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supportive érihted booklets.* These products have been developed to

LA ¢ v,
.

increase awareness of certain ehild-rearing skills and practices:among

P

low-income Anglo, Black, and Mexican American parents ®f preséhool,children.
N . . ) ' . ' .
‘ ' , -~
B. NEED ’ ‘ '
In-recent years researchers ih early cbildhood development’have‘

' 14

called’ a;tentlon to the potenplal of the mass medid for, trénsmlttlng
parenting information (Gans, 1968; Schaefer, 1973). Greenberg and Dervin
(1970) ébcumented that the urban poor rely heavily on television in par-

~
. .

ticular as a 50u2$e of information.. Their study revealed that low—incomé

‘ ind1v1duals tehded to_view television as a more credlble source of infor-
) .

mation than "'stabllshment representatlves such as teachers and other
- ~
professionals. -Attempts to utilize television-ds an instruetional medium

fpr low—income-gudiences_havegmet with some success (Mendelsohn, 1968-69;

-

Mbrreau, 1972). For the most-part,,these studies established the program-

<
ming preferences of low—income audiences .for daytime anhd.prime time enter-
[ Y

tainment ‘fare. Moreover, educational" programs of the Public Television
. ’
L. -

. .
»
¢ s R

~

*The other. ECP components include, the Parenting Materials Information®Center
(WU 1) and'Multimedia Training Paqkages for Low—Income Parents (WU II).
B AY

-

- - v .
i . ’
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¢ variely have generally failed to engage this audience. queed,:ﬂ;eeemed'

7

’

.

apparénp that the low-income audience was likely to be reached in a sub-
‘ . . . > s
stantial way only-through the Highly, competitive commercial TV market'

(Valenzuela, 19735. o ., ' ' v

’

A Tecent series of publications by thé Rand Corporation (Television'

and Human Behavior, 1975) sought to }dentify)and describe research needs
v ‘ .. '
and priorities within the scientific community that relate to television.

The relatiodshipvgf television .to the minorities and the poor was ranked

third (fbllowing television and children, and television and politics)

ationg nine priority areas. ThesRand study was based on in-depth inter-

- -

views with social scientists who are highly active in research on tele-

vision and human behavior, on information collected since 1975 from a

wide spectrum of the congerned scientific community, and on the views of
' +
in research on television

A4

a panel of social scientists who are acti

and human behavior and well-informed about trends and currents within

’

the field. There presently exist few studies in the literature that

deal with the relationship betwgen minorities or the poor and television,
egpecially with regpect to the Mexican American subpopulation. ' Thus,

R . . i -
there was little evidence on whether the minor%ties or podr were affected

differently by televistbn violence and othpr classes of content or for-

’ . 3 - * & *
mats that have been shown to affect other populations.. According to the

# .
Rand review, 05 particular lack were "studies of various behavioral and
» N -

attitudinal effects, the role of television in.disseminating information,
, € . . -

and the 'potential of television for delivering social services, such as

M -

counseling®of variou7 kinds”flRand, 1975, p.'24):* . . -

'

In conclusion, there exists the need to disseminate parenting infor-
/ -

mation to low-income and minority audiences apd to further evaluate and

A

¢
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for this dissemination. Beginning in early 1974, fhe x{espopse by th%

ECP to this need has been' to develop and ‘evaluat‘e the eff\e;:tiveness of

‘ * " s‘- R x R LI c * ' /"

y : - - 4

-, . , .
research the °ut§1i1‘:y of television and selected Communication strategies (

~

-
.
N -

. -~

}‘ y BOSITIVE PARENT, a series of TV'spot announcements and supportive b.on-

and.MexicaAq ‘American parents of preschool children., J

cluded four objectives: (I) i development and evaluation® of new vy .
spots and suppogrtive 'booljts, (I1) the continued field testing o
N

ing TV spots and their p

s

. lets on\certain parenting topics intended for low-income Anglo, Black,

L

.*  °C. OBJECTIVES/ACTIVITYES/OUTCOMES ° ' ' '

The WU III scope of work during the c%rreﬁt funding period has fin-

»
’,

ticular suppbrtive booklgts, (111) evéluation

.

-c;f the effects of 1ongitudin.al TV"spot broadcasting, and (IV) design and

.

¢ implementation of a ‘marketing plan for the POSITIVE PARENT products.
4

S A)
The activities required to accomplish each of these objectives and the

. ‘expected. outcomes for each objective *are enumerated below.

f exist-




g

v

. - . \ n ,
. . , * . >é v . *
. i s T - T ‘
Activities - - = Expected OQutcomes
4 N s ' ‘ ‘ - .
. OBJECTIVE I: Develop new TV sgots T : ' | ¢
. and supportivé printed materials - A N v :
.« i 4 .
Y o \ .
) ‘ 1. Conduct Needs Assessment to Written report summarizing design,
. ‘ designate potential topics ‘for administration, and results of’
spot and booklet development.’ Needs Assessment- : ,
. 2. . Produce new sets of TV spots . .
s ' and booklets. : - , . ]
. . o . -
T . identify 2 topic areas for ', ‘ ,
! development based upon in- . ‘
_ formation gained from Needs .
. ' Assessment. ‘
.Q .
. prepare’contentvOutlines for Content outlines prepared. A
the selected ,topics.. -
v . . & -
M ‘ . conduct eytermal review '6f Written consultants' reports pre-
i content dUtlines by gonsul- ~ senting a criticil review of the !
5 tants. content outlines. S
y . . ‘ ‘
‘ . . designate treatmeng objec- ¢ Writmenbmgmorandum pre%fnting.treat—
) | tives for spot and booklet ment objectives for spot and booklet
design. oo development of each topic.
~ ' s ) .
! . design spot treatments and §
rough.drafts of booklet con- ‘
" tent for each topic. . \
s - . ) TN
. review spot treatments and . -
‘ bodklet drafts in-house and . . .
. revise as necedsary. ’
~ v R ~ ) '
. . review evaluation methodology . t
- and ptepare instrument?tion
' for Design Test I. ’ ,
. . produée treatment storyboards ’ ]
and booklet mogk-ups. . . /
. Design Test I storyboafds and - .
mock-ups with pample of target _ . ]
audienep. ’
. analyze Design Test I data. Pfeliminary written report orF
N analysis findimgs from each Design
. N Test’ I. ~ o Lo
+ ?
’:‘ i
. “ 1 0 : ¢ Y.t
o g ‘ . 4

ERIC

Aruitoxt provided by Eic ‘
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ERIC

Aruitoxt provided by Eic:

"OBJECTIVE II:

.

. . produce selected spot ‘treat-

ments in 30-second version§ .

and print booklets based on
Design Test.I findings.

. subf#t spot treatments: to.
Design Test II--'red flag- .
ging"” with sample of target

- audience. -
-
.. conduct external review of
.+ produced spots and bookletsfx\
-
", revise-spots and booklets -as
" necessary. )
3. Pilot Test new spots and dissem—
inate supportive printed material
\
. . research and select Pilot
Test PV markets. - %
r »

. review Pilot Test evaluation

- methadplogy and prepare in-
strumertation. ’
reproduce station subs of
spot treatments on videotape.
4

secure cooperation of commer—
. c1al TV stations in selected
- . markets.

-

implement Pilot Tests with
.. TV stations.

. collect, process, and
respond to audience response.

analyze TV station receptlv-
ity and audience response
) ‘fot each Pilot Test.

”,

| ‘.

Field Test ex1sting
TV spots and‘dissemirate respective
printed maferials

* ”
‘1, Review Field Test evaluatlon .
design. .
-
. ” . -
v ~ (

N

Six (6) TW spots (3 trestments each
for 2 topics).and two bdoklets (one
.for each topit) produced. ‘

"
Written memorandum summarizing
audience review of produced spots.

.
o

d
I N .

Written consultants' reports pre-
senting a critical review of the
-produced spots and printed booklets.

~

kY

A}

’
-~ /‘
Writtem report containing process
.evaluation inform tion ‘and results
~ from analyses of é&posure and
response datd. .

.
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ERIC

Arutox providogo e | |m-‘ JAFulext provided by enc

N

4, Obvéin cooperation of prospec- . " ’ .
) tive 11a1s0n‘agénc1es to implg- - C
ment longitudlnal campaigns. . yd ‘ oo .,
5. Conduct {mplementétion training *° Longitydinal tampaign facllltators
with agency facilitators. f _ trained. L i .
v / . - ) . b Y )
6. Reproduce ahd distribute Iongi- v spots and aceompanv1ng materlals .
. tudinal canfpaign materials to reproduced and dlstrlbuted '
facilitators. ] . > : X
. . 12 o

Ad
<
*
.

¢ + " y . ) .
. ¢ 5 . \ ’ . - ~
2.. Select FieId Test' markets from - x . Writfen memorandum ontaining list
national. samplefof potentlal : /%f patential test markets and the1r )
markets. ] BT 'solectlon i{lterla. c.
. o 'x.‘\‘_ “ ._);’” "ﬂ:‘
N i '\. Al ’ ) . R
3.- Obtain- cooperatlon.of prospec* . .;adf N . .
* tive liaison ‘agencies torimpie— . RN v, .
AL e, A N . B - o .\A
ment Field- Tests. ”"~7‘5f?§ 0_ﬁﬁf$? TN LT
. —_— N S AR -

A la }
4. Conduct 1mp1ementat;on ﬁralnlng ‘s Field Test facilitators trained.
with %ﬁency facilitators. < ~

.

v

' for\longitudinal campaigns.

3. v Select longitudinal campaign erttqn -memo'randum contalnlng list
markets from national sample ~ . a4 0f potential test markets and their
of poiential markets. $e1ect10n crlteria

: - . ¢ ’ _8! . - e : . ,. . ot
e .. _, o

’ . . . .
5: Reprodhce and distribyte Field °* vV sﬁots danéd - @QCQmpanylng materlals"
Test mater%als to facilitators. repnoduce§ and d1str1but9d
! . Y. - - - .
6. 'qulegt3 process, and respond . Supportive booklets respective to
to audience ‘requests. i " each Field Test mailed out. ’

W. ~ < . . * * » - , -,
+7. Analyze TV stations receptivfty ~ ertten report contalnlng process ¢ =&
. and audieqce response for each evaluataon 1nformat10n and resuhts .
. Field Test. L. from analyses of exposure and ta

> v "' ponsg data’ .
~ Ly P .
8. Review apd/rev1se Field Test ' ild Tesr\}‘aulltatm‘ Opinmnnalre
Facilitator Oplnlonnaire ,° revised. ot
' . ' - B .
9. Assess SEDL/1iaison, agency Wtitten memq%andﬁm stmmarizing facil-
* coordlnatlon s ’ itators' assessment of Field Test™
- liaison. o .
- L [
L . N\ . , - ) - ?
OBJECTIVE III: Research effects of | o oo
longitudénal TV spot campaigns ) : .
' L '- ' . / , .' . ' . '
i}. Review 1ong1tud1na} prototype. : ;7 ' . . ) .
‘. ‘ ' S~ - . )
2. Define objectives for longitu- Written report containing research
e .dinal campaigns. T . objpctives and evaluation design .




oo 7. Collect, process, and- respond - __ ‘supportlve printed mat®rials respec- *.

) R to addienice reguestsJt ., ;" tive to each campaign test, malled
» - ~ Cliaid . ' - 1
rLe AT : . . out. ' - . |
oL 8T Analyze TV station‘&eoeptiv1ty Written report cohtaining protess f./
R *  and audience response for each . evaluation infprmatign an resﬁlts
- longitudinal campaign. ‘ . ‘from analyses of 1ongitudinal cams ‘
y . . ’ paign data, "
rd " i . 3 e N : A ‘
e ., 9. Assess SEDL/limison agency . ‘Written memorandum summarizing facil- -* ,
SRRV, coordsnatlon.- . . itators';assessment of longitudinal .
. . - .8 . ) . . " campaign 'liaison. . :
' : ‘ . " £ 4
' "OBJECTIVE IV: "Design and initiaté ~ [ . - - " 5
_ marketing plan‘for component e T : . . .
Qroducts . ) . . . .. ) ) .
. . -
.1, CGompile natlonal listings of Listing ,prépared of Poteneial'user
> ¢ potential user networks and " ) networks and agencies. . , . :
. . agencies. B e Lo . : :
—_ ) ) At . . . \ ,
2. Distribute preview sets of mate- . - Preview sets 'of materials distrib- '
}\EL‘ ) rials to.a dontrolled sample of . uted. Llstlng prepared of respondlng
- . ) llsting T Do . agencies. -- . . L
Fad ’ ’.‘ T . . ) R
3.. Contact interested agenc1es and Written repor#outlining market ,
' networks. " . R * potential and [dedign for a natlonal ”
. ¥ . .. . T distribution plan. - ¢ ’ : )
S All of the abové'actinitres were implemented basicallf-as stated ,
‘. ' Sl o S . .. -
with some.moSifications. AJdescriptlon of'%he new product deyelopment. .
B -~ » - - R
s . testlng and results'follows in Chaptgts 11 and. IV 'a description o? the .
) . . development, testing and results, and marketang plannlng for ex1st1ng .
: “« i .o
' ’aproducts follbws in Chapters fL; de vV, a discusslon of ‘the results of . . _
[ -
s T %he POSITIVE PARENT ma%ketlng effort is conta1ned in Chapter VI, "Other B
, T * . ‘o .
* \ . g
' Significant'Effbrts;" and 1mplicat10ns and recommendatlons regarding ° ST
o . the WUIII outcomes are contalned in Chapter VII . b
- o ? ‘ .
. e
PR g
’ L3 -
. 1] !
S 2 e
A -
- ' N
- - ¢ .
o . :
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I1: 'Description of Néw Product Development e . ' : N
AL PRODUCT DESCRIPTION . oo

. '2 Tﬁe WU III products develOped by the ECP during the current funding

period ‘Nov‘ember 1\‘1976 *October 31,.1977) include six,(6), 30-second,
rdcast qua}ity, color telev1sion spot announcements, produced on video-
- tape and two (2), Supportlve, prlnted booklets. Three of the-spots and

_ one boollgt were prepared for each of the two parent1ng t0p1cs, "Discipline"
. and !'"Family Roles and Relatlonshlps" developed by, WU II. . The target pop-

ulation for alL,products were low-income parents of preschool children. .
The new PQSITIVE PARENT TV spots and booklets are both mono and

multlcultural in format. Each spot was deslgned to appeal to a partlcular

R e, . - 4 >

éultural.sub-grOup of the target-population, i.e., low-income Anglo, Black,
v -

or Mexican American parerts of pteschool children. The ‘three "Discipline”

A

- | . o e |
‘ cultural spot versions were designed to portray unresolved "slice-of-life"

. ) ) . _— ‘ .
* situations imvolving examples of children's migbehavior. The "Roles and
™ ., e A

‘v. - ‘ ~Z .

Relatlonshlps cultural spot'versions were'designed as montages portraying

several pos1t1ve "sllce of- llfe" interactions betweéen chlldren and adults. —

~
¥ - .

- Voice-over audio narrations in English accompany the four Anglo and Black

cultural spot versions, and Spanish language voice-overs accompagy the
. . - ) .
.o L : .
ltwo~Mexican American versions. All of the TV spots end with a closing

- - v
v v !‘~’ .n

5 ‘*\;%gﬁ;o 1dent1fy a spohsoring agency for the public s@rvice broadcasi’of

~1{ ;the spots and/or to advert1se the availability of the supportive booklet

- for the spot topic. A gingle, multicultural booklet was designed per
topic, which supports all three of'the.monocnltural spot versions deyel- N

v oo oped for that topic. The booklets are gg,English with photograpb&fbf

Anglo, Black, and Mexican Amerlcan famtljes accompanylng_the booklet text.

. Table 1 illustrates’the topics and, versions of the new TV spots, together

>

with the two new booklets. VI 4

b s A +
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, i TABLE' 1

le

NEW POSITIVE PARENT RRODUCTS o,

TOPIC - - | - SPOT/4/ERSION ' BOOKLET

T

. "Discifline" . BROKEN COOKIES "4 Ways to Discip\ne"
" I

. - (Anglo) ’
s J . A f
. - TOILET PAPER ) .
(Black) . ) .
V4

- ' MUGHOS. COLORES -
(Mexican .Amarican) . '

R
"Family Roles and MONTAGE A~ "Where Do Adults Come A\
! Relationships" .. (Anglo) . From?" -

- * MONTAGE B - : ' IR

. (Brack) » ~ , ° - 7 X

.~ e .
MONTAGE C° <
s ' . . [ (Mexican American) . . ) \
. - - - T v

B. DEVELOPMENT PROCESS NARRATIVE EE . . Q -

4 -

In 1970, SEDL adopte® a pfo&uct development model thét incorporates

4

thg 5r0ad range of activities involved in the‘formulafion, development,

v > ¥

testing, and evaluation of an educational product. The~model contains

\

L 4

{
six interrelated stages:

, .
{1) Context Analysis’ : ' ’ . )

- -
(2) Conceptual Design /
= ‘o (3) Product Design ! v //\J
3 -~ - -~
P (4) Pilot Test ' v

(5) - Field Test

. . .(6) Marketing and Dif!usion Y.

DeVelopmentai_products at, SEDL are expected to cycle and recycle

&

within each stage until they are sufficiently refined to p‘Ggress to the

L]

4




i L) ‘ ‘gg " T * ”
v . B . R N
; next stage. It is possiblg for products’ ta cycle backward to.a previous }“{
. R - i - « ! " , h . ‘ .5 J : L y
.. stage for further refinement and re-evaluation. It is‘also.possible

that sq§ products, ay sklp ‘an entire st’age or. that two stages can be

e

© ¢ N .

conduct simdltaneously. Products Whlch a%e partlally developed else-

~ . * »

. where may be introduced into‘ﬁhe development cycle at a stage other than

[ - The implementation of the development;brocess rarely follows a

3 . - » .
linear progre531on df discrete stages, srnce each stage con51dernbly

LY -
overlags the sta@i% that precede and” fol%owvf It is also og?le p0551ble

- 4

that two or more stages may océﬁr 51multaneousfy w1th regard t6 different

S
A : - , L
e compone!t'products. . 7 . : " . . T
' PN s — ' j"\? ) ) - . ’ i
1. TContext Analysis T . . |
. - ” . . |
b ‘e ol . e s '
Context analysis is ijcerneﬂ with performing analysis and pro- -
viding information on.the problem ‘under congideration. The objec- - T
- N 4 " . . 4 . . NI . -
tives of context analysis are, to define thé problem, to establish -
b A - ;'*-, f - ‘ . . )
its parametefg, to conside;'possible solutions to the problem, and o
- - - o o0 "j'u
‘to identify the strategy or general approgch which appears to ba: . b
/ , 9; ." we * - - d
v the best. .
. -
. . . .
The steps usually inclu%ed in the process of context analysis
- are as follows: - oL ‘ T :
. /o ‘ P . “
. . . Recognition of the istence of an impbrtant so6cial problem.
. ’ ’ B e ’ N
! Realiz t the problem is relevant to the problem s -
focus-of Yhe Laboratory. ’ ‘ﬁ,* F
. . . Identification of a spepific social goal heretofore insuffi- o
) ciently attained. ) . R /(__
’ " . .
” . - . b .
) AN
Collectiow of infermat1on‘about the, social problem and its
causes. s , . .
‘ . - ‘ ) *
. Organization of the iﬁﬁo%mationu S o i ‘
L] B d ' - £
N i
P - -

v . : \\ LT ) -
o - y .
‘s s 1 . "o
(4
~ .

o ' 16 . C :
[ERJ!: S ' _1§f S ’ . - ‘!’
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X ’ I3 N r ’ ~
Identification of imﬁortenp factors that affect artainment
ofe the goal. . - . N

' [

v
-t

.+ Identification of speti%icffaotors to which emphasie should
be given. . . . v

Specific Statemeht of the problem and its parameters. "\

-
~
-
a v

Identification and @escription\of alternative pfoblem—solving

.

Iﬂentiflcatlon of those strategies or general approaches
which appear most 11kely to,solve the problem most effectively.

a

During the early months of 1973, the ECP conducted a Context

Analysis study to ideptify problem areas in educational development,
0- + . - 5 : )

and to establish pr;orities for future work. A major finding of °

’ . » .
thdt study was that vlow-income marents do not have as easy an access

to authoritative parenting information as do middle ‘and upper income

-

parents. Most parents, whatever their socioeconomic level, do not

“receivé'dﬁy,formal instruction in effective parenting. - Middle and

upger‘inceme parents, however, have the benefit of substantial popular
]

literature Wthh responds quite effectively to their parenting infor- o,

~

+ mation needs.

Y

>

S »

.

The same beneflt does not extend to low-1ncome parents

because of ‘the generally inappropriate reading levels and the frequent

cultural'irrelevanee of such literature.’

-»

.

According, to6 the ECP Cohtext-

stg&;egies that can “be considered. : .

»

g~

)
v

I

) Analy51s (1973) effective parenting is clearly as important to the ¢ :

develbpment o; the low—i‘me chiid as ‘it is to that o,f othet chiidren‘-;
[ TR . ja J

In an attempt to provide low—income\éarents with 1nformation . v
4 . . Y
- on recommended parenting practices, SEDL and.the ECP proposed the oo

product, strategy of a se{ieé of TV spot amnouncements and supportive

»

r
. booklets on individual parenting topics. Abundant marketing
' 4 ' ' ‘ N e
T could be cited to substantiate the.success’ bf commercial spots on

.television in generating interest in particulaf products. ‘Many

»
. . 4

‘! -t ’ ' ) . Fﬁ““_ﬁ

o e | 17
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, . non-commercial concerns, qméng them the,National Safety Council, }
- N o - M L - . B w
, » Care, the United Wai,\and the Church of' Latter Day Saints, regularly
S ] % . . LRI . ’
used FV public service annouhcements as, promotional- devices.. The

. TV spot brqadcast as a publie service announcement clearly could be

. an effective meﬁ%od of disgeminating parenting info%mafion since it

. I N - » »
J . . e , .
' possesses'seve{gl advantages over other tel'évision formats: (1) .t
9 Mt : : 7 . \ .

b refatiyely sm#ll pfoductidn’cosﬁs, (2) accessibility to fret commer-

.® + cial broadcaét, and (35 the potengtial for gfeateg aniénce exposdre 7/
' ) - ' |

. . through repeated airing and an‘"unbounded" Qgg;dcast schedule. -
. N » . . . A v N ’ .
. 2. Conceptual Design’ . ) ' . .

»

v . r- . 3 ' -
. Conceptual design is concerned with the development of various
b . . L . ? : b

. aspects of the selected strategy. The objectives of the conceptual

~«

- design -stage are the identification of various components and elements
,". ’ a ' : T . ’

’ ,' pE the solution strategy and the development of a model of elements: .
B ¥ A 4 “ . \ 1 ! c - ‘
. ) ‘o'o-o\'\ ° . » 'y »

: . nd aétivities sequenced to achleve the objectives of the prOJect.

. 7. e =Y 7 "
. . E Qi#.' ‘Steps usually 1nclpded in the process of conceotua& de51gn are

¢ . i e ‘q'- ¢ . *

. - “Bs follows:‘ . .
) ‘ A ¢ . /J

Spe01f1ca£10n of the sqlutlpn strategy chosen in Stage One
of deve lopmen t.

i
|
€ ennfieaon e ameuon
) - ! ‘ ., Identlfacatidh gf a theoretical framework for a model which

- ' . . +will "implement khe selected solution strategy.n .

Y S Identtfication of the elements and att1V1tiEs in each compo-

’ v :" nent of the model. * ¥ - T -

4 N ¥ ‘e * -, L . . . . i ii
o i -,. * Pescription of the scope and sequence 0of goals for each com- ‘ \
. , ponent. . vy
o, i 'v‘ﬂl . ¢ . .
. ’ \ . Spec1fication of the res\\rces which wlll be requlrei ‘
. S <
.; « ] <+ , Delimeation, with, approprlate documentation, for the model
‘ ' i’ i its entirety. “ - . R - '
. { The dévelopment of new TV:spots énd booklets  was bz’lt upon the
- . 3
. | . findings of and the ECP responseA{o the 1973 Context Anflysis Study.
. R .‘ e o
. . . . ' )

Q ‘ N [] . ’ ‘. - - .
ERIC . . - | e =18 - . oL
P o B - T ] : : . ) ‘r .

» .. » - - 5.' ”(w ‘..'.‘ i . -
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I e New product development’ also followed the development and testing

- : »
-~
of a series of 10 television spot announcements and booklets. In

'\
T P

November 1976 tire ECP contracted wi‘a marketing researoh firm, L .
. Marketin,g. and Research Counsel.ors, I " (M/A/R{C) in Dailas, Texas
. L 4 /
7 to conduqt a Needs Assessment w1t1’1 samples low-in!:bme Anglo, P
l ‘ «
. Black and Mexican Americain paren’ts Qf preschopl ch.ildrén. “The ob- - :
- ' . L e . 'ﬁ s Y’
. © jegtives of thls sthdy included ) . o .,
. ] . * - .3
' ) . . ) .
L . (1) "To d‘étermine which“ paten"tl,ng" topics are co'ns;dered 1mpdr— Lo
S . ., ' tant by 1ow—income parent.s Qf young chiJ’dren B .
. » N . “e v, e e
.. . \
N . C 2) To deter@me on w\nch parhntlng topics low—1‘nco‘5,pare\gs R
- T feel they’ have the mo‘ét knowledge and sklll - .
. ] : <.
. T, 0 . " N ? '
! ' . . (3 To determlne Obn\whlch paraiting topic_, 10w-1nc3me pa'rents :
. ¢ feel they need to hiv ? additi8nal .knowledge .an skillin,
: ) T/ -, 'with respect t0 becom ng rpor ffectlve paren»ts.- 3 s
- " ! 4 -
‘ L (4) To determlpe' whi’t,h!&inds of mat.erlal fm‘mats are pt‘ef.erred t .
o oot .and best" suited "tos convey ;Lnforma'ti,on to the target audi- P
: 5~ ence paren'ts. . . . .. . :
R . .-v:,:‘y‘ . ‘M\\'“‘\:‘. :'.'." a.. /~ ' . b
(5) To determine what. parenting needs§ if any, ave* peculiar
T~ v, N to each of ‘the terget aud_m-nce groups, i e., Blacks, T
" o N Mex1can Ame:;icans, Anglo‘s . s - . ', i L
- Y. ) 'y o I( Y, et v‘ ' _"' ..‘ 9 - T ,
. L. Q) To deter‘.mine sﬂnllarlties and .differences, 1f any, bégwee‘n
. N urban pa.rent cond’erng\and\.needs and those of -rural parents.
; ‘ LR i B . L.
. (7) To determ'lne what™ me’bhd’cfs ﬁre mos,t“ effe,enve 1n ‘prov1d1ng R
) N follow—up 1n'form‘at1071 and. assess'm;e‘nt of parent u‘t-illzatron :
. ~ of acquired parentlng .k.noﬁledge a'nd skllls R .
. ‘ oo ) r .
\ ) 4' (8) " To identIfy informational ,mate‘rial language, preférences ,
b . . with. respect to materlals pfdduced for use bx parents . 7
e ' " s e e e .. : "
' v ,(9) To dra.w from the needs ssessment partigipgnt 1nformat10n
. » -
( . C about a' set of ‘topice 4nd strategles for developing and -
v ) S . producing new-materials which increage parenting kn-owledge :
, ‘ . “and~sKills of. Iow—lncome parents of-“preSfchool children. ‘
v N, The Needs Assessment study was conducted by M/,A/R/C in the form
. ' . \' v .
0 ‘/ . of a series of fOCuS group i‘nterviews with' discr;ete samples of par-
' A . . P ’,1 . u/ , ]
. ticipants. The ECP chose the focus’ group technique for the ‘Qeeds‘
h \' . . ’ ! . ‘ \ '

‘.' i . ., . ' 7. 1 9 . ¢ ) N ’
. ) \)‘ . P . . ' " ’_" ° N ' .
» - T " -18- . ' "~
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-— L] '§ -,
. l‘* ) - & N . " . 1 . \
5 - . ! . )
L] . _ . . ’ .
. . T * -
. ' V4 3] v f . ' . . N v
= - Assessment. in view @f the qualitative rathér-than'quantitative in- - = |
Il . - . . .t - ¢t . . <
* formation that this Wechnique can provide. Table 2 illustrates-the st
. ° ce . fo [ T <y . N . )
) Broyps used for the study. . * . ol e
- -, - . . - ) o .
. ‘ . ° ‘e . 7 . e . ‘
.« . e TAB{E 2 o ] -
o e NEEDS ASSESSMENT FOCUS GROUPS T . )
. , con . Number of .
. Jype of Participant - ) .City | g Participants °
. * . - . . . '. . ‘ ‘
Urban Black Women . B Dallas - 10
o . L ' C e
«» .gUrban White Women \ ~ Dallas .11 , P
k‘ ) ‘ . * . © 4, ‘ -/
¢ Urban Black Men . T Dallas ‘// 11 . -
v * Rural Black Women ' K Corsicana . T 14 )
v - “ - T . . . .l . Al .
. Urban Mexican American Womeh . Houston ' &’///
M J 3 v ‘
3 l‘
Rural Mexican American Women Harlingen A2 . .
" M/A/R/C reported seéen parenting 00pics.as being coqéidered impor- e
¢ : ' o : -~
v . \\J{' - [
tant by the focus grouﬁ'particigants: - . .
“ . Thé huphand/wife relationship ds it relates to having chil- ) -
. ,dren t L , o -
- . . Eliminating or redﬁcing the burden and hassle of rearing *
' children .ot .
P o y / :
~ . Discipline i t o .
EA . . ‘ . . .
. Téaching young.childran about - sex L. , g
2 . . . ' s v (l(\ '
. Questions anff communication - . ) ‘ .
) . Ghild déye}bpment B S . .
’ , . N
. . Health &and safety - - ' . '
' : . * \
. 'By way of summdtion, the researcher récommended that the ECP develop
. . ‘ its new ﬁarenting products around four key topics of concern to Low— »
. ‘income’ parents: . (1) Husband/Wife Relationship, (2) Reducing the - e
LY ' . ) . o ' .
% . Hassle of Raising Children," (3) Sex Education, and (4) Discipline. v

" . » 3! . ) R ) s ) N
- , -19- ~J N

. s * C ey
~ . . o . . LN ——
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A more detailed presentatfg: of M/A/R/C's conclusions and recommen-

dations regatding the ECP Needs Assessment is includd@ in Appendix A2:

. Py -
7

. %F response to these recommendations, the ECP chose to develop

* its ‘new WU IT and WU III products on the tochs of Disc1pline ‘and ’

"Famlly Roles and Relationshlps (’FR&R") and to 1ncorporate aspects-

»

of pther two topics within the contfent approaches. In “additien,
x © -

) wv II chose the topic of "Respeto en la familia" for a thijrd Multi-

»

-
]

media Tra%ning Package based on the Design Test comments of Mexican

Americégparticipants. WU, 11 staff developed content ‘outlines for

.

"Discipline" ‘and "FR&R." The outlines were reviewed in-house and

K

by external consultants, then revised accordingly. A complete dis-
° . - . 4
* cussign of the content outlines, the review and revisions can be

found in the Wik II Final Report. v i -
. . N ¥ : ’
3. Product Design/Design Test - .

-

. The‘third stage of the,development process, product design, is

concernel with converting all existing research, studies, conceptual-’

3

izatibn, apd specification into an initial version of a developmental

e objective of this 'stage is to produce a workable product

‘ ‘

\ . , - .

_ which incorporates specified elements and which includes enough con-
& S , : ' C .
~  tent of sufficient quaiity to be ready for testing.

The steps in*the process of product design are as fdllows
- Conver51on of the model delfﬂ!ated 1n Stage Two and the
related decisions into specifications of obJectives "for each
component and each element. - ]
* . Designation, in writing, of the elements and activities nec-
! essary to attain the ob Tives. '

Y

- _Specificatlon of materia equ16ment, staff . (number and
skills), and any special grrangements required for the
activities.

-~

"
) L

v




, . . . .
)
- ! . .
+ Delineation of anticigated costs, and consolidation of.costs
into appropriate budggt categories. X .

Integration of activities into a schedule that permits their
- N PR N
sequential development. . . . *

!
Production of an initjal Ver51on of the product, using avail-
able skills to combinke obJectlves, specifications, and, elements.

Product Development ObJectlves were faéntlfled,by WU IIT sta f[
for each topic respective to the prbduct formats of TV spot announce- '
ments and supportive printed booklets. The "Discipline" TV spots '

were to be designed to-incredse awareness of the general topic among

the target audience by: (1) portraying examples:of unresolved disci-

pline situations, (2) encouraging parents to take advantage of:oppor—

tunities to positively influence their youn children's behavior
y ity g ; b}

. and (3) pffering a source of more information (booklet) to paféhfa

on positively influencing young children's behavior through disci-

* . 4
pline techniques, The "Discipline' booklet was to be designed to
S . .

support al}:three of the "Digcipline" TV spots and to increase aware-

ness among the target audience of four discipline techniques for

-

. : *
positively influencing young children's behavior: ‘(1) listening to

chiidren, (2) setting limits, (3) using’rewards praising children,

and (4) using punlshment

-~ v

_ The "FR&R" TV spots were to be de51gned to increase target audi—

-

en!g awareness of the general-topic by: (1) portraying examples of

" positive influences parents can exert on their your'ildren's sex-

»

ual development'and their role and sex identificatf{on, (2) encouraging
parents to take advantage of daily opportunlties for positively 1nf/y4/

enc1ng thelr young children in these areas, and (3) offerlng a source
. /o ’
of more information (booklet) to parents on pogitively influencing
¥ .
) _

9
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their younge.children in the areas af sexualvdevelopmenf and role

Y and séx identification.. The "FR&R" booklet was to be designed to

supﬁgrt all three f the "FR&R" TV spots and to ptovide additional
\. J
1nformat10n in these areas on recommendéd parenting practlces -and’
~ ]

- child-rearlngiskills o a“

-

Experlence and research with previously developed tGSITIVE ‘

‘ ‘B

\ PAREﬂ‘&TV spots prompted the ECP to make‘certaln modifications in
| »
the design and development of the new TV spots and booklets. First,

in order to increase audience identification with the spots, the

" new spots would be developed in three cwltural versions-*Anglo,

Black, and Mexican rmerican——for each of the two new Eifics. Second,

L

f
|

all df the new spots,would be designed around realistic, everyday
. ’ P
situations identifiable to the target audience. Third, a design

test was used during the Product Design Stage to allow samples of -

the target audience to suggest agd rank situations relating t:f"ﬂfs-
cipline' and "FR&R.ff Scripts would be prepared for each cultural
spot version appropriaqf to the‘top-;ankgd situations. Fourth, ?ﬁd
finally, onty one broadicast evaluation phase, a Pilot test; woulé

be implemented during the funding period for the new products. -

' Situations suitablle for production_as "Discipline"” or "FR&R"

TV spots weré.solicited from Anglo, Black, and Chicano WU III staff}
These situations were p¥esented as culgure—free aé possible. In

addféion, the situation were written to support the Contentantlinés
for "Digcipline" aéd “g R" and to compl¥ment the D;veloﬁment_pﬁjec-

tives for ‘'each topi§: Flive situations were prepared for 'Discipline"

L)

* as follows: - N

T =22 ’ T
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- (‘a) Broken Cookdies .

. . , \
" (b) .Dede . . a
. . X ' ; .
(cf Go Flv a‘£;;e . : . g .
.(d;! Toilet Paper Trail si’ , S '
(e) Many Colors. ' ,
Ten situations were prepared for "FR&R.'" These situations-according !

>

to their pregominate motif included:
(a) Grandfater and grandson
(b) Bikycle lessons ™ ¥ : N .
o — . . %

(¢c) A family argument over thé’qgr .. , W
. L2

t (d) Pretending .

L *(e) Tag—along

(f) ‘Playing doctdr
(g) A family meal
(h) The visit «
(1) JWﬁerg did;I come from?" - .

PO

(j) Copying Mom and Dad

Design test instruments were structured a£Lund these situations

. and applied to groups of thevtarget audience. Results from the Design

tests and recoéggndatidﬁé from WU II staff and SEDL Media and TV/Film

staffs were used as a basis for ranking, ;Evisiqg, and Qgsigning

ethnjcity to the situations prior to their production as TV spots.
N .

-

situations are presented in Tablé 3.

<

" These revisioﬁs are presented in Appenﬂii A3,4. Final se%ectiOn of the -
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. " TABLE 3 . , T

. SITUATIONS SELECTED FOR NEW TV :SPOTS
> N v 1

« -“ 3 ’r \,\‘ \ ’ ': ‘( )

3

-"Discipline". LT ' oo
\\ ) . . v
Anglo ' Broken Cookies
‘e - ' . Black Toilet Paper Trail
» .
) Mexican American Many Colores . / ) -
, .
"Faﬁfi;-kolés and Relationships" (FR&R) ) ..
Anglo . - A, G, J
. ' [ » o . 2
. Black B, C,.H _ g
/ N ‘
Mexican~American D, I, E .’ ‘
d . \ I}K/ . i ? < ' -
~ . Television. production scripts were prepared, reviewed, and

.réviged in-hous®, incorporating the selectedz"Disciplineﬁ and "FR&RL
5 ' sitvagions. ?he gc}i?ts'we;e produced either on'iocafgén or in SEDL's
: studios and then edite;:d in-house. The result das six, 30-second TV
' ' spot announcements in three "Disc;pliné” éﬁlfuraL vergion; and three
7 . - ‘
\ . "FR&R" cultural'Vfrsioﬁs.. Tﬁ; three "Disciplihef spots werefidibed
1 --;s taped?,i.e., as single, selfécontained;situéfions with oq—cameré.A
‘ ’ dialogué. Tﬁe "FR&R" spozé,‘on the other‘hand, were edited as monta;es,

-y .

i.e., spots tomposed of several situations. Each "FR&R'" spot version’

- was edited from five sitdations, the three situations produced for
. . ' i

s

. " )
. ) a single ethﬁicif§ and one each from the.other two»sets pf ethnic y;

. situations. The result was three "FR&R'" spots, each edi;edxas a

-~ .

multicultural montage with focus on a particular efhnic group.

SN IR [

N
\




v . - g . , 1
/ ‘ = . ) . '
- . A ol B ¢ , . .l e\
. ’ ) . * . . . ' . e
COMPOSITION' - ;e
SROT VERSION *® *° OF SITUATIONS: Co :
MONTAGE A '~ A, I, G C I ' . .
” ‘ ‘ (Anglo . \ ‘ * . i . hd .
’ i ’ ' o .
NTAGE B = > B, D, C, G, H ) ’
" (Black) - * ) .o .
< ﬁ —,
MONTAGE € D, H, I,.A, E

- .7 Ty Ty eTo . ——— = - [ —

(Mexican American)

/ o .
_ Concurrent to the design and ;!§ipting of the spots, supporting

booklets on "Discipline" and "FR&R" were also developed. Content

R -

outlines were used as a basis for drafting booklet content. ' Succes-

sive drafts "were reviewed by the ECP staff and compared with the con-
N A

A .

tent for the WU II Multimedia Training Packages.on "Disciplineﬁ'and ]
. .

“"FR&R." Bhotographs tg accompany’ the booklet texts were scheduled .

. 3
as_a part of-the production of the TV gpots. De51gn and lay-out for

the bqoklets was cMupleted by the SEDL ﬁedia Division under the super-

-

vision of theyECP. . The lay-outs were reviewed and revised and the
, L,

booklets priated locajly in late summer, 1977. .

- L v

External consultiants were scheduleddby the ECP during the month

-

of October 1977 to review and critique the new TV spots arnd booklets

-

with regard to three areas of concerm!  °~ . .
I. Advertistng, Production, and ﬁatketing Deeign 52
:' II. Communication Researc¢h ", . ~:
) I . ProductIContent,and Audience Appeal
Loczconsoltants were identifih“ed for each of these concerns. The o

consultan®s are presented in Appendix Aﬁ: Major questions of ‘interest
were prepared by'WU IIT staff for each of the toncerns. The;e ques-

tions are presented in Appendix A6. ‘ ) [ J
~
: The consultants generally prdised the spots afld: booklets for

.

P '
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Aruitoxt provided by Eic:
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o
Y

v

4

.
M . N 3

their compleméntary design; high production quality; ease of compre-

Ll
- T~ g

hgn31on, realistic portrayal of audience repres'htatlves and identl—

;iahle, everyday situatjions; pon-patronizing messages, careful atten-

S b ’ » . P * N
tion’to detail; and overall prodbct appeal. There were some sugges—,
v/yhh w«,w«r . . s - ’

f!oﬂs for minor xevision in booklet copy. One consultant critigued .

e - .

all of théf”Discipline" spots és éenerally atypieal for low-income

& e ~

pafents, a second sultant would have preferred a strongef ¢all - =

/ 4

~

for action at’the end of twe- of the "Dlsc llne -spots. Interestingly,

this same consultant“expressed the ;*1n10n~ that t'he "FR&R". spot. ver-

< ® .. s ottt oS . "
sions' were "superior" to the "Discipline" versiens in that "it is
. .. .

. .
easier to sell someone on loving hi§ 'or her child than on how to

. g
4 . 3 .

positively deal with the. negatives of discipline or punishment."
LY ’ .

In contrast, a third consultant suggested that the "FR&jy' spots
seemed mora'sélf—contained‘and thejeﬁore might net evoke as great ,

“'an aud1ence wrrfe in response ag the "Disc1pline spot versions.

]
-

-

-

" In. additlép, the consultants expressed some concern with the
combunicatidn°mode1 §9ployed for the products, It was felt that :
. e A .
the gpots were perhaps too shogt.to suBstantlally engage the tele-
vision'yiewerﬁsufficiently to motivate a.written response.’ Moreover,
- . . ’ i -

the requirement for write-in response was felt togbe a serious im-

8 B . .
. . 4. ~

»

,pédiment for the low-income dudience. ° In view .0f these COncerns,

’ bl
one cbnsultant went so far.,as to suggest an alternatlve communlca—

x

- tioni{odel whic ﬂilized the TV*spots in a different role

P— .

’
~

Finally, the yesearch deslgn emplOyed {or the Pllot test of the

"Discipline"” ahd " R&R" s pots was se¢n as adequate for. measuring'

. -

only a single tvpeaof behavioral resporse g the spots. "I‘he-major

.
-

- problem as expressed by more thad one consultant was the unaddressed

s };*; . . e
. S . - T IR ! AT
b} B ' - ‘: L ‘o .
] R ‘ S
b : 27 . - 9 et
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[

need to determine tie over®ll reach of..the spots, especially among

- ‘ . -

. members of th¢ target audience. On the other hahd, the consultants

were in general agreement that the preducts addre sed important
P % p

topics of significant interest and/or meed for:the target audience

\

and furthermore, they possessed the potential for even other uses

in parent ‘education. The‘pomplete text of akl of the consultant

[

N hd

reviews is presented in Appendix A7, -

.~

4. Pilot Test N
A .

Pilot test, the fourth stage of the development sprocess, is

usugily carried out under controlled conditions in selected sites’
close to the Laboratory and is inplemented by the product and/oT

test developers. The objective of this stage is“to test, evalua{e,

A 14

and amend individual produéts to improve’them and to enhance the
. y y ) .

potential value of Ehe learning systems in which they will be used.

» -

. . P . -# . B
Steps inciuded‘in Pilot test. are as follows:
r '1‘- ' o ¥
. Sgeq;fica{lon of’ procedures to meet des1gnated needs of
gach target population to be included in the test

]
b d

¢pesugnanlon of a feedback evaluation system. , -

LY ¥

Conduct of a tryout for a cycle .4 time apprbpﬁlate to the
" nature of the test product. .

v I3

.. Réfinement, of the product according to the results of the

tryout. , ,
’. - . . ol
The “new, WU ITI TV spots ahd’ booklets were scheduled for Pilot
. - . -

‘test ¥n September and dctober 1977. For the\sake of data control

and efflciency of campalgnaumplementatlon, test markets in Ie}tas

v N ' . .

were chosen for the broadcast campajgns. With spec1al regard to the 2
‘\&“—7}‘

design\of the new.spots,‘the.grinciple criterion for market seleg;?

tion was the percentage of minofity'population residing within e
v - - - - .

>

Ed




a (1 Beaumont /Port A;thua - WacofTemple

e

.
.
]
! @ ’

_Standard Metropolitan Statistical Area (SMSA) of the test markets. ,

Additional market demographics were also conside;ed. Three pairs -

of test ma;ﬂzt§ wexe selected:

(2). Cozpus Christi - El Paso

(3) Houston - Austin

»

Data profiles for these markets are presented 4n Appendix A8,
» L ]

TV spot versions were matched to the test markets in the follow-
- -

ing tanner: in each market pair, the markets were randomly assigned

. .
to either the "Discipline' spots or to the "FR&R" spots. As a result,
. Sp P
- - N T

the markets of Beaumont/Port Arthur, Corpus.Christi, and Hpuston were

assigndd the "Discipline" spots; while the markets of Waco/Temple,

. '

El Paso, and Austin received the "FR&R" spots. Additionally, the

spots were scheduled so that the Angio versions of bQEh spots would
' L

aéraduring the first two weeks of Ehe campaign, and,one or both of ¥

r .

¢ »
the*minority, versions weuld air during the final two weeks of the

cagpaign. The broadcast test design for the new spots is presented !

-
P

in Table 4,

¢

WU IIT staff directly implemeénted these Pilot tests. FProgram-

. .

mers at all TV stations within the test markets were contac;éd and .

' \t

asked to- participate. Cooperatfng stations agreed to follow the.

'

. . ¥
broadcast schedule and to-furnish exposure datd at the,end of the

campaign. SEDL disseminated free booklets to all respondents, and

+

M > \
analyzed all broadcast exposure andiaudience response.

_28— . \ M
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TABLY 4~ .

PILOT TES® DESIGN

FOR NEW, POSITIVE PARENT SBO®s’

- d T ‘e -
“Market a -"Cgmpaign I Campaign II -
Pairs (9/17-9/(30/77) (10/3-10/24/77), ,
Beaumont /Port Arthur BROKEN COOKIES TOILET PAPER .
("piscipline")’ ‘ ' T
- L - <
' ' £ ¢
Wacd/Temple MONTAGE A "MONTAGE B
("FR&R") d ’
. ) s )
‘ - %\ “,
Corpus Christi . BROKEN COOKIES 'MUCHOS COLORES-
("Disciplipe") ’ ‘ .
- . C T
El Paso | MONTAGE A MONTAGE ' C
_("FR&RY) .
. - \£
» < Py . ?}; .
L . v ap
Hous ton . BROKEN COOKIES TOILET PAPER &
("Discipline") MUCHOS COLORES
~ . ’ .
Austin : - TAGE A MONTAGE B & C
("FR&R") il . .
L4 . _ .
13 ( 3 E
. ¥ ' .
2y -
- » e . & ; .
" 3 \ .
- ’ A
3—0 20
A ~% <294 !
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*°  C.  PROBLEMS ENCOWNTERED AND RESOLUTIONS ‘ .

: ~ .1. Product Design/Design Test . . : ) .
. - : . \ ,
~ " Due tp cohflicts in thé SEDL TV/Film Division's production cal- . \

"endar, the "Discipline" and "FR&R" TV‘;pqts were not taped and edited
uptii late in the funding period. "This.praauctioﬁ delay in turn

- v

1 L]

meant a delay in conducting post-production reviews by congultants
' ’ N ; . Tt
. . and a sample'of the target audience:— .
] . ~ B . ,
5 . In view of the compressed time frame following production, con-

-

sultant reviews of the new TV spots and booklets were conducted, con-

/ -

cu¥rent with the Pilot testing phase. Since a gample of the target

4 audience had prév@:usly selected situations for .spét production during
. 2 ' ’
Design test; only the consultant reviews

were scheduled for thé post-

s . production critique. Furthermore, in order to achieve the fullest®

t

9 M . ~
—. . review possible, severdl tgégf of consultagts were utilized to apply . * .

d ) ! 4 . .-c .

. ’ A .

’ a broad assessment to.the produets. . ] .
{ . * .
2. Pilot Test e * po T
. , ‘ ) ¢ . ’ . . v
Two problems resulted from the Pilot test stage. First, sta- 7~

‘tion' reports of broadcast exposure for ‘the spots was retrieved in

- ] 3 . '

varying,K degrees of specificity, and only with: some.difficulty. Second,

. . the consecutive delay already. mentioned: for the Product Dgsign/Des}gﬁ

2 ) ’ .
test stage were passed on to the Pilot test phase. As a result, .the .

\ *time factor fequireq a gompromise between separating broadcast of '

-

the spot versions and airing each version for a preferred period of
. .

!. fourMweeks. In addition, the schedglé delay also minimized the oppor-

-
=t -

" tunity followingaPiiggzeest for product revision. )

WU III staff retrieved the station broadcast data ‘'by phone and

- mail in order to minimize lag time following the end of the broadcast®’
' . , ’

w -

r~ ’
-

. 31 ‘
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. campaigns. Regardless of the generaiity or speil!icity of this data,
o ¢ procedures were derived in order‘to use thg Arbitron reports, to cor-
. ‘ relate éstimates of viewing audience. The problem of the time factag
conflicting'with the preferred test design was resolved by reducing
. . ! the broadcast perlod for each spot version from four te two weeks
. o [N - l~
“ - dfomitting the_dead period. Stations wefe monitored closely to
. . . .
. . determine if the a;r1ng schedules for. the spots had been followed
All station repdrted éhan-the schedules had been followed Finally,.
. ; - - . -
- . R 4 .
I Jt was Aot deemed necessary,to revise spots since”the majority of
' , . *consultants apnﬁbved.them.as is. -Suggestions for revision of the !
. ) + booklets, on the other:hand, were collected and will be incorporated
. " into the copy prior to any Mmarketing effort for the new products.
. ’ . L { . , i A
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) ’ - ‘ - ’
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III. Description of Continggg Development with Existing Produgts ] *i,,

© . . A. PRODUCT DESCRIPTION 4 BRI K\ =
- . . . , . N . * . ' . -
v Al o
WU III test and evaluation activities copducted during the current
. . RN \ ; ‘ =

funding period also utilized previously produced (2/1/74-7/31/76)

§  POSITIVE PARENT products. These préducts include eleven (11) col® .. *

1

‘ tqésv1sipn\spot announcemehts, each 1n 3?: and 60-second V1deotape

ver51on§, and t&n (10) 5upport13é printed’ booklets, All of the
ot . g . g

¢ POSITIVE PARENT products are keyéd to separate parenti3g topics identi- o

- . . P v, .
fied as apptopriate for low income Anglo, Black, and Mexican American

-,parents of preschool -children; -one topic has been deJeloped for low
income, bilinguél.Spanish—speakiﬁg~parents of preschool children.
Table 5 sets forth the'existing TV spots with accompanying booklets.

-

)

. . . - )
> ' \ TABLE 5 ‘

- , .y EXISTING POSITIVE PARENT PRODUCTS

o > P . »

TOPIC/BOOKLET ’ TV 'SPOT ,
. _:f .

1) . "Read to Your Child" HOUSEWIVES/CLAY ,

a

2) "Expect the Best from Your Children" © SPILLED MILK
3 . . -
" 3) "Talking with Childfen” NOBODY LISTENS )
] ' ) A )
4y " Attentlon to Your Chlldren . . IT'S MONSTROUS '

5) )yise Your Children" . SMASHED GLASS
_ g ~ SHASHED GLAS

r

THOSE OL' CIGARS

6) "Practice What You Teach"

7) "Be Consistent" - ol BEDTIME ;

8) .. "Children Learn by Watching and Helping" BREAKFASTe -
9) "Hélp Your Children Cope with Frugtration” “ PANCAKES
N |' 'R ) : * . . ’ ' * . \
,10) "Los nifios aprenden mirando' y ayudando" - LA FAMILIA :
’ ' * "
., )

' s 33
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‘B. DﬁVELOPMENT PROCESS NARRATIVE ) ) . :
= .
' The development of? exlstlng POSITIVE PAREN% products utlllzed thé .
' Content-AHaly51s and C;ngeptual De51gn stages.previously discussed for
. new #product. development in Chapter II. @ilot Tests fof’all of the
existing products were conéupted by SEDL inysel;cted'%exas talevisién
. ) . N v .
. ] pgrkets"duriqg the previous funding péfiod. .Eielﬁ,Tests, howeyer, were
N conducted forﬂoniy 3 of the iO seés,gf spots and ets during that
.perlod Therefore, durlng the current work effort, the rema{/Ang 7 sets
of POSITIVE PARENT productg were Field Tested and a marketing pi@h was
designed ana initiated for all of the existing ;roductg. ) ' . | .
) JA. Field fest/Lohgitudinal Brdadcasté -
Field Test is the large scale parallel’tes;ing oé a woréiﬁg
( SyStEE’ takiﬁg place under the supervision of a test faci%itatdr
’ and'witﬁ.kﬁe participgtion of the‘pr03uct dé;glopers. Th; objé%-
¢ . N
B tives of Field Test are: (1)/to*determiﬁédfhe ultimate utility
- : ‘and viability of the sys;em under test, and (2) tolfaciLita;e mar-
) - . ket?ng‘and dif fusion of the s;stem bygmg?suring'its effectiveness; -
cost, endurance, and p?tential and by ascertaining the effects uéon
, ., - ' the system of t%é:many variables exi;ting in a natura} environment.

. . . . ]
Steps included in the Field Test stage are as follows: -
N .
» Determination of basic purposes of the test and sﬁbsequent
aregs of investigation. -

. ' N -
* L] v
. ~

. Compllatlon of various test requlrements to fac1 1taﬂe
the development of a test plan.

Formulatlon of a spec1f1c test plan by applylng the re-
quirements ro real-life situations) ensuring that all
relevant information is 1ncorporated

. .Inclusion in the test plan of §r0v151ons for obtaining
whatever informat@n will be necessary or useful in the
marketlng qu dlffSonn of the test produch;

. . ~

" a
. . . » .
\ . .




i L R : 3 ' : N s ral
- o .+ Conmsideration of the various factors relevant to site
i ) 3 selection, and selection of each<test site to incorporate

. . o .
N ; . . all mandatory factors and a number of desirable ones.
- . . / ——— :

. Negotiation ®@Berrangements w{th test sites.

-

. .
. Scheduling of test activities in advance, with appro-
» priate lead time allowed for each activity.
N L .
‘ .. . PR« .
. Provision of prelimipary training necessary for site per—
sonnel who will be working with the test product.
3 ’ . Determination of procedures for colletting evaluatlve
’ 1nformat103/;hroughout testing, for organizing the infor~
f

mation, an or analyzing it.

/ - ) TP
. Conduct of the test.
. Issuance of periodic reports as appropriate and prepara-

tion of comprehenslve evaluative report at termination of

& e . testing.

Establlshment of procedures for rev1s1ng the test product
as necessary and for 1ncorporat1ng the rev1slon irto the
- * ongoing test.’
T - - .
N\ ., Formulation of plans for marketing and dif fusion of the
. product following successful completion of the Field Test.

Preliminary to conducing Field Test and Longitudinal Broad-

-

"
: cast of the prev1ous TV spots, the ECP 1dept1f1ed cr;terla for the
selection of test® markets. The majority of these cr1ter1a1dealt

. with demographic considerations appropriate to the intended- target

population of POSITIVE PARENT. The market criteria included:

- o .
(1) ADI rank by tofal number of television households (TVHH's)
. 2 L 4 R . -
(2) Total SMSA population ' . . ‘
b & )
“ 1_ . i - . 13
P . . Ap€a of Dominant Influence or ADI is the deslgnatlon used by Arbi-
T ’ tron TeleV1s10n'to denete the countids and. TVHH'*s served by a gtoup
< h_of television stations. Arbitron breaks down'the, country gnto 207
[} ADI'S. - ) .
2 . ’ ’ .
Standard Metropolitan Statistical Area or SM§A as designated by .the
¢ ~U.S. Bureau of the Census. . N : .
. ' i \
Q . . . T t 2 2 35 ' ' )
ERIC e : -
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&1

.

‘ .
v . ' ’
. y v
’ : .
. .
(3) Number and percent of minorities residing within SMSA
(4) SMSA Median Income T BN oo .
. ; . -»
v . . . -
(5) SMSA Mean <dncome  _ > ‘
. , .
. (6) Number and percent of total SMSA populatlon below
- + poverty level o
i e .
(7) Number and percent of 1SMSA mlnorlty populakion below -
* poverty level
. . J .
(8) Copparison of SMSA and ADI size/}; . .o

-

o

Consideration of these criteria and market regionality prompted

-

ECP to initially choose 13 pairs of matched test markets. Addi-
tional consideration of the ?everal market charac'teristics and tHe

. particular POSITIVE PARENT épots which were to be Field Testeg led
c - B .
.WU TII staff to a final seleetion of markets. The market pairs
<
included: s, .
4 1' e N .

. (1) Sacramento, CA - San Diego, CA

~

" (2) Memphisf TN - Birﬁinéﬁam, AL
(3) Augﬁeta, GA - Columbus, GA . . -
‘(4) Fresno, CA - Albuquerque;.NM
‘I§ESITIVE PARENf TV;s%ots were assigned to the Field Test
market paiis to permit the-two spot/two magket fiip—flop test de-
sign preeented in Table 6§

.
selected as Longitudinal Broadcast Markets.

»

Jacksonville a;d Orlando, FL were . )

A series of six indi-
» L
v1dua1 TV spot campaigns were scheduled for concurrent implementa-

/ .tion An the two Longltudlnal markets, accordlng to.the test de51gn

/ presented ih Table 7.




-

Market
.« Pair

Sacramento,' CA

> POSITIVE PARENT FIf

< .

TABLE

L/ampaj

6

~

s

.

e

LD TEST- DESIGN

len I Campaién 11 -
(4/16-5]13/77) (5/28-6/24/77)
CIGARS IT'S MONSTROUS

_THOSE OL|.

’
3

San Diego, CA

/

THOSE OL' CIGARS

-

N

IT 5 TONSTROUS' e

Memphis, TX . . BEDTIME SMASHED GLASS
Birmingham, AL , SMASHED GLASS ’ BEDTIME
i ’ 4

’ ‘ ”~
Augusta, GA ANCAKES . BREAKFAST __

: | B .

. >

' . e s .

Columbus, GA BREAKFAST PANCAKES -

Fresno, CA

- LA FAMII&

LA FAMILIA

"-39- by
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TABLE 7

LONGITUDINAL BROADCAST TEST DESIGN
ORLANDO & JACKSONVILLE, FL.\ s~

>
4
o
Date ) Spot ’

»
PN

01/29-02/25/77 | _ SMASHED GLASS
03/05-04/01777 | PANCAKES
04/09-05/06/77 T ‘ Hoﬁssw1§Es
05/14-06/io/§7 - * SPILLED MILK

i

06/18-07/15/77. BREAKFAST

i

07/23-08/19/77 - " THOSE OL' CIGARS

L

* 3 ‘9
t

ECP identified state and local education agencies, community
" Al 4 L . $ .

- . N

¢ , . -~ : )
and parenting centers to serve as Liaison Agencies for }he imple-.

£
> =
[N =

mentation.of the broadcast tests. These agencies are presented in

\ . »
Table 8. All agencies were sent project orientation materials in

order to clarify campaign responsibilities. A facéimile‘pf these

mageiials is presented in Appendix ?2.’ Each agency agreed/to iden-
- .

tify a campaign facilitator togpoordinate all local project activi-.

>}

.

ties, to provide a !ocal mailing address to which audiepce write-i'

. . - . .
in response to the spots could-be directed, to forward this response

. e -

to SEDL, and to secure the cooperation of local TV stations at th

[}

Abeginning of thé preject in following the broadcast campaign sched-

ule for the spots and in providing station exposure data for~the

-
’ .

TV spote at the close ofvthe campaigns. In return, SEDI, agreed to

_ tewin the agency facilitator in implementation strategies, identify the

- b !

-40- -
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.ot . . . -
;Jv"‘. $ . '
4‘ . - ) y )
R | 4
L J
- - S
: N . . . . . !
sponsoring agency and local response address in,the.clesing tag of
-~ o, » , - - '
¢ . {
- the spots, reproduce sufficient dubs of the,spots for all partiei-

- Y

. / .
pating market stations, mail out booklets to all campaign respoh-
s -

-

.

dents, and analyze .all campaign data. .Field Tests were‘implementea' ‘
during qu—April through early July 1977: The Lpngitudinai-Broad—

. - ‘ , . ' .
casts aired late January through mid-August. Pre- and pgst-assess-

. . ments were conducted by SEDL with the Liéisqn'Agencies in all sites.
- ’ . ]
‘ . o .
- - - _ ‘:) - -
- :
TABLE 8 R
- Y
. LTAISON AGENCIES FOR
’ FIELD TEST AND LONGITUDINAL BRCADCASTS .. ) : .
. R [ad : ) -
- San Diego San Diego Communitv College ’
kel " n L d
'Sacramento . Sacramento City Unified School' District ’
i 4 Fresno ' Community Council Community of Fresno & . -
/ - ) Fresno Unified Sghool District - .
- s .. b, .
Albuqueriue » New Mexico Committee on Children & Youth ’
f ° -
Memphis Memphis City Schools -
~ \/ ’ )
Birmingham Parent Education Program ‘
Birmingham Citv Schools
© Columbusr - Muscogee County Schools &
o . .Georgia Stafe Department of Education,
Augusta Richmorid County Schools & 1
. Georgia State Pepartment of Fducation ’
/
Orlando - Parent Résource Center i ) :

{}ZZZDHVille

EEY .

Valencia Community College

Parent Support Center & 1
Consortium to Ald Neglected and Abused Children




/

2. Marketlng and Diffusion

L]

Marketing ard D1ffusxon, the 51xth and flnal stage df the devel-

€

opment process, follows completion of development of all components
of an eduéational g}stem or product. The objective of marketing °
and diffusion is to formulate and implement a“plan for "installing
- ¢ ! i ”,

the product. In the case of a complete learning system, the plan
sl exprmin how di = Y
must expdmin how different subsystems fit .together and how they

’ ' . i PN
. can be combined so that, their relationships to each other and to.

.

the system as a whole are clear. .

4r ; — R .
Although marketing and diffusion is consfdere¢?%.discrete stage* *

in the Laboratory's product development process,. and although most
® . . *

of the effprt normally.otouts following field testing, 'the plan-

ning and coordination of marketing and diffusion may.acfually begin
. f. . .
as eérly in.the.process as pfoduct design. Specific steps involved
\' L3 L]
in Stage Six, not all of which can await completion of Fiela'Iest-:
. ° 3 N ‘. 1 - ’
*ing, are as follows: . o
z ' o o 14
. €ontacting publishers and vendors to 5mplain'the deVelop— .
mental product apd .to SOllClt their 1nte§§§t in, and 1nputs
* to, the development. o, ' . P ’
As the ptoduct develops and takes shape, ente?ing into
negotiations with publisher$ and vgndors wh1ch will lead

to a contract with one of them.
14

- 4

"r"‘

Determidaéion of the"‘oductfﬁx%atlsfactpry-ettalnment of
its objectives. v/ . ' ®

» .-
A

Determination of the economy, pracelﬁallty, and general
usefulness of the product.

Maklng of pr1nt1ng, copyighting, and staff training .
arrangements, and of any other arrangements or contracts.
necessary to,w1despread diffusion of the product.

Examination of the various factdrs whlch could affect the
rate of adoptiod of the product.




/ - . s ‘ e Ident1f1cat10n of 11kely 1nnovators or early adopters. . | K

. .(Notlfleat on’ of agencies "involved in testing of &h® product - .
- %{“ " e <concerning its readiness for widespread use.

) 1 .

a -

LA

. Compilation of\all supporting datag on the walidity and

reliability of, the product. ° & . ° :
o * - 'f . - ) LIS
. Preparatlon of reports, brochures, abstracts,-  news releases,
magazine. articles, and ‘other publicity dirécted toward a / i

. . general au jence of patential users. ' SN L
¢ - 1/ v - . e e - P
.0 . D1s,sem1 of the product to Ebre .u]-timate'gsera. . » -

. N ' .

. .~ Continuing follow-up on the product or system to assu‘re
. .- ¢ts continuing utlllx, revising it or w hdrawing it fromm
. R TI the market should ii egig  to. be‘c.ome’obso éte.” e

It Was SEDL ] or1g1nal intention to deslgn a n,—p“roflt mar-.

ketlng plan for <the POSITIVE PARENT 'products. Te=~this end, dis-

-~ .

ther define both the potentiaL market for the products and the size ‘a

. N . o . * N L ¢
of the p_otential'market' demand . a2’ ~ BN . .

N

. ' ‘During the course of th publlsh,er contacts it became apparent

°4
~*,
F ' ‘ o
.- cussions were 1‘nlt1ated ‘with puhllshers, and SEDL attempted..;g fur—
L}

£

~ that the POSITIVE PARENT product,s COLﬂd be marketed at cost (there- L )

§ .
'. IS

by allow1n§ the ‘lowest' per un1t pr1ce) onlgl,f SEDL w‘ld in efﬁect—

act as ;ts‘w&mher

Bd . <

Permlss10n was sought and rece;lved from .
- ' the funding ag’ency fer SE,DL;to; pur\s'ue'Sucﬁ a ngor';-profit ma:_iceting -
. é‘onrt, and ECP began to de51gn a marketlng program for ﬂe POSITIYE .o
. ) -..? PN{ENT products in the Falf of 1976 . . . " b

o

. A In the course. of de81gn1ng and developlng'suchca marketlng

~ [

B -«

" plan, the EQP ) nsidere‘d the funct_'ion dnd intgraction of the follow-

4

® . . . . '
m ing types of'factor_s\:*p(icing scheme‘. 'reprﬁuc’ion arrangemends,

a )
” - . s

. management of 1nventory<promot10nal stra;:egles, ,packaglng req\nre-
-

- K

mencs, d19tr1butlon megxénlsms, billing ‘pOllCleS and an acc0unt1ng,
. o M ~ . a
. . system. S
v * T - ’ M

PAruntext provided by enic [ Lo e
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~ . < v ,
k] N . L. ' . :
The first step was to specify the t for the POSITIVE

. . * 1 -

PARENT products. VariOus types of st e, county, and'local'agenr

a

- c1es and programs 1n ‘the Austin v1c1n1ty were 1degt1f1ed as serv1ng

1

.parent}ng populatlons and/or as be1ng potentlatly 1ntefé!ted in

‘ IS

’

| 3 t - 14

Aruitoxt provided by Eic:

parenting materials.

. B IS
f
’ . e .

< ducts. A'lis
M Y

1n1t1a1 pr1nt1ng of 200 000 b@dkiets.'

— »
/
’

P and a break-even price index for the book
- ;

Bilds- were»obtalned from sevexal local® prlnte
B L .
B ‘ [

Y.

! } ered td SEDL in late May, 1977. . "

e

v

The ECP,surVeyed these agencies for their

as d;:‘er'mined .

Y andg, contraj;s wer: 'y

awaided-td two printers on the ‘hasis, of Towest bid.

¢

K

-

T

.

.

- On the besis c‘the market sui\ii}yresnl\fts, SEDL prOJe\(‘:ted an

- .critical review and’copsumer interest in the POSITIVE-PARENT pro-

.

..

N

Twenty thou~’

‘

¢

»

»

/
J

In 51m11ar fashion, the ECP and the TV D1v1slon de51%ned an

sand copleqigf gach of"- the ten POSITIVE PAEENT t1tles ‘sfe)delxv-'

-

-~

Project costs-were computed,

»

€

f tHe shfﬁeyed agencies is‘presented in Appendix Q1. -

. at-cost reptoductlon and pr1c1ng strategy for ghequFITIYE PARENT ° ¢
. _ . . . .

s ’ R -

established,

- N 4

"_ s .
o ‘volume of spot. reproduqtlon.

L I f\

Lt

. .
- 1]

¢ T. | 4 .

[

d \

» . . -, A 'L
TV spots. Unlike the bookldts, ne'initial spot imr,‘er‘i‘y' was .

"

P

.

Ogntacé were )gltlated w1th otheﬁkstates to faclhtate the .

£

. w, - ‘ .2 - ‘. .
‘Since. it was.not possihle to project potential demand

o0 identification of potent;al consumer gtoups, 51m11ar to the*chSSr

L) - ‘ N ¥

4

-~

,
- s
' . . A LI
N ! ! R . “

»
Sy .

'.T : chlldren «and famlly were also identified.

. . )

Ar . .
.

L sectipn o% agencies identified fdr’the Austin, survey.

[

@&

Thetspecifiﬁ°

*
.

. ) lishers with a focus on parenting,‘early'childhood development

. ' ’, R . .
wcation of ‘these groups produced_a‘national 1{sting ofjover 2,000

pgzential cgpsumers. In eaditiog, national'organtzdt'ons.aqd pub-

$ .
S+ .for ﬁE? spots and tﬁe:: would be virtually no cost break in.a latge’

v

A'liet of these ;roﬁpsi-'

.

-




Aruitoxt provided by Eic:

is presented in Appendix C2.

.
'

To facilitat®e promotion of the 'POSITIVE PARENT products, a
flyer was designed'by the SEDL Media Uiﬁisigﬁ,hnde; the supervision
¥ ) . an .

of the ECP. Price lists ang order fgfms were printed to be in-

.. serted in the flyers. These promotional pieces are presented in
Appendix C3. In’addition, preview sets of booklets, preview

cassettes of the TV spots, and a news release were prepared to ¢

~ e

distribute to potential cgpéumers. A copy of the news release Ts

4

.preserted in Appendix C4. (. X :
i . R to- . . - X

* With the production inventory in place and the’ promotional
: . R .

ﬂ\st%ategies assigneg, and prgpafe ECP set out to imitiate the mar-

keting of POSITIVE PAiENT on a ﬁétiopal scale. The marketing plgp

included three phases: (1) local agencieé were recontacted and "

1

hailed the promotional materials; 2) a girebt, mass~mail strategy.7(’
=

8f the promotional matefials was conducted with the 2,000+ entries

)
-

contained, in the;Natlpnak_Listing of potential consumers; and (3)

N

. ~ y d . 1 .
copieg’of the promotiomal materials; the niys release, a preview

.

set of the booklegs,'and a cover letter were'diréct-mailed to the
- ; . ’ @ o . R

ha}iéhal 9rganizations. Prod%?t sales commenced on June 1, 1977. -,
- -

Agencies in the Austin area were conﬁacte‘ in early June. The
= '

. >

direct mail strategies for various state and national agencies were

implemented in June and July. ‘During the temainder of the funding
/ ! ‘

iy . ! . . o . . .
Jeriod, ECP continued to reyise and, update the National Listing, tT L

,

regpond to requests for previéw of the cassettes and booklets, and
v , -

t?'proqess POSITIVE PARENT orders. P , .

<




PROBLEMS ENCOUNTERED AND RESOLUTIONS

° oo -

1. Field Ieéts'/Long:Ll.idinai Broadcasgs L. -

SEDL-initially sought to identify Liaison Agencies for the Field - J
7.

Tests and Longitudinal Broadcasts by contacting State Departments, of
. g N . v

Educatign. While all SEA's were initially interested, only two even-

- tually committed to the-project.‘ Discus§ions with aIl of the SEA's

extended over ‘several weeks causing a moderate delay in identifying ,

" ' . . .
campaign spongjrs. During the course of the campaigns, vi;tually all
~ hd N

) ' NS . .
of the sponsoring agencieg were tardy in -forwarding data to SEDL.

. ' -~

These delays consisted»oaa few weeks to a few months and generally‘

- 4
\@pered WU III staff 1n'mqn1tor1ng the campalgn tests, in provmmg ‘

LI 4
[y

feedback of. prelmmary campalgn analysis to. the agenc1es, and in NS

1

.. o ¥ ) ’

SEDL»eff1c1ent1y dlssemmatmg lbookle,tS}to respondents. :

. Following ,the deciéioﬁn of severaysm"s not to’act as campaign )
«-

- . ”

test sponsors, SE’, co;gtacted local edi;catlpn’%genues (LEA's) and
mqulred after local parentmg program efﬁor'?s These sources re-

. v1ewed SEDL's proposal and eff1c1e‘htly respbpded w1m173ect comm1t—

)y ?
[

ment. WU IIT staff deai/ with, the delays in recelVlng the campdﬁg\n

data by mamtammg more., freque;\;‘phone and ma11 qontact w}h the
.

campalgn facilitators, by‘-suﬁesh‘ng aiterna!:we data’ gathermg pro-

’ .

cedures to the fac111tators, ‘ﬂd by retrJ'evmg spme data- as"ﬁe’t‘eSsary )

by phone rather than by mall e @ : . . -

. - . . . . . o

2. Marketmg and lef% : e ' ' .
. - 4 N Lhd ’ ¢

- WU III staff d1d not adequately ant1c1-pate the 1n1t1:11 complex-_
ity of de51gn;ng and 1nit1ating ainarketmg‘effort for the POSI’I‘IVE
. N ! (4 v . -

PARENT product’s. Although the local marl.ceting s,*‘vey ’_as‘ conducted.

., - . " . » -
in laté Fall, 1'976, the prod inventory was not estaElishéd and .

kY .
,\: . . “‘G-
T ' | 41 '
’ - ‘ i .
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’ Al
¢

sales were not initiated until the following June. As a result,

- -

. - . : |
i.r?thg first seven gonths of the milesténe were spent in planning and

iﬁitiating the marketing effort. This left only five months to

-
v

promote the products and” respond- to orders. During the marketing

- ~

planning: effort, SEDL attempted to maintain close contact.with all

<]
-

“local ageﬁcie§ that had expressed consumer interest in the POSITIVE

v .

PARENT prod;cts. As a result, several local groups did ind&ed pur-
chase the products. WU III'staff dealt with the brief sales period
. . . ., - . .
by implementing direct mail ,strategies and especially targeting pro-—
- i '

motion to large state-agencies and national organizations.

. » 3 . » ) ‘ .
, - . ) L‘ ‘ .

2
»
v

-
-

.

r 4 s \ L
R I R o [ 4
[ i - "
. r'd ¢
t .
-4 . 4 ’
v .
A
. / ’
|4 -
o . . .
¢ / . 4
i .
)
\ » ’ Y ‘
\ Y
~ ”~ /
t * .
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IV. New

-

A
N .

A.

.,

s

Product Testing and Results:
PRODUCT DESEGN/DESTGN TEST
1. Evaluation Design - - .

- P . -

The purpose of thé Design‘Tzii phase of new product develop-

ment was tplprovide the basis for séleétion of situations around
which ;o develop the '"Discipline” and:"FR&R" television spot
arnouncements. This was to be done by having the test partici;
L] . - R
pants reﬁk tﬁé'situations according to pgeference. The rank;ngs‘
‘of the situations, in turn{ were Eg be anélyzed to ;ielé a &cale
of.preferences‘per ethnic group. Production decisions leading

—_— - &
to the development of three television spot versions per topic,

representing Black, Anglo, and Mexi can American approakhes,
would be based upon*these findings. b
-~

+

2. Instrumentggion .

- The instruments developed for Design Test of the "Discipline"

and "FR&R" situations are inciuded in the pages. that follow

* .
- .

T,
3. Data.Collection and Analysis
w. ¢ v ' . .
Samples of the target audience were invited to SEDL®on
. . : .

<

uccessive nights between March 7-10 to participate in the Design

Test phase of* new WYIII product deyelopment. Design Test instru-

.

, ments were applied‘to two geparate multi-ethnic samples of the

. h A )
target audience to identify the;ﬁﬂscipline" and "FR&R" situations
’ i

*for production. "Discipline" participants were asked to rank

=

’

5 different situatidns.as potential television spots. “FR&R"

-

-
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p.1l of 2

'SITUATIONS FOR TV §POTS (QUESTIONS TO PE READ ORALLY)

» .
B d/DISCIPLINE

Design Test (March 7-10, 1977)

¢
]

What is. your code number?

A. Below are five situations. Please take a few moments to r&ad them.

.

a_ " Title:

.

.

Rank

Title:

"

Broken Cookies

»

.

Mrs. Gage is shopping with her daughter, Carolyn, who is 4.
Carolyn keeps getting in her mother's way.

When they are

. nearly finished, Carolyn grabs a box of cookies off the shelf.

"I want these,”
Carolyn keeps hold
-, Carolyn. "Look,"
buy anything else

she says.

ing the cookies.

"Put them back," says her mother.
"But I want them," says

d
she

?creams. *"Get

erks Carolyn to her feet.

says Mrs. Gageg "Put them back. We can't
arolyn gets mad. She sits on the floor
from there,” her mother says. Angrily,

Carolyn throws the cookies on

Title:

the floor. TRe package breaks epen, and cookies roll ‘everywhere.

Dede

Mrs. Grant is-talking with her friend, Mrs. Tucker.
* Dede, who is 2~1/2, keeps pulling onm her mother's arm.
Then, she asks Dede, "What do you want?”

pays ne attention.

won't answér, but keeps pulling on her mother's arm.
* mother tells her to go away so she can visit with her friend:

3

walké®a féw steps away and starts to whimper.

says her mother.
told you to stop t

her mother says in an angry voice.
to bed,"” hdr mother snaps.

"You go
hat.

play."”

Dkde continues to whimper.
If you don't stop, I'm sending you to bed!"
Dede starts to cry.' "Dede, go
Finally, Mrs. Grant gets up and pulls

Her daughter,

Mrs, Grant
Dede
Finally, hey
Dede
"Now, don't do that,"”
III

Dede down the hall to the bedroom. As she slams the bedroom door,
Mrs. Tucker can hear her angry voice.

Go Fly A Kite

comes Iin and asks his father for some string.
:‘ kitchen,! says Mr. Morales. Mighael goes into the next room. Then
"Michael, I found a stick,” he yells.

Paul, who is 4, comes in.

Both parents are getting angry.

Mr. and Mrs. Morales’are watching a football game on -television.
Their two sons keep coming in and.out the front door.
try to ighore them, but the boys are very ndisy.

The parents
Michael, who is 6,
"Go look in the

Michael and Paul run back outside,

letting the door slam.

.

Title:

Title:

father, "Where a
Morales lose

ome old rags? We're building a

Then, Michael comes back andsaskh his, *

kite," he says.

-

’

b
Toilet Paper Trail

Jennifer, 3, and Robbie, 5, have been playing outside.
into the bathroom to wash théir hands.

=
is temper.

They go

When they can't find a

towel, Robbie starts 'to dry his hands on the toilet paper."
nd they statt pulling the toilet paper

Jennifer does thes
off the roll. Rob

runs after him, gi
paper down the hal

same a
bie :ih

g8ling.

1. Just then, their mother walks in.

ds some toilet paper around
He runs into the hall &pulling toilet paper behind Rim.

i{s hands’
Jennifer

They drag yards and yards of toilet

She sees

a trail of toilet paper leadipg from the bathrdom into the kitchen.

Many Colors

‘their hands and arms o

it's fun. Then th

Mom gofng to be mad at you," says Daniel.

scared and run out

eir b

side,

4

-32-

e wall with crayons.

her, Daniel, who is 8, walks in.
Phillip and Carmen get .

'Phillip, 6, and Carmen, &4, are ﬁéloriug }n the bedroom. 'Phillip
puts his hand 4n the wall, and Btarts to trace around fit.
sees what he {s doing, and starts to do the same.

Carmen _
They trace

Both of them tHink
Oh, is

A few minutes ldter, their father walks
into the bedroom and sees their crayon marks all over the wall.

17

L]




What is your code ndmber?

. Rank v ) g L o

. . A
"

Would you please think of another discipli
the space provided here

qs,situation and write it in
~

~
o

)

We would like you to rank the six situations (1 through 6). Place a

1 beside the situation above that you are most interested in seeing a

TV spot made about, and a 6 beside the situatiom that you are least

interested in seeing a TV spot made about. Be g&?e to rank all the
*situations.

, .

Pleasg answer this questlon Why was the situation you ranked Number 1
your favorite?

y

. . P
We are going to prdduce three T¥ spots on the fopic of Discipline..
One will have Black actors, one will have Mexican-American actors,
"and one will have Anglo actors. Do'you have any ideas éEEG?‘J\

‘ ranguage, family characteristics, or anything else that would help
make the TV spot relate to your culture?

.

., Do you have a TV in your homg? (Circle one)

How many hours a day do you watch TV?

4

Thank You

ERI!

Aruitoxt provided by Eic:
.

-t

.
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A %)
-

a few moments to read each one.
questions:
your neighborhood?

’

4

SITUATIONS FOK TV SPOTS (QUESTIONS TO BE READ ORALLYZ.
o FAMILY ROLES AND ‘RELATIONSHIPS

Deésign Test (March 7-10, i977)

1. Below are 10 ways that children can watch and learn in the family.

Does this
happen in

9
your home? ,

p.-1 of 3

What is your code number?

Please take

For each situatiom, circle your answer to two
(1) Does. this happen in your home’ and (2) C0u1d thlS happen in

Could tbis
happen in your
neighborhood?

v

Peter 4is 4 and has no father.

Peter's

. (B)

(©)

D)

(E)

"that's not what little girls do. .

() M

' ®Peter likes to be around his grandfdther.

.to ride a bike.

‘mother lets him frequently spend the

day with his grandfather. ,Together, ‘ :
they go to the park, play with Peter's . »
toys, and sometimes go for a walk.

No

Yes Yes

. + N
Her father, is” teaching her
Each day when he gets
home, %hey practice on the driveway.

Marcia, is 6.

Yes No Yes
When both of Chuckie's parents need to
use the car, they spmetimes end up ) -
fighting. Neither parent wants to give
in. They usually don't notice when
Chuckie is in the room while they are
arguing. Yes No Yes
Rita.and'Leticia like to.play in the
vacant’1dt across the.street. They
pretend they have a house under the
tree. Rita pretends that she's the
mother and Leticia is th./neighbor
who comes to wisit. Yes No Yes'
Sharon likes to tag along when her o '
brother, Bill, goes to see his friend
Johnnie. -The boys will usually let her
play with them. Lately, her mother has
discouraged Sharon from participating
in their games. She has told Sharon

Yes
o
Mark's mother has repeatedly found Mark

"playing doctor' with his next door °

neighbor, a girl named Jennifer. The
mother has not said anything to her 5-
year -o0ld son, but has decided to start: ‘ .

explaining o Mark about sex.
. ‘ .. oo
49 'h

s ' =54~

. ‘ r

No

No

No.

No, -




(6

(H)

(D

Q)

-

]

Alicia's mother and father both work.

- Sometimes her mother cooks supper, and
sometimes her Dad does. It depends on
who gets home .first.

Each parent lets ,

I

Does this
happen in
your hggg?

p.2 of 3

Could this
happen in your
neighborhood?

Alicia help.

Now ghat she's six, she

‘can set the table and get out some of" ,

the dishes.

Martita is 3. When her ‘aunt comes‘?o
visit, her aunt will* talk to her and
play with her for a while. Having a
grown-up notice her makes Martlta feel
important. .

Daniel is 4. The other day, Damiel
asked his mother, "Where did I come

from?"

His mother hurriedly turned

Yes

Yes

No

No-

-

N

'Yeé

Yes

No

No*

away and told Daniel to go play outside. .

Craig is 3 and likes to try to fit his

No

Yes

No

feet into his father's shoes. Craig
also likes to help his mother when she
works in the yard. Sometimes, he will |
use her trowel and pretend he's doing
what he has seeén her do.

’

Yes No Yes No

~

2. Please give us a situation like those above where

your child learned scmething
by watching you or a member of your family. . :

What did your child learn? _ °

3. Can you give us’ an example of something you or a member of your family’ has

tried to teach your children? . . . ] '
~

»

. . Al
‘ », ¥

! "

*
.

flow did you tr{/to teach it?

’ »

. : /)

\ e

e

]/

N




. ' -p.3 of 3

., 4. We are going to produce three TV spots on the topic of Family Roles and
* - ,Relationships. One.will have Black actors, one will have Mexican-American
actors, and one will have Anglo actors. Do you have any .ideas about
lapguage, family characteristics, or aaything else that would help make
t¥e TV spot relate to ybur culture? 3
- . r
3
. . - Lt
5. Do you have a TV in your home? (Circié one) No Yes. ?
- » .
How many hours a day do you watch TV? -
® ‘ e
) .) ]
e, €
- /_\\ "
. - R Thank You - ‘
r.J
- ‘ ¢ '- . -
" ) . I
' -
- - - / ’
. v .
- ’
- hd ’——_,\
\ - *
ST I '
- ‘ B =
O ‘ , “.)1 . -
v A —56'7
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participants were asked to rate 10 different situations inde-
- - ' .
pendently as potential television spots on the basis of whether

the situations occ in.their homes or could ‘occur in their

neighborhoods. Da for each instrument ‘was collected and ‘ana~ <;
lyzed independently %br each ethnic sub*sé&ple of the testy h

. participants. iatistical quotients were computed \f.or the. "Yes/

. No" responses to the "FR&R" instrument and used as a basis’ for

‘ranking the 10 situations according to ethnic sub*sample.

"

\

4. Results -

A total of 21 respondents completed the "Discipline" Design Lo

-

. Test instrument; 19 respondents completed the "FR&R" instrument.
- } vl

As can be seen from Tables 9 and 10, the results were not clear
- ' TS

cut. Among the "Discipline" situatioms, BROKEN COOKIES and, GO

5 FLY A KITE tied as the top-ranked Angldo situation, TOILET PAPER

. ) . was top-ranked by both Black and Mexican American respondents,
and DEDE and MANY COLORS tied as alternative Mexican American

.. . preferences. Among the "FR&R" situations, there were ties be- -
7

- tween several situations within' a respondent. group (Black and

Y

- . . Anglo) and disagreement of preference -per situation across all

respondent groups. .

5. ConZiusions .
. Using phe Design Test findings as a basis, WUIIL stafgﬂp

'solicited recommenddtions from ECP and media production ;iaffl

torclarify the results and then proceed with design and production
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Partici

t Group/

.t

# iniZ:oup
._—f’/, )

Anglo (6)

Black~(8)

.

¢
.

N

[y

Oﬂmr&Z)

b

'y
Mexican-American (5)

Y

TABLE 9 .

OVERALL RANKING OF "DISCIPLINE" SITUATIONS
. N E 3
’ BY PARTICIPANT GROUP
Iz
iverall Mean
Rank , Ranking
h -
1 2.5
3 2.67 ,
Vd 4 3.5 .
5 4,17
. A ‘ )
1 1.625
2 2.57
3 3.29 ,
4 3.375
. 75 4,29
. 2 .
1 ' 2.2 »
2 . 2.8
< 3.2
- 5 4.0
1 .25
) 2 3.0 .
. 5 3.5
b:\ 7
5. .
).
Y »

Sﬁot
Situation

Broken <Cookies
Go Fly A Kite
Dede |

Many Colors
Toilet Paper

f’

Toilbt~Pa?er .
Many Colars

. Dede .
Broken Gookies

Go Fly A Kite

Toilet Paper

Dede i

Many Colors

Broken Cookies
* Go Fly A Kite

Go Fly A Kite
Broken Cookies
Toilet Faper

Many Colors
Dede
” -
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Y TABLE 10 , . = .
’ . ‘\;\‘ -7 ) rv -
~ "4 OVERALL RANKING OF "FAMILY ROLES '
A i ! ‘. ' a
. AND RELATIQNSHIPS" SITUATIONS BY PARTICIPANT GROUP
. ‘ Lt ’ . - : . s .
. P‘articiﬁg Group/ Overall . Computed Spet .
# in Group Rank " Quotient - Situation j
; * o - : .
' : ., 3
Anglo (3) 1 1.00%7 D '
4 J -
: 3 .83 . A :
. . . @ . ' F . 1»
. H s
. o . .
- 7 - “ .67. E -\
T e 7 . .50, . C A
. 8 o .50 * G
. . S B | . ‘
L] ) , , 10 ‘\ 2 b‘ .33 . 1B
Black (7) .1 1.00 v - J
2 .92, « B
3 . .85 ¢ B
. D,
. . ) » . ‘E .
. 6 .77 - A
o7 .70 4. F
. 8 “ .62 G .
. / I .
‘ 10 .54 c
Mexican-Amer ’san (9) 1 ' ‘1.00 H
‘ 2 .87 J
* -~ hd 3 -% G - ]
" . 4 . D. s
5 : ‘ 071 * I -
. . 6 .68 -E
7 ‘.67 F
8 .53 7. B
N ) 9} .47 e . "
. . 10. 40, A, 4
’ ° X Y
. ' % R | :
¥ r" '
' 14 - ’ Jj N J . -
* . L —59—
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.r’.‘» 1° . . , - o . ot .
e, T T W e : A K
. . O R e T .’ .
- v ° . . . . ‘
- * . - N 'decis’ior}s\?{)r the new :p'rodtkts These discugsions produced minor .
. ) T ,"reviéidhs ia’,sevétalf;ﬁ the Bituations andf('gignation of et:hnicityQ J1
o ’ , for 'production o,f all of the situations. The revisions axxl their" ¥
- . ‘s £ - e
; T - justaificatlons fre presented i Appéndlx A3 4 Fi productionk -
] . ™
- v - N . 1
. ~‘decmlons. based upon the Design Test res e set forth in )
. - ~ S . . ] B
. .~ Table 11. - o
’ ) 'b» L . “ N u’
. ) S TABLE 11 _ K . .
. <o "t SLTUATIONS ﬁLEcTED FOR PROPUCTION V .
T € ,* FOLLOWING DESIGNTEST _—
R . . ERERA B L
¥ 3 y leed c'— ) . o *- N . - :
" Topic ‘ Situatign : " - Ethnicity"
» o lemte ~Stearige T Ethoiciy:
N alh s [T R R 11 v B » .t N -
S e . ei__iJ‘_DlsCJ.plme . BROKEN COOKIES . ) .Anglo L ) ‘
I . N t4 d — e - « 2 . <
‘@ - e @ e .. * TOILET PAPER ~ -- _ Black
;e R & L s e T @ LT .
o P . ~ - MUCHOS COLORES -  Mexican American
, bl ' " * ¢ 4 . -
S “ . .- +"Eamtly Roles & f A,G, T , Anglo ' 4
- 8 o Relatlonshlps b I : .
. . ‘W7 -7 . B, C,.H " Black . *
L er T LA I
,ﬁ ‘ o e D, é, i “Mexican American, . ’
‘ , . ‘ .‘ . e . ; ) .
.- . e °~ . ~ ’ * ', -
+ v / '.‘ » - . ' R
o \a. ;B PILOT TES’T o« . - , L
- P T : o o - - Coee :
UL oL Evaluatioh Design‘ . ' , T
’ “ 3 & > . ' - ’ ' oo . s »
'u . <’ Yo o » The. purpose, of the Pilot Test phase-of new produ¢t deilelopm 3
’ ’ to- ' S
v 7’ . -
e T . _ment was to evaluaua via Eroad&st the separate cultural versmns
. + ; ‘ ﬁathe‘ "Dlscip.lin'e ‘and "FRSR" spots. In worder to do so,. ];he fol— -
[ 2 3 ' . .
’ , . lpwing research hypothesi.s was propdsed: when PSA s directed ex-
ra 4 . Wy L. . . ‘i " ‘ ., Q. K
, ,.’g’: plicitly .at 'a pa 1culax’ ethnlc grbup are aired comparqd to‘wh .’ 9
~ . .9 . " -
) 7 _ 3" non- ethxuc di‘.rected PSA's arg aired - the* proportlon of respbfi-
* L . . . ‘y
’ ‘! . “ - . A *
R ‘< N, '
- .- s WOR
X . . K .




3 ‘ . ) e ' . -
dents living in low income cénsu$ tracts within a Standard ‘Mewo—
po]’.itan Statictical Area (SMSA) and (2‘)_ belongin!to the ‘ethm‘.p

) i

groug. represented in the PSA, will increasSe. Three pa1rs of té]:e-

- »
- - \u- * - ——

vislon markets chosen for- thelr comp).ementary percentages of

L

_mlnor populatlon were to'be pﬂred ¥ the Pilotl‘ests. In

€each gf -the palred markets, the Anglo spot was 'to air for two
, @ve !
wegks, then the ethn¥ rsaon(s) of the the spots was to air ‘for
’ - 0 [N P
two weeks. After a period of collegtlon of mail-in response,
K} phone-int_ervie‘::s would be used to conthct respoadents in eath
- market to determing: (1) "ber-tinent- demographie on the respofidents, a

and (2) the verslon.’f the 'spots to which. they responded It was

hypotheslzed that the per*cent of mmorlty res]ﬁ‘ndents would in- "

i

%ase in each of the test markets during the"‘laét two weeks of

the campal.gn. . o R

I{a'ddition,' the""Discipline" and "FR&R" television spots

Dz

b
} . .
,were toibe evaluated accordlng to ‘their ablhty to genera‘te r‘e—/

quests for the free booklets offered in !‘he spots. "No indices
t&o : i ! '5
of effectivenéss for the PSA s were 1dent1f1ed for »this purpose: '

s
" L4 "W s

: (1) Index G, the numbc;r '\f telev1§ion ﬁousehold ;mpressions, in,

* K A e

R iOQO S, per,mailed request, and (_2) Index‘H_,_ !he[number of mﬂl—

3 . N
a= ¢ ) .

1S - .
.ed{te‘ts ‘received per 100,000 television hou'selmld impressions: .
] ! L . , \’; g -
' TVHH x 1,000 .
N

-G
7/

"N _x 100,000
TVHH. . 3

4 ’ ‘
* " Where: N = numfet of requests received, and

. ‘ '{VHH number of household impressions
/ .

»




- & “~ . .
'b N , ) - /——-/
. . «; L 8
.
. ’ ’ , ¢ 1 .
i . , . 2. Instrutentation
- ’ ’ ’ o
St - Copies of the Pilot Test ingtruments are presented in-the
. B ) ) . , K - N ’ o - ‘
. . L . pages that follow. The instruments include: a facimile ofythe -
. »
. Respondent Roster’,and copies of the PSA Airin=g Log, the PllOt
"‘ . ot ,Test Phone Interview [Instrument. and Answer Sheet. -
P o T A .
1. - , - .
. . LI .
. 3. Data Collectlon and Andlysis , +
e 4 . ' s * . ' . »
® . Estimates of broadcast exposure W, obtained from all TV -
. ~ *} -
. . . statlons that a‘n‘ed*the "D15c1p11ne MPR&R" spot versions
/
' " . ,during the broadcast tast perlods, September 17 - October 14, 19779
. . .
i;.‘ > *Using Arhitron Telewisjion Audience Estimates as supplled for each
. . — :
. test market, broadcast- exposure was converted to cox:x;esponding
. ' amounts of viewing audience ‘expressed in terms of television house-
‘ e o ‘ : ‘
, : holds. (TVHH's). Viewing audiente totals were computed per station,.
3 R : ’
. test market and spot version. I
) C t 4 .
v : g ) SiACe thg, POSITIVE PARENT caﬁ)aigns were targeted at low in-
. . . . : N _ ~ .
: o . Fcome parents,. analy‘s§s\were conducted _to investigate the extent
. 4
. L S . . i
to’whi¢h 1@y income parent's respondéd-to the TV spots. 'All broad-
é - - .« - ’ *
. . ~ ¢ ' 3 L4
. . 'a cast teSting was.conducted in television -markets (Areag bominant .
. © o A.éb’ . Inhuence or ADI s) that also comprlsed SMSA §.. Mailed requests
" C " teéenreﬁfrom the SMSA's were plbtted on urban maps as to the'lr
‘} v
i
. > - census tradt. or1g1n. Tracts were dist1ngu1shed by their medlan .
P .f } ~ .annual imcome: ''low income" tracts (under $8, 000) and ‘o_n—low
, inlcome" tracts (over $8,000). Arcompariscgn was then made bétween
'y -
L, . .
P the populatlon that feﬁlded in the two categorles of fracts a\‘;d
» . . ] -
e ‘!tl}e ‘number of requests for baoklets orlgmablng from eath categorv.
Q

-
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-

«~ 9

v ‘- \ ; =3 - " \ \
.o o ) A . 2
, 7 . .
‘ , ’ . » Test Market .
: J - 4 ! - - o
’ ‘ » TV Spot(s) ‘ ‘
; : .- L . Booklet, .
- ) i 1 : 1w, ) R
. PILOTJTEST X . o
_ RESPONDENT ROSTER, . '
A - . . .
. L . - . - ‘\ * !
Respohise LY e *  Name/Address .- T
Numbér ' *  Postmark " - of Respondent !ode N
1l ., ) - ’ " Y
- . . - . ¢ F .. " .
' ¢ Y~ ~ ‘ :
L2 ; s I . o
A z . ¢
[ s r? .
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| e . PILOT TEST - ?7
. * *"POSITIVE PARENT' PSA'S .. . O -
. - Airing Log —
- » ‘ .
. " &
- }l.ar}e: M - - R Spots
“Station . 1 ) T
ot - e ", i
Air Dates . LI
. . . X . ) -’
. »
. y NUMBER OF TIMES SPOTS AIRED -
" ‘ a "o B )| . LENGTH OF SPOT °
' WEEKDAYS: { - 300 T :60
7:00 - 9:00 AM N o
9:00 - Noon ' N L’ N
Noon — 3:30 P .
. - Y .
3:30 - 5:00 PM . )
) . " . . B
. 5:00 - 6:30 PM \ * ‘ .
p ’ ! -
f " 6:30 -
) 7:00 .
N s R ] " v
- 10:00 - 10:30 P% - e
* . . v 7
. A 10:30 - MIDWIGHT \ —
S . %] SATURDAY: ) - P T
: 8:30 &M - 1:00 P4 e X ) ' X
» , X .
’ : - ¥ a . »
SLUDAY: . ‘ . '
’ -
1:00 - 4:00 PM
a7 =
o5 " -
OTHER TI¥ES: (Please list) =
- /
. 3 } .
1) = 2
* . p .
» : v
» R
- , ) 5 ] . -,
&~ Y S
4 ~
— - - =
, A ¢ L
/] !
o : . . .
N l‘ z f‘ '
. I A i : .
\ hd o » 7 o "
< ~ // ? -
"Posnt\gﬁ PARENT" PSA'S are developed by:
i The EarlyiChildhood Prograa
. . Southwest ;Fducational Develapzent Laboratory
211 East-Jeventh Street '
Q . Austin, TY. 78701 (512) 476-6861
ERIC - _— -
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ERIC

Aruitoxt provided by Eic:

‘

PILOT TEST v C ..

’ .
. . PHONE INTERVIEW INSTRUMENT - _ :
4 N N
. ] . Al " X . . - . i - ’ I.’
INTRODUCTION: °‘Hello Is Mrs. ’(Lincoln) in? Hello, Mrs. Lincoln, 1y name 1§ ° i : RN
. (glye real name). Recently, you wrote for a copy o. a \ . e
“free~booklet on . » I'myalling from the ,
Southwest (Educational) Lab in Austin, Texas to ask your bpinion
about the booklet so we can improve it for other parents. %} . ‘
. . . . . ‘ \

in the mail? ™

v

1.’ Did you receive the booklet g#lled

- » -
(IF NECESSARY, help respondent recall by saying, "That's the one with the P
golor cover."” . ] . Pk . .
IF YES, continue with Question 2. ' . ., -

' I_E NO, ask N i
Did you write,to POSITIVE PARE’NT requesting, a free booklet?
- - . ’ -

° + . . iu4

v

“oJF YES, ask . .
- Did you See an announcement on TV telling about the free booklet?

-

v .
Al .
;. » IF WS, ask I - .
. Did you see the announcement mcre than once? s “
A D Al
\ ® ¥ vEs, ask v LT . . ' Y
) About how many times did you see it? . 7 .
- — - s . -
: IF NO, ask B
‘How ¢dd you heas aboyt the bgoklet’ . : -
- \ .
wWhy d you write away f@r the pooklet” . _
‘ - N Q . L .
- If you would st1ll like . o¥kivt, we would be happy to send fou one. ’
(IF they waﬁtbaoxle:. take down cevrect name, address, amd zip) ’
\ .
i, N v
~ L] -
. . ! . e - s
2*)101 gou see an anno‘;ment on TV tell.ng about the free booklet’ DO
’ . -~
s IF YES, ask ‘ . : oy
- PR | L4 - «
(a) Apout hcw long ago did vou see the announcezent’ . .
© . N >
\
(b) _was ghe marrat.on in Englisn or Spanish® (1f appropriate): . o
. . ’ 3 N .
e " () Whe =ere the cnaracter® in the aancurcezent’ : ;
. B
- . ' . s )

- (d) Dﬁ vou see the arrouncerent more than once’
. - . -
hat ~
' - ©

(e) IF YES, ask

About how mans times did jou see 1t’ . R
- . . . P .
(f) Do-vou remember when jou wrote in for the free buok}ef" ‘ . . A
o . . -
1 4 H ’
hd (g) Is this the ff{rst tize you ve written in for free 1nfor':.aikon“ . ¢
. «
IF NO, asx 2 . ' < . .
R Hpoty d41d you hear apout the(bo‘)vle(’ » - .
. . ). -
ﬁ' T . . :
3. why did you write awav fon,the booxlet? . 4
' ¢ & . \ . s
. ] | 1 '
r 4., Can you tell us what you expegted to réceive when vou wrote for the booklet . _
.’ L] < *_
- 3, N , e— v
. ‘ N . N
. 5..fHave you had a chance to look throughthe booklet? s .
' M ~ “.. ‘ - . -~
. 1F YES, procede to Question 4 6. - . NP
- . M ' . . ? “ N .
- * . - \ - .
’, IE N0, agx ° ’ . , »
. .
D@ you still have the bnukl_cL’ - . , . N
. N . ‘ ' : : ¥ ' .
- .
(a) [IF NO, ask ) .
¢ ’ . Do you know what happened to the booklet? : L,
" ” ( . .
. ) . . .
- T THEY PROCEDE to- questiop W14 and complete the interview. ‘ ' .
12

f : B 6 .




- . i N . ) ¢ T . *
Y - . & e
. —~ et !
. . . v s p.2 of 2
. - ©(B) IF YES, ask A )
' N \ ‘Can you help us by telling us why you haven't read o7

» N . . the booklet? . . ' 1

. » e . ’ N . L) ' .
\ . . . THEN PROCEDE to question # 1 and compl®te the interview. » ' ; |

’ ot . - : Y
5 . . L .
- . ) . ) P . . ,
- ) 6. Was the booklet what you expected? .- -
. PR 4 *

. - . - - . [ . . ‘

. . ~ -
¢ \ 7. Was any of the information in the booklet new to you” . . ’ |
T T s IR YEST uk B T o ) 1
. . - . bout how much of the information in th ooklet, was new to you? . '

< . All of 1t/most of it/some of it : . .
\ IE YES, ask ‘ ) 1
) Can' you remember an example of something from the booklet that was . '
. ° new for you? L f - .

' } . ; o ‘
- { L} / .. - ¥ . ;

K 8. How much of the information ih the booklet was useful to you? ° ’ . l
. * all/most/somg/none . - - ' o N
e . - ,
. IF INFORMATION WAS USEFUL, &sk ‘ . . |
(a) Whas in garticular was useful to'you? 1
(b) In what way was'i¢ useful to you? )
g - . (<) what addjitisnal inforgation might also be useful to you”’ |
- , ! v
. . . . |
1T INFORMATION NOT USEFLL, ask , , : , P . ) |
. Can you glve us some suggestions about what kind of infprmation would . ' 1
. have been useful to you’ . ! ' ‘.

* . : .
mE - - , 9. "Have you thought abour-» Jusing any oi the sugggstions in the booklet with your e ‘

o .child”™ . Lk . . .
Y : N —~ . -
N ’ . :
R - IF YES, as . : . Vs -
- . f : Which enes are vou thinking of using? N > Lo i

- . hd . .t 4 .
10, . Was there anytning you partz.c-.;larly liked about the booklet"(Please exglaxn.) ' ’ ] |

‘ - . - L4 : .

LI l1. was thTie aavtning vou particelarly disliked about tHe booxler” (Please explain.) !

12. what drd vou do with the beoklet when vou finishe.d reading 1t?
. ”

r . - :
13. Do you still have th?® booklet’ .

’ - =" .

CONTINLE ISTERVIEW BY SAYING,

We would like to know something about the geogln who write in for our‘ooomc-t%hv,m o :
1 have just a few more questions to,ask you about you and youxr family.

.

' .
. ’ . ..
) 14. How many cmildren do you have living in your househo1d?
\ N How many are under 6 years of age” , ' -
.. : 15. To which of the following ethnic.groups do you belong:
(a) Black/ (b) Mexican-American/(c) Anglo/o} (d) ocher’
. 16. 1In which of the following age groups do yoy fall’ ’
<0 . ; 43) under 21 (b) 2Y%25 (c) 26-30 4d) 31-35 *(e) 36-40 (£) over 40 ;
17. How many years of school k;ave you completed? " - ‘ .
AN ‘ . R .
18, Was your family incono. for last vear betwveen
: N\ (a) $2 - 5,000 (b) '§5 - 8,000 (c) $8 + 12,000 or (d) above $12,000
M )
R i That's all the question; I have. Thank vou very much for spending a few minutes
taiking with me. We appreciate your interest and hope you have e¢njosed our, R -
materials. ' . ' ) = .

. 4 -
* “ . . P . N ~

@ ' . ‘ L 61 ' ." 7 )
B ‘ - &8 L66- ' : )
. . . . . . . e

'
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«” ' & —
"o PILOT TEST PHONE INTERVIEW INSTRUMENT | . ‘
ANSWER SHEET . p.1 of 2 ‘ . .
4
NAME ~ SITE - - )
* Vad 0 P . j
. .
PHONE, ' . CAMPAIGN . E‘ ‘
3 - .
DATE / . TIME OF DAY CALLED /
r i ! L
) - . * . P . B
. {
RECEIPT 1. . Yes | If no, . ¢, .
OF BOOKLET - . - } ! ' .
No (Did you write far booklet?) yes no : R —
. (Did you see PSA?) yes no -
. (more than once?) yes no # times
¢ 8 —_ —— S
(how heard about booklets) .
. '.. (why wrote for booklet)
. - .
I} B . : ~? ~
SA 2. Yes IEM . . ’ - ,~'~’
EEN LA
. Yo (hﬂow long ago? : . ~
/ .7 M .
(b) Engllsh/‘Spanxsh narration z .
. .
b (c) Spot characters .
- P .- »
(d) Yes No (# times seen) -
(e) Wrote in wk{ ) -
. , . . . 4
N . (£) Wwrite in for free informatipn - - . . .
f“3 ) ) If no, e . - -~
. 0 - !
- How heard about buvklet .
. ‘ % - ‘ . [ .
® ’
3. (Why write for %coklert) . . - .
. Tk - .
. . = d ~—+ N
. ‘ N - -
4 (~nit expecteg) . j . ’ .
! . ‘ . . - N
- ’ ' i kN ) ¢ - -
READ . Yes ° ) If ro. . ‘ !
- BOOKLET ) . . - .
3 3 Yes ¢ No ___- .(still have bocxlet) N .
[} . .
. 1f no (where booklet is) & ’
‘Y, B
hd . *1f yes (why haven't re’ad) . x .
~ : - ’ . # ’ s
BOOKLET 6. Yes Gemments, 1f anv >
WHAT vy . . '
EXPECTED No )
SEW 7. Yes If yeo, (a) all _s (b) most (\) some .o
NED — . ‘ T o
No o ‘If ves, (b)) (example) e ) *
L3 M .
- “ N ~
1) p - ‘. : { *
LSEel L 8. All Tf ves,
rrce LT N ) X . .
. . Most __ (whit u-cful) . - . ) .
~Some (1n what way) N
B 5 . [ -
\ ’ i P - . I s
one (adaitMnal usctul anfo) N - )
' . ' - ~ " * -
* -67- - - Y ]
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0. - . ~
. “ p.2 of 2
‘ v e
4 If no, .
I s * v
N T, : (what would have beeg useful) 3 .
¢ , . Nl - — .
\ ' [ - \
: USED 9. . Yes If yes, el i) .
SUGGESTIONS ) ’ .
3 No (whlch ones) _ -
/ »
10. (Liked booklet) ,
- - * ——
. 1 ” * -
: » —~
4 : . s
11. (Disliked booklet) '
' \ . ! , -_ .
» - .
L . 12. (What did with booklet) )
' - . [ Y
. 13. VYes (st1ll have booklet) o
. "’ . ‘
No -
) . e
. CHILDREN 14. # children ‘undér 6 .- -
{j ETHNICITY 15. Etnnic:ity (a) Black (b) Mexlc‘!—Ametxcan :
» - [ .
- L(c) Angle T - g, (d) @ther
\ 1 3 N - .
3 N v t -
AGE 16. Age Under 21 21-25 26-30 31335
’,1 T 36740 Over 40 .
N ’ . R L]
EDUCATION 17, Highest grade completed ~ ,
, '
, INCOME 18. Income (a) $2-3,000 4 (b) S$5-8,000 N (c) $8-12,000
’ o ) (d) above sli
. . { ' :
INTERVIEWER CO'ZENTS , 4 <
- M 3‘ . ’
» / S i 3 - ’
j > it . A N R
} / \ }
A . . L . X
. ’ ¢ . -
4 ? -
. ‘ N v - 5
- . : : . - )
. . » '
L 4 .
H ’
~ A
’
. . B .
) & S .
Q 68 " .
IC , o N\
' ) o ’ ‘ '

of




‘( ‘ , : i * .
sbdditionally, audience response to the "Discipline" and "FR&R"
N * ’ - g‘

P
spots was corrected for amount of broadcast exposuré and analyzed

3

" ~to provide the two indices of spot brdadcast effectiveness, Index G. i
- . . . . \‘ L 4 . ) {
and Index H. These indices were then used to compare the "Disci- .

- « R

- B ¢ - ) y
. o "

- pline" and "FR&R" spots and, versions. .(
. . s

From the respondent roster for each test market, a %ample of

>

#* "~ .SMSL metro residents was drawn for‘SLrposes of post-campaign phone

. . . ~
o

’ . y . ! . - .
o interviews. Betweén Octpber 11 - October 27, respondents in the . . S
5 . - hd - ‘ s e "

N - 6 test markets were then caIIéd at random. A minimum of 4 Attempts
3

. .- .
. .

i+ . yas made to.reach éach of the respondents. In the case of cqil;_

backs, 2 attempts were made. The primary objeetive of these” inter- )
‘ . S ' o~

views was to determine which ethnic spot version(s) had motivated

‘ - - .

& v

hd - ! the respondents te write in. 1In addition, demographic profiles

r

- - R

’ , N . s,
and reaction to the ”Discipline"\ﬁhd 'FR&R" booklets were solicited.
had p

Accordingly, respohses'across all insfrument questions were col-
. r

L]

. lapsed and summarized accdrding to discernible category. Findings

mmmat e il s

¢

© were qnalyzed and presen{éd separately according to requests-for
¢ . A

-

the two printed bookldts, "4 Ways to Disaipline Childgen" and s

) "Where Do Adults Come From?" Vo Coe !

. * .

3
L}
<
IRNUIEEPUGIA G RN
.
-

s ! [y
e

4. Results . , : .
- ‘o

~ a. broadcas® effectivenessg

' ¢ .

Following dqsign and production of the new TV spots and

.

ooklets on ”Disciplfné"‘and "FR&R," arrangements were made
¢ -

to air the sPotS«as PSA's in six Texas television markets

-

e -~

’ o according to,the predetermined evaluation and research design,
- ' . . b Y v

Q '; 64 h r - . L
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In all selected markets, Anglo spot versions were broadcast
for a two-week period followed by a second two-week period of
broagcast'for ene or both of the minority spot versions.

Booklets pertaining to the spots were disseminated to all

respondents throughoﬁt the broadcast period and -for a week

. following the close of spot airings. Table 12 presents the_,\\

results of the Pilot Test broadcasts by market,. whife Table 13

.

iddicates the results by spot and vergion. '"Station Exposures"

L]

réfers to ‘the number of times the participating stations .

aired the spots; 'TVHH Impressionyzis the estimated size of"
; - 'Q " . N 4 '

“the audience for the PSA broadcasts, in thousandsx"Mailed

A 7
.

~ §
Réquests' is the number of requests’ for the free booklets

that were received during the time the spots were on the air

(two weeks per version) and for a period of ‘one wéek.fo;lowing
: . B

‘the airing; "Index G" is the ﬁumbep of TVHH Impressions in

1
- Kl

3 4 . ‘
‘thousands per mailed request; and "Index H" is the number of

.
PRI

b

' ‘requests received pef 100,000 TVHH Impressions. Bogh ipdices

Y : SV
reflect PSA effectiveness in the test market.

;‘ - : . '
Lo It can be seen from Table ]2 that station expoSures were
it ‘ [ >

.highest in the Corpus Christi markit and lowest in Waecq/Temple

&

,and ﬂBuston. However, the station 'exposures provided hy the

_Houston and Corpus Christi dtations resulted in the largest

~
Il

‘amounts of TVHH Impressions. In additlon, the highest number

. . 1 :
y0f mailed requests was generated by the Houston market, the

eprest amounts frbm Waco/Temple and El Pabdo. The most effec- -
. — ‘ 4 ‘-‘
“tive spots in generating booklet requests were.!'Discipline"

i




EFFECTIVEESS OF POSITIVE PARENT TV SPOTS

. TABLE 12

° PILOT- TEST

%, RESULTS BY MARKET
) -t gh f‘%
- . HH NUMBER
. STATTON PRESSIONS MAILED  INDEX  INDEX
MARKET SPOT VERSION _  DATES _ EXPOSURES (1000s) *  REQUESTS G H
Beaumont/ BKDKEN‘QOOKIES 09/17- 09/30/77 39 501 31 .16.16  6.19
Port Arthur ’ , '
TOILET P!§%R 10/01-10/14/77 32 408 59 6.92 14.46
Waco/Temple -MONTAzi 09-17-69/30/77 27 419 10 41.90  2.39
MONTAGE B ,  10/01-10/14/77 27 © < 428 - 17 ,25.18  3.97
! . ( .
= L 4—
Corpus Christi BROKEN COOKIES 09/17-09/30/77 67 817 40 20.43 . -4.90
. . - v 4
MUCHOS COLORES™ 10/01-10/14/77 54 702 40 17.55 5.70
1 Baso " MONTAGE A 09/17-09/30/f7’ 42 - . 618 14 44.14 2,27
MONTAGE C 10/01-10/14/77 43 \\564 13 43.38  2.30
' # . : > )
ouston =~ BROKEN COOKIES 09/17-09/30/77 16 - 642" 6 107.00 f%ﬁ
. . Py ’l '; i ,
TOTILET PAPER | -
- 10/01-10/1«(77 34 1,152 130 8.86 11.28
MUCHOS COLORES . ; ' y oo
ustin MONTAGE A 09/17-09/30/77° 28 .« 326" 16 20.38 .91
MONTAGE B s T, . .o <.
. 10/01-10/14(77 ug i 329 21 -15.67  6.38
MONTAGE C ./ ] ] .
/S a . 3 ——
. 5 —— , -
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TABLE 13

» - ’ - - * /
* . . : PILOT TEST ) . - -
.. EFFECTIVENESS OF POSITIVE PARENT TV SPOTS =~ , ¥ "
* RESULTS BY SPOT ‘
. ) . B . . . -
_ N 1 “TVHH ' NUMBER : N T
- _SPOT . - 3 ** _ +  __CAMPAIGN STATION IMPRESS&IONS® MAILED. INDEX INDEX -«
VERSION AV_MARKETS DATES EXPOSURES ~ (1000s) REQUESTS G . H .
BROKEN Beaumont/Port Arthur  09/17-09/30/77 122 . 1,960 77 25.45  °3.93 )
COOKIES Corpus Christi ‘ - ~ : . L .
Houston - . - . ,
v . * - /- .
TOILET Beaumont/Port Arthur  10/01-10/14477 . .
PAPER - Hous ton ) e - ) i , . - .
.120 72,262 ~ 229 9.88 10.09
N ¢ _ , ) 5 ~ ’ ;. K3
MUCHOS Corpus Christi . 10/01-10/14/77 )~ -
. COLOKES  Housten . : < ' : . . ot
'f ’ 5 ) / .«
- . ‘ | ] N . \ ) . . , e ‘_
"DISCIPLINE" TOTALS (ALL VERSIONS) . 242 4,222 306 13.80  7.25 -
A . * & - . b
MONTAGE A Waco/Temple 09/17-097/30/77 97 . ~\ 1,363 %0 34:08- 2.93 .
El Paso . C e . : K
. Austin# ) ; \
MONTAGE B Waco/Temple 10/01-10/14/77 - ' \
Austin ) ) . ; . . . ,
118 1,321 i . 51 25.90  3.86
MONTAGE C  El\Paso 10/01-10/14/77 roen e '
' ‘ Austin ; - ) - _ MGS
. ' ] ., . .
"F R & R"TOTALS (ALL VERSIONS) 215° 2,684 " 91 ,  29.49  3.39
\ i . . i - Jr . . * 2,




. ' € . " R . : “ ’:: . Y
e . A o e
-+ R4 N {‘ ) ¢ 4 e . B " £ , .
) *; %’~"' - . ¢ R ‘ s ”\:‘—-_ n,' . * R
'y . ! . . X . -a-.' .. . -
g N AR . . e - . A
.\. . i . - ’w . “ \ ‘ * >'} L "I"” -
N - ] 'versmnS"TOILET PAPER in Beaumont/Port Arthub (G = 6 92, ~ v.a .
: Pt . s IR ' e
- iy - = 14, 46)" and r.he combmauo{ of TOILET PAPER and 'MUCH.QS’ . ‘ .
’ P N - L y
sl -b# ‘ COLORE§ in Houston G = 8. 86 H = 11. 28).; However, H‘ougton o
-7 i . i ‘ ‘. ' . T ) ’
P - alsp prov1ded the least ef:fectlve’spot w1‘th BROKEN COOKIES . *
’ o ) durmg the first two-week campa1gn # that nﬁi’ket (G = 107 ' .
] “ . ) ’ ‘ﬂ f ;). °Acc01:dmg to Tabl“é ;‘3, total statlon expps'ures } - L.
- "’ . s ' ~ - * . - " ° J . v .t =
- T e for all’ "Disciplbine"& all "FR&R" spot versions were vety: _ L “
. ’ e s s
L P similar. Howewer, the exposures afforded the "D15c1p11‘ne . L, e
’ . . . . ' . o=
s T "spots ré.‘suultegi in a significantly large,r dmount -of ‘audience- . o L
. - » T\1"11\&~re5510ns Simil_arly,_ the number of'mailed‘r:eques'ts for o
.. e " ’) ' - . ‘ e . - , ’
; s k) the D‘c1plme boklet was.over 3 -times the total of re- .
[y " * . . te - ‘- v ‘
H ¢ - quests f.o:t the <"FR&RY <booklet. hmong the cultural spot ;er—
- . w5 e .

- Py T ( Fad '.‘”
- sions, it 'is apparen‘t that TpILiT PAPER wasathe most effectrve .

@ ' oo | R

v "Discipline"” verszon and overall spot_ verdion (G = 6. 9.2 ‘
@ g, 7 / : ~ e
.Y - H=.14046). Indeed v1rtuaily afl 3 "D15c1plme spots mdl— < .
N - P R < N 4.

v1dually,t t6d more effectlve than thelr "FR&RG coun partsg
. i

Among\ the latter versions, ‘MONT“ZE B can be seen.to hold a f,-

NI

) ‘c

dge & effectlveness Flr‘lx, as a grOup, the three

e -

~ 'Dis 'h!" spot versioni-wene 2 times more ef?ectlve mf
f - -
. i
» - T mo*vatmg viewers to writé in than the three 'FR&R" spots oL
‘ ' . a . . ~ . ‘
. - = f8. a,o, H = 7 25 as compared to G = 29.49;°H = 3. 39). 0 “. R
' . . . .. 3 .' e '
Y bt e b. audlence reMe . ‘%
s LI . s » ‘ ' :" [}
.“ . , i Table 15 compares the- pe‘rcentage of populat1omre's1dmg
“.:. T, ., ' . P kA , ) ' s
~— . wWhe SMSA low inceme and non—low ineome cansus tracts . ;
. * [ LN »
N '_ P . withthe percentage of mailed requests originating f"rom’those ..
N .‘. N ; ' . .. ) ‘ .
T " T tracts. The percentage of mailed requests is'furt)ﬁer corre- -
" . , . n . 4 /

-
.

latéd with".!the cultural vegsions of the’ '{Disc,ip'liﬁe"rahd "FR&R"
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o : . . . " - L € : -.. . . . .
. - : , . - 7"t TABLE 14" S
oL . BERCENT OF POPULATIO “IN . -
T AND PERCENT OF, MAILED REQUEST 'OR].'GINATING FROM "
- ~.* LOW AND NON-LOW INCOME, CCORDING 10 TV SPOT VERSION
A . . A
‘ﬁ\r\, O ﬂ. ' ngcAs BROADCAST MARKETS* e .
el «_" . PERCENT OF MATLED. REQU ‘
Aol . AS @ENERATED BY-

- ¢

- PERCENT OF  «" AS GENERATED BY BLACK & MEXICAN-
POPULATION. ANGLO SPOT VERSIONS - AMERICAN 'SPOT VERSIONS
. “ ' - '
Teo-3.50 0t " 29.8 25.7
Lt ' P .
6815 “70.2 - 74.3
. 2 .
" ) . . \ 0
. 100.0 . 7 100.0 00.0
| (388,166 (57) ase b
,w ) TR . ; 9 -l
7@,‘ . . ,\" d j : i : s
' :—,.Ielgavi on ‘test markets included in this analysis: ., ~
, .. ’.& . - ¢ ‘ L] * s ¢ " , .
\,.l( s Beaumont /Port Arthur ) . , ‘
; - Waco/Temple B - . ’
Corpus Christi . .& - o . .
. . E1l Paso e ’ y .. . 5
OV Houstop . | ‘ . -
- <, A‘USti;n * .. N . . ) v , ‘- . y
L 40 - .
-ns.. ‘ i ) - .




£

Aruitoxt provided by Eic:

I

Pely

-

* »
; ‘ ¢ a
*

. spot broadcasts. Tﬁg.%otal amounts of mailed requests indi-

_* the advertised free' booklets patticular ‘to both spots: A

3= B - 3 4 .

. cate that audience response substantially increased,‘from 57"
~ . T e ‘
td Y36 requests, during the broadecasts of minority spot ver-
- . -
“ |, ‘ .
sions, against when Amglo-only versions were broadcast. How—.m:
T '

ever, during al'l broadcasts, the percentage of ‘requests re--

‘ " Y

ceived from low income SMSA tracts was less than the percentage

a s

of popul@tion‘resididk’within those tracts. ‘Furthermore, the
a - . ' .

percenf of ‘mailed requests originating from SMSA T®% income

R4
¢ . .

~ tracts_decreased during’ tHe broadcast of mind\ity spot ver-
: . . ’

-

E S

sions, as compared to when Anglo spot versions were brgadcast. »
Income analyses of all audience'réqugge by test market and
' . ) . . . ' ’ — N
campaign are presented in Appendlx‘Alﬂ. . :
’ - LS
¢. telephond interviews v
. * . = R4 )
L, ¢ o ’ 7 R
TeTephone interviews were conducted between October 11 .
: .. ~ LAY

and Octgper 27, 1977, with pérsqns who’reSponded to ‘the broad-'
PP . . N °.ut

casts of the !Discipiide" and "FR&R" PSA's by writing in for

L]

« total of 68 interviews weregcé;;Te{sS\jffh respondents in six

~ test markets: Eeaumong/?ort Arthur, Corpusocﬁigtx, Hodston,
) I .

)
X

_Wa;cc;[Temple, e Pas.f,b ‘and Austih. The pri.n‘ciga»lg purpose of

these -ipterviews was'to détermine, to which ethnic version of | .

the "Discipline” and "FR&R" PSA™s thése' persons responded. >

r N .
In addition to informatidn on the PSA's and correlated «demo-

!

graphic gata, reactions to‘the booklets, "4 Ways to Discipline

[

Children" and "Where Do Adults Come”Frémjr, were also soli-

.

‘cited. . . : s : /"

. ; /_"i
. ’ ) VS

* | ‘. —75- . : / ’ .




Ta-le 15 indicates that the "D15c1p11ne PSA versions
\ .
(BROKEN GOOKIES TOTLET PAPER, MUCHO& COLORES) eln.cued far , !

grfater gudlzce response than the "FR&R PSA yersions A

(MONTAGES A, By C) Co K " e

“Acc;ordmg to t‘he résedrch h&pothesw, one wq,uld expegt

+ = o k
[ X s R .

persons writing in dutmg and immediately followmg the flrat
two weeks of broadcast. (Caﬁpa1gn I) when only Anglo ?SA vﬁ-

sions were ax.c:d to be predommately Anglzo The-prec;\ar‘age

\ ."ﬂ ay

of Black and Mexican P@erlcan resyondents would hypothet1cally /
A Y

rise dur1ng the second two weeks of broadcast, (Campa‘lgn II] .

7

,/yheﬂ%'& non-Anglo PSA zersmns .were s’hown. Table' 15A ref‘}ects

>

—

n

'a prelunmary fvey of the address rester of te‘spondents for” "

. / +» .

Spanish, s!urrrames and conf1rms the ‘!(mreaslover time.of Me’x1‘-

o v + oL
can,Ame_r‘i:*rE‘espondem.ts_.. ~I?ata collected through telephone

¢« «.. . & e T
interviews to suppert the thesis is slim, however (see
N oo )

.‘Tabl'es 15C and ‘D). In'Austin,‘one Mexican American, rgg‘.pondent'

of the' spot.
{ * ) b . x N .
American respondents centacted indicated .they had been moti-
e v . o ” . - T

“

P ‘ - < . ] . .
vated to zwrlte by th¥% MA version, al‘;hough two rememberedc

ot .. .y
.seeing=1it, No' Mexican Amerlcan. respondents were’ reached in '

the Ho&gtc’n area, while im El Paso, one.'Mexican American had -

LAY
. .
- ES

) “.‘ e . 2 - * '- 4
.responded to thé-Anglo version and a Second-incomplete intery .-
u : Lt ' L ' . . (YR
+ view indicated the pérson.requngii to the MA version. 'Only .-
. \ A . ‘
. 3 . ) * .
l«thf‘ee Ma; respondents were contacted m"the Houston nnd‘ Beau-

-
. ’ » - . . ~ W f . Y

s

0
v

o —mong(Port Arthutr marketz\and only one qf ¥these had* respotded
. . v Y ‘ . *

. ) , Y

+ N ‘e
. . [

%
-
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T (TABLE 15 .

" mzsm:'rs OF PHONE INTERVIEWS . r

s

-

PILOT TEST OF NIW.PRODUCTS™

! -
v

-

/

J

’

k")

-
3

Al . Resgondent and Interview Totals

N

. »

. TENE oo , "Disci'ﬁline". ' "FR&R" -
~ . P $ (all VerSiOEil- (all versions)
e o .'fotal' Number of‘ kes;;on:.dent's X Q .306.' _ - 91"
? Number of Complete‘_ Interv:.ev/z‘s 48 :‘; ‘ . 20
oLt Numb%*t of Partial In;e‘rw;l,ews 5, - 5 7

* - '
g 9 - . . - . ‘ N
. ) 3 .

et

. . ’ + B, Respondents with Spaffish Surnames /thamf, Campafgn Respondents
N , T = N L \ -

. v o ’ , Hous‘ton ! Cogpz_ us _' . dAustin
.. Cadpaign I- = 0/26°(0%)- ' .9/36 (16%) .1/24 (47).
- ~ “ , l' ‘ .

(9f17-1o/é777)
™~

\

El Paso

5/16 -(31%) -

-

‘)

Mexican American ‘(N'=,7) 5

- Campaign'IP /99 (8%) 6/24 (25%) 0/13 (o) 5/10-(50%)
. & (10/5-10721/77) - . ro 2 to r
. 7 3% 0«‘-,’ . . PR ) .
' Fo Sy N \A ’ v - .
Z. ] — = —— .
. Resp_onse to PSA Vergi’dg‘f ‘ : x"i — '-::—., - _g ——
. A= Anglo‘zersxon TTeooa F v :
, ot B ¥y Black version , ‘
e . C = Mexican American version ¢ PR .
. ’ AB < Anglo and Black versmns, without’ dlstinct;on . S
- . ABC = All ver51ons, w1thout _{il&tlnction . s ’ ¢
.. . . . . Yo recall/
N ‘ "k * n A, B A81 .C ' ABC. Vot;?een 3
< ., -Houston - ot T3 9 0 .0, . R
y T e , Béaympont /Port Arthur - 1a 3 2 BT 2
- *w . -Corpus Christi T 916 ' 0 0 1 -
: Austin R /S W 0.
. . " Wago/Templé .. s 6-. v N
v ! El Paso ! ; ' PR S 1 1, F
i \
.\\‘. g ’ d 4 ® L
T e D, Response to P8As by Ethnic Minority (All %arketq) o — .,
f N . N/ X - . - S J . .
IR ‘ ‘ A B AB . C "ABC NRANS®,
Bladg (N=4) : 1 1 } . S|
y 3 ’ 1 N e




1% } - ¢ . .
PR AR . . T &
. r A “"g- / . ’/ Ld
, N ‘ “”(c\/”i
) ‘ .- - ’ . . N - R ’ - ' ,
ca T et to the Black version’ of the PSA. No respondent in Austin or
Do B SRS - ’ ) C ‘ Lot
: . . oo Waeo[Tempie marke.t,s remﬁmbered the diffetence between Anglo
f ‘ : . .. -
N : L 2 s . -
) : and Black.versions of the "FR&R'" PSA's. 4. - ?
L. ~v . ) ' » A, . i T .
Val o™ Table 16 summarizes the demographic characteristics of -
w 4 N PRI 7 "1 e .. . - .
. ’ v"' e . kthe "Discipliqe" and "F&&R" respopdents.” Based on the date

Al
- B f ' . M ‘

» . . ,
from the interviews, the overwhelming percentdge of respondents

» : et A . A '

A [ . '»\ to both messages wert Anglo. ' In addi'tion'; a significant number
. : ‘ﬁ ‘ ) : . . N ‘ -
b ] o 1Y) of Anglos 4espon'ded to the Black version of the RSA ohdisci-'

Coe 3 )
, pline. Almost all of the respondents were womeA (322 "Disci-,

-

) P . .. pline',, 96% "FR&R"}. Thelir ages fall ‘rouglfly intos two cate-
L . . . * ) f '
gories: womea 1n their twenties,mostly with small children,

and' wemen ovér forty, mostly <grandmothers. Vlrt:ually alt po
.- 3 ‘ ;. “
- N . :equndents "had completed hlgh sch001 ‘d over, l?alf had com< \ g~

. . . 1 )
, v pleted at’ 1eést some'years‘m‘ college.\ Moreover,, t¥e vasr
-4 . - : 4 : ‘ " 8
\ ﬂ . . .
v © ¢, majprity of respondehfs fall within a middle to uppér income

. ’
ey .

, "bracket.

' . 1 ’ , \
. - ‘0 r. ‘ ™

e , ¢ ) Regarding the booklets, !‘»esponaents had=iagrh more- to «say
. s " * 2 s M ‘ . , .
B : S . about "4 Ways to DisciBline Children"- than "Where Do Adults
.. * ¢ S
N T . Come From?". 1In the markets rece1v1n.g the dlscyplme bogklet,

. . . . 4o
. . 86.4, of those 1{terv1ewed hag already}read the booklet when

chtacted. Most of tHese people wer/& faVorably 1mpressed by '

- A - F} .
‘ . L
, e "booklet o.verall althOugh few f0und‘ hat t.hé" booklet son- R
[ .
" .. tdined much new mformatlon Many people said that the book- t
l - ‘/ ' - ‘ ‘ - . . [R R
) e ’ ‘. lét was uéeful "ag 4 reminder" . S
. " ) ' . - - e .. . L e . . B " N
S . ) } . & . Thé most frequent reason given for requesting the disci-
. . ( P 2 - .' . - -
Lol . o 'ﬁline booklet was general inferest in child care.by mgthers .
, - . , ” . LA . . . . ‘%
Y ) :
- CA
EA -— . )h .
¢ ,«' N . - . . .',
e Y. ' b ey A .
' ’Q * > ‘ \ 2 !
P s ( l-" . 4 + . '
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’ . TABLE 16 ~
’ ' , * .
;, RESULTS OF PHONE INTERVIEWS )
¥ DEMOGRAPHIC' CHARACTERISTICS OF RESPONDENTS
RN . PILOT TESF OF, NEW PRODUCTS
. \’ b h
* A. # of Children - .
Y E U . . . . Total #4 :
: "Total # of Total # w/ Children Average #
. /r Resportdents w/ Children , Under 6-  of Childrén
oo  (A) "piscipfine” . ,51.(100%) ° 37 (732) 31 (clyggy L7
o . _(B)l "}R&R" 21 (100%) . (s (1) 10 (48%) < 1.6
. . 3 ’ \ -
—\B.Ethnicity , | | & Ty
. i Mexic'-
' ~+, Anglo Black American Other \
. .
39 (8L 1 60 & 4 (80 2
: o wAs ol - 3125 0
- ’ '
9 \‘ . " , ~ ;
- = C. Ager < L E -
. - . - v
. Q"' - Total # of ! . C
'w Regpondents,  -21 " 2k-25 26-30  ~31-35" ° 36-40 40+ -
; . . . , . , . o
s a(a) 4B (100%) 1 (2%) 10 (21%) 14 (29%) 1 8 (IVZ) 2 (4%) 13 (277)
© : . o . r - , :
: FOe@B) 20 (100Z) 0 . L7%35%) 3 (457 f 1(5%) T3 (15%) 6 (30%)
( " - - ' . Y ; . A4 =
’ Y ¢ * i v ' ' * . & . T (
. . L ?ciucation ., PV D i e 7 . X
’ B . ME . -
LA A . . oo )
. T ~Tota1 #’of Some . Completed Some Completed
T T T T R’és‘jw"aents "= High School -uHigh School  Colilege College .
N " . L . ) N ” - . .
! '«(,A)_ 48 (1007) o 2 0 | 21 (4/:/.)‘ <18 (38%) 9 (18%)
oLl AB), 201007 1 (5%) 6 (307) (4sz) e o)
- - \ v . .
(\ : . ’ z ' ; A —~— .
<~ E.Ineqme . , Yy ¢ .
' ‘; ‘, TOtal # Of . » { . sz )000_ M .$5 1000_ $81000— O
4 Redpbndentss  -§$2,000 . 5,000 = 8,000 12.,000 -- 512,ooo+ 3
‘o‘ . 3 . v . i v . .
(W 46 (1000 2..(‘34%) © o . 6 10027 28 (61%)
- . v o - . _ v
(8) 20 (10Q%) 0 2 (1079~ 4 (20%) 5 (25%) 9 (45%)
' ’ ‘ ) “ \ . ) ; ’ - .l ' ‘l ' ' ' .'
- - 3 ST 18 , U
. ° v o ‘ v -

s
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"in Appendix All and 12.
' - &

? . s \ L3
with children of their own. A significant number of mothers

»

perceived some immediate problem in’disc!blfhing their chil-

'

dren and so had w:itten.‘ The most dramatic Wf these perceived
problems was related by a mother whose hyperactive son had”

recently set’ fire to their ‘home. Another large group of re-
. ’ < Fy ) . .
spoudents were grandmothers who tended to pass the booklet on

to their married children. Two respondents were teathers who

encountered discipline problems in their classrooms.
L]

-

Given the diversity of people who wrote in for the dis-

cipline booklet, specific impressions and criticisms varied.
‘ Ca -

'Maﬁy‘people praised the first section of the booklet on listen-

-

ing apd talking to children. Others liked the section on

setting”limits. A few people criticized the section on re-
. 3 - K -
warding children as tending to spoil them, Others thought

the booklet too general aAd vague to be of much use to them.

.

Eéveral people ﬁéd shared the booklet with spouses, married

. J . < °

ch)ldren, and other hdusehqlds.' ,Specific é&ggestﬁons for

additional information as desiréd,by respéndénts are listed
" P ¥ .

.
v

® LI . ¢

-

The number of people interviewed about the "FR&R" book--

v
.

N ,
let, "Where Do Adults Comg From?" was many fewer than the

.
. "

number interviewed abod? the’ the ”ﬁisgipliné“ booklet (see

~ .

, . ] .
_ Table 15). Furthermore, react™ons were far dess’ subgtantive,

- T
. . . : y § %
specific recall of the bookléz was shallow, and receptivity \

-
- . ‘ . . L
to being interviewed less favorable. Seyenteen of twenty-one

respondents coﬁtacteﬁ had readhghé booktet. Ten respondents .

. . ~ + L s
. b v N l
-

X
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¢

.

directed PSA's are not aired".

. ~ : -
B ;e } . " . ¥ .
. N .. & LT
- L] . L4

N .

s { . ’ . A ‘i , 5.

had expected eomething different e/en they had wrltten in.

- 4

. * ‘Some rhad expected )a lengthier, tore detgiified book, while * -
o ! .

»
.

. . others expected a different content. Ten respondents were ..

favorable to the booklet on the whole, buteonly one person

B 2

had found any new information in it. Most of the ‘respondents

‘
' . - w

said that they wrote for the booklet out of general interest.

[y

"Once again, a number of grandmothers and professional care-

takers wrote for the book.

\

The only specifiquart of the -

-

*

booklet whieh sparked commen was ifs treatment of the parental

role in teaching chfldren{ibo exuhlity. One responaent f

L)
praised this section, whi anot e; obJected this young Chll— Ve
.dren should not be 1ntrq@uced to sexualxtv:

- .

people passed the booklet om to othét households.

5

A number of

-~ »

~

5. Conclusxons 13 g ) .

Resuits from breadcastlng the new WU III products do mot
’ . *

support the research hypothesis: "the propertion of respondents o
L . .

n

that 1&ve in low income census tracts within a SMSA and belong to £

the ethnic group rep?%sented in the PSA will  increase when PSA's

\
directed explicftly at.that ethnic group are‘aired’bver when ethnic-

Instead; the proportion of audiénce

xesponse briginating from low 1wcome census tracts slightly de-

sreased when minority spot versions were aired compared to when

"Anglo versions were afred.. In additfgn, regardless of which spot

versions were aired, the proportion of response originuting from °
. N ", s .
low ingome census tracts was 1 van’ the propertioen of population
3 . - ! A ) e — & °
Moreover, telephone sampling did not conibtm

“far those tracts.

Y .
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Aruitoxt provided by Eic

. 2
that ethnic-directed PSA's resulted in increased mail-in re-
LI . [

»

sponse from ethnic grodﬁ member@s Very few telephone inter-

views were completed with minority respondents. .I%étgéﬂg the

“ '
preponderance of

) \
interviewed 'respondents tended to be educateQ<
. )

middle to upper incomg, and Anglo. ) ‘
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V. Existing Product Testing and Results

A. FIELD TESI/LONGITUDINAL BROADCASTS .
: '~ . ) e
. 1. Evaluation Design ' ,ﬁ i

«
L4

Thesprimary purpose of the POSITIVE PARENT Field Tests and Lon-

- o
gitudinEl Broadcasdts was to evaluate the facility‘with which liaison
agencieé in othér regions of the country could sponsor: POSITIVE PARENT

« . . TV spot campaign tests. Pre post questionnaires would assess imple-~ ~

mentation and impact of the campaign tests. Addiﬁionally, audience

* rgspRnse was to be ané;yzed for SMSA income tract and G:and H walues

~ .

- ~ L .
were to be computed for amount of audience response and broadcast
H : AN -
hs E 3 f B

exposuge per spdt and market.

2. Instrumentation ‘ e

i ¥ ]

Samples of the instfuments used during~the Field Tést/Lonéitu-

dinal Broadcast phase are presented in the pages that follow. These ®
instrumenés inéludedg Liaison Agency Pre- and Ppst-Campéign Ques-,

tionnaires, Responaeht Rostgrs, PSA Airing Logs, and Phone Interview

[l v 4 -~

Instruments and Answer Sheets. &
L4
H
1 .
»
.
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é
+
. . .
&
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. ‘ . A : -
T o Name of Ageney
.~ . ’ ) » ¢ M .
. , - Test Market ’ <"
i . .
- !. » “
. FIELD TEST/LONGITUDINAL BROADCAST o .
. v s POSITIVE PARENT’;.' LIAISON AGENCY . . o

. . PRE~CAMPAIGN QUESTIONNAIRE . -
i ‘ ’

[

Please answer these questions as best'you can. Your responses will be-helpful’

to us in monitoring the impact of the POSITIVE PARENT spots'. Please comple‘

the form and mail it.to us before the spot goes on the air. Thahk you for..
_your® assistance. =~ ™ ' . -

. . . : '

~

.

do you attempt to addres

. . P <
2.. What parenting communities do you serve? o
’ ‘, =

- - N .
~ ’ \ ' ! . *

3. Doés, your-agency publicize, advertise and/or promote its services ,.4
what way(s)?

-1

. : L.~ . '&’
. @ - . \A‘

' W . - .
.

. = .

D o‘ v,

AL UTE it "does advertise ‘what- response does the ag@wty receive to-this
advertisement and promotion over an avera‘z month's time? Ts it by
phone? by mail? . in person? Please provile numbers if possible. ’

T L. What parenting services S’oe's'your agency/organization provide? What .needs

. .
. ’ . 3 .
- . - . R .
. . - ’
. - -— : . . = T - .

B." If you do not advertise, please give us an idea of how many parents
contact you for i‘formatlon or services over an-average ‘month%s time

anﬁhow they do this. ' L TR

19 - .

adi
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. Nampe of Aggncy

Name of Tes;: Market

] -

FIELD TEST/LO‘ICITDBI,NAL BROADCAST
POSITIVE.PARENT POST<CRMPAIGN QUESTIONNAIRE

3

.. EARLY CHILDHOOD PROGRAM o
* SOUTHWEST EDUCATIONAL DEVELOPMENT LABORA’;ORY
AUSTIN,, TEXAS

) , . . \ ‘
YOUR RESPO“ISES TO THIS QU"STIO\'\AIRB WILL HELP US TO MEASURE TH..,I‘LPACT OF
» THE SPOTS IN YOUR MARKET- AND WILL HELP U3, TO IMPROVE OUR PROCEDU#(.ES FOR

MARKET TESTING ADDITIONAL v SPOTS. WOULD YOU PLEASE RESPOND TO' THE

_ FOLLOWING ITEMS. THANR YoU. . - -_‘g@« / ©

- - 7
4

ORIENTATION - €. .

1. Did SEDL give_ }ou °nough .mforma.tion to enable you, to setve as a
local campaign~-test fac111tator" ‘(circle one)

Yes ° - < Ne -
- . .

éo swhat else should SEDL have given you?

-, » . “ -’

<

-

«+ The orientation manual (circle '"yes™ ot '"no" for each)

a) wds necessary in order to complete the campaign*

Yes ’ "No’ i

.
P .

If no, why‘ not?
e \

’ .

«

S

b) clearly explained wha_é the facilitator had td do o
Yes .7 No- '
Wl ’
" If no, Which parts were unclear?

~




¢ 4
p.2 of 4 T
3
- . . c . “ a:
c) had the right amount of ‘information in it
. \ : Yels ’ No o B
. + . e 8 . : > ‘ o
- \ . . . i
- If no, what would o ‘dd or tak out? . . t . -
. . . \ N * “/l . .- e
. e . e
~ ’ ‘ .
) - Other comments about the ual -
}1 - . . - N ) - . -
e > i N - A - .
~ P .
) 3. In what other ways could SEDJs provide a better orientation to facilitators?
~ i P . ' : X ’ . . ‘ h
« . ; — : o
. . . . . }R © .
e ” . -
N L. - , ) .
: ~ "7‘ . ' -
g o ]
- N {
” ;o ‘b' /
// IMPLEMENTATION . § : : LT
' . ¥ . - . .
-8 . " "“ . s *‘. .\'. ’ B , P ]
4. 'Pid any part of this project pose special problams for yYou asg a f§c111tator°
) _(circle one) = _ Yes _ No. ' > 7 -
T ’ ’ " i ) - - ’ .
- 3 . If yes, . . , L 4 .. .
! . . ‘. : ) * f P . .%
» a) tell what part(s) , - N A
' oo e y - - . = o ‘
j 4 .. ‘ . ‘
B ‘ A - oo . oL - ) o
’ b) describe the problem(s)
PO J* .. ' X "% - . - . * i ' ' . “
S . T : ' + , C e
. L c) tell how you'sokved the problén(s) i .

. ' i — .
A YN \ ) . \. s v 7
m\'

i . 5. ould you rake any changes iA SEDL's POSITIVE PARENT test1ng or 11aison .
) L \ppr ach? (c1rcle one) . ¢ e
" N . . - . . ~7‘ . , » ,
AR T Y Yes No S

. - » -

y " If yes, what would you change? ‘ i : ' i :




AL “ . 2 -~ . R
.. VRS ™ . s .o . A . ,
. ¢ e _E(zt,’. y S : * p3of 4
. . [ . ’ . ‘ - ) ) “’” . i
. Al ‘ - Al »
# . “ \ . . q
6 plmsed on youy experlence, what ‘do you think is the best way for a L,
) facilitator to work with the TV stations in carrymg out ghe TV, .spot - o

campaign(s)" , .o . s

v o, \ & K SRR Lt
PR ¢ . - - -, '- , ~ !
"8 K - ; LRI B
. ; .. . . - L , &
r * " .I . h -4 -
[ ~r ‘. R o ' N ’
- [ ] -
@ . * ‘ , » ' ‘.
) IMPACY - - Ly e e S & . R
- - —_— . . / - 14 r : p . . v
D e e~ < ERCAN SO
.. 77 During the five weeks from beginning K spot Airings to a week after the .~ .
s "' . airings ceased, did any persong.redct to the spots by contacting you f o -
g e inf-omgtlorr or se.rv*ces 0 r than throa_gh the booklet ‘requeats?\ - *
- F2% S Y
A ’ o 4 . g
. ."-““ If so, ap'proxmat 1y ‘how, many” : A . - -
. G 6 ¢ Y
> .
e If s list tffe various methods peop]‘.e used to contac‘ct you (e 2. letter/ .
.o calbs, et;c ). e . IR ;o . . . -
. = L s > :

[~ . -
~ T T
"t u . .
st N
’ . 8. rvW‘ﬁ’—other changes in. aud:.ence responsﬁ to your agenciy, if an, did you T
., ' " notice during this. f'lve wveek period" .. o % . .
) . . NN LR . “ - . »
M Tl o R TR T < ' .
T.w .. . ’, L T N %
.- Ve . ' . M ﬁ .
Tt : ,How much of this do }ont think was due to the spots" ‘ ‘ .
T 4 A ST 7 gr ‘
a . - ¥ ' |4 P R . . * .
: Q. . — . ol g J- - - . - PR " . - ’i
1 ‘ . et S . . f ' ) S . s o .-
9. Was the amount of. audxence resgonse to the .spots during the Lampai@‘ Y S
' period (s) less than Yeu expected abOut what you expet‘.ted,,o-r more @an . .
you expeeted? (circle one" e . o . .
P- . ', . ‘ ’ . . ’ ' . M ]
' . . . - . . 2 Ba > 4
®, 2 A "Less than expected °About as ‘expected More than oxpccted
N . PN P < ' ' T ;
. LI , A \y . " . ' .
g ’Explam wh}‘ you thm« this happened L . RN
e . ’ o - -, ‘ “ ’ \ " v, et i . e
2 ‘. { R - A % &
< ” ‘. o . M N . ~ \ . . s A
K R Co. ) ‘ ¢ e " L J . oot
Nl Y <y - : N !i - .
. e o . S | _.,,’ . “ )
a4 O 5/’ w §' R : .\' . -
ERIC “"“ 5‘ SR SN B R
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! ! N ges '1‘ No ' 5 [

* ’ ol > * . - . “i_
ﬂi“ if fgs,’gfiéfiy tell hows . . A s -

- . ' 7'-./\ L R
W ‘ «R v . -
e . ) . ., '
. ! . .o, ¥ . , ] . .
10. * Has-the campaign helped your agency? (¢ircle ‘one)
R ' Yes: - No - ‘
4 . « * .
Brtef%y tell how éd:or,hbw‘not. . : . .
- " \ . ' -' 3 ' v " '. ' . \/'

- ® 6 - ) ’ A ) *?? N ) . ’

.
- [ 4 ) < -

[ 4 -

* e - " i . A . A 4 .
¢ u&% "
Ll. Coulégthe complete~ser1es of spots apd boo ny rurther

gsefulness for your agencx} (circle oné)

- & L )

.

. .
-
3 » v « -
[ . .
N i .
. A e .
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FIELD.TEST/PONGITUPINAL BROADCAST

. l “POSITIVE PARENT' PSA'S
. . Afrirg Qog ®

Market

Station

[ Y
AfY Dates,

2
.

.

’ . .
. NUMBER OF TIMES SPOTS AIRE® '
- 1. ‘ ] . LENGTH OF SPOT  V _ !
WEEKDAYS: % - 136 ) :60 ¥

,7:00 - "9:00 M .
" I ?‘
« 9:00-~ Noon * '\

'
Noon -
-

3,30 P

. 3:30 - 5:00 PM

5:00 - 6:30 PM
2 * . ’
©6:30 - 7:00 PM

P

7:00 - Moo Py .

10:00 - 10-30 P¥

10:30 -. MIDNIGET
SATURDAY: .

2

AN - 1:00 P

SUYDAY:

P

1100 - !.:o'o. Py

r

OTHE® TTJ;(Plcase !ist)

’ ) ) * ‘ ! . . : . -
‘ "p3 LTLVE P.\P&‘m’" PSA'S are dgveloped by:
- The Early Chlldhoodi?r.ograp ¢ *
Sputhwest Fd%'e'ttional De’olop':ent Laboratory »
711 East Seventh Street v,
Austin,\JY 78701 . K (512) 476- 6261 <

Y et e 86




. ~ . - ? - o y » 3 [ -
. [ $ . A N
- . ' N ° E t ' . . a 4 ~
: N 4" . tys 7 - N
s ) >, p.l7of 2
- ’ . - . .
“, M ' $ . e § ’ ) * v
- N [ . * ' . }
S T . . PQSITME P nzw TEST ' ) N
. L . i PHONE N'rzavmé' msmu K . *
. LI . . . N . . . -
- i ‘ ‘ * . ‘_ . . & . . ., - .
’ Y . R N . - M
P . {NTRODUCTION: .Hello, Is Mrs. (Lincoln) in? Hello, Mrs. Lingoln, my name is .
* ) (nge' geal nahe). Szvenr veeks lgn;ou wrote, for a topy of a ) . . R
' 3 - f¥or M
. . , . i .. , free b&oklet on J'm tallmg m the . , i
. . . ° Sou-thweu‘ﬂdu;auonal) Lab Austx,n, T *to ask your opinjon .
. - . ., + about tfe bookigt so we can improve 1t f&f other parengs. /. )‘ o
’ ' i ‘ ‘e " /" ~ " ) * S b <
~ ' . & . . IS 2 - . . v . . , . " .
. ‘&, = 1.4 Did you receive the booklet called ‘e ‘ . 1in the mail’ e B '
. . : ¢ " ' T ’ ’ ‘ ‘
. r . (IF 'NECES Y, he p respondent recall by saymg, "‘rhat s the one with the e oy .
- *(see att hed she ) on the co* ) L. o~y 4
" - . ) - hl
. IF YES, continue with Ques,txon ¥2 + . . . * e )
L : PR SR : C
: -1 IF NQgaask, s e e - L E
’ R Did-you write to ?QSITIVE PARENT requestmg free booxlet? ‘. L
R . . , ¥ . . . * '.
P ; IF YES, ask s - \ A \y T ' L
W Ty v : L Did you see:an annouticement on TV telling abcut the fyee bobx...et’_ " .
L ‘ . : . . . [ - * L
R ) . IF YES, ask . o ' .
o ) 4 . ! :fmd vou sed the &nno?néemfnt more than once’ . T g ‘
T } . IF YES, ask -t K / - ' K .t
* ' ; T 4 apboupsfou many times did you see 1t¥ ' .
» . -
. .3; * IF N0, ask _ e .
. .. - & ty How did vou hear about the bq.gl(ldt’ X . e -
S . LN th did you wribe avay for tge bookletl. ¢ . ‘.
\' ) ' " 3 - . ’ -
* - 1f you would st¥ll lue a-booklet. we would <be happy to send'you one., .
. - (IF they want \booklet. take down correct name, address, and zxp) .
‘. . . { . " .
* ‘ \‘ * 2, Did y0u° gee an atnquncen zént dn IV teleg about the, free boonlet’ e .
' L
<" i } 3 - . -," - . -
K . |4 IF YESS Pk . . . !
. N \ © &) Did you see the 'announcmnt more” th ‘ ‘o .
’ f b) IF YES, ask =, . -~ . , .
. y , About how many \.mes did you s X _» ' N
X * . R , (c) Is :hxs Mye finsy tize vou've ‘written i for, free informatdon . b
. . . C N ‘ . . .
- IF %0, ask L . N_— c .. .
. . ! , o How did you hpar apout, the booklet’ - . : e "
L. LR - , » - . . t
. R L e - L _
- =2 > . ’ - - . ¢ -
. t .. 3. Why did you .wryte éyay for the bhooklet” . . . . i -
. - . at DA . . ) .
X e ‘e R * .. . . -
4 N \ . . . N . M
c - . i% sCan ypu‘tfl!_ us wharﬁvou expected to receive when you ‘wrote for the booklet’ . . R
e ) ) ’ . 0 ’ - ' ) . ' “ K . i !
< . n T .- . . Ve . . .
° : , $. Have you had:a chance to look through the booklet™ .
« 1 g *° .. IF ¥ES, procede to Question # 6. . f o
.“ 3 N s i . . - . R N N , \
o S IF N0, ask . . .~ .
4 ! N -~ Do you st1ll have tHé bookle:' . ‘ . A ' s .
o ’ . ) . .
. *°  (a) fF ¥, ask - ‘ - . (L :
. ’ ‘ " * >~ - Do you, know what Qappened to the booklel" -
. i . A * - . ‘y , -— ,
g ) TH -PRDCEDE to question ¥ 14 and cluplete the interview. ‘
3 - v ¢ * . . 4
L. (b) IF YES, ask i ' : , 7,
L | : « Can you help us by- telhng us uhy you haven't read § !
7 “ . ‘ the booklet” . -
» , . i e R L. . -, v : ' .
i - L I X ' . - THEN PROCEDE to que?on # 14 and complete' thee 1ntertitv. T -\
. . . N ’ . \ .
. Q . N ° ., . . R s . »
TRIC . T s oL
. .ot £ . $ /
. i 2 . ? . . . , A © , L




N N Y ( B » 3 \ .
'
. " y ~ - - ¢ ) . ) d “ T ’
{ - ?.2 of 2
- ' ’ [ . ! ’
'gl p. Was the'boakhet ' you expected? . S, ’ X '
4 " el . . ; ‘ - - .
- -, . . - ' c
7. Was anf of the 1nfonnat10n 1@ the booklet.new to you’ -
- . - . L . ‘
. N = IF YEf, ask ’ © St A
-«; About” how much of thd mfotmatwn 1ur the book)ldt was new to you
. ] R . ¢
: - 411 of 1e/most of 1t/some of it. ’1 -
. : -~ . = ' - * ¢
) * e ’ - 4
oroe IF YES, a.sk. . syt N +
.- ' * _."; ] . Can you remember an example of soﬁ:ethiﬁg from the booklet that .
‘ . " . was new for you? . - o9 .
, , . 4 = *
¢ 8. How much-of. the information in’ the booklgt was useful tos you~ L
all/most/some/none ) Yy L . .
. , K ) . ]
. . . IF INFORMATION WAS uszm.,'?k . . . . "
* . o . .(a) What in partice¥ar was useful to you’ .
. (b) In what way was 1t uséful to ‘.ou o . A ’
FECS ce (c) ‘n’hat’ addic.lon mformaticm might alsgybe- usexul to you S :
D G o n
T : IF INFORMATION *NOT USEfUlk, ask ° ) . . A T
.~: : Can you give us some suggesnoas ‘about what Tnd of 1dformation .
. o . - would have beem useful to yout - . ; -
. - R » ; .
- ’ v ’ * N « *
. .
9. 'Have'you us.ed any of tne suggestions: in the booklew with your ohild”
t . IF JES, ask | - = .
‘< . Whih ones have yoy tfiéd” = . l
. e . o s o
, . .o ©o . .
. 10. Was Qxere anyt-ung you partigularly 3iked about the booklet” (&la“e explain.)
-~
- o B . 11. Was there myth:@g yousattxculatly gxslxked about the booller” (Please explain.)
. . ’ ? e .
. . v 12. u{hat dad you do with the booklet wheh you flmshed..:.eadxng it”? ¢
* ‘e - [
. - § * 13.,, Do.you st1ll have she booklet” s R : ' .
‘ L) v M . L0 ‘- .t . i
- ’ . te - . b : - v * -
" CONTINUE INTERVIEW BY SAYING, \ © ' :
$ L J/ © e would like to know sozething, aboug the people who wvrite in for our boox.ets
y . " I have qust a few more: questions to ask you ebolt you and yout family.
. & * * . g «
v . Lo. Hov many ¢thildren do you nave lxvhgxm Iout houuho"lQ’ < L . .
”» ’ - How many are utder é.years of age’ * . ’ -~ -
s ’ i NS . H
25, To which of tho followzng ethnie grou" do you igdong: v ™ :
. \ - 4 (a) Bl®ck/(b) \uxxcm-muun/(c)dng;o/or ) other?
4 » . - - .
T, 16. I'n which of ghe fonouin; s sroups go youytall? T ’ @
. \ . . . .
’ (8) uader 21 “(b) zis ey 2630 ed) 31735 (o) 36-&0 (£ ovet eo )
! » RS Y N wnny yeare of lchool h.vo qou conpio:od? L s
ki . . o
' .18, Wae your .fnny,incom for last yeat bo:vun ' . . .
-~ " ’ L s ‘ o
® - .
\ . . (A) u - 4,000 f) 35 - 8 000 (c) 88 - 12,000 or /H) above 312,000 .. . ~
! : ' ° % L . "
e . [ . N L4 PR . [
L IR B That's all the quaetione I have. Thank you very mu;h r nnudin; s fev ntq’utut
T ., , talking with me.” We appreciate your intereet and hope ou have -enjoyed our
. materisle. ot
0 k) . 4 L
~ ] : ) 2 . o a0t Joa
» ¢ ‘. . . ’ ’ : Lo .
' * * * ) 7 ’ o . R . . . . v
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.. - Lo . .
- P . "FIELD -TEST PHONE INTERVIEW °° . .
‘. ¢ 'ANSWER SHEET R | . RS
v © ) Moroo. ¢ . P LS
~ * NAME \ L siret - N, PR -
T 7 - 1]
-~ Aa - " o‘ - . E | .
PHOYE . . i « CAMPAIGN * 1 . d b C— .
o - - PR R - = AR L 4
; * + DA / ya + TIME OF DAY CALLED A / J . , ’
o ., —— . " N .
., "RECEPT 1. Yes tfuo, o= _ g - L . .
) OF BO@KLET ‘ L - " ‘
L . No (Dxd yoh‘ write for bookdet?) y,u o A .
- . x - .
., . o (mu you see PSA?) ' ‘(‘ * e J
. '%s - A} -
.« . “ (more than once’) yes %' ne ¢ times
= ~ ! -, /_ s - - .
1 (how heaid about boou.u) ' . t. : .
] vle
’ . (vhy vrote for ‘booklet), ’ R '
. T t_ . v ! ’ !
! ?A . 2. Yes ~ I’yen. ) ¥ - ’
R ' - EEN ‘ . - e B
A - . No i (a) Yés No (# times seen) . ‘

e’ S ) ' . ‘. ¢ * .
. M ) (b) (write for iri._ info) . ’
- . | no, ' ' &- .. ’ '

- © {how heard lboux bogp ) " ¢ , .
] . 3. {wWwhy write for booklet) ¢ . st =
e o ’ ‘ AR ; .
* K ' " 4. '(What .x}pecud) t } . , . .
. L R . ) A ' .
) g e " > = 2 : .- ). e
- . . = . ., ' 3 e - N -
. . . . A . - "
. ', READ 5. ZNes &£ no, . r , :
- mmh ‘ — . . & - . . , : i < PN
R . No . . Yes Ko till‘have boaklet) - -
-~ - . . , oo . o
, « ., . r w If 0o (vhere booklet im) -~ _ .
. ‘ b . N % o o . .
K . . . If yes (why haven't read) . L - e,
. s i“ ¥ . . ’ a . N ® . , .“ "‘_ , '
__— Y.“ Comments, :f apy . ~ . ok
. '. . Vv - o "
- ECTED Yo . : ’ 0, A . e
. ) w v T L . Ve . v
'.“'/ . ’ . N . - . "
. : ry ! - *
. ng .- “1._ Yes _. ®* If yes, (a) all (b) most (é) some b
. . INFO ; T S L e " s . N .
“w R P
. ) i : - * . . T

: .0 " L . ' . ) g ' . ‘
o Tt L ot e A ' -0 “ “ -

- -+ USEFBL .8, A 1f yes, . N . . . CL
. R AV INPO ,. . ’ - . ) " e

» 1 " ‘Most . (vhat u.ciul) 2 . ,
A ’ o ) 8 . , ‘ \ . % ¢ ' ¢ /
: e Some (in vha: vqy) — - - - > 4
.t “ - oo None .(additional useful info) 1_ . :
. ’ i . LN - ) te . . e . Y 4
1f no, . ' * t’ . . ’ R ‘( ‘
., L, e ! B [ N * . : o . ! Lo

’.,‘ b ’ . ; ” (vh‘cr.’ouln have been 'useful) _- 4 e . . f
El{\l-ic L * .t ‘ , ’ ’. ! e . .
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USED . . 9. "Yes 1f yes,
SUGGESTIONS S e .t

" EDUCATION ~°_17. Highest gtlde coipleted ' -

.

) .

b .

\ (vhich ones) _

- [
— ) ’ r - >
- - v . . A . k" . .
. . : . L, ® N .
- A Y , o » N
10, (Liked booklet) »
» * . , [} ’
- s [ ] P 2 : !

.

1. (Disliked booklet) - '

* .? [N - .
. N . N4 -
N, s .
Y . . =7 —
.. (What did with booklet ke ’ . .
\ ’ ‘ ¢ CT ) ’
: R LS
1 Yes ' (still have)bdoklet) v
L4 N v

CHILDREN 14, # chudun + _#'under 6
ETENICITY 15. z:hmcuy (2) Black

(d) other

36-40 __ over 40

INCOME ~1a'5 Incoms  (a) $2-5,000 . (b) $5-8,000 ___

“ +
26-30

ve

“
(b) Mexican-American

- . -

(c) §8-12, OOO

v
Y B .
. 3d) above $12,000 . .
- . ’ '
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7
Data Collec;ion ahd Analy51s

Pre- ahd post ass ssment‘fﬁstruments vere gompleted by pﬁqne and

* mail with ten Liaiséﬁ Agencié$ sponscoring POSITIVE PARENT Field Tests.
.and Longitudinal Broadcasts. - Responses’ per questiod were collapsed
‘ S ' '

. R v . ’ R . -
across.all agencies and summarized for'presentaglon,\,

Broadcast exposure and audience response data were compared and

, . 1 i .., -
analyzed in the same mannetr as in the.Pilot Test (Texas broadcast
; ‘ . Ry . .

’ - .o
? -

- . . [ B ¢
tests) phase for the nﬁg.produots. Audience response was corrected
: : !
. . . o T -
for broadcast exposure to generate ingices of spotwroadcast effec-
s - N - - .
O = B e , *

¢ .
tivenesg. -SMSA write-in..response was analyzed for census tract origin

% . - . ‘ e )
and ifdcome d851gnat10n ‘¢ ) . e

. v (3K}

o

; ,
Samples of respondensé wére drawn in’similar £ Lashlon‘tx the. -

&~

.
.

Texas samples, and'phone integvhews were~conducted/:}th respondents*

e em S A ~ -, ! u
~in the SlX F;eld “Test mar&ets. The priﬁ;}pal infenf of these interl‘
) 'CV views was ‘to gather pertinent demOgraphlc data on respondents to the g

» . il

Field Iest'broadcasts. Secondarllv, reaction to..the respective book=

v

/ . o ’
T t( I -, lets was also obtalned' ReSpo&ses to the‘phone instrumegt ‘were sum-
* ‘ b ’

narlzéd per questlon and analvzed per spot and booklet. /Finally;

L A .

resulcs were: cunulatively summiilzed across all Field Test soacs and ,
. #
ooklet%. : *

Results

pre/post assessments:
S - | . N e
Ten Llaison Agenc1es served as campaign spongoys for-the

POSITIVF PARE\T Field Tests and Longltudlnal Broad;aqtq, Sum-

‘ marles of pre- and post- campaign aqs&q%ments with tho agency

.
« L4

facilitators aré presented in Tabies 17 and 1& b W\ major1tv of

L2 . i
« ¢

. - - . o . .
the agencies offer educational programs and supoqrt servtteq to
. v

r ’ | ‘i N ) ) 91
. - ‘ *-97-

g
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parents of preschool children throughout the lgcal community.
- . ' . . - ¢
) -

Low-inceme minority populations 'yere most'me,n'tiohéd as the _pri-‘

" » -
’

mary rec1pient group for t‘hese prsgrams and servicés.

virtua11y

alI of the agenc1es reported that they publiciz*e,l advercise and/

¢ ’ - '

Sor promote their" serv1ces. Nlde varl.ety of oon%unlcatidn media s
1
are utllf’zed for these pub11city efforts. For the most ﬂart,
D F S

audience response to the agehc1es as a result bof these communi<

«
4 - | “

: . !
cations varied from moderate &heavy . -
A
i

f
Vfrtuaily all agency facilitators, reported that SEDL prov1ded

-

l’ *
the1r"age’n\ges wlt"n sufficient information andjorientatxon stra-
' N

. ' ¥ ‘
tegles prlor to the te?tampaigns * "Likewise, there was"co"zmon'

o ~

I

4

’
the campaigns

“ .
uposes of the.project.

- 1

[ L}
- M

”

¢ - R , - 3

. . N o ]
means of ensuring smooth operation of "the broadcast gortion

The retrieval of station broadcast da.ta,\w‘ias

Fac111tators heartidy endorsed Hl:\ectfand

continued personal contact with station px‘%grammers as the best

gﬂ@f

\greement that SEDL's liaison approach was adedﬁate for ﬁhe pur- !

’

’Jdentlfled as the greatest sygle

T Apprommately half of the f

N
g;}x dur;ng .Lhe' proixct.

tators felt that the alring ,‘iﬁ

- .

N

*

1y

of thef spots in theit;_markets reSU'l d ’m an increase of general .

'/.

aud'ien_g:e response to their .agencies". A maJority of t:he faéili- Y,

'
- L)

ta’tors,admit‘ted that the amOunt'of'booklet write-ins for thelg .

A ' ’ -~

market exceeded origmal expectations F'ina‘lly; _the facilitators

‘

expres’séd'that involuement &uh the POSITIVE PARE‘T camp'&igns

* \

‘had resulted in a.variety of p{anefits “to” thexr agenc1es‘ anda that ~

. ... .

the pr'oducts def»initebg_ possessed further,usefulness. . .
’ S ’ ' . . P . ! * Y *
o \ . s .. C . . ' .,‘ .
e ‘ P} A 2 A \ u " . . ’
r . ° - °
. - -
' . . - 92 i - . , .
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\ bl - s 2 »
: - ' TABLE 17 _— . T ’ ,
1 , . . [} . . ) R ,
FIELD TEST/LONGITUDINAL BROADCAST o S S
c “LIATSON AGENCY PRE-CAMPAIGN QUESTIONNAIRE . I -k
5
. ) S - e ‘ . .
3 . ; ' SUMMARY OF RESULTS' o S
. « - . “ N - 4

- . N ! . - -

- _i i - . .
What. parentlanerv1ces, does your agency/organlzatlon provide? What needs

;dojwiu attempt to address? . e s

o )dispers ‘between statewide, émgleuo

. \ i
Lalf of the agenc1es ~either offer pat‘t education classes or |
. information and referral for cKild care related family , =«
ervices. The remaining groups offer a %
Vices: workshops, seminars, parept cooperdtives, t:!empp”rary ,'A .-
,ichlld care - facilitjes,, schoal~family case workers, and a data
jand program 1nformat10n cleariﬂ!puse on children and youth , "

)

rse array of ser- . o

. 'services. ) g . . . . T N
. g' . * ’ _ ‘ . = SR .4
* fThe l¥rgeat single recipient group of theshgervices is parents ‘ ' ,;,
< of prescho 1 chll.drfen. Add‘?;tronal clientéle intlude-‘children .
b al deeds, préschoolep themselves, and parents of - .
" .1e1' entary children, - " o

»

. ‘ .
V1rtually a11 of these agenc1es prlmarily attempt: to strengthen )
aha supgort the family. unit by emphasizing the positive value -

.of parental influence and by meeting the psychological, guidance, R A

«  Aand soc1a1 needs sof parents and children. Several of the programs - |
< ‘oonta.ln 1nformat10n on child develgp‘n\ent and cisulde rearing skllls.‘

‘ A - &

< P 7 . - '
N ! . t ‘ . . -
. - - b . ¢ . LI

What &arenting, c':ommunities doiﬁu serve? = ' . oo . )
D 3 K o | 2 e . . . A
- ’ ' 3
'Prlmary target communlties include econdmically depfessed . ) Y e
toe 'mlnorit) populations Handicapped and Anglg populatigns- are ' X .
' ;also served s . \.» *ga. 0 ' . '

R ’, = %, 3 “;‘ v

'I‘h?é= mtended service regxon& for r:he ag proéran;s', are"equally
*.county city-wide,
AR N,

.
and' neighborhood coverage. ) .
’ - ' ,l
PUREEE B - .

! va? - 1

Does - your‘_gency publicize, advertise dnd/or promote 1té serv1ces” *In o,

what® wangs):7 a0 -wg,- tom . . PR .
' . . ¢ v . .

Elght -of the agenc{es are ad‘tlve in advertising their e Xites .
and pfograms Principal“’publi ity and - promotional medid ifcldWe:

‘newspapers and newslet'ters, ide variety of prinr media
chures, flyers, handouts, pamph],ets, .class schedules, and posters)

1 radio, televisdion, and public fdrims apd-appearancés. To & lesser .

d.egree, the agencies also utilize person- to-person_ contasts, 1etters,
and word of mouth‘communlcata'.on One agency publishes 1ts own maga—

-, zine » » .
LY 4

1 ' i 93 ;- ‘ " ",. . ‘:'011

. R4 ] - ' o - . '
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’ ' 1,. . b . . ., "_. L4 @ .
Lot A, If.it does advertise, what response does _the agengy receive to this
o o ‘advertisemerit .and promotion over an average montH's time? Is it by

. \pgpne? by m3gil? in person? “Please provide numbérs if possible.
» - T — ; 3

Agency résponse is r#ceived via: ° phone’ (from 30 to over 400
calls per month), mail (one group reported-20 letters per
smonth; another agency receives 400 mail .requests in .this period),
and personal cortacts (one agency responds to approximately 100

contacts in a month's time). )

x
s ' ,

- .

[ . .
. . . » R
“ B. If;you do not advertise, please give us an idea of how many;garents i > |
.’E'P contact you for information.or services over an aver ge month's time .
o and how they do this. . - - .
. . . = ° E ’ - s
, Two agencies report eithet an undetermined er a very small (5-10 e
phone calls) amount of dudience response in a monthly feriod. . . i
. . x 9 g ) . o
. \ -
. .
! [ i r - o « a
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TABLE l8a

EJELD TEST/LONGITUDINAE"BROADCAST
LIAIS N "AGENCY POST-CAMPAIGN QUESTIONNAIRE
SUMMARY OF RESUBTS

- N
-

- . .
s3pRIENTATION

1. Did SEDL glveAyou enough informatlon to enable’ you to serve as gglocal
campaign-test facilitator’ ’

[ 4

All 10 facilitators fglt that SEDL furnished sufficient information.

) / -
2. The orientation manual: (a) was necéésarv in order to complete the
.. camgalgplggb) clearly explained what the facilitator had to do, (c) had .
the right amount of information in it?

, -

R LY ' R v
Eight of the facilitators felt thelorientation manual was necéssary.
One facilitator felt the manual codtained an unnecessary amount of
1nformat10n ‘while ‘another individu considered phone and mail com-
munication during the course of the project, to jbe sufflclent of {t-
self. Nine facilitators reported that the manual furnished clear

and concise explanation of their project responsgbilities. -+ '* 9-

In what other ways could SEDL provide a bette}'orienéation to faeilitators?.
Two facilitators who 'work in large agencies would have prqferrgd a
more direct routing of information to them. Other, fac1liQ@tors
expressed the desire for more campaign’lead time, an orientation
meeting prior to campaign implem¢ntation, less S'legwork" and
greater support from SEDL with sngtlon managemcnt and statlon handlxng )

of the 'spots. ‘
. - -

IMPLEMEVATATIOV

. . L]
. )
fﬁ Did any part of thlSAEIOJect pose 'spdcial problems for you as a fac111tato¢° .

By far the greatest problem men tioned condfsted of the facilitators,
retrieving the broadcast logge Additionally, factlitators specified
difficulty in keeping stations on the broadcast ‘schedyle amd in [for-.
.wargdng audience response to SEDL. Stations tended to. -balk, gnd in
" some tases object strenyously, to keeping the logs. Facilitators
" would have’ preferred to not send audienc€ responses intact to SEDL.
& . D
.When'ﬁifficglties arose, thé log data.was princigally retrieved by
having an agency person visit the stations and Letord the Dbrogdcast
exposure or by applying phene and.in-person presgure to the stdtion
'programers Facilitators in markets with the heaviest audiencg responsL

pre?errcd to record rcsp/qdcnts on a roster sheet and forward this to
SEDL. : ‘

’ .

-

v

95’
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5. Houl 1ou make anj__changes in SEDL s POSITIVE PARENT testing or li-aison i
v toach?’ .
z . *
. ~ . .
Ei % of the agencies considered SEDL's testing and liaison approach
did not' re,quire any changes./” The remaining agencies suggested extra
publicity and promotion (e.g., TV talk shows, news artlcles) to be
‘used concurrent with the spot broadcasts®and that spots be ragged

to more speciflcally identlﬁ the booklet that is d1ssem1nated for
. a particular spot. ' . . ' I

B

-~

¥ . . . . .
. Based onjour exRer.rence, what do "you ‘think 4s the best way. for ajaclll—
tator Lo work w1th ‘the TV stations in carrying ‘out the TV qut campaign(s)?
N ' .
Fac1li*m overwhelmingly endorsed direct contact w1th the station . .
" programmers.. Iwo ind.iv1duals regommended the sequential strategy of:
(1) introductory phor{e calls to the PSA-responsible programmers at the ’
statlons, (2) persondl contact with these persons, and (3) follow-up
letters. Other f§cilitators’ felt ],t advantageous .to_clear the pro-
ject through' the st?tion program director and general manager and to

. obt:am their full cooperation from the very beginnmg of the proJect
< ’ It
. " _5 i : . - . .o ~N

3

[ 4

IMRACT !
7." During the five weeks from heginning of spot airings to a week,'after the
airings ceasedy _did any persons react to:the spots bv contacting vou for

information or 'services other'han, through the boolklet rejuests? s
’ < 7 - S

Eight facilltato.rs"feported audience response other than booklet
_ requests. Seven of these facilitators reported 15 op fewer .con-,
tacts. - One facilitator reported)2,500 contacts. The majority. s‘-

all contagts originated vig phone and mail. ' ‘-

. -~ - o
= R * .
- N ] . .
. ¢ N -

What other .changesin audienge response to your agency, ‘1f any, dlq jOU

"notice durmg r.h*a fi\! beeWReriod" - .

[} . .

. " P

hd 13

. .

Half of ‘the facil ator did not notice an apprecrable "change; ?n

r’esgponse to their agenc1 Sy . Where a change was apparent' the fac1li—
ors rt%pq,t'ted persons 85 desiring to Tearn more about the early

childhood and parenting programs of the agency, requesting acess to "

the spots theMselves, and gererally'admitting a heed for thesé types’

of educattonal.materialsi! A majority of the facilitators felt the. ==

spots; primarily motivated these requests <. . ’

-y . - ' ., : | ’ g t" '

)’ ' “ ’ ’ ’ ’ ’ - B ’ .

_Was the amount of audience résponse to the spots during the kﬁpaij_
p_erlod(sl les8*than you expected, about what you expected lqrjmoré th1n
Xou expecf®d? "Explain why ‘you thfink this” hapgened - "

LN L)

g-.h
. . - “

Six facilltators reported the amount of response td have been gréater
than they expected. Three facil8tators reported les® respong,e thdn .

_ —102-" 96
PO

v
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v " -«
B . . »r -

expected. The facilitators‘ffr;alt the healthy 're'sponse’was ‘attributabie
.. to'a'variety of factors: paremts were really interésted in the thopics

and desireous of assistance, the spots were easy to understand and *

portrayed real-life situations, and stations reacted positively tq, the
e production quality and message of the spots with favorable'sthéduian

. i
. O i
. . . ;i

N il .

- ! . - - ,
. L)
. ’ e
- » N
)

. and, amounts of expBEﬁ?é. The rémalnlng facilitators gttriputed th
poor response in their markets to: lack of convenience in requiring
. ' a written response, small amounts of eXposure at undesirable v1ew1ng
. imes, and variations of audience interest in the spots when more® °
han two Were,aired (longitudinal markets).

- . . . 3
- . )

- -
- ~ . . ’ Tt
- M .

. 10. Has .the campaign(s) helped your agency?

Elght facilitators contended the POSITIVE PARENT campalgns has helped
their agencies by: creating greater community interest in the early
childhood andtparentlng programs of the agencies, affordlng greater
' . , agency visibility, indicating demand and peed for local publications
in early "childhood topic areas, associ on of the local program with
the quality of the spots, and -furnishing general positive PR fpr the ’
. agency. . - : »

s /
11. Could the complete Series of spots and bookléts havke any further usefulness
. for ,your agency?

All fac111tators~felt that the materials held the pdtentlal for future
{&_ " agemey use.-:Suggested’ appllcatlons included: general parent &duca-
tion materlal and as a program resource, for use with teenage parentd,
- + in serving public education needs, as discussion starters and follow-
' up materials on ITV, as broadcast campaigns preliminary tq the gpening
of school, and to positively influence community attitudes and generate
community awareness of parenting skills.
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Aruitoxt provided by Eic:

X

'b. broadcast effectiveness ‘. .

Nine different POSITIVE PARENT TV spots were brogdcast ;

L4 T ’

/ "tested either in selected Field test markets or a paif‘bf~mar- -
- . . ﬂ

kets designated as Longitudinal Broadcast sited. Each of the

spots was aired in 30- and 60=second versions for a'ﬁeriod of’

'Y

four weeks. Booklets respective to the spots were disseminated ,

from SEDL throughout the broadcast ﬁeriod and for a week‘foH}ow-

ing the close of the airing schedule. Table 19 presents resylts -
ot !

by market of éﬁeﬂField test broadcasts; Table 20 reports results.

. '

D M L
.

of the Lohgitudinal‘Broadci?ts.' Table 21 summarizes. broadcast

effectiveness by spot for all tha POSITIVE PARENT campaigh ‘tests.

..
Toa

Accotding to Table 19, Birmingham oVerwhelmingly led all .

Pield test markets in number of broadcast exposures, vodumeé of °
N . - . »

- . .. . ~ *
audience impressions and amount of audience response. Sacramento

and Memphis aired thg spots the fewest number of times. Fresno,
west "
oo <)
audience impressions. , Fresno and#Albuquerque reported the least
L) . «

.
14 . /

) Memphis and Albuqqerque'étatiqn eiposures resulted in thg~fe

, amount of audience response.

]
¢

O, I3 3 ! ol ¢
' It can be seen in Table 20 that contrasting broadcast trends

’ v .

¢ X * . I 4 . .
resulted in the two longitudinal markets. With slight exceptions,
t - »
L B
the amount of station exposures, audience impressions and mailed

~ ]

Pa—

’ requests generally tended td increpag in the Orlando market, but,

decrease in the Jacksenville market.” Cumulatively, the ‘amounts

Loy - ‘ : * |

of station exposure im the two markets were virtually equal, but / /
t. /

[

these exposures in Orlando resulted ‘in three times the amount of . / ;

R 4

+

*» .
audjence impressions achieved in Jacksonville. However, this {7
T . . . /
proportion does not extgnd to the totals of audience 'response _//
, - , . 'S /0

i 2

‘ « , . Y - . . 9? .. y f' ) . ‘ . / .
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" EFFECTIVENESS OF POSITIVE PARENT TV SPOTS

. FIELD TEST BROADCASTS. . X .
. ) . s
. Y . RESULTS BY MABK%F \ - , J . .
' A i T TV . NUMBER "
S ' )// . STATION  IMPRESSIENS 'MAILED,, INDEX ¢ INDEX
TV MARKET CAMPAIGN SPOYS DATES ‘EXPOSURES  (1000s REQUESTS G* H*d » .
\ T . * \o - \' ’ . ;‘_,.‘i - ‘
: Sacramento I CYGARS .  04/16-05/13/77 \ 20~ g0 . 117 8.21 12.19
. \ \ ‘} 7 .
I ONSTROUS 05/28-06/24/77 . 18 1,104 .65 ‘16:98  5.89
" "Sah Diego- , I MONSTROUS 04 /16-05/13/77 23 ®1,157 . 147 7.87 12.71
~ . . . ' - ¥ . v . % +
I CIGARS 05/28-06/24/77 - 701 ‘.~ 60 11.68 8.56. -
° N * o . [ ]
. M : . o ’ . e
0 MEBpZis I BEDTIME 04/30-05/27/77 <1,;32 : 112 10.11  9.89 ) ‘
D ) ‘ . "
’:f I GLASS 06/11-07/08/77 *f 7 = T 190 ((54‘” 3.52 28.42 .
N .. .
. ~ ) ' ! LS J o - . . to. \
Birmingham ‘ GLASS 04/16-05/13/77 [ }31 T 2,547 95 28.81 .3.73 ,
. . 9 . . . A e " . C :
) . BERTIME 05/28-06/24177° »i80 3,374 ° 337 - 10,01 9.99
5%ugusca'\\ PANé\KEs 04/16-05/13/77: 49 ,985 " 93 10.59  9.44
N C P, o ) N
BREAKPRST 05/28-06/24/77 63 1,228 s 110 - . .11.16 8.96
P4 . »
3 . . X . .
o Columbus’ BREAKFAST, 04/16-05£13/77 71 ¥ 990 90 11.00 9.09 -
.\' ) ' . . ) ‘ ." * ‘ o ' ' . *
‘oo [ 11 PANCAKES® 05/28-06/24/77 45 . 675 93 7.26 ¥3.78
' Fresno f 1, CFaEliA 0%/16-05/13/77 86 393 3 131.%7 .0.76 ’
Albuquerque/ . I , /? EAMILIA-  04/16-05/13/77, 63 1,q;é L1 \ 1,038.00° 0.10
. . 1/ i - . ’ ¢ . .. ' p) P d s . . < ~
o - T , : .~
- “* {NDEX 17 is},éfinéd as the number of television household impressions 5in 1000s) per mailed request.
'.l‘v /', ' - . B ) ) L . ’ .
*% INDEX'H,{€ defined as the number-bf mai’lsed requests raceived per 100,000 te‘ﬂavi‘sion household impregsio SOO
) o ) i .' . " . * ' R . . . ‘o
v ’,:, 1, 4 i' . \' -




. . /.; » X . ) o "
-~y - "
’ .' .
s - .
. . . TABE 2 i . \
7 — B ’ EFFECT]IVENESS. OF. POSITIVE P POTS
P, f
ORLANDb (0) AND JACKSONVILLE (J) LdNGITUDINAL BROADCASTS ’
‘ : »
.o { o TVHH :
- 4 STATION IMPRESSION MAILED =~ ' INDEX INDEX
. CAMPAIGN . EXPOSURES  (100s REQUESTS G* H**
CAMPAIGN  SPOTS, ¢ DATES 0 J 0. J “0 J 0 J 0 ]
‘ . . u v ;
r GLASS 01‘/29-02/25/77 14 50 457 737 16 161- . 28.56 4.58 "3.50 21.85
II  » PANCAKES 03/05-04/01/77- 46 51 1,718 448 69 140 ¥4.90 3.20 4.02 + 31.25
o s ’ N . . . ) ' ‘
III  _ HOUSEWIVES , 04/09°05/06/77 36 39 1,267 443 33 &7 38.39 ,5.09 2,60 19.64
/ ' - . 4 .
$/- ke, ~ : " - . ! ' N .
AV MILK / 05/14-06/15/77 30 33 ° 822 391 67 ‘ND#k* 12,27 - 8.15  --
— -7 7' . . . . : . ,*t - ; ‘\ N
v ’ BREAKFAST  06/18-07/15/77 463 46 2,241 739 14 36° 160.07. 20.53 62 4,87
- i . . 4 . . A ]
VI CIBARS 107/23-08/19/77° 69 27 2,638, 301 71 45  37.15  6.69- _ 2.69 14.95
. .. 258 246 9,143 3,059 270 469 -  33.86 ~6.52 - 2.95 15,33
. s ’ : ! =
) 2 ¢ . .
. . , ) .
otk Igdex G.}s defined as the number of television househpld impressions (in*1000s) per mailed request.

impressions.

*k %k

¢

%% Index H is defined as the number of mai

-

[

-

[

ied reguesté received per 100,000 television hqusehold

All mailed requests in resporise to 'SPILLED MILK were lost in route from J?cksonville to Austin.

]
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) ! .
TABLE 20 (continued) N -
v * - /
- - ! - - = . .ot
f : . . EFFECTIVENESS OF POSITIVE PARENT TV SPOTS
.« . . FIELD TEST AND LONGITUDINAL ‘BROADCASTS
- ¥ . t -
: o L ' - RESULTS BY SPOT - - )
. '“ - » e . . . .
. ", 2 . o X
. ’ ) g . ) Pl -
. : : -~ TVHH - , ' NUMBER o
- CAMPAIGN . STATION IMPRESSIONS MAILED * INDEX , INDE
SPOT; © . TV _MARKETS DATES ) EXPOSURES (1000s) REQUESTS G* H**
HOUSEWIVES ~ Jacksonville  04/09-05/06/77 75 1,710 %120 146.25 7.0
Orlahdo 04/09-05/06/77 SR : Ny
MILK  *  Jacksonville ®/14-06/10/77 '63 1,213 67%*x%x 12,27 . 8.1
Arlando .05/14-06/10/77 - . .
) N ' v ’, N 3, s [
» . . .
* YIndex G is defined as the number of television household impressigns (in -10003) per mailec
request s
' , . ~ . . ' . , . -
*k 'Index,H is defdned as the number of mailed requests received per 100,000 television house-
hold impressions. ) . ~ o
. - " ’ ' . i . . ’ ‘
*** Only Orlando requests reported? No data from JFacksonville for this campaign.
] . 4 .
, -
) - ] ) 3 L
" ‘¢ ]
o .
/ - . Al ). -
¥ \ ’ M N




te . . -~
) + TABLE 21
[ - 3 - . '
’ ‘ "EFFECTIVENESS OF POSITIVE PARENT TV SPOTS R ’
P , S
'FLELD TEST ‘AND L&ICITUDINAL BROADCASTS - - .
' A ‘ . RESULTS BY SPOT ; ' , :
: - R ) , . . . . v L] »
4 . TVHH ~ NUMBER : ‘
. CAMPAIGN "7 STATION IMPRESSIONS  MAILED INDEX* INDE}
POT . TV_MARKETS DATES *3, EXPOSURES ~ (10008) REQUESTS  G* Hk*
. l R . §|‘; ‘ . . . .
IGARS Sacrafknto * 04/16-05/13/7% % 145 4,600 293 15.70 6.5
- San Diego  05/28-06/24/77 »§ . L. - a3
. Jacksonville  07/23-05/19/7% %i - - L o :
Orlando 07/23-08/19/77 %: ' . .
P ' 4 ne = -~ ) . - , -
NSTROUS ~ Sacramente, = 05/28-06/24/77 ?i 41 2,261 . 212 10.67 9.3
‘ San Diego » 04/16-05/13/77 %*g ,
. TRl L# _ .
EDTIME Memphis 04/30-05/27/77 - %% 215 (4,506 449 10.04 ° 9.9¢
— Birmiégham 05/28-06/24/77 ’&!‘ ' C .

GLass* Memphis 06/11- 07708/77 % 1202 3,931 326 12.06 8.2
‘ Birmingham 04/16-05/13/77 ~ it - St &
- Jacksonville 01/29-02/25/77 ‘33 ’

# Orlando 0r/29-02/2%/77 . % A
et b . ’ -?5 4 .
Augusta 04/16-05/13/77 :,;13191 395 5.79
Golumbus. +705/28-06/24/77 2.1, -
Jacksonville  037/05-04/01/71 “,rbi ,
Orlando 03/05-04/01777 %k ,
ak
. . . < i ' ’
BREAKFAST -+ Augusta 05/28-06{24/77 %?\?4'3 250 20.79
. Columbus 04/16-05/13/77
Jacksdhville 06/18-07/15/77 .
Orlando 06/18-07/15/77 .
FAMILIA ©  -Fresno 04/16-05/13/77 9 © 1014 1,433 4 0 358.25 0.2
o - - Albuguerque  04/16-05/13/77 SN ' ‘
- g . . N * /] 1




- . ’ * > 5\ . ‘ . . o ., e e - /‘.
b L ) ‘for ,the‘ tw0’markets, since/ Jacksonville&egistered a 78% lérger (

! -, number of requests than Orlando. Indices of iPOt effectiveness
. 7 . g . .

S - SR . '
. . in both markets initially appear' to fluctudtd greatly. BREA;}AST

was the least effective spot in both markets in terms of g%Pera—'

-’ oo
*"V//.". . \\ting booklet requests. SPILLED MILKTproved to be the most effec-

tive spot in Orlando, with PANCAKES the most éffec?i§e in Jack-

; . 4 , ¢ . J
T

spnville. Unfortunateay, all oﬁithe Jacksonville.mailed re-

. \ v
quests for SPILLED MILK were lost en route to SEDI, According

to Table 22, when spots axe rahked¥in each market aééording to

\ L™ ,

=

[ G and

H values, the results are very similar:®

]

=

‘ i " /- -
. ) * TABLE 22 -

. RANK OF LOI\%GITUDINA'LI CAMPAIGN IV SPOTS ~ 5
v ’ * BY BROADCAST EFFECTIVENESS ' ’
S ‘ RANK . JACKSONVILLE ORLANDO CL e
: o1 P.ANCAKES‘ ¢ MiLK . .
2 . GLASS PANCAKES
~
3¢ HQUSEWIVES GLASS
Y . CIGARS . Y ciches x
» 5 BREAKFAST HOUSEWIVEZ”
: e ) : BREAKFAST -

]

Field test and Lohgitudinal Broadcast spot effectiveness

. K ‘ - o

. . i . ‘ .

' are reported by spot in Table ,21. These analyses afford a broader

. '~ datd sourdg/from which to compare the abil{ty of the separate

-

spots to generate mailed requests. The results indicate that

PANCAKES  was significantly more effective and LA FAMILIA less '~
‘ . effective across the broadcast tests. - .

. [3

Q o ' ,~_1og'lo‘5 l .
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In summary: it is pogsible to rgnk all of the POSITIVE
. . N '

PARE&T spots in ord®t bf their effectiveness in‘géqéréting
. T ’ .
mail-in audience response. Table 23 reports the broadcast

effectiveness of spots, existing as well as current, during
1 4 M - ’

all campaign testing conducted by SEDL, November 15, 1974

ﬁhfbugh October 14, 1977 Broadcast results’ prior to the , .

current funding period are included in Appendix B6. "Table 24 )

.

sets forth a rank order for 13 POSITIVE PARENT spots based *
upof the cumulative findings. - , 4 ¢
iy
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' “ TABEE 23

lIncludes fdtals for’th%ee‘qut versions: )BROREN COOKIES, TOILET
PAPER, and MUCHOS COLORES. :

’

.
-

4

e

i

»

Index H is defined as tHe number of mailed requests received pglf
100,000 television househd%d impressions.

¢ - .

. s

2Includes'totals' for three spot versions: MONTAGES A, B, and C.

k. .

.
8 \ 1 L) v
. ol
. .

-111- ' \

L i ’ .
) EFFECTIVENESS ‘OF POSITIVE PARENT TV, SPOTS .
N ) <7 \ + rd ‘
: RESULTS OF ALL BROADCAST TESTING
. 1
. (11/15/74-10/14/77) *
. ’ . .
. * (Y
TVHH NUMBER
. STATION ' IMPRESSIONS WAILED L
SPOT TITLE(S) EXPOSURES  (1000s) REQUESTS INDEX G> INDEX H
CLAY - 287 4,572+ _ 260  17.58  5.69
. - ' " .
HOUSEWIVES " 208 3,084 . 161 ° 19.16 ., 5.22
v W . R - .
SPILLED MILK 467 - .'10,740 - 937 11.48  8.72 v -,
e ot .
NOBODY LISTENS 234 - .2,504 167 14,99  6.67
IT'S MONSTROUS 222 . 4,071 209 1362 Q3 /
SMASHED GLASS 664 14,024 1,173 11.96 8.36
THOSE OL' CIGARS, 543 12,562 990  2m29 4.70
BEDTIME ~ 446 . . 6,582 - 708 9,30  10.76
- o . ~ 7\ ‘ . »
BREAKFAST _ 416 9,270 328 28.26 3.54
 PANCAKES 365 3,545 " 644 +5.50  18.17
Y .
FAMILY - "352 2,887 | 12 240.58 42
"DISCIPLINE"! 242 4,212 ° 306 13.80 7.2
"F R & R"Z 215 12,684 91 - 29.49 - .3.39
—— ! N

3Index G {s defined as the number of television household imgressiéns
(in'1000s)> per mailed regfest. -

N -




PO

~ \ M * =
‘ - N ' v -
¢ . ' T TABLE 24 . ’ L’ ‘ . -
¢~ RANKED- EFFECTIVEIESS OF L
’ .. PR U ‘
. x POSITIVE PARENT’TV'SPOTS . » -
v .7 & -‘\ N ‘,'!0£l -
\ . ¢ L P . * :‘ ;,L‘ - ' .
- i . PR ’.,fi\' 1-\.' L‘?‘~v q-\ . H " _
; R < )f‘l';ul"’ !,';l& . = T s
., ™ —_— e, : b“?; T i - a
\RANK . SPOT(S) © T - moEx 61, INDEX B
c1. .  PANCAKES - ’ : 5,50, -. 18.17
LN e PN T~/ -
2 . BEDTIME . ; " 9.3¢ 10.76
3 . SPILLED, MILK 11.46 8.72
A l. . - -
4 v SMASHED'GLASS . . - ( 11.9 " 8.36
5 IT'S MONSTROUS . 13.62 7.34 4 *
) n_a ol " ) : “ -
‘6 DISCIPLINE" - - 4 13.80 . 7225 .
‘ = o - -
7 °  NoBepY LISTENS - 14.99Y . 6.67
- — 4 \ . . ! —
8 °  CLAY w 17.58 . < 5.69
L . s ° R ‘ ' —
9 HOUSEWIVES . . 19.16 5.22
. T
10 . THOSE OL' CIGARS . 21.29 . 4.70 " -
11 BREAKFAST IR W~ 28.26 "3.54
12~ "FR&R" . o 29.49 3.39
i. - . [N -' . - . ./ - ' ‘ ,
13 . . FAMILY’ G ¢ 77 (240.58 7 B2

1,In éx G is defined as the number ,of televiston hqusehpld\impressioﬁS'

(in 10008) per mailed request.

~

<

e

.2 Index H is. defined as the number of mailéd requests recelved per 100 000.

televigion household impressioms.
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e ' 7 ¢, audience respomse - -

Y . ) .
.t . R N [ o . B . . N s -
Rl ; s - \ - A « , ! . . i
C ST Table 25-compares the percent of Field test mailed requests -
: ' . ’ U - . - . . ~
- L] : 1 : 5
‘ Ve .that origin®ed ‘from low and non-low income SMSA-census tracts ‘.
O R . . . N . ' . . : ce
SRR . o : soor o
- . with the percentdge of-population residing within those.tfacts. .- o
. Ny . < -~ . - v N []
* ! . o~ . '
hhe v A ot p: g . o e s '
2 - 0f all Field test responses, 62.1% originated from the SMSA por- ]
T - ) . - . ) N v ! N :
T . gstlons of the test market and ser

ve as a basis for these analyses. - \
rt ) ' 0 'L‘ ' | '

”. . at Lt It can b‘ehseen‘that the percent of-failed f‘egues s ori

> - - N . . ’ ~ ¢ ! A T r
Y w * from low income tracts’ (31.6%) slightly exceede(yﬁ/e‘ P s
' T Id : ". N . ? ¢ . v
- ‘population residing within those tracts (29.17%). o 4 .
s ' . e s . ‘. . e .
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ct C * ] //%
"‘ . v , R r L -1 ’ e ‘ . -‘.{‘ .
LT AN , - TABLE 25 .- S _ , iy
. 1 : “ o &' 1 . . . - ';i"
LT \_,( PERCENT OF POPULATION IN : o
: : . e‘. AND PERCENT OF. MAIIJED REQUESTS ORIGINATING FROM o .
' ‘ o .LGW AND NON:LOW’ INGOME CENSUS, TRACTS -
» -7 '
T . . FIELD.IEST MARKETS* :
. . R , _ PERCENT OF -
' * ANNUAL INCOME LAVEL . ' PERCENT OF POPULATION MATILED *REQUESTS
. L . . , .' :. . L ’ R ) v
- Low: 0 - 8,000 U 29.1 . 3106 e
.Noh-low:  over 8,000 70.9 " 68.4 ’
, hd ‘ ” ‘ A P ,
i " TOTAL 1 100.0 100.0-
- : (4,644,598) (855)
' I .
+ ¢ “v
. » . .
- L ! Y
*.Te!evision test markets imcltded in this analysis: , ) .
Sacranzgnto’, CA St .
- San Diego, CA - -
: \ . Memphis, TN . o
. Birmingham, AL . -
- Augusta, GA . -« o
Columbus, GA
i : 1 4
.
v L A
4 -
4 . - —‘"ﬂ”' ::‘: ) . » ' . )
» 0‘ 94‘% i . ; ’.
', . v Al - -
. > ‘ ' [N




.4z telephone _interviews ‘

le

Telephone interviews were conducted between ngust 30 and

'September 16, 1977 with persons who respanded to the POSITIVE
LA

PARENT TV sgpots during their Field tests by wrlting in® for .the

¥, ‘ y ¥ N -
& _booklets advertised free in the spots.. A total of ‘65 interviews’
.
L' - -
were, completed with respondents in six test mar ks: Memphis, = .

) - , Birminghgam, Sacraﬁentd, Ban Diego, Augusta, and Golumbus. The
primary objective o? these interviews,was to obtain specific1
demographlc data on spot respondents and to gathef reaction to \

l . +  the several booﬁlets "Praise Yoqr Children," ”Pay,Attentlon

.

 to, Your Childrer," "Practlce What You Teach " ”Children Learh

. - -

. ¢ ' by Watchlng'and Helping,"a"HeIp Your, Children Cope With Frustra-

. : " " : .
s tion, and Be i ent. . ) . . \
* A4 P -
S Table 26 presents the demographic characteristics of the
¢ . ) . . ' T P 3 ,
o , interviewed respondents who requested booklets as ‘a gesult of .
) v . .

. seeipg the spots. ‘Anglos easily comprised the la?gest segment

of those respondents interviewed (69%), while Blacks made up' -
. . ~
approximately one-fourth of the total.' Respondents were primar-—

ily in their 20's (53/), although a sizeable cdntingent were

over 40 years, of age. Virtually all respondents had complet d//
4
. high school (96%), and over half (56%) had attended or completed

’

' college. Some 30/ of the respondents earned less than $8,000~
- . P v

annually. Of the remainlng individuals, a majbrity reported

' annual incomes in exces‘ of $12,000.

- <

o SRR Interv1ewee reaotion to the six POSITIVE PARENI'booklets
642. . is summarized in Table 27 Nearly all~respondents recalled seeing
: the'TV spots to which théy responded for booklets. A‘Eaiority
- \ - * - * !.
\ -
o N
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. o |
L. .
- . . DEMOGRAPHIC CHARACTERISTICS OF RESPOI:TDENTS ’ . ,*' /
POSITIVE PARENT FIELD TESTY® ) , ] ”/
/' h . 4 L. .‘ » . <& ‘_ /‘ .
< : .. ' - i g
§ L . - o7 Total # . o
' ~ Total # of Tétal #.,  w/ Children  Average #
pShdents - Respgndents w/ Children . _<Under.6 \ of Chi]ldren_
(&) "Pratse" A <, .t : 4 o 2.2
‘ T8 . e L ’ . - ;
: (B) "Pay,Attention" -6 . 4 ( 4 o .- 1.00 !
\ RO . o g% . -
(C) “"'Practice" DR S \ b C e 1,16
c S ; : ' 't
(D) "Watch/Help" Y . 8 7 - 1.4h
. “ . - . N st ‘ ) ! ;
. (B) ®Cope"” 7. F st 1.71 /
- '3 . N - . . R >
\ ‘ : , . . . . . I
v (F) "Be Consistent" , 30 : 2‘4,' 18 1.83 ;
(G) ALL RESEONDENTS 65 (1000) 51 (787) 39 tBu)=  1.69
B. Ethnicity } Y “ _
) Total # of - v ) , Mexican T *
Respondents o Angl o . Black , American Other
() 7 e .1, Yot 0
"~ / ’ . \ ‘9; R . 3 3 « )
>y (B) 6 s 4 ' 0"§ 2- '0 -
(cy .6 1 1 1
. (D), 9 3 0 0
n;» A , d ) y\
€ 7 1 0 et P ~
’ (F) . ,30 10 : by 0 ) 'a 0 W
- T ! / - . y'\ 7
. (6) 65, (100%) ° 16 Isz) ' 3w o 1) ,
' C. Age . \" . AN
Total #, of ;. ' E ~'. S0 | .
. Respondents =21 21-25 26-30 31-35 - 36-40 40+
* (8) 7. o, . 1T~ 1, .1 - 1 3 .
1 C . \\ < . -
(3) 6 . 1° Y. 3 2 0 . 0 0 /
. ' LI R : . / ) /]
) N .. ’ \ . N ’
S ne- 112 - )
N Py . s ‘




/ ' ‘ »r .
| . ~|‘. ;‘ \‘\ ; - ’ . “ .‘
I s /
'o.r . k . 1’ . '
’ : , ' /
" D. Age, Cont. ° s . B . .
9 -
Total # of , ,
Respondents -21 21-25 . 26-30 31-35 ° 36-40 ° 40+
(0 6 .1 1 .2 1 0 _V1\<
® +9 ~ 1 3 3 1 0 1 .
, . 4 M .
> s . *.
~ (E) 7 1} 0 ) 1 2. 2
] . . . cl
() 30 ' 1 6 10 . 4 0 9.
) G) 65 (100%) - 4 (6%) 14 (22%) 20°(31%) 8 (12%) - 3 (5%) 16 (25%) |
7. ] - : ! ) -
E. Education . . .
. 7 - w
" Total # of Somes Completed Some Completed :
Respondents _ High S&ool High School College College ]
" w 7 .0 3 2 2
- ’
(B) 6~ 1 1 .3 1
©, o ¢ 0, 2 2 2
(D) w9 o 1 3 2 3 .
. (E) 7 0 p 2 3 2 '
Co® 7 30 1 15 8 6
3 . : . L
@ 65 (100%) 3 (5%) ¢ 26 (40%)- 20 (31%) 16 (25%)
. . *F. Income . L P
h » - N e\
Total ‘# of . @2,000-  $5,000-  $8,000-- . ' e.
e C Respondents " #-$2,000 ,0000 * 8,000. 12,000 .- $12,000+, "
- ) ., = . X ’ - . . -
' (A) 6 0 0 1 Y 4
.o® 5 0 10 2 &2 0
(o 5 . 0 v 1 2. 1 . o
, (D) 9 \ 1 0o . 2 .1 Y~
v (B) 7 0 0 4° 1 o2
1) ¥ e ’ '
(F) . 28 1 -~ 1 3 10 13
— .“w . “ » 3
(6) >~ _60(30%)." -+ 2 (32) 3 (5%) 14 (22%) 16 (25%) 25 (38%) v
"\;M ' PR : o
. Qo ¢ ;e . ] .
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3 C . ~TABLE 27- ’/ : R SN
. ~ ' RESULTS,OF PHONE'INPERVIEWS' 1
" REACTION TO FIELD TEST/BOOKLETS . -
. 1. Received Booklet? (N=67)" " .
. ot . . 61 ‘(a) Yes, . s, b
s 6 "(b) No . / ‘ . : -t
. L] ‘ . - ~ " N v . . . (
2.. PSA seen? (N=67) . i ' B
. - .‘* » ] . . ) . - . . -
- 62 (a) Yes / T ) . . ‘
St 5 (b) No /o , .o 7
3 . . / . // - .
. R {How. many' times: . o, ¢ ' r . ' ‘o
’ , ' 2 (a) 1x : : . . ) ’
3 . - , 13 (b)) 2-4x - T
P 28 (c) "4-7x
— i . T Z (d) 10-1lé4x, . ) .7
';'t ' r ’ . . - ' ‘ i ' ¢
. - 3., Why wrote in ffor booklet? ﬂN;66) .
31 ®(ak.."direct men'tion of -children .
, : , 8 (b) jobsor educational background: ‘ >
Ca s 7 (& general interest, curiosity ¢ »
. . .5 {d) professional provider, etc.
' : . 10 (e) to give t(;:"someone
N T A 5 (f) TV ad ' ‘i -
. i - 0 (g) other _ ; '
s - . ' R | .
. 4, l[gat lwas exPectéd;.’ V(N=’65) i o ’ /Ju. *
e %27 “(a) "What I got" |’ | T
- - , 19, (b) "I-don't know"l . 7/
Lo g S ' , 10. (c¢) mgre’ o
v . ) S0 (d) 1less vt .
e 9 (e)—*other . o
. :; . © 5. Rgad l;ooklet? (N=6i) . ) . . o . : .
$ > .’ : ' .« . . ;4“ ‘ K A ' ‘. ‘
et ' SR 57 (a)” Yes . ' : C
e x . . - 4 o + R
o ®. e L
W s 6. ‘ﬁgoklet what expected? (N=59) N\ N ' . IR )
RY > N e
-_;- . CT , 80 (a), Yes. - J

. * ‘ / - 4, A}
. Y S . 16 (b) No . .
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a ° g . » 3 . 4 '
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TABLE 27 (conti.m}ed) . - -
= .. ' (" ' ) N '
‘. L ’ ' . ) ' ) /
1 " .
. 7. New information? (N=50) - T
e . , .
. * T 17 [a) ’Yes . '.(\a'll— 3, most- 1, some- 1) -
N v --. 3 38 (b) N‘O . . . , _. . , \' L .
N .2 [(® other’ % U
',o ' . N - . ) '. \2 ’
8, 'Useful infoymati (N=56),. K . PR
7 ' (" ) . ' -' - i ‘] N ¢ * “‘ o Ty .
- A ' 2?" (a) -all N , : .
s . * N [N . L R .
. 1 (b) mosf T " e . .
) ’ ' _ : some _ R I & f"’ . ' {
. : -3 (d) ‘none | - A0 N - w o,
' B " ' R S -
- ' -"- ‘a - ] r'd ..: N °
9. USed suggestlons" (N 59) e T e e T e ; . K
T at s T © e .
’ ’ " YT .l ‘ N . v .
. , o (a) -Yes P I :
L i ~‘ i ‘\' i - [
' N 23 (b) Nod; Y NoOoCU L e, N = L,
' i "; o . , . .‘ " 'l)\ .' .c ~ B . . . . ‘/. -
.10, LLked booklet" (N 59) - W e Ty | NN v ‘
v . T T T N R S DA
‘ P (a) Yes .. U S A ‘
L . . 4 , . LR 0
| R 1 R A SR S
) ", - A e . ‘ol s - '
\f' . - . g*’- . .”‘i P :r _.l .t Q’ N . . . .
* 11, Disliked booklet" (N—57), e v 4 TR WL DR T t .
'k;a v - » ': .~ :" e R ‘\ e ‘e . . “.' Y. .Iv > . -
L . A , J .
2 (a) jfes, T . “ e s
- (b) W . ¢ n ‘\'.’\ - ' ‘.\ P .‘ ‘e q‘"/’ ’
e a‘. . A . . - .
TN~ . . v v b N LR '.. .
12.¥13. What dld w1t’n booklet? (N-a9) WU YL
‘ M } AN .. N . .‘. . S e B 7 . Lo
vy s, . “ R .
‘i 45 (a) o kep‘t R ev v 3 ) o AR ] . . ;
o T(B) gavé away et STl T o TLwee g
v » ,_‘,_(C)‘1 threw away K ..‘ '*-‘ . ‘\ .’ L . " ’ c T . " 5 .
) 4 (d) loaned N, . " .‘.( L v _' «’ .o .,
: 0 {e) lost, P S R N ) P
- N - . ’ B \ -
. - 'TN0,. () "Don't.kmow" <t . v - v e . T . '
' . 0 (g) other -t .ot oot ...
N . . » Tta LS N N . .
vy :“ ’ ’ P - ' L ’
- ro* v . s . _s' . ., \ , . . . L
¢ - N e M, 4 \ . . - o
* ) N 4 A ) . ~ L 4 - - - - ' tv -
; . ’ ey . ., . ' .
’ - R [V . A 2 ; . r . . W
(3 s . .' . . L4 "
: e . 2NN :
’ S ' o e
‘ ' ., 1} ]
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'hf fndividualé'claimed to haVE‘been-thé‘spotq aﬁproxiﬁaﬁely four -

. ' °

b v
. . » ‘

N . s . . \ .
to seven timesw  When asked for the main redson why they .wrote

R X ) Ve . , )
in after seeing the spots, ,respondents most frequently ment{oned

$ S . oo
N : ¢ . . NN
: havirg either small children of their own. or having grandchildren.
. : QT v . .
. .o . .
‘. + Most fespbnﬁents were satis%?ed with the:booklet they had-received,
‘o P - . . . .
) . "i.e., they redeived what they expected to receive. Furthermore,
: ‘ N i . .t
. . ’; . - - . , .
. ‘ although—fﬁélthirds\qf the intervjewees did nof feel that the -
. - 1.. . C. . * i, , .
' = bgfﬁiets ntained basically new information, nearly g%&-said
" i e ‘ . .4 . N - '
th& information was ugeful. TFinally, a majpority of the redpon- -/
I‘ 4 °
. R dents likﬁd the booklets and had begun to use the.parenting sug-
< » =
' ’ > 'gestions mentfbned in them. . *: :
T
J . . - . -
i “ %f N . S
. %, . . : s
s . I ! v
) ' . "‘e . “\4{ . .
: s hY *
- ~— - \
. /\ A N
- o , ) . : ! .
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[l { y / .
A
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NV v ¢
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] _ '5. Conclusions ". y ‘ ‘: . “:? ‘

F . ‘... ) _ Agency sponsbrship and utilization of the‘PBSITIVE Q@RE&T v )
: L. ‘ . 'spots and ooklets in the “campaign-test strategies proposed by SEDL

‘ SRR were:higbly iuccessfnl. -The broadcast oé tne T% ;oofs as.PSA s and - e '
;" ) L. the dissemination of the'booﬁlets to, respondiné,viewers complementeo )

) the ongoi -program; ;nd SQ&YICGS of.the part;ainating agenCies : | —a
E Co ,?u:tnermoiif..gg POSITIVE PARENT campaigns afﬁorded a variety of '

. -

positive ‘benefits to the sponsoring agencies.~:Fina11y, all of the

o

facilitatonz agreed tnat the POSITIVE PARENT %}oducts definitely

e ~ . .
. 4 -

. *
P .
possessed. the potential for even further usefulness. in: their agencies. '

N N .
N v At s 4

[ . Unlike the Pilot test broadcasts of new ¥V spots, the Field

“ ! ,test broadcasts of existing {Q spots were effectivé in réaching-a , .
L, 5;1 .- *]low-income audience, This, contention is supported in two ways: (1) =
ks A § ’

the proportion of written requests originating from 1ow—inéome-census

\
\

tracts in the Field test markets was slightly greater than the pro- -

r b .

portion of SMSA populg;ion reSiding w1thin those 'tracts, and (2) an

i
¢ 4 . .
= -

) ‘equivalent proportion of Field test respondents interviewed by phone "
o‘ . ~‘ l « 3 . . i - ! o bn .
0 *  ’~_ reported an annual family income within rhe low incomé$index4 The - .

\,\ -

. '

, predominanf ethnicity of those respondents 1nterv;ewed by phone was

o iﬁglo.{ This findingwis suggestive that the TV spots were not effec-'_

© o e, tive in morivating mail-in responsdﬂ?rom dinority audience mambers.

) ’ ] '. ‘ However, the telephone 1nterv1ews &omiubei;ntiase the positive reac—
o ' : *  tion of virtually all respondents tq'lhe eontent of'the POSITIVE

4 .
o ' ' PARENT booklets. | . :
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B. MARKETING AND DIFFUSION o - - '

T 1. Evalpation Design “ . . .’ .

SEDL chose to 1n1t1ate its publishlng effort and dlstribution

4 »

planning for the POSITIVE PARENT v SpOtS and booklets w1tb a mar-

. o 4 > - € .
' .

- . keting survey of local agencigs, 1nst;tutions, and organizdtions to
- . o * e\ P .
KRN e -determine market demand for the POSITIVE PARENT products. The sur-
’ s L ' a . T~ . ‘
' vey was conducted in order to gather data on the following research -
O | <
- ) questions: . S T - . -
1. What is the market demand for each booklet per agency sur- ‘
veyed, both realistically and ideally? '
. o 2
- ‘ 2. What is the total demand for eac% booklet across all, agencies,
both realistically and ideally? / : :
Pl & >
) ’ 3. -Does the total demand fot‘booklets appear to differ across -
* - . booklets? v . ;

4. Across all booklets, what is.the total request that an agendy
. . might make?

’ : / / o

5. How.are the realistic responsd estimates distributed?

’ ‘ *
6. .How do ideal and- reallstlc esleates of interest d1ffer7
H
7. Are there any kinds of agenc1es that have discernibly larger -
N . ) indications of interest?
’ ! 8. What percentage of /respondents favor: booklets under one
. - N cover, groups of booklets under one cover, or booklets
individually bound?-
-, Based upon these findings, a product invenfo;y was to be established

- ' id,further plans developed for marketing the POSITIVE PARENT p‘roducts. ¥

¢ , 2. Inetrumentation . ' ' .Y

Y . A copy of the instrument used for the POSITIVE PARENT DISTRIBU-
K ) TION ASSESSMENT is included in the pages that follow.. . ‘- ,

3. Data Collection and Analysis
. ~ .[ .
_— . ’ . \ e . . .
; The marketlng survey questionnaire: was mailed to 72 agencies - .

~ A .
3

[N

N .

Q , . 118 ' ",' ’ v
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.

A POSITIVE PARENT DISTRIBUTION ASSESSMENT INSTRUMENT . ° pS1l of 2 .

[}
.
L]

' .
+ -
S0 . v
.

Please answer the following'questions as best you can. Feel free to use the back
of the page. No purchase commitment is intended by your answers.
4 ' .

4 .
1. Reviever backgggdnd: Name .
. Position S
. . ~\ .
Agency .
J N 4
» -‘ »
e - . , Mailing' Address L e
, Phone Number \;L

2. Briefly déscribl‘the parenting community (e.g., ineome level, cultural-racial

‘ group, language preferences) your agency serves and how/wpere your agency &
serves that community.

* : | T :

v . , . - / ‘ f
* <3. Generally, does ‘it apg/az/fﬁat the POSITIVE PARENT bovoklets could help meet
. the needs of ngr/agency and the parenting needs of your targgt community°

P

Qheek‘ogf: Definitely, yes Maybe SN Definltely, no v

- Ef "yes" or 'maybe", please explain how the booklets .could be helpful amd the
way they would probably be used by your agqpcy . BN

§ . BT

L4

»

If "no", please explain why the booklets would not be helpful.

v
.
—
\
. -
B .

4 ' ' ' l

#*
n

. 4, Based on your close review of the. materials, please feel free to critiqde
specific booklets or all of the booklets in generale We are. interested in
such thlngs as what you like and dislike about them, whether they are
appropriate for your tatrget audience, and what changes would make thém more
’ useful to you and to your targét community. ‘

. . ‘ .

I LU R

—1237




: = . : . : .. ' © p.2 of 2
N ame % _ ) - ..

%'-‘ < ~ - . ’ : '.1
Kre therdﬁaddltlonal paresiting topics which you would like to see:pgesented
in this mannex? If so, what are the *topics? , ‘ .

N \ . . - v

3 [ ‘ - . -
S . :
-..K ‘ - » | |

; 6. oa) How many of each bookleb do you thlnk your agency coyld 1dea11y use’
St Place these numbers in columm marked "Ideal"

b) Assuming that the cost of each booklet was 'less than 30 cents, what
"+ quantity of each booklet do you think your agency.would realistically

f consider purchasing at this time? Please mark these numbers in the -
v column merked\"Real". ' . oo . '
Ideal Real . ' Ideal‘v'Re‘a;
- _____* Read to'Your Child . '+ Praise Your Children
_;_;__ Talking wi;h Children _;;___ ;____ Pay Actentinn te ‘

Your Children

Expect the Best from Children Learn by Watching

: Your Children and Helping
. A f
4 ) P Practice What you Teach ’ ~ Be ansistent .
. : s
_Help Your’Chlldren que Los ninos aprenden mizando
, with Frugtration y ayudandp

.

7. We are considering the following,Options: publishing al1 ten booklets under
~ one cover; publishing/groups of booklets with each group,under one cover;
publishing bound individuélébooklets. ) .

.
LY

If your agency were 6&Lchasing POSITIVE PARMNR booklets, which format would
you prefer? < N

7/ 3 . . -
’ ’ ~ " - ) .

. Check one: all ten booklets'under one cover

“a group of booklets under one cover -~ * Z“' .- - : - -

bound indiV1dua1 booklets coe . “

* [

'8. What othér agencies do you think would be 1n:erested in examining and/or-
" purchasing these bobklets?
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and institutions in the local Austin area durifg November 1976. ° .

"

Phone calls were placed befoYe ‘initiating the mailing so as to facil-

'

itate agehcx\gooperation. Returned in§trumént§ were analyzed with( )

regard to projehted consumer,démand for the POSITIVE PARENT‘prodhcts.
. ' ' . \ _f

Responses per qgestion were collapsed dcross all instruments and °

summarized as to cunuldtive findings. ‘ ' L
’ .. .
. L N /
4. . Results '

_ s Te—. v

3 . -
Of the 72 agencies and institutions surveyed in the local Austin

. - . ‘ ‘. 1
area, a total of 56 (78%). completed and retyrned the Distribution-:

emand instrument. The raw response data from these instruments are
. REVAT N .
presented in matrix form in Appendices C5 and 6. Answers to some -of

-the original research questions are evident from inspecting these
.matrices. In othes,cases, additional calculations were~made. Results
I} v
§ : ) < ’
are summarized in Table 28. Overall, there was a consiseent response
o . N t . ,
across booklets and it is clear that the agency ppsponses to all book~-

-

lets were strong and almost identical. The number of realistic book-
. . . i
let requests withim intervals a¥e reported in Table 29. Among 511'.

respondents, it was state agencies, particularly those focusing

. . -

'. B / A A ,
- directly on parenting, which expressed the greatest consumer inter-

est in the POSITIVE PARENT products. .

[3 ’ . "

< .. 121 -




l What s the market demand per agenoy/for each booblet7 - -

-

y 3 > voouns :
- Y - i
N . X e : ~
T ek , .
\ - " A - T . . - , .
A X - . N . . .
- . . . . ‘ o |

. . y . . LY
- ‘ *'I‘ABLE 28 .
\‘ . [ . - . / -

. POSTLIVE PARENT DISTRIBUTION DEMAND DATA - °
C SUMMARY4OF RESULTS ~

- .. s . .

- - \

¥

Ideal projectlons for each booklet ranged from 0 to 142,000

wh11e realistic projections raniid from 0 to 1, 000. ) *
- \ -
2. What is the total de -each booklet across all agencies, both .
_ah.hstically and 1dea11§"’*} I
The average rea11st1c demand for a booklet was 1,655 wh11e the”
ideal average demand was 166, 186 ; o e
) A R

s,

6.

-

Does the total demand appear to- differ across booklets7

,,Since total volume;requests are clearly quite s;milar, it is
difficult to say that the demand differs across booklets.

’ .

-

» .
Across all booklets, what are the total reqpests that an agency -
might make? ° . L '

N

\
s

4 5
According to the data presented in tha matrices, ideal estihat%s
ranged-from a total of 0 to v1,420,000. Realistic estimates )
ranged from 0 to 16,000.. The most .common {modes) ‘ideal estimatds
were 500 and 1000, while the most common real estimate was‘total\h
of 100-booklets. The middle (médian) ideal estimate was alsd

< 500, while the middle (median) real éstlmate was 100.
T /

e |}

i

.

o J

What is the d1str1bution of reallstlc est1mate responses for ind1v1dualrﬂ\

booklets?

L s S e
" The realistic*volume respoﬁaes cufeamh booklet were plated within
. oneg of ‘the following classes: 10-19¢ °20-49; 50-99; 100 or
}entical across booklets. The

mgfe. ' These patterns are fairly F
*léer number, of responses are in ®he 0-9 and 10-19 intervals. But

in the case of each booklet, the distr1butlon of requests is spread
»  acrogs ‘%11 of the intervals. - :

. ~
» - K > Sos -

@

How do ideal and real estimates Qf booklet‘needs differ7

& .
The. overald‘relationshlp ofrideal to regl estimates was: IOO to

.

There was no single relationship. It ranged from 1:1 to very lafge(\\_k\\\v
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. » .

diffipences (3550:1). ’a$heemost common relationshl were 1:1 and

©  2:1 with the middle (median) relationshjp between Z:1 and 3:1. .

. It is not clear how people made projected estimates and how these
methods. may have differed across—agencigs.

- ~ .

Are there any types of* agenciés that had discernibly larger interest?
Defining a large realistic interest as an estimate of.500 or

»~ more, it can be said that partlcular branches of the Stdte Depart-

- ment of Publi€ Welfare (Human Resources% the Texas Departﬁent of
MHMR, ~the Austin Parent- Ch1ld Assoc1atlony and the Migrent Educa-
tion Division qf the Texas Education Agency had.lasge interests.

- 13 . .
. "" . ‘ s, 4
. .

What pe:bentage of responderts favored book ets published inside one

cewer, groups of booklets under one cover, or 1nd111dually bound
booklets’

. . e
€Clearly, respondents tended to favor: 1nd1vidually bound booklets
(6977 .- .

v 7 ‘
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s . ‘ ~ .
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T - TABLE 29 v

NUMBER OF REALISTIC REQUESTS WITHIN INTERVALS

X - .
‘ x R * - ] .
’ Booklet ° v 0-9 10-19 20-49 50-99 : 100 or mors
-, BT .t :
Read’ po Your Child | 7 ST 6 . 4 4 ‘4
l. ‘ "" R . o . ) * |
« Talking Witg:.‘Chilg_;en 6 8 | 4 3 4
Expect the Best from Your Children 6 6 b 3 \ 4
Practice What You Teach ’ 6 6 S 3 g 3
Heip Your Children Copes With Frustration * 6 6 5 3 2
Praise Your Children "6 6 . - 5 3 4
- ' . . . . &: s -
'Phy.Attention to Your Children. ’ .Gf . 6 4 3 -5
B . " . “ ey . |.~ .: . » ‘
Children Learn by Watching and Hilping = ~ 7 5 5 2 4
oy ., La” . -
» s et - 7
Be Consistent T " s ' 6 6 4 S 3 4
. - . '. B < g . . . . -
" -*Jos-nifigy. aprenden mirapd@ofy ayudando 7 V6 - 4 . 2 3
-3 : ot ¥ A
s ’I s
- , ) '
' . . '
. ‘ .
3 o "
) v—"% £ R 4
) ‘ /\ M , 3 . -
e ] : ]
' A, 1247 3
- o ® ceoo T S
- v - F-128- A
- P . LR




- 5. , Conclusions
Py i K —_— ) . R
< c On the basis of the results collected for the POSITIVE PARENT
. <. : . . . ot $t . §
[ Distribution Demand Aseessment, it is possible £o conclude that
defMnd for the booklets by potentjal congumer groups is uniformly
' “high across.all booklets. Moreover, while surveyed agencies dif-
‘ ¥ > .
‘/' _ ‘fered in their volume needs, in general,’ the dempand appeared across
\all agencies, Finally, the results of the assessmept are suggestive
that large state aéencies are a,good place to begin in soliciting
N %
[
. purchases of the POSITIVE PARENT products.
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o + VI, Other SignificaHEiEfforts _— . . .
> ~ ° ' . . . S

- ' A. POSITIVE PARENT PRODUCT MARKETING 7~—J

-t

¢

~ The marketing and sales”of the existingrPOSITIVE PARENT televisipn _

-

) - . . " '\.

spots and beoklets commenced on June 1, 1977. As preyiously disgcugsed

. . a L _— g
'in Chapter III, a variety of promotional strategies were also in{tiated

at ‘that time in order to generate product sales. The sales objegtive
. ~

. . t
«

for the ptemotional effort was a volume of 120,000 booklet units or '

£ : N P
60% of the iftial product inventory by the end of the funding period.
-, - ' ~.
' No sales objective was identiffied for the TV spots since no initial
) v s e
“inventory was established fg¥ these products.,

“

Table 30' sets forth a month-by-montq depletion pf the initial

- I3

POSITIVE PARENT,booklef inventory. Figure 1 illustrates the cumu-,k6

AN

- T lative sales volqﬁé for the booklets during the sales perfgd. It can

'My‘

- ! -
‘be seen from the figure that the POSITIVE PARENT promotidﬁai\;trategieS'
B ’l .

1
- L] .

were successful in attaining the'gales objective since a total of
E A 4

-

123’Eﬁégg;zklet units, or 61.8% of the initial inventory;bhad been sold

> by October 31, 1977.. In adgltioh to booklet sales, several sets of thq'

-

_POSITIVE PARENT tglevision spots, in both 2" broadcast and 3/4" video-

v . cassette formats, were also sold during the sales periéd; A list of

.
L2

é all POSITIVE PARENT c;msﬁrrie?ls’contained in‘Apﬁendix D.
s \ .

7
»

..

. B. ASSESSMENT OF 'PRODUC’F(UTILIZA"IION . , .
- i , . “ ¥ ’ - -

C. In order to gather data regarding utilization of the POSITIVE

. PARENT products, an’ assessmel¥y, instrument was developed by WUILI staff
4 - » f'.‘ [ S L}

and épPlied by phone in Octoﬁer, 1977 to 4 sample of consumers. A copy
- : .

¢ -133- 1
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/

Title .

"Praxgdce What Yéu Teach"

4

"Expect the Best From
Yoyr Chiltdren"

"Talking With Children"
"Read to Your Chil%"

K]

"Help Your Children Cope

;.With Frustration"

"Pay, Attention to Your

.~Children's

"Children Learn by,
Watching and Helping" ¢

°'5raise Your Children"

"Be Consistent" -

""Los Ninos Aprenden

Mirando y Ayudando"

{

6/1/77 .-

20,000

20,000
20,000
20,000

20,000

20,000

20,000

20,000

> - "/;}Q,OOO .

'203000

0

«

TABLE 30 ) ) N4
' ” P ‘ * .
POSITIVE PARENT BOOKLET INVENTORY o v’ )
. ; ) .
6/30/77 7/31/77 8/31/77  9/31/77 10/31/77
. . . g
*19,745 13,201 8,063 7,036 6,019 °
D . . e '
19,425 17,861 17,728 11,744 710,782
19,540 11,874 6,696 5,633 4,641 (" ‘
- 4 . )
19545 11,939 65062 — 4,989 3,629 < '
19,740 13,144 7,986 [ 6,923 ' 5,874
AR v ,
19,540 11,994 6,193 5,196 4,215
e - : ' .
19,740 © = 12,214 7,056 6,084 5,212
19,740 18,185 13,052 12,045 - 11,038 -
19,765 16,701 , . 10,900 . 9,837  _ 8,915 »
19, 693 17,170 17,107 16,667 s 16,016
] i . AN ‘e
, » . » .
| ST 1o




lb : [
’, g
' 4
b4 , FIGURE 1 -
" - — ° POSITIVE PARENMBOOKLET SALES &\ ..
a s . (6/1.-.1@/31/77) T
’ k' .

20@,000-] .. . : o i

@oo%) | - . ‘ ! i
) o 5 . ‘ .
. A '
N . é; ‘, \ ' L3 A -
. 175,000 | - o | . . }
s l ' 4
’ - R .
. - 'ﬁ ’ R ' . - . ' vF )
150,000} e ' . . -.
. M B - M ) . . “ .

-

. . 7T 123,658

> ' . ) :
125,000, | . R (61.8%) . o
% 120,000 ] _ - - _ . - Sales ;
o (60%) ] I Objective
' .~ 113,846
e~ i = .
100,000 | A | v (56.95)
= (50%) ‘ /104,177
= e 7’ + (52.1%) .
> // . > ,
> 75,000 } ‘ , )
[ag] ) ‘ / .
‘ /
. Py .
$ 55,714 ;
50,000 4 . ,, (2-7‘9%) .
. S
T
" o / - )
: . y . .
25,000 } / . B
- / : -
. ‘ / 3,521 ) .
4 dw . S

™ T 4 T : '
.

6/1  6/30°  7/31 831  9/31  10/31 . - ' S
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~

» v

POSITIVE PARENT
L The Early Chilghood Pro
S uthwest Educatxogal Development Laborato;y

-

'

OUR RECORDS* SHOW THAT YOU ORDERED

: POSITIVE PARE\T MATERTALS :

1. Please identify the major program/projebf
agency related to parenting. .

- 3

<~ o"
2. What clientele are served by these activities?

3. Did you receive the POSITIVE PARENT materials as ordered?

v -

-~

A\l '
For what purposes did you order the POSITIVE PARENT materials?
’ ( £
5. Have you beg9€~ta yse the POSITIVE PARENT materials for these purpéses?, ‘
v L

¢ . .« . S
. » [

‘6. Howe are ydu using the materials? (How wil]l you use the materials?) ~

- ’

r

7. With whom are you usigg/will you use- the materials?

. * ‘ ‘ - -0 ’ 7/ ' /

— - . N
8. Do you feel the-midterials have deen successful in the ways yau have’
used,thﬁm? . ’

. .
1

9. Do you have any feédback to indicate the success-of the mafbf&éls?

-~

10. Dq you feel your agency has benefitted from.using the POSITIVE PARENT
materials? \ .

[
. .
' - . .\ .

11. .In what ways has your agency'benefitted from using these materials?

L4

'

K

1

- A Y
. v

~

1» What future usés do you see for the POSITIVE PARENT materials in your

agency?
-

Are there any additional comments you wish to make regarding the
POSITIVE PARENT materials? .

~36- 130 L




. \ ‘ ) . ' / iy
¢ . ANSWER SHEET Date
‘ . . . . - *
> , R d
' - . { ] . .espon ent A
. ‘ o Title e . T
; b . . ) L ; . ) e
. T POSITIVE PARENT UTILIZATION
i ) N Materials: Agency
y ot . )
. < 4 : Order B
‘. [ 2 . . Date . - .
’ ' ’ M '
1. Agency Psfentu:g Activities/Services: °
‘ N ¢ . ’
t
) - - £ .
- ' i ’
. 2. Agency Parenting Clientele: .
b * o .
R . : i R
3. Materials Recelv;d? Yes _ ' No ) ’ s
4. Original Purposes for Order:
. - - . o’ : -
& T . . v ) ’
- - 5. Materials in Use for These Purposes? Yes No N v
e .. i ! ’ : . * e’
- . 6. How/Ways Materials Being (Will Be) Used: [ — i |
~ . . / ‘
. =, CY
. < . y ; .
! 7, With whom Materials Used? N -
' ) . . ’ »? -
. - R . . N
N ° > - 4
. 8. Materials Success: . . Y - 1/ Coe 4
- - . 7
v ’ ~ I
A A N ’
- A . & . ’
9. Feedback: * . - . ..
o, - - v,
, 1o0.- Agency Benefit: - -
R T 'P
11. Ways/Types of Benefit: -
/ L - |
~- 3 / . N - . .
. . 12, Futufe Uses: - 1 _ . .
[ ] < N B »
» — o . \
‘ ‘ -
L4 13. Additional Comments: 4 »
' 3 - _ :

.
. ‘
1




————'
L. - . e ] N
. o . - ’ .
— ‘ .
i R .
- 9 . -
) of the instrument is presented in the pages that follow.
. ) o ke B ’ ‘e ) d ~
. \ Of the 79- POSITIVE PARENT consumers listed in Appendix D, )
* assessments were conducted with 27 (34%) . Thissgroup accounted for (
, the purchase of 65,590 booklet units o{ 53% of the total booklet Sales
registered during the sales periodjE. . ' ~ -

J
"Results from the consumer survey are presented 1n Table 31. e
¥ .

'A.maJority of the agencies gervice preschool children and their families,

4 . 1
-

at all income levels. In addition, many public'school_dnd poet-secon—

.

.dary programs are also represent®. The products were originally\order—‘

- . ’
.* ed to serve primarily for either of two,purposes: (1) for staff develop-

f il .
p— , , _ . _t ..
ment and’ as resource materials for professionals and providers, and
< . ) . -
(2) for workshops, counseling, and otﬂ%r gesource uses with parents:
¢ . “ x - *e ¥

Over60% of the responding agencies repotrted that the products were

. ) s . ‘
currently in use. O‘r half of the survey respondents felt that the

I}

produdts have thdé far been successful. All of the agencies indicating

P ' $eedback as to the success of the prodUcts utillzatlon, reported highly
% ."*-L

positive i‘sponses from product users. Several respondents also repor{ed

. * benefit to their agency from using the POSITIVE:PARENT products. More-
—— . '
over, the respondents projected the further usefulness of the products
: ' ' . L - -
in a variety of parent education and training uses. Finally, the sam-
’ . ‘ . ’ B ’ ’

oo X ' pled consumers were higbly complimentary of the products for their -

, .

. ) design; content, and.effect following application.

’ . ' [} . .
In concPision, the POSITIVE PARENT products have been purchased

--- by a variety of‘groups and used successfully for a number of.pnrposes' -

A : - 132 } ’




v

2 (d)

6 (&)

1 (f)

\ '
5 , . L TABLE 31 . o - N\
. ¢
' " POSITIVE PARENT UTILTZATION QUESTIGNNAIRE
F} > . B » - .ot ‘ * . Ay
., . - SUMMARY OF RESULTS iy ) : . . “
% ey =
: ’ - v .
. h e Types of Agencies:i (N=27) - v, J
) . 2 (a) State, County Health Departments’
i—-‘l v ~ . - . - . ~
‘ Al 9 (b) Day Care Associations, Child Development and Preschool .
Ay, _ Centers, Preschool Title XX programs, Child Guidance/ Treat-
- ment Centers ) '
e " " 7 (t) Collége/university départments of Home and Family Life,
- Child, Development, Early Childhood Education, Home Economics,

and special programs !

, ’ . . - -
State, regional office of Social Service agencies,

A -
SEA, CEA, ISD, individual school proggams, education service
centers .

’

PTA/related programs

.

-

v -

1. Aggncv~ParentingﬁActivities/Services (N=16)

1 (a)
4 (b)
3 ()
6 .(d)
1 (e)

infant health duties .

day care centers, nursery schogls

Title XX and Head Start program services

workshops, meetings, and other programs for parénts’
resource and reference for Social Service agency staffs

., 2 (f) training teachers/class instruction for college students
in working with parents -
1" (g) curriculum magerials’ ‘
1 (h) therapy for.children and families .

2.- Agency Parenting Clientele (N=20)
= S

3'(a)

2 (b)

- 8 (q)

. . Y]
%arents of retarded or handicapped children/children with
learning disabilities . ] 4
Title XX parents and proylders \ .
parents and providers of children in kindergarten, elementary

school, public and private day gare centers

5 (d)*lowrincome minority parents/parents’ of children eligible for
s - ‘Head Start - - ’
.3 (e) middle—income parents | -
71 (f) teenage parents )

, 3°(g) collegé students P
. 1 (h) working parents .
. 1 (i) €dusationally deficient adults ’
rd -

133 e
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4

\'fiTABLE 31 (continued) ) . »

. P M v . =
. — -
V. . s .

’ ]
3. Materials,Received (N=25)

v ) 23 (a) Yes : L . )
' 0 (b)Y No , '
2 (¢) Do not kpow/not sure <L .

(- 1 ' o> s [ 4

4. Original Purpo®®s for Order (N=17) . o
C 4
1 (a) to review for further purchase - > B .
6 (b) staff development; ‘resource material for professionals and'
providers : .
11 (c) parent workshops, parent counsellng, and as resource mate-
rials fer parents o - .
f 1 (d) research design .
s 2 (e)‘TV spot broadcast campaigﬁs and disseqination of booklets
Py &, to viewers- .
2 (f) curriculum materials -

~ [l

L 5. Matérial§\¥n1pse for These Purposes? (N=20)

-

. 13 (ayYes -
7 (b) No: , ,
) }. . have been unable ’ 5
* 5 . not as yet ., : -t
’ 1 . do not know if materlals have been received '

- 6. How/Ways Materials Being (Will Be) Used? (N=20) s - *

»
\ . .

4 éa)‘digtribution to professionals/providers and through day"

. -
. \

care centers R
* 18 (b) for use ag curriculum and instructlonal materials (in
’ ) "L programs, workshops, courses, clagses)
. 6 (¢) in house visits, counseling v
\. 2 {d) to respond to viewers of the TV spots /
o ~ 2'.(e) as part of a lending Iibrarv ‘for parents ’
' s 2_ (f) for display and dlstrlbutlon in public offices of agencigs
. and clinics @ .
. 7. With Whom Materials Used? (N=in . . . N
—_— : _ .

~

10 (a) parents (of: preéchoolers, elementary stud@nts, children

- . with guidance needs, developmentally—delayed children;
7 - teenage mothers)
1 (b) -church educatlonal leaders
3 (c) ‘students and college/university groups . kL -
o . 3 (d) public school teachers and coungelors -
- 3 (é) Day Care/Chlld Development Center. administrators and staff
v A . . 2 4
R e , .
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* . TABLE 31 (continued) . - ' .
. ' ) - ' ’

8.- Materials Success (N=20)

, 12 (a) Yes; o ’ e

. . 8 (b) Too early to tell .
o . - * T .
~ ’

-, N

9. Feedback (N=6) ‘ ‘ .

L3 Y
.

1 (a) social workers "love" them
IA (b).égrents greatly enjoy them: -, - ' ‘ )
’ parents who hgve reputatidd.for not. wanting ,6 partici-
pate have responded to workshops bq1lf'around these
booklets . ’
.. . . materials. have-ephanced the confidence of the parents in
- their parenting skills . J
’ many families' like the ideas and appearance of the booklets
. .parents like everythlng about booklets
¢ 1. (c) materials teve b2en so popular the agency has run out of fhe
— . original order (45,000 coples)

1 s *

>

4 o, EL I
10. Agency Benefit (N=12) .~

5 (a) too early to tell - . .
ry 7 (b) Yes: i : ) .o
agency's cllentele feel that it helps thém be better
~ parents
, - the materials are a tremendous cnmplement to the agency s

/programs and services . .

o

-
P

- 11. Waziéfypeé of Benefit (N=5) . . .. N " - v -
» : . , .o

- . ~ e

(a) too early to tell ., ’ ' . J
(b) materials have- expanded students ™ understandlng ’
(¢) has prOV1ded agency with additional resouree’ materlal
(d) allow good information to be passed on to parents in a
simple way ‘

. (e) allows for continued contact of parents and broadens knowledge
. . ‘ ~ of parenting skills

v PN - - ) -

g =

1’
—

-

12. Future Uses (N=11)

. 1 ! . ,

7 (a) parent training curf&culum, modules, courses, sessions,
workshops ) : i

(b) instructional material for students .

(¢) dissemination to, viewing audience of TV spots )

(d) mass distribution .

(e) gtaff in-service training and review materlals -

(f) case work and counseling ° . .

’ 1" (g) parent lending librarv . . . ;

. P

R

.
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r TABLE 31 (continued) . ’ ;' v

\ - . oo

~ . .

. .o - -/
5 .13, Addit ;onal Comments (N—lO) . C
‘ - s 2 (a) ‘"would like..." comments ¢ oo, ,J T
: . booklets to be even cheaper - , "

15 (b) "Especially like..." comments:

more titles-in-Spanish

, . 5 . concise, simple, good, up-to-date, to-the-point content -
, : 2 .. reading level appropriate to parents ’
- 1 . ethnic balance of material . -~
2 . fathers represented in photographs and in ~content )
. examples ’ ' i -
1 . presentation that doesn't "talk up or down"
. . . 3 .+ plehsant’ colors and photographs o ,
o “( 1. the materials as reminders S : 4
6 (c) Other, comments: -, ' . T ..
7 - "When will other booklets be available?' - )
’ . '"the materials are just what we have been wantlng but
haven't. had time or money to develop ourselves"” ~ ) .
. "Our program with these'has been so successful, we have -
- ) had requests for advice and a551staﬁte from all over the , °
‘ ? country.’ - . R
. . '"recommended that you contact two additlonal markets-—
- “) Health Department clinics that have asses, for . »
' , *  paremts, and (2) programs fotr teenage parents' .
T, "hope materials “are avaliah}e for a long time , -,
P . .~ "we've spread them all ovVer 'the state" . : Lo
7 . .o ! . _
L] . &
* ) «
it N ’-;‘,” [V - .
” i ' ' T '/’ N
° v ' . . .S . ‘
¢ < ’ R \ .
’ . . - .
: . . . o <l .
N | . L R
A » - - - !
- LI - . d;{‘ﬁ‘%' ’
e . v » . . : - -
1 :e"c é
- - ‘ L '
. " « v A & ’ .. '.i‘ L N
. AT ‘ » ) R
, - ) o ’ "
. ) LY . :
: , _ ,
. . : ‘,.-.
. . . .
b} -
: A s - . iy
' - . i - *
3 * - " -
-~ . X \
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_ 136. %
<
Q . -’ R " N ) 1 * .
ERIC . =142- L - .
o o e ) . .




N i [N A * = ¢ ’ . d *\
¢ Rl . r - ~ .
’ ‘ . B 5 v | ’¢ v € R . ‘! -~ * é .
Ct ) P o e ‘ . . . . 4;_‘ <
: ﬂ e B I SRR ,
~‘,. | X . . ) . “ ) ) . .
/ - ‘.- . with geveral types of program and project constttuencies. The L
L L . ' \ ,: . _ , , . . « .
: _’ I products lave achiezed ‘the goals for utilizat,ion as set hy &heir o o
~ ) “ -, ~- 4 ' ' ) .
_ o ¢ Oser groups. In ,additigﬂ‘, the use of t’ne POSITIVE PARENT products - v
.o
, o : o
. L has definitely benefitted, the cdnsumer agencies j‘inally,.POSITIVE . ’
o . . ‘4 . . . > :
o )PARENT'consumers. feel that the products hold the promise of even - b
) Tt y : ' : '
S . addi‘tlonal usefu}ness «With future appllcations. ‘ Y , ' .
L L e
N R J_-. N . N g . / .« v, -3 ~ ] < "'»

- : ‘ > .
- . - . L R ¢ . - -
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. “VII. 1Implications and Recommendations ' .
-, R A » t . o - & . [}
i A. IMPLICATIONS - ’ R S,
‘ ) o ; The ECP s efforts in developing, researching, and sparketing .

v e
% th}POSITIVE .PARENT products during the current and previousld{mding

- A

9 .
periods have several implications. These implications can best be

-
.

[‘discugsed by grouping them ‘according to several areas: .destgn, con-
? N .
N -"".gd_ ~.' ' .tent, and avudienlce‘ a‘eal Of the products, corm'nunication and research ;.
13

. : - o ! - ,
. ~ models for the prodncts; id ,product mark'e;t‘i}b an\d( utilization. _ ° .
. ” . \’ M

.
A

. ’ 1. Product Design,éContentL ar{d Audience Appeal " ’;

~ K 3
' . K . The results of resgarching the POSITI

P -4 , N

L . spot am‘kouncements and guppoytive book’lets su

NT ;ﬁ.e‘vision s B

- .

st that the sf- c,s

e ¢

. erctiveness of these product fomats in increas1ng parenting .

' -

e . - awareness.is#mot ].imited to low income paregts of presE&a&/ S
¢ . child;cen. Rather, the products are effective wuj a much broac}{

y W ',_ er p0pu1at1,<>n. Whi},e the content and appeal of the spots and . .

'w', booklets are appropriate for the low income, tar;t .gl.])up,‘the . T

L J ! "

products are also appropriaté for a 'broader pog.ulatibn‘z'x‘xiddle s

g

. .. , ’ ) . N . P . ’
W income parents as well as professionals Vorking within th‘e field.

" The da%it suggests 'that the primary reasldn' these produgts ‘ate ‘also .t e '
. o . . - - N 4 . .
- S - , . , , . 1 -
; -AV effective with other populations is that middle income and low «° .
o LAY . . -

. S v . o, ¢ - . .
~ . b ncome ‘pare sha‘re,ﬂanyzof the concer® addregsed in the POSITIVE .
° .. -, i . . . . ' » ) * N ] . . ' \’
. PARENT materials. Furthermore, ‘the design, content, and app€al v

< . ¥

."3“""“ .t of fﬁe products also exten'ds to professionals and/or P ovidérs e
1 N " [ a 3

0t LT who work within 'ear.lv childhood education, child devel nment,

- ! ’
. ' - P 1

Fa,x/enting, amd _related areas. . . R ‘. ‘ T,

- ’ The major implication regardinﬁ ‘the design of "television _'. - ‘.

: . ‘s s . . . . . o,
‘J . s . v "’ : . i . - ) . ‘. "' . .

\ M > i . ' : ,

tet - < 7. . . -
SO I R it S
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PSA's 'on parenting is that'"siice—of-lifev,portrayals, fa;he;

L)

than abstralt or aesthetic renderings, are more'effecpive with,

the television-viéWing parenting audQSPEé. ,TB a" lesser extent,
, - - .

the data suégests that such ele?ents of production design as.

; s ' X

on-camera dialogue, open-ended models -and negative-positive

»

cldsure models, and realistic environments also contribute to

-

the effectjveness of-televisioﬁ sﬁots on parenting. Finally,"
as regards the perfo;ﬁance of multiple,'ethnic—specific spot
[y ’

Vensiqns, the‘researchcfindings éend to inply that the spot

topic and features of production design contribute more slgnifi—
' \

cantly to efﬁaptlvenegs ta!h do character ethnicity.

-

. Based uponxceaction and response to the POSITIVE PARENg

booklets, there are several design features that are responsible

N >

for the effectiveness of these prlnt materials: These featurerg

:'tend to include: tOplc—specific booklets, short paragraphs con—
taining clear‘and ggne;se content points; a reading difficulty of )
no md;e than,eié&th ggzde devéli tne %ﬁclusion of realistic,
‘EulfiTethniehnhotographs to ﬁccompanQ'fhe ébnten; podnts; and
hmentﬂﬁp of addit}pnad so!fEes of more 1nformation on the topie.

There is impllcation that such bookIgt design features are ef-

.fective across the broad parenting population. However, the data

further implies that the ;egeral design‘featufes are supportive

/ .
6f, byt seconda;;.to,-the %mportance of topic in contributing(to.
the effectiveness of the.bookiets.’ In other words, the mostﬁzn—
péf;ant“feature is the subject matter of the booﬁletsj

‘. v - ,
2. Communjication and Research Models with the Products

Y

The communicationr and research models employedu.by the ECP

) ' "‘./ » -
~1%8-
V4




~ ' o ) crT - -
- for the POSITIVE PARENT products have been designed to measure
' primarily a'single, clscrete use andyrole for these.products.

3 . ’

While commercial broadcast television is an appropriate com-,

munication medium for reaching the mass parenting population, -
¥

the nat;ure of PSA programi.ng and the requirement of write-in
. audience response poses impediments to product effeétiveness

o and to measuging.such effectiveness. The [implication is that.

the use_of t!e television spots as PSA's to advertise’'the avail-

i1 - iy : . s ;
ability of the booklets is not the most efficient or effective

~ . -

dissemination strategy igr the booklets. Instead,~the primary

A * \,J ~
’ \mmunication and dissemlnation mechanism for these materials . T

. \,, ..

should focus primarily on the booklets, ‘wit‘h’ support and rein-~ . .
P R R 4 - o . .
forcement from broadcast of tlre spot§s PSA's. L ‘ . ,

o
]

0
~ ,3 I3 N

: ‘ 3. Marketing-and Utiili'Zation of th;j tq'ducts‘ ’ N ‘.
It is ev1th from the data thaﬁ,the,ma?&eting effort for

,the POSITIVE PARENT products has been highﬁ su;cessful The

L

has cormctly 1deqpm fthe ’

. h * implications include: . (1) SE

’ - C WS K - : . .
consumer market for t?xese pY c;ts, (2) the prom’otional strate ies ‘
! rd 3 () B 3;\‘; . |
designed for this effort: h ve: gaen effective in -generatin?product ‘
.4 \ ® |
|

. ' ‘ sales, and (3) the. marke't P{ thhe POS&TIVE PARENT products is even

I ) broader than originally envi‘ioned 2 ' . N
It is-also apparentﬂ that thé productg have been utilized ° .
& " . « - . . . . . ’
. x successfully by a variety of consumer<groups. The implication’ .
. . N . « < N . . F 4 ¢
3 »
+ 1s that the products gan be effective in filliﬁ(g' the needs of both
i *  the service population's and the ﬁrofessional and/ or‘p,rovider’
L 4
* -
- Al staffs of the consumer groups. ‘ ’ ,
) : . . . 3 Y R . RS

. .
. . v .




B. RECOMMENDATIONS - . *
o, - . . .
# It is recommended that the utilization of the booklets be the

————— - N

i

- R

.p&'m'ary focus of the POSITIVE PARENT product implementation strate@'

'and that the,television.spofs be the secondary focus. This imple-

. . ~t

mentation strategy most closely parailels the strategies *used success-

fully by consumers of the POSITIVE PARENT products. For small group

=
usés such as seminars, classes, or,yorkshops, and for counseling and
’ « o LR,

resource use with individuals, consideration should be givén t6 ,,usi;ng

. - . “
. the b#oi_oklets to supplement existing parenting materials 'and programs
' or to form the nucleus for new program c;urr,iculum. The -mass distri-
L] -
.. - et Sy ' e
bution of the booklefs to certain populations, éocl’g., as low income
. ~ 2 el \;

p-arerg, might best be aceomplished by tappl;%g,into e‘xisting dissemi-
na,tiqn c‘hannels which serve these groups. The booklets could be sent

-.‘ ' - heme with' ehildren from” preschool centers and elementary schools or be

ey

"distributed thrbogh public agency offices, chu’rches, and community cen-

ters. {he ?ots could support both types of booklet‘utillzatlon’ For
L ) '
.se‘minars‘ and workshops, the spets could be used with‘out closing tags

3

. - U I ' -
. as digcussion styrtexg and general-companion media to the bookths and/

- . ’ - - . t
or other materials. The PSA broadcast of the spots prior to, during, *
A > aacast

L 3 - 3 .
. and aftef the mass seminatioh of the booklets could serve to en-.:

N .

/
cpurage use of the booklet and to generally confer‘status upon them,

“

. The effort of ‘marketing the POSITIVE PARENT products should ‘be

.
’ XY

‘continued without a doubt and, if possible, should be expanded, to

D * Include additional segments G6f the :onsumer market. Furthermore, there
P ‘4, * . .
Vo7 s . . AN B . .
P is a conti!ng need to.develop even mdre+parenting saterials of the
y T )

T POSITIVE PARENT type on additional topics fpr use with general and

specific parenting audiences. > . ", .

-~
. \

® gy
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- APPENDIX 4, ' SRR ’
DEVELOPMENT AND TESTING OF NEW PRODUCTS y
- AN ~ N

«
' ~
’

Discussion Outline for Focus Group Interviews

Conclusions and Becommendations, M/A/R/C
Needs Assessgént Report
a . . \ .

Revisions, Made in "Discipline" Situations
Following Desigh Test '
. . N i
Hevisions Made in "Family Roles and Relationships” -
Situations Following Design Test

Consultants

*

Major Questions of Interest for Caﬁsultant
Product Review .

Consultant Reviews of New a%oducts
1 1

Data Profiles of Test Markets_ : .

Station Data Summaries 2 : /‘ D,

. Audience Response Data by Test Markeét

Y
Results of Phone Interviews. Reaction to

"4 Ways to Discipling-6hildren" C
Results ol Phone Interviews. Reaction to .
"Where Do Adults Come From?" s ‘

.
A
.
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J PTSCUSSION OUTLINE FOR FOCUS GROUP INTERVIEWS .
Introduct‘\ By Moderator. ° : o ‘ _
A. Session will be tape recorded so:that I won't have to take

notes. '

B. Just relax, be comfortable. There are no right' or wrong
‘answers. Feel free to say anything you wish. '

C. Listen carefully to each other. Ask’quqsiions if someone 5ays

something you don't understand. .

‘D. Try to talk one at a time and let's give everyone the chance

to express his or her opinions. .
E. You will be talking mostly to one another, not me. You will

do most of the talking apd I'll do very little. .
F. Why don't we go around !Qe table and tell our names, the
number of children we have, #their ages, and how leng we've
lived ih this’ area.

r

Tb get started, let's discuss what it's like to be a parent of a

_small child (1-5 years of age). Okay? .So what's it .like to be a

parent of a small child? -
A. What are the greatest joys of being.a parent?,
B. What are the most- difficult thrngs about being a parent?

C. . Are most 'people "good" parents; or "bad" parents?

D. ., Do parents need help -to becomesbetter parents?

E. What mistakes do parents make?

F. In a family, what is the role or responsiblllty of the father
- as a parent? That is, what should the father do?_,Aﬁd what
should the mother do?

G. 1f you were.having problems as a parent, what would you do? :
H. Where would you go for help or advice? To whem would you

talk? R
I.” How could people become better parent;7

In what ways could your. parents have .been better parents when you were
a small child? i :
v o

What problems or difficulties have you had with your very small .,
children? (GET SPECIFICS. VERY IMPORTANT)
A. ’What about onq—yol} .0lds? Two-year olds? Three-year old;? .

. Four-year olds? Five?
B. How did you (or have you) solve these problems7
c. What discipline problems have you experienced?
D. ' What is the best method of making your child mind you?
E. Other problems?, )

.

learning to -walk - .~ . selfishngss’
. learning to talk - + biting/fighting ’
. potty training . getting along with others
_+ temper tantrums v« . manners ) i
. disobedience * . . sexujl

I . _— ¢




»

”

Have you eyerf felt a need/to learn more about children and being.a
parent, or do you feel you can adequately handle most problems that
occur? L . - -~ . .

A. How would you go about learning more? (PROBE)
B. Whose opinion would you rely on the most?
Let's play a little game. Let‘% pretend we own a school to teach
people how to Be better or more effective parents. We are meeting here
at our schocl to try to decide whar our school ought to teach' parents?
Okay? - '
A, So what classes do we ,offer? What subjects do wvapteach? What

are we going to teach that'll help people become better parents?
B. How are we going to interest parents in coming to our school?

What do we tell them? How do we interest people ia learning

more about being parents? B ‘ .
c. Maybe we could develop books, or television programs, or,movjes

or brochures to help people become’ better parents.
D. Which of these would be best? . & °
Another question: What do you want fo:"%ur children in the future...
when they grow up? . :

Expléin Early Childhood Program and get reactions to it.

/

-~ s Multi-media training packages.
Brochures and subjects.

" A. Is progrdm of interest Or not? Why?
B. How could it be improved? : . .
C. How could other people be, interested in it?
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l - ' . Appendix A2
' " CONCLUSIONS AND RECOMMENDATIONS : s
> M/A/R/C NEEDS ASSESSMENT REPORT ‘
‘ ‘ , - .

f . ’

OBJECTIVE: To determine which parenting topies are considéred

important by low intome parents of young children.

- - . r . *
_ The topics which appear.to be most important to low iricome parents
3 are... , )
. M !
- . . B fRe '
. 1. Husband/wife relationship as it rglates to rearing ’ -
children. )
) ?
- - . ’ .
This is the topic of greatest interest. -Parents 'must
. $
meet their’m needs beforc they cam fulfill the needs
. ,» e . ..
. of their children. *
. !
— 2. Eliminating or redueing the burden and hassle of
. = - \ . " . v ,
l ' . ) rearing children. . : ' =
: Y
~”
. Are there not time—saving’ labor-saving and nerve-saving
- LS . -
T . R . 4 . . . Bonc
-~ wavs of raising children? "This subject ncerns organ-
. ization, etficiency. and state of mind.
. :
-

A .~
. A." Suggl¥stions for mateless parents
- - / ’

. ., . L -
B. Suggestions for working mothers
L » - ‘ T ) ’ . .
. 3. Discigfline. ° ' , .
- R = v ~ .
| \ - '? s . s
L : . 4
V e How to get your kid tordo what you want.
. ) : ' et ) ' '
‘ : 4.  Teaching young children about sex. - .
N , .
{
i . > ‘.

i O ‘ : ‘ ‘ /“_14‘7 ~“
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- » .
- 5, Questions and communication. . \ T

How to answer \questiqns, stimulate conversation, ans\ ) -

’, .
really communicgte with your child. t . . . <

-

6. Child Déveﬁpment. ’ .

.

k"

What to expect and how'to handle children at different '

stages of development. . ,

L] L4 — . ;’»
7. Health and safety. . o .

a
A 1

»
-

OBJECTIVE: To determine on which parenting topics low income

0y

parents feel they have the most knowledge and skill.

. N . - -
&;_ .
Most parents feel that they gave sufficient levels of skill in

virtually all areas of parenting. The topics of discipline,

communication and health and éafety are probably the subjéct§ on

; paeee \

which parents think they have the'greatest knowledge. - \

-~ * . -
, .

.

OBJECTIVE: To determine which parenting topics low income parents

feel they need to have additional knowledge and skill in, with

-

Jrespect to becoming more effective parents.

7
- ’ *

The topiws of husband/wife relationships, reducing the hassles,
discigline and s€x education are probably the topics which pareig?

. - B '
would most want to learn more about. } -

L3
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Appendix A2 (continued) A‘/') ' > .

- video tape or film the best medium. :

. ' . 2" ¢ ¥
. . =
. - [y

OBJECTIVE: To determine what parenting needs, -if any, are;éeCuliar

—~— .
-

to each of our target audience groups. ",

- i . b

| & .

In addition to the subjects mentioned, Black fathers might be iné!r—_
*

ested in topics having to do with, imggoving his economic position,
- - -

and Black mothers might be_interested in .ideas 4; how to raise’

.

your child and '"get @long'" “with mother. ' o

4

°
. -

Mexican-Americans, in addition to topics suggested ﬁrgviously,-miéht
v M . )

') .
be very interested in informatien on -educational’ improvement, for ‘their -

children. Mexican-Americans definitely want their information -
. - 4

. .

-

presented in two lgnguages. - o

g L - . . '

B

.

* ., . . .
OBJECTIVE: Td determine which kihds of material -formats. are preferred

and best suited to convey information to the target audience parents.
”’ ’

.

.

3 - N )
Written materials would be the least preferred presentation format;
. ~N . . ¢ - e

’ 4
hd Y
v

The discussion'g}eup,format is the most powerful method of ingormation

:
1 - . -
-

"presentation." .

—§

.
« " . .

73
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Appendix A2 (centinued)

. .

b

OBJECTIVE: To 'determine similarities and differences, if any,

bétween'urban‘parenﬁ'concerns and needs and thosé of rural
-~ - » -

. L £ : ’
arentls. Py .
. .
: . X . ’

_— .
” - o '
‘“Diﬁiégﬁ%fes are minim&l. A ’separate tréatment of urban and rutal
' * 4, ' “‘/ ' ' ' ‘ ’
> Ny «
parentsddogf not appear' to be necessary. *

3

4 -
. 'S .

OBJECTIVEj \To determine.what mgghods are most effective, in providing ¢

~

- . - ‘ .
follow-up information and assessment of parent utilization®of acquited

.y -

knowledge and skills. ‘ - ' “

~ "
-

* ‘It is not at all clear, after this résearch project, whethér this -

4

objective can be achieved by any method of researcl. Probably not.
»

. - Lot L4 » Bl
OBJECTIVE: .To identify informational material language preferehces
¥ 7 :

e g
with respect to materials produeed for use by parents. .
. , L4

The White agd Black magerials should be in English: simple, pure,

.

clean, ordinary English,.withouf "buzz" words like "pérehtiné,

modeling, hidden agenda,” etc. . < ‘ .-

The Méxican-American materials should be in Spanish and English. In

both cases, :he,languagepihould be simple. '::”

[
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PO que‘ons, etc Lo ) . . ,
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PAppendix A2 (continued) ~ - . NI
o . . ) ’ . i i .
* sgrn 7 . o —— ‘ . .\f i .
7 R ‘. ) . , . . .
: °7 ) \)/ . . “
X > , - ' « o .
. .l Py oy - ' N ) s ’ * N - .
OBJECTIVE: To draw. frc}&v the needs assgdsment , pq(tflcipant’ infor--
P . :

nration. about a'set of .toplcs and strategies - for‘ developirLg and b
! - P G 7.
L4 . «

8

producing ‘new materiakor whxch increade patent ingL knowle,d'ge\and

Y

‘»{ - . .
R ggs of low incomé parents of pre-school childgen
. p . . - - , .
e - - » .\ L . * N :
1t is rePommended .that the gholy parent training.program be built
. N . . \. . Ab . ) . ¢ . . .‘
. around four key' topicssof. .to parents: '
] o N i 4 4:.: ‘ . v“c‘ N ’ ' . s./
[ . .‘\&_- T S ' .. . s “«
4 =-  Husband/wife Telationship. .. . )
. .o, \ . .o . L ‘ #

« =—vi~Reducing hassle of raising chitdren.

e - . -
T, = Sex educgtion.

‘&9', . i s .
N RN ';‘.,,

The varlocs parentmg concepts would ‘be m!:oryarated into each
i

of these‘ top ic,s

s o, e [
. 1nc&ude portlons on dxscxplme, on communication, on answermg
I“ i e " ‘ . ‘\ .
$ ¢ . ’ ) t. .
-
-

-2
E‘%e 13 ’;commended“hat all ideas be p051t10ned as:

F di i linin chlldren,
and ideas from \iexxc-an&enc an pérents on scip g -

. .
-
. > »
- L .
- [ ” -
I 1 .
.

.‘r-'- D;Lsc‘ipl.u\e . - . ‘ St B ‘

For example, husband/wife relationship could ..

",sugest ions+

Earom Black p’arents on sex education, et

o or,; gs_uggest ions, and idaas
 d X ] . -

4 - . M -

\

"o, - ’ t .
woulq a) facilitate. c'omrganicatlon, %cause the language of the
Y i P ‘, *
. I . ¥ . . L. k
' ‘ el ’ . R
. . oy : s
A o‘r' ' L
’ 4
.- “» o4
- @ : ! > ' i : -
'_i ! . Y . P v » "
. B - - v ‘. ~
! ;2 1 . * . i .
Cew?” - ? : 4
e Je = " - .
t g 151 §*®
| - e T , 4 .
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- ) N e o , i
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oo . el t s e
"I‘lriq‘-i,decxs and puggestions from real pdrents 1 1ke you' poditioning
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Appendix A2 (continued) - .- . , . ~
. . . ) ' i . , \ ;% ‘ .
» ~ e - .
N r,}‘;.., . ° v( M J * 4
. . ..o ¢ , T
- " - o - - {
' . oo ) J&; " > G R
@ . - ..‘ \' - ) . N .'
target group would be used and the cultural context would be ' s ¢
. % -~ . o
- "correct,' and b) enhance acceptance 6f the information. What . .
L) .. - N . . » ) " k

vl

4N

. @, B - -
is being. recommended are three éets ofgmateriagds: White,.)laclv

fo - o .
. ’ . ’ B
" and Mexican-AMerican. : oy )

»
- . .

‘
- R N - . -. ) . '. '
o, . N :
: " , .

< e o .
It is recommended that the pa’en’ting Tibrary concept’ be executed
‘ . S 3

[ .
. via‘te‘lep.hof“le as'a parents "hot line"-for icieas -and suggestions
- N -~ ¢
on handling problems) o . e ,
. 0 . " '\. .
. - . <, .

It is strongly recommendé "tha‘{: the group discu‘ssiér)v format be .
. . ) . ’ -
retained ‘aswa central- feature of the parent tiaining concept.,

Th'e gr%!p discussion works best ‘as an "exchanger" af, ihformation.

. e

If it is used te indoetrimate, it w111 not be ef£ect1ve ' L

.~ ‘ + »'\ ‘ . \
b The next steprould be for the soBff of Southwest Edueational . AR

- -

Dc_veIopr?ent Ldboratorv to conduct and video tage a serlqs «of":

"deﬁ%h" interviews with low income Whltes, low inc0me Elacks and

.

) N

anome Mem:a'n-i\merlcans ZThe purpose olﬁ these'interwiehs ‘. .
" .‘ Il R . -

d\l‘ld be to conflrm the f1nd1ngs of thlS study and, 'nore importantly,
! * . N 4
Acecumulate ’od‘y.of information} examp;l‘es, questions and stories:

. . . -
2 .

£ i
‘to be used in films, books apd brochires. . .
- b] . j - B ) A ) - -
‘ . . . ' L
’ . ) '. - .
R S
' N I
» . ' o,
Nt .. N : : N
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* Appendix A2 (continued) T
- * L
. : . ‘ . . .
o - “But if there's not any Soul, it's not o !
. going to get there anyhow." f
5 . ) .' . |
. *  The success of the ‘parerft training program will be Vastly enhanced
- .. KR e
. . 4 . y -
- by a one-to-one, equal ‘state of mind 4nd approach. If we are xi

hqlﬁing cqncerﬁed, interested people &hrare their knowledge with

. . : , v & -~
- each other (even f we bias it a little), we will succeed; but if ' !
Ao, 1 s . . . .
‘'we are the experts helging poor, underprivi d? deprived people |
) . w 5 ‘ |
L . : |
té béecome as ''good as-us,' we will fail. . : ,
N . * i £y : . . . s . ‘
i ot » . . g
R ; , : ,
+ ? - -~
» - ' ‘ |
‘ ! i . » .
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. ‘ f ¢
- -~ LY - ‘
\\ o o -
‘// ' . . N \ R — L Y . . f
. LY ‘ ¢ ® -

. I . s
> - ~ <« N ’ .
~ - ¢ . ., 4 K : .
) : o ® ®
~
. R : ¢
- L - .
L} ’ ‘
[ 4 ‘ L v ~ . ‘ -
» ' ' ' .
, L , . .
. t ¢ :i
. ' . ,
F r "
. .b—~ B [
; J - ,3
7 -
L 4 : L T ) {
. \ . .J . 'a - ’ .
- & :




- l‘. ) ‘
B ’ .\, \f v ! g g
’ Appendix A3 ) ‘
. REVISIONS MADE IN "DISCIPLINE" SiTUATIONS .
+ °7/  FOLLOWING DESIGN TEST , .
T
SITUATION o ' . , T
-~ Y -, 4m\ 4 ‘
N -
Brokerf Cookies e 4
* Revisions! (1) Daughter changed .to son. . . . )
, : . (2) Dialdgue minimized. '{ T -
. R T §;~\;3 (3). Confrontation betweeg ‘mother. and, child .
’ ® T * changed to mother "discovering" .
" .  child's misbehavior.
B (4) VO audiq narrafion added .to on-camera
. e dialogye.
& . oot et
Reasons: (1) Actjivity chosen to portray mother had
. son of acceptable age. Yse of son
’ - avoided stereotypic situation of motﬁer
¢ - shopping with daughter. L
(2) Production,design -- to emphasize child's
- A . . ‘behavior. -
s ! (3) Praduction design -- spox bullds to
‘* N .. stronger climax. .
T . ‘ (&) ‘Proguctlon de51gn - allows emphasis
.t of cdntent pvint:‘ds well as'portrayal of
N . situatign. | <
Toilet Papery/(Trail) BN ] i .
Revision: (1) Children's actions confined to-bathroom. .
Reasons: (1) Production design -- efficient focus: ’
N :> on children's interaction.
. - - ‘ ‘
, . » : .o
. - P y -
Muchos Colores .
(Many Colors) oy ' T .
) . Revigjions: . (1) Location changed from bedroom to, linng
room.
i o (2) Only 2 children instead of 3; chi1dchh
do not run outside. :
(3) No on-camera dialogue; all VO audlo
o~ narration. ’
- & . Reasons:. 1) Productionefficiency -~ to share set
- ’ ‘ with another scene- )
N (2) Product design -- focus on chlldren 5
interaction & have® parent intrdde.
"(3) Suggestion of cegitent points over
. children'# behavior. . ,
. *




\ -‘ . % U . ] .
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‘ . Appendix A4 : . :
P e - = e . B .
REVISIONS MADE IN "FR&R" SITUATIONS .
. FOLLOWING DESIGN TEST
» . " . LL\ . . . v
. . - ~
STTUATION : g ' .
. .
i .
A. ch : N :
. ange(s) \Oé R ‘ ] . ﬂgf ﬂ=f1- o .
- B. ] Change(s): \(i&—;ﬁlrl character changed to boy character.
’ ‘ (2) Practice area changed from the drivewav - .
. . to thle empty street. -~
Réason(s): (2) .Character balance,. . , '
"~ () Production gongiderations. s
7 . - 3 i — Tt“
; C. y Change(s): (1) Interaction made positive by having fatherf
: . mother, and son outside washing car.
Reason (1) Consistencv of p051t1ve interactions across
. & all.situations. :
: NRE X7 Te
_D. €hange’s): (1)  Young boy also added as chargeter :
. R (2) All action directed around"\ '€ard table.
: : ‘. e & .
R : h
. ?ason(s) (1) Concetn for role learning: i;¥§ ared acrqif
o sexes. .
: (2) Limitations of Droduction loéatlon ’
. ‘ - M b . - ’ N
- ‘ E. Change(s): (1) Situation changed‘to™a coed so(tball'game.
’ ‘ (2) Little girl as catcher is focus of atten-
) tieg from other-plavers, all male.
Reason(s): (1) Consi®tency of 9051t11e 11teract10n across
all situations. .
(2) Sha;ed coed plav without respect to role
¢ and 'sex idengification. .
- F. . Chance(s): Yone © h . .
"G, . Change(s)f (1) Dad and daughter cook supper together. i
. b v (’) Mother and sop work togetHer in backzround
-\ . ,! 3 ) . % N - )
. ‘ ‘ Reason(%): (1,2) Positive roLe and’ se)&rﬂodelm? and 1dent1-
fication.
2 ~
s }‘ . Ch N X( ) . - ¥
-, H. , hange(s): None L .
i . _* . ;
I.- Change(s): )(l) Boy ch!qr is chamged fo zirl chx‘cter
* €2) Situat is changed to posjtive b mothet
. T ' v > and deughter shaging tha exper ience.
, . Reason(%ﬁ: (1) Character balance " . )
! (2) Consistencv of positive inteYactions across
all situations.’ ’ .
i . 1 - :
- . - * -
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Apbendix A4 (continued)

Fl

N Changely) :

(1)
(2)°

Boy chérac;er is changed to girl _ character.
Mother, father, and daughter outslde . -

R . . : ~ _-building a doghouse. .
, ) . . < o
- Reason(s): (1)- Character balance. 3 ¢ .
. . (2) Positive role and sex modelfng and identifiea\\v
‘ : tion.’. . , :
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-

MAJOR QUESTIONS OF INTEREST gk

CO&ULTAN!REVIEW

rd

~ OF POSITIVE gthNT TV SPOTS & BOOKLETS

- ’ .,
] £ 2 R .

ADVERTISING, MARKETING, AND PRODUCTION DESIGN ' -

1. -

2.

4,

5.
L)

COMMUNICATION DESIGN

1.

2.

PRODUCT CONTENT AND-AUDIENCE APPEAL

1.

N

'S»

From a production point*of view, do the spots and booklets address
the intended target audience?

Do the spots and_booklets communicate the intended message?
= ‘ : * 4

Are the spots and booklets camplementary in message and design° co

3
o

‘Does the communicatio%‘?odel Serve the intended pyrposes bf the
spots and booklers? .

Is the research design appropriate to determine the efigptiveness

of the spots id reaching.the target audience?
. ‘ .

- N B - -

LY )
Comment on the research desigh, igcluding alternative suggestions. _

“Ffom the point of view of a communication researcher, comment on .
the communication mddel ané its ability to achieve the desired .
effects? . ) ..

.
.
.
» M M
.
.09
;
.

Compent. on the approprlateness ‘of the spots and bookfsts for the
inzfidsd target aqdience ; . .

§ .

;model used to reach the target augience.
From the point of ‘view of pa:enting skills and low ipconé,populatlons,
comment on the interest of tdrget audience parents in the subject- °*
areas represented in the spots and booklets. '
. .y

-Comment on the communication

Pl

1]

i

i

! .
. oo
H

T L
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. . . -
] M

I feel very positive about POSITIVE PA‘RENT’TV,:spots and booklets.: It is

/e

obvious that a great deal of time and care was spent producing these pikces.
. « - . ] ..

\ ] : »> ,
However, nothing is so perfect it cannot be improved upon. So it fs with the ’ !(_

. , . . v
idea of improvement that I render my critique* . ’
Of the TV spots, .the writing is good. .. easy to understafjd. The 'slice of ’

R 14
t

life s.equence's for once seem realistic.\}u‘md more specifically, the lighting

1

and direction of the TV.spots are superior to most electronic media in this’
* ‘g . : ) . .

rnarket. . ) ’ '

v ¢ ' .- . “l'

~ In my opinion, "Famil Roles and Relationships'' i$ a superior piece to
y Op Uy : !

"Discipline,' fundamentally beeduse it is easier to sell someone on loving 5,;}!

 his or her child, than on how to positiveqy dedl with the n‘egati.\(es of disci-

Y 4 f .
pline and punishment. .o ‘. o , . .-

-

I use the word "sell" stongly.” And my only critism lies tterein. ''Broken
- g y only A !
o 4 _ o}

/') - 4 Cookies'" and '"Toilet Paper' needdto have moreé imgﬁcf. ..that is, 4a call to action --
. N 1 l' ' °

a redson to buy. In'"Family Roles and Relationships," spot B," it ends, "The

"thing‘,s children want are simple basic things and you can simply help by giving .
i . i 1 -

4 I3

your'time' and yQur love." ‘To me, telling your audience what you want of them .

~ ’

o L . ' ’ . ’ [ -
is e effective thap the somewhat vague ending of ""Broken Cookies". . It

¢

‘ma too late to prevent the ’har‘sh words and tears, but there was atime

¥

[

when they have been prevented.'

\

-
'd

«

1= ¥




As for thé print material, the writing is especially easy to understand. In

~

"Discipline," I skimmed the material and was able to keep up with the helr; of

the sybheads. This is important in dealing with your target ‘audience.‘ .

t

-Alo ng that same line, I suggest keeping ‘the céby blocks short, adding new"

subheads whenever possible and breaking up lengthy paragraphs with the use \-
] .

N LY

d all caps, photographé or other artwork. -

)

\_Critically, I did not think the use of the duotones addéd much to eicher .

< -~ .

booklets al most an

® -

-booklet. Not only are they expensive, but they gi"w/e thes
A . . & " .
~

B

amatuer look to the photos.

On the other hand, summarizing the information as ''Discipline’ did on ther

.last page showed real insight to the market place.

N % . N v - -
P §
i

’

Overall, I thought the print and electronic media worfked together nicely.

The selection of the two visual media was especially effective with the‘targe{

- audignce. Howeler, 1 think more emphasis should be pla¢ed on reaching the

i : : v

', . i

target audience. ’ ’ -

o . ’ . i

In advertising they say '"it's not creative unless it sells...

: ' ' gqod Lo ,

‘this ease it should read "it's ndt’tommunication unless it sells. "

b ) * ‘« s ) .

Selling fo low income Yamilies mean keeping it clean, celorful and simple,
4

L]

/ -

", Perhaps in

H
1
o
3

H
-

2 4
isimple, ‘simple. - And it means giving your communicatprs a chance bylis ting

"1 main pnoject purpese -- not four for them to contend with.
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. SEDL has the best facilities, the most talentebcommupicators and tHe best
informed staff of experts in the field of parenting and child discipline. With
a more united effort frém all three, these ;Sroducti'on pieces will better reflect
this.
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.. % single type of behayorigl response ‘to the spots. The major problem to be
: . ’

1. _RESEARCH DESIGN

. O .
The design, .as dt. currently stands, ‘is adequate for measuring a _

-

fupthér addressed ‘however, is to determine the reach df'the soots,
' . ) \ [
especially. among the low incoge target audience members The necessity
. I .
to write in for a booklet.poses a major barrier in assesqlng the effective-“

- i ' -
ness. of the spots. Moreover, some viewers may have done other things as a.
‘ ’ ’ - . 3 !
result pf.the spots, e.g., discussing a discipline problem that occurred in
their own 11ves, such‘act1v1ties would be desirable by- products and useful

¢ \

indicators of spot effectiveness. The task remains, however, to tap “such

tresponses. . : ! \\\\

. : ' ! A
One alternative would be to solicit the assistance ofgA.C. Niel-
* » .
sen or ARB in providing the mailing 11;; of sample families in a number of
S .
test,mérkets used for airing the PSAs. Civen a random sample representa-
3

\ive (45/) of theesoverall marke}, followigg,interviews could be condudted

to ascertain (a) awareness levels (b) reach of 16w income viewers (c) r\

.all levels (d) behavioral response typcs and frequendy. Also of primary

fkﬁ“inﬁu c 1c ’ ' |

{nterest would be the rca®ns offered by respondents for fot writing in

for the booklet(s). . . T ’ k T ..
« ) i N * ry
. R . .-
2. _THE COMMUNTICATION MODEL AND DESI&EP OBJECTIVES )
g 1f i were the researcher cbarged with the main task of increas-

E i

ing the~informetion and awé?ene#"ﬁévels among low income families in the
effective‘parentrng area, I youlﬁ ﬁJe a differeot médel, including a dif-‘
ferent role for the TV spots in thogcontext of‘:oe project. The model
being osed‘seemb approorjnte for a éimited rangc‘of objectives, -My

1

a

v

R




’ , . " - . . R , - N -
'4 , - v, \ - - 1] : / s ” ) .. © 2 ‘
u \. ) . .
) . " * %’ e, - ’ : i “ $ - . b -7 v -—
~ B ; .: E .. « s s ’ o . “3‘ . .
) " approach would be Broadex: in acope sy . ‘ - / -
' o~

A licizing via the local. TV statioxm\%d hnw_ the effect of conferring‘

~

Thr&gh the var10us séhool systems, especially those schools with

L i . o \v,xt

Mgh leve.ls of low ing_ome famil’lee, I woﬁ‘ld' arrange a %ribution ?rogram
)

ﬁr ;he?:oklets., The TV, spo'would be run preceding, during, and after -

the distribution and would contain 1nform.1tion at: the end £Q encour&ge

i

- ‘; J)ar.ents to fead and use the booklet. The l%nking of dlstrrbution and pub-—

. “s L

status on the booklets - i,e., "TV think% t‘he-booklets are important;, - ‘5"

» . . - L4 -
- - - 4

. therefore, they must be- important." Such‘a procedure would effect a wider
. ‘ ’ ' N ’ -

distribut-ion of\t\he booklet bv chumventing the obstacle posed by having:
) ¢ ,

* ' - ’ ‘.

_to wri‘e in. er the bookletss) Coe ' . : -

- .
- - - . N o

fhs _The résearchhon the effectiveness of PSAs in affecting '\f'iewgr.'

b -

r

. . “ . e . t. . . .
artitudes and/or" behavior is-sparse; what .is available, ho@er, Suggests
: - s < . " . q ‘ v ” .4 .
‘%'that their role in producing ap'preciable_ effects i&‘limit.e({ at.best. > As
@ a 'reu‘ulf 4 I..wou'*ld utilize PSAs as -a.suppxort lve ohd fncili‘tntive device®
: T '
- o AT
“a gronter degrte Lhan

-

ia the present model . . . .

) , .o
Some .fixml & ‘erve}Eons on the spots themsglves: Théy are tech?
~ - . e . - - » .
B - .
- . - A » . . N . . N
nically wel.l‘do‘rre; a B odugtion viewpoint, they are as gotd as, any I,
- - - - 5 -
- . 3 . . N (I
a shave seen. .One limitation seems to be theit length.. They seem too short =
; . . D) N ‘,' - , h L. N . . .. . . ’ :
- to take into account yple‘ﬂrs, lese-than-close attentibnm that s norma‘lly, - ugy
* . o , . . i, . . v ’ .
paid to the-TV set "during non-program interval;.S‘. Longer spots would have,
T PR - -« ' ) '
FR & - " “v Co -4: - ,
a Better chance of ThooKimg" the viewer and .prompting their swrltegin;

»
.

- . Lo . : .
4 . .. efforts. Since the-spots have a high interekt levei by their uymique "\ R
~——— ~ - » * 4 F ) .
. 4 . . B . <
- « naturg, a longer period of time.would seemingly enhance attemtion. 'Wha®
‘ . . “- . . *

.. [ ) . 0 Lt

~ R . . » .
T fear now is that'vtewers may pay attention too far into thi spot- apd
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through thch the caqse of.- rmrm‘sed parentmt, awareness was advanted@ ‘
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éihj‘}e & realize that the PSA aspect: 1s only dne pha f a'larger

. [ . - ,'f e . . ,

program, I wonder about th‘g&é,pportunit'y to follow up on ®he booklet’(s) to

‘ . H . . '
ko ’ [ Ve s*

. provide ‘pareﬁts with more information and greater detail on a'variet){ of .~
PR , ? . >

-

8 3

- Y. N .os e - v . . ) *
,,f' < otmon paren‘ral problems. The booklet(s) are post rea’dable and seem to whet* ;
» M . N “ ) . / N ‘
* ‘people'ss appet‘ife -for mobre‘. ‘Modél-wise, a serig:s of follgy up steps seems

A . i , . . \
®. ddsirableé to prevent a "one-shot" program from havings its¥positive effects
AN ! PIL¢ C prog g
‘ " o ) & e
iveddf In other words, where can interested viewers. get more; infor=
v . . : . v .
o " \ .
. on,y Grevhelp,.ete?‘," Yoy might have some suggestions along these‘line in
. . ( ‘ . . .

;l + - the booklet(s) - .
VA : * - n . ~
~ \ . Y ’ , .
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) Append’ix'A]-fcontinued) oy o )
. B i . s - '
o . "~ PRODUCT [CONTENT AND RDDIENCE APPEAL
. R . ! P \ . . " . ?
O. . . \\0 N . .’
- ~ The scene? Qn [ﬁsclpline wg‘e appropnate in that Qey were not pretentlous.

. *

"~ The portrayal of the chfldren Was‘\ormal and healthy Suoge‘st%g to the parents that

their children too are healthy and normafl when they €ngage int unacceptable b’ehavmr.

-

The activities selected .were“ve;y typictl of the kinds of situ'atﬂ'.ons.parents
, < '3 I B - - T e
. then encounter, o : 4 N

. L) . » . a
.

Scenes dep1cting the anglo setting were cl’éarly po-1nted Out of how not tﬁeal
N 2

with your chlldren. The spot crea§ed an ayal eness of how harsh an, adult qan‘sound_ ’

A

-
L]

- A%

to a child w\en\they Teact to a chlld's 1nnpcence or cur1051ty ‘ .o . /

. ' v

N ‘The second series of Famlly Roles and Relationships depap:ted a warm: rand lov1ng T "
’ bk BN -

. understandlng by adw'rds chlldren e ) to C g .

. Al v *
Ie
2

. Rolles were clearly defined w1th,xcellent modeling for famili/e's‘. e,

7

.
+

The booklets were easy arfd simple .to understapd wih phot‘graphs adequately

a .
rd +
R - .

N spaced to ‘further emphas;ze exp\@_g‘t;on. .
T ' Pt - . . .
. € « . ~ . J / ) ¢ -~

Contents were positive, brief and specific. . .

i o ) 4
‘q

Booklets should be in Enélish z_ind Spanish in order* to reach as much bf the target .

L 3 ..
‘ "*._')"".
Booklet "Where do “Adults Come From'?" has one typographlscal error. Section - . -
i Ty
- [ "Learning from Adults", first paragrap‘h, sacond sentence reads'- There is much family .

5 . ~

.‘ members and family’ frlends can, Fo the (tole help chlldren become happy,. self- CO‘lfIant
™~ ~ . ,

v . v > 4
adults. . C = v ‘ - - ‘

4 . i‘ ra

Speech models A‘flor'eac“h “tuf Qhe three ‘ethnic, groups renresentcd we'_rc\ iwgo\p:iat_e ;"

$

audiencejas *possible.

[ 9 £ R

"oy and excellent Comment‘s given were smple and to the pomt & ' 3

B il . (Y

The TU spots were dellyhtf'ul' As’ the target prL'tion views, there isino doubt _
i ’ ‘» A

- . )

in my pnd as to the nppeal %ﬁouty and response of the aud,téncc. .Howe\fcr, T am

[y

L .
Qoncerned that some parents may be rcluctant write for the hooklct,. th rcfore
- ' ’ ' <! ‘ ) A | Y . . ’ ' $ . 5
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a tele

hone logq might be used spithat parents can telephone the local T.V. .

]

stat1 n for this- matérial,or if less expens1ve a.watts nugber in the 800 series.

to a central qgstr1but1on p01nt mlght be explored
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v A P " .
I1I.:, ProductContent and Auddence Appeal .

* ’ . v
1.-! Aop\foorla*’eness of apo+s ani booklets for target audience.
. " Both the spots ani book! lets are highl pproo*‘la te in subject .
. mattér and in content, These ’ronic rave far reaching implicatiohs
for thildren now and im-the future. "ﬂow1eAg‘= and undersfaniing"
4 f fiscmlmn technigques and adul® role models could aflect
Rild's Yife ,no»? ani the way He/she will tehave as *oa*‘epts.
- THe verdal message in bo+th is "0“- ecl’ 1cal a..A ‘avolds teing
. ' patroniging. And f'are“'” attentizn to details in the yisual -
RS . > 2 eryes o 'enkance the fact tha< these are rea&"ations,’/
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Appe‘pix A7 (continued) .Y ] " T
2. Communication Model used to reach the Audigpce., - oo
s o®
Booklets : ' : )
’ - . L . . '
) ' 4 Ways to Discipline - i -
. ‘ '
f The use of numbers in the titlé presents a concept of a managable
piece of information which is a positive start. »

¢

~

ERI!

Aruitoxt provided by Eic:

K"

i The arrangement of the 4 ways,leads the reader .to consider the most . .~
* positiVe aspects of discipline first. The suggestlons are all writt-
en in a manner to 1ncrease the p051t1ve self 1mage of the child and
are easy to follow. - . R

' . . . Y

Oveﬁ all the booklet should appeal to a parent. It is nonthredten-
ing, brief, and not-too technical. -

LY

. .
C -

A few weak areas exist in my opinion. In places through the booklet,
in an’ effort to simplify vqcabulary, the text becomes wordy and

repetitive. .

v

Specific comments on the four sections of suggested techniques follows:

\ -

- 3 . e 4 RN ,

Liden

4‘1sten to Y0ur pblldren © .
The statement about letting children know how you feel would seem
. .to fit better in the Sub-sectivn - From Your Point of View. : .

. Llstenlng and Understanding
*  A&n example of what a parent m1ght ohserve when they watch thelr
- ch%ld would be helpful. \ . . : . \
S ) : »
) WQr%ang thngs-out .. .
rather than ”and" would ‘seem tg f1t bet.'r in the examele of

© . the 5 yedT old and her clothes. \ \‘ ¢
’ - -§'

[

: ven'though it is implied throughout:, the point needs -to be stated
- ‘ that listening may be all a child is asking of a parent q\s ifs this
. . is giveh no problems erupt. .
4
A whlte space between eacg point in “the sub- -sections would'make the .
paxagraphs mofe managable and would add emphasis. ' o
\
4 Set,Limits , . ' i < . . '
.- . - The. sectaon beglns with a sentence about rules.. I suggeqt xncludlng
,ighe ‘word “'rules" in parenthesis following limits in at least a few
k\ places "Rules" is a.more familiat word aqg_could make Rgrents feel
comfertable that they may have been on the right track all along.
[ . . ' x L i .
" Rewards- . 1 ’ ' vt
« In the sub-sg®tion The iast Words, pralse and encourqgcment are used. .
. ‘HoweveTr, in the section on Rewardy praise is not mentfoned, There -
». - is an emphasis on material rewards Even though théy are s1mp1e the
rewards ‘could be beyond ‘the firdancial means*bf the-low imcome parent.
-~ This émphasxs ‘could, cause a parent to rejegt the whole section. ‘Also, ‘. *
. it may- be that the child wants and needs tfe'-hug, ‘pat, ow genuine praise @
‘ more. than a magerlal reward. .o SN

Ic ' T 173 DI L
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Appendix A7 tiontinued) N - s i
How ‘to réward ’
This sub-section concludes with the statement that any “reward will lose

B

. 4 to value if used too‘often. This is confusing, does®it mean a parezx

should constantly seek creative rewards or that rewards should be génuine -
d and related to the behavior? . '
. . . '
. ‘. ~ . . . ° -
This sectxon may communicate an empnasis on material goods thats 1s not
intended. ' ‘ ‘
Punishment Y e
This section is very good. It does not" condemn the parent who uses . !
N physical punishment but offers alternative measures to be considered.

The statement about controlling anger offers an excellent explanation. .
This section.in particular should help parents accept some of the less
famlllar ideas throughout the booklet . -

Where do Adults Gome From . "P

’ . , [ ks . -
The title is excellent,. The fact that\human developmént is a continuing
process is conveyed in a few words, without giving clues that could
trigger preconceived responses to a baoklet on sex education.

Fl

In total, the booklet is easy to rz%d,ans rs same basic concegns, and y
most important of all gives a great. deal
development The section addressed to~ lngle parents ishelpfal and

supportlye and offers ideas for onught to two parent families as well

-

The points about sex roles are very well preSented and .encourage parents
. . to think about their child's future lives: Parents can become very de-
" fensive when pushed to change attitudes toward sex roles. This sectlon
does a good job of presenting the questlon from the aspect of what is
.. best for the child. 1.1 .
"In the section gf question and answerg under Childrens' Sexual Development—
Learning about flates and Females, the sentence, ’The discovery of their =
»sex organs 1s usually the beglnnlng of chxldren sexual development”
is confusxng and conflicts with later statement?’about attitudes. Ac-
tuall) dlscbvery of their sex organs is the beginning of an understandlng
° . of sexuatl development PQ¥51cal development will take place 1ndtpendent
of Wdiscovery and understanding. Otherwise the questrons are ones common-
1y -asked and the answers are clear, reasonable, and offeredl in a way to
help parents even 1f they are uncomfor;able w1th the whole process of

R . “sex educatlon : . v vl
. s

‘

Y

I the sectlon, Learning from Adults, there is a statement that children (/‘\
ma) tey to act 'in a way they . think Eil— please their parents, if the
parent acts as if they wish their child had been born-the opposite sex.
This ws not always true; sometimes children are hostile and disruptive, -
* -when they sense they are unwanted The stetement needs to be L\panded
. . . and explained a bit more. . . .

Except for the two p01nts noted above, I’ feel the booklet 1s outstandxng
K it provides thought provoklng inform t1 n a brief, pOSLtIVC form,
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Appendix A7 (continued) ' ’ :

©

w . . . )

LI 4 . e
TV Spots . )
|-§ . » -

' The spots are excellent. They are everyday, believable incidents -
that are easy for a parent to identify with. .I had some reservations
at first that a low income family would have finger paints available

' - . as showing in Muchos Colores. However, the problem of dealing with
v c¢hildren's wessiness in a positive way should come-throygh.

. .
- ’

VIn parent, group meetings on discipline, I have often had these threé

FRIC o

Aruntoxt provided by Eic:

specific 'incidents mentioned. Parent yesponse in the form of request ~
for more information should be high to all three of the discipline spots&\
. .
The spots on role identification seem to me toO be a more self-contained
unit of information and may not evoke as great a response in the form *
of requests for materials. Never the less they are excellent bits of
information on positive family relationships andschild development with-
out being tqp sugary or overly sentimental. ' 2
. L4

Both s*eries of spots flow v‘rell into the forow up boolets.
v( i '.’ - ‘ - N
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Appeédix A7 (continued)’ J s .

3. Comment on the interest of target audience in the subject areas.
~ From my experience’, information on discipline is of vital interest to
. .parents. In groups I have worked with, parents are concerned with
. how their children's bghavior affects the quality of family life and
how they can guide their children to self-discipline.. But they are
" also very concerped with what other people think of theiw children's
behavior an® of them. Their own self image is involved in their
o children!s actions.
Whereas parents are very aware amd acknowledge a need for help with
guidance and discipline, they are often lees aware of the. importance
Qf adult role models. The TV spots should provide information and
increase awareness of this subject area. The booklets, which expand
into sex education, will create an interest in a subject that parents
too often feel is pff somewyhere -in the future.

In conclusion, the total ‘presentation, booklets and TV spots, meef{ a

real nedd and offer great possibilities for other uses in®parent.
education. Lt . - ‘ .
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. PILOT TEST

s

RESULTS OF PHONE *INTERWIEWS
REACTION TO "4 WAYS TO DISCIPLINE CHILDRENa

3

Read booklre‘t? .

43 " (a)
N 7- (b)

k4

Yes
No

_Reasons for requesting bo?)klel':?‘

“Booklet was what you

rd

32
14

(a)
(b)

! o -

Negative respondent-s

'hlngflonger .
,- specific, concrete advice
ferent content -

.

i (@)
25 (b)
10.- (o)
.2 A{d)

. . J'.;"
. ”

e —— -

percelved proslem with own childre‘n
general interest w1th own children

sgrahdparent

pro fessional care’aker
o;her‘

\ N e

Favorable overall response?,

R
B Jrc

New-information? .

i

: 6.”

¥ -

ci(a),
(b)

[

..' . . i 32'
. .

>a

Shared booklgt?, W

3 (&)
SEREE

'Spécific.i@preggions.

Yes

No
Neut

Yes PR
No

thh spouse .
with married .cfril.d
wi’th otber‘h-ouse

\

Cv ey e -
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_Read bookI®e? - °
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, * PESULTS OF PHONE INTERVIE
REACTION TO. "WHERE DO ADULTS ¢ObE0FR0M"
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-
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Appendix Al2

t ’

PILOT TEST

s

L]

’

17 (a} Yes '
, 4 (b) No. o S »
' . / ‘ *
2. “Booklet was what vou expected to  receive? T
s . 4 (a). Yes \ : . '
L e 10 +(b) “No+ . L
~Neg;ti§e respondeﬁgs aﬁieqted to receive: .
. 4 (a) something I '
. P 2 (b) .something to read to children . o
x 4 {c) different content -
_ 3. _Reasons fé;'réqggsting booklet? e ’ . ?; .
' ¢ o 13 Ta) ‘generaily ﬁnte;ested'with own children
- 4 (b) grandparent. . . -
= .3 (c) professional ‘caretaker
N ~ - e :
4.  Favorable overall response? - : » ' ’
.- ¥ "._ ‘\
» 10 (a) Yes g . K LT
- 4 (b} No, ' #® .
. {. (c)* Neutral ’ .
* 5. New fnformation? .
> "/,
1 (a) .Yes i o
12 (b) WNo " - N
6. Shared booklcg" R '. ’ AN
) . q’ with spouse ’ - : ”1_‘
N 2 b with married chi\d L R
@ ‘ 5 (c) with other house . ) =
N 3 N " ; " N N ) , [
7. Specific impressiong? ' - L TP

<

1..(a) positive rg'bOnse to sectiom on géxuality’
' 1 (b) negative resporse to sect)on on’sexuality
. “ (e) positxde respbnse to section on sex roles
/ . :
‘lo a o - ‘— . o
; . -y - i
“‘ . '-19 [
®
. ! ) : ‘ A
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. ’ .o . QATA PROFILES FOR FIELD TEST -- ', ° .
Voo . AND LONGITUBINAL BROADCAST. TEST.MARKETS * . » . &
’ ’ ¥ b SR L ' . ‘<. ' . ot , T 7
. . . t - - o
: “« : *y ’ . * i}
) 4 » ) N ‘e v - . ‘ ” - ,2
L 3 N , N N . . 'z, - ) . % e
N e Ty ‘ L SMSA POPULATION : ;
' ADT- STA-" ADI’ . ADI- SMSA  ~ 5MSA # A . . # a1
. MARKET PAIR _ . RANK’ TIONS TVHHs  POP .POP . ADI.  BIK .BLK M/A MK
. | ‘ ﬁ' | S . : o ) B ' . . .
A , . . : oo . . " ¢ T
! Sacramento, CA ' . 36 3com 604,700 - 1,697,400 1,285;306 .76 55,632 4.3 157,446 12 :
,gi' San Diego, CA 31 4coff 517,300 . 1,441,800 . 1,357,854 .94 , 62,028 4.6 1743209 13
Fresno, CA " 73 -Scom 270,500 - 805,300 413,053 .51 20,370 y 4.9 104,177 i ;
Albuquerque, M1 . . 80 " 3com 228,200 724,900 315,774 .44 ) 6,689 ¥ 2.1 123,814 1
) vl , , , ) ? ‘
" Memphis, TN, 32 3com 507,400 1-,54'9,10'8 770;120 .50 /288,913 ' 37.5 4,370 046
. Birmingham, "AL 48+ 3com  395,50f 1,139,100 -, 739,274 7 )65 %17,447 29.4 2,799 0.4
: i » . N . L ] " . \
’ . , Woe ] N - EY L. s £
., August, GA *- 108  3com 157,900 - . 502,000 253,460 . - .50%° 70,418  27.8 2,311 i\ 0.9 ]
. Columbus, GA 119 3com 140,900 *. 433,500 238,584 . .55 68,182 28.6 4.000 5 1&7
- ‘2 ' . : " ‘ ‘ ) y X ] Y i /
. -Jacksonville, FL 66 7 3cem | 299,000 878,300 528,865 .60 118,158 »22.3 7,007, " 1.3 :
- urlando/Daytona bBeach, FL. 44 beome .425,500 1,180,400 %785,003 3& 62,538 4.6 7,952 1.9
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. J.
ARKET PAIR
‘Sacramento, CA
San Diego, CA
Fresno, CA
Albuquerque, NM

Metpkis, TN - .,
Birmingham, AL

Auéusta, GA
Columbus, GA
Jacksonville, .FL ,
Orlando/Daytona Beach FL
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. IR . ) II
DATA PROFILES FOR TEST MARKETS continued oo :
¢‘ _ . .
\ SMSA INEOMLC N ) )
o # BLACKS - % BLACKS # 1/A AT
# BELOV A BELow. BELOW BELOY iE“‘BELOW . BELOW
MEDIAN MEAN POVERTY POVERTY POVERTY POVERTY POVERTY POVERTY -
$ 9,93 s1f,100 157,885 12.2 15,642 28.1 30,770 9.5 _ , .
10,133 11,435 135,842 10.9 12,688 23.4 24,484 14.7 i
. ] ‘
8,622 9,901 76,887  18.9 8,114 41.1 35,573 34,4 ‘
9,031 10,370 50,664 16.3 2,185 33,6 31,847 25,9
8,542 9,981 164,332 21,9° 126,605 44,4 622 15.2 )
8,295 9,671 142,760 19.5 84,444 ° 39,2 252 9.2
8,272 9,321 45,273 19.4 27,659 41.4 159 9.9
7,475 8,731 50,386 22.9 29,948 46:1 628 . 18.8
& s ’ ,
8{@71 9,931 89,717 17.6 46,614 40.1 ' 671 10.9
8,884 10,361 60,777 14.6 27,566 45.4 " 936 12.1
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App;ndix B2 (continued)

'flMaferials and Campaign-Test Experience

. L2

2t

- L

.-
~

A
<

SEDL/ECP Responsibilities Sle
: " ‘ » ‘s .
Orientation and Training -
[N ) \é {‘ g

1. Implementation of Field Tests
a, Introduction‘to SEDL -
b. Explanation of Early Childhood Program-
' oc. Background ptevnpus testing, research
strategieg, ‘@nd results
d. Field Teﬁtuﬁbjectives ‘ .
e, Fleldffest market proftles co
' f. Fiél#Test methodology
2. Camppdgn’ Coordination. '
w,.’Troubleshgoting * :
b. MNid- and Post-Campaign facilitator
¢ interviews

¥
Dubbed- spots with 102&1_;agq

Reproduced. ooklets to accompany spots
(with refergnge to 1liaison agency)

3. Strategies for campaign implementation -
'a. TV statfon data to initiate contacts"
, b. Suggesttons ‘for initlatl\ljand maintalning
o eood relations with media
"4, .Assistance in additional promotionai activities

a.~ Coordipatfon for ETV interviews
b. ‘Development of joint' press releases

Dgta Processing and Analysis/Dissemination
3 ' - R s

. Statiofn data

Audience response data \
Distribution of booklets (and any Agency mats )
Final Evaluatlon Report

14

i T

v

1.

4 POSITIVE PARENT FIELD TEST GUOP#RATION MODEL
4 . -

Orientation and Trajning

|

L . :
Liaison Agency Responsibilities

——

Desigtation of campaigndfacil?tator(s)
Designation of personnel for local
imblementation aetivities

Additional suggestions for maxi@{éing
cooperation

IﬂﬂlVﬁ NOILVINGIYO ADNHIV NOSIVI1

T

. 37 r %
A;n?
- . ‘ ;5?;’::; .
II. Campaign Impl&meytation .
1. Securing 1oéal poét office box '
2. Supplying information for local tag o
3. Facila#ator contact with local TV stations
(andjbith other media- Optional) -
4, Distribution and collection of tapes | f"-
3., Fqﬁwardyng audience reésponse .
6. Securing station broadcdst data“ '
7. Local PR: press releases to media and .
4 to all interested offices (Optional)
. 3 '
.//% ’ -
ITI. .Campaign Results :
1. Feedback to stations -(and dgdia: Optional)
2., Commendatipn of participating media-:(Opt.)
.. 3.

Lo#al PR (Optional)
.~ %

Bt

zg xtpuaddy
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AGENCY
ACTIVITY

JOINT
ACTIVITY

L]

SEDL/EGP
ACTIVITY®

ERIC

Aruitoxt provided by Eic:
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Review Proposal Advance Prbmotion ¥orward . Seation Forward Station .
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7 Campaign I Mid-Camp Campaign.II Post'—Cal.np .
. , on Air Agsess- on Air Assess- ;
A Orientation & Tgsining (2/26-3+25) ment (4/9-5/6)™ ment
: A - X C _\ ,
. . o .
- — .
j Pre-Campaign Coordination Process & Respond - Process & Respond e
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. ) Analyze|’ Commend }Analyze Final
- . * i Data Statfons| Data Report
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- Appendix B2 (continued) ) s -
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* N * ‘ . v ¢
’ ¢ POSITIVE PARENT LONGITUDINAL TIMELINE A -
- ’ ‘ ™~
. . « o . . L
. > N . * . ,
0 > ¢ - . ; .
~ DEC, | JAN FEB MR, * APR MAY N fune JULY AUG -t SEPT
- » . . - s .
. 4' 1 - *
"~ ‘ v N - . >
Review ProposalStation Contact . - . .
& Designate Advance - Forward Requests/Collect & Forward Statjon Data .
Facilitator Promotion(opt) }+ ‘ R
| ) | - | k; L] | :
Campaign I 9 { |Campaign II R 1Cé.m'paigh III Campaign IV, Campaign V Campaign VI ’ . .
Origl:ation & Training (1/29-2/25) (3/5-4/1) (4/9-5/6) 5/14-6/10) . (6/18-7/15) (7/23-8/19)
; < T e 7
\ ! Mid-Campaign Post-Campaign
N ! Agsessment ' Assessment
L. i v 4, - N
" . 3 . '
Pre-Campafgn Coordination s . . ICommend
-& Materials bevelopment Process & Respond to Audience Requests _ Stations
- | ' ~ ) Final
. bl . J . Analyze Data . Report
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“'§ ' 7. MEMORANDUM QF AGREEMENT : : ('

- . .

L)

\ .
AU U

y
~

Project¢ Field Testing of SEDL-developed Teievisiqn Pnbfiz Service Announce-
. ments and Dissemihatien Qf Supportive Printed Materials )
. \. . . . P \
Period: - S ‘ . -
\ i ol ) . ! s "’ '
Statute: P. L. 92-318 and 41 U.S.C. 252 (c) (15) . K ]
- — ’ . ' ¢ / : i
This agreement is entered Jinto on gﬁe day of . , 1977
between the * . R Y
. \:’.
. . X *
- N ’ N R o ) \ n ~1‘ p
. , N T : i
F : -t JA o .
hereinafter calleé the Agen&y, anz the
. . . s 4
' : . i’
. ' .
! /
" Pl » ‘ »
. , ’ . '
hereinafter called the Laboratory. R . ,
the Eérli‘bnildhood Division p# the Labor%torx, a non—pfofit edu¢ational

WHEREAS,
Laboratory located in Austin, Texas; is currently developing, producing, and
researching the effectiveness of "Positive Parent,” a series of televisio

spots and booklets on selected parenting topics; and .

. ’ . ,
WHEREAS, the Laboratory has developed and pllOt tested both 30~ any 60-setond
versions of Yits public service announcements “(PSAs) for low incomefparents of
young children and now. Yesires to cooperate with sponsoring agencies in flield
testing certain of the TV spots and materials; ° /” ,

I <
WHEREAS, the Agentv has expreqsed an interest in the materlals and de51sz to
cooperate with the Laboratorv in testing the materials, .
§OW THEREFORE, the Agency and the Laboratoryv agree as follows: i
. . ¢ -
! . .
Period of Performance: , . - .

The work célled'fgg in this agreement is fo be performed during the
period . ‘ Lot
The Laboggtory shall: T ‘ s

A.' Orient a representative of the Agency in the nreferred implementation,*
for campaign-testing of selected Public Service Announcements.
. 3 .

!

L]
¢

\




Appendix B2 (oogtinoed) s .
I 'Y - : . o, .
L . CoLve ' >~
.B. .Prepare.the campaign testing material's in such a manner that the -
’ Agency is cited as ,locale campaign sponsor, and provide sufficient
copies of the campaign testlng matérialg needad for the field
testing activities. ,All camgaign videotape materfals are .to b@
returned to the Labordtory before term3nat10n of the agreem®nt.
» -
C. Provide the necessary instruments for the Laboratory to obtain . ,
"feedbagk"‘concerning the market impact of campaign mater1als,
the field test de51gn, and the Agency-Laboratory Ilaison ezperlence
* D. Reimburse the Agency for expenses incurred in admlnlsterlng the ’
campaign test, renting a local post offide box," collectlng data,
and forwarding the data. to the Laboratory -

.k ‘e

E. Provide the Agency a copy of the test "results on termination of

the .agreement. Y ‘ . . . }

<
» .

The Agéncy-shall: [ ' _ . .

. A. Designate a representative who will represent "the Agency’'in all
\ _matters pertaining to field test activities. Such representative
shall be respopsible for implementjng the test, collectlng data,
and forwvarding" the data te the Laboratory-at various ‘inffervals,
and will be the person responsible for working with local commer-
cial television stations and 1mplement1n° tpe campaign tests.
- 1 . v . 4 .
B ’gree that it w111 not reproduce or establish any claim to statu-
. tory copyright o{ assert any right at cormon law or equity 1n any
of the POSITIVE PARENT materials providéd- the Agency while per-
« forming the work described herein.

- . . / .
Release of Information:. > \
elease tion Lo v . P —
All prepared releases of information to the news media and to
periodicals regarding the evaluation of the Laboratory s materials =
“and activities shall receive the prior written approval of the
Laboratory and the Agency.

Al

‘Termindtion: . b

The Laboratory and the Agency reserves the right to terminate its
commitments hereunder- upon thirty (30) days‘prlor written notice
of such term1nat16n~

< . N .
Educatlonal and, Pr1vacy nghts ’ - T ) 2
. )
The Agency gRd the Laboratory both agree to comply!with the appl}oable N
regulations and requirements of Title IY},PUbllC Law 90-247 (20 U.s.¢.,
Par. 1232 g & H) regarding family educational and privacy rights-in
connection with the proposed field test, insgruments. *

2()0. ' . " ."v
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In witness whereof, the pagtiés hereto have executed this agreemegt on this

—

———

day of

¢

,‘19,77.
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.
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For‘ qhe

o —

James s Perry
Execdutive Director
< - -
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‘choice) in making their selections to fill the public ‘service &lots. In .

s Appendix B2 (continued) ) ~ AT ’ « -~

¢ [ s ) A ) 'L,': -~ 4 . ‘.,P%
] o ) '™ e ‘ , o ; . .
. <! ~ r" . R | . ] " v\ .
TV _STATION CONTACT STRATEGIES . *..t . /’,). - . . bq
. - . Tl a . ﬂ&ﬁ'ftufl -9 , .
T "‘.," Lt — B
Commerc1al broadcastérs are rgquired by the FCC ‘to air a certa1n amount’ of
. e . .
public serv1ce pregraming*® each‘mogfh ¢ ‘Evéry TW;OT T 10 station® s-license A
contalns a "minimum obllgatlo'" of publioe ;ev@é;e units”aghinst which the'o .
statien's actual programlﬁg—{é measured &WRhgardless of length and‘whether e

it be program or sppot, each publlc service message counts as a 51ngle unit. S
Most stations weceive far more re%pests for exposure than they have tlme.
.available. Station programers, therefore, resort ko cr3Qeria (or random RN

theory, the stations feel no obligation to any partlculnr causg, - -but they - . v

do usually give some priority to local requests. It-has been the ekperlehce ’
of SEDL that. there are some additional ‘factors-and strategies which will .

assist an agdncy in obtaining air time and, indeed, maximize the exposure

which is pece%ved. ~ L e L o oL

- - . . . s

Personal Contact . Public.service -campaign gpepeals emphasize human need .

. - * " and response. The imple tion“mode chosen for these .

\ types of campaigns is espe;‘!lly important {Thefe néeds : .

~—"to,be a degree of consistency for tH¥ campgign: from

. campaign se&ucture threugh tone of advertisin} messages,
‘ from contact with media through response te audience

. requests. There is absolutely no substitute far direct, .

. personal contact with TV station programers. While muth

can be accomplished by mail and by phone, a warm body k6 & ,

. renders the request for air time so much wmore 1nd1v1dual‘ s 1

|

A

and Mkely to make an imprégsion. You become more than”. )
. ‘just another agency fate in ,the crowd asking , for air . .
. time. In addition to these benefits, the general area.
. of "parenting" and the partAcular POSITIVE PARENT ‘topics
\ - - Ilend themselves well tolfis?-tq—facg pEPposal.

. : ) M

.
Y -~ S - .

>

i . '
Statioﬁ.Contact‘;? SEDL would sqégést first co nicating by mail and phone ' :
' -7 with'.the General M&nager and station person ‘in charge of .
, PSA's at each station (oftentimes it is the Program or-
. ) Promotions Director). Since th¥s will be their first
introduction to the pIOJéEt, a general ®dutline or =
. . description for the campaign-tests should.be sufficient. . v
¢ An appointment can‘then be madegto speak in person with .
N *  the gtation GM and”to the PSA programer. ¥t may )
) facilitate that meéting to ow these persons; a preV1ew .
.« of the Sspots prior to your appointment. Naturally, these,e -
«+ » station perbonnel will reserve flnal stqtlon consent until .. .
' after they havp seeg the spots. ¢ _ r %ﬁl

v [ - L .
» i A . . 1

. L] .
v / - ) . )

4 - * AEEN
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PSA Programers

.

-
'

O

-

‘ ‘ “ . ’
.‘ Just as it I's valuable to speak with the General Manager ’
] or Statlon Manager to rece;ve station consent, it is even
more impontanb to" introduce y0urse1f to the programer Who
wihﬂ directly oversee the scheduling and airing of the
spots. Should this Person have questions, need an . </
additional dub (copy) of a spot, or encoufiter a problem, :
he will know you and how to get in touch gquickly.. This
understanding will in-tarn facilitate your efficient
commdnication with SEDL® should some need drise. After
"the first .campaigd begins, it will be possible for you
" to-deal ﬁlrectly with the individual ptogyamers, usually
hy phone. o

N

.
- . .

PSA Exposure Data «Although market data jis not SEDL's pr1m co@%er

""\ ’ . A
I » N . . ~ . [y

.+ Extra Benefits

-

these POSITIVE PARENT Field Tests, we' will s¥ill bg .
tabulating audience response and Wwe "hqpe to receive

N exposure estimates from‘each station (see.' Alrlng Logs"

1nc;uded in this packét). By knOW1ng the-number of /
expo8ures and the airimg’ tlmes, we can comput® the

. combined v1ew1ng "audience for an-entire campalgn. “Qed

L

;

# spots and thelrsbenﬁflp £or .the station's viewership. .

< ; agdress for audiencé response. "2 . %
* o, . .

for each PSA campaign, when we compare total audience
-with number of wr1te—1ns, it is-possible to measure .o
" spot Meffectiveness'. ‘These estimates of station.PSA
. exposure are‘geneially not a problem for the programer *
if he knows in advance th at we waul@ like to have the
data. The request js-swe ened congjderably by . .’
gqaranteé g that each sti%ion will jrecgive a copm,of v
the Fina Progect Report as:well as; ividual v
commepdation ‘te the Broadcast Bureﬁu f the-FCC. You
‘would be Surprlsed how fas; faces br ghten at the
mentlon .of,'FCC commendatlon‘ .

‘.

In addition.to your fﬁaividual'requests for PSA exposure .
time, station‘personfiel will Be impressed by the high
production quality for the spots, thé message of the.

Py

Take along, copits oY the booklets and emphasize that they :

will e mailed free to petsons who write in after viewing g -
the spots. Likewise, the station will be interested in - )

the research aspects of the progect and in’ the fact that ¢V
a state agency of your stature is endor51ng the spots,
implementing the campaign-tests, and ‘offering a local

. N

6= . . » N ' b}

-
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Statian .
Cooperation

-

- ' i

SEDL has been very impressed over the several market
. tests we have conducted. to find, in general, how
r"?!teptlve and cooperative commercial television stations
T are with the POSITIVE PARENT campalgn-fests. They
apprec1ate learning of our desire to use the medium of
broadcast television for c;eatlng an, awareness in
paréhtihg, as-a cammunlcation link to the dissemination
_of additional 1nformation, and of our choice to use-
i thelr partlcular station and market audience. The
" qupport of your agency acting in liaison with SEDL
shoyld' greatly ipcrease station receptivity to the
.appeal for POSITIVE PARENT air time.

’
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PUBLICI™ & PROMOTION ° L e .
» - ’ !
* . ' . -~
Programs The educatlo al TV, oommerc1al TV, and radio statlpns in" your
market may well offer the chdnce for interviey and'talk show
- coverage. The Program Diréctors of these stat¥ons would be
, the initial contact persons if you choose to pu this typk
_ of public1ty and promotlon
' 1? ‘ ~ ’ . -
News - Perhaps the most basidc coverage for POSITIVE PARENT and yOur Yo
agency's, involvement centers. dTOund the newsworthlness of =« .
the project. Tﬁe hass madia of television, radlo, and news-
papers would welcome the opportunity to- afford covérage.
With reference to “news" and "featire articles", there are
many avenues *'of approach and, of course, your local- newspapéré\
- present, the most p0551bi11t1es General editorg and specific
. editors of various pages or sectigns: (i.e., *'Local", "Women'",
. "Education")s should be.more than willing to discuss potential’
: ,coverage.s . . . % . - * : .,

.
-

'‘Newsletters A third pogsibility for POSITIVE PARENT promotion and p*bllClty

¥ . ’ exists through mention and brief dlSCuSSlOn of the campdighs
and topigs with inter-agency news organs. Your own in-house®
. newsletter presents the first possibility. Adait' nal news-.
letter coverage may'exist with other agenc1es thé%pshare a.
priotrity for adulg -and' parent education or early childhood
. edueatlon. Letters or phone. communlcatlon coy§d likely set
7.3 up: this coverage.

{
Obviously, it will not be possibIe to utilize.all of these'publiqity an&
promotional outlets., We certainly do not expect you to. What we do suggest
is that you weigh media accessjbility, coverage potential (foremost for ur
agency, secondly for POSITIVE PARENT), and the time and effort required to
pursue the additlonal jactivity. You cam decide- best what; you will be abl/\J
to handle. At the outset, decide what extta activity you wish to undertake,
find out any deadlines involved,. and let us know if we c3dn assist.
In add1t10n, please con31der any agenecy print materials ‘which can be included
with the. bOOklet\mallouts If yqu geave sufficient quantities (probably a few
hundred for each campaigny, they c# be-shipped to-ug for dissemination prior
to' thé first campaign. SEDL will also' include an insert with the POSITIVE
PARENT booklets which ackrdowledges the support and cooperatlon of your agency
for the prOJect S >

. .-, .

. . , Lo ' (

-
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ICITY & PROMQTIONAL OUBLETS o N X *
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In several previous POSITIVE PARENT Field Tests, SEA Public Informat;lon/ - e

Disseminatfog Qfficers have served as, campaigh- facilftators; other SEA .
facilitator ve remained in close contact wifh agency PI/D persons before
and during tM® POSITIVE PARENT Field Tests. W1tﬁqut knowing the spec1f1c |
Rublicity and ‘promotional opportunities in.each market, SEDL offers the .
following gegera dia and, message cemters-for con51defat10n . .

.

The Me&igm : P ) ThE Message Centers . > ' .
oy R .~>ﬁ . .
.8 . S 7 ( :
. TELEVISION: .- R < -
LS . . L *
Educational - o ' » . terview programs N .
., Commercial AR . " Talk Shows . ' .
, . News . ) - ¢ s
s . < > - ’
NEWSPAPERS: . . . o
. . ’ . X ' , Y ¢ 7 ’
Dailies . g)L\ - News pages , e
Weeklies . Women's pages . : .

*Editorial pages
Letters to the Editor .

.. Educatioh page’ . . L. T
. s N Opinion columns ) .
v C Picture Editor
, - I

RADIO (AM ‘& FM): T . T
¥  Commercial . Interviews . |
Educational » / “«Talk ‘programs . 1
Ethnic stations - fommentary features - ) |
,Rock music stations S © _ .~Disc jockey programs ' . .

Live announcements \j
-Community bulletin boards

MAGAZ INES/NEWSLETTERS : oo ‘ ’

o ' | R A

Business & industry publications , . Feature stories B
-City or state "slicks" e News columns

Civic club newsletgqrs ‘ N . News inserts - L /<:‘
Agency house organs . . AR

. .
- . - .
» *
.. - 3y . .
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- - N /
. . POSITIVE PARENT FIELD TESTS , - ) ./

L] ) [ N [ ,

. [ . \ . ' .

. STATION DATA SUMMARY ' ~__ ; _

. . . \ ‘ - \ . | , /
SACRAMENTO ~ ' . . - ) /
= . ‘, . S ‘ \ * CAMPATGN

. L - KOVR=13 kfrv-10 R : . TOTALS

\ TVHH . < TVHE Q- g - JVHH

. STATION  IMPRESSIONS STATION  IMPRESSIONS sTaPron  /EMPRESSTONS
CAMPAIGN SPOTS DATES * EXPOSURES _(1000s) EXPOSURES  (1080s) ' EXPOSUREZ" (1000s)* <
~— - 2 ; &7 - e -
I.  CIGARS 04/16-05/13/77 11 528 © - 9 432 ° y 20 - 96D
11 MONSTROUS  05/28-06/24/77 9 L8, 9 672, 18 . 1,104 |
. S ‘ . . . ’ el 5 )
STATION TOTALS - . 20 ° 960 18 1,104 . 2 T 2,064
[ - 1 ‘ “. . . “-‘ Ny 9
Y o . v > » Tt / : -
¢ . . N [
, N . ) B / * , 7
SAN DIEGO ‘ T YRS ‘
‘ ‘ X - , S / CAMPAIGN .
¢ . KGIV-10 . KFMB-8 / ' T, TOTALS -

, , . TVHH- o TVHH _ ‘ ‘ o TVHH
Y 4 STATION  IMPRESSIONS STATION .IMPRESSIONS - " STATION  IMPRESSIONS
CAMPAIGN SPOTS DATES EXPOSURES (1000s) °  EXPOSURES (1000s) . EXPOSURES (1000s)

, . - 7y 2ty . - v .
© T...  MONSTROUS 04/16-05/13/77 13 799 10 358 23 1,157
LY . . bd fan * ' » ) . \ .".Q ‘
I CIGARS, . .05/28-06/24/77 .16 . 282 13 419 oL ' : 29 701! :
. v T . Li - / . .. M
"+ STATION' TOTALS “29° 1,081 23 777 , . 52 1,858
. » . ¢ ’ . { !
i o ( T 208
O . . - L : Y e
C - R e NEPEEER SRy
‘& , ,’ L4 o ’ ' ., . . . . - . »
] ' » ‘ ’ . N N Lot . , i .
‘ BN - . . .
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Appendix B3- (continued) , , , ‘ ‘ L ‘ .
¢ / . .,. . . -_:;9;»"
-, , [ " . i ] N o - .
. . POSITIVE PARENT FIELD TESTS ) N .
L Y . . . .
. . . - STATIOI\{ DATA SUMMARY .
*\ ‘\‘ . . N ‘, . st ‘ - i. ’ a .
hd . - . ] ‘. ! " !. N - /
FRESNO S - " ‘ , -, . -
. - . . » ; . ‘ ' ° _
£ [ _ . ‘ - S SNy pMAIGN -t
- . KFTV-21 ° QKJED-M o ©ov "TOTALS |
. .*s ' TVHH . .o TVHH . . S ‘ TVHH ..
. . o STATION IMPRESSI S~ STATION - IMPRESSTONS . STATION. IMPRESSIONS
CAMPAIGN SPOT  DATES EXEOSU%ES (1000s) E&POSURESJH’OOOQ) L, v . EXPOSURES (1000s)
. - . o CoN s e ' .
. ‘& . st . PP A ., . , rd * . ¢, .
I . - FAMILIA 04/16-05/13/77°." 637 *". .86 23. ", 309 - Yo - 86 * 395
L . « . . N e ! ? . L=
. N 3 . . 3 . ,“.' . a . 4“ . N : . S i . . .
" . 0 noos S ) : \’; e TN LY " e " Y 4
. ‘ ; b] » v ": N ' u$.‘\?_‘ v ~'~l LR . . \ —.'\' . ‘./ k .~‘ . .,_( .
ALBUQUERQUE"™ ot I N T O ' g; . ' -
- . ' - . N — N - . . Y -
.- \J h) H . . :04 [ ‘, . ‘. [ ] . v,; '.: 4 .. - . ‘
. ) . l .o . ~e Y : J P~ “\.’:. -+ A P R ' CAMPAIGN
. L ¢ - _ KOB -4 " o e " o ROAT-7. - .t g | KGGM-13 = "TOTALS .
S - T TVEH » - ' . TYEH  ° 2 { . TVHH TVHH
: T STATION « IMP] I’oN.s fSTATioﬁ RES\SIDNS QN PRESSTONS', STATION IMPRESSIONS
CAMPAIGN SPOT DATES - % E)fP@smiEs Zi "+ EXPOSUR -ooos) SURES (10005) EXPOSURES (1000s) -
- - N . . oy .@“‘ 0 .. ‘\‘ S N i . V- e )“V -
: . o ;\' ' Do, Lo . 1‘ f‘ ‘s‘{f.‘ Q .
f . 3 L. . U e - 1 .. -~ . . . . ﬂ vy , R .
I%- FAMILIA 04/16-05/187/77 . 38" 41 50 ! Vo 20&’? RIS 322. 5 ° 63 1,038
‘ o Py RN " * L . Cs, l..~ I
~ 1Y - N ' ’ ‘ $ ’ .u- ‘ A‘“ B ‘ *s ’ ' ’ : / i
- . J.\ ) .‘ p y % . s . N i Ly , N . -
O P A AT R , \
Y , - . ‘. \ i, . \ N Xt - . .
. ) h 4 - 4 o ': 4 . “,‘\:\ ‘\ . g » ' . ‘7 ‘.‘ | ; ) .. ! ‘ - . (el
‘ e, T e Je : —_—
2(.)9 .. ¢ ] / . ‘:: : " PR “¢.~ .’ Lo . ) PR
\ . .. . ®w - RS ~‘. . . - N * . -
‘ : A N v W .
~ ) , “ / . K » P N '“‘ . N .
' o' .. 4 ’ » S * .t . LN . 21 ()
hd 7 [ ’ Y O . Y . ~ 4 . .
. . o
. ' ) , L4 L] ' . .Vl ' ’ '! ’l.o L . “ * - * )
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‘ POSITIVE PARENT FIELD TﬁSTS°°
v » &" -

" STATION DATA SUMMARY

) _ - . . CAMPAIGN
WREG-3" y - WMC-5 WHBQ-13 ' TOTALS -
: *» ,° TVHH . TVHH 7 TVHH TVHH
.- . .STATION TMPRESSIONS STATION IMPRESSIONS STATIQN . IMPRESSIONS STATION * IMPRESSTONS

, CAMPAIGN SPOTS™  DATES ‘1!..'E EXPOSURES (1000s) ‘ “ EXPOSURES (1000s) EXPOSURES (1000s) EXPOSURES (1000s) ./
p _— :

[

l, I

BEDTIME @4#30—05/27/77‘ 19 . 713 5 . 148 271 i O35 1,132
\ L d . .
)

. A e i - .
GLASS .%nbwzwn . _ , ] ‘ ’ . . T, 1%

STATFON TOTALS
»

BIRMINGHAM' ) i . .

.o o : N : . ' . CAMPAIGN
. // : WBRC-6 : ‘ WAPI-13 WBMG-42 ' " _TOTALS

. -TVHH - TVHH " TVHH ’ .TVHH
. STATION | IMPRESSIONS STATION _.IMPRESSIONS STATION ~ IMPRESSIONS STATION, IMPRESSIONS
CAMPAIGN SPOTS DATES EXPOSURES (1000s) * EXPOSURES (1000s) . EXROSURES (1000s) EXPOSURES (1000s)

- T 4 N . [} _ -

-

.
°

1 GLASS  04/16-05/13/77 9 ° 39 683 83 1,369 »- 131 2,547

-
a
s - -

BEDTIME 05/28-06/24/77 14 ~ ' 550, — 134 ,2,352 £ 180 3,374

’ A . -

- ; Y
PR . . . ‘
ST@TION TOTALS ) ; - . 3,721 311 5,921

. . 212
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*  Appendix B3 (continued)
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POSITIVE PARENT FIELD TESTS

| >

. . ' L )
, . , 3\
STATION DATA SUMMARY _
-é . * , ? '
AUGUSTA b i . ,
. . - . CAMPAIGN
) WJIBF-6 WRDW-12 - i TOTALS
TVHH , JTV'HH - . \ TVHH
o STATION ~ IMPRESSIONS STATYON IMPRESSIONS ’ 'STATION  IMPRESSIONS
CAMPAIGN SPOTS _ ° , DATES EXPOSURES (1000s)’ EXPOSURES (100%) - * ERPOSURES (1000s)
I Pm»xc;u(}:sl ’04'/1§:65/13/77 40 920 9 .65 49 985
. ~ ¥ N
II BREAKFAST 05/28+06/24/77- 50 1,150 13 78 » 63 1,228
STATION TOTA% 90 2,070 -, 22 143 . - 112 2,213
N .‘ . i R \ “w
COLUMBUS , . . ‘
y . ¥ caMPX 10N
. . . WRBL-3 WTVM~9 WYEA-38 . . TOTALS
. ' TVHH . T Ty , TVHH  + TVHH .
: STATION - IMPRESSIONS STATION IMPRESSIONS STATION IMPRESSIONS STATION  IMPRESSIONS
CAMPAIGN ' SPOTS DATES EXPOSURES .(1000s) ., EXPOSURES.(1000s) . EXPOSURES (1000s) EXPOSURES (1000s)
v Y . ' - *
I BREAKFAST 04/16-05/13/77 18 . 301 A 646 _ 9 43 71 990
. - - = . N . ’
/ : .
II PANCAKES ~ 05/28-06/24/77 13 s 189, 27 469 5 Cov17e ¢ 45 675
STATION TOTALS , 31 490 71 1,115 14 60 116 1,665
t ’ ’ s
. 214
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. } . . ‘ ) .
. POSITIVE PARENT LONGITUDINAL BROADCASTS ' . y S
. ‘ STATION DATA®SUMMARY . - ' - .
L » . .
’ ORLANDO ) {
3 - y ’ .
Co 5 A * CAMPAIGN B
WBDO-6 WESH-2 __WFTV-9 TOTALS .
~e TVHH. . TVHH TVHH .. . TVHH -
STATION IMPRESSIONS' STATION  IMPRESSIONS . STATION  IMBRESSIONS & STATION  IMPRESSIONS -
CAMPAIGN SPOTS DATES .. EXPOSURES (1000s) EXPOSURES (1000s) _ * EXPOSURES (1000s) EXPOSURES (1000s)
- . ) ) ‘ \.' ) / ' & * A
1 GLASS 01/29-02/25/77 0 0 3 79 11 378 14 457 *
. i — . ) . -‘ ‘ )
I PANCAKES ~ 03/05-04/01/77 ' 25 1,004 10 249 11 465 46 1,718, -« -
III  HOUSEWIVES 04/09-05/06/77 13 . 449 8 174 15 v 544 36 ° 1,267
v MILK 05/14-06/10/77 12 328 6 : 157 12 397 30 - 822
V ' BREAKFAST 06/18-07/15/77 50 C1,724 0 0 . 13 517 63 2,241
VI.  CIGARS 07/23-08/19/77 41 1,510 14 657 14 C o471 69 2,638
’ h
» a3 .
STATION TOTALS 141 5,015 41 1,256 76 2,772 '+ 258 9,143 -
t. ';7 \ ‘ . r
. AN h v
3 ’ ‘\\ 1«, ‘ 7-. ))ﬁ: !\
-‘ AN ‘ - . . \ -
' ' * + ! ) N 0
« Co gy 216
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Appendii B4 (continued)

POSITIVE PARENT LONGITUDINAL BROADCASTS

STATION ‘\DATA SUMMARY

.« .

JACKSONVILLE

» > "\—\-—-77—-%'; “ ‘V—'

WTLV-12

T -

4

CAMPAIGN.

WIKS-17 - - WIXT-4 4JJCT-7 .TOTALS

.

CAMPAIGN/
, SPOTS/
-DATES

* STATION
EXPOSURES (10004)

TVHH
IMPRESSIONS STATION

. TVHH

IMPRESSIONS STATION

EXPOSURES (1000s)
%

TVHH . ) o
IMPRESSIONS STATION

TVHH
IMPRESSIONS" STATTON
___ EXPOSURES (1000s)

TVHH
IMPRESSIONS
EXPOSURES (1000s)

L al

) I
GLASS
01/29-02/25/77 _

.. - = .

_PANCAKES ’

703/05-04701/77 % 12

I11
HOUSEWIVES -,
04/09-05/06/77

v

' MILK .

05/14 06/10/77 r'n

-

v
BREAKFAST
06/18-07/15/77
Com -~
VI |
CIGARS
07/23- 08/19/77

15

11

*EXPOSURES (1000s)

4

12°. -

-

STATION TOTALS 63

1' B\}; 2!1? ) ;\'.

FullToxt Provided by ERI

LN
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N . »
. POSITIVE PARENT FIELD TESTS
~
C A - AUDIENCE RESPONSE BY MARKET AND CAMPAIGN
i O : o
a SACRAMENTO. S IEGO MEMPHIS BIRMINGHAM
L] N
I1 1 II 1 11 I 11
[ * ) & - ’ >
Td&AL;RESPONSE 117 (100%) | 65 (100%) |b147 (100%) | 60 (100%){ 112 (100%) | 54 (100%) || 95 (100%)| 337 (100%)
— 1 — @ :, D ,
Within SMSA™ 65 (56%) 133 (51%2) 11143 (97%) | 57 (95%) 85 “(76%) |37 (69%) (] 84 (88%) ] 262 (78%)
‘ - ’ B . \ ‘ o
. Within ADI Metgoz - 81 (69%2) |42 (65%) 1 143 (97%) ‘| 57 (95%) 86 (771 | 41 (716%) 85 (89%)| 267 (79%)
Withii#uﬂ3 106 (91%) |55 (85%) (143 (97%) |57 (952) | 102 91%) | %8  (89% 89 (94%)| 289 (88%)
Outside ADI 11 on 1o asnll . 4 6D 3 Gl 10 9% 6 (11%)] 6 (6%)] 39 (12%)
0 -
PLOTTED RESPONSE = | ° ; L . ) ' 'h
WITHIN SMSA' 64  (98%) |30 (91%) |1 143 (97%) |57 (95%) || 79 (93%) | 32 (86%) 76 (9077225 (86%)
‘ s = . ==
. ’ { : 4
Low Income . 14 (22%) 3 1024 33 (23% 113 (23%) 17 (220 | 8 (25%) 37 (49| 94 (42%) .
» N f_
. Non-Low Income 50 (78%) |27 8@0%; 110 (7% 144 @ip )l 62 (8% | 26 (5x | 39 «(51%) ] 131- (ssi!'

r

*

[

-

W

1. SMSA - Standard Metropolitan Stdtisti

Budget,

: \
Cal Areas as defined by the U. S. Governmen

-

’

o,
t's Office of Management and

§

'Y

>

2. ADI Metro - Geperally corresponds to the SMSA. Size differences are due to histérigal television industry | .
usage and other marketimg considerations such as channel allocations.’

. ®

Q. . . . ' ' . o .
2?1') . 3. .ADI - Area of Dominant Influence is an area that consists of* all counties in which’the home ‘market stations

receive a preponderance of viewing. ‘ . ;
. B v

-
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. . _ . . . .
\ " \ - .
POSITIVE PARENT FIELD TESTS - TP S
« 4 . %’ .
‘0 . ‘ .
\ N AUDIENCE RESPONSE BY MARKET AND CAMPAIGN S .
- I - -
¢ . ‘
v — . -
. { AUGUSTA,  COLUMBUS* . FRESNO ALBUQUERQSE
¥ ' . R n’ . i -
I 11 I I I I
_ I - P : " r' N ‘\
TOTAL RESPONSE ./ 93 (1002) {110 (100%) 90 (100%)" | 93 (100%) 3 (100%) 1 (100%)
Within sMsAl J 50 (sazy-] 58 (53%) |l . 37 (41%) | 36 (38%) "2 (662) 0 (0%).
0 :,;* ~ 4
r - . ; f ;
Within ADT Metio? 57 (6141 | 65  (59%) 37 (41%2) | 36 (38%) 2 (66%) 4 0 (0D
, N . ) ‘ Y
Within ADIS . 76 (82%) |'s8 (80%) [ 58 (64%) | 59 (63%) 3 (1002) Jl. 0. ¢ox)»
. " . -~ - ’ 2 ;
Outside ADI 17 (182) |22 (0x-* 32 (36%) | 34 (370 . 0 (0%) 1 (100%)
"PLOTTED RESPONSE e ‘ ,;? 4k ' ' o
WITHIN SMSA \ 39 (78%) | 42 (72%) 35- (86%) 1 3¥ (922) | .2 (100%) - 0 (0%)
. , ; 4 . 1. b] - =] 1/ < : / .
Pow Income ’ 9 (23%) .16 {38%) (342) | 14 (427%) 0 (o I~ 0 (0%)
Non-Low Income - | 30 (77%) [-26 —¢6a%)~ é/ (66%) | 19 (58%) 2 .(1Q0%) 0. ¢0%),
. oY ‘ ) ‘ -’

1. SMSA - Standard Metropolitan Statistical Areas gs deffhed by the U. S- Government s Office of .
Management and Budget. - ; : .

. ) s L’ N . ) ]

2. ADI Metro - geherally corresponds to the SMSA. Size differences are due to historical televisio
industry usage and other marketing consideratibns such as .chahnel allocations.

Y L

3. ADI - Area of Dominant Influence is an area thag consists of all counties in which the home
marKet stations regeive -a preponderance of viewing.

, M
v
. .
~ .
. . . . -

.
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\PRODUCT MARKETING PLAN
. * N ) {k - ) . A

1 - Lgcal'Kbencies Surveyed for Product
. - - Distribution Demand P

.

', B *
- ¢ - Natiohal Sources to Receive Promotiopal

. ‘r“. o - Materials, - N
. . I . .

: 3 - Product‘Promotional Flyer ,

. . . " . - .t

N 4 - Promotiomal Jeis .Rel‘ease

.5 # Marketing qySurveﬂr .Ilesuits:q Estimates-
p of "Ideal" Prdduct Demand

T ! * “ = N ’

. . e
RECEE 6 - Marketing Survey Results: Estimates
- _ of ™Real”™ Product Demand .
’ . ’ .
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. / T o ‘ . . Appendix {1 C . , ‘
. Lo / . R . ' v . v
‘ _ LOCAL AGENCIES : . ERE
POSITIVE PARENT MARKETING SURVEY ,
' . R i ) -
' . A. Department of Public welfail ‘ . . \ e
L v . . . . . . .T- . '

.
1. Protective Services

I A

2. Financial & Social Programs

‘ f
.
Y} . .

, ' ’ ~3: Child Abuse Informat i6n ! o -
- L M ggi{d Development ébnsui.gation - " ' '
L s Foster Home Qevelo;:mént ) p .
,: - ¢ B. 'Tfaxas State Department of’ Com;xxuniqy Affairs | , -
1. Early Childhood Division , o -
2. Ybuth Sefvic;as Division o ' ) ~
. c. ;’custiri State Hospital :

‘ 1. 'C;xild Psycllxiatry? o '

2. Family THerapy '
s R 3. Parent /'Works‘th ' .
. / . .
: D. Tex_as ‘Sta/te Depar‘tment of lv‘[en‘tal I{ealth—Mental Reta_rdation
) 1. Children Services C . . C
" 2. Austin Parent-Child Association :
i E. Heal'th Debpartments . J
L, N 1. ’Austin/Travis‘ 'COuntS’ Hea]r:th Department T
: ” . a. Rehabilitatfon Therapfes
£ .
2. City Health Department " ' )
. '\\\ .
s - ,a.- Health Action Services *
b Rosewood Medical Chinic oL .
. 3. ' Texas State Heal_th ‘Department . - ’ '
. a. Austin Eval;lation Center oo . (‘\

'Y

b, Maternal Health & Family Plannirg

Hit

» .
c.’. Child Health - »*

- .
’

. | 224 "'— . BT ~
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» ' Appendix Cl (continued) . ’
. [ . A |
) o

-F. Texas Education Agency ° ) d ¢ .
] o ‘ 1 ¢ L] %’_ 4 )

f/’ 1. Elementary Edudation _ . oo .

) e 2 © Student Services .
) ¢3* Homemaking Education -
{ o~ v
4. Migrant Education ,‘ *
- R . - s » ./» ‘
* Program Ptanning & Approval i

5.

G. Austin Iﬁhgpendent School District’

.

L4 .

1. Visiting Teacher Proérﬁm
.2.1 Parentai In&olvemeﬁﬁ%ﬁpeciéiist
3. ,Kindgrgayten Teacher k .
. é{ Kealing.Infanf Center :
H. Texas Agricultural Extension Service .
¢ 1. Family Life Education |
I. Universifiés_— . v ) >
' 1. University of Texas
. ’ a. Resource Center on £hild Abuse and Néglect~
». be Adul;/éerformance Lngl Pgoject‘y )
. . _
c. School of Ngrs%ng y
. d. Depart@énﬁ of Educational*Psychology
T e ﬁome g%qhomics'and Child Develb;gent v
' f. Department o&f Pchholqg& |
. g Speecﬁ aqd ﬁearing Center '
. 2. Southwest Texas State University .
+ a. , Home Economiés Department o
3. Austin Community.College ' o
s

a. Stydent Services

b. Child Develcpment Program
S .- 225

)

’
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Appendix C1 (contin;xgd) .
1 4. San Marcos Academy
3 .
¢ /
.a. Dean of Girls e
J. Local Groups *
~ )
1. Teenage Parent Coumcil e
[
2. La Leche Léague )
-y ) 3. Home of the Holy Infancy
a. Maternity Residente
. | / '
. ’ b. Foster Care
4. Child, Inc.
P 5. Austin Parent-Child Association
: ' 6. Austin Community Nursery School
- * ‘
7. ‘Austin Child Guidancé Center
, 8. Chil and Family Services
o 9. People's Community Clinic
. - .
' * . ’ Y
. ] .
L J
[ ‘ /
3 . -

hal, e



Appendix C2g
’
NATIONAL SOURCES

FOR POSITIVE PARENT PROMOTION =«

< ¢ L . )
Academic Press, Inc. Assn. of Childhood Educators Int'l."
New York, NY . Washipgton, D. C. T . .

0y

% - :
ACLD Newsbriefs Elementary School Guidamce Counseling
Pittsburgh, PA American School Counselor Assn.°
. A Wasbington,)D. c. .

Action for Children's.Television._“ Inst#tute of/6%en Education
Newtonville, MA Antioch Graduate Center
’ Cambridge, MA , .

. . ,
American Academy of Pediatrics ~  Behavioral Publications, Inc.
Evanston, IL _ *New York, NY « !

American Baby The E, C. Brbw;Foundation
New York, NY - 1Portland, OR

. r .
American Dental Ass$ciation Camdbridge University Press
Chicago, IL New York, NY

f

American Heart Associati)* Capitol Publications
New York, @ N Washingten, D. C.

American Home Egonomics Assn. Caniﬁg :
Washington, D\ % . ‘- " Chicago, IL

Amqrican Humane Association . Cartel
Children's Division Austin, TX
Dénver, CO ' - . -

\

0

American Medical, Association * ) Child Care Resource Center and Library ,
Chicago, IL ’ . Minneapolis,” MN

.

American %sychological Asén.,-lnc. Child Developpent
Washington, D. C. ' University of Chicago Press
* Chicago, IL

Amer ican School Health Assn. ] Child Herald )
Kent, OH : . Washingten, 'D. C.

?




.Appendix C2 (continued) .

‘Child Study Centet
State University-College at Buffalo
Buffalo, NY ‘

Child Study Center
Univ. of British Columbia’ -
Vancouver, BC, Canada )

Child Welfare League of America
New York, NY

Children's Book Council, Inc.
New York, NY .

The Children's Foundatlon
Washlngton, D. C.

Children's House
‘Caldwell,’NJ ~

Childcare Switchboard
San Francisco, CA

Chiléren's Telev151on Workshop
New York,.NY

'e}Bser Look

Washington, D. C. ‘ - .

¢ Columbia University ‘
New "York, NY o -

L] -
'
. - .

The Council for Exceptional Children
" Reston, VA

L4

Council on Interracizl Books for
Children, Inc. '
New York, NY )

CSP] y
Berkeley, CA .

‘Atlanta, GA

. Education U. S. A.“Newsletter

" New York, NY

* Frank Porter Graham Center

-

Cystie Fibrosis Research Foundatlon -

o

-

Day Care and Child Development Council

of America, Inc.
Washington, D. C.

Department of Education
Boston, MA . .

.

\

Dissemination Center for Bilingual
Bicultural Education
Austin, TX R 3

L4 ~

/

Early'Childhood Educatioﬁ,Resourge and
Training Program, Inc.

Holyoke, MA

Education Commission of the States

Denver, CO

v -~

~r

Educational Products Informatlon Exchange
Institute
New York, NY

14

Educational Testing Servige
Princeton, NJ

Washington, D. C. ..

~
——

Cordon and Breach §cience Publishers, Inc.

y

Chapel Hill, 'NC

.

" Great Plains National Instructional ™
" Lincoln, NB

s ) )

Gulf Coast Associatior on Yousg Children
Biloxi, MS




E;pendix C2 (continued)
’ . .

PO '

~ )

Ray Harper'
Bridgewater, MA

T
Head Start Resource & Training Ofc.

Northern Califotnia Area
San Francisco, CA

History of Childhood Quarterly
. New York) NY

Inea.

~e

The Home .and School Institute,
Washington, D. C.

<

K
-

Human Science Press
New York, NY

N

Impact ‘“/// .

Austin,\@X

\-1\

Institute for Responsive .Ed.
-Boston, MA
=N
, Instructor
Duluth, MN
> »

Journal Press
Provincetown, MA

‘}earning
Boulder, CO

LINC Leadership Dev.-Program
Greensboro, NC
4
4
Marriage, Divorce & the Family
Newsletter .

New York, NY .- )

Bureau of Curflculum Services
Wassachusetts ﬁept of Education
Boston MA

Ann Kern, Editorial Coordinator ,
Materials Acquisitions Project

San Diego, CA
.Media.Proj2cts,’fﬁc. . .

Ne% York, NY .

N
The Merrili-P%lmer Insntut(
Detroit, MI -

Minnesota Assoeiation for the Education
of Young Children
.St.- Paul, MN . . -

| NACSAP Newsletter O
Nashington, Q C. * )

National Aésocﬂation‘for'Chilq Develop-
ment and Education
Washington, D. C.

National Association for Gifted Chiid%en

‘e

———fincinnati, OH . !

‘ L4
. + +
R

-National Association

for-Mental Health ,
Arvingtod, VA . > B

.

National Associfition for Retarded Children
Arlington, VA
b

/

Nationdl Association for the Educgéion of
Young Children

WﬁlingtOn, D. C.

Natiormal Association of Early Childhogg’
Specialists in State Dapts’. of Education

Jefferson City, MO ° .

e .

National Center for Child. Advagacy

Office of Child Development"

Washington, D. C. . ;{ .
-National Center for Law -
South Bend, IN

e 4

229 .-




Appentix C2 (continued)

 Nat'l. Centetr for the Prevention &
Treatment of Child Abuse & Neglect
Denver, CO
. . ,
Nationgl Committee for Citizens in
Educatioh )
Columbia, MD

National -Committeé on the Education.

of Migrant Children .

New York, NY '

Natienal Congress of Parents &
Peachers’ ,

Chicago, IL :

‘National Counc11 on Famlly

Mlnnegpolls;

LY - 1]
National Easter Seal Society for’,
Crippled Children and Adults
Chicago, IL.

Nasional Education Association
.Washington, D. C.

L] .

National Foundation/March of Dimes
White Plains, NY ’

~ . g L2 )

Nationhl Instructlonal TV Center .
Bloomington, IN

P

NY Famjly Counselors Inst.
New Hyde Park, NY
. 4 -

-
Office of Child Development
Department of HEW
Washington, D. C.

Office qf’Education
Washington, D. C.

,Réiellel Program

University of Delaware
Wilmingtfon, DE -

Parents Anonymous ,

Redondo, CA

.- ’ '

- (] R N
Parent Cooperative Preschools, Int’'1.
Quebec, Canada - '

Parent's Magazire ., .
Bergenfteld, NJ . - ;F

,Parents Without Partgers, Inc.
Washington, B. C. j

Pergamon Press, Iﬁcu
Elmsford, NY

Albert J. Phiebig, Inc: _
White Plains, NY -

-~

Phy. Ed.- Corp.
Boston, MA

Pittsburg Area Preschool Assn. ?ubﬂication
Pittsburg, PA

Plus Publicatiens, Inc.

- Washingtom, D. C.

Psychology Today
Boulder, CO°

Allen Raymond, Inc.
Darien, CT )
!

Society for Research in Child Development
Chicago, IL

on Children Under Six

’,

*Southern Assn.
Little Rock, AR
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’ s €
. .

Teacher SUbscription Sarvice

. Cos Cob, CT » ' . S
R Texas Department: of Health Resources - )
. Austin, TX ' ) -
Texas Information Service . - -
- Austin, TX N J . °
. i
A - .
Today's Child Newspagazine
Roosevelt, NJ , s < T .
( Home and School Institute Newslett'er
Washington, D. C. : . .t
~ -, . N s ‘e ’ . —_—
* University of Chicago Press ’ )
Chicago, IL " ' : ’
- * » d
University of Georgia y -
.* _° _ Athens,"GA | - - N y
A :
" Ppublications Office/IREC .
. University- of Illinois &
Urbana, IL : - ,
v » 4
* TLRC e, . e ‘
Austin, TX , . -
. -~ . , . P
- ) - ' « - ‘ i - A
U. S. Committee for UNICEF . Y - -
_New York, NY - o . , ‘ T
A '
) Superintendent of Documents .
’ ' Washington, D.-C. - | ‘ // S a
~ ‘ N M v:‘ ’ ..
. 4 . \ .‘-‘_‘
Work, Inc. Newsletter .- L,
' Holyoke, MA ‘ ‘4
LY . T . -
> ' . . ~
- Workshop Center for Open Education .
. New York, NY -
(4.&’ - .l - ‘ Al [] I
A N ’ ~ " [ % ’
. Appendix CB -
o . + . Product Promotional Flyer
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N &ppen’dix C4 - Promotional News Release

FOR IMMEDIATE RELEASE -

outhwest Educanonal Development Laboratoty,
11 East 7th Street, Atstin, JTexas Z8701: . .~ .

CONTACT BILL BUTTS COMPONENT COORDINATOR

| 1
12/ 4766861 % | SEDL," EXT 208 S

. .
.
R |

L.
POSETIVE PARENT

-

. g = N ‘r! - . Ll . . ..
Everyday’) in' our homes, neighborhoods, and communities, spmething

- . « . x

" is happenlng that 1s)ve;y miortant to all of us. Sbmething to which

wemay be so accustfomed tkz y of us never glve/a.t a second thought.

\Somethlng that taRes time, love, skills, and knowledge --.skills and.’

B knowled’ge«whlch we too of ten assume #alre,adytpossess. ’,"

o .- .

' | ‘ o »,

: Everyday, all around us, thousands of ch11dren are 'growing 1nto
- * B

— ldults And everyda_y, thousands of parents and relatlves, frlends and

ce teachers, are trylng to help these chlldren grow' ‘and "learn and develop.

"It's’an important respons:.bll;ty, and it can be made eas}\er by.ggamlng

4 q P B s’

more 1nformat10n about the knowledge and skxlls that parentlng requlres

\

RS o . .Yy -

S

- Y A project ‘called POSITIVE PARENT can be of'ass1stmce to con- . .

- -

- ’ v .
cerned parents and Wentlng profess1onals SuppOrtei with fgg‘ng from .

the National InstltuaoMc_a/t;on (NIE) in k’ashlngton D.C. and de;eloped

P 3, «

by L(}he Early Chlldhood _Pr:ogram sat Southwes.t Educatlona]&velgpment

-

e - ‘ - B B . .
Laboratory in Austin, Texas; POSITIVE PARENT is.af series of tele\iis‘lon ¥

/ . »~
spot annoudcements and velated Bosklets which help to 1ncrease‘awareness
<
of certain 'parentin racticés. Each of the spots and bJokleE‘s deals
’ ] } /

with 3 specific parenmng pic.’ The toplcs deal w1th such issues as

‘ew to read to your chlld. and" how to hélp yourxhlldﬁn c‘ope w1th frust’a-—
r ‘ E
tlon. ‘All of the booklets and spa{s have been tested J.nd evaluated -

1
3

Cwith parents in’several areas ofVEhe cauntry, T
< * ~

" (MORE)

2390
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- 222££QSITIVE.PARENT

.

.

- A
.

The POSITIVE PARENT TY spjts~.

3!
Ty

" Bach of the TV spots presents a-home situa

1

Appendix C4 (continued)

.
.2 « . . ', .

o]

a

and focuses on a

Los o M . . ‘ - M ~ ° . ] ’#:
'g%_‘ The home situations, 1n‘§ome Eases,‘show a problem and ask viewers for.

_ specific parenting skill.. The spots are multicultural, featuring Black,

- . . [ -
. . . hd - o

Wiite, pn.Chicano‘fémilies. Sometimes a negatlve s1tuat10n is jIan -
o M . .

one which certain parenting skills should improve. Other situations
R * \ .. - . . . - ! . . -

show parents successfully using parenting skills$ to help'their.children.

4

- A

’ N

»

*. . .
theif ‘awn, sofutlon Others ‘!ppare parentlifﬁsﬁyenéﬁhs ang, weaknesses.‘

\‘.,

ar °

° M F .
‘!hé Spots prov1de strong vméual examples.of opportun;tﬁgs tb apply .
; . ' ~ K 2 o . r
. regpmmended, parenting practices. - ; .. f . L.
- \*7"2"- c*' N ' - ) ‘*"- ' .a - i
N D . v, . L. o8 X " o O
¥ * - ~ ,
The POSITIVE PARENT TV spo#s arE deslgned to be used in sevefmjv> -~
ﬁ- ] . . -

dlfferent Ways.

v

E&Z;tiogs,

. announcements=(PSAs) as well as serve iq.many nan—béoadcast app

The &spots’ can be brqadcqst as television qul;e service-

e F .‘J‘ 233 S

{ 4 Sa - Y ' -
_such as dlscussﬁon materlif for: panent educatlon groups. J T
w . . N '
! T A ’ _— L - »
, ’ .. .. . . Toa N ) o -
. Community servfice organizations can request thet,lgkal Ey stations v
\ . Y . . N
* ¢ . . . B . ' A .‘
. air the POSITIVE PARENT spots as PSA3. _Ali'of the POSITIVE PAMAT spots B
% N wo ‘ T T e - s ¢ - T of .
are av%ilable in two lengths: 30 seconds and 60 seconds. This gives
. ol ) P d T «
"stations more (&eiibility'in airing the PSAs.,‘Eeeh spot;is designed- G

5 -

= AP . N 4 .
—~ 'Or‘g$ ion . '.. - g . l,‘ 11 f ’, . . . - ‘.§ " - L T . s
i _ I ' L . ~

* . ‘ ~
- \~ » . ¥ L] . .
¢ M | . ? . PP 1 - .
te end with a message -- or, closing tag -- that identifies the spohsoring

4

< . ? , ‘ A 4
R | & ‘ '
- \~ . . \ s -
- " The POSITIVE PARENT spots a%e also available without, the leslng tags. )
e ot Ty . e v oo

In this form: the spots £an be used as" dlscusslon sta;tens o1 \as a. Ppart

.
4 e . -~

of training act1v1t1es in the classroom, workshops or seminars

" For any

s . -

, - ' ) . .

ofﬂthese}kihds of uses, the spots are available-on video cassette.

’
“
. L I “
.

¢ o - .
o | S -

v B -
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‘ 333/PQGITIVE PARENT
. &

— . ) s , v . .
/. - = ro L ¢ [
The POSITIVE PARENT Booklets - ) '
. - . Each of the POSITIVE PARENT booklets deals with a specific parenting
topic. Designed~to reach a multicﬁltpral_audienceAJL.BIacks; Chicanos, .,
. , v : . ) -~ ) -
o - * and Whites .— the, booklets ‘can help supply information to help parents
) 2 ’ L ]

. " better ggdérstana the part they plai in theif children's development«
Each booklet'includes parenting suggestlons and tlps related to the topic

being discussed. Since most _parents don't -have fhe tlme either to read

.

. lehgthy booklets or to practice compliéated techniqpes: the booklets -
.'e,, \ . ,

" are short and the §uggestxon9 rea11sttc

. A

The bdoklets are written on

az 6th- to ]th&grade readlng level, and include a variety of photographs

) a . . te \ N -
v .
to complement the content. _, ‘v h :

4§ ?

.

» -

-’

a

Say

* There are several ways to use the POSITI&E PARENT booklets.

An 4

. agency or gfoup can offer the booklets to the public by means of the

. PSA broadcasts. Each POSITIVE‘gégE\T spot ,can be }eproduced to end with

'y .
,tag‘ihformation whlch allows the publ;c to obtain a copy of the spec1f1c . .

. booklet. Or, the boeklets can’be dls;rlbuted and used separately from ‘ .

‘ .- "'_fhe televised- annOuncements.. They can be used’ as-su&plementary materials .
v - A t . L .
. *n parenting programs or workshops.. The booslets are also available to

P

7 , R g -
*+ any interested individual. ® .

“ o | x \
T PR

. G
L 1 » * :
'POSITIVE PARENT and Yout Program N\

‘., " - , . R . -
¢ .
. « .
s .
’c ¥ . "
-
.

-~

> " The POSITIVE PARENT TV'quts and booklets are designed to,be used in
Ot . N

Y . 0 -

These materials are curtently-avallable from the developer,’*ﬂ

o ! -

. . several ways.
. . - .

Southwest Educational Development Laboratory.

For more 1nformat10n about

»

. . ' . -
. POSITIVE PARENT usg¢ in your program, contact:
“NiE.

NS N * ' . ' - :
+ 24 MStin, Texas 78701, 512/476-6861, ext. 208.
. SRR \ (\\ - . L. - .
; - . ‘3% N "G' . . »
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MARKETING SURVEY RESULTS: ESTIMATES OF "REAL" PRODUCT DEMAND
~ . ) - |
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i

.

%

,!1
-
<
*

A

mirando y ayudando”

"Ixvect the Best From
[ ]

T

~

1

4+

"Help Your Chialdren Cope',

g%én‘£oiYour

Children"-”

-
L

»

4-1"Talking with
<

"Pav "Atten
/

*

.Your “«Children"

Teach"
with*Frustration'
YJatching and Helping"

.

TOTALS

"Los ninos aprenden

"Children Learn by
"Be Consistent"

BOOKLETS/FORMAT PRLFERENCL
N

"Read to Your Child"
"Praise Your Children'

J'Practice What You

AGENCITS SURVFYFD

.
[or

All booklets under one cover
Groups of bklets under. one covel
Individually-bound booklets

A

)

‘4

Department of Public Welfare
Protective Services
Proflective Services
Financial & Social Prograt| ' ! '
Child Abuse Information
Child Development Consult., ‘
Foster Home Development

v
1,100
400
10, 000
200"
50

Texas Dept. Comqunity Affairs
. Early Childhood - -
Youth Services

Austin State Hospital
€hild Psychiatry
Family Therapy .
Parent Workshops

ko

Texas Dept. IMI/MR
Chjldren Serwices .
Austin Parent-Child Assoc.

-
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Appendix'D

POSITIVE PARENT

CONS UMERS‘

(6/f‘—°10/31/77)

"Mesquite I.S:D.
405 East Davis -
» Masquite, TX' 75149

20 cc Expect, Read, Help, Pay’
Attentjon, Ninos P
-‘@rdered 10/31/77 .

‘,Berkeley Unified School DlSttw
260G 8th St. . —~
Berkeley, CA 94710

30r¢c 9 titles |
Ordered 10/31/7%7

“ [ Y
. deanneé River ‘Counseling Center
P. 0. Box 778 S
Live Oak, FL 32060
- ¥ e
15 c¢ Practice, Help, Children,
Praise 10 cc,Expect, Talklng,

L

Read, Pay Atténtion, Be Consisgeht

Ordered 10/31/77

(The’ Infant Program

' Valley Mental Health Center
603 E. Brogkway
Morgantown,

26505 .
-1
10 cc all titles
,ordtred 10/31/77

-
-

Boujlder .Vallgy, School District
6500 East Arapahoe
*Boulder, CO 80303

- .

350 cc Read .
Ordered 10/28/77

!. . . ’ ,

A1®hua Elementary SchHool
P.. 0.. Box 68

Alachua, FL 32615

*x Surveyed by phone,
October, 1977, as to
prod,pt utilization

20 cc Practice, Read, Help 10 cc =~

Expect, Talking, Pay Attention,
Children, Praise, Be Consistent
Ordered 10/28/77

4

.Family Training Center, Inc.
P. 0. Box 4664 o
Glasgow AEB, ¥ontana 59231—

10 cc Practice, Help, Pay Attention,
Praise 2 '
Ordered 10/28/77

Tyeup Public Schools
gi 0. Box 607"

oup, TX 75789 .
1® cc Be Consistent
Ordered 10/28/77

Burlington Township Board of Education
. Fountain'Avenue' ) )

Burlington, NJ 08016 ) -
- v v . - R
3 cc 8 titles (no Ninos, Pay Attention) .
. Ordered- 10/26/77 - R

14
P

‘

-

Dallas I.S.D.
School Administration Bulldlnga
2700. Ross Avenue

Dallas, TX 75204

"Ms. Marr

500 cc 9 titles
[Ordered 10/24/77

-

% _Charter Oaks School
30 Parkpr St.
West Hartford, CT 06110
Dr. Alex Nardone ‘;
50 cc 9 titles, 25 cc Ninos
Ordered 9/27/77 ¥
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Appendix D (continued)

A
. -

T . .
‘“bepartment of Family Life’Egpcation
257 East Onondaga St. ,

Syracuse, NY 13202

Sr. Mary Steves, Parent Educ Coord.

. R
I g

12 cc 9 tiﬁles
Ordered 10/25/77

.
-

Natiomal Alliance Concerned.with,
Scho® Aged Parents (NACSAP)
7315 Wisconsin”Ave. , #211-W

Washington, DC 21104

Ms. Betsy Leigh

600 cc all titles
Ordered 10/5/77

-

.

* Ms. Janet Juban
PAFLE Chairperson
12123 Mossvcup ’
Houston, TX 77024

{6 cc first § titles
, rdered 10/21/77

‘Dr.‘Hary.Virginia Peaslee
Early Cnhildhood Ediucatiogi Lab
Florida Sdutherp Colleget

Lakeland, FL 33802 ' |
¢ + .

a
40 c& Pragrice, Talking,, Read”
Ordéred 10/21/77 L
i

» !
Mental Health Mental Retardation
. Center for Greater Weéi Texas
244 N@rth Magdalen i.
Saﬂ/Angelo, TX .76903 .
. y . .

12 ec’ Talking, Help, Pay Attention

‘*Ordered "10/21/77 * I .

] .

_—__1"_7—2r ; .. !

Barly Educhtion Office |
Ferguson-Klogissant Sch?ol D1str1ct
(Graham Schbol) -
1150 Graham Road j
.Florissant, MO 63031 -
Marion Wilson }

-~

10 ¢cc 9 titles
Ordered 10/21/77

»

[
3

| ®

Or

I'ndiana, .PA 15701

~

René E;%a -
321 East 'Peter St.
" Ddinbutg, “TX- 78539

c Los Nifios
Ordered) 10/ 18/77

Board of Educatlon of Calvert County

Pr1nce Frederick HD 20678

3DJFC'9 titles :
ered 10/13/77

Indiana County Child Dav Care
Program Inc. A
Box 243F R-D #3 ‘&

10 cc 9 titles
OrdeYed 10/12/77

¢
Pa’%nting idance Centér
1409 Sumiit AVenue
Fort Worth, TX 76102 -
. Courtnev Fox -

.'r o
101- cc all tijles
Ordered 10/M.2/77

_—

¢ Project Follow Through

2106 10th-Avenue
Honolulu, HI 96816

25 cc 9 titles

Ordered 10/10/77
—— \'

Grand Rapids Public Schools
Service Building

900 Union, N.E. .

Grand Rap!ds, MI A9503*

75 ¢c Practlce, Expect, 'Talk, Rbad,
Help, Pay Attention, Prdlse

Ordered lgi7/77

———

P
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Appendix D (continued)

.

School District No. 1
Multnesdh County’
Speéf%l Projects
620 N.E. Halsey St. —
Portland, OR 97208 ~ ’
fick Bolos

7.
[

50 cc Help, Praisg, Be Consistent
Ordered 10/7/77‘

Alpgna-Montmoiency—Alcbﬁa‘Inter-
mediate School District

P. 0. Box 497, 1691 M 32 West
Alpena, MI 49707 ' .
Ms. Polly Coqk s .

" M0 cc 9 titles .
Ordered 10/7/77

e

—— e
v A K

L] VT .
Colorado Department of Education
32 State Office Buildlng
201 E. Colfax

" Denver, CO' 80203 ' S

Martha H. Fqir

10 cc all titles
Ordered 107Y5/77 . , ‘

¢

Friends of‘Day Carge, Inc.
3405 Egst Eighth Street
cTulsa” OK 74112
* & Ms. Liz Flnlayson%
!

4 .

- 15 cc 9 titles
Ordered 10/6/77

s
’
/
{
b

i
Hoonah Public Schdols.
i»

ox 157

St.
Child Devetopment Center
1401 S. Grand

St'. Louis, MO 63103
Vivian Goodson

s Unlverséty .

- .

o

-

- K .
20 cc Practice, 10 cc 8 titles N
Ordeted 10/3/77 .

" Education- Service Center
Region II
109 North Chaparral, .

Corpus Christi, TX 78401

"10 cc all titles
Ordered 10/3/77 L
* Parent- Co-Operative Qresc.hool’-

Kt 4 Hood, TX 76544 * i
s. R. E. Waller \

13 cc,Reqpl 14 cc 8 titles .
Ordered 10/6/77 -

Anne Artindel County Publlc Schools i
2644 Riva Road LJ/
Annapolis, YD 21041
Mrs. Jean A. Hopkins

cs/b t#tles
(\-JOrdered 9428/77

ChadronrState College
Chadronm, NB 69337

L '

15 ct Help, Be Consistent -~
Ordered 9/26777 *

‘Dr. Mona Ballard ' ¢
Valparalso University Association, . Inc
Valgarlso, IN &6383 -

h

25 cc ell titles d ’ . .

Ordelred 9/14/77
;
¢ -Bernice Callahan
342 .Keller Street

Petdluma, CA -94952 . ’ |

10 cc 9 titles.
Ordered 9/20/77

5941 Wainwright Dr. . o




Appendix D (continued)*

§ - . Y,

o —

“ Santa Fe County Social Services
Agency
Kennedy Hall, Rm 100A
College of Santa Fe
Santa Fe, NM 87509 '
10 cc Practice
Ordered 9/20/77

M. Solomon, R.N.
Project Director EPSDT
Box 111§

Presque Isle, ME - 04769

10 cc 9 tigles
Ordered 9/20/77

1 — .
Boulder. Valley School District{?RB2,
6500 E." Arapahoe
BouIde%, CO 80302
10 cc Practice, Expect, Pay, Children,
' Praisa, 10I cc Talking, Read, 51 cc
Be Comsistent S
Drdere{ 9/16/77

Kearneg State College
Kearnev, NB 68847
N i
25. cc Practice,. Help, ?ay Attention, "’
Praisd, Be Consistent’
Ordered 9/16/77 -
. .

———
i)

Educational Jmprovemenl Center
Box 426

"« Glassboro-Woodbury Rd..
Pitman} NJ 08071  w

10 cc all eitles
Ordered 9/14/77
; a
Good Samaritar Center
Child pasvelopment Program
1600 S, Saltillo ‘
Sanm Antonio, TX 98207 .
10 cc all titles '
Ordered 9/16/77

. Tupelo, MS

* State Department of Public Welfare

4533 Ross Ave. -

Dallas, TX 75204

Gwen Chance

500 cc 9 titles, 200 cc Los Ninos
Ordered 9/14/77,

Lapeer County Intermediate School-Dist.
1966 W. Oregon
Lapeer, MI 48446
Pulliam

—

5 cc 9 titles, ~
rdered 9/13/77

.

- s,
P

Clinch-Powell Educational Cpoperativg,
Box 279 , ’ ’
Tazewell, TN 37879 i
Desmoth Tarter ~
10 cc all titles

Ordered 9/13/77

Tupelo Public Schools Central Office, |
204 S Green St.

38801

Scott Dutt

l3b cc all titles

Ordered 9/9/77 '
J ;.

-~

Irving I1.S.D. Instrictional Meédia Center
LDIC . : ) ‘
820 N. O'Connor
Irving, TX, 75061 {

H
!

e

25 cc 9 titles
Ordeged 9"/12/77’

Tyler I.S.D.
P. 0. Box 2035
Tyler, TX 75701

i

" Wooten . :

o
[

e * [ e
10 cc Expect, Read, Help. Praise,
Consistent !

Ordered 9/12/77
X
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Appendix D (continued)

’

-

. Board of County Commissitzers

Badk County- g

) P. 0. Box 133
. Bartowe FL 33830

’

100 cc 9 titles .

Ordered 9

Community Coordinated Child Care
733 Alger S.E.
Grand Rapids, MI 49507
- .
10 cc all titles
Ordered 9/2/77° . ’

A

Owensboro Board of Edpcation
1335 West 1llth Street )
Owensboro, KY 42301

" Burns

¥

15 cc 8~titles (No Ninos, Pratise)
Ordered 8/30/77 -

——— R .
. 3

“ Ponca City Public Schools
Elementary Education
Dist. I-71 Kay County
<« g Drawer 271
Ponca City,

OK 74601

16 cc 9.titles
Ordered 8/31/77

.
* % Nacogdoches Treatment ¢enter
119 Hughes St. -
Nacogdoches, TX 75961

Scotty Sherrill

10 cc 9 titles
Ordered 8/30/77-

£
»

x Mg™=Marjorie L. Sparrow
Parent Education Consuitant
1429 Senate St.{ Rm. 706
Columbia, SC 29201
5,000 cc 9 titles - |

Ordered 8/23/77 * ‘L

i ‘z;v

.

) | ] QSF/V/ Ordered 8/10/77

\

Betty Gray Johnson
P. 0. Box 3700
Amarillo, B 79106 “

. 20 cc 9 xitles; 5 cc Nifos -
_ Ordered 8/8/77 -

—_—— .o "
\ e !
* Parent Involvement Program
Austin Community Nursery School
1100 W. Live Oak

Austin, TX 78704

-

40 cc’Pfﬁctice, Praise, 50 cc Talking,
Read, Pay Attention, Be Consistent »
Ordered 8/8/77

. R . 4
. * Connie Steele
Assistant‘Professor
»” Child Development

Dept.. of Home & Family Life

" Texas Tech Uhgver51ty ; .
Box 4170 :
. Lubbock, TX 79409 . Lo

‘10 cc 9 titles (No.Praise)
Ordered 8/8/77
o apusas * L}

* Dr. Joe Pafks .
Education Service Center, Region XIII .°
7703 N. Lamar - . :

. Austin, TX - 78732"° ) .

4

10 cc, 9 titles . i .
ordered 8/17/77 -

%' Mary Joyce Harding
Odessa College ' 3

.
- -

P 0.' Box 3752 i . ‘ ;
Opessa, TX 79760

25 cc all titles ~ s . .
Ordered 8/15/77

9 . . .
* Austin Community College '
Ridgeview Campus/Bill Rose

.90 Neal St. -
Aus\{n, TX . 78702 ,

10 cc all tltles
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Appendix D (centinued) S

Jui’ie' A Larson

Alternative Learning Center
321 Sixteenth Ave.

_Council Bluffs, IA 51501
25 cc Practlce, Talking, Read Help,
Children, Praise . o

Ordered 8/24/77 : ) *

* UT-Austin

’

" Dept. of Home Ec.

10 ce all titles .

Dr. Phyllis Richards

GEA 115
Attn:
Austin, TX

Car®&le Hertner, B
78712 , :

Ordered 7/28/77

~ ) e

-

StatelDepértment‘of‘Public Welfare
John H. Reagan Bldg.

Austin, TX 78701 e

50Q Be Consistent, 200 Ninos .
Ordered 7/15/77 x

Staté Departmen{ of Public Welfare
John+H. Rgagan Bldg.
Austin, TX 78701 -

cc Practlée, Talking, Read, Help,
Attentlon, Children

1200§cc Expecty, Praise, Be Consistent
lOOO%cc Nidfos

6200

~ Ordefed 7/18/77

__—J—# i

Univ&rsity of Maryland Univ. ‘College
Head:Staré Regional Resource &
Training Center T
4321)Hartﬂ1ck Road Room L- 720

College Park, -MDr 20740 L
Nancly Chapman

W i <?
10 cc.all .titles . -
Ordered 7421/77 ‘

.i ; ’ .7 "

-

* Syracuse Tcacher Corps

150 Marshall St. g .
400 Huqtlngton Hall
Syracuse Unlver51ty .

t
"D
L]

-Syracuse, NY 13210 ° S

Parent Counselox - S

,,A;tqn;ion, Expec;,
‘Ordered' 7/5/77 L F oy

7

' . * -

Charles L. An@erson
200 cc, all titles
Ordered 7/14/77 - .

W. W. Irby, Princjpal
Alachua Elementary School

"P. 0. Box 68

Alachua, FL 32§15" : oo .

10 cc 8 titles, 60 Read
Ordered~7/18/77

-
— . - ™

Mary Grace .

Y

Child Ifc.
818 E. 53rd St. .
Austin, TX 78750 ° = -

101 cc all, tuitles B
Ordered 7/11/77 . Tt ,
. ’ . * R
Rosemary MacIsaacs :
Tgxas Dept. of Health Resources '

1100 West' 49th St.” -
Austin, ;TX 78756_

1000 cc¢ Children, Read, Talking, ‘Pay
Attention, Nirfos, Be {onsistent, -

Ordered; 7/5/77 T

T C
K. Timoghy North,"M.D. - ., .
Suite 110 © ': ;
730 Potomac St. . . i
: i

Aurora,, CO- 800T1

2

.
-

20 cc BE Consistent, Practice, Pay
Tdlking, Hedp

—_— .

Francine Dixon o

Early Childhood ° ~ . .
Chadron State College L.

Chadron, NB 69337 = . T
20 cc Expeot Talklng, Reid Praise,

Be Comsistent® 40 cc Help ~
Ordered 7/6/177 So-

’

. ¢
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. .~ e
«
~

*.Fort Bend I.S.D. * Howard County Health Dept.
500 Bylles Ave. -~ | P. O. Box 476
Stafford, X' 77477 s . - Ellicott City, MD 21043
. Mrs. Diane, Rlcklefsen Dorothy Ernst, .
~ -~

, .
Y
b M I3

) 100 cé Talking, 10 cc Read He¥®p, 125 cc 8 titles, 100 cc Be Consistent
. ¢ Praise, Ninos Ordered 6/9/77- * ’
Ordered 6/30/77 . . P , -

<y N

. . ,’fdﬁ * The Universdty.of Texas at Austin

* Austin, K Child Guidance Center |, APL Project/Belding-

.510_S. Congress . ‘ 202 EXB -
.+ Sujte 312 i T Austin, TX 78712
_ Austin, TX 78704, Nelda Schwartz/Leni Greénfield

Richard Ward o '

N e 120 cc Expect -

25 cc Practice, Expect Read, 30 cc Ordered 5/31/77

Talking, Help, Pay, Children, Praise, - .

Be Consistent, 15 cc Ninos . R
Ordered "6/29/77 Murphy School District‘Noj 21
_L__ 2625 West Buckeye Road

= Phoenix, AZ 85009

‘% Dallas I.S.D. Jose J. Rodriguez o
School Administration Bullding .

Visiting Teacher (Laverne Marr) 200 cc Expect, Talking, Read, Pay
3700 Ross Avenue ° ¢ A#fention, Ninos

. Dallas, TX- . Ordered 6/14/7]

80 & all 'titles
Ordered 6/29/77

i -_— -
. 7

OEO-Parenting Program
N. Odem Avenue
Sinton, TX 78387 - —
Catol J. Ashbaugb/A11c1a Rodriguez
’ »
12 cc all titles
Ordered 6/22/717-

Projéﬁé Outreach

+ ¢/o Whittier School
1568 S. 3rd East °
Salt Lake City, UT "84115
. Carol Elliott

10 cc 9 titles
Ordered-6/13/77

%




