALWAYS USUALLY SOMETIMES NEVER



A

These pictures tell people that the best
wy to fistit pollution is right at our
finger aps. When you see someone making
pollutiOn or'litter, you should point it out.

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

ALWAYS USUALLY' NEVER

O

-4
Vow much do you,like this commervial?

VERY mil PRETTYMUCH NOT SO MUCH

There it. also a commercial where alittli boy copies 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 con4i\on TV, how much do you watch it?

ALWAYS' 7 USUALLY SOMETIMES- NEVER
A

Several TV commercials tell people that they shoulcimaktsure and buckle

up their seat belts in the car. One show* some eggs in a ligtle toy car

that break when the car smashes into another car.

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

'ALWAYS USUALLY SOMETIMES NEVER

In another aeat belt commercial,. a Alan is riding while his wife drives.

He says Oat sha better fasten her seat belt, or "I won't ever talk to
you again because I love you." .

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

ALWAYS USUALLY,. SOMETIMES NEVER



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

A LOT SOMETIMES 'ALMOSTINEVER

a .('

Do you think that seat belts help save people's limes in,a car accident?

YES MAYBE NO

Is it a good idea for'people to wear seat belts?

YES MAYBE NO

When you get older, will you smoke cigarettes?*

YES MAYBE NO

/ How often do you, tell your parents to stop smoking cig&ettes?

;
e ,

A LOT SOMETIMES ALMOST NEVER THEY DON'T SMOKE
, t

,

.

Do you think, that smoking cigarettes causeeaseasPes like lung cancer?

YES MAYBE NO

Is it really important for people to stop being litterbusj

YES MAYBE NO

a

Often you see someone throwing litter on the ground, how often do you tell then
to stop being a litterbug?

1

A LOT SOMETIMES ALMOST NEVER

When you have litter, how often do you throw it into a trash can?

'4

A LOT SOMETIMES ALMOST NEVER

6.4;

Ir
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How often do you watch these TV programs? (Make a mark showing whether you
watch each one aYlot, sometimes, pr almost never.)

A LOT SOMETIMES ALMOST NEVER

BUGS BUNNY CI

ADDAgS1JAMILY

SCOOBY D00 r

INCH HIGH PRIVATE EYE E 0
I DREAM OF JEANNIE

LASSIE'S RESCUE RANGERS

SPEED' BUGGY, , -El

STAR TREK Fl 0.

. . J_ 6SIE AND THE PUSSYCATS fl El

4.

r

About how many hours do you spend watching television on an average evening,
between 8:00 and 11:00? (Circle the nuMbgr,of hours.)

PEBBLES AND BAMM BAMM U *0 GO

NATIONAL NEWS AT 6:30

AMERICAN BANDSTAND E
,MIDNIGHT SPECIAL

c IN CONCERT

SOUL TRAIN

0 1/2 1 2 21/2 3

Aso

4
A \

a
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RIGHT GUARD: One man shoWs the other one
that his Right Guard-Powder Dry deoderant
does at stain clothes. 4.

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

USUALLY SOMETIMES NEVER

V

4

SURE: "Man says that Sure d 'oderant goes on dry.
He says trit on your left and use the
spray you like best on the righ side. Your
left side will convince your ri ht side.

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

ALWAYS. USUALLY SOMETIMES NEVER

111

LISTERINE: Taxi cab driver says that Listerine.
-lc mouthwash doesn't taste good, but it works.

This is important for someone with a people job.

Whelk this commercial comes on, TV,

how much do you watch it?

ALWAYS USUALLY SOMETIMES NEVER

dregi4.1 /AC

1111111111111111111111

CERTS: Two girls riding On train talk about
how Certs mints keep your breath fresh and has
a good Oven taste; Then ;hey kiss their boy
friends:at the train station.

When this commerciarcomes on TV,
how much dp you watch it?

ALWAYS USUALLY SOMETIMES NEVER.

6i
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3.4

1.CLEARASIL: Several kids play catch with
tubils of Clearadil skin cream. They say
Efiat-Clearasil is the most serious kind

me ,pf bleMish medicine you can get without
,a perscription -- pass it on!

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

4

(ALWAYS USUALLY SOMETIMES NEVER

'How much do you like this commercial?

VERY MUCH PRETTY MUCH NOT SO MUCH

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

YES , MAYBE NO

Write down, the names of. AS many u erarm deoderants as you cap think of:

(list the brand names, li14 RIGHT GUARD SURE)

What are some pf the reasons why people use deoderants under their arms?

.4..M
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How muc do you worry About offending people with your body odor?

How many adults use =derails 'deodorants?

'EVERYBODY -1MOST-ADULTS ----SOME---ADUErTS -NOBODY

Now important $s it for people to use deodorant?

VERY IMPORTANT PRETTY IMPORTANT NOT 90 IMPORTANT

What are some reasons why people-use mouthwash (like Scope and Listerine)?

How many adults use mouthwash?

4r EVERYBODY l'N.,SSTADULTS SOME ADULTS c NOBODY

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

YES MAYBE

A .

How often do you use mouthwash?

A LOT SOMETIMES ALMOST REV ER



How much do you worrx about blemishes or pimples on your face?

VERY MUCH PRETTY MUCH NOT SO MUCH

What it the best thing to do to get rid of blemishes?

WASH WITH REGULAR SOAP USE SKIN CREAM (like Clearaail)

How many teenagers use skin cream ta get rid of blemishes?

EVERYBODY MOST TEENAGERS SOME TEENAGERS NOBODY

How often do you use skin cream on your face?

A LOT SOMETIMES ALMOST NEVER

4

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

A LOT IMES ALMOST NEVER

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

A LOT SOMETIMES ALMOST NEVER

How often do you talk with your parents or friends about_deoderants?

A LOT SOMETIMES ALMOST OVER

`W.

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

NO YES 4 How is Crest different from Close-Up?

6 ;.
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SNOOPY/PENCIL SHARPENER: There is a new colmercial
shoo-fag a boy using the Snoopy pencil sharpener.
To, make it work, he Puts a pencil into a dog-touse
that Snoopy is sitting on,

How any times have you sten this commercial on TV?

3U 2 IQ

How each do you like this colTnercfart

VERY MUCH PRETTY MUCH NOT SD MUCH

Do you have one of these Snoopy pencil sharpeners?

YES NO > Do you want to get one?

YES MAYBE NO \\

KEDS GOLD MEDAL SHOES: This commercial
shows a boy running through city streets
and in a track race, flashing back and
forth. It says that "every kid dreams
of wincing the great race."

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

ALWAYS USUALLY SOMETIMES NEVER

KEDS TAIL LIGHTS SHOES: Another Ke4
commercial 3?IlOWS boss and girls riding
their bikes around town. They are all
wearing tail lights shoes.

When this commercial comes WO TV,
ocw

:'
watch it?

ALWAYS UALL SQ1ZT1.. NZVER

oh

A'

IVIsemOV..,IIINIINOILMMIIMMIla
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lar *nave tne moet toys e e moat happy kid.ef

7ro yo "'Le tnet tne B961 Lmpvrtet+

vAYP.E

tk,

kr:

-vve lots of

?Avw often do yo.,, j ttg so y ca show off to your friend.?

A !PT SOFZTIFIS &HOST NEVER

If yt . had to choose, wo-ald you rr play with a toy from the itore or
et the playgro=d?

PLAY wrrit TOY PLAY AT PLAYCROUND DON'T CARE

?tt Lz it to p*c n.cc clothca to ;mar at school?

VERY IMPORTANT PRETTY IMPORTANT NOT SC) IMPORTANT

When you are o1 eno4h to own a car, which kind would you want to get?

-,x

I A
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10,

Ob.

-A.111.1110=6..

AL.

Here arc pictures from some PEP51 commercials. They show young people from

the "Pepsi Generation" who are "Ladling free" and having lots of fun riding

bikes, washing cars, and riding baloons.

)tow ouch do you like these commereials,

VERY MUCH 'PRETTY MUCH NOT 50 HUGH

Go aced to the people in these als, is your own life more fun or

less ton/

tIORE FJ MOUT THE SAME

'Awn you Are sittinb around the house, bored and sad, do these

r4 you feel better or worst?

FLEE gETTLK WAIT THE JI1L FEEL woKA.

4#



Here are some questions about you and your fasily:

klow old. are you? ___yeirs old

Art you a boy or a girl?

BOY GIRL,

r
How we do you do in schoolhow good are the grades on your report Card?

VERY GOOD PRETT/mGOOD 4 NOT SO GOOD

What kind of job does your father pr mother trl .right nowwhat do- they do at
work?

44

.
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HERE ARE PICTURES FROM FOUR CEREAL COMMERCIALS SHOWN ON SATURDAY MORNING, ,

FOR EACH PICTURE, TELL US 1)W MUCH,YOU WATCH THAT PART OF THE COMMERCIAL
Elm THOUGH THE COMMERCIALS SHOW LOTS OF DIFFERENT THINGS, WE WANT ig KNOW
WHETHER YOU WATCH THE PART OF THE COMMERCIAL SHOWN IN THE PICTURE.

AL_

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

How much do you watch this wart?

ALWA USUALLY SOMETIMES NEVER

-ALL ANIMINIMIL....

CHEERIOS: 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

TRIM Where the Trix rabbit is
thk milkman when the kids find out
there is not enough milk for
breakfasts

How much do you watch this Hart?

ALWAYS USUALLY 'SOMETIMES NEVER

CINNAMON CRUNCH: Where they show a
bowl of Cinnambn crunch on the breakfast
table along with other foods:

How much do you watch this -part?

ALWAYS USUALLY SOMETIMES NEVER



REESE'S PEANUT RUTER CUP; A man eating
a chocolate bar walks down stairs and trips.
He crashes into a boy eating peanut. butter.

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

ALWAYS USUALLY SOMETIMS NEVER

'
EAT BREAKFAST .DON'T PASS IT UP: When

Irt

the t acher talks, the boy doesn't have
eno energy becauakhe didn't eat a good
br kfast. The next lay, he goes back
upstairs and eats a-good breakfast.

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

ALWAYS USUALLY SOMETIMES NEVER

There are lots of commercials for breakfast teals. Wheh these commercia
come on TV on Saturday mornings, how much do you watch tRem?

ALWAYS USUALLY SOMETIMES NEVER

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

ALWAYS USUALLY SOMETIMES NEVER

In the last year, about how many cavities have you had in your teeth?

(number)

CAVITIES

or,



Y.

1. Here is a list of breakfast cereals. (For each one, make a nark shoultg
whether you eat that kind of cereal a lot, sometims;$ or almost never.)

I
.A LOT SOMETIMES ALMOST NEVER

ALPHA BITS

WREATIES $.;..1:1
,0

Boo BERRY .

QUANGEROOS 0 El .:

SUGAR SMACKS 1:3 1:1

.

Li
ri

.

CHEERIOS- El

PEBBLEP -] ...0
CORN FLAKES 0 0
CAPTAIN CRUCH , E . 0 0

......,/ KIX
.

.1...0

RICE KRISPIES

COCOA PUFFS ....

RAISIN BRAN 0

2. How important is it to start your day with a nutritious and balanced break-
fast?

VERY IMPORTANT PRETTY IMPORTANT NOT SO IMI'ORTANT

.



dIP

3. Which kinds of breakfast foods help make you strong and healthy-4h dh ones
are good for you to eat? Make a mark showing whether *woken. Is v
for you, pretty good for you, or, not so good for you.

l
VERY GOOD iNETTYGOOD

YOU
NOT SO GOOD

FOR YOU FOR FOR YOU

EGGS AND BACON 0 0 0
DONUTS 0 0 0

****ORANGE JUICb 0 El * *i.e..

WAFFLES El 0 ..... 0
TOAST a 701]

SWEET- CEREAL 0 ' 0 ,...0

PLAIN CEREAL.

CREAM or WHEAT 3 0 1:3

POP TARTS /

I
4. lAfte#4 you see commercials for breakfast cereals on TV, how much do you ask

your mother to buy the cereal for you?

A LOT SOMETIMES I NEVER

.

5. When your mother says that you can't have a cereal that you ask for, how
much do you arguo with her?

A LOT . SOMETIMES NEVER

I

.4 41.



6, When your mother says that you can't have a cereal that you ask for, how much
do you get mad at her?

A LOT
,e

SOMETIMES WEYER

7. When yo4 coos home fromoichool in the afternoon, what do yqu Usually oat for
a- *wick? (Writs the names of the things you iat.)

~Robber.owvearollaoro. emetmarraftwommar~~010.".

B. How many rules do your parents make about what kinds of snacks you can eat?

LOTS or RULES SOME RULES 10 RULES

9. How much do you ask your parents to take you to drive.in restaurZts like
McDonalds and Burger King?

A LOT SOMETIMES ALMOST NEVER

10. Most cereal and candy has lots of sugar on it, Do you think sugar is good

for you?

YES MAYBE NO

11. In the last week, about how many candy bars have you eaten?

CANDY BARS



..

12. How often do you eat each of these kinds of candy bars?

A LOT, SOMETIMES ALMOST NEVER

SNICKERS 0
BUTTERFINGER 0
HERSHEY CHOCOLATE BAR 0 0
MILK DUDS 0 0 P

BABY RUTH 0 0 0
KIT KAT = 0 0
CHOC-0-LITE kr: .

How often do you eat these things?
r

is .117 Mtn= ALI= NEVER

POTATO CHIPS 0 0 0
PRETZELS N4 0 0 0
ICE CREAM 111 Ej 0
SODA POP a 0 0

0

HOT DOGS 0 ...... ....El
Hai ........ ...ID E 0
CHOC TE DRINKS 0 0 0
CAKE a 0
COOKIES .

lb*

$



4

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

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

ALWAYS USUALLY SOMETIMES NEVER

DIM: This drawing of a person's stomach
shows how Rigel helps to get, rid of Gasid
Indigestion and trapped gas.

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

ALWAYS USUALLY SOMETIMES NEVER

SOH:THU: The man and wife call up her mother
to thank her, because the mother told him to
use Sominex sleeping pills. Sominex helps him
i; fall asleep at night.

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

ALWAYS USUALLY SOMETIMES NEVER

PEPTO-BISMOL: The man talks about h9w Pepto.
Bismol canhelp get rid of stomach aches and
indigestion. The drawing shows how it coats
the stomach.

When this comTercipcmes on TV,
bow much dv you 9.5:h it?

ALWAYS USUALLY SOMETIMES Ni,VER

6 t)



. Hbw often do you, think that people get stomach ache

A LOT SOMETIMES ALMOST NEVER

2. How often do you think that people get colda?

A LOT SOMETIMES ALMOST NEVER

3. How often do people have trouble failing aslifep"!it tight?

A LOT SOMETIMES ALMOST NEVER

4; When peipre get _a stomach ache or a cold, what do they usually do about it7

Mtn people get a stomach ache, how much does it help if they take acne
uedic.ine7

VERY MtXH" PRETTY Kr-if NOT SO MUCH

6. When people get a cold, he much does 'it help if they

VERY PRETTY MUCH* NOT SO MIX:11

medicine?

7. When people have-trouble falling asleep, how much dm* it help if they take
some sleeping pills?

VERY MUdH PRETTY MUD HcfT SO MUCH

When people feel sad, how i.n.tch does it help then feel better if they take
some pill or medicine?

---- VERY MUCH PRETTY MIKH not so MUCH



. When people take some medicine for a stomach ache, how lonl dos it usually
take for them to feel better?

\ FEW MINUTES ONE HOUR A FEW HOURS ONE DAY

10. When people take some medicine for a cold, how long does it usually take for
them to feel better?

A FEW MINUTES ONE HOUR A FEW HOURS ONE DAY

11. When people have a problem that bothers them, how long does it usually take
for them to solve it?

A FEW MINUTES ONE HOUR A FEW HOURS

12. How often d, you w,:rry stout getting stomach ach2r.

A LOT

ONE DAY

sommimrs Ar.osT trrvrtz,

13. Now oft;!n d :,ou worry at'out catching colds 0

A LOT

114 n'e yca ch

LOT

ci coldz'

SVETVAES ALPOST 1EVER

10.

sonrIns tL 1O t N-EVEzk

STAETInS



:fir;;- fou tet a sttwache ache, how much do you take some medicine for i

ALWAYS USUALLY SCHEMES NEVER

17. When you get a cold, how much do you take sore medicine for it?

ALWAYS USUALLY SOMETIMES NEVER

IS. When you take some medicine for a stomach ache, how much does it help you fee/better? w

;ALWAYS USUALLY . SOMETIMES NEVER

l9. When you take some medicine for a cold, how much does it help you feel
better?

ALWAYS USUALLY SOMETIMES NEVER

S

20. When you get a cold or a stomach ache, het/ much 'b your parents want you to
take some medicine for it?

LWAYS USUALLY SOMETIMES NEVER

. When people have a stomach achy. or a cold, what do you think is the beR
thing for thep to do?

,0,11MMIMI.ONINMIY../.11.0I

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

ti

23. If you take a lot of medicine, can this medicine make you sick?

,YES MAYBE NO

24. Is it OK to tr,Ike aspirin. if you are not really sick?
%

YES MAYBE
ti NO



2S. Here are some kinds of pills AO drugs that some people use. For each one,
mark whether it is a good thing or a had thing for people to use: (If yo1
are not twee, write a question mark.)

I

GOOD THING

Aspirin 0
Sleeping pills lj
"Uppers"

"Downers"

"DOW

"Grass" or "Pot"

IN BETWEEN

U

0
D

D
0

BAD THING

C3

Cl
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Tab le' I

vIrma PATTER BY GPALE, SEX A ND XCXAL STATUS OF CHILD

Viewing, measure?

4-5th 6-7th

grade. /rade
N=34/ Ni428

Male Female
Xx415

High Low
status status
YiniT N2342

Views "a lot" --

Bugs Bunny

Adda Family

Scooky Doo

42%

38%

55%

23%

17%'

38%

,,
41%

241,

45%

24%

28%

46%

29%

23%

37%

Inch High Private
Eye 29% 20% 26% 23% 23%

I 'Dream of Jeannie' 40% 26% 22% 41% 28%

Lassie's Rescue
Rangers 23% 12% 18% 16% 14%

Speed Buggy 41% 26% 34% 32% 28%

Star Trek 25% 26% 34% 16t 251.

Josie and the
Pussycats 33% 16% 21% 27% 18%

Pebbles and Bamm
Banco 30% 20% 19% 29% 20%

National News at
6:30 p.m. 11% 18% 16% 14%

11Q

American Bandstah 20% 23% 17% 26$ 20%

Midnight Special 22% 24% 24% 23% 26%

In Concert 22% 34% 32% 26% 29%

Soul Train 19% 16% 14% 20% 17%

30%

62%

27%

36%

18%

36%

27%

29%

28%

12%

23%

21%

28%

20%



Table I (continued)

tiww.lows.....ameoproww.morwpwevr

Viewiing measure:,

4-5th 6-7thElk grade Male Female
High Low

status Status

About how many hours
do you spend watching
television on an aver-
age evening, between
8:00 and 11:00?

3 hours

2 1/2 hogs
2 hours
1,1/2 hours

1 hOur
1/2 hour
0 hours

45%

13

16

11

10

4

1

36i

16

25

14
7

2

0

44%

14

21

10

7 ,

3

1

36%

16

21

15

9

3

0

33%

, 16 ,-

27

14

8

24,..

0

44%

, 13

17
14

8----"'

3

1

Mean hours 2.3 2.4 2.2 2.2 2.3

AVERAGE VIEWING ACROSS
TEN SATURDAY MORNING
PROGRAMS

View a Lot 36% 22% 28% 28% 250 32%
Vi Sometimes 33 .33 31 34 33 32

Vlitw Almost Never .....41-- 45 41 38 42 36

AVERAGE VIEVING ACROSS
FOUR TEEN-1AGE PROGRAMS

View A Lot 21% 24% 22% 24% 23% 23%
View Sometimes 21 26 21 25 25 23
View Almost Never 58 50 57 51 52 54



Table 2
. -

XTTENTION TO SPECIFIC TV COMMERCIALS, BY GRADE, SEX AND SOCIAL STATUS OF CHILD
I '

TypAof Amount

commercial:. of *dewing;

4-5th
grade

6-7th
grade Male Female

High
status

Low
status

N=347 N=424 N=360 N=415 N=321 N=342,

Anti-smoking PSAs --
(average of 2 ads)

Always 26% , 25% 27%. 24% 26% 25%

Usually 27 33 29 31 32 29

Sometimes. 34 34 34 35 34 34

Never 13 8 10 10 8' 12

Anti-littering PSAs --
(average of 2 ads) w

-Always 30% 38% 35% 33% 37% 32%

Usually 32 30 32 30 32 30

Sometimes 32 24 27 29 , 23' 31

Never 6 8 6 8 8 7

,

Seat belt PSAs --
(average of 2 ads)

.

Always 18% 14% 16% 16%' 16% 15%

Usual* 21 25 22 24 24 '22

Sometimes 28 34 32 31 32 30

Never 33 27 30 29 , 28 33

Medicine commercials --
(average of 4 ads,N =.256)

Always 8% 5% 7% 6% 6% 8%

Usually 25 15 20 17 15. 21

Sometimes 50 53 54 50 56 49

never 17 27 19 27 23 . 22

Toy comrArcia
(average of 3 ads)

Always 111 it 161 91 \ 13% 1.2%

Usually 22 20 21 18
)

.427i

21

Sometime, 41 41 47; 48 45

Vevmr 20 23 1 i3 75 21 22



Table 2 (continued)

Type of Amount 4-5th 6-7th
commercial: of. viewing: grade. grade

High Low
Male female status status

Hygiene commercials --

(average of 5 ads)

Always
Usually
Sometimes
Never

Candy commercials --
(average of 2 ads)

Always
Usually
Sometimas

. Never .

Cereal cuplarcials --
(average of 4 ads,
nutrition part, N = 506)

Always
Usually
Sometimes
Never

AVERAGE Aposs ALL: TWENTY-
SIX COMMERCIALS

Always
Usual.ly

Sometimes
Wver

I

(

. 3
22%
24

36

18.

14%
24
45
17

17%

'22

39

22

18%
25

43

14

17%
26

41

16

18%
'24

40

'18

/
25% 17% 20% 21% 7%. .7%

24 35 31 29 . 46 38
43 41 40 44" 28 34
8 , 7 9 6. 19 ' '21

22% 10% 15% 16% 16% 16%
24 21 22 24 23 24
33 40 36 43 = 40 39,

21 29

iv

27 16 21 . 21

20% 14% . 17% 16% 16$ 16%
25 24 24 24 25 25
:38 42 40 42 40 39
17 20 19 18 19 20



Table 4

LIKING FOR SPECIFIC TV COMMERCIALS, BY GRADE, SEX AND SOCIAL STATUS OF CHILD

C7mmercial:

4-5th 6-7th Nigh Low

grade grade Male Female 'Status Status

N=347 N=428 N=360- N=415 N=321 N=342

These pictures tell people that
the best way to fight pollution
is right at our fingertips. When
you see someone making pollution
or litter, you should point it
out. (two pictures shown) How
much do you like'this commercial?
N=755

Very much 24%- 26% 29% 20% 27% 24%

irettimuch 47 49 46 51. 48 49

Not so much 29 25 25 29 25 27'

CLEARASIL: Seyei;a1 kids play

catch with tubes of Clearasil
skin cream. They sW that
Clearasil is#the opt serious
kind of blemis 'medicine you
can get witho t t a"prescription --

pass it on two pictures shown)
$,

.

How much do yod like this
commercial?
N=709

1 .
\ ,

.

Very much 3°0 3% 2%' n 3% 3%

Pretty much 23 33 20 35 30 27

NeYt so much 74 f-A 76 62 67. 70
4

NOOPY PENCIL SHAPPEUM iti i5
a new comercial Micaing a boy using
a Snoopy pencil sharpener. To rake

it work, he puts a pencil into
doghouse that Snoopy is sittiso on.
(two pictures shown) H- mach d(.

41011
you like phis coroitArcial

Nz707

W,ry

'Pretty

AVM

h

0

3'7, 51.

14 374 31 36'

4 C13 1 8 e
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Table 4 (continued)

Commercial:

OW

4-5th 6-7th

grade grade Male Female
High Low
status' ,status

3

KENNER TOWER AND T-T-P CYCLES: ..The
TTP iotorcy9les shoot off the tower
bounce off walls, flip upside down,
and do wheelies. (two pictures
.showii) How much do you like this
commercial?
N=746

"

ei

Very much
Pretty much
Not so much

13%
.3D

57

4%
26

70

14%
38

48

3%

19

78 :

7%

28

65,

:.
.)..

, 8%
28

64
'`

Here are pictures froth some PEP$1
commercials. They show young ped7
'pie froM the "Pepsi Generation'
who are "feeling free" and having
lots of fun riding bikes, washing
car, and riding baloons. (four

pictures shown) How much do ybu
like these commercials?'
N=755

)
11-11

Very much
Pretty much .

dot so mtch

AVERAGE ACROSS ALL FIVE, COMMERCIALS

Very much
Ppetty much

V Uottso much

\37%
47

16

18%
37

45

35%
52

13

14%
38

48

-

.

',

27%
54

19

16%
'38

46
,

44%
45 .!

11'

16L
36

48

40%
47

13

.

16%
37
47'

:-.33%

51 \
'...16

,..

.

15%
38 t.'

47

4

. .

0



Table 5

CHILDREN'S ONIONS ABOUT TELEVISION ADVERTISING; BY GRADE, SEX AND SOCkAL STATUS

. .10

Opinion item:.

Do you think they should take all
the commercials off of TV on Satur-
day mornings?

Yes

Maybe

No ,

Some commercials come right in the
middle of TV programs. How Much
doe this bother,4 you when, they stop

the program to show commercials?

oft

.

BOthers a lot
Bothers sometimes
Bothers never

(Here gre 'pictUres from the Pepsi

commercials. They show young peo-
ple from the "Pepsi Generation" who
are "feeling free" and having lots
of fun 'riding bikes, washing care,
and riding billoons.U.When you are
sitting around the house, bored andA
sad, do these commercials make you
febl better or worse?

Fe(11

About the sme
'Feel better .1,

4-5th
grade

6-7th*

grade Male Female
High
status

N=347 N=428 N=360 N=415 N=321

45% 23% 38% 29% 27%
A.

25 33 . 27 31 31 ,

30 ,44, 35 40. ''42

s
r-

.

82% 76% 81% 77% 77%

13 22 15 20 20..

5 2 4 0 3' 3

Low
status
N=342

37%

29

34

16% 30% 16% -20% 24%
50 56 k 53 52.

21 28 - 18 31 -20 23 p,



Table .6

.BELIEFIN TELEVISION COMMERCIALS, BY GRADE, SEX AND SOCIAL STATUS OF CHILD

f
:t

'

-5th 6-7th High Lo4
Belief item: grade grade Male Female / status status

N=347 N=428 N=360 N=415 N=321 N=342

CLEARASIL: Several kids play catch
with tubes of Clearasil skin cream.
They say that Clearasil is the most
serious kind of blemish medicine
you can get without a prescription --
pass it on (two pictures shown)
Do you believe that Clearasir is
really the most serious kind of
blemish medicine you can get witior
out a prescription?

Yes,.

Maybe

No

KENNER TOWERAND T-T-P CYCLES: The
TTP motorcycles shoot off the tower,
bounce off walls, flip upside down,
and do wheelies: (two pictures

10%
60

30

11%
62

27"

--,\

'

---L.

11% '' In-
57 64:....

32 25
I

.

11%
63

26

shown) Do you believe that the TTP 4 a
cycles really can do all the things
they show in thiscommercial? \

Yes *

HayOk
110. ,,,

OCSaturday mornings, they show
c mercials for thp VLRTIBIRD
HELICOPTER MD RESCUEJHIP. Have,

you ever played witheVertibird?
IF YES: Is-,the real VERTIBIRD
better or worse-than the ohe that*
they shol9.n4--tlw coriirt7rcial '1
.0=20)

p

A,1,,o0tObrft(f_

*

1j

40

464

12%.__

4B--

42

YA
;;(1',

- wits

t) 7

41,

*

10, r8% 13%
39 47 42

42 45 45

;

101, 10
!1Pi

2??

9%s
63

28

i2i
45

43



4
Table 6 (continued) 0.

Belief item:
4-5th 6-7th ,High Low
grade grade Male 'Female status status

Do you think that TV commercials
always,tell the truth? IF NO:

Which commercial is not true?

- - almost all ads

- - cosmetic ad

-- toy ad.

-- car ad
-- candy ad
-- drug ad ,..

-- cereal ad
- - store ad

-- restaurant ad
- - otherigd

nolne mentioned

IF NG AND MENTIONED AD: Why do

29%
71

19%
81

25%
75 4:

22%

78

19%
81

27%
73

7 12 '8 1. 11 10

18 15 11 21 15 18

7 8 8 8 10 7

3 6 6 3 5 5

1 1 2 0 2 1

0 2 1 1 2 1

0 1 0 1 0 1

0 1 3 0 1 1

0 1 0 2 0 0 0

9. 10 9 10 9 12

26 24 28' 22 26 17

you Think it islet true? N = 403

-- message reality test
experibnce with.product

_15%.
10

26%
11

17%.
8

25%
13

24%
12

23%
11

-- other experiences 6 8 7 . 7 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

4



Table"7

PREDICTORS OF BELIEF IN TELEVISION COMMERCIALS

Predictor variable:

Belief

Commercials Believe
tell truth Clearasil

item:

Believe
TTP cycle

ilow.114,

Believe
Vertibird

Saturday morning exposure index

Prime-time exposure index

Hygiene ad attention index

Toy ad attention index

Advertising liking index

Grade in school

Sex (male/female)

Scholastic performance

Social status

+.20 +.07 +.10 +.10

+.08 +.01 +.03 t.04

+.06 +.12 +.07 +.07

+.15 +.07 +.22 +.11

+.11 +.17 +.17 +.04

-.13 +.04. +.01 .0.7

-.04 +.06 -.10 -.04

-.10 +.04 -.01
.....0.00

-.08 +.03 -.03 +.03 4

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 1=yes; the "believe Clearasil" and "believe TTP cycle" items were scored 0=no,

1=maybe, and 2=yes; the "believe Vertibird" item compared actual experience to

advertising portrayal, scored 0=worse, 1=saMe, 2=better. Item wordings are dis-

played in Table 6.

vo'

4



.1 TABLE 8

fi

'PARTIAL CORRELATIONS OF TELEVISION VIEWIUG AND ADVERTISING

TIITH"DISBELIEF OF ADULT AUTHORITIES

Television predictor variable:
'Zero-order

correlation
Fourthorder

toartial

Total amount of televisiop exposure -.07 -.05

Attention to hygiene and toy ad; . -.11 -.09

Disliking for television ads +.08 +.02

Disbelief of television ads +.26 +.25

Disbelief8'of ads itt general +.24! +.23

Disbelief of three specifid ads +.15 +.15

All table entries are computed on N=775 fourth, fifth, sixth and sevnth
grade students. The criterion variable is Disbelief of Adult-Authoaties
Index, a sum of-three items mesuring whether the child be4ibves that
adults, salesmen, and newscasters always tell the truth. Fourth-order
partials control for grade, sex, social status, and scholastic performance.

ti

:Jo _0



CROSS-TADS aETtC1 DISBELIEF or tCIAL At orserurr OF.AEULT AUTIMITIE:5

Authority ai,-.L,q2f iry
040010.0.

ti you think th3t 11,4,1 toll tt truth'.

you think that

BA.fevq;:,all

Yes
11,17152

NO
V?-593

tf,1.1 r,-,- 42 31

Yi_? -_ 13 6

61'

kt 2t4

S

Do you think that TV r. 11 ;%,: rr.)rw

4

Al

31'

O! 39

:4 214

0.10".01.



TABLE 10

CONDITIONAL PART/AL CORRELATIONS BETWEEN TELEVISION VIEWING ANT)

ADVERTISING RESPONSE VARIABLES WITH DISBELIEF OF ADULT AUTHORITIES

444.404414

Television predictor variable;
4-th
grade

6-7th
02,32._ !laic Female

,.4.44._...
High

Status

Low

Status

4.
Nr.347'' N=426 N=360 N=415 N=321 N=342

40414.4.444.4444.1044444441.44144.4444

Total television exposure' -.16 +..O4 -.07' -.04 -.07 -.10

Attention to hygiene and toy ads --.12 -.09 '-.11 -.09 -.13 -.12

Disliking for ,television as +.11 +,0$ +.63 +.11 +.20 +.03

Disbelief of television ads +.29. +.22 +.3.7 +.32 +.2R +.24

Al]. table entries are,comliuted on N=775 fourth., fifth, sixth and seventh grade

students. The criterion variable is Disbelief of Adult Authorities Index, The

partial correlations are computed separately for each contingent condition sub-

group, while controlling for grade, sex, status, and scholastic performance
(excluding control variable when it is a conditional variable).



Table 11

PARTIAL CORRELATIONS BETWEEN PUBLIC SERtICE ANUOLMCEMENT EXPOSURE

AND ORIENTATIONS TOWARD'SMOKING, LITTERING ACID SEAT BELTS

awamaramo...

Belief that smoking causes cancer

Frequen1 of telling paients to stop smoking

Personal: Intention not to stake

ANTI-SMOKING INDEX

Disapproval of litters

frequency of telling others to stop litteri

Personal note - littering behavior.

ANTI-LITTERIOG 10E14
4

Belief that seat bells help save lives

.Approval of seavbelti

/

Personal use ofseet belts
4

SEAT BELT' INDEX,
1

Zero-order
correlation.

Foarth-order
partila3.

101.1.11111171.111

-.05 -.OS

+.09 +.10

-.12 NJ -.11

-.02 -.02

+.09 +.l0

+.18 ' +.19

+.05 +..05

+.17 +.18

+.07 +08

+.03 1-.02

. f +.06

+.06 +.07

All table entries are computed on N*775 fourth, fifth, si h-and seventh grade

students. The predictor variables correspond to the set of criterion variables:
knti-Smoking Exposure Index, Anti; Littering Lxposure Index, and Seat Belt
Exposure Index, each a product of degree of attention to representative public
service kinouncenents tines the amount of TV viewing during periods when PSA's

are shown. Fourth-order partials control for grade, sex, social status, and

scholastic performance.

a

U
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TABLE 12

CROSS-TABS BETWEEN EXPOSURE TO ANTI4MOKING PSA$ AND SMOKING ORIENTATIONS.

Alt
Amount of Expoenrce: .

4

Smoking orientation item:
Light Heavy
Nx392 N*383

When you get older, will you smoke cigarettes?

Yes 4% 7%

Maybe, 22
NQ 74 67

Now `often do you tell your parents to stop

smoking cigarettes?

A lot . 21% 31%

Sometimes 18 21

Almost never 19 15
They don't smoke 42 33

,Do you think that smoking cigarettes causes
diseases like lung cancer?

Yes 84% 84%

Maybe 14 13 .

. No 2 3



TABLE 13

CROSS -TABS BETWEEN EXPOSURE TO ANTI-LITTERING PSAs AND LITTERING ORIENTATIONS

1.11...1111.1011111.1..1111MIONOOMIN......NOMOOMME101.11.

Littering orientation item:

Amoudt of Exposure..

ALAI Heavy
N=380' . M=395

Is it really 14ortant.for people to stop being

litterbugs? .

Yes 94%
Maybe 4

No A

4( When you see someone throwing litter on the ground,
4

how often do you tell them to stop being a litterbug?

97%
2

1

A lot 25%
Sometimes .51

Almost never
.

36L, 24

. .

When you have litter, hot often do you throw_it_intor-
a trash can?

C

A lot 62% , 69%

ScOetimes 33 27

Almost never 5 4

1 0 k



64

it

TABLE

CROSS-TABS WREN EWPOSQg TO SEAT KO PS'As AND SEAT BELT ORIENTATIONS

Amount of rxpoeuie: ,

'Seat Belt orientation item:
Light . }14.,Am
N31384 Nx391

ima.01/1...0411110.110...101111011011111.1401.1101.MI, *AM.,

1

When you ri4 in a car, how often do mu bucicle up,,your seatbelr.

A lot
Sometime4
Almost ite4er

Do you thin)elhat.seat belts help save pecple!s lives
in a car ac flout?

Yes
Maybe.
No

24%
28
48

) 48%
1 ,45

7

24%
30
46

54%
38

8

Is it a good Sea for prople' to year seat its?
Yes 67% 69%

Maybe. 31 26
No 2

1 0 i

4



TABLE 15
4

CONDITIONAL PARTIAL CORRELATIONS BETWEEN mate SERVICE ANNOUNCEUENT EXPOSURE

AND ORIENTATIONS.TOWARD SMOKING, LITYERIiG, AND SEAT BELTS

1

PSA variable:

"4 -5th

grade
6-7th
grade Male Female

High
Status

.Low
Status

N=347 N=428 N=360 N=415 U=321 N=342

Anti- snaking index +.1:7 -.16 -.04 +.01 -.11 +.03

Anti-littering indek +.20 +.16 +.20 +.16 4.20 +0.6

N

Scat belt index +.13 +.04 +.16 +.01 t.05 '+.07

A/1 table entries are computed on N=775 fourth, fifth, sixth and seventh grade

students. Predictor variablei are Anti-Smoking Exposure Index, Anti-Littering

Ex'osure Index, and Seat Belt Exposure Index, respectively. Partial correla-

tions,are comhted separately for each contingent, condition subgroup, while

controlling for grade, sex, status, and scholastic performance (excluding con-

; trol variable when it is a conditienal variable).

10.,
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TABLE

PARTIALCOWLATIOL BETWEEN HYGIENE ADVERTISING ExPosuRr AND ,HYGIENE ORIENTATIONS

...111111.11M01111101101111.41.111.11.11a...0011.11001.111/..

Hygiene orientation variable:

4

Zero-order
correlation

Fourth-order
artial

Fifth-order
partial

Knowledge_ about deodorant and mouthwash products +.06 +.0B +.06

Perceived frequency of people using deodorant
mouthwAsh an4 acne cream products

+,30 +.28 +.26

Belief in importance 'Of using deodorant and

mouthwash

+.22 +.19 +.18

Belief thatskin cream better than soap for acne

r '

+.114 +.13 +.13

Personal concern about body odorand acnea
+.20 +.17 +.14

Personal frequency of using mouthwash and +.29 -4.25 + 23

acne cream

All table entries are computed on N=775 fourth, fifth, sixth and seventh grade students.
Predictor variable is Hygiene Advertising Exposure Index, a product of the degree of.
attention to five representative hygiene cohmercials tiMes"the amount of TV viewing dur-

ing periods when hygiene cbmmePcials are shown. Fourth-order partials control for grade,

sex, social status arid scholastic performance. Fifth-order partials also control for

talking about hygiene.

050

10
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Table 17

-cliss.iins Daum HYGIENE ADVERTISING EXPOSURE AND HYGIENE ORIENTATIONS
4

4444444444444444.44.

Hygiene orientation item:

INwol44NIII41

Write d the names of as irony underarM deodorants as

=114

Amount of Exposure:

. Light 'Heavy .

N=303 N=392

you can think of; list.the brand names$.11ke.Right Guard.
or Sure:

-. .

INO Number named: None 9% 8%_
One .. 11 10

Two 16 2&

Three 22 20

Four 34 31

Five or rore 8 10

What are some of the reasons why people ase.deodorants
under their arms? (open -end; multiple retponses coded)

To prevent smell 58% 61%

To keep dry 43% 148%

So won't'stain clothes 12". 6%
So won't offend others 2% 3%

Other reason 6°J 6%

What are some reasons why people use mouthwash, like
Scope and Listerine? (open-end; multiple respoues
coded) .

To prevent bad breath 58% 65%

To have clodn breath' '25% 21%

So'wan't offend others 13% 13$

To,combat germs 7* 8%

Other reason 5%' 5%

CreSt ana Close-Up are two kinds of toothpaste.' Can
you think of any difference between these tiro tooth-

pastes? (open-end;'first reason coded)

No, no reason
Yes: physical property
Yes: "has fluoride
Yes: mouthwash attribute

cYes: prevents cavities
.

Yest makes whiter teeth
Yes: gives sex appeal ,

Yes: other reason
Yer,: no reason given

10 .

33% 3%
25 25

15 15

8 '6
5 8

it. 3

3. 0

6 10

3 2



*7\

Tabfe 17 (continued)

Hygiene orientatioo

Amount of Expqsure:

bight Heavy

How many adults se underarm eodorants?

Everybody
Most adults
Some adults
Nobody

How mahy adults'use mouthwash?

.
Everybody

13%
75

12
0

2%

---

21%
70

8

1

6%

_

. Most adults- '42 52

Some adults 55 41 :

How many tlenagen:
blemishes?

_Nobody

use Ado cream to get rid of

1 1

Everybody 2S 5%

Most teenar,.,m 44 ' 58

Some teenagers 52 3b

Nobaidy 2 1

How important is it for people to use deodordht?
.

Very Lmiortant 30% 50% \

Pretty important 58 44 1

,

Not so important 12 6

)o people re-ally need to use mouthwash to be popular
with their friens?

Yes ,14$ 24%

Maybe, 51 45

No 35 .31

What is the best thing to ao to get rid of blemishes?

Use skin cream (like Clearasil) 44S 57%
Ussh with regular soap 48 38

Neither circled 8 5

1O
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Table 17 (continued)

ammaimilamanaidamparwaormamia..*

Amount of Exposure

Hygiene orientation item Light, Heavy

How much do you lorry about offend1n x ople with your

body odor? I 0

Very much
Pretty much
Not so much

19%
31*

50

29%
30

41

Now much do-Vou worry about bipishes or pimples on

your face?

Very much 30% 44%

Pretty much 33 32

Not so much 37 24

How often do you use trouthwasn'

A lot 8%

Sometime 43 48

e Almost never 49 31

. -

How often do you use skin cream on your face?

A lot 10% 21%

Sometimes 29, 31

Almost never 61 48

How often do you talk with your parents or friends

about skin creams? ,

2% 5%

.
Sometimes 13 21

',Almost never * ,,,...85 74

. e )

How often 10 you talk wiloh your parents or friends

about moutilwash? .

.

4,

Sometimes 11 18

Almost never 87 78

How often tip you talk with your parents or frierW

about deodorants?

c-

A lot n 71)

Sometime 1E, 19

05,1f,,n7t never 82 74
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TAPLf 11

CROSS-TAB az; AnvERTIsm EXPOS0PE RE r_ITTIO

AN ID oin ATIOn TOVARD mrssA;3E An PRODUCT

Okiientation item;

;lone

Frequency

oirive

nz181

of .zxn,:sure fo d-

TwIntyf

:en *DAM
Nrry/,
siyry,

:1=189 ":'1:39 =I67 nfoo
t.T.411

SNOOPY PENCIL P EMI; }!O
do, you like this comrr.ercial

cf'&

N=767
'Very much 21 c 15%

Pretty mhch 7 -Y4 443 40

4414% !!ot lo much -.42 577 55 51 45

Co you have one of theae Snc,.spy

pencil sharpeners? 00- Do you
want to get, vii:?

Plve or want 10, 161 '01', 221 33%

Maybe ,,ant A14 0 ;I 71 18

Don't want 7 65 59 49

lost of non-responte on the first item vc to the 54 childnan in the "hone'. e:6.

posure category who did not evaluate their liking of the commiaTial. On the second

item, only 14 children owned one of the pencil sharpeners.; for the analysis, they
were combined wit% the children wqo wantei to get one The distribution of re:Ton-

dents on the exposure variablii. is calliipsed from eight to five categories to pro-

vide a stable nwrber of cases.

A



, #

PART/AL COML.:NT/M0F TELEVISION 7XPOSURE AVD TOY AWRTISFIG EXPOSURC

6

Variables;

Nelielall.10011M1.1..11 x./..

.vis

UITH MATERIALISTIC.ORIVITATIONS.

A.I.M110.10.-.01.10.11rilimmimmbly...0111.11111.1.0...0.01141010.1.160

..
Zero-order
correlation-

1"ourth-ordr.
artial

freiferenoe for material by television expesune

Preference for material goods, by toy ad exposure
.

+.^4 .18

ti
'.1?

tg,11 table entries are computed oo j=775 fourth, fifTh, sixth!, anc} seventh.grade students.

Predictor variables -are a) eneral Tel.. vision Extiozur Index, a sum of the amount, of
viewing of Saturday morning programs and number' qf hours viewed during evening prime-
time, and (b) Toy Advertising Expos.ire Index, a product of the degree of attention to
three representative to ccm:xfrcials Ames amount of viewing of Saturday morning pro-
rams. Fourth-order partials control for grade, sex, social ,status and scholastic

perforlance,

a

I
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4M8LE 21

PARTIAL CROSS-TADS BETWEEN EXPOSURE TO ADVERTISING AND
MATERIALISTIC ORIENTATIONS,, CONTROLLING GRAPE. IN SCHOOL

.

Amount of

at, Light,

Materialistic orientation items N=385

Exposure:

Heavy
N=390*

Do yOu think that the kids who have the most toys are

the most happy ki36?

Yes 5% 12%

iWbe 34 33
No 61 55

Do you think that the most important thing is to have
lots of money?

Yes 10% '4, 18%

Maybe 17 22
116 73 60

How often do you buy things so you can show off to
your friends?

A lot

Sometimes

2%

35

6%

la
Almost never 63 53

If you had to choose, would you rather play with a__
toy from the store or go play at the playground?

4 Play with toy 8% 31%
Don't care 57 55
Play at playground 35 34

How important its it to have nice clothes to wear
at school?

Very important V% 404;

Pretty important 53 41
Not so important 21 19

When you ere old enough to own a car,-which kind
would you want to get? (open -ends d)

Luxury car 25%
Class car .19 17

Standard oar 22 22

Compact car 28 28
Subcompact evIr 6 4

1i'

,,



TABLE 22 ./

/

CONDITIONAL.FARTIAL CORRELATIONS OF /TELEVISION EXPOSURE AND

TOY ADVERTISING EXPOSURE WITH MATERIALISTIC ORIENTATIONS

4-5th
grade

6-7th
grade gale Female

High
Status

. Lao'

Status

a=347 N=428 N=360 N=415 N=32I N=342

Preference for material
goods, by TV exposure +.21 +.18 +.11 +.23 +.14 +.24

Preference for material
goods, by toy ad exposure +.18 +.10 +.14 +.11 +.07 +.15

All table entries are onmputed an N=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.eseparately for
each contingent condition subgroup, while controlling for grade, sex, status .

_and scholastic performance (exc1uding control variable when it ''%s a conditional
variable).

1I1
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Table

PARTIAL-CORRELATIONS BETWEEN MEDICINE ADVERTISING EXPOSURE AND ORIENTATIONS
1

Medicine orientation variable: Ziro-order Fourth -order

correlation 'partial

Sixth - Girder

partial11 1.1
Perceived frequency of illness in society +.19 +.19' +.14

Perceived frequency of people using medicine +.16 +.19 '+.14

Perceived frequency of sleeping problems +.07 +.04 +.02

Belief in, efficacy eine for others +.14 +.13 +.05

Belief in efficacy of sleeping pills +n +.03 +.01

Belief in speed of medicine relief for
others +.12 +.13 +.10

yersonal concern about becoming ill +.22 +.19 +.14

Personal frequency of medicine usage +.17 +.14 +.03

Efficacy of medicine for self +:22 +.21 +.12

Approval of medicine usage for illness +.15 +.15 +.12

Approval of aspirin +.09 +.09 +.08

. .
.

Approval of aspirin usage if not ill +.02 +.01 .00

Apprqyal of mul.iple aspirin usac'e +.07 +.05 +.06 -1,

Approval of sleeping pills , +.07 +.02 +.01

Approval of illicitdrugs -.05 -..05 '6).04

Approval of uppers and downers +.02 .00' +.01

Approval of dope and grass -.11 -.09 -.08

Personal frequenCy of illness +.15 +.14 - - --

.

Parental approval of medicine wage +.23 +.18 ----d
All table ,entries are computed on N=256 fifth, sixth and seventh grade students.

Predictor variable is dedicine Exposure Index., a product of the degree of
attention .to four representative medicine commercials times the amount of view-
ing television during perkods when medicine commercials are shown. Fourth -order

partials control for grade, sex, social status and scholastic performance. Sixth-

order partials also control for persbng frequency of illness and parental
approval of medicine usage. I



TABLE 24

CROSS -TABS BETWEEN MEDICINE ADVERTISING EXPOSURE AND MEDICINE ORIENTATIONS

Medicine orientation item:,... - Amount of Exposure:

Light Heavy
N=128 N=128

Hose often do you think titat p;tople get stomach aches?

A lot

Sometimes-
\ Almost uever

How- often do you think that people get colds?

15% 23%

75 65
10 12'

Alot 27% 40%

Sometimes 4 69 §3
Almost never 4 7

How often do people have trouble falling asleep at night?
-

`A lot 21% i3%

.Sometimes 57 58

Almost 3lever 22 19

When people ge.p a stdelach ache, *hat coo th usually do

About it? (open-ended, multiple responses oded)

4

Take medi ine 34% 45%

Take specific medicine 22% 17%.

Rest and take mediCine 6% 11%

See doctor 6% 7%

Rest 17% 12

Do nothing

When people get a stomach ache, how much does it help if

they take some medicine)

Pio

8% 2%

Very much -13% '14%
Pretty much 67 70

Not so much 20 16

o



TABLE 24 (CONTINUED)

.....*oweramovelmerwmeera.ikwra..............

Nedicine orientation item:

4When people get a cold, hpw,much.aoes it help if they
take 'some medicine?

Amount of Exposure:

Mgt Heavy.

Very much 13% 233

Pretty much
!

/0 %60
Not so much 17 17

Whenipeople have trouble falling as,leep, how much does
it help if they take some sleeping pills?

Very much 22% 18%
Pretty much 54 53
Not so much 24 29

When people 'feel. sad, haft much does 'A help them feel
better if they take some pill or medicine?

Veilr much-
Pretty much

6%

9

6%
24

0

Not so much 85 70

When people take some for a stomach ache,
how long does it usually 'take for them to feel better?

A few minutes 17% 34% 1

One hour 0,19 30,
A few howl 31 29
One day 13 7.

.`"

When people take some Medicine for a cold, how long
.does it usually take for they to feel better?

s.

A few minutes
One hour

13%
27

19% I
34;

4 few minutes 28 26
One day 32 21

When peopie.have.a problem thattbothers them, how long
does it usually take for them to solve it?

A, few minutes 12% 13%
One hour 17 22
A few hours 42 36
One day 29 44 29

4



TABLE 24.(CONTINUED)

Medians orientation item:

I t

I

.016qqnt ooh Exposure:

'14:4;t: Heavy,

How often do you worry.About getting stomach arches?

A lot H

Sometimes
* Almost never

How often do you esorry about catching colds?'

a

A lot
'Sometimes
Almost never

How often do you get stomachraches?
.

, ...

A lot
Sometimes

*
4 Almost never

5% 9%
24 38
73.. 53

8% 1:6%

40 41
52 42

Wok often do you catch colds?

-.4 A 1pt ,

Sometimes
411most never

'8% 3.6%

51 49
41 35

19% .20%

51 50
30 .'30

'When you get a stomach aches'how much do you take some
medicint for it?

/- Always 9%, 11%

18 . 19
Sopetimes 39 51

/4 4 14"4et' , 1

When you get a colds how much dq yob -take some medicine

for it?

34- 19

Always 10% 20%
Usually 30 32

Sometimes 47 42-
Neve), 3.3`. 6

At

4



TABLE 24 (CONTIN6ED)

Me4icine orientation item:

When'you take some medicine for a stomach
/
aghe, how much

does it helpiou-feil better?

Amount of Exposure:

Light Heavy

Always
Uivally "24
Sometimes
Never

a

'44 ,

27

11%
6
39
14

When you take some medicine for a cols', how much doe's it
help you feel better?

-Always
. Usuilly -.

. ,
-- '--Sometimes 4. '

.5%

38
41

12%
40
39

Never' . 16 9
/ *

When .people have a stomach ache or a cold, what do you
think is the best thing for themto do? (open-ended,
multiple responses coded)

Should take medicine 22% 30%

Shouldtake specific medicine 5% 6%

Should rest and take medicine 6% 11%

Should see doctor lb% 8%
9

Should rest 35% -23%

Should do nothitog 3% *2%.

If you had a cold, how many aspirin shoed you take to
feel better? (N439)

Three or more 9%- 9%

,Two 39 55
One 43 34
None

. 9 2

, Is it OK to take aspirin if you are not really sick?

Yes 5% 5%
Maybe 16' 13
No 79 82

11
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TABLE 24 (CONTINULt) "

114.1.71401.
.M10410....1111.1=4*.MMIIMONISOMMINMAIMON14

I Medicine orilntation item:

=1*m.11.01010.1.1001....01.1.11140.
AmismiNe...wimM110.41.10111,111.11110

Amount of Expoeuxe:

Lip ht Newry

Here are some kinds of pills and drugs that some people
use.)for each one, mark whether it is a good thing or a.
bad tblig.for people to iaae: (If you are not sure, write
a question mark)

- Aspirin

(N=254)

Good thing

In between ,

Bad thing

Sleeping pills Good thing
'(N=249)- In between

'Bad thing

"Uppers" Good thing
(N=245) In between

ad thing

"Downers' ", Good thing
(N=244) In between

Bad thing.
. -

"Dope" Good thing.
(N =252) In between

Bad thing

"Grass" or "Pot"' Good thing
(N=251) In between

Bad thing

11

11% 9%
49 51

59% 63%
35 32
6 5

40 40

#

St- 7%
11 16

B
I

83 77

5% 4%

9 16
86 80

1

4% 4%
9 7
87 , 89

8% 6%
17 9
75 85
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C.

TAB& 26

PART1Ai,10R#ELATIONS BETWEEN CEREAL ADVERTISING EXPOSURE AND CEREAL ORIENTATIONS
it J

.e

'Cerearorientation variable:

T......
Zero-oker

correlation

Fourth-order
partial

Consutption of heavily advertitied cereal brands

Consunption of lightly advertised cereal brands

;t..

Freque cy pf resuest for cereal purchases" .

Frequ'Ssyof conflict and anger over cereal denials

Approval of sugar

Number of cavities in past year +.09 +.04

f to
1

, f

All-table entries are c mputed on &SOS fourth, fifth sixth and seventh grade

studonts'.. Predictor v cable is Cereal EXpnsure Index, a product of the cereal

adVerti?ting attention item times the amount of television viewing on Saturday

m;5roing when these messages are shown. Fotirth-order partials control for grade,

sec, social status, and scholastic performance.

+.41

+.27

+.32

+.20

-.03.

+.37

+.24

+.27

+.13

+.03



TABLE 27

PARTIAL CROSS-TABS IjETWEEN CEREAL ADV;RTIS/NG EXPOSURE

AND CEREAL RIENTATIONSCONTROLEING GRADE IN SCHOOL

Cereal orientation item:

Amount of

Light

Exposure:

Heavy

H=264 N=242

Here is a list of brimkfast cereals. FOi each

one, make a mark showing whether you eat that
kind .of cereal a lot, sometimes, or almost never.

1

Alpha Bits . Eat A lot 8% 151
Eat Sometimes 26 ' 31

Eat Almost 'never 66' 54

Wheaties Eat A lot 11% 15%

Eat ometimes 123 19

Eat Almost never 65 66

Boo Berry Eat A lot 6% 16%
Eat Some4mes 15 22

Eat Almost never 78, , 62

Quangercos Eat A lot 3% 7%
Eat Sometimes 5. 11

Eat AlmoSt never 92 82

Sugar Smacks Eat A lot- 11% 25%

Eat Sometimes 34 . 38
Eat Almost never 53% 37

4
P

Cheerios Eat A lot 211 ,331
Eat Sometimes 2t.' 32

Eat Almost never 53 35

Pebbles Eat A lot - % 23%
Eat Sometimes
Eat Almost never 7r; :1

23

54

121. ; ,



TABLE 27 (CONTINUFV)

1,......101.0411.11100.1.111

Cereal orierta on it-m

3- Imelwammen.aMorms

Amount of

Li pht

Exposurei

1featry

Corn Flakes Eat A lot
Eat Somatlmos

Eat Airost neve_.r

28%
34

38

371

27
6

Captain Crunch Eat A lot 201 42t

Eat Sometime, 29 28

Eat Almost newr Si 30

Eat Alot 6% 111

Eat SOmetime 11 15

Eat Almost neVer a3 7u

Rice Krispies Eat A lot 26% 461

Eat Stine-. 37 3l

Eat Almost nover 37 21
Aj

a Puff Eat A lot 13%

Eat Sometimo7,. 23 21

Eat Almost rover 64 S4

Raisin Bran Eat A lot ?-.0. 34%

EI: Scmetimen 37 ..- ;6

Eat Almont never 45 40

Al:er you see commercials for breakfast
on TV, how much do you ask your mother to buy

the cereal for you?

Ask A lot 12's, 27k

At Som'etim.

kk Niwer 17 70



TABLE 27 (cONTINUED)

Cce orientation item:

41.1...1INVOMMIMIMINEMIY11111

Amount of `Exposure

Light Hedvv

`then your the says that you can't have a cereal
that you ask for, how much do you argue with her?

Argue A lot
Argue Sometimes
Argue Never

When your /mother says that you can't have a cereal

that you ask for, how much do you get mad at her?

Had A lot
Had Sometimes
Mad Never

Host cereal and candy has lots of sugar on it. 'Do

you think sugar is good for you?

Yes

Maybe

No

lv the last year, about how many cavities have
you had in your teeth? (open- nded)

ir Hone
OLe
TO
Three
Four
Five or six
Seven or more

14%
32

54

15%

20%
354
45

24/5

2S 28
60 48

10% 2.1%

38 32

52 57

37% 32%
9 14

20, 23

12 8
7 9

8 6

7 8
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Table 29

PARTIAL CORRELATIONS BETWEEN NUTRITION ADVERTISING EXPOSURE AND NUTRITION ORIENTATIONS

I Nutrition orientation variable:

Zero-order
correlation

Fourth-order
',partial

Belief in nutritional value' of orange juice +.11 +.11

;eliitin nutritional value of toast +.22 +.20

Belief in nutritional value of plain cereal +.13 +.14

r Belief in nutritional value oV sweet cereal e.14 +.12

INDEX OF NUTRITIONAL VALUE OF.EMMASIZED FOODS

rY

+.26 +.24

Belie# in 'nutritional value of waffles +.16 +44

BeIXef in nutritional value of Poptarts +.27 +.22

put or NUTRITIONAL VALUE OF ADVERTISED FOODS 4.28 +.24

Belief in nutritional value of eggs and bacon +.04 +.07

Belief in nutritional value of donuts +.21, +.17

Belief in nutritional value of cream of wheat +.13 +.16

INDEX OF NUTRITIONAL VALUE 01 NONADVERTISED FOODS +.23 +.23

Belief in importance of nutritious and balanced breakfast +.25 +.24

All table entries are computed on N=506 fourth, fifth, sixth and seventh grade

students. Predictor variable is Nutrition Exposure Inflex, 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 television viewing

on Saturday mornings when these messages are shown. Fourth-order partials control

for grade, sex, social status and scholastic performance.
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TABLE. 0

di

CROSS-TABS BETWEEN NUTRITION ADVERTISING EXPOSURE AND NUTRITION ORIENTATIONS

Nutrition orientation item'

Mount of Exposure:

. Light Lsii=

N=253 N2:253

iihich kinds of breakfast foods help make you strong
and healthy -- which ones are good for you to eat?

-,1 Make a mark showing whether each one is very good
for you, pretty good for you, or not so good'for you.

4

Eggs and bacon .

Orange juice

Waffles

Toast-

Sweet cereal

Plain cereal

Very good for you
-,Pretty good for you
Not so good for you

.12%
26
2

Very good for you 6%

pretty good for you 33 .

Not so good for yqu 59

Very good for yOU 81%
Pretty; good for you 13

Not so good for you 6

Very good for you 23%
Pretty good for you 63
Not so good for you 14

Very goOd-for-you 30%

Pretty good for you 59

Not sti"good for you 11

Very good for you 7%

Pretty good for you 24

Not so good for you 69

' Very good for yo 24%
Pretty good for ou 59

Not so good for ou 17

1 43

-. 78$

19'
'3

11%

45"
44

eo
14

2

35%
5

48%

45
7

9%
33

. 58

36t
50
14



411111110
TABU 30 (CONTINUED)

Nutrition orientation item:

Amount oftxposure:

Light Heavy

Cream of Wheat Very good for you 47% 60%

Pretty good for you 37 28

Not so good for you 16 12

Pop Tarts
00

Very good for you 12% 29t

f Pretty good for you 41 37

Not so. good for you 47 34

How important is it to start your day with a

nutritious and balanced=breakfaar

Very important 57%

Pretty important 33

NOt so important .10

124

74%

23
- 3
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TABLE 32

PARTIAL CORRELATIONS 'BETWEEN CANDY ADVERTISING EXPOSURE AND CANDY ORIENtATIONS

winte .".=1.4011..
1ftwonowisoam* 11./Y01...1141

Zero-order

Candy orientation variable: correlation

# P11111.10

Consumption of heavily advertised candy brand's +.29

Consumption of lightly advertised candy brands +.i0

lumber of candy bar's consumed in past Reek +.10

Approval of sugar -.06

Number 'of cavities in past year. +.03

Fourth-order
partial

.00

-.02 ,

All table entries are computed on N=506. fourth, fifth, sixth and,stiventh 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, ten,

social status, and scholastic performance.
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TABLE 33

PARTIAL CROSS-TABS BETWEEN CANDY ADVERTISING EXPOSURE

:AND CANDY ORIENTATIONS, CONTROLLING GRADE IN.5CHOOL

Candy orientation item: t

Amount of Exposure:

Light Heavy

N:263, Nx253

Alow often do you eat each of these kinds of
candy bars?

Snickers ,Eat A lot 25%, 37%

Eat Sometimes 40 41

Eat Almo.TZ never 35; 22

Butterfinger Eat A lot 16% ' 21%

Eat Sometimes 30 38

Eat Almost never

,

54

.

41 ,

Hershey Chocolate Bar 'Eat A lot 32V 49%

Eat Sometimes 42- 37 .

-Eat Almost never 26 14

Milk Duds Eat A lot v 21% 38%

Sat Sometimes 4 40 38
Eat Almost never 39 24

Baby Ruth Eat A lot 23% 31%

Eat Sometimes 30 36

Eat Almost never 47 33

Kit siCat Eat A lot 26% 39%,

Eat Sometimes 37 32

Eat AlmOtt never 37 29

Choc- O -Lito -,,Eat A lot 24% 35%

'Eat Sometimes 32 35

Eat Almost never 44 30



TABLE 33 (CONTINUED)

Amount of Exposure:

Candy orientation item

saallmot

Light lam/.

Ara*Nii...*1.

In the last week, About how many candy bars
have you eaten? (open- ended).

None 36% 33%

. 1 One 18 16

Two 15 16

Three to five 17 ,16

Six or more 14 19

Most cereal and candy has. lots of sugar on it.

Do you think sugar is good for you?

Yes 9% 12%

.Maybe 38 - 33

No 53 55

In the last year, about how many cavities have
you had in your. teeth? (open-ended)

None ( £ 36% 35%
9 14

.3 20 20

Three 11 8-

Four 8 8

Five or six 8 7

Seven or more 8 8
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TABLE 35

PARtIAL IONS BETWEEN TELEVIS N EXPO

Food orientation variable:

am*

GENERAL FOOD ORIENTATIONS

Consumption of heavily' advertised food products-

Consumption of lightly adVertised food products

Consumption of heavily advertised snack food product

Requests for heavily advertised fast-food restaurants

Zero-order Fourth-order
c. tion partial

All table entries are computed on N=506 fourth, fifth, sixth and seventh trade

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,

social status, and scholastic performance.

.A

1 ::s



TABLE 36

CROSS-TABS BETWEEN TELEVISION EXPOSURE AND GENERAL FOOD ORIENTATIONS

Iffirriawaraw,resmme............Irrwoonmr vaafew/NNOWNINIMIA

Amount of Exposure:

Food orientation item: bight He=
nmMlammallmNIVIMIION=01.11.01M.IIM.=wermIMIAINIOMMINmbeig.11...

Now often do you eat these things?

a
Potato Chips Eat A lot 51%

Eat Sometimes 38

Eat Almost never 11

Pretzels Eat A lot 23%

-tat Sometimes 40

Eat Almost never 37

74%

23
3i

44%
37

19

Icy Cream 1 Eat.A lot 51% 74%

'' Eat Sometimes 43 22

Eat Almost never 6 4

Soda Pop Eat A lot I
44% 64%

Eat Sometimes 38 24

Eat Almost never 18 12

'4 Hot Dogs Eat A lot
Eat Sometimes

38%
47

55%
34

Eat Almost never 15 11

Hamburgers Eat A lot 53% 68%

Eat Sometimes 40. 26

Eat Almost never 7 6

Chocolate Drinks Eat A lot 24% 42%

Eat Sometimes ,34 36

Eat Almost never 42 22
4

Cake Eat A lot 28% 49%,

Eat Sometimen 51 34

,, Eat Alirv:_, never /21 17



TABLE 36 (CONTINUED)

Food orientation item:

Amount of

Light

Mcioeure:

i2411/.

Cookies Eat A lot
Eat Sometimes
Eat Almost never

When you come home from school in the afternoon,
what do you usually eat for a snack? Write the
names of things you eat. (open-end; first three
responses tabulated).

Cookies/Chips/Pop
Cereal/other/none

Milk /Fruit /Sandwich
9,

How much do you ask your parents to take you to
drive-in restaurants like McDonalds and Burger King?

art
Ask A lot
Ask Sometimes
Ask Almost never'

45%
8

17.

34%

30

35

24%
57

19
A

'62%
29

9

37%

29
34

47%
38
15

.04

11. +qr.+
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t
a
b
l
e
 
e
n
t
r
i
e
s
 
a
r
e
 
c
o
m
p
u
t
e
d
 
o
n
 
N
=
5
0
6
 
f
o
u
r
t
h
,
 
f
i
f
t
h
,
 
s
i
x
t
h
 
a
n
d
 
s
e
v
e
n
t
h
 
g
r
a
d
e
 
s
t
u
d
e
n
t
s
.

P
r
e
d
i
c
t
o
r

v
a
r
i
a
b
l
e
 
i
s
 
T
o
t
a
l
 
E
x
p
o
s
u
r
e
 
I
n
d
e
x
.

T
h
e
 
p
a
r
t
i
a
l
 
c
o
r
r
e
l
a
t
i
o
n
s
 
a
r
e
 
c
o
m
p
u
t
e
d
 
s
e
p
a
r
a
t
e
l
y
 
f
o
r
 
e
a
c
h
 
c
o
n
-

t
i
n
g
e
n
t
 
c
o
n
d
i
t
i
o
n
 
s
u
b
g
r
o
u
p
,
 
w
h
i
l
e
 
c
o
n
t
r
o
l
l
i
n
g
 
f
o
r
 
g
r
a
d
e
,
 
s
e
x
,
 
s
t
a
t
u
s
v
 
a
n
d
 
s
c
h
o
l
a
s
t
i
c
 
p
e
r
f
o
r
m
a
n
c
e

(
e
x
c
l
u
d
i
n
g
 
c
o
n
t
r
o
l
 
v
a
r
i
a
b
l
e
 
w
h
e
n
 
i
t
 
i
s
 
a
 
c
o
n
d
i
t
i
o
n
a
l
 
v
a
r
i
a
b
l
e
)
.


