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I. Rational

A.. PURPO E

.....s.

.,Dur the current fun.ting periocr(November 1, 1976.- October 31,
I

1977), Wor Unit III (WU III) of the Early Childhood,Program (ECP) of the
...% -.I

,
Southwest Educational Developmen.t Laboratory (SEbL) has'continued its

efforts in t e development and research of particular media productg and

mass media d ivery strategies, television spot announcements and

supportive printed booklets.* These products have b- een developed to

increase awareness of certain ehild-rearing skills and practicesamong

loW-income Anglo, Black, and Mexican American parentsibf presChool.children.

B. NEED

In recent years; researchers in early childhood developmentihave

called'a,ttention'to the potential of the mass Media for_ transmitting

parenting information (Gans, 1968; Schaefer, 1973). Greenberg and Dervin

(1970) documented that the urban poor rely heavily on television in par-

::
ticulae as a sou e of information.. Their study revealed that low-incoi4

individuals tehded to_view television as a more credible source of infor-

mation than "establishment" representatives such as teachers and other

professionals. -Attempts to utilize television-As an instructiona medium

fpr low-income-audiences.havebmet with some success (Mendelsohn, 1968-69;

Morreau, 1972). For the most.part,,thse studies established the program-
.

ming preferences of low-income aUdiences.for daytime and -prime time enter-

tinment fare. Moreover, "educational" programs of tile Public Television

L.

*The other ECP components include, the Parenting Materials Information Center

(WU I) and'Multimedia Training Packages for Low-Income Pgrents (WU II).

-3-
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variety halie generally failed to engage this audience. Indeed, it seemed'

apparent that the lo*-income audience was likely to be reached in,a sub-
/

6

stantial way only through the Highly, competitive commercial TV market'

(Valenzuela, 1973). %.0

A recent series of publications by the Rand Corporation (Television

and Human Behavior, 1975) sought to pentify
'and

describe research needs

and priorities within the scientific community that slate to television.

The relationship of television .to the minorities and the poor was ranked

third (f011owing television and Children, and televisiOn and politics)

among nine priority areas. TheRand 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 concerned scientific community, and on the views of

,..

a panel of social scientists who are active in research on television

and human behavior and well informed about and currents within

the field. There Presently exist, few studies in the literature that

deal with the relationship between minorities or the poor and television,
, ,,.

eppecially with respect to the Mexican American subpopulation. Thus,

. .

-

there was little evidence on whether the minorities or pods were affected

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

mats that have been shown to affect other populations. According to Oie'

Rand review, o5 particular lack were "studies of various behavioral and

attitudinal effects, the role of television in disseminating information,

and tWpotential of televisiOn for delivering social services, such as

counselineof various) kinds -" (Rand, 1975', p. 24):

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

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

-4-,
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research the.utilgy of televisioniend selected Communication strategies

for this dissemination. Beginning in early 1974, ;he Vespopse by the\.
,4

ECP to this need has beeirto develop and evaluate the effectiveness of

liOSITIVE PARENT, a series of TV spot announcements and supportive bopk-

lets on\sertai; parenting topics intended for low- income Anglo, Black,

and.kexical American parents of p'reschool children.,

4(.
C. OBJECTIVES /ACTIVITfES /OUTCOMES

The WU III scope of work during the current funding period has fn-

eluded icitir objectives: (I),tlit development and evaluation!of new TVs a.

spots and supptrtive.bookl s, (TI) the continued field testing of exist-

ing TV spots and their p ticular supportive bookts, (III) evaluation

/

of the effects of longitudinal TV spot broadcasting, and (IV) design and

implementation of a marketing plan for the POSITIVE PARENT products.

The activities required to accomplish each of these objectives and thil

expected outcomes for each objectivelare enumerated

A9

a -
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Activities

OBJECTIVE I: Develop new TV s ots

and supportive pyrinted materiZTa

4

1. Conduct Needs Assessment to
designate potential topicefor
spot and booklet development.'

2. Produce new sets of TV spots

and booklgts.

identify 2 topic areas for
development based upon in-.
forMation gained from Needs

Assestment.

re

ExpectedE3!pected Outcomes

I

Written report summarizing design,
administration, and results of .

Needs Assessment'.

prepareicontent.outlines for Content outlines prepared.

the selected ,topics.,,,

conduct eiternal reviewdf
content otlines by consul-
tants.

Written consultants' reports pre-
senting a criticil review of the

/
content outlines.

designate treatmenit objec- Written memorandum preienting treat-
.

tives for spot and booklet ment objectives for spot and booklet

design. development of each topic.

design spot treatments and
rough, drafts of booklet con-

tent for'each topic.

review spot treatments and
bodklet drafts in-house and
revise as necedsary.

review evaluation methodology
and prepare instrumenblation
for Design Test I.

produce treatment storyboards
and booklet mo4k-ups.

Design Test I storyboatds and
jnock-ups with pample of target

audien7.

analyze Design TeSt I data.

-6-

t

Pieliminary written report of
anlirsis 'findipgs from each Design

I.
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. produce selected spgt 'treat-

ments in 30-second versiong
and print booklets based' on

Design TestI findings.

. sUblitt spot treatments to.

Design Test II--"red flag- .

ging" with sample of target

audience.

., conduct external review of
produced spots and booklets

. revisespots and booklets-as
.

necessary.

3. Pilot Test new spots and dis"sem-
inate supportive printed material

research and select Plot
Test TV markets. 4.

review Pilot Test evaluation
metho4ology and prepare in-
strume ation.

. reproduce station subs of
spot treatments on videotape.

A
. secure cooperation of commer-

cial TV in 'selected

markets.

. implement Pilot Tests wits
,TV stations.

collect, process, and
respond to audience response.

analyze TV station receptiv-
ity and audience response

each Pilot Test. 4

t

OBJECTIVE II: Ffeid Test existing

TV spots andissemidate respective
printed maeerials

'1. Review Field Tqst evaluation
design.

,

Six (6) T/ Spots (3 treqtments each
for 2 topics),and two boloklets (one

. ,

for each topic) produced.

Written memorandum summarizing
audience review of produced spots.

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

a

Written report containing process
evaluation informition and results
from analyses:of Fxposure and
response data.

/

1'
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A t . .

.--'2.. ,
Select Field Test' markets from ,11rit.ten memorandum Containing list

t t -
'A

national.sampleea potential Af Potential test markets and their '0
7markets. .solection viteia. .

..
3. Obtain coope,ration: of ,.prpsped-, . ." 4.

tive liaison .agencies ,tx)-

ment Field' Tests . .% r
4

....r
2

4.
44I

Conduct implementation training Field Test facilitators trained.

With vency facilitators.

5: ReprodLce and distribute Field
Test materials to facilitators

6. 'Collect, proces's, and respond

to audience 'requests.

7. Analyze TV stations receptivity
and audience response for each
Field Test.

8 Review ap.d.-revise Field Test
Facilitator OPinionnaire:

9. Assess SEDLniaison, agency
coordination. 4

OBJECTIVE III: Research effects of
longitudinal TV spot campaigns

1. L1eview longitudinal prototype.
dk,

2. Define objectives for longitu-

0 .dinal campaigns.

3. %Select longitudinal campaign
markets from national sample -

of potential markets.

4. Obtlin cooperation of prospec-
tive liaison '.9.gtncies to imp1-

ment lonigitudinal campaigns. ,

TV sifots .4hlitya4c9mpanying materials

reptoduceil and distributed.
_c-

. .
Supportive booklets respective to

.each Field Test mailed out.
t

Written report 'containing process 0

evaluation information and results
from anal' s of exposure and

lkiponse data.

..
)

.

Fi ld TestwFacilitstor Oginionnaire
revised. .,'

, .
.

'Witten mewl-and& sOmmarizing facil-
itators` assessment of Field Tese-

liaison.

4-

Wr tten report contain4g research
. ctives'and evaluation design

'for longitudinal-campaigns.

Writtpmemdrendum containing list
.
44of potential,xest markets and their

selection criteria.

5. Conduct implementation training pngit4idinal dampaign'facilitators

with'agency facilitators. .
trained.

x
.4w

-.04,
.

6. ReprOduce arid distribute rbngi- TV spots and accompanying materials ,

.

tudinal cardPaign materials tO reproduced and distributed:
4

facilitators.
t

- .
. .
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A

. .

.

7. Collect, process, and- respond -,
upportive printed maebriaIs reSpec-f,

to addience xequestsZ. c tive to each campaign testmailed
. out. .

. ,

.

8.- Analyze TV station!teneptivity
and audience responSe for each
longitudinal campaign.

a

9. Assess SEDL4lisisnn agency
A coordination.--

.4
I

WECTIVE IV: 'Design and initiate
marketing plan'for component
products

.1, Compile national listings of
potential user netWbcks and
agencies.

2. Distribute preview sets of mate-
rials to.a dottrolled sample of
listing.

Contact interested agenCies and
networks.. ' _ .

Written report coheaining protesa
evaluation infprmatign an4 results
from analyses of longitudinal co.;

.pafgn data,

Written memorandum summarizing facia,-
icatord' .assessment of longitudinal.

campaign'liaison.

/

Listing ,prepared of potent4al user
networks and agencies.

Preview sets'of materials dfstrib-

ut,ed. "Listing prepared of-responding '

agencies.

Written repor outlining market ,

potential and dedign for a national
distribution plan. "

All of the above activities wete implemented basically as stated
- .°

. , , ,
. AR

with some4k)dification's. A,.,destription of*Whi new product develment.op

eft

testing and results `follows in Chapt)s and,IV; a description of the

development, testing an4 results, and marketing planning for existing

Mkproducts tont:vs in Chapters f4 at V.; a discussion of.the results of

POSITIVE' PARENT Aketing effort is contained in Chapter VI, "Other 4114

%.

SignificaniEffOrts;" and implications and recommendationsregarding

the WUIII outcomes are contained in Chapter VII.
A

. /

13
-9-
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II. Description of New Product Development

A. PRODUCT DESCRIPTION

411r
. /

cultural spot were designed to portray unresolved "slice-of-life"

ti

I

ri

The WU,III products"dffelOped by the FCP during .the current funding

. .

.

petIod/November1;71976 T°October 31,01977) include six (6), 30-second,

Spdcast-'quaiity; color elision spot announcements, produced on vitleo-

-,tape and two (2), supportive,"Ptinted booklets. Three of the spots and

pne boAlct were prepared for each of the two parenting topics, "Discipline"

and '!Family Roles and Relationships" developed by,WU II. The target:pop-
,

ulation for all, products were low-income parents of preschool children.

The new POSITIVE PARENT TV spots and booklets,are both mono and

multicultural in forthat. Each spot was designed to appeal to a particular

Cultural .sub-group of the target - population, i.e., low- income Anglo, Black,

or Mexican American parents of pteschool children. The three "Discipline"
, .

situations involving examples of children's misbehavior. The "Roles and

. . 4.- °
:---- -

...

.

Relationships" cultural spot versions were designed as montages portraying,

several positive "slice-of-lifer' interactions between children and adults. .._

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

cultural spot versions, and Spanish language voice-overs accompany the

A two- Mexican American versions. All of the TV spots end with a closing
c

.'
: Pr ,'

-- 406to identify a spohsoring agency for the public s-61-vice broadcasitof
. .

tare sPots,and/or to advertise the availability of the supportive booklet

for the spot topiC. A gingle, multicultural booklet was designed per

topic, which supports all three of'the monocultural spot versions deuel-

oped for that topic. The booklets are t-o.,English with photographrOf

Anglo, Black, and Mexican American families accompanying.,the booklet text.

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

with the two new booklets.

-1314



TABLE'l
1*

NEW POSITIVE PARENT RRODUCTS

TOPIC SPOTICERSION

"Disci line" BROKEN COOKIES
(Anglo)

TOILET PAPER
(Black)

mucgos COLORES
(Mexican.Amarican)

"Family Roles and MONTAGE A'

Relationships" (Anglo)

MONTAGE B
= (Black) 7,

MONTAGE C'

: (Mexican American)

B. DEVELOPMENT P'ROCES'S NARRATIVE

BOOKLET

"4 Ways to Discip

"Where Do Adults Come

From?" ,

In 1970, SEDL adopted a product development model that incorporates

the bribed range of activities involved in the formulaiion, development,

testing, and evaluation of an educational product. The,mgdel contains

six interrelated stages:

(l) Context Analysis'

(2) Conceptual Design

(3) Product Design

(4) Pilot Test

(5)- Field Test

-,(6) Marketing and DifAsion AP.

Developmental. products at, SEDL are expected to cycle and recycle

within each stage until they pre sufficiently refined to p gress to the

1 5 ,

714
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next stage. It is possib4 for p'roducts'to cycle backward to -e previous 4
. 1

further refinement and re-evaluation. It ii'also.possible

products, may skip, an entire stage or, that two stages can be

simultaneously. Products which a4e partially developed else-*

stage for

:4"
that soilt

Conducll

where may

the

be introduced into'ehe development cycle-at a stage other t4n

e.

The implementation of the developmpnOrocess rarely follows a

a

linear progressionof discrete stages, since each stage considerably

14
overlays the stag* that precede anefoltow,:- It is also quite possible

that two or =Ire stages may oc64r siMbltaneoust with regard be different
' .

componettprodUcts.

1

1. Context Analysis

Context analysis is "pcerned with 'perfOrming analysis and pro-:

viding information on,the'problem 'under consideration. The objec- -

tives of context analysis are;to define the problem, to establish

its parameters, to consider possible solutions to the problem, and

to identify the strategy or general_ approich which appears tb.ba

/ .

the best.
a

The steps usually included in the process of context analysis

are as follows:

Are-
. Recognition of the istence of an impbrtant social problem.

Realiz
focus-of

ion t - problem is relevant to the problem,
e Laboratory.

t

. Identification of a specific social goal heretofore insuffi-

ciently attained.

.
Collectior of infermation,...about the, social problem and its

causet.

. Organization of the Aformation.or



1

I

Identification of important factors that affect attainment

of- the goal.

Identification of specific. factors to which emphasis should

be given. . '

.
Specific Statement of the problem and its parameters.

c

. Idedtification and description
,
of alternative problem-solving

sttegies that can"be considered,

. lidentification of those strategies or general approaches

which appear most likely tofsolve the problem most effectively.

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

Analysis study to identify problem areas in educational development.,

I

and to establish priorities for future work. A major finding of

thSt study was thatelow-incomeparents do not have as easy an access

to authoritative parenting information as ildo middle 'and upper income

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

a

doreceive dny,formal instruction in effective parenting. -Middle and
00"

upper' income parents, however, have the benefit of substantial popular

literature which responds qi.lite effectively to, their parenting infor-
.

; MatIon needs. The same benefit does not extend to low-income parents
1

because orthe generally inappropriate reading levels and the frequent

cultural irrelevance of such literature.' According, to the ECP Context

Analysis (1973), effective parenting, is clearly as important to 6'4

develbpment o the low-1.10me child as -it is to that of other children01 ,

In an attempt to provide low-incolearents with. information -

On recommended parenting practices, SEDL ancLehe ECP proposed the

product strategy of a series of TV spot announcements and sup rtive

booklets on individual parentin topics. Abundant marketing

could ge'cited to substantiate the.success'bf commercial spots on

television in generating interest in particulaf products. 'Many

I

fik

-16- `I
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I'

.
non-commercial concerns, among them the National Safety Council,

# Care, the United Waii,-and the Church of Latter Day Saints, regularly

used TV public ser ice announcements as, promotional devices.. The

TV spot broadcast/ as a publLd service announcement clearly could be

an effective met/hod of disieminating parenting info'rmation since it

possesses'seve al advantages over Other terevisiOn formats: (1)

reratiwely small production costs, (2) accessibility to fret, commer-
.

cial broadcatt, and (3) the potential for greater audience exposere

through repeated airing. and an'"unboundeehtr6adcast schedUle.

2. Conceptual Design'

, , 1

Conceptual,design is concerned with the development of various

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

design stage are the` identification of various components and elements

the solution strategy and the develOpment of a model of elements,

d activities SequenCed to achieve the objectives of the project.

'StepS inclilded in the process of conceotuai design are
4N,

as follows:

.
Specificetpn of the solution strategy chosen in Stage One

I

of'development:

1

. .

., Identifications ?fa. theoretical framework for a model which

.will'implement,&he selected` solution strategy. :

,-"
-. Identification of the elements and activities in each compo-

.$ nent of the model.
lo

4 .
.

l

I -tr.
the

-Au..
i .. Description bfthe scope and sequence of goals for each com-

, -

4. ponent. .

--, i

.
Specification of the resources which will be required.

c

,. Delimsation,. with,appropriate documentation, for the model

it( its entirety. '

. -

The development of new TV.spots and bookle ts was bu It upon the

..

- .

I
findings .of an the EC? response-to the 1973 Context An lysis Study.

i

4.

a
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i New product development also followed the development and tes ng
.

S

I e -, .

Nc I The Needs` Assessment sudy was conducted by M/A/R/C in_ the form
1

6 i .
t

.
r .

I Y
of a series of fbcus group terviews with dts_ccete samples of par-

\ , ,,
iin

!. .:.-

ticiiants. The ECP chose the focus' group technique for the Needs

dw'of a series of 10 television spot announcements and booklets. In
Ak.

,

A %

'. t
,

November 1976, Ore ECP contracted i a marketing research firm:: 1'
.

Marketing and Research CounseLors,
3

(14/V11C) in Dallas, Texas
4

to conduct a Needs Assessment "Witb samples 11 loyprintlome Anglo,
'

, . ..1
, $0 . . ,.

1 .

Black, and Mexican American 9aren'ts Qf presch1 'cilid.Idren. -The ob-
,

jectiVes of thi's sthdt includeta:" t\' 41 (.15". -
- 1

e
. ' _ .

a. . "
. 11 3

11. . - 0. - e .7,
,

(15 : To determine which paten'titig' topics are "c,ensidered iinpor-
6 I . ..

tent by low-:income parents Qf young children. " ,
. N '..."t . -.

ge, . (2) To deterigne on.Aticti pwainfing topite low-iinconi..pa
molt

t
'flel they 1)ave ,the, .knowIeilge..and ,Skill. . I'.., . - .,. - s

%
. I . , 0 '4 0, ` i v . 0 ,

(3) To determine obnixhicii varlanting tbpic,p, lar...i,,incre Parents. ., ,

# feel they need to hAve, additiiIn.41.knowle;Ige ..an ,slci in,
/ with respect tb becoklink Tor...effective' paremtlz.

..

.: , f
. .. 4' ''

(4) To de.trining whfAh67cinds of material.; fotmat's,ara Preferved i
....,and b-est ''Suted to, cofteey,,infOrmati,gn to the target aidr- 1 . '

. , ence parents.:,' 4
a 's ,

' .. ..t i a 41 .. a 4
4 4

'

To determine 1 h a t,
p ar en'

ti ng need if an; are' peculiar
. , to each'of 'the' target auaillnte groiips, i.e.; Blacks,"

vs . .

41
Mexican Amexicsets,,, Anglo'S.. .

... . I , .
.,

We ; 1 .r 1 .i
I

V , 4 .
- A .

.x. . 4: .., i c' 66 s,
II .

or
'

,.A.A. To _de tet#ine sibilarities , and..clif ference's , i 'Ani', be ewe e'n

. , urban parQnt coneernv\a'nd\ ,,needS and tb.oae of rural parents.

'1 r' II: ' !it(7) ' To deterane what"-mithd s are moet eLf.egtive,in proViding
follow-up iirf o'rmatio1i' and ..assesgight of parent. uiilizati-on
of acquired raren'ting knotale'dge°,..,4ncl skrlls. ,

-f. ., - ,

(5)

'
J

(8) To identify informational,matetial language, prefe'rence's,
with- respect, to 'matefialg.lofdduced.for use by parents.,

' ,

TO da.v.T from the needsingessment pairticipgnt information
about a'.set of 'topics end strategies for developing and
producing ,new-rtate'rials which .increase parenting knowledge

-and` Skills of, row-income parents of,"pi-eschool children.

-18-
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Assessiint:in view (4fthe qualitatilierather-than'quantitative

formation that this technique can provide. Table 2 illustratesi.the
e e

" $' '

,grolips used for the.study. ,

TABLE 2 ,

NEEDS ASSESSMENT -FOCUS GROUPS.

'ape of Participant

Urban Black Wo en

,Urban White omen

4 Urban Black Men

Rural Black Women
'

v4'

_City

Dallas

Dallas

C

Number.of

ParticiPants:

X10

li

, Dallas ,/' 11

Corsicana
.

Urban Mexican American Womek Houston

Rural Mexican American Women Harlingen

14 .

12

M/A R/C reported seven parenting topics as being com.idered impor-

tant by the focus grduP'rticipants:

. The hu and/wife relationship as it relates to having chil-
s.

dren

. Eliminating or reducing the burden and hassle of rearing
children

Discipline

. Teaching young children about, sex

. Questions ant communication

*. I

. Child deve)_opment

. Health and safety

. .

By way of summation, the researcher rdcommehded that the F.CP develop

its new parenting products around four key topics of concern to low-

0

)
I.

.0

1

$4..-.._ 4

... .

income'paxents: (1) Husband/Wife Relations'hip, (2) Reducing the

Hassle of Raising Children,(3) Sex Education, and (4) Discipline.

-19-
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A more detailed presentation of M/A/R/C's conclusions aid recommen-
a

dations regatding the ECP Needs Assesgment is includa& in Appendix A2.

1.1 response to these recommendations, the EC? chose t develop

its (1e47 WU II and WU-III products on the topics "of "Discipline" and

"Family Roles and Relationships4 (''FR&R") and to incorporate aspects,

of thee two topics within the content approaches. In addition,

WY II chose the topic Of "Respeto en la familia" for a th4.rd Multi-

media Trgining Package based on the Design Test comments of Mexican

AmericZnparticipapis. WU. II staff developed content' outlines for

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

by external consultants, then revised, accordingly. A complete dis-

cussign of the content outlines, the review and revisions can be '

found in the WD\II Final Report.

3. Product Design /Design Test

.' The third stage of the,developmen process, product design, is

.

concerte with converting all existing research, studies, conceitual-
,

izati

'produ

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-
.

tent of sufficient quality to be ready for testing.

.

,

The steps inthe process of product design are as follows :.

.:

in; the

. ConVersion of the model delTftated In Stage Two and the

related decisions into specifications df objectives for each

component and each element.

! .
Designation, in writing, of the elements and activities nec-

-

essary to attain the ob ives.

-. Specification of materia equipment, staff(number and

skills), and any special 4r angements required for the

activities.



. Delineation of anticipated costs, and consolidation of.costs

into appropriate budget categories.

.
Integration of activities into a schedule that permits their

sequential development. .

.
Production of an initial Version of the product, using avail-

able skills to combi* objectives, 'specifications, and, elements. '

Product Development Objectives were fntified, by 1411 III staff
1 ,

for each topic respective to the product formats of TV spot announce-

ments and supportive printed booklets. The "Discigline" TV spots

were to be designed to'incredse awareness,of the general topic among

the target audience by: (1) portraying examplesof unresolved disci=

pline situations, (2) encouraging parents to take advantage of' oppor-

tunities to pdsitively influence their young children's behavior,

and (3) offering a source of,more information (booklet) to parents

on positively influencing young children's b ehavior through disci-

pline techniques, The "Dicipline" booklet was to be designed to

support allthree of the "Discipline" 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

children, (2) setting limits, (3) using'rewards praising children,

and (4) using punishment.

The "FR&R" TV spots were to be designed to increase target audi-
.

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

IPIrpositive influences parents can exert on their youn ildren's sex-

ual development' and their role and sex identification, (2) encouraging
/

parents to take advantage of daily opportUnities for positively inf,u/

encingtheir young children in these areas, and (3) offering a source

of more information (booklet) to parents On positively influencing

9'r)

-21-



their youngechild n in the areas of sexual development and role

4 and sex identifica ion.. The "FR&R" booklet was to be designed to

40
support all three f the "FR&R" TV spots and to ptovide additidnal

information in these areas on recommennd parenting practices-and
ti

child-rearing skills.

Experience and research with previously developed WSITIVE

PARE TV spots prompted the ECP to Make-certain 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 cultural versions-=Anglo,

Black, and Mexican American--for each of the two new ics. Second,

all df the new spots would be designed around realistic, everyday

situations identifiable to the target audience. Third, a design

test was used during the Product Des'ign Stage to allow samples of-
AP.

the target audience to suggest allid rank situations relating to "fts-

cipline" and "FR&R:: = Scripts would be prep'a'red for each cultural

spot version appropriat

finally, only one broad

be 'implemented during

Situations suitab

TV spots were solicite.

to the top-ranked situations. Fourth, and

ast evaluation phase, a Pilot test; would

he funding period for the new products.

e for production as "Discipline" or "FR&R"

from Anglo, Black', and Chicano WU III staff.)

These situations were p esented as culture-free as possible. In

addi!'tion, the situation were written to support the Content.Outlines

for "Discipline" and "F R" and to comnAMent the Development OUjec-

tives for 'each topic. ve situations were pxepared for "Discipline"

as follows:

ISO

-22
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*(a) Broken Cookies

(b) ,Dede

(c) Go Fly write

.(d) Toilet Paper Trail

(e ) Many Colors.

Ten situations were prepared for "FR&R." These situationsaccording

to their predominate motif included:

(a) Grandfater and grandson

(b) Bitycle lessons

(c) A family argument over the'Apr

(d) Pretending

(e) Tag-along

(f) doctOr

(g) A family meal

(h) The visit

(i) "Where did come from?"

j) Copying Mom and Dad

Design test instruments were structured aAund these situations

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

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

staffs were used as a basis for ranking, re vising, an d assigning

ethnicity to the situations prior to their
production as TV spots.

These revisions are presented in Appendix A3,4. Final selection of, the

situations arepresented in Table 3.

2/1
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TABLE 3

SITUATIONS SELECTED FOR NEW TV.SPOTS

"Discipline"

Anglo

Blac1C.

Mexican American

Broken Cookies

Toilet Paper Trail

Many Colores

,

"Faiely Roles and Relationships" (FR&R)

Anglo A, G, J

Black B, C,-14

-

.Mexican-American D, I,

Television. production scripts were prepared, reviewed, and

revised in-house, incorporating the selected "Discipline" and "FR&R"
, .

situations. The scripts-were produced either onlocation or in SEDL's

studios and then edited in-house. The resultiltas six, 30-second TV

spot announcements in three "Discipline" cultural versions and three
4

"FR&R" cultural.vrrsions. The three "Discipline" spots were edited
4

-.as taped, i.e., as single, self:-contained situations with on-camera

dialogue. The "FR&R" spots, on the other%hand, were edited as montages,

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

was edited Crom five situations, the three situations produced for

y.

a single ethnicit and one each from, the. other two$sets pf ethnic

situations. The result was three "FR&R" spots, each edited'as a

multicultural montage with focus on a particular ethnic group.

-24-
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SPOT VERSION $

MONTAGE
(Anglo

COMPOSITION'
OF SITUATIONS.

', A, I, G, C,

NTAGE B , B, 'D, C, G, H

(Black)

MONTAGE E D, H, I,.A, E'
4

(Mexican American)

Concurrent to the design and Aripting of the spots, supporting

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

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

sive drafts'were reviewed by the ECP staff and compared w4th,the con
%

tent for the WU II.MultiMedia Training Packages,on "Dis.cipline"'and

"FR &R." Photographs eg accompany the booklet texts were scheduled

4

as.a part ot.tVie production of the TV spots. Design and lay-out,for

the booklets was clikpleted by the SEDL Media Division under the super-

vision of the,/ECP. The lay-outs were reviewed and revised and the

bOoklets,441ated lOcaliy in late summer,-1977.

External consulCants were scheduled by the ECP during the month

o4 October 1977 to review and critique the new TV spots and booklets

with regard .to thilee areas of cancer/elf

I. Advertising, Production, and Marketing Design

. II. Communication ResearCh

6

I ., Product Content,and Audience Appeal

L'oc consultants were identified for each of these concerns. The

consultanN are presented in Appendix AS. Major questions of 'interest

we prepared by WU III staff for each of the concerns. These ques-
.

tions are presented in Appendix A6.
-4,0

The consultants generally praised the spots Adlbooklets for'
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their complementary design;. high production quality; ease of compre-
.

hEnsion;. realistic portrayal of audience represitatives and identi-
.

liable, everyday situatpns;Jton-patronizing messages, careful atten-

* 1"i:.-- p .

.

.
tion/-to detail; and overall product appeal. There were some sugges -..

,- $

)4L,4:y?t A',"4,4. .t.
4 .

"1' Aofts-for minor revision in booklet copy. One consultant critiqued .
/ .

..

.....
all of the."Discipline" spots as generally atypical for low-income

....Nr

4. "
pffentS; a second consultant would have preferred_ a stronget.Call

. i

m
for action at'the end of two-of the Discline"-spots. Interesting;.y,,

this same consultant' expressed the Illinion.that the "FR&R"-spot. ver-

V
sions

(were -superior" to the "Discipline'- versions in that "it is
t.

easier to sell someone on loving hiS 'or her child than on how to

positively deal with the.negatiVeS of discipline or punishment."

In contrast, a third consultant suggested that the "FR4' spots

seemed more,self-contained'and thetefore might not evoke as great

an audience write-in response a* the " Discipline" spot versions.

a
4

in additi n, the consultants expressed concern with the

comMunicatianmodel employed for tpie products. It was felt that

the spots were perhaps too short.to substantially engige the tele.:

vision viewer suff.ickently to totivate a vritten response. Moreover,

the requireMent for write-in response was felt toe a serious im-
.

.pediment for the low-income audience.' In view,oethese concerns,

,

suggestone consultant went so'far,as to suggest an alternative communica-

tion:.m6del whc filized the Trspots in a.different role.
4.

i

yin , the esearch design epployelor the Pilot test of the

4
Discipline k&R" spots was seen as adequate for:meuringe

only a single typeiof behavioral` re sponse 'the spots. The'm'ajor

fill problem as:expressed by more thali one consultant was the unaddressed
.

6

. ...

.
. ...

4 0 4
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need to determine the ovrk.11 rea4 of..the spots, especially among

,members of the' target audience. On the other hand, the consultants

were in general agreement that the products addreised important

topics of significant. interest and/or need finthe target audience

and furthermore, they possessed the potential for even other uses

in parent'education. The, complete text of all of the consultant

reNLiews is presentee in Appendix A74

%
4. Pilot Test

At. _
t

'ti! , %
.

_

Pilot test, the fourth, stage. of the development process, is

i usm4,11y carried out under controlled conditions in selected sites'

44.

close to the Laboratory and is inplemented by the product and/r

test developers. The objective of this stage is'to test, evalu154

and amend individual produCts to improvetheni and to enhance the

potential value of the learning-systems in, which they will, be used.

Steps'includedtin Pilot test,are as f011ows:

.

*

.
SReCificatlan of procedures to me et designated .needs of

.paCh targee::population to be incluOed in the test.

.-.01e6ipgnat.ion of a feedbaCk evaluAtion system. ,

. 7

.
Conduct of a tryout for a cycle:J! time ".awr6opriate to the

nature of the test product.

Refinement. of the product according to the results of the

tryout.

0 -.

The:new:WU III TV spots . 1,nd'booklets were scheduled for Pilot

test In September and October 1977. For tiT sake of data control"

and efficiency,of campaigneimplementation, test markets in je,tas

were chosen for ,the broadcast campaigns. With special regard to the

desip_of ttie new .spots, the principle criterion for market selec
.

tion was the percentage of minority,population residi4 within Off
-,.

23
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t

/1"N.

a

Standard Metropolitan Statistical Area (SMSA) of the test markets.

Additional market demographics were also considered. Three pairs

of test mallets were selected:

S (1) Beaumont/Port Arthur - Wac. emple

(2), Corpus Christi El Paso

(3) Houston - Austin_

Data profiles for these market's are presented In Appendix A8.

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,

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

assigned 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 Anglo versions of both spots would

\.-//
.44r during the first two weeks of the campaign, and,one or both of

theminoritytversions would air during the final two weeks of the

cawaign. The broadcast test design for the new spots is presented 1

in Table 4.

WU III staff directly ipplemented these Pilot tests. Program-
,

mers at all TV stations within the test markets were contacted and

asked to. participate. Cooperating stations agreed to-follow the,

broadcast schedule and to-furnish exposure dati at the,end of the

4"11.1"k
campaign. SEDL disseminated free booklets to all respohdents, and

analyzed all broadcast exposure and,eudience response.

-28-
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t,

Market
Pairs

TABLE/ 4

PILOT TESTo DESIGN

FOR' NEW POSITIVE PARENT

.
Campaign I

(9/17,9130/77)

Beaumont Art Arthur
( "Discipline ")

Wacct/Temp le

( "FR &R ")

Corpus Chris ti

( "Discipline ") .

E1 Paso
("FR&R"..)

Houston
("Discipline")

Austin

("FR&R")

0

Campaign II

(10/10/14/77).,

.

BROKEN COOKIES
.

TOILET PAPER ..-

'

...

.

MONTAGE A

.

MONTAGE B

BROKEN COOKIES
.

.

MUCHOS COLORES-

.
..

.
.

MONTAGE A

.
..... .

MONTAtE''C

. ,

,
BROKEN COOKIES

,...., .

. -

TOILET PAPER .&

MUCHOS COLORES

.
A ...

WAGE A MONTAGE B & C

,

4

729.,
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C. PROBLEMS ENCOUNTERED AND RESOLUTIONS

11
.1. Product Design/Design Test

Due tp cohflicts'in the SEDL TV/FiliMDivision',s production cal- .

endar, the "Discipline"; and "FR &R" TV spots were not taped and edited

until late in the funding period. "Thispreauction delay iriturn

meant a delay in conducting post-production reviews by consultants

and a sample'of the target audience.

In view of the compressed time frame following production, con-
.

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

cufrent with the Pilot testing phase. Since a 4ample of the,target

audience had previpusly selected situations for,spOt proddction during

Design test; only the consultant reviews were scheduled for tbi. post-

production critique. Furthermore, in order to achieve the fullest:

review possible, several to4 of consultants were utilized to apply

a broad assessment to. the products.

2. Pilot Test

Two problems resulted from the Pilot test stage.
,

First, sta-

'tion reports of broadcaSt exposure for'the spots was retrieved in

varying,degrees of specificity. and only with,somedifficulty. Second,

the consecutive delay already:mentioned. for the Product Design/Design

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

time factor required a oomproilse between separating broadcast of

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

fourfteeks. In addition, the schedule delay also minimized the'oppor-
-

tunity following Pilot,.est for product revision.

WU III staff retrieved the station broadcast databY phone and

Mail in order to minimize lag time following the end of the broadcast`

-30-
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campaigns. Regardless of the gerierality or spellPicity of this data,

procedures were derived in orderto use thel Arbitron reports, to cor-

relate estimates of viewing audience. The problem of the time fact*

conflictingvith the preferred test design was resolved by reducing

'
the broadcast period for each spot version from four t& two,weeks

04.

and/omitting the_clead periOd. Stations weh thonitOred closely to
4

.

'determine,if the airitlg schedule's foe-the spots had beeii followed.
... t

.

All station reported be schedules had -been followed. Finally,.
,

'

0 0 / 4.
I.
it wag ot deemed necessary.to revise spats since majority of .:, 9",

. . -.,:.. ' .

. , . Ai .

'consultants approved 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 'imarketing effort for the new products.

a.

I a'

3°
-31-.
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III. Description of Continued Development with Existing Produsirs
/-

A. PRODUCT DESCRIPTION AIV

WU III test and evaluation activities conducted during the current

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

. .
!....._

POSITIVE PARENT products. These products include eleven (11) 4KAW.-

viAionkspot announcements, each in 30- and 60-second videotape

versions, and ttn (10) supportive printed"booklets, All of the

POSITIVE PARENT products are keyed to separate parenting topics identi-

fied as appropriate for low income Anglo, Black, and Mexican American

_parents of preschool.childrenvone topic has been de) eloped for low

income, bilinguAl.Spanish-speakihg.parents of preschool children.

Table 5 sets forth the existing TV Spots with accompanying bookletg.

TABLE 5,

k'EXISTIG POSITIVE PARENT PRODUCTS

1)

2)

TOPIC/BOOKLET 'TV SPOT

"Read to Your Child"

"Expect the Best from Your Children"

HOUSEWIVES/CLAY,

SPILLED MILK

3) "Talking With Children" NOBODY' LISTENS

4) Attention to Your Children" IT'S MONSTROUS

5) se Your.Ch4ldren" SMASHED GLASS

6) "Practiceihat You Teach" THOSE OL' CIGARS

7) "Be Consistent" BEDTIME

8) "Children Learn by Watching and Helping" BREAKFAST:,

9) "Help Your Children Cope with Frustration" PANCAKES

; -
JO) "Los nifios aprenden mirando'y ayudando" LA FAMILIA

-35- 33
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I

*B. DEVELOPMENT PROCESS NARIATIVE

The development Of4existing. POSITlyE PAREIA products utilizesi the

ContentAKalysis and Conceptual Design stages.preViously discutsed for

newoproduc development in Chapter II. ailot Tests for all of the
.

existing products were conducted by SEAL in selected Texas television

4
parketsduring the previous funding period., Field Tests, howeyer, were

conducted for only 3 of the 10 sets .of spots and ets during that

.peri od. Theref6rd, during the current work effort, the rem rung 7 sets

of POSITIVE PARENT products Were Field Tested and a marketing plan was
4

designed and initiated for all of the existing products.

1, Field Test/Longitudinal Broadcasts

Field Test is the large scale parallel, testing of a working

system, taking place under the supervision of a test facilitatOr

. ( .- . -

and,with the participation of the product developers. The objec-
.

. .

fives of Field Test are: (1) to determine the ultimate utility

'and viability of the system under test, and (2) to facilitate mar-
.

keting, and diffusion of the system bymerring its effectiveness,

--/
cost, endurance, and potential and by ascertaining the effects upon

the system of thd%many variables existing in a natural environment.

Steps included in the Field Testsiage are as follows:

. Determination of basic purposes of the test and subsequent
areas of investigation. is

Compilation of various *test requirements to face itaee
the development of a test plan.

Formulation of a specifiC-test plan by applying the re-
quirements .to real-life situations, ensuring that all
relevant information is incorporated.

Inclusion in the test plan of provisions for obtaining
whatever informateon will tie necessary or useful in the
marketing 40 diffliSpn of the test product.

.4
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. Consideration of the various factors relevant to site
selection, and selection of each test site to incorporate
all mandatory factors and a number of desirable ones. .

Negotiation 1Nikrirangements w(th test sites.

. Scheduling of test activities in advance, with appro-
.

priate lead time allowed for each activity.

. Provision of preliminary training necessary for site per-

sonnel who will be working with the test product.

. Determination of procedures for colletting evaluative
informationjMroughout testing, for organizing the infcir-

mation, an for analyzing it.
.,

Conduct of the test.

. Issuance of periodic reports as appropriate and prepare-
tionof colprehensive evaluative Yeport at termination of

testing.

. .Establishment' of procedtlres for -revising tte test product

as necessary and for incorporating the re motion into the

ongoing test.

. Formulation of plans for marketing and diffusion of the
product following successful completion of the Field Test.

Preliminayy to conducing Field Test and Longitudinal Broad-

cast' of the previ0.ous TV spots, the ECP identified criteria for the

seleptioni, of test markets. The majority of these criteriaidealt

.with demographic consideration appropriate to the intended. target

population of POSITIVE PARENT. The market criteria included:

1

(1) ADI rank by total number of television households (TVHH's)

2

(2) Total SMSA population

1-

A a of Dominant Influence or ADI is the designation used by Arbi-

tron Television.to denote the countids and.TVHH's served by a gto-up

of television stations. Arbitron breaks down'theicbuntry ,into 207

ADI's.

2

Standard Metropolitan Statistical Area or SMSA as designated by.the

U.S. Bureau of the Census..

"4
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,,

.
. ,

(3) Number and percent of minorities residing within SMSA

(4) SMSA Median Income

(5) SMSA Mean -Income

. (6) Number and percent of tc4a1 SMSA population below
Poverty level

-*Or

41
(7) Number and percent of !SMS.A minority population below

poverty level

(8) Comparison of SMSA and ADI size -
/- r

*-
Consideration of these cri.teria and market regionality prompted

ECP to initially choose 13 pairs of, matched test markets. Addi-

tional consideration of the several market cIarac'teristics and tile

. particular POSITIVE PARENT spots which were to be Field Tested led

40
.WU III staff to a final selection of markets. The market pairs

included:
f

(1) Sacramento, CA San Diego, CA

r

(2) Memphis TN BirMingham, AL

(3) Au6sta, GA Columbus, GA .

(4) Fresno, CA Albuquerque,. N4

Or
ilPSITIVE PARENT TVispots were assigned to the Field Test

market pairs to permit tahetwo spot/two market flip-flop test de-

sign presented in Table 6. Jacksonville and Orlando, FL were ,

selected as Longitudinal Broadcast Markets. A series of six indi-

vidual TV spot campaigns were scheduled for concurrent implementa-

I
,

t

ition ?in the two Longitudinal markets, according to.the test design

/ presented in Table 7.
i , 0

';.-38-
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TABLE 6 .

POSITIVE PARENT FIELD TESTDESIGN

Market
. Pair

Sacramento, CA

San Diego, CA

Mempgis, TN

Campaign
(4/16-5/13/77)

Campaign II '

(5/28-6/4/77)

,THOSE OL

.

. CIGARS

/

. ,

. .

IT'S MONSTROUS

IT'S ONSTROUS '0 THOSE OL' CIGARS

.

Y

/

.

Bfrmingham, AL

Augusta, GA

...)

. DTIME

.

.

SMASHED GLASS
. ...-...

.

SMAS ED GLASS .

.

BEDTIME,

I

Columbus, GA

.ANCAKES ,

.

0.-

BREAKFAST__,-

...

,

BREAKFAST PANCAKES

Fresno, CA LA FAMIL4

LA AMILIA

-39 - 3
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TABLE 7
.

LONGITUDINAL BROADCAST TEST DESIGN
ORLANDO & JACKSONVILLE,

A

.

Campaign Date Spot

I 01/29-02/25/77 SMASHED GLASS

II 03/05-04/01777 PANCAKES
t . .

04/09-05/06/77 HOUSEWIVES

IV' 05/14-06/10/77 'SPILLED MILK
.

V ,:06/18- 07/15/77. BREAKFAST

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

-...\

1:
.'. .

.
1

ECP identified state nd local. education agencies, community
,

. . . . ...

and parenting centers to serve as Liaison Agencies for the imple-.
,..

,
. ---

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 facSimilevpof these

materials is presented,in Appendix B2. Each agency agreed
/ to iden-

tify a campaign facilitatoi togpoordinate all local project activi-.

ties, to provide alPocal mailing address to which audiepce write-

4

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

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

beginning of the project in following the broadcast campaign sched-

ule for the spots and in providing station exposure data, fow*,the

TV' spots at the close of,the campaigns. In return, SEDL agreed ,to

Milan the agency facilitator in implementation strategies, identify the

-40-
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spinsoring agency and local respOnse address in,the closing tag of

the spots, r eproduce sufficient dubs of the,spots for all partici-
--

pating market stations, mail out booklets to all campaign respot-
.

dents, and analyze .all campaign data. .Field Tests were implemented'

during aid -April through early July 19,77. The Longitudinal Broad-

, Off

casts aired late Jaduary through mid- August. Pre- and Rpst-assess-

ments were conducted by SEAL with the Liaison Agencies in all sites.

-)

San Diego

Sacramento

Fresno

Albuque4he

Memphis

TABLE 8

LIAISON AGENCIES FOR
FIELD TEST AND LONGITUDINAL BROADCASTS

San Diego Community College
0

Sacramento City Unified School' District

Community Council Community of Fresno &
Fresno Unified School District

New Mexico Committee on Children & Youth

Memphis City Schools

Birminghain Parent Education Program
Birminghsam City.Schools

,Columbus( Muscogee County Schools &
/.Georgia St4e Department of Education

Augusta

Orlando

Richmond County Schools &
Georgia State Department of Education

Parent R6source Center
Valencia Community College

Parent Support Center &
Consortium to Aid Neglected and'Abused Children 1

41
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2. Marketing and Diffusion4 0

Marketing atid Diffusion, the sixth and.final-stage Of the devel-'

opment process, follows completion of development of all components

of an edudational system or product.' The objective of -marketing

and diffusion is to formulate and implement aplan for'" installing

the product. In the case of a complete learning system, the plan

must expkein how different subsystems fit _together and how they 111F

,

can be"combined so that, their relationships to each other and to.

the system as a whole are clear.

Although Marketing and diLfusion is contfaered discrete stage.'

in the Laboratory;s product development process). and although most

of the effort normally.occurs following field testing, 'the plan-

.

ning and coordination of marketing'and diffusion may actually' begin

as early in the process as product design. SpecIfic steps involved

is Stage Six, not all of which can await completion of Fie4rest --..

1
'ing, are as follows:

Contacting .publishers and vendorsoexplain'the develop-

mental ,product and.to solicit their inteiist in, and inputsjik

to, the development. '' . ir,
..

1

gt.

s the pr oduct develops and 'takes ape, entering into
negotiations with publisher% and v ndors which will lead
to a contract with one of them.

.

Determidation of thelioduct5iAatisfactpry,attainment of
its objectives.

Determination of the economy, pracirality,'and general
usefulness of the product.

.41

Making of printing, copyftshting, and staff training
arrangements, and of any other arrangements or contrac'ts.
necessary to, widespread diffusion of the produCt.

ExaMination of the various factoksyhich could affect the
rate of adotItiod of the product.

40
.
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.Identification of likely innovators or early adopters.

allotification of agencies. involved in testing of th product'
4- concerning its readiness for widespread use.

.s."1
. Compilation Of all supporting data on the mtlidity and

reliability of.the pioduct. It
40

. Preparation of reports, brochures-, abstracts,. news releases,
magazine. articles, andother publicity directed toward a ,1
gener41 alld'ence of potential users. .

li ' AO '.- . ',
4,- . , .

. Dissemiftili of the produce to Oe.ultimate,pers. ,

.
',

.

Continuing follow-up on the product or system to assure 411...

,airs continuing utili, revising it or wiihdrawing it from..
the market should i

ky
otegiti,tbecome'obsoldte.

.1, I

It igas S'EDL's original intention to design a ndirpeYofit mar-, I

ID .
.

. .
- '

.. keting plan for the POSITIVE PARENT'products. Tewthis end, dis-.,'
,-,

. _....,

cussions were tni,tiated'with putIlishers, and SEDL attempted4a fur-

ther define both the potentia l, market for the products and the size'

..gv". /c,.. .,
of the potentiai'market demand.

. ,

, . .

.

,
'During the course of thirpdblisher contacts'it,became apparent

that the POSITIVE PARENT product coAd be marketed at cost (t4r4-:.

by allowiog the lowest` peer unit price) onlyiif SED1,011d, in effect-,

act as itsjt... /7Wisher. Permi;siOn was sought and received from
... 1r tl

the funding agency fpr SFDL
.

to,pursue such a mop-profit marketing. ,

effort, and ECP .began to design"a marketing Prograt'for a POSITIVE

PAgENT/product-in the Falf'of 1976..

In the course. of designing and developingssuchma. marketing
W

plan, the ECP nsidered the function dnd interaction of the follow-

ing types of'factors tiOing scheme ..repripeAlion arrangemen4p,
. 4,

-.. .
.

management of InventoryypromotionalstrategieSpackaging require-
..i.

*1/4 \ A ,
,

6
4110

merits, distribution mec hinisms, billing policies and an accounting,
. ,

. .

0.
,4iyseem. : - \

e , . ,

3 41
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4 ,

A

The firs1 t step was to specify the
-

PARENT products. Various types of st

I

for the POSITIVE

county, and' local' agerir

cies and programs inhe Austin vicinity were ideified,,as serving-
,

,1:,arenti.ng populations and/or as being potentially intefflgted
et

parenting materials. The ECPtsurveyed these agencies for their

,critical review and'consumer interest in the POSITIVE-PARENT pro-

.

ductS. A lisiorf tat surveyed agencies 'is presented in Appendix cla....,.

On the basis the market survey estlits, SOL projected an
i ..-

..-.
. . .

initial printing di 200,000 bodklets, Project costs-.were computed,
__.

, -
,

,

and a break-even price index for ehe book as dA
.

rrmined..
.

.

.

Bi4s'wefe%bbtained from several locaP printe , and,eontrastswere .
0

O ° ,
4-":. .-.. -r , 4 '.,

-., awardedto two printers on the .basis. of lowest bid. Twenty thou-'
. .

t -,

sand copiewpf each of'the ten POSITIVE.FAtENT titles deliv7

10.
,

$

ered to SEDL in .ate May, 1977. ,

-, 10 , .1
..'..s.

. . 0 .

.

In 'similar fashion, the ECP And the TV Divipion desired an ,

I'
.

. Co,

....

at-cost reproduction and pricing strategy for dhePTITIVE'PARENT

,
.

. _ . ,

TV spots. Unlike, the booklets4 nebinitial spot invniely' was .

. . .

.. . J 40P '.

established,-since.it was.not possible to project potential demand
i 4

for t r spots and egere would be virtually no cost break ina 'Age'

1

'volume of spot reproduction. s

. ,

* illtt, -

,,,

,,,

--.. Oputac s'werg vitiated with other to facilitate tfie,
,

o

c .

identificat ion of.potential consumer gtoups, similar to the-cross.-
. ..,

.4 ..:. , section o agencies ideRt.ified fOrthe Austin; survey. The,specifi-
h

. ,

d . .

'.
.

cation oft khesegroups'producea'national listing of over 2,000

. ,

potential cgpsumers. In addition, national-organizdOons ,and pub-
,1 f ''. : , . '

lishers with a focus on paTenting,searly-childhood. development;
. .

'
. . . .

'0. . children.and favily were also identified. A list of these rroups,..
e .

OW

$1J-44- 4



71.

is presented in Appendix C2.

To facilitate promotion of the'POSITIVE PARENT products, a

flyer was designed by the SEDL Media Division,under the supervision
be

of the ECP. Price lists and order forms were printed to be in- .

4 V

served in the flyers. These promotional pieces are presented in

ApPendiX C3. In addition, preview sets of booklets, preview

.

cassettes of the.132-spotS, and a 'tors release were prepared to #

distribute to potential consumers. A copy of the news relepse is

,preseritell in Appendix Cit.

k A -

With the production Inventory in place and the*promotional

strategies assigned,,and prepare a, ECP set out to initiate the mar-

keting of POSITIVE PARENT on a national scale. The marketing Nip

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

mailed the promotional materials; (2) a direct, mass -mail strategy
.

Off the promotional materials was conducted with the 2,00041 entries

contained, in the'diatipnaluListing of potential consumer; and (3)

copiea'af the promotional materialg; the nets release, a preview

set of the booklets, and a cover letter were'direct-mailed to the

1

organizations. Prodyt sales commenced on June 1, 1977.
7--

Agencies in the Austin area were contactel 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

f

.period, ECP continued to rgyise ana, update the National Listing, ,

respond to, requests for preview of the cassettes and booklets, anr

A

to process POSITIVE PARENT orders.

/
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(. PROBLEMS ENCOUNTERED AND RESOLUTIONS

1. Field TetsiLongitodinal Broadcasts

SEDLinitially sought to identify Liaison Agencies for the Field
I.

Tests and LongitUdinal Broadcasts by contacting State Departments,of

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

- tually committed to the'project. DiscUs§ions with an:of the SEA's

extended over several weeks causing a

campaignsponlbrs. During the course

moderate delay in identifying

of the campaigns, virtually all

of the sponsofing agencies were tardy in -forwarding data., to SEDL.

TheSe delays consisted.o a few weeks to a few months and generally

,
pered WU III staff in--monitoring, the campaign tests, in providing

feedback of.preliminary campaign analySis,to.the agencies, and in

0
O'y iI

SEDL-efficiently disseminatingibooklerS to respondents.

Following ,the decision of severakSF0A s not to'act as campaign

test sponsors, SE, contacted local'e44pationNencies' (LEAs) and
,

inquired after local parenting program effnft's. These sources re-
,

. ,,
., .

. , viewed SEDL's'proposal and efficiently ieS,P6pded wiptliZtoject commit-
. .

ment. le III staff deAfc w'ith,the'delays in receiving the camplign

) j 4 +3
data by Maintaining more Oione and mail .Contact WIth the

asji

campaign facilitators,:byrsugeing alternative data gathering pro-

cedures to the facilitators, Lid by retrieving some data-agiWntsary

by phone rather than by'mail.

4 ,

2. Marketing and DiffupOn' e 7t*4

4r e

WU III staff did not adequately aptici,Pate e5d initial complex-
,

its' of degigning and initiating alkiarketingleffort foruche POSITIVE
1

PARENT produces. Although the local marketing $4 vey
AIK4100k

in late Fall, 1976, the prod inventory was not esta lished 'and

as conducted
40

-46-'
41
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sales were not initiated until the following June. As a, result,

i

- Arthe first seven tenths of the milestGne were spent(in planning and

iritiating the marketing effort. This left only five months to

promote the products and'resliond-to orders. During the marketing

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

'local agericies that had expressed consumer interest in the POSITIVE

PARENT products. As a result, several local grOups did indeed pur-

chase the products. WU III'staff dealt with the bri ef sales period

40
by implementing direct mail ,strategies and especially targeting pro-

EP

motion to large state-agencies and national organizations.
Q.

s

1
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. 1 ,..,

iv, New Product Testing and Results.

* A. PRODUCT DESION/DESftN TEST

9

1. Evaluation Design
.2 '' , . -

......-

v.

The purpose of the Desiser phase of new product develop-

ment was to provide the basis for selection of situations around

J which to develop the "Discipline" and."FR&R" television spot

announcements. This was to be done by, having the test partici-

pants rank tHe situations according to ppference. The rankings

of the situations, in turn, were to be analyzed to yield a Scale

of preferences per ethnic group. Production decisions leading

AD
to the development of three television spot versions per topic,

representing Black, Anglo, and Mexican American approaches,

would be based upon*these findings.

2. Instrument_Uion

The instruments developed for Design Teat of the "Discipline"

anT"FR&R" situations are included in the pages. that Dbllow.

3. ata.Collection and Analysis

Samples of the target, audience were invited to SEDL'on

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

Test phase ofnew product development. Design Test instru-

ments were applied to two separate multi-ethnic samples of the

target audience to identify the "Discipline" and "FR&R" situations
4

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

5 different situations ,as pOtential television spt)ts. "FR&R"

g I

7
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p.1 of 2

SITUATIONS FOR TV SPOTS (QUESUONS TO E READ ORALLY)

./D ISCIPLINE

Design Test (March 7-10, 1977)

What is. your code number?

!

A. Bylaw are five situations. Please take a few moments to Aad them.

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," she says. "Put them back," says her mother.
Carolyn keeps holding the cookies. "But I want them," says

.Carolyn. "Look," says Mrs. Gage4"Put them back. We can't
buy anything else.amicarolyn gets mad. She sits on the floor
,pd creams. °"Get'Vrfrom there," her mother says. Angrily,

she jerks Carolyn to her feet. Carolyn throws the cookies on

the floor. The package breaks open, and cookies roll 'everywhere.

JO Title: Dede

Mrs. Grant is-talking with her friend, Mrs. Tucker. Her daughter,

Dede, who is 2-1/2, keeps pulling oh her mother's arm. Mr's. Grant

pays no attention. Then, she asks Dede, "What do you want?" Dede

won't answer, but keeps pulling on her mother's arm. Finally, hey

' mother tells her to go away so she can visit with her friend: Dede

walkFa few steps away and starts to whimper. "NAT, don't do that,"

says her mother. "You go play." Dede continues to whimper. "I

told you to stop that. If you don't stop, I'm sending you to bed!"
her mother says in an angry voice. Dede starts to cry.' "Dede, go

to bed," hdr mother snaps. Finally, Mrs. Grant gets up and pulls

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

Title: Go Fly A Kite,

Mr. and Mrs. Morales'are watching a football game on-television.
Their two sons keep coming in and,out the front door. The parents

try to ighore them, but the boys are very ndisy. Michael, who is 6,

comes in and asks his father for acme string. "Go look in the

kitchen. says. Mr. Morales. Michael goes 'into the next room. Then

Paul, who is 4, comes in. "Michael, I found a stick," he yells.

Both parents are getting angry. Michael and Paul run back outside,

letting the door slam. Then, Michael comes back an4raskn his.'
,sfather, "Where ateome old rags? We're building a klte," he says.

_ Mr. Morales loses his temper.
11110-

.
-11M

Title: Toilet Paper Trail

Jennifer, 3, and Robbie, 5, have been playing outside. They go

into the bathroom to mash their hands. When they can't find a
towel, Robbie starts'to dry his hands on the toilet paper:"
Jennifer does thosame,.and,they start pulling the toilet paper

off the roll. Robbie Aids some toilet paper around His hands:
He runs into the ht1.14CpullIng toilet paper behind Aim. Jennifer

runs after him, giggling. They drag yards and yards of toilet

paper down the hall. Just then, their mother walks in. She sees

a trail of toilet paper leading from'the bathrOom into the kitchen.

4

Title: Many Colors
'Phillip, 6, and Carmen, 4, are ,coloring in the bedroom. Phillip

puts his hand 4n the wall, and starts to trace around it. Carmen

sees what he is doing, and starts to do the sane. They trace

'their hands and arms onaipe wall with crayons. Bath ofi them ttrink

it fun. Then their biTher; Daniel, who is 8', walks in. "Oh, is

Mom going to be mad at you," says Daniel. Phillip and Carmen get .

scared and run outside. A few minutes liter, their father walks

into the bedroom and sees their crayon marks-all over the wall.



Rank

B. Would you please think of another discipline situation and write it in "4
the sOlce provided here. -

p.2 of 2

What is your code number?

r

it

C. 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 situation that you are least
interested in seeing a TV spot made about. Be sire to rank all the

'situations.

D. Please answer this question. Why was the situation you- ranked Number 1

your favorite?

ID

E. We are going to or-di:race three TV spots on ther.r<pic df Discipline.

One will have Black actors, one will have Mexican-American actors,
and one will have Anglo actors. Doyou have any ideas ailTiTt117-4\

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

.4

F. Do you have a TV in'yOUr home? (Circle one) No Yes

How many hours a day do you watch TV?

4 3
Thank You

. 53
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SITVATIONS FO1'TV SPOTS (QUESTIONS TO BE READ ORALLY).

' - FAMILY ROLES AND' RELATIONSHIPS

Design Test (March 7-10, 1977)'

What is your code number?

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

a few moments to read each one. For each situation, circle your' answer to two

questions: (1) D'oes.this happen in your home? and (2)' Could this happen in

your neighborhood?
Does this Could this

happen in happen in your
your home?, neighborhood?

(,A) Peter is 4 and has no father. Peter's

4mother 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.

' ',Peter likes to be around his grandfather. Yes Yes No

(8) Marciasis 6. Her father, is' teaching her

to ride a bike. Each day when he gets
4/

home, tthey practice on the driveway. Yes No Yes No

(C) When both of Chuckle's parents need to
use the car, they sometimes end. up

fighting. Neither parent wants to give

in. They usually don't notice when
Chuckie is in the room while they are
arguing.

ID) Rita and Leticia like to,$lay in the
vacant lbt across the.street. They

pretend they have a house under the

tree. Rita, pretends that she's the

, mother and Leticia is thoVneighbor

who comes to visit.

Yes No

Y,ps No

'Yes No

.

Yes' No,

(E) Sharon likes to tag along when her ,

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 .

"that's,rtot what little girls do." %, Yes No Yep No
.

Mai-k's mother has repeatedly found Mark
"playing doctor" with his next door -

r

neighbor, a girl named Jennifer. The

mother has not said anything to her 5-
ryea-old son, but has decided to start' , ----
.

explaining to Mark about sex- Yes No' Yes No
.

. 40

pIL
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(G) Alicia's mother and father both work.,
-Sometimes her mother cooks supper, an6
sometimes her Dad d'oes. It depends on
who gets home.first. Each paient lets
Alicia help. Now_that she's six, she
can set the table and get out some of
the dishes:

p.2 of 3

Does this Could this

happen in happen in your
your home? neighborhood?

,-

Yes No Yes ko

(H) Martita is 3. When her 'aunt comes to
visit, her aunt will! talk to her and
play with her for a while. Having a

grotm-up notice her makes Martita feel
important. Yes No Yes No

(I) Daniel is 4. The other day, Daniel
asked his mother, "Where did I come
from?'.' His mother hurriedly turned
away and told Daniel to go play outside. Yes No Yes No

4 '

(J) Craig is 3 and likes to try to fit his
164

feet into his father's shoes. Craig

also likes to help his mother when she
works in the yard. Sometimes, ha will

use her trowel and pretend hers doing
what he has setn her do. Yes No Yes No

2. Please give, us a situation like those above where your child learned something

by watching'you or a member of your family.

What did your child-learn? 7

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

tried to teach your children?

now ,did you tr to teach it?

59
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4. We are going.to produce three TV spots on the topic of Family Roles and
,Relationships. One,will hart Black actors, one will haVe Mexican-American
actors, and one will have Anglo actors. Do you have any.ideas about
language, family characteristics, Or anything else that would help make
the TV spot relate to ybur culture?

5. Do you have a TV in your home? (Circle' one) No Yes,

How many hours.a day do you watch TV?

1

A

,511
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participants were asked to rate 10 different. situations inde-

11
pendently as potential television spots on the basis of whether

A

the situations occ

neighborhoods.

in.their homes or could 'occur in their

for each instrument'was collected and-ana-

lyzed independently inr each ethnic sub-sample of the testi

participants. atistical quotients were coMputed'for the. "Yes/

. No" responses _to the "FR&R" instrument and used as a basis' for

'ranking the 10 situations according to ethnic.subisample.

4. Results

A total of 21 respondents complgted the "Discipline" Design

-
Test instrument; 19 respondents completed the "FR&R" instrument.4

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

cut. Among the "Disc4iVne" situations, BROKEN COOKIES and. G0

4'

FLY A KITE tied as the top-ranked Angio 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-
,

dr tween several situations within a respondent. group (Black and

Anglo) and disagreement of preference -per situation across all

respondent groups.

5. Conefusions

Using the Design Test findings as a basis, WUIII staffe

'solicited recommendations from ECP and media production sten%

to^clarify the results and then proceed with design and production

Jr)
..,
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TABLE 9

OVERALL RANKING OF "DISCIPLINE" SITUATIONS

BY PARTICIPANT GROUP

1 .

Particip t Group/
# in rou.

*reran.
Rank

Mean

, Ranking
Spot

Situation

Anglo (6) 1

3

4

5

2.5

2.67
3.5

4.17

Broken =Cookies

Go Fly A Kite
Dede
Many ColoYs
Toilet Paper

f

Black (8) 1

2

1.625

2.57

Toirat PAper
Many Colgrs

3 3.29 Dede

4 3.375 Broken_ Cookies

5 .29 Go Fly A Kite

t
Me*.can-American (5) 1 2.2 ... Toilet Paper

2 Dede_2.8

Many Colors
3.2 Broken Cookies

5
/
'4.0 Go Fly A Kite

Other (2) 1 .2.5 Go Fly A Kite

2 '3.0 Broken Cookies
Toilet Paper
Many ColorS.

5 3 . 5 Dede

f

53
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P:articip

# in

TABLE /10 .

OVERALL RANKING OF "FAMILY 'ROLES '

AND RELATIONSHIPS" SITUATIONS BY PARTICIPANT GROUP

Group/
roup

Anglo (3)

Black (7)

t
fr

Mexican-Ame7Than (9)

Overall
Rank

1

3

6

7

8

10

, 1

2

3

6

7

8

10

1

2

3

4

5

6

7

9

10

Computed
Quotient

Sp*
Situation

NY

I.

.83

.67.

1

J

A

F

H

.To ,

.50

I
.33

1.00 J

.92 ,

.85

D

E
.77 A

.70 1,

.62

I

.54

1.00

.87

G

195 D.

.71

.68

.67

.53

.47

.40 k .

5 ,1
J
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alk

*

-

9

d .
.4.

\ , *

Idedislotis--ior t'ile new:itod!litks "'These .discu;s.ions produce,d.,minor
. .

. .

f

110

revisions iii pevftal of the situations and esign'ation of ethni.city*P -';.
. .,,- ck

.-.. .
. - s,..tor 4production il,f_all of the situations. ' The- revisions anti their*

,.,
-... justifications ire presented it'' Appendix A3,4. production+.

( .
decisions. based upon the Design Test res

Ta ble 11.

1. I

Wt.

e set forth in

e° TABLE 11',

SITUATIONS iiaLECTED FOR PRODUCTIdN
FOLLOWING DESIGN .TEST

1110 .
Situati'n Ethnicity'

5ROKEN'COOKIES Anglo N

TOILET PAPER -- Bladk
* 04. ' 4

MUCHOS COLORNS va Mexican American

I e

"E_amily, Roles & ,A, G, J
--` Relationships ...4

- ( B, C, -.H
.. -..

D, E, I

ee.--

B. PILOT TEST

1. v Design

111.. The purpose,.-f the Pilot Test phaseOf new product, deVelop-
. .

merit was to evaltiat4 vial3roadyst the separate cultural versions
4

i.sthe:'Dissipairre." and "FR&R" spots. In corder to do so,:_ttie
4.Jiving researchtiypothesj.s was proposed: when PSA's directed ex-

OA
plicitly .at a Rallricular ethnic grOup are aired comparqd to,wh

non-ethnic directed PSI' s. are aired: ( ) the proportion of resp
. .

Anglo

Black .

'Mexican Atherican, .

k-s;

Evaluation,

. l''''. .e.
..-

. . ii"'
,

IP 4

a 444 44 P
ft

, 41dos\214-- -h0-



.J.
%.`. 0

dents living in low income census tracts within. a Standard
'Pt .40 ,

politan Statictical Area (SMSA) and (2') belongindito the "ethn't,c

groulf,,represinted in the PSA, will increase: Three pairs of to:aY-
%

vision markets chosen for their complementary percentages

minor population were to,be ptired fcfr the Pilot4ests.

*each of .the paired markets, the' Angro spot was 'to for two
1r

weeks, then the ethnlAre'rsion(s) of the* the spots was to air Ifor
4 #

two weeks. After a period of colleition of mail-in,response,

phone'interview's would be used to contiict respondents in each

market to detetmine: (1) %pertinent demographic on the respondents.,
ft

and (2) the version; the ,spots to which ,they.responded. it was

hypothesized that the percent of minority resItndents would in

ase in each of the test markets during theJatt two weeks of

the campaign.

Ifs addition; the "'Discipline" and FR&IV television spots
. . ., . I. .(were toLbe evaluated accord ing to 'their ability to generate fe-

q ues

tk
of

(li

is for the free book

ffectiveness for the

Incei G, the number

lets of fered in ehe spots, Two indices

PSA's were - identified foi.this purpose:

Cif televisAion lousehold .mpressiofis in,

8 ''.. 109,0's, permailed request, and (2) Index,H,!hetnumber of me l-

i _. t i .

.ed;teq is receivea'Per 100,060 television hotiseh-old impressions. ..
. .1

G = TVIIH x 1,000,
N

x 100,000
TVHH. 1

* ,

' Where: N.= number. of requests' received, and
'VE111 = number of household impressions

i
.. , .
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. I

f

4

4 ,

..,

111111 .

2, instrudentation

Copies of the Pilot Test instruments are presented inthe

. pages that follot.l. The instruments include: a facimile of4the

Reipondent4Rosterand copies of the PSA Airing Log,' the Pilot

Test Phone IniterviewInstrument,and Answer Sheet.,

,3. Data Collection and Analysis ,

Estimates of broadcast exposure w *rained from all TV

stations that aIred4the 4-Discipline" ,"MR" spot versions

during the broadcagt7test periods,-September 17 - October 14, 197710

*Using Arbitron Television Audience Estimates as supplied for each

test market, broadcast exposure was converted to corresponding

amounts of viewing audience expressed in terms of television house-

holds.(TVHH's). Viewing audience totalg were computed per station,.

test market and spot version.,

Siilde thIrPOSITIVE PARENT cat aigns were targeted at low in-

, ,s

!come parents, analy4-5.were conducted investigate the extent

74.
to'whieh income parents responded-to the TV spats. 'All broad-.

testing

,

(

P°cast testing was conducted in television markets (Areq minant

Inklilence or AD1's) that also comprised SMSA'S. . Mailed requests
. ..

".
; - .

... I" -teLeivAl0from the 5MSA's werelOtotted on urban'maps as to their

census tradt origin. Tracts were distinguished.by their median

1' o .

541 "ilk .annual istcoMe: "low income" tracts (under $8;000) and "len-low

.77 inIcome" tracts (over $8,000). Acomparisoin was then made between
.

,

M %.--
,

the population s'tion that tekided in the two categorie of tracts arid

I .

fthe number of requests for bbokIets originating from each category.
, I

r

-62-
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Respise
Number

1

2

4

5

6

Test Market

TV. Spot(s)

Booklet,

is .

PILOT/TEST
RESPONDENT ROSTER,.

° Postmark

0'

Name/Address .

of Respondent

$ r

ir

8 ,4

le

11
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Malet

'Station

Air Dates ,

PILOT TEST
-..POSITIVE PARENT" PSA'S

Airing Log

Spots

S

AI
NUMBER OF TIMF,S-tPOTS AIEeED

.
. . LENGTH OF SPOT '

:30 :60 'f4TEKDAYS:

L 7:00 - 9:00 AM ,
-.-

9:00 - Noon ,-...2 .
.

Noon 3:30 PM

3:30 - 5:00 PM .

.
. r

.

5:00 .- 6:30 PM 1

1
0:30 7:00,P

7:00 10:00 P.

10:00 - 1D:30 iM f

, .

. . p
.

.

10:30 - MEr:ICHT

.

.

. If

SATURDAY: 40.,
-i, 0

*---!:

8:3Q Alq - 1:00 PM s 4.'.
Ar-

. ..
. ,

Sl7DAY:

. .

.

1:00 - 4:00 PM

OTHER 'TIMES: (Please list) .

.1.'
.

/
.

1

--_-

. ,

.* _

4

- .. .

_

1,

Cr

.

-
...

_01 A

.

r-L,

AW

. .

_ to
fr,ft

4

/

4--4, - . .
.

.

. ..'. .
. .

" POSITIVE: PARENT" PSA'S are deTloped'by:

The EarlyiChildhood Program
Southwest3Educational Development Laboratory

211 East-4eventh Strget
Austin, 77, 7$701 (542) 476-6861

wle 64 5!)



110

PILOT TEST
PHONE INTERVIEW INSTRUMENT

t '

INTRODUCTION: He 10 Is Mrs.'(L1ncoln) in? Hello, Mrs. Lihcoln, ly name is

(g e real name), Recently, you wrote for a copy o. a

free ooklet on y. rehlialling from the

Southwest (Educational) Lab in Austin, Texas to ask your bpinion

about the booklet so 4e can improve it for other,parents.

1.' Did you receive the booklet called in the. mail?

(IF NECESSARY, help respondent recall.by saying, "That's the one with the
olor cover." ,

r010

p.1 of-2.

IF YES,continue with Question #2..

' If NO, ask r
Didyou vrite.to POSITIVE PARENT recluesting, a tree booklet?

'I F YES, ask
Did you see an announcement on telling about the free booklet?

IF YS, ask -

Did you see the announcement more than once?

00 IF YES, ask
About how many times did you see it'

IF NO, ask
'How d you hear aboyit the booklet'

Why /Id you write away iv the booklet'.

4Pt

4P
If ftu would still like - ',odtlet,we would be-happy eo send You one.
(IF they wia booklet, take down correct name, address, and zip)

; 0

Aid lip see an annoci meat on TV telling about the free booklet'

IF YES, ask
(a) About hc.; long ago did you see the anno,uncement?

(b) »as the :arrat.on In Engles, or Spanish' (if appropriate)

(0 'who were the cnaracter, in the announcement'

(d) DA vo,. see the anroUncerent more than once'

(e) IF YES, ask
About how mans times did ;ou see

(f) Do.vou remember when you wrote in for the free buokkee'

(g) Is this the first time you've written in for free informaion'

IF '40, ask

Ho:, did you hear about the bokvfet'

ti
3. Whv did you write away fon.the booklet'

4

4. Can you tell us what you expected to receive when vou wrote for the booklet'

6,

1
5. Have !Ibu' had a chance to look through'the booklet'

IF YES, procede to Question 4 6.

IF NO, disk °

,pg you still have the booklet'

(a) IF NO, ask,
Do you know what happened to the booklet3

TREN PROCEDE

s

toquestiion '0,14 and Lomplete the interview.

*'4\4*- 60
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ti

j

10.

(b) IF YES, ask
Can you help us by telling us Why you haven't read
the booklet?

THEN PROCEDE to question I

6. 'Was the booklet what you ,expected?

-.0" t

7. Was any of the information in the booklet new to you

and compitte the intetVieli.

IF YES; ask
About show much of'the information in tbopkolet,wris new to you?
All of it/most of it/some of it

p72 of 2

IE YES; ask,
,

Can you remember an example of something from the booklet that Was
. new for yo4.1? 'Of

)

8. How much of the information Vh the booklet was useful to yod?
all/mest/somp/none . .

IF INFORMATION WAS USEFUL, dsk
(a) What in *articular was useful to'you?,.
(b) In what way was'if useful to you'

.
(-4 What_adc4tional InforMa'tion mignt also be useful to you''

4

Ii INFORMATION NOT USEFLL, ask
you give us some suggestions about what kind of information would 1

have been useful to you' '

9. 'Filve you thought aboilt.-using any of the suggestions in the booklet with your

IF YES, as
tez,ich enes are you thinking of using?

at

'11

10. .Was there snytning you particularly liked about the booklet'
li

(Please explain.)

,

11. Was thee anytning...ou particularly disliked about tae booklet' (Please explain.)

12. That drd you dd with the booklet when you finished reading it?

13. Do yeru still have t14.booklet'

.

CONTINLE IfiTEW:IEW SY SAYING,
We would like to know something about the people. who write in for ouriplucklet?,,,,!,,_.
I have just a few more questions to,ask you abott you and your family. r

1 . .

14. How many crrildren do you have living in your household?

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) other'

16. In which of the following age groups do you fall'
under 21 (b) 2Y:125 (c) 26-30/ ,(d) 31-35(e) 36-40 ('f) over 40

17. How many years of school live you completed'

18, Was" your family income for last year between

(a) $2 5,000 (b)'$5 8,000 (c) $8 4 12,000 or (d) above $12,000

That's all the question; I have. Th...ink you very much for spending a few minutes

talking witty me. We appreciate your interest and hope you have enjo.ed our.

materials.
4

L66-
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I

.s PILOT TEST PHONE INTERVIEW IN$TRUMENT
ANSWER SHEET

NAME '-- SITE

Ptiorig CAMPAIGN

DATE
4

TIME OF DAY CAikED 1/ / /

9

p.I of 2

IL
RECEIPT 1. _Yes . If no,

OF BOOKLET
No (Did you urite for booklet?) yes no

yciu see PSP) yes no

e
(more than once?) yes no # times

(how heard about booklets)

ISA
REEN

READ

BOOKLET

2. Yes

No

(why wrote.for booklet)

(allow lOng ago?

(b) English/Spanish narration

(c) Spot characters

(d) Yes No (# times seen)

(e) Wrote in wt ft

(f) Write in for free informati9n

If no, a. e

How heard about buJklet

3. (Why wt.:1:e for Sooklet) w.

4. (,:nit exp,teJ)

If no.

Yes No ,(still have booKl.)t)

If no dihere booklet is)

If yes (why haven't read)

BOOKLET 6. Yes Goments. If any
WHAT .15

EXPECTED No

Nt,1 7. Yes If ye,,, (a) all (h) must (L) Some

I1';FO

No . If Ives. (b) (example)

SErUL
r;FrS111,

#

8. All -L.-

Most

Some

None

If

(.kart u,t fUl)

(In what way)

41)

(adciltIlbnal u,,tul Info)
1

).
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P.

se

If no,

(what would have bee useful)

p.2 of 2

USED 9. .Yes If yes; \
SUGGESTIONS

No (which ones)

10. (Liked booklet)

11. (Disliked booklet)

12. (What did with-booklet)

13. Yes (still have booklet)

No

CHILDREN 14. # children bund &r 6

ETHNICITY 15. Etnnicity (a) Black (b) Mexid/f-Amezican

(c) Are ather

,AGE 16. Age Under 21 21-25 26-30 34,35

36-43 Over 40

EDLC\TION 17. Highest grade completed

I4COXE
.

18. Income (a) S2-5,000

(d) abole $1

INTERVIEWER CWTENTS

(b) S5 -8,000 (c) $8-12.000

7
4

4

63 .
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t

additionally, audience response to the "Discipline" and "FR&R"

spots was corrected for amount of broadcast exposures and analyzed
)

-to provide the two indices of spot bmiadcast effectivenesi, Index G.

and Index H. These indices were then used to compare the "Dilci-

pline" and "FR&R" spots and, versions.

. From the respondent roster'fOx each test market, a %ample of

14.SMSA metro residents was Arawn for urposes of post-campaign phone
11

*

interviews. Between October 11 - October 27, respondents in the
. ' . 1

6 test markets were then ca4ed at randoM: A"minimum of 4 ;ttempts

, was made te.reacb each of the respondents. In the case of call=

backs, 2 attempts were made. The primary objective of these'inter-
r

views was to determine which ethnic spot ve.rsion(sl had motivated

the respondents to write in. In addition, demographic profiles

and reaction to the "Discipline" and 'FR&R" booklets weresolicited.

Accordingly, respiOnses'across all instrument questions were col-
.

lapsed and summarized according to discernible category. Findings

were analyzed and presented separately according to requests-for

the two printed book14tS,' "4 Ways to Discipline Child,en" and

"Where Do Adults. Come From?"'

4. Results

a. broadcaSteffectivenesfil

Following design and production of the new TV spots and

ooklets on "Discipline" and "FR&R," arrangements were made

to air the spots.as PSA's in six'Texas television markets .

according to,,the predetermined evaluation and research design;

4
-69-



In all selected markets, Anglo spot versions were broadcast

for a two-weak period followed by a second 6.4o-week period of

broadcast for Qne or both of the minority spot versions.

Booklets pertaining to the spots were aisseminated to all

responderits throughout the broadcast period andfor a week,

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

results of the Pilot Test broadcasts by market,, while Table 13

indicates the results byl spot and version. "Station Exposures"

refe,rs to the number of times the participating stations

aired the spots;_ "TVHH Impressionss the estimated size-of'

'the Audience for the PSA broadcasts, in thousands ''Mailed

Requests" is the number of requests for the free booklet*

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

(two weeks per version) and for a period of one week%following

-
the airing; "Index G" is the number, of TVHH Impressions in

3 4 .

thousands per mailed request; and "Index 'Fr is the number of

',requests received per 100,000 TIM Impressions. Both ipdices

/
reflect PSA effectiveness in the test market.

It can be seen from Table 12 hat station expogures were

,

,highest in the Corpus Christi marklt and lowest in Waco/Temple

and abuston. However, the station'exposures provided by the

buston and Corpus'Christi Aations resulted in the largest

:amounts of TVHH Impressions. In addition, the highest number

Icif mailed requests was generated by the Houston market, the

lowest amounts frbm Waco/Temple and El Pao. The most effec-

A
'tive spots in generating booklet requests were."Discipline"

-70-



"MARKET

Beaumont/
Port Arthur

TABLE 12

PILOT. TEST

EFFECTIVEIESS OF POSITIVE PARENT TV SPOTS
RESULTS BY MARKET

.4c 4C

SPOT VERSION DATES

BgbiCEN.COOKIES 09/17-09/30/77

s
'PTOILET 10/01- 10/14/77

STATION
EXPOSURES

39

HH
TRPgESSIONS
(100.0s)

NUMBER
MAILED
REQUESTS

INDEX INDEX
G H

501 . 31 16.16 6.19

32 408 59 6.92 14.46

Waco/Temple MONTA 00109-17-09/30/77 27

MONTAGE B 10/01-10/14/77 27

419 10 41.90 2.3'9

428 17, ,25.18 3.97

Corplis Christi BROKEN,COOKIES 09/17-09/30/77

MUCHOS COLORES. 10/01-10/14/77

67

1 Das() MONTAGE A 09/17-09/30/77 '42

AbNTAGE C 10/01-10/14/77 43

oustor BROKEN COOKIES

TOILET PAPER

MUCHOS COLORES

09/17-09/30/77 16 -

10/01-10/1/k/77 34

- ,

817 40 20.43 4.90

702 40 37.55 5.70

. 618

\564

.1,152

14 44.14 2,27

13 43.38 2.

6 107.00 .3

130 8.86 11.28

us tin MONTAGE A

MONTAGE B

MONTAGE C

09/17-09/30/7,7 28 326 16 20.38 '4.917

.10/01-10/14/77 "Lo8

\___/

329 21 -15.67 6.18
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SPOT
VERSION

BROKEN
COOKIES

TOILET
PAPER

MUCHOS
COLOgES

\

TV MARKETS

Beaumont/Port Arthur
CorpuS Christi
Houston

Beaumont/Port Arthur

Houston

Corpus Christi
Houston.

TABLE 4`13

PILOT TEST
EFFECTIVENESS OF POSITIVE PARENT TV SPOTS

'RESULTS BY SPOT

-CAMPAIGN

DATES

'TVHH

STATION IMPRESSONS°
EXPOSURES (1000s)

09/17-09/30/77 122

10/01-10/14177
4

. 10/01-10/14/77

1,960'

PAP

NUMBER
MAILED. INDEX INDEX

REOJESTS G .

77 25.45 '3.93.

,120 2,262 229 9.88 10.09

/ J

. "ZDISCIPEINE" TOTALS' (ALL VERSIONS) 242 4,222 306 13.80 7.25

MONTAGE A

MONTAGE B

Waco/Temple
El Paso
Austin

Waco /Temple

Austin

MONTAGE C ElsPaso

'Austin

09/17-09/30/77

10/01-10/14/7/

10/01-10/14/77

97 4 1,363

118 1,321

34:08' 2.93

51 1'5.90

1

3.86

' "F R & R" "TOTALS (ALL VERSIONS) 215. ii684 91 , 29.49 3.39
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.0.

a

*

4
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-4

,10. ' - 1 a ''", , ' .-. ....;
4 3

.
.

.

0 . ..f..;,,,...

"versions:: TOILETPAPE4 in Beaumonb/Port.Arthur (b =.6.11',:::014 0.

. ., , ,

ii = 14.46):' and theecombinabiokof TOILET PAPER and:MUCHQS- -.

. t fp '- 4
-COLORS" in Houston (G = 8.86, H = 11.28).4 HoweVer, ibtlf

.
. , ......

.

alsp provided the least efectivPspoti. with BROKEN COOKIES
.

during the first two-week campaign iv that Atkei'(G = 107,

H = .03). eAccOrding to Table 13, total station exposures

for ali'"Discipl.ine'14116 all "FR&R"
.

spot 'versions wete veTy',
--,._

. ....-

.,, ., . . ;40
.

Similar. However,.tlie.exposures afforded the ','Disc-ipli'ne"-' ,

O'r- .

.

_
.

spots resulted in asignificantly largv amount of 'audience- . ...

Jessions. Similarly,. ethe number of mailerequestsfor
: 0 -,

he cipl'ine"4tOoklet as,over 3 -times the total of re-
00

.

. .

qusts to;the'-"FR&RP.bootl.et. Among the 1tural wer-.

-,
.

spot.
1,
,

.
. sions, it'is apparent that TpILET PAPER was,the most effectiye

- k....

,

'Discipline" version and' overall spot vergiOn (G =.6.9.2,
. / ;

.... --.-

H =,14:46). Indeed, viirtuaily all 3 "Discipline" spots indi-
4_ ,

.- .. .
vidually,trted more effective than Chair "FR&Rf cOun parta",

)

An t e latter versions, .140NTAF4 B can
. -
be seen, to hold a

, D

. 'sli dge t3, "effecti5eness ". Finl/, as a group, the three
-

. , ,
.. "Dis 00' spot version were 2 times more effective ilk-' .

. . . .

.
,.. -

.
mOttvating viewers to write in than the three "FR4k" spots

- .:. e.
= 15 etc) , II ,---- 7.25 as co'mpired to G = 29.49;'H = 3.39) 04. -"IP

*

b. audience regpou.se .

ila .
.

ai,. .

*
Tab/e'14compares thepetcentage of P6pulatioda,re'siding

. , .

w he SMSA low income and non-fOw dnuOme cansus tracts .
.

witIA e percentage of mailed requests origiriating eroMdillthose
. .

r

*

r w x

tracts. Thai percentage of mailed requests,is furtrier coTre-

Jated with' the cultural versions of the' 1.!DisciPlifie"and "FFZ&1r.

,
1
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TABLE 14

t'

'PERCENT OF POPULATIO IN
AND PERCENT OF MAILED REQUESX ORI'GINA'TING FROM

LOVUD NM-LOW INCOME. SU TRA CCORDING- TO TV SPOT .VERSION

/94
Ne-../., TEXAS B OADCAS:T MARKETS*

he or
.tENsts TRACTS'

P

Low I come*

. -

w Liacome '

.
0',01. 40 .0

TOT

jeievi

:47 .:4

.

PERCENT OF
POPULATION.

31.5 '

PERCENT OF MAILED. REQU
AS VENERATED B.Y

AS GENERATED BY BLACK & MEXICAN-

ANGLO SPOT VERSIONS AMERICAN 'SPOT .VERSIONS

29.8 25.7

.68 :5 "70.2 74.3

100.9 100.0 00.0

(3,388,166) (57) (136)
,g

4

on test 'markets itcluded in this analysis: ,

BeAumont!Port. Arthur
411.

Waco /Temple

Corpus Chris ti 0:
El Paso
Houston
Aus.t

11,

\)

4'
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, . '1

spot broadcasts. Thtotal amounts of mailed requests indi-
.

.

, cite that audience response substantially increased:from 57'
,

td 136 requests, during the broadcast of minority spot,yer-

s

sions, against when Anglo-only versions were broadcast.

ever, during ari broadcasts, the percehtage of'requets

ceivpd from low income SMSA tracts was less than the percentage

of popuiption residirkwitbin those tracts: 'Furthermore, the

percent ormailed requests originating from SMEA ! income

tracts,,decreased during' Ole broadcast of minAlity spot ver-

sions, as compared to when Anglo spot versions were br§adcat.

Income analyses of all audiencerespowe by test market and

campaign are presented in Appendbeit16.

C. telephonl ,interviews

Te?ePhone interviews were conducted between October. 11

and Oct?ber 27, 1977, with persons who responded to the broad-:
0, 4.

casts of the ';Discipline" and "FR&R" P&A's by writing in for

the advertised free booklets patticular to both spots: A

:

total 0E8 interviews were comp ed with respondents in six

test markets: Beaumont /Port Arthur, Corpuseari ti, HOdSt011;

Waco/Temple, BO. Pase'and Austih. The pripcivl
s

purpose of

theseinterviews was'to determine, to which ethnic version of

the "Discipline" and '''FR &R" PSA'.s the persons responded.

y
In addition to information, on the PSA's and cortelted

iraphic data, eactions to.the booklets, "4 Ways to Discipline

Children" and "Where Do Admits Come°From?", were alSe soli-

-Cited. * /*

\:,

. #

Ut 42

-75-
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If

1

a \ ist

Tabiq 15,iddicates that the "Discipline" PSA versions
. N

,

. ir

(BROKEN tOO(iES,- TOILET PAPER, MUCHO4COLORES) elicited .far .
.

.

ggrater Audidi ce. response than,:the "Flk&R
4 PSA versions

(MONTAGES A,' B; of
f,

.

"According to Ae research htpothesis, one wwild expect
.,-

s $ ' ."' 1 .$..

persons writing in during and immediately following the first

--7--..,
two weeks of broadcast.(Catpaign I) when only.Anglo ?SA 11.07

\ .

II 4
sions were air,' to be predominately Anglia. The.prectriiage:

of Black and Mexican Aperican respondents would hypothetically I
'.-. ,

, .

.

....

rise during the second two weeks of broadcast (Campaign II)'t

es* -

,
., - _ :'.

A
e,non-Anglo PSAverSions,were Shown. Table.15A ref,ects

..

.

.'a 'preliMinary of the address roster ofirespondents far
,, -

.

Spanish,4urnames and confirms ,the itficreasdrover time.of_Mexi4.
. '

, 1,

can,Americ respondenxs, Data collected through telephOne

e 4 ,.

interviews to support the thesis is slim, however (see

.Tables l'k and'D). In 4ustin, one Mexican American respondent'

, 41L ,.,..

was contacted who had written 144isfiftar sit g the MA versigim

t . - !, j 446
of the'spoi. But in Corpus Christi,'none of fou -Mexican

.

American respondents contacted indicated.thejr had been moti-
,

..-,
, ,

. .

vated to write by.thi0MA version, although two rememberede:
.

4).
.1,

.seeing. it .1 No/ Mexican American respondents were 'reached in
.

'

the HortitAt area, while in El Paso, one Mexican American had
.'4'7. ,I. s

.

,

,responded to theAnglo version and a econd-incomplexe inftr3 .-

7. .

view indicated the to the MA version. Only ,.

\ .

s

. :
W

\

.' ...three Mont respondent's were contacted in'the Houston nndBeau-
. ,

-mont.4yort Arthur market and only one oflothese had'tespodde' 4

4

72
-76-*
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'TA.BrE 15

RESULTS Of PHONE INTERVIEWS
fi

PILOT TEST Of NEW,PRODUCTS'

4

A1..-Responden't and IntervieV Totals

Total Number of itespon.dentS

Number of Complete/ Interiews

"Discipline" '

(all versiorj) ,

306

48

."FR&R" ,

(all versions)

91

20

- -

'Nul;pbNie-r of Partial InterVielis
.

.

. 5 .. 5

4

, B. Res ondents Stith Sparkish Surnames/Total Sof Campaign Respondents
:

CaMpaisn I
(9117-10/(4/7)

Camp akgn

Houston Corpus Austin El Paso

'0/26" (0%)5

/99 (8%)

.986. (16%)
.

6/2'4 (27.)

4/24, (4),

0/13 (0.%

5/16 -(31%)

5/10(50%)

.)1§

4

4L, (10/510121/77)
I, ,

V

".... Response to PEA- Ver`gq /
V, di . :,

A = Anglo ers ion
B lack version ,

C = Mexican American version
AB -4 Anglo and Black kre.rsion'swithoutdistincti,on.

. ABC = All version's, without ,ciitinction .

L...

.111

6
V

. I
4

-Hipuor) .

Be.au ont/Pprt Aithur
COrpus Christi
Austirl
WacO)Temple
El Paso

'
A . . .B AB-A C ABC.

° 3
U.

Q16
I ..

3

3

,. 2'

4
6-,
5.

. 0
.

A

0
1,

.

0

,
No -recall/
Not'

2 '

2

'D, Response' to PgAs by' Ethnic

ti

.

)
Blaf. (N=4)
Mexican American (N=_7)

4.

Minority Markets)

8 AB C.
1

5 1 -

k

,

'ABC ,NRINSt

J

-
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41"bi,

to,.the,Black yersion'of the PSA. No respondent in Austin or

Waco/Temple markets redgmbered the difference betwee'n'Anglo

an4 Biatk.-vetsions of the "FRW PSA's.

-1
Table 16 summarizes the demographic characteristic's of

4
.

the "Discipline" and "FR&R" respondents.' Based on the date
el

of

from the interviewsthe overwhelming percentage of respondents

to both messages WeA Anglo% In addition; a significant number

of Anglos responded to the Black. liersion of the PSA isci-'

-

pline. Almost all of the respondents were women (92% "Disci -.
40

96%, "FR&R"1. the'ir ages fallIbugily into, two cate-

goriest women in their twenties,4mOstly with small children,

and women over forty, mostly-grandmothers. Virtually all

.44 ';respqndents had completed high schdoi over had com,-

.4-

pleted at, lest someyearSilin' college.
%

Moreover% tne vast

i
. . ..

maelprity'of respondehrS fall within a middle to upper income

bracket.

Regarding the booklets, respondents hadmailph moretolpay

about "4 'Ways to Discitline Children;'. than "Where. Do Adults

r

Came From?". In the markets receiving the disqpline booklet,

86.% of ,those interviewed hest already read the booklet when
-

contacted.

r
Most of these people wer/6, favorably. impresikea by ,

booklet overall, although fewfoundlthat thy" booklet mgort
.

twined much new information. Many pedple said that the book-4
.

1 . f;
.. I let was useful ''!as A reminder".

;

Th\j k
il

e most frequent reason given for requetling Oe disci-
, :

' 'Aline booklet was general interest in child care.by mothers

4(
. ,

,

.- .., ,
. t a . .

gs

-78-' * )1f
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TABLE 16

RESUFS OF PHONE INTERVIEWS
DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS

PILOT TEST OF NEW PRODUCTS

.544

'7.7,/ of Children
1 .

(A) "Discip

Respondents

(B) 1 ')R&R"

thnfpity

al' # o
g.dh

(A
, - 'kmr I01%)

t6

23- (10 S X)

flop

"Total # of
Respondents

Total #
3.4 Children

Total #.
W/ Children

Under 6-
Average #

of Children

51.(1(7)0%)

21 (100%),

37 (73i)

(71%)

31 (61111.

10 (48%)

1. 7

1.6

Anglo Black
Mexican,-
American Other

39 (8,1%)

19,(8A)' ,

C. A

Total # of
Respondents, -21 -25 26-30

4 (

.(A)

48

20

(100%)

(100Z)

1

0

(2%) 10

. 7

(21%)
r

(35%)

s

Education

#frof Some ,,
High School

# -(.A) 48 (100%) 0

,(B). .20(100%) 1 (5%)-

4 (8%) 2 (41)

3 (12%) 0

p

4

"31-35 36-40 40+

14 (29%) 8 .(11.7%) 2 (4X)

',3 (15 %)'4 1 (5%) 3 (15%)
"W"

Complete d
-.Higlh School

21 (44%) 4111 '18 (38%)

.

Some Completed.
College College

9 (18%)

,6 (30%) 9 (452) (20%)

E. Inegme

-, Total # of '4°
Respondents

(A) 46 (100%)

(B) 20 (10Q%),

$2,000-
5,000

2 (10%.)--,

Pa,
, 70;0 -

'$5,000
% OS)0

11111%)

4 (207.)"

$8,000-
12,000 .12,000+

10 (22%) 28 (6.1%)

5 (25%) 9 (45Z)
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Cr

C

with children of their own. A significant number of mothers

11

perceived some immediate problem in'discIlthing their chil-

dreg and so had written. The most dramaticiYf these perceived

problems was related by a mother whose hyperactive son had

recently set,fire to their thome. Another large group of re.-

spdadents were grandmothers who tended to pass. the booklet on

to their married children. Two respondents were teachers who

encountered discipline problems in their classrooms.

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

cipline booklet, specific impressions and criticisms varied.

14ariv '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-.

warding children as tending to spoil them. Others thought

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

Several people had shared the booklet with spouses, married

\
d..-

chi'ldren, and other households.` ,Specific slkggest4ons for

,

additional information as desired .by respondents are listed
.

in Appendix All and 12.

'-
,,

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

let, "Where Do Adults Comi From?" was many fewer than the
.

number interviewed abolArthe. the "oiselpline"' booklet (see

, ,

Table 15). Furthermore, re'acetOns were far less'substantive,

4
specific recall of the booklet was

A
shallow, and recept.ivityi

ito being interviewed less ravorable: Seyenteen of twenty-one

respondent& contacted had read,the booklet. Ten respondents
. . , -.. .



. .

/ 0

-
r ( 1.0

--c
.

had expected something different len they had written. in.
/

L

.

.

Some,had expected a lengthie'r, more detdred book, while

others expected a different content. Ten respondents were

favorable to the booklet on the whole, but.only one person

had found any new information in it. MosC of the'respondents

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

Once again, a number of grandmothers and professional dare=

takers wrote for the book. lie only specific part of the

booklet which sparked commenV was i treatment of the parental

role in teaching children fbotsexu lity. One respondent

praised this section, whi snot ej objected tht young chif-

dren should not ,be introduced -to se1xuality. A number of

people passed the booklet onto other households.

5. Conclusions

Results from broadcasting the new WU III products do not

support the research hypothesis: "the propert'ion of respondents

that LYVe in low 'income census tracts within a SMSA and belong tot

the ethnic group re"serqed in the will,increase when PSA's

directed explicitly at,that ethnic group are aireebver when ethnic-

directed PSA's are not aired". Instead, the proportion of audience
.

response originating from low income census tracts slightly de-

eased when minority spot versions were aired compared to when

'Anglo versions were aired.. In additron, regardless of which spot

1,
versIbps were aired, the proportion of response originating from

low income census tracts was 1 s lan'the proportion of, population

'

4 'far tho se tracts. Moreover, telephone sampling did not conikrm
e , . ,

.2

5



io

that ethnic-directed PSA's resulted increased mail-in re-

i,
.

, 1 ,
,

J spouse from ethniC group' member&. Very few telephone inter-

views

-

were completed wish minority respondents. ,1`iAte,4'd1 the

preponderance of interviewed respondents tended to be educated,
4

middle to upper income, and Anglo.

-,
r

N#

* ''. a

a

A

78
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V. Existing Product Testing and Results

0'

A. FIELD TEST/LONGITUDINAL BROADCASTS

1. Evaluation Design ,

The primary purpose of the POSITIVE PARENT Field Tests and Lon-

gitudinal Broadcaits was to evaluate the facility with which liaison

agencies in other rtgions of the country could sponsor. POSITIVE PARENT

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

mentation and impact of the campaign tests. Additionally, audience

r9sliinse was to be analyzed for SMSA income tract and G,and H values

4-

were & be computed for amount of audience response and broadcast

exposuze per spOt and market.

2. Instrumentation
7

Samples of the instruments used during the Field Test/Longitu-

dinal broadcast phase are presented in the 14ages that follow. These

instruments

tionnaires,

instruments

included: Liaison Agency Pre- and Post-Campaign Ques-,

Respondent Rosters, PSA Airing Logs, and Phone Interview

and Answer Sheets.

. 79
-85-
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Name of Agency

Test Market

FIELD TEST/LONGtTUDINAI, BROADCAST
POSITIVE PARENT) LIAISON AGENCY Go

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 complete`

the form and mail it.to us before the spot goes on-the air. Thahk you for.,

your.assistance. 4111

1. What parenting services does yOur agency /organization provide? What.needs

do you attempt to addresg"?

2. What parenting communities do you serve?

3. Does, your- agency publicize, advertise and/or promote its serilices.46
what way(s)1

0

A

, If it does advertise;"whavresponse does the asality receive to. this

advertisement and promotion over an averdp month? time? /s it by

phone?' by mail? in persoll? Please provilde numbers tf possible.

.

,e
% o

f -

B.' If you do trot advertise, please give us an idea of how many parents

contact you for Wormation or services over an-average'months.s time
an how they do this.

. ,

_

,4

-86-



p. f 4

Name of Avincy-

Name of Test -Market .

FIELD TEST/LONGITNAL BROADCAST
POSITIVE:PARENT POST7CliMPAIGN QUESTIONN4IRE

EARLY CHILDHOOD PROGRAM
SOUTHWEST EDUCATIONAL DEVELOPMENT LABORAIORY

AUSTINTUAS

YOUR RESPONSES TO THIS QUESTIONNAIRE WILL HELP US TO MEASURE THE\IMPACt OF
* T4E SPOTS IN YOUR MARKET.AND.WILLHEI,P MTO IMPROVE OUR PROCEDURES FOR
MARKET TESTING ADDITIONAL TV SPOTS. WOULD YOU PLEASE RESPOND TO THE
FOLLOWING ITEMS. THANK YOU.

ORIENTATION

-

sr

1.. bid SEDL give you enough 4tfOrmation to enable you, to -Setve at a
local campaign-test facilitator?. "(circle One)

Yes Ne

If "no", A.That else should SEDL have given you?

-4

2. The orientation manu-al (circle "yes" or "no" for each)

al was necessary in order to complete the campaign'
°it

Yes No

If no, why not? lt

-

b) clearly explained what efte facilitator had td do AI :

Yes No

A

ti

If no,'ilThich parts were unclear?

-87- v
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A
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.

c) had Xhe right amount of information in it

\- Yeb No
JP.

If no, what would Add or takout?

p.2 of 4

.- Other comments about the miva1

".2. 6.r."

. In what other ways could SEDOl provide a better orientation to facilitators?

IMPLEMENTATION s ,, .
,,

iv, . ,. *,... ''. , . .

his project pose specialprobleMs for you as a tacilitdotor?4. 'Did any part of,

(circle'one)4

If yes,

Yes No.

a) tell what part(s).

.
. .

b) describe the problem(s)

4.,

.

c) tell hover yousolwed the probldt(s)

.
1

. 5. d' you riake any changes in" SEDL's POSITIVE PARENT testing or liaison.

ach? (circle one)

Yes

If yes.: what would You,change?

No

. : 82
-88-
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p.3 of 4

6. Awed on you1 experi&nce, what 'do y ou think 4sthe best way for a
facilitator to' work with the TV Stations in carrying out the TV..spot
campaign(s),? 4

IMPACT*
1 40 411

Airerkiw

.

During the five weeks from begincangtl spot Airings to a week after the .

' airings ceased, did any pertone:redct to. the spdts,by contacting youyor 0
inforrgtiom or services o r than through the booklet Tequest§7

4.0'

111tIf so, aelbroximat7y oW:many?

If 41111.ist 4 various methods
calls; etc.). 0 ; : 4 .

.

. .

penplp used to contact
k

you
.

(e.g. retterr.

,

8. -other changes in, audience responst to your
notice during this, Ave week perioa?

P . . -14,

- .

agency, ir,any did you,

# 411

,How4uch of this 4oyoZirthink.wasdueto the spots?

t Q

4
4

st

9: Was the amount of audience,reS2onse to the .spots
period ('s) less than ,clu expected,, about what yoU

you expe_eted? (circle one Y%

"Les,s than expected "About as'expected

Explain wh.)% you think this happened,'

during the campai$00
expetedar more. titan

Mor'e. than expected

0

4



4

10. Hasthe campaign helped your agency? (Circleone)

p.4 of 4

1

4.

Yes No

Briefly tell how So- or, how not.

.
4

*ea 6

.
4111

.
Could 1phe complete. series of spats apd boo
usefulness for your agency) (circle ono)

les

if yes, 'bTiefly tell how)

0

4

,

.10"4 ."

".

No

ny further

I

.

4

84



.*0

.

0

4'

Test Market

.TV Spot<s) .

BBooklet
4

FIELD TEST /LONGITUDINAL BROADCAST

RESPONDENT 'ROSTER ',
°

t

Response, sa trif N.ai/Ad4ess
oNumber" Postmark of-Respondent Code

.
14 .-

. .
..

,fr

.

.J

6

.

.t,

8

4

at

dy

. 85
-91-
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\ FIELD iESTAINGITUDINAL BROADCAST

4

,
Msrket

Station, ow

on
Art Dates.

4

a.

tl

"POSITIVE PARENT" PSA'S

7

Airing tog ,:

" Spots`

9..
.

I ,

.

NUMBER OF TIXES SPOTS Ai

WEEKDAYS:

...

o .
:3%,

LENGTH .OF SPOT

:60

N.

#
. ,

.

7:00 - 9:00 fM
., .

. 9:00-- Noon
. .

.

Noon - 3:30.P:1
. . .

- 3:10 - S:00 PM
,

- ,

.

.

.'

5:00 - 6:30 PM t. '

, .

,

6:30 -. 7%00 PM
.

.

7100 - .,.,0 ..M .

.
.

,

.

.

LQ:00 - 10.30 P.
.

'

10:30 -.MjDNIGgi

SATODAY:
..:

., .

8:30 Ali - 1:00 P+
.
.

.

. 1

SUVT1AY:

ea
.-.....

.

.

-1:00- 4:00.PM
...

L

-,.
.

. .'. ...

OTTIED. T/Y.Eg (Pcease fist) i
; fig0

. .

.

.

. ,.
.

.
. ..

4 .. .

'. ,

$

0 ' 4 . . .

,

. ..
.. ' , .

.

4

a '

1

,

. ;

.

1
1

t .

'..."

. ..

.

.
.

.

.

. . .
. .

.

I
"PQSITIVF PAR4NT" PSA'S are 44veloPed by:

- .

The Early Child'hoodPr.pgrap 4'
.

*
Sputhu'sr Fievorational De:.elor:ent Laboratolf 'yo,

/11 'East Sc.v,prith Street * I,

Austin,T 78401 , , (512) 476-6161 t

' ,

L
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1
40

PliSITTOItP4,ReMT FIELD TEST

4 PONE LITERVIgt,INSiOJIMENT

it'
i

INTRODUCTION: .Helbo. Is Mrs. (Lincoln) in Hello, Mrs. LidAoln, my name is

(give real nabe) . Severer weeks agaayou wrote, for a Copy of a

. l - , free b6oklet n ' . ..I'm calling tom the
SouihweicoiEducational) Lab liAustrd, Tode4"to ask your opinion

, about tire booklet so we can improve rt Bother parents.

. ,

.

. 4
.

'''

. k

..1 .

.' v.

,e. . li Did you receive the booklet called . ° , in the m'ail' --1
, ° 4

I ,

0 (IF .ncEs y, he p reiporldent tecall by sayidg, "'That's the one with the ,

,...i 4

/

p.1.-of 2

4$

00.

- `(see att hed she ) on the pew,"

s .' IF YES, continue with Question 42.
.

-. ..,
.

, - ' .

;. iF,209i ask,
t '-

.,
. , -.,

1
.

.,)
Did-you write to POSITIVE PARENT requesting a free booklet?

4

4

.

.
,YES, ask

(

Did you seean announcement on TVtelling about the fyee bobtclet'

. IF YES,., ask

Did you the announCerient more than once'

IF YES, ask
AboupOROw cagy times did you see r 4"

IF NO, ask
Now did you hear about the bielit"
Why did you write away,for the bookletl,

Lf you would str11 like' a-booklet, we would,be happy' td send'you one.
(IF they want ,booklet, take dOmon correct name, address, arla zip)

4

2. Did yousee an announcement on IV telling about the
'.. *

YES:lask )

k

c= IF .
.,,

. -

\ 4a) ,D14 you see the announcement more'th
ilk) IF YES, ask

About how many times did you s

(c) Is this Ne fist time you've 'written

IF NO, ask
How did you h ar at:tout, the booklet'

4*
3. Why did you .write 4ray for the booklet'

free booklet'
.01

. '1110

or free informat '

. Can you'tflt us whaNyou expected to receive when you 'wrote for the booklet'
. ,---)

,
. ---

..

I., 0 .

5. Have you hada chance to look through the booklet'.

IF YES, Orocede to Question 0 6.

IF NO, ask
Do you ,still have booklet:'

(0) tF O, ask
Do y,ou, knoy what klappened to the booklet'.

TIIILRACEDE to question f0 l4 and cAbiplete the interview.

4M

(b) IF YES, ask
Can you help us by-telling us why you haven't read

. .

the booklet'
ilit, v-

-11'' t

. THEN PROCEDE to quest on 0 14 and comp to theonterGibw.

°

htt

'

.1

1



2,4

Was thebookiet

4

7. Was ad

l .

t you expected?

of the information id the.booklet,new to you'
c ,

& IF Y ask .

. .

-4 About' how much of chi Idformationia the.booldt was new to you?.
.-

dll of it/most of it/some of it'.
, A

IP t

p.2,
of 2

%

IF YES, asl! ' 1

, an you remember an example of sotethidi from the booklet that
vas new -for youJ

A .
u?

8. How muchof. the informatIion in the bookl4t was useful to'you'
all/most/some/none ''",

IF INFORMATION WAS USEFUL, as ..

(a) What in particiWir was useful to you'
(b) In what wm ay w it useful to'you' , tf

(c) '.hat addition informaeOn might alsgobeuseful to you
..

4

IF INFORMATION OT USEFUlt, ask 4
Can you give us some suggestions about what lind of information

- would have bees useful to yvul%.
Ilk .-

""
fig

4
-

. li
Have'you used any of the suggestions. in the bookled.with your ohild'

-IT iEa, ask i

9.

10.

r4
11..

12.

4

L

Whilch ones haveyo tried'

f

Was ;Ore anything you pertioolsrly 3iked about the booklet' 4,1egie explain.) .

10 _ %I.
O., ver

Was ehere anytheOg youiarticularlyiiiliked about the
"

booklet' (Please explain.)

tihat dtd you-do with the booklet when you finished.- beading it'
.

13.,, Do.you still have the booklet'

CONTINUE JNTERVIEf4 BY SAYING.
. .

.

11 044' We would like vr know something,a owe the people who write in for ourbook:ets.,
. I have lust a-few morequistions to isk:you abalt you and yodr family.:

, t . 4
.

.

,-.

' IA. How many thildTendo you nave livrtuinfour household' t

0 0 'HoC, ti any are under 6.years of Age' ' -'

i r , i ,

mie-14.. To 'which of the following ethnic grout* do youjoiong:

.

% (a) Back/(b) Mexican-American/(c)4nglo/or (d) other?,

)
. -AO

16. yn.which of pe'following ego group, lo
7

(a) under 21'00
k

2111.5:(c) 26.30 r(d) 31735 40. 36 -40 (f)'ower40

17. asarany years of School have Amu comileted?.
V,

?

/

IA. Was your gamily,incoma for last yes! loiween

(e) a- 1400 ) $5 - com (0) se - 12,Ob0' 0rps) abova $12,000

" .

.

That's all the questions I lava. Thank you very eucti.f r apaading a few miTites.
.talkiilg with mu." We appreciate your Interest and hops 6u have enjoyed our .

Materials. .
. ti

4

ti

'

4

441
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EATS

a

'FIELD.TEST PHIONR INTERVIEW

'ANSWER SHEET

L.

/ /

RECEIPT
OF B.Lit.

Alin

1. Yes

No

SITE A

21.

CAliAiGN

0
TIME OF DAY CALLED

if no, '

' 4 .

(Did.yA write for booklet?) yss no ,

0

4.=%.

:

`11

(Dili you see RSA?) yes L.
4k4.. ico '

4 (more than once?) yes ',it on 0 tines
o

_-
,

(hoe hdaid about booklets) ti,, . .

A .
(whr viore for

I

I

AD.

"`

READ
BOOKLET,

1

.
O

2. Yes . ,Iillyes,

No (a) YES No
, ---- (f times seen)

{b) (write for fie' info)
. -

, IL If Oct,.

(how heard abouj bo

in

3. .(Why write for booklet)

4. 1What expected)

5. Xes If no, .

No'.

-
Tea Nor ('!till'hivt booklet)

s r If ao (Where booklet is)

If yes (whf haven't rea!)

4 6. YodiNew:INEW comm,s, if spy

No A

j. Yes If yes, (s) all, (b) most

No ' If yes,* (b) iexa4101,2

Most

Sons

None

If yes,

(what useful)
,

(in what way)}

(c) lose _

" t

additional useful info)

0
If no,

w.
(whatItulu have been 'useful)

1

4iF

a

-

, . *
6



Ire

,*

.

. gp

NSW - 9. 'Tea.

SUGGESTIONS 1
If yes,

which ones)

10. (Liked booklet)
.5

(Disliked booklet)

r

12.. (What did with booklet
-

CHILDREN 14,

ETHNICITY 15.

AGE. 16.

EDUCATION 17.

/ '
INCOME 104

(still havi bdoklet)

# children _frunder 6

'.

Ethnicity (a) Black (b) Mexidan-American

( AnglO (d) other
. .

a undo '21 '' 21-25 -26-30 31-35

36-40 over 40

Highest grade toisleted

.

4

I

Income (a) $2-5,000 (b) $5-8.000 (c) $8112,000

.

7 4:1) above $12,000 -

r'

INTERVIEWVA'COMMENTS

, ,

.

,

t..

a e

1

4

r96'

rS

I

_4

'

110

r '

a
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Data Collection' ai Analysis -

ti

Pre- and post - assessment Astruments were completed,by plldhe and

'mail with teft Liais n Agencieg sponsdrinR POSITIVE PARENT Field Tests,

and Longitudinal Broadcasts. .Responses per questioe were collapsed

,

across.a11 agencies and summarized foropresentation.,.,

Broadcast exposure4and audience response data were'compared and
1

-..

analyzed iri. the same manner as in thgPiloCTest (Texas broadcast
it . , .

. : . .

tests) phase for the newpioducts. Audience response was corrected
t -

for brOadcast expoure to generate indices of sOotkbroadcast effec-
. r 4

tivenesf. .SMSA
#

write-in.,response oas' analyzed for census Bract origin
.,

vii

_...

and iftcome designation. -d

.. . ,
.

Samples of respondent ware drawn in'similar CAshion to the.

1.

,..-

. .

Texas samples, and. phone intervisews were conducted with respondents'
.

'.in' the 'six Fi,eld Tst markets. The priftciipal irate of the'se

views was to gather pertin'en't debtvaphic data on respondents to the

, . q

Field Test 'broadcasts. Secohdarily, reaction'td.the respective book-

lets was alAo'Atiined: Repois ies,to the instrument were sum-
, .

. \

.

--
marizAd per question and analyzed per spot and booklet. /Finally,

,,
.

..
. ,

resulti'yere-cumulatively summarized across all Field Test spots and
I jk

M booklets .
1$

Results

A. pre/post assesstents.

Ten liaison Agencies served s campaign .ponvirs for the

_POSITIVE PARENT field Tests arid. Longitudinal Broadcasts; Sum:- .

.

m5ries of pre- and post-campaign assAstments_with the'agencv

facilitators' are presented in TablAs 17 and 14.44A majority of

. the agencies offer educational programs andraOpoort servi6es to

01/21.

'
'

97 -1

4".



go

'

I

I

_ ' ow .

parents Of preschool children throughout ,the Nical community.

. . .

Low-income minority populations were most-nentioned as the .pri-'

mary recipient group for these programs and services.

all of the agencies reported 'that they publici*,1 advertise and/

Virtually

<I

-

or promote their service's. Iftide variety of comllunicatidn media'
.,.

are utilfied :for these publicity efforts. For, the MoSt iart,,
. . . . #.

audience responsd to the 'agehcies as a result
.

Of these
4 4 i 1

cations varied from moderate Nikheavy.

SimaL
greement that SE61.:s

,,poses of the.projett. Facilitators heartiay endorsed dirkect,,a;d,

communi-,

/".
Virtually'all agency facilitators, reported that 5pL provis ded

their'agen ies with sufficient information and:orientation stra-

4111te. :Fampaigns.. 'Likewise,tegies prior to the
,

there was'Common,

liaison approach was-adedtge for the put'-

ts

continu ed

Means of

the campaigns.

p ersonal contact with station prtgrammers as the best

ensuring

-identified as

.

smooth operation of the broadcast ,iporti)ont'of
. . .

r- . '

The retrieval of station broadCast data,14as

the greatest sgle
. .

.the .projlict.

tatorS felt that the airingApproximately half of the f

of the" spots in their markets

audience response

resul d in an increase of general

. .

to their.agencies. A majority of the. faLli-

tators admitted that the amount.of booklet write-ins for thei; -

market exceeded original expectations. Flmadly:_the facilitators

4
express' that involvement 'th the POSITIVE:PARENT campligns

. .

uhed resulted in a. variety of ; tne. fi t s to. the ir. 'agenc iee andthat
..,

the products def-initeiwpossessed further.usefulness:-

I!,

,

tr.

2

t

A



TABLE 17

IR
,FIELD TEST/LONGITUDINAL BROADCAST

14ISON AGENCY PRE-CAMPAIGN QUEgTIONNAIRS

SUMMARY OF RESULTS,

rr
,_

-

I.. What. patenting services.; does your agency/oganization provide? What needs
,

. .
Ido /gu attethlyt- to address? --

10
-

. 1 ''' . '

tlf of the agencies-either offer pelt education classes'or

- information and referral for child care related family

'4- services. The remaining groups offer a, rse array of ser-
,vices: workshops, seminars; pareFt coaper iiies, tempptary. .

. -

,ichild ca5 te 'facilities,.schoqkf.amily case workers, and a data
land program information cleariAlkpuse on children and Yrouth, .

)
'services.

. 44
.

. . 4
iThe 1 rge t single recipient group of thesq4Pervices is parents

i
7r. Idf prescho 1 childrn. Ad4tipnal clientele include- children

iwilp Sp al needs, preschools p themselves, and parents pf-
. . 1

ieldAttentary children. -
,11

.

.
. ; . 4,

Virtually all of these agencies primarily :attempt- to strengthen

at* suppiort the family.unit bY emphasizing the positiye value 'i

of parental influence and by meeting the psychological, guidance, .c.

- land social ne parents and children. Several of' the programs
. 4, ,,,

ldontain infqrmation on child develOgent and chil4Trearing skill's.
,,-

%
. .

,

.

.

-
AP'

Z. WhatiparentinfrCommunities do,pu serve?
1 ' .'

. 0,
.

.. - .
,

. .
,Primarytaiget communities include economically depfesseq ,

. ,
' .minority populations. Handicapped and Angl poptilationsare

.

.

, .._

..:,,.. ..,
;, ,

. ,alSo Oerved. .16

4

Th intended se rvicne\ioree fo
lo

, . . .

g intended gr th ae,g programsare equally

.

)dispelSe between statewide, SingleO Icounty,,, city-wido,

and. nel borhood coverage.
- ,

.

.
.,. , ,

.
. 3. Does-your agency publicize, advertise ,iind/or promote its` services? In

.

, whaeway(s).? . - a '

,,,, TS. r

. .
, .

Eight-of the agenci es are active in advertising' their se ices -,

. and ffograms. Principale2pUbliiity and-promotional' medioi i "skill:
. .

newspapers and newsletters, aiiide variety of print media ro-

ehures, flyers, handouts, pamphlopts,,class schedules, and posters)

, . I radio, television, and public fdrUmsapd-Appearances. To d. lesser

degrfe, the agencies also utilize person -to- person contacts, letlers,
v 6 and word of moutlcommunication. One agency publishes its; own maga-

.0

.

zine: ,

,

3
e 4

4

'
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. 4 / 0

y

... ' 0 i"I, .

:

A. ;fit does adver,tise, what response does the agency.receive to this
advetisemedtand promotion over an average montif's time?. Is/it by :

\
phone? by mail? in person? Please. provide numbers ifjpssible.

-

Agency response is received via: *phone.(from 30 to over 400
calls per month), mail (one group repo.rted,20 letters per

.month; another.agency receives. 400 mail.requests in this period),,
and personal codtacts (one agency responds to ApprOximately 100
contacts'in a month's time).

If you do not advertise; please give us an idea of how many parents
contact you far information.or services over an average month's time
and how they do this.

Two agencies report eithe,,t. an ,undetermined a very small,(5-10
phone calls) amount of dUdience response in a monthlyieripd.

tl

;

oft

"

1

94,
100
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TABLE law

FigiELD TEST/LONGITUDINAL- BROADCAST
'1

LIAISON0-AGENCY POST -CAM15AIGN QUESTIONNAIRE

SUMMARY OF RESULTS

'MORIENTATION

r

1. Did SEDL' Jive you enough information to enable. you to serve aselplocal

campaign-test facilitator?

All 10 facilitators felt that SEDL furnished sufficient information.

2. The orientation manual: (a) was neces ary in order to complete the
campaign, (b) clearly explained what t e facilitator had to do, ,(c) had..
the right amount of information in,it?

Eight of the facilitators felt the orientation manual was-necetsary.
One facilitator felt the manual co tained an unnecessary amount of
information while another individu considered phone and mail com-
munication during the course of the project, toke sufficientlof it-
self. Nine facilitators reported that the manual furnished clear
and concise explanation of their project responsibilities. 4 .4'

3. In what, other ways could SEDL provide a Netter' orientation to facilitator's?.

Two facilitatdrs who 'work in large agenciesgencies would have preferred a
more direct routing of infotmatiOn to them. Ottler.faciliteors*
expressed the desire for_mord campaign'lead time, an orientation
meeting prior to campaign implemkntation, less ,"legwork" , and
greater support from SEDL with sWion management and station handlIng

,

of t-he spots.
k,

%

4111.

IMFLEMENATATION

4: Did any part of thisproject pose 'spAcial problems for you as a facilitator?

By far the greatest problem mentioned con fisted of the facilitators ,

retrieving the broadcast log" Additionally, facilitators specified

1
difficulty in keeping stations on the broadcast schedule arid in or

wariing audience response to SEDL. Stations tended tobalk; qn In

some ases object strenuously, to keepin the logs'. Facilitators

would have'prefersed to not -send audiencE responsos intact to SEDL.

1 (

.
. .

4. .
.

Wheetifficklties arose, the log data-was princioonlly retrieved by
having an agency person visit the stations and .record the.bro4dcast
exposure or by applying phone and.in-person pressure to 'the station
programers. Facilitators it markets with the heaviest audience resp.onse
preferred to record respondents on a roster sheet and forwrd this to
SEDL.

.

-101-

95. -
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5. Woulg, you make any. changes in SEik's POSITIVE PARENT .te-sting or li-aison

ptoach?'

Ei of the agencies considered SEDL.'s testing and liaison approach ,

did not' require any changes: The remaining agencies suggested extra
,publicity and Promotion (e.g., TV talk shows, news articles) to be

. used concurrent with the spot broadcasts" and that spots be .tagged
to more identiffi? the booklet that is disseminated foi

a particular -spot.
.

f

.
# . .

. -
.

.' o

6. Based on your experience, what do you think Is the best wayfor alfacili-
tator ,to work with ,the -ty stations in carrying 'out the TV spot campaign(s.)?

. . Facili iioverwhelmingly endorses4 direct Contact with the station .-iihrt. overwhelmi.
programmers- Two individuals ,relpmmended the sequential strategy of :

(1) introductory phone calls to the PSA-responsible programmers at the
.stations, (2) perSonAl contact with these persOns, and (3) follow-up
letters. Other 4cilitators felt it advantageous ,to clear the pro- 7,6
ject through' the ssittion program director and general manager and to
obtain their full cooperation from the very beginning of the project.

,

IMPACT
.

7t During the five weeks from beginning of spot airings to a week after the
airings_ cease4,did any 'persons react to-the, spots by colI.cting you for

information or -services other han_ through the booklet requests?

Eight facilitators reported audience response other than booklet

requests. Seven of these facilitators reported 15 o:Fw.er .con-

tacts: One 'facilitator reported 2,500 contacts: The majorityomk-

all contacts originated via phone and mail.

ii. What other 'changesin audien e response to your agdncy, if any, di4 you
notice during this' fi4V"iieek period? *,. . :10 ' .

. . .

.
- °

Half of the faciliktor did not notice an appreciable change; fn t .

. .

change;

fes once to their%aanci s..... Where a change, was apparent', t% the faciji-

ta ors rqpqrted persons t desiring to learn more about the early
childhood' and parenting programs of ,the agency, requesting ac&ss to
the spots theAtelves, and gederaIly'admitting a heed for these types'

411.i' iii:
of educational,msterialst, kmajority of the facilitators felt tile- ..''

spots p.primarily otivate4 these .requests; ..
.

41 .

4
: ,

,

/ ,p
, 4

NA

.'-' I,
, .

's,..,'
9. Was

ri
the amount of audience response to the spo64..Ourin. the al n, ,

eriod(0 lest* than you exp4cted,- about what you expected,J'or more thhn -"i,..
_

4 , you expeond? "Exp.lain,.why you think this happened.
- .....

1
C 4

. %

' Six facilitators repotted the amount of response tb have been greater

than they expected. Three, facilitaiois' reported lest response thzin

0 9C
-102-

,
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( I I

. %

4dOr'
A - ik

expected. The facilitators,felt the healthy'responsiwas 'attributaF4
., to'a'variety of factors: parents were really interested in the depics

and desfreous'of assistance, the spots were easy to understand and
portrayed reallife situations, and stations reacted positively tothe
production quality and message of the spots with favorablechedurns :
and, amounts ofex011-67e. The remaining facilitators attributed th
poor response in heir markets to: lack Of, convenience in requir ng

a written response, small amounts of ekposure at undesirable viewing
ktimes, and variations of audience interest in the spots when'more'
han two werealred (longitudinal markets).

10. Has _the campaign(s) helped your, agency?

Eight facilitators contended the POSITIVE PARENT campaigns4has helped
their agencies by: creating greatei community interest in the early
childhood andpaienting programs of the agencies, affording greater
agency visibility, indicating demand an need for local publications
in early 'childhood topic areas, associ on of the local program witl}

the quality of the spots, and - furnishing general positive PR for the
agency.

11. Could the complete Series of spots and booklets havb any further usefulness
for,your agency?

a

All facilitators,felt that,the materials held the potential for future

agency use.Suggested'4plications included: general parent educa-
tion material and as a program resource, for use with teenage parent4,
in serving public education needs, as discussion starters and follow-
up materials on ITV, as broadcast campaigns preliminary to the opening

of school, and to positively influence community attitudes and, generate

community awareness of parenting skills.

9(

ry
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f

'b. broadcast effectiveness
.

Nine different POSITIVE PARENT,TV spots were broidcast

/'tested either in selected Field test markets or a pair4Of.mtr-
.

kets designated as Longitudinal Broadcast sited. Each of the

.

spots was fired in 30- and 60- second versions for a period of

.

.

four weeks. Booklets.respective to the spots were disseminated .

6
from EDL throughout the broadcast period and for a week'foVow-

ing the close of the airing schedule., Table 19 presents results

by market of thd&Field test broadcasts; Table 20 reports results.

of thd Longitudinal'Broadcalts. Table 21 summarizes broadcast

effecti4ness by spot for all the POSITIVE PARENT campaigntests.
, .

According to Table 19, Birmingham overwhelmingly led.all .

Field test markets in number of broadcast exposures, volume of.°

audience impressions and amount of audience responge.' Sacramento

and Memphis aired the spots the fewest number of times. Fresno,

Memphis and Albuquerque Station exposures resulted in thefewest'
)

audience impressions., Fresno and1buquerque reported the least

amount of audience response.

It cad be seen in Table 20 that contrasting broadcast trends

resul,ted in the two longitudirial markets. With slight exceptions,
, .

the amount of station exposures, audience impressions and maiied

. .

requests generally tended to increase in the Orlando market, but.
I

decrease in the Jacksonville market.' Cumulatively, the amounts

of station exposure in-the two markets were virtually equal, but

these exposures in Orlando resulted'in tree times the amount of

audience impressions achieved in Jacksonville, Bowever, this

4 proportion does riot extend to tiletotals of audience' response

9 3
P



TV MARKET

Sacramento

I 4 v.
EFF

TABLE 19 .

CTIVENESS OF POSITIVE PARENT TV SPOTS

CAMPAIGN SP-C3 5 DATES

I

II

'San , I

Mem is

Birmingham

ltugusta

Columbus'

Fresno
0

Albuquerque/

CIGARS

II

1,

FIELD TEST BROADCASTS..

RESULTS MARKET

TVHH
STATION IMPRESS

4X2OSURES 1000s

04/16-05/13/77 \ 20

ONSTROUS 05/28-06/24/77

MONSTROUS 04/16-05/13/77

CIGARS

BEDTIME

GLASS

Q,k06iSS

:BEDTIME

*

PANC ES

BREAKer

BREAKFAST,

PANCAKES'

FAMILIA.

-* INDEX q is Wined as the

.11 j,

INDEX.-1.1,-it defined as the

05/28-06/24/77

04/30-05/27/77 35,

06/11-07/08/77
'7.

04/16-95/13/77 ii

05/28-;6/24/7/1 480

18

23

04/16 -05/13/77: 49,

05/28-06/24/77 63

044b-05/.13/77' ,.71

65/28-06/24/77 .45

04/16-4)5/13/77 86

04/16-05/13/77, 63

1,104

1,157

101

412

190

2,54:7

3,374

.985

1 ;6228

990

NUMBER
MAILED.. INDEX it INDEX

REQUESTS G* 1-1)

117

65

60

112

95

337

93 10.59

. 11.16

90 11.00

8.21 12.19

16:98 5.89

7.87 12.71

11.68

10.11 9.89

3.52 28.42

28.81 .3.73

10.01 9.99

110

675 .93

3 131.67 .0.76395

1.,(9a
1 1,038.002 0.10

9.44

8.96 ,

9.09'

7.26 )3.78

0

AIN

number of television household impressions in 1000s) per mailed request:

number-bfMa'ired requests receiveg per 100,000 terev4sion household impressio
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TALE 2

,EFFECTIVENESS. OFPOSITIVE P POTS
.

ORLANDO (0) AND JACKSONVILLE (J) LONGITUDINAL BROADCASTS

I

CAMPAIGN
STATION

_EXPOSURES

TVHH

IMPRESSIONS

(100s) -

MAILED INDEX
REQUESTS G* .

INDEX
H**

SPOTS# s DATES 0 J O. J -,0 J 0 0

GLASS 01/29-02/25/77 14 50 457 737 16 161-.28.56 4.58 3.50 21,45

PANCAKES 03/05- 04/O1 /77- 4`6 51 1,718 448 69 140' 24.90 .3.20 4.02 .31'.25

HOUSEWIVES 04/09=05/06/77 36 '39 1,267 443 33 81; 38.39 ,5.09 2.60 19.64
#

MILK/y-kt-. 05/14-06/15117 30 33 822 391 67 'ND***. 12.27 8.15

,

BREAKFAST 06/18- 07/15/77 I 63 46 2,241 739 '14 36 160.07. 20.53 .62 4.87

CItARS 07/23-08/19477' 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

* * *

Vex G140.s defined-as the number of television household impressions (tn°1000s) per mailed request.

Index H is'defined as the number of. mailed requests received per 100,000 television halosehold
impressions.

All mailed requests in resporise to SPILLED MILK were

101

lost in route tiom Jacksonville to kustin. 102 /



SPOT',

OUSEWIVES

MILK

4

-TV MARKETS

Jacksonkrille

Orlando

Jacksonville

ADIrlando
4

*

TABLE 20 (continued)

EFFECTIVENESS OF POSITIVE PARENT TV SPOTS

FIELD TEet AND LONGITUDINAL' BROADCASTS

CAMPAIGN
IATES

RESULTS BY SPOT
a

TVHH'
STATION IMPRESSIONS
EXPOSURES (1000s)

04/09-b5/06/77 75

04/09-05/06/77'

I/14-06/10/77 63

,05/14-06/10/77

1,710

1,213

NUMBER
MAILED INDEX IivE)

REgUESTS G* H**

%120 14.25 7.0'4

67*** 12.27 8.1!

* %Index G is defined as the number of television hOusehold impressigns (in 1000s) per milk
request

* *

* * *

'Indexill is defined as

hold impressions.

Only'Orlando requests

A

the number of mailed requests received per 100,000 television house-

4

reported No data from Jacksonville for this campaign:

103
I
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POT

IGARS

TV MARKETS

Sacral nro
San Diego
Jacksbnville
Orlando

NSTROUS Sacramento,
San Diego,

EDTIME

GLASS'A

PANCAKES

Memphis ,

Birmingham

Memphii
Birmingham
Jacksonville
Orlando .

Augusta'

Columbus.
Jacksonville
Orlando

BREAKFAST .Afugusta

.Columbus
JacksdhVille
Orlando

FA:MILIA -Fresno

Albuquerque

S

r TABLE 21'

'EFFECTIVENESS OF POSITIVE PARENT TV SPOTS

TEST 'AND LONGITUDINAL BROADCASTS

,RESULTS BY SPOT

CAMPAIGN "T- STATION

DATES 4.2, EXPOSURES

04/16-05/13/77' 145

05/28-06/24/77 31
07/23-05/19/77'

07/23-08/19/77

05/28-0/24/77
04/16-05/13/77

04/30-05/27/77
05/28 - 06/24/77

41

215

06/11-07108/77 4 i202
04/16-05/13/77
01/29-02/25/77
01/29-02/21777

,,f;

04/16-05/13/77 91

'05/28-06/24/77
Q3705-04/01/77
03/05-04/01/77

05/28-06/24/77
04/10-05/11/77
06/18-07/15/77
06/18-07/15/7.7

04/16-05/13/77
04/16-05/13/77

/ 4

TVHH
IMPRESSIONS
(1000$)

1

NUMBER
MAILED
REQUESTS

INDEX".

G*

INDEX

H**

4,600 293 15.70 6A]

2,261 212 10.67 9.3i

4,506 449 10.04 9.9E

3,931 326 12.06 8.V

2,286 4 395 5.79 17.2E

5,198 250 20.79 4.8

j_flA 1,433 4 358.25 0.21



$.

,

c- .

`for .th i
two markets, since Jacksonville4registered a 78% trger

1

\
/ .

.

number of requests than Orlando. Indices of spot effectiveness ,

\
I . %

\ . 1

.

. -,'

in both markets initially appear' to flmtuatei greatly. BREAKFAST

was the least.eff,ective spot in both markets in terms of gylea--.

\ting bOoklet requests. SPILLED MILk proved to be the most effec-

tive spot in Orlando, with PANCAKES the most 'effecve in Sack:

s2nville. Unfortunately, all of2the Jacksonville_mailed re-

o

quests for SPILLED MILK were lost en route to SEDIf. According

to Table 22, when spots axe rahkedNin each market according to

fc s i.

G and H
.
values, the results are very similar:'

' TABLE 22

RANK OF LONGITUDINAL
/
CAMPAIGN TV SPOTS

f BY BROADCAST EFFECTIVENESS

RANK , JACKSONVILLE ORLANDO

1 PANCAKES MILK .

2 GLASS PANCAKES

3' / HOUSEWIVES GLASS

4 CIGARS CIGARS

5 BREAKFAST tiOUSEWIVE/iK

6 BREAKFAST f

J

Field test and Lohgitudinal Broadcast spot effectiveness

ape reported by spot in Table ,21. These analySes afford a broader

data sourcifrom which to compare the ability of the separate

spots to generte mailed requests. The results indicate that

PANCAKES' was significantly more effective and LA FAMILIA less

effecti.ve aress the broadcast tests.

-1091- 05



z

iIn sdmmaryt , it is possible to rink all of the POSITIVE

PARENT Spots in orcM of their effectiveness in'iegOAting

mail-in audience response. Table 23 reports the broadcast

effectiveness of spots; existing as well as current, dUting

all campaign testing conducted by SEDL, November 15, 1974

ihrOugh October 14, 1977. Broadcast results'ptior to the

current funding periodate includ0 in Appendix B6. Table 24

sets forth a rank order for 13 POSITIVE PARENT spots based
..,

upoli the cumulative finding's.

2

k

-110-

'
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TABLE 23

EFFECTIVENESS' F POSITIVE PARENT TV, SPOTS

RESULTS OF ALL BROADCAST TESTING

(11/15/74-10/14/77) '

ti

'

.0

.

SPOT TITLES)
STATION
EXPOSURES

TVHH
IMPRESSIONS
(1000s)

NUMBER
11LIKED

REQUESTS INDEX G3

,,

INDEX H
4

CLAY

o

HOUSEWIVES
.

.

SPILLED MILK

NOBODY LISTENS

'S MONSTROUS

SMASJ-IED GLASS

THOSE 01,1 CIGARS,

)3EDTIME

BREAKFAST
. r.-

PANCAKES

-FAMILY A
..

"DISCIPLINE"1

"F R S. R"2

.-----

A

287

208

467

234

222

66

543

446

416

365

'352

242
,

215

,.

.

,

4,572

3,084.

_10,740

.2,504

4;071

14,024

12,562

. 6,582.

9,270

3,,545 '41'..1

1,887
.

4,2f2.,
"

12,684

260
;7.

.
161

937

167

299

1,173

390.

708'

\
328

644

12

106

91

17.58

19.16

11.46

14.99

13.62

11.96

21129

9.'30

28.26

'5.50

240.58

13.80

29.49

5.69

5.22*

8.72

6.67

1.34

8.36

4.70

10.76

3.54

18.17

.42

7.25
t,

.3.39

A-- -.

1
Includes totals for"thfee 'spot versions: )ROKEN COOKIES, TOILET

PAPER, and MUCHOS COLORES. 4 44

'2
Includes,totals for three spot versions: MONTAGES

0
3Index G is defined as the number of television household impressions

(in'1000, per mailed reqfest.

41ndex H is defined, as the number pf mailed requests receiVed

100,000 television hotisehad impressions.

1{07
-111-
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t. TABLE 24

RANKEDIFFECTTV-PIESS OF

1308,ITVE PAi04,rrI'V,APOTS

12

.

r. M 4 ,

.

RANK SPOT(S)

:1. PANCAKES

2 BEDTIME ,

.

, 3
. SPILLED, MILK

II

4 * SMASHED'GLASS .
(

IT'S MONSTROUS

6 "DISCIPLINE"

.7 NOB LISTENS

8 CLAY

9 HOUSEWIVES -

I.

10 THOSE OL' CIGARS,
tk

11 BREAKFAST
1

13 . FAMILY'

n.

1

4.4

INDEX G
1 INDEX H2

28.26

29.49

, 5.
.

5(4 -r, 18.17

9.3a . 10.76
.-

11.46 8.72

11.96 8.36

13.62 7.34

13:80 . 7.2.

14.99 . 6.67:"

17.58 . k 5.69 .

19.16 5.22

21.29 . 4.70

240.58

. 3.54

3.19

.42

.

.0

1 .Iqex G is defined as the number ,of television household impressions

(in 1000s) per mailed request. 4
4 AID

e
2 Index H is.defined as the number' of'mailed requests received per 100,000,

televiOionhousehold impressions. 'ne

..1

I

16'40

I
-1121
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A

c. audience response , 4.
, .

. .
. .

Table 25-compares,the percent Of Field test mailed requests.

. , . ..- .

-eh at
a,

i

,

tlted'from low and non-low income 5MM-census tracts

wi_th,the percentageof-.population residing Within those,tfacts.

Of all Field test responses, 62.J% originated from, the SNSA por-
.

,. tions of the test market and serve as a basis for these analyses.

It can belseen that the percent oflhailed reques

from low income tracts' (31.6%) slightly exceede

S

population resi ng within those tracts (29.1%).

N

r

I

V

-

r

*.

.

S

;0

4



4

. 4 . TABLE
#

PERCEUIPOPULATION IN
Al ANI5 PERCENT OF.MAILtED REQUESTS ORIGINATING FROM

.LOW AND NON -LOW INOME CENSUS, TRACTS

FIELD, -TEST HAILKETS*
a 1

r

ANNUAL INCOME LAVEL PERCENT OF POPULATION
PERCENT OF -

MAILEO'REQUESTS

Low: 0 8,000 29.1 31:6

,Nob -low: over 8,000"" 70.9 68.4

TOTAL 100.0'
(4,644,598) (855)

tTekevision test markets lucllided in this analysis:il
.

i.

Sacramento, CA
San Diego,, CA

Memphis, TN
Birmingham, AL
Augusta, GA.-
Columbus, GA

. r

110

ow
-114-
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d. telephone interviews 4
1.

Telephone interviews were conducted between Qugust,30 and

September lt, 1977, with persons who responded tothe F.OSITIVE

PARENT TV spots during their Field tests by writing in'forthe

4
booklets advertised free in the spots., A total of'65 interviews

,a

were, completed with_ respondents in six test mar : Memphis,

Birmingh4m, Sacramentd, an Diego, Augusta, and Columbus. The

primary objective of these interviews,was to obtain specific .

demographic data on spot.respondents and to gatheer reaction to

the several:boolftets: ""Praise ll'o4r Children," "Pay, Attention

Co. Your Childrelt," "Practice What You Teach, " "Children Learn

r

by Watcping-sipd Helping, 'Help YOur, Children Cope With FrLOtra-

tion,"' and "Bet, ent.".

.

Table 2G presents the dempgraphiC characteristics of the

interviewed respondents who requested booklets as
.

a 4sult of

seeing the spots. 'Anglos easily comprised the largest segment

of those respondents interviewed (697), while Blacks made up'

'approximately one-fourth of the total. Respondents were primar-

ily in their 20's (53%), although asizeable contingent were
,

over 40 years,of age. Virtually all respondents,had completed-

A ,

high schopl (96%), and over halt (56%) had attended or completed

college. Some 30% of the respondents earned less than $8000-,

annually. Of the remaining individuals, a majlirity reported

annual incomes in excesi of $12,000.
O IP

Interviewee reaatioh to the six POSITIVE PARENT*booklets

is summarized in Table 27: _Nearly all.respondent;' recalled, seeing

the'TV spOts to which thy responded for booklets. A ajority

. 7115- 111
N
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26'

,
RESULTS 0 ONE TEWIEWS

DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS
POSITWE PARENT FIELD TESTS'

*Iv

hi

A. # of Children
Total #

II
Total # of Total #,. w/ Children Average #

Imp_P__dents Respondents w! Children , "Under .6 ' of Children
i

2.42

1. 00
A

1.16

1.44

1.71
-

,1.83

1.0.

(A) "praise"

a .

(B) "Pay ,Attention"

(C) '"Practice"

/ I

(D) "Witch/Help" ,

t

(E) e"Cope"-

(F) "Be Consistent"

'

,

.4,

7

.... 6

6

4)

. 7

30

,

s

''

: - ''

'

, -

if

.51

!-

v.

'6

,

4

4

8.

24

.

4

4

'4

7

. 2'

18

u

'

.

(G) ALL RESPONDENTS 61

...

(100%) 51 (18%) .39 (S02)

B. Ethnicity

(A)

(B)

Total # of
Respondents Ana°

.c.

/.

7

.

6

6
...

4

.....

.

.-

.

(C) 6 3

(D), 9 .
6 , .1'

;-

(E) 7 6

1 (F) ..30

(G) 65 (100%)
'

45 (69.

C. Age

total Cot
Respondents 21-25.

408,
1

1 V*. 3

Black

.

Mexican
American Other

0.1. 0.
.

0' 2

1 1

1 ,

10

16 45%) 3(5%)

0

0.

26-.30 31-35. 36-40 0+

1 1 3 .

.2 0 , 0 0

-1'16- 112



p. Age, Cont. ,
...

Totfl # Of
Respondents -21 21-25 . 26-30 31-35 36-40 '40+

(C) 6 1 1 2 1 0 .--. .'-(
(D) 9 ' 1 3" 3 1 0 1 .,

J s.
(E) 7 0 0 1 2 2

(F) 30 . 1

(G) 65 (100%) 4 (6%) 14 (22%)

6 10/ 4 0 9

20 '(31%) 8 (12%). 3 (5%) 16 (25%)

E, Education

Total Cof Somet. Completed' Some Completed

Respondents e High School High' School College College

1P
(A) 7

(B)

3

1 1

(C)4 6' 0, 2

(D) 1 9 e' 1 3

(E) 7 0
.- 2t

(F)' ;" .30' - 1 15

(G) 65 (100%) 3 (5%) ' 26

F. Income

Total '.# of ' .
.4&:000-

Respondents so-$2,000 . ,000'

(A) 6 0 0

(B) 5 0 .1.

.,.
(C) 5 . 0 1

(D) 9 1. '0

(E) 7 0 0

,

(F) : -.... 28 1 , 1

,...

(G) ;-` 60 %) '"' 2 (3%) 3 (5%)

'fi.-A -at,' i

a

2 2

3 1

2 2

2 3

3 2

8 6
it

(40%) 20 (31%) 16 (25%)

°

$5,000- $8,000-- , ,

8,000. 12,000.' $r2,000+,

).

'1 1

2 l''*' 2

2 1

2 1

4 : 1

0

2

..

3 10 .' 13

i

14 (22n , 16 (25%) 25 (38%),.-..-, -mw



-' TABLE 27

RESULTS. OF PHONE`iIii VIEWS
REACTION TO FIELD TEST BOOKLETS

1. Received Booklet ?, (N=67)

61 (a) Yes
6 (b) No

2.. PSA seen? (N=67)

62 (a) Yes

5 (b) No

- ;rot

.How many'`many'' times:
4

2 (a) lx

13 (b) 2-4x
28 (c) 4-7x
2 (d) 10 -14x,

3.', Why wrote in for booklet? (N.766)

31 '(0,:direct mention. of -children
8 (b) job.. or educational background.
7 (e) genei-al interest, curiosity

, `.5 (d) prbfessional provider, etc.
10 (e) to give to: someone

5 (f) TV ad
0 (g) other

eX ected? (N=65)

27 ( "What I. got"
19 (b) don' t

10. (c) mvre'
0 (d) less
9 (e)._- ether

head booklet? (N=61)

4

; 55 (a) Yes
4 (.b) No

6. ooklet what expected? (N=59)

t."

40 (a) Yes ,

16 (b) No A

-118-
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. -

TABLE 27 (continufecl)

(6,

7. New information? ( =5O)

\

.44

.17 ( a,) 'Yes ,S,a11- 3, most- 1; some- 11)

(b) 61%ki
2 (c) _other .

8. 'Useful informati

a.
9. Used suites tiorisy Ntt9)*

'37 (a) :Yes
.23 ( b o

1 4i

(N 256),

2/p
.

(a) all i

141 (b) Most
(0' some
(d) none ,1

.1 .

10. Liked booklet.? (N=59),, ,.

r t %.
4o - (a) Yes

Ilt 12 (b) No:, .7/ .
, . .

.

, .. ... o
f

13. Disliked booklet? (N=57)',. *. r .I,

"
4

. A 1 ,IP *

* l. ". 3 ., ih.

,

1,6

f4a..0`

o

I"

"1
art

#

t_

2'; (a) Yes,
54 (b) No

12.5(13. .1.Tht did; with .booklet:? (N49).

4, 45 s(a)., kepf

7- (b) gave away%

3 (C)', threw away -. , ,,
4.(d) loaned -

s.1-(e) lost' -.%.

s, 0 , (f) "Don' t. know" .
(g) other ` °

Y

1

.

1, :.-

V *

;$' '

, 1 4
. ,

. 4°.'; r , ,

et
.00

r.

3'
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41 1 4.4

e i

w

a. 11

.
11f i;ndividualp claimed to have'Seen.the spots approxiMaiely four

to sev en times% When asked for the main reason why they,wrete
- ,

in aft,ei seeing the spots,, respondents most frequently went /tined:.

having either small children' of thtir,own.or having grandchildren.
. . $r

. .
MoSt respondents were satisfied with the:booklet they had-received,

.
. i.e., they re&eiveil what they expeCted to receive. Furthermore,

. . .t. ,
,. ; .

althou o-thirds,of the interviewees did no4 feel that the

.
' . :.

blkets ntained basically new information, nearly all.said
. 4..

. .1

thk informatid6 was useful. 'Finally, a ma rity of-the regpon- ./

w&

dents liked the booklets end had begun to use the: parenting sug

gestions mentrbned in them.

OA.

:

. -120-
4
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.

5. Conclusions
.

Agency sponsbrsbip and utilization of the POSITIVE WENT TV
. ,

..

..

. ,
_, . ''' :,

'spots and pooklets in theicampaign-test strategies proposed by SEDL
'- -

. .

. . .

were,higiuy successful. -The broadcast of_the TV spots as.PSA's and

.. 1 - . .

the dissemination of the booklets t4 responding viewers complemented
.

.

th:e ongoA programs and services of.the participating agencie.s.
N..., ',.

Furthermore, t POSITIVE PARENT campaigns afforded a variety of

positive"benefits to the sponsoring agencies. ,Finally, all of the

1acilitatori agreed that the POSITIVE PARENT oducts definitely

possessed. the potential for even further usefulness in- their agencies.

Unlike the Pilot test broadcasts of new TV spots, the Field

,test broadcasts of existing tV spots were effectivd in'reaching -a

Aow-income audience This,contention is supported in two ways: (1)

I

the proportion of written requests originating from low-inCome-census

tracts in the Field test markets was slightly greater than the pro-.

portion of SMSA populvion residing within tOosetracts, and (2) an
t

.-i

equivalent proportion of Field test respondents interviewed by,plione

1

. .

.1
.....

.

. .

",,, reported an annual family income within the low incomerindex4 The

.

.

. .

predominan't ethnicity of,those respondents interviewed by phone was
..--

.

-.0 Anglo.' This finding,issuggestive that the-TV spots were not effec-'_

Live in motivating mail-fn responseAkrom Minority audience members.

However, the telephone interviews do,7boormantia4e the positive,reac-

tion of Virtually all respondents tolhereontent of the.POSITIVE

PARENT booklet -s.

-121-
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B. MARKETING AND DIFFUSION
,-
EvalVation Design

SEDL chose to initiate its iiublishing effort and distribution
,

planning for the POSITIVE PARENT TV-spots anti booklets witt7 a mar-
,

keting survey of local agenc4s, institutions, and organiztiOns to

determine market dethand for the POSITIVE PARENT products. The sur-

veywas conducted in order to gather data on the following research
t

questions:
:0

1.
.

What is the market demand for-eac booklet per agency sur-
veyed, both realistically and ide lly?

2. What is the total demand for ea0 booklet across .5114 agencies,

both realistically and ideally? ;

I

1. -Does the total demand fotibOoklets appear to differ across
booknts? . ' '

4. Across all booklets, what is,tlfe total request that an agendy
might make?

I

5. How are the realistic response estimates distributed?

6. ,How do ideal and.realistic estimates of interest differ.?

7. Are there any kinds of agencies that have discernibly larger

,i.

indications of interest?

S. What percentage of/respondents favor: booklets under one

cover, groups of booklets under one cover, or booklets
individually bound?

t

Based upon these findings, a product inventory was to be established

d,further plans developed for marketing the POSITIVE PARENT products.

2. Instrumentation tr
A copy of the instrument used for the 'POSITIVE PARENT DISTRIBU-

/
TION ASSESSMENT is included in the pages that 'follow..

3. Data Collection. and Analysis

The marketing survey questionnaire' was mailed to 72 agencies

-r22-
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A POSITIVE PARENT DISTRIBUTION ASSESSMENT INSTRUMENT pn. of 2

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.

1. Reviewer backgvand: Name

Position

Agency

Mailing. Address

Phone Number

2.. Briefly discribithe parenting community (e.g., ineome level, cultural-racial
group, language preferences) your agency serves'and how/where your.agency

serves that community.

f
* -3. Generally, does'it appee-that the POSITIVE PARENT booklets could help meet

. the needs of yo4r=agency and the parenting needs' of your tarot community?

Cheek ov Definitely, yes Maybe Definitely, no

If "yes" or "maybe", please explain how the bookle s.could be helpful airdlbe
way they would probably be used by youi agency.

If "no", please explain why the booklets would not be helpful.

4

4. Based on your close review Of the,materials, please feel free to critique

specific..booklets or all of the booklets in general,. We arejnterested in

such things as what you like and dislike about them, whether they are
appropriate for your ratget audience, and what changes would hake them more

useful to you and to your targ6t.community.

.

11D
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L.

I.

=

p.2 of 2

5 Are the.reivadditional paresfting topics which you would like to see. pTented

inthis manner? If so, what are the'topics?

f

C.

6. ea) How many of each booklet & you think your agency cotld ideally use?
Place these numbers in column marked !!Ideal".

Assuming that the cost of each booklet was 'less than 30 cents, what
quantity. of each booklet do you think your agency,would realistidally
consider purchasing at this time? Please mark these numbers in the -

column marked 'Real ".

Ideal ,Real

Read to'Your Child

Talking with Children

Expect the Best from
Your Children

Practice What you Teeth

Help Your'Children Cope
with Frustration

Ideal Rear

Praise Your Children

Pay Attention to
Your Children

Children Learn by Watching
and Helping

1 .

Be Consistent

Los ninos aprenden mirando
y ayirdanda

7. We are considering the following options: publishing all ten booklets under

-- one cover; publishingjgroups of booklets with each group, under one cover;

publishing bound individuarbooklets.

If your agency were "chasing POSITIVE PARENT. booklets, which format would

you prefer?

Check one: all ten booklets'under one cover

'a group of booklets under one cover

bound individual booklets

8. What othe'r agencies do you think would be interested in examining and/or,

purchasing these booklets?

-124-
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C,

ti

and institutions in the local, Austin area,duriAg November 1976.

Phone calls were placed befo1-e anitiating the mailLng so as'to

.

itate a,genc cooperation. Returned instruments were analyzed with

regtrd to projected consumer, demand for the POSITIVE PARENT products.

y.esponseS per question were collapsed across all instruments and

summarized as to cutpldtive findings.

4 4.. Results

Of the 72 agencies and institutions surveyed in the local Austin

Area, a total of 56 (78%), completed and returned the Distribution,

\Demand instrument. The raw response data from these instruments are

presented in matrix form in Appendices C5 and 6. Answers to some-of

the original research questions are evident from inspecting these

,matrices. In other,,gases, additional calculations weremade. Results

are summarized in Table 28. Overall, there was a consis*ent response

across booklets and it is,clear that the agency latsponses to all book-
*

lets were strong and almost identical. The number of realistic book-

',

let requests within interval's aie reported in Table 29. Among all.

!

respondents, it was state agencies, particularly those focusing

directly on parenting, which expressed the greatest consumer ihter

est in the POSITIVE PARENT products.

121
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t
TABLE 28

POSITIVE PARENT DISTRIBUTION DEMAND DATA
sbmmARy0,7 RESULTS

1. What is the market demand per agency'for each boo let?

6

Ideal projections for each booklet,ranged from 0 t o 142,000
while realistic projections ranged "from 0 to 1,000.

2.- What is the total demaad4Keach booklet across all agencies, both
realistically and ideallr

The average, realistic deiMand for a booklet was 1,655 while the
idedl average deland was 166,186. -

;-1.r.F

3. 'Does the total demand appear to differ across booklets?

,Since total volume:requests are clearly quite similar, it is
difficult to say that the demand differs across booklets.

10
4:. Across 'all-booklets, what are the total requests that an agency -

might make?

According to the Zeta presented in thA matrices, ideal estifaats
ranged-from a total of 0 to11,420,000. Realistic estimates
ranged from 0 to 10,000.. The most.coMmon °(modes) Ideal estimat4s
were 500 and 1000, while the most common teal estimate wastotalC
of 100-booklets. The middle (median) ideal estimate was alst) -

11500, while the middle (median) real estimate was 100. \

. .1

y

11 4 .0

5. What is the distribution of realistic estimate responses for individual-::
.

.

booklets?
* t ' I

....
The realistic volume resci&Asps:-feltegith.bobkle.t were plated within

*
. one of the following Classes: , 9.-9 10119;-20-49; 50-99.; 100 or

,
m e.' These patterns are fairly t4entical across booklets. The

*1 er number, of responses are inIthe 0 -9 and 10-19 intervals. But
.... in the case of each booklet, the distribution of ,requests is spread

b s arogs-14,11 of the intervals. -

6. }lbw do ideal and real estimates 9f booklet'needs differ?

The.ovetal1relatiOn ship *ideal to real estimates was-100 to 1,
There was no single' relationship. It ranged froth 1:1 to very faige

-126=.
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. .

diffveeces (35541:-1).-.4,4usAvost common relationsh i were 1:1 and
2:1't with the middle (median) relationshjp between :1 and 3:1.

It snot clear how people made projected estimates and how these
methods_ may have differed across--agencips.

.1.
. .

7. 'Ale there any types of agendles that had discernibly larger interest?

Definidg a largeurealisc interest as an, estimate of. 500 or
more. it can be said that particul4r branches of the State Depart_
merit of Publkt Welfare '(human Resources),- the Tex as Departtent,of

MHMA,.the Austin Parent-Child ,Associationv,.and the Migrtnt Educe-
.

tion Division of the Texas Educition Agency had.faNge interests.

. 4111

4. What percentage of respondentSfavored boolletS published inside one
. .

.

cower, groups of booklets under one cover, or individually bound ,

booklets? r,
-Clearly, respondents tended to favor. individually bound booklets
(69-74

a

c

a.*
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TABLE 29

4

V

NUMBER OF REALISTIC REQUESTS WITHIN INTERVALS

Booklet

13,;&4 ;o Yoe.r Child

Tallsing WikChilUen 6

Expect the Best from Your Children 6

Practice What You Teach 6

Help Your Children CopeWith Frustration 6

Praise Your Children 6

Pa
,

.

6y Attention to Your Children.
.1

0-9

. 7

Interval

10-19 20-49 50-99 100 or more

6

8

6

6

6

6

6

,

Children Learn by Watching .and liglling
,

7 5
x

.6Be Consistent

N)
4.

= os-niripaprenden miraZ(O y ayudando

cl`

I-

.' '6:

124
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,

)

4

4

4

.5

5

5

4

4 '

4 ,'

t

.

k

AP

101k-

4

3

3

3 ''
3

3,

3

2

3

,

2

' 4.

4

4

3

4

:5

4
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5. Conclusions

On the basis of the results collected for the POSITIVE PARENT

4110,

Distribution Demaapi Assessment, it is ppssible o conclude that

deftnd for the booklets by potential con umer groups is uniformly

high across.all booklets. Moreover, while surveyed agencies dif
,

Bred in their volume needs, in general; the deiand appeared across

all agencies. Finally, the results of the assessmept are suggestive

that large state agencies are a,good place to begin in soliciting

purchases of the POSITIVE PARENT products:

0'

12
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VI. Other Significan.1-,Eiforts

A. POSITIVE PARENT PRODUCT MARKETING

The marketing andsalei.,of the exitingPOSITIVE PARENT teievision.

spots and booklets commenced On June 1, 1977. As pre4ioUsly disused

'4

in Chapter III, a variety of promotional strategies were also initialed

at that time in order to generate product sales. The sales objective

fo r the promotional effort was a 'volume of,120,000 booklet units or '

60% of the itAtial product inventory by the end of the fending period.
%

e

No sales objective was identjtfied for the TV spots since no initial

4

'inventory was established f4 thee products,

Table 321 sets forth a month-by-month depletion pf the initial

POSITIVE PARENT_booklet inventory. Figure 1 illustrates the cumu7.

lative sales volume for the booklets during the sales period. It can

Po . .

I . :

be seen from the figure that the POSITIVE PARENT 'promotiOFal strategies.

O - . .
.

were successful in attaining the*,Sales objective since a total of
i'.

123, 8 booklet units, or 61.8% Of the initial inventory,,,had been sold

by Octob r 31, 1977.. In adcition to booklet sales, several sets of the

1'

POSITIVE PARENT television spots, in both 2" broadcast and 3/4" video-

. cassette formats, were also scat during the sales period. A list of

a.

all POSITIVE PARENT cgnsunie s contained in Appendix D.

. 41

B. ASSESSMENT OFPRODUCcAJTILI2ATION
t

In, order to gather data regarding utilization of the POSITIVE

PARENT products, an assessme instrument was developed by WUIII staff
. 4 4

and ap ?lied by phone in Octobet', 1.977 to a sample of consumers. A copy
.Ark

4

126 .
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./

Title

TABLE 30

POSITIVE PARENT BOOKLET INVENTORY

6/1/77,- 6/30/77 7/31/77

4 t

10/31/77

.

8/31/77 9/31/77

"Frattice What Y6u Teach" 20,000 ''' 19,745 13,201. 8,043 7,036 6,019 ",

"Expect the Best From,
Your Children" 20,000 194,425 17,861 12,728 J1,744 10,782

"Talking With Children" _20,000" 19,540 11,874 6,696 5,633 . 4,641

"Read to Your Child" 20,000 19;545 11,939. 62 ------ 4,989 3,629 '

"Help Your Children Cope 20,000-.. 19,740 13,144 '7,986 " 6,923

.

5,874

With Frustration"
1

1--,

. .

L.)

4--

.1

/

"Pay, Attention to Your

,'Children':

"Children Learn by,
,

Watching and Helping" c

.._

1

20,000

20,000

19,540
4.-e-

19,740 ' ...

11,994

12,214

,

. .

6,193

7,056

Y,

5,196

6,084

4,215

5,212

'raise Your Children" . 20,000 19; 740 16,i85 / 11,0527 12,045 11,038

"Be Consistent" .
4 ' , 19,765 16,701 , 10,900- 9,837 8,916

cos Ninos Aprenden 4 . .

Mirando y Ayudando" 20,000 19,693 17,170 17,107 16,667 16,016"

127
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FIGURE 1

POSITIVE PAREWItOOKLET SALES
(6/1.- .11/31/77)
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/
0 55,714
1 (27.9%)

/

/

/

/

/ 3,527
4 (1.8%) ..
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1

N

123,658
(61.8%)

Sales '.'

.
...,

....

44.

.-
...-

--, ""
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4
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...

113,846

(56.9E)
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ILIZATION QUESTIONNMRE

S

POSITIVE. PARENT

I '
The Early Chihood Pro

Southwest Educatio0a1 Development. Laboratofy

r
OUR RECORDS'SHOW THAt YOU ORDERED

POSITIVE PitRENT MATERIALS:
- r .

Agency

' Order

*Date , a

1. Please identify the major program/projeCt activities/
agency related to parenting.

2. What clientele are served by these activities?
4

3. Did you receive the POSITIVE PARENT materials as ordered?-

s Of your

4. For what purposes did you order the POSITIVE PARENT materials?

5. Have you be4ta Use the POSITIVE PARENT materials for these purposes?,

6. Howare you using the materials? (How will you use the materials?)

r

7. With whom are you using/will you use-tie materials?

8. Do you ,feel the- materials have been successful in the'ltrays you have

used them? .

9. po you have any feedback to indicate the success-of tote matellals?

10. D9 you feel your agency has benefitted fromusing the POSITIVE PARENT

materials?

11. In what ways has your agency'benefitted from using these materials?

13P. What future uses do you see for the POSITIVE PARENT materials in your

agency?

13. Are there any additional comments you wish to make regarding the

POSITIVE PARENT materials?



C

ANSWER SHEET
I)

Date

Respondent

Title A

POSITIVE PARENT UTILIZATION

Materials: Agegcy

Order

1. Agency Parenting Activities/Services:

Date

0

2. Agency Parenting Clientele:

3. Materials Receivird? yes No . 4

4. Original Purposes for Order:

S. Materials in Use for Ttese Purposes? Yes No

6. How/Ways Materials Being (Will Be) Used:

7. With4Wham Materials Used?

8. Materials Success:

9. Feedback:

10. 'Agency Benefit:

11. Ways/Types of Benefit:

. -

12. Futu e Uses; 4

a.

13. Additional Comments:

-137-
31
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4,

4

1.-4 41.
J

of the instrument is presented in the pages that follow.

Of the 79-POSITIVE PARENT consumers listed in Appendix D,
.

.

assessments were conducted with 27 (34%). This,group accounted for

the purchase. of 65,590 booklet units or 53% of the total booklet Sales

registered during,the sales period!
I

Results from the consumer survey are presented in Table 31.

'A majority of the agencies service preschool, children and their families,

at all income levels. In addition,

dry programs are also represent4t.

ed to serve primaril for either of

...
went and' as resource materials for

(2) for workshops, counseling, and

many public school and post-secon-

The productswere originallyorder-

twopurposes: (1) for staff cievelop-

professionals and providers', and

otter ,resource uses with parents: .

Over,60% of the responding agencies repotted that the products were

currently in use. half of the survey respondents felt that the

products have thu's far been successful. All ofthe agencies indicating

feedback as to the success of the products utilization, reported highly

positive' 14sponses from pro4oct users. Several respondents also reported
t

.benefit to their agency from using the POSITIVEiPARENT products. More-
.

over, the respondents projected the further usefulness of the products
1 -

in a variety of parent education and training uses. Finally, the sam-

pled csonsumers were hi 1y complimentary of the products for their

design, content, and.effect following application.

.

In concffision, the POSITIVE PARENT products have been purchased

by a variety of groups and used successfully for a number of .purposes'

132
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. TABLE 31

POSITIVE PARENT UTILIZATION QUESTIONNAIRE

SUMMARY OF RESULTS '/
Types of Agencies:t (N=27)

2 (a) State, County Health Departments'

9 (b) Day Care Associations, Child Development and Preschool
Centers, Preschool Title XX programs, Child Guidance/ Treat-

ment Centers

7 ('c) Collegeuniversity departments of Home and Family Life,
ChilckDevelooment, Early Childhood Education, Home Economics,

and special programs
/

2 (d) -State, regional office of Social Service agenCies.
ti

' 6 (6) ,SEA, CEA, ISD, individual school programs, education service ,

centers

1 (f) PTA/related programs

1. Agency Parenting Activities/Services (N=16)

1 (a) infant health duties
4 (b) day care centers, nursery schopls
3 (c) Title XX and Head Start program services
6 .(d) workshops, meetings, and other programs for parents

1 (e) resource and reference for Social Service agency staffs

,2 (f) training teachers/class instruction for college students

in working with parents
(g) curriculum maierials

1 (h) therapy for.children and families

2.. Agency Parenting Clientele (N=20)
as

3'(a) p arents of retarded or handicapped children/childrenwith

learning disabilities
*

2 (b) Title XX parents And proyiders
.8 (c) parents and providers of children in kindergarten, elementary

school, public and private day care centers
5 (d)lowrincothe minority parents/parents'of children eligible f.or

'Head Start

3 (e) middle-income parents
(f) teenage parents 411P

3 .(g) college students
1 (h) working pai-ents

1 (i) educationally deficient adults

133
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vV.

TABLE 31 (continued)

3. Materials Received (N=25)

23 (a) Yes
0 (b) No
2 (c) Do not kpow/not sure.

4. Original Purpolts for Order (N=17) .

1 (a) to review for further purchase 41-

6 -(b) staff development; resource material for professiorials and

providers.
,

11 (c) parent workshops, parent counseling, and as resource mate-
rials for parents

1 (d) research design
2 (e) TV spot broadcast campaigns an dissemination of booklets

to viewers-

2 (f) curriculum materials

5. Materials Use for These Purposes? (N=20)

13 ( Yes

7 (b) No:

have been unable

5 . not as yet
1 . do not know if materials have been received

1.

6. How/Ways Materials Being (Will Be) Used?1=20) ,..

...

4 (a) 'digtribution.to professionals/providers and through day

care centers

)

.

18 (b) for use a curricu um and instructional materials (in

programs, workshops, courses, classes)

. 6 (c) in house visits, counseling III

2 .(d) to respond to viewers of the TV spots /
.

, .

2.(e) as parit of a lending library 'for parents
2... (f).for display and distribution in public offices of agencits

and clinics

7. With Whom Materials Used? 04=-17i

10 (a) parents (of: preschoolers, elementary studEnts, children

with guidance needs, developmentally-delayed children;

teenage mothers)

1 CO-church educational leaders
3 (c) 'students and college/university groups .46,

3 (d) public school teachers and counselors
3"(d) Day Care/Child Development Center, administrators and staff

-140
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TABLE 31 (continued)

8. Materials Success (N=20)

12 (a) Yes;
8 (b) Too early to tell

9. Feedback (N=6)

1 (a) social workes "love" them
4 (b)earents greatly enjoy them: b

parents- who have reputati6A.for not. wanting )015 partici-

pate have responded to workshops built eround these

booklets
mhterials.have.ephanced the confidence of the parents in

their parenting skills
many faMili.es' like the ideas and appearance of the booklets.

. ,parents like everything about booklets
1, (c) materials Nave been so popular the agency has run out of the

e.

original order (45,000 copies)

10: Agency Benefit (N=12)

5 (a) too early to tell

7 (b) Yes:
.agency's clientele feel

o
that it helps them be better

parents
the materials are a tremendous complement to the agency

,

s

/programs and servdces

11. WayliType; of Benefit (N=5) _

1 (a) too early to tell ,

1 (b) materials have-expanded students''-understanding

1 (c) has provided agency with additional resouree material

1 (d) allow good information to be passed on to parents in a

simple way . .

1 (e) allows for continued contact of parents and broadens knowledze

( ,.. of parenting skills

12. Future Uses (N=11)

7 (a) Parent training curriculum, modules, courses, sessions,

workshops

1 (b) instructional material for students

2 (c) dissemination to, viewing audience of TV spots

1 (d) mass distribution

1 (e) staff in-service training and review materials

2 (f) case work and counseling'
1,(0 parent lending library

135



TABLE-31 (continued)

13. Additional COmments (N=10)

1.

A

2 (a) 'would like.:." comments:

. booklets to be even cheaper

. more titles.in-Spanish
15 (b) "Especially like..." comments:

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

1 . presentation that doesn't "talk up or down"

3 ple'asant'colors and photographs

7( the materials as reminders

6 (c) Other,comments:
-. "When will other booklets be available ?'; w

"the materials are just what we have been wanting '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 assistadtv fron.all 6Ver the

country."
"recommended that you contact two additional markets--
(li) Health Department clinics that havt ilasses,fac,

parents, and (2) programs for teenage parents"

. "hope materials are available fdr a lohg time"'
"we've spread them all cher:the state"

45,

ar.

, =142-
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10'

with weverai types of program and project constituencies. The

products have achieved the goals for utilization as set by thtir
1.0

'user groups. In sAdatini the use of the POSITIVE. PARENT products

has definitely benefitted the consumer agencies. Finally, POSITIVPOSITIVE,
,..

f
1)APENTsconsumers.feel that the products hold the promise of even

- '41

additional usefupesA,with future applications.

a,

0

. "

a

11.

. oPE

44/

I r.)
,

-

p
1
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VII. Implications and Recommenda-iions

A. IMPLICATIONS

The Ed's efforts in developing, researching, and mfrrketing
, - AC

thq.,POSITIVEPARENT products during the current and greviousATnding'
.

periods have several implications. These implications can best be.

'discussed by grouping them -according to several areas: .design, con-

. tent, and audience *eal of the products; coenunixation and research
"it

ti

model& for the products; d ,product markexii arid utilization.

1. Product Design44Content, add:Audience Appeal

. The results of researching the POSIT' T 61.evision,

1.4

'spot announcements and supportive bookalits su st that the,,Af7
'

/fectiveness of these product formats in increasing parenting

awareness,isabot-limited to low income parelits of presE

410,
. , ,

,°
. ,

children. Rather,_the products are effective*wiii, a much broaly --

er population. Whip the content and appeal of the spots 4nd . .

...
booklets ate, appropriate for the low income.tarAt.gripup,,,tfie

.

prodUcts are ,also ,appropriata-for abroader pop.g1;tibn4bgiddle
. . -

4.? .
.

income parents as well as professionals vorking within the field.
s :74'

,!

T
The dad suggests 'that the primary reason. these poducts'are'also'.:

,

.

.
, IC

effective with other
,..,t

seiripior qi -*

,

n come 1.pareaysha're,

populations is that middle income and"lota',*
IIP

o

Illank:of the 'cancer* addrepsed in the POSITIVE

PARENT materials. Furthermofe, the design, content, d appdal

'of efie products also.exteffds to professionalsend/or p
e I. .

*ho work within eatly childhood edUcation; child devel

fa,r/enting,
aii.related areas.

OVIder$ '4

gment,

The major implication regarding the design of'television

"

4
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a

2,

w '

. .

the data suggests that such elements of production design as.

4

wt

PSA's'on parenting is that "siice-of-lifen.portrayals. Tether

than abstratt or aesthetic renderings, are more effective with

the television- viewing parenting audience. ,To a' lesser extent,
,110.

on-camera dialogue, open-ended models and negative-pOsitive

closure models, and realistic environments also contribute to

4

the effectiyeness af.televitiot spots on parenting. Fina4,1Y,-

as regards the performance of multiple,'ethnic-specific si5Ot

/e4sions, theresearcheindings tend to imply that the spot

4
topic and features Of production design contribute more signifi-

.

' \

cantly to effjagtivenes tilt: do character ethnicity.

Based upon ieaction and response to thePOSfTIVE PARES

booklets,, there are several design features that are responsible
. .

.
. .

for the effectiveness of thesint.materials: These features,e pr
4---,

. . . -r--

tend to Include: topic-specific booklets; short paragraphs con-
.

I.

taining clear and cgncise content points; a reading difficulty of

4
cb more than eigHlh grade (level; the ?elusion of realistic,

multi-ethnic,photographp to accompany the content points; and

mentpp of additional so'ces of more information on the topic.

There is implication that such bookiWt design features are ef-

fective across the broad patenting population. However, the data

further implies that the s

.

, but secondary to, the

the effectiveness of the b

everal designfeatures are supportive

importance of topic in contributingrto

ooklets. In other words, the most im-

poFtant'featuri is the subject matter of the booklets.

2. and Research Models with the Products

. I' The communication and resgarch models employe4,,by the ECP4:a

139
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4, ,

-for the POSITIVE PARENT products have been designee to measure

primarily asingle, discrete use anc4role for these_products.

While commercial broadcast televisionis an appropriate com-,

munication medium for reaching the mass parenting population,

the nature of PSA programing and the requirement of write-in

audience response poses impediments to product effectiveness

and to measuging.such effectiveness. Iheilplication is that.

*.;
the use..of t.Ke television spots as PS,A's to advertise'the avail-

,

`ability of t1e booklets is not the most efficient or effective

diSsemination stra- tegy 1 r the booklets. Instead,- the primary

T\abnimunication and dissetination.mechanism for these materials

should focus primarily on the bookletl,vith,support and reign=

forcement from broadcast of dr& spots` PSA!s.

.

3. Marketing and Utill:Zation of toducts

It is evidett from the data thakithb,maTketing effort, for
.

the POSITIVE PARENT prOducts has been highly successful. The

'has correctly idecoered the

, (2) the ,prourotional -stratjies

4"- ""
designed for this effort h ve-gt effective in .generating product

sales, and (3) the markert2N tale POSkTIVE PARENT products is even

broader than originally.envikoned.

implications' include: (1) SE

.

consumer market for these

It isalso apparent, that thOprOducts
e
have been utilized

, .4 .
.

. successfuj.ly by a vatiletyeof Colsumarogroups. The implication

.

,
-P4...:,%,

4 e
.-e.

is that the products can be effective in filling the needs of both
,. ,

the service populations and the trofessio(41 and/ orstrovider'

+ staffs of the consumer groups. ,I .

Miie
.

.
V
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B. RECOMMENDATIONS

A.

1,t is recompended that the utilization of the booklets be' the

pry focus of the POSITIVE PARENT product implementation strategy

and that the,television'spos be the secondary focus. This imple-

mentation strategy most closely parallels the strategies'used success-

fullyby 'consumers of the POSITIVE PARENT products. For small group
'r .

uses such as seminars, classes, or.wbrkshops, and for counseling and
iv

resource use with individuals, consideration should be given tO,using

APP

the booklets to supplement existing parenting materials programs
401'

or to fqrt the nucleus for new program curriculum. ThemasS distri-
% -

AI

bution of the booklets to certain populations; Such,

paretit, might best be accomplished by tappiiiig into

as low income

existing dissemi-

flagon ehannels'whiCh serve these groups. the booklets could be' sent

' home witICehildren from-preschool centers and elementai-y schools or he

distributed thrbugh public agency offices, chUrches, and community cen-

ters. Theirots could support both types of booklet,utilizatiort. For

peminars and workshops, the sppts could be used without closing tags

as liscussion s rterilwand general.companion media to the boOkils and/

or other materials. The PSA broadcast-tA the spots prior to, during,'

.

and aftef the mass seminatioh of the booklets could serlie to en-.

ciOurage use of the booklet and to generally confer status upon them.

.the effort 'ofmarketing the POSITIVE PARENT products should 'be
-T- .

continued without a doubt and, if possible, should be expanded, to

include additional segments Of the consumer" market. Furthermore, there
4

is a conti ng need todevelop even mbrelparenting 6aterials of the

YOSITIVE PA NT type on additional topics Vbr use with general and

specific parenting audiences.

-150- 141
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APPENDIX iv
#

DEVELOPMENT AND TESTING Of NEW PRODUCTS

II

1 - Discussiork Outline for Focus Group Interviews

2 - Conclusions and Recommendations, M/A/R/C
Needs AssessiOnt Report

3 - Revisions, Made in "Discipline" Situations
Following Desigh Test

4 Aievisions Made in "Family Roles and Relationships"

.1

Situations FollOwing Design Test

5 - Consultants

6 Major Questions of Interest for Consultant
Product Review r.

7 - Consultant Reviews of New products

8 Data Profiles of Test Markets,

9 - Station Data Summaries

10 - Audience Response Data by Test Markdt

11 Results of Phone Interviews. Reaction to

"4 Ways to DisciplinerGbildren"

12 Results off' Phone Interviews. Rction to
"Where Do Adults Come From?"
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' Appendix Al

DISCUSSION OUT1,INE_FOR FOCUS GROUP INTERVIEWS

Introduct. By Moderator.
A. Sessibn will be tape recorded solthat 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 questions if someone hays

something you don't understand.

D. Try to talk one at a time and let's give everyone the chance

to express his or jeer 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 he table and tell our names, the
number of children we have, their ages, and how long we've

lived i'h this area.

II. 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 itlike to be a

parent of a small child?

A. What are the greatest joys of being,a parent?
AP

B. What are the most difficult things about being a parent?

C. . Are most'peOple "good" parents; or "bad" parents? .

D. , Do parents need helpto become.better parents?

E. What mistakes do parents make?
F: t In a family, what is the role or responsibility of the father

as a parent? That is, what should the father do?....,,Altd what

should the mother do?
G. If yoU were.having problems as a parent, what would you do?

H. Where would you go for help or advice? To whom would you

talk?
How could people become better parents?

III. In what ways could your. parents have been better parents when you were

a small child?

IV. What problems or difficulties have you had with your very small.

children? (GET SPECIFICS. VERY IMPORTANT)

A. 'What about oneyfitr-olds? Two-year olds? Three-year olds?

Four-year olds? Five?

B. How did you (or have you) solve these problems?'

C. What discipline problems have you experienced?.

b. What is the 'best method of making your child mind you?

E. Other problems?,
. learning to walk .

. learning to talk 1 biting/fighting

. potty training . getting along with others

. temper tantrums manners

disobedience . sexuN0.4,
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iivendix Al {continued)'

r

V. Have you every felt a needrto learn. more about children and beihg.a

parent, or do you feel you can adequately handle most problems that

occur?
.

A. How would you go about leardiug more? (PROBE)

B. Whose opinion would you rely on the most?

VI. Let's play a little game. LetC'S pretend we own a school to teach

people how to Se better or more effective parents. We are meeting here

at our schocl to try to decide what our school ought to teach parents?

Okay?
A. So what classes do we ,offer? What subjects do wopteach? Whet

are we going to teach that'll help people beCome better parents?

B. How are we going to interest parepts in coming to our school?

What do we tell them? How do we interest people ih learning

more about being parents?

C. Maybe we could develop books, or television programs, or,movi.es

or brochures to help people become'beeter parents.

D. Which of these would be best? 4

VII. Another question: What do you want for our children in the future...

when they grow up?

VIII. Explain Early Childhood Program and get reactions to it.

Multi -media training packages.
Brochures and subjects.

A. Is program of interest or not? Why?

B. How could it be improved?

C. How could other people be, interested in it?

146
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OBJECTIVE:

Appendix A2

CONCLUSIONS AND RECOMMENDATICAS

M/A/R/C NEEDS ASSESSMENT REPORT

To determine which parenting topics are considered

important by low income parents of young children.

The topics which appear.to be most important to low income parents,

are...

1. Husband/wife relationship as it relates to rearing
,

1 ,

children.

This is the topic of greatest interest. -PaTents'must

meet theirlin needs before they cam fulfill the needs

of their children.

Eliminating or reddeing the burden and hassle of

rearing children.

Are there not time- saving{ labor-saving and nerve-saving

ways of raising children?
4
This subject AonCerns organ-

state of mind.

A.' Suggistioris for mateless parents

Suggestions for working mothers

3. the.

lir

How to get your kid todo what you want.

4.1/44,4 Teaching_young children about sex.

A

14 ,
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Appendix A2 (dontin9ed) .

5. luestions and communication.

How to answer questiqns, stimulate conversation, and
. .

really communic te with your child.

6. Child Deve opment.

What to expect and how to handle children at different

stages of development.

7. Health and safety.--

OBJECTIVE: To determine on which parenting topics low income

MP

parents feel they have the most knowledge and skill.

Most parents feel that theyYtave sufficient levels of skill in

virtually all areas of parenting. The topics of discipline,

communication and health and safety are probably the subjects on

which parents think they have the greatest tnowledge.

OBJECTIVE: To determine which parenting topics low income parents

feel_thev need to have additional knowledge and skill in, with

,respect to becoming more effective parents.

The topics of husband/wife relationships, reducing the hassles,

disci line and sex education are probably the topics which paren

would most want to learn more about. 111"

.10
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Appendix A2 (continued)

OBJECTIVE: To 'determine what parenting needs, if any, are peculiar

to each of our target audience groups.

In addition to the subjects mentioned, Black fathers might be infIkr-.

ested in topics having to do with,ireroving his economic position,

and Black mothers might beinierested in.i'deas 4'n how to raise'

your child and "get 4ong"'with mother.

Mexican-Americans, in addition to topics suggested previously, mifht

be very interested in information on educational' improvement fOr thefr-

children. Mexican-Americans definitely want their information '

presented in two languages.

.

OBJECTIVE: Td determine which kihds of material.format< are-preferred

and best suited to cOnvey information to the target audience parents.

Written materials would be the least preferred presentation format;
. N .

0 ,

- video tape or film the best medium.

The discussion,group,format is the,most powerful method of information

"presentation."

149
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Appendix A2 (cbritinued)

OBJECTIVE: To determine similarities and differences, if ally, , felli

Zftween'urban'pareti concerts and needs and thbsd of rural
...

.. , _

r-,

00
es are minimal. A4.'separate treatment of urban and rural

parents d s not appear r43 be necessary.

c .

OBJECTIVE? To determine. what Nihods are most effectivein providing

follow-up information and assessment of parent utilization'of acquired
4*.

knowledge and skills.
I

'It is not at all clear, after this rdsearch pgoject, Whether this

objective can be achieved by any method of researc. Probably not.

OBJECTIVE: ,-To identify informational Material language preferences

with respect to materials produced for use by parents.
I

The White and Black materials should be in English: simple, pure,

clean, ordinary English, withou "buzz" words like "parenting,

modeling,"hidden agenda," etc.

?-0 The Mexican-American materials should be in Spanish and English. In

both cases, the language Ihould be simple.

150
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Appendix A2 (continued)

41,

0

1

IMF

- _
OBJEdTIVE: To drns frikthe needs assetsmtnt, p ticipancinfor-

e

.

matio a. out a'se of.to i s and strate ies,fof develo and
4.1*

prodecing'new materiatighich
2

increade

sk is of low income 2arents of preschool cAi e

It is reoomMended.that'the o1= parent training.l&gram be built

around fobr key'topicse-of. :.to-parents:

and

Husband/wife, Yelationship.

.--(------Rtdticing hassle ofraisisng chldren,

Sex education. 41* ,

The variods parenting concepts would:be intoraprated into each
1

, .

,...4

of these, topic>. Fore.xample,°husband/T4fe relationship could" . .example,
,. .

. . ' _4, -
--N ... ,, r 1*

.inetude portions'an'discipline, on communication, on answering

1J
401 qufli. ons,.etc.'''''

" 4i)*
. il

c . -14* Ipcommendadilatall,ideas be positioned as:
i .

".sugestions
,

c V,

and ideas from Mexicaniiiteric;in parents on disciplining - children;

'

rrom
. ,

or4suggestions, 4nd ideas r Black parents on sex education; etc."'
44 !- ,

i

'Ti-4111kideas bind .Sug,gestions ,frdm real' parentslike yo u" positioning 1

. .

i
, I

- .

.

wouiq a..}. facilitate.co9enication,' *cause the language of the
t .. .

...' . . ' :.
.. .

1p
4° .. ,,.

. , .i (._,
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Appendix A2 (continued),

O I

target group woad be used and the cultural context would be

"correct" and b) enhance acceptance bf the information. Whit

'

is being.recommended are three set; ofipaterf4s: White4lack-
Is h,
. .

angl Mexican rican.
Ir

%

IC is recommended that the pailentini library concept' be executed

4.

viavelephoije as'a parents "hot line-for ileas.and suggestions

on handling problems'

It is strongly recommenddg hat the group discussionformat be - 1

%
. 4

retained 'as:4a central- feature of the parent tiAning
MN

concept
. .

',/

Th'e grr p discussion works best'as an "exchanger" 04 information.

If it is used to indoctrinate, it will not be effective.

.

The next step
I.

would be for the staff of Southwest Educational

Devetoplpent Laboratory to conduct and video tae a seriqsor!

"de h interviews with low incom e Whites, loW income hacks and

'Income Me!-Amorican§. She purpose o -these'interKieUs-.

444 be to confirm the findings of thin study and, snore importantly,

Accumulate ipooqkof inTormetion°, examples, questions and stories.

be used in films, books'a d brcich6res.

OF

, r -
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Append1x A2 (continued)

a

"But if there's not any soul, it's not

going to get there anyhow."

1, -...

,-The success of the parent training program will be Vastly enhanced
..

by a one-tb-one; equal"state of mind and approach. If we are

helping concerned, interestedpeOple §Ilare their knowledge with

each other (eveni,if we bias it a little), we will succeed*,' but if 4
4

we are the experts helg poor, underprivi d deprived people

to become as "good asus," we will fail.
,

h. ,

w 4,
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Appendix A3

REVISIONS MADE IN "DISCIPLINE" SITUATIONS
FOLLOWING:DESIGN TEST

I
SITUATION la

Broken Cookies
Revisions: (1) Daughter changed.to son.

(2) Dialdgue minimized.
(3). Confrontation betweeD' mother, ana,child

'changed to mother "discovering"
child's misbehavior.

( ) VO audiq narration added,to on- camera

dialogye.

Reasons:

Toilet Paperee(Trail)
Revision:

Reasons:

E .

(1) Activity chosen to portray mother had
son of acceptable age. Use of son
'avoided stereotypic situation of mother

shopping with daighter.

(2) Production,design -- to emphasize child's

'behavior.

(3) PrOduction design -- spo,r,builds to
.

stronger climax. -

(47 'Production design -- allows emphasis
of'cOntent pointas well as'portrayal of
situatiqn.

.

(1) Children's actions confinedto,bathroom.

(1) ProduCtion desigh -- efficient focus.

MuchOs Colores '

on children's interaction.

ak

t -
(Many Colors)

Reviibns: , (1) Location changed from bedroom to living

room.

(2) Only 2 children 'instead of 1; childrtn

do not run outside.

,r

(3) No on-camera dialogue; all VO audio,

narration.'

41

"""i

Reasons: (1) Productionleffickency to shari set

with another scene -.

(2) Proddct design -- focus on children's
interaction & have'parent intrude.

"(3) Suggestion of oatent points over

4

chilaren'ebehavior.

,154
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Appendix A4
4 4w

REVISIONS MADE IN "FR&R" SITUATIONS
FO OWING DESIGN TEST

SITUATION

A. tiange(s): r,fr :11C"1.

B. Change(s):.. (1 '13-1 character changed to boy character
Practice area changed from the driveway
to the empty street.'

Reason(s): (2) Character balance,.

Production ionqiderations.

(2)

9,

C.

D.

Change (1) Interaction made positive by having father,.
mother, and son outside washing car.

Reason (1) Consistency of positive interactions across
I all.situations.

Change's) : (I) Young boy also added as char
1

gter
7

, (2) All action directed around

e -

ard table.

0,.;
I, -.7

Reason(s): 41) Concern for raid learning;' 4hared actoss
16.s- sexes.

' (2) );imitations of produdtion loation.

E. Change(s): (1) 'Situation changed'toj'a coed softl'all''game.

(2) Little girl as catcher is focus, of atten-
tiov:rom other---faa.Ners, all male.

Reason(s): (1) Consittencv of positive interaction across
all situations.

(2) Shared coed play without respect to role
and 'sex identlificatipn.

F. Change(s): 'one
(..

G. Change(s): '(1.)

(2)

Reason(s.): (1,2)

Dad and daughter cook supper together.
Mother and sop work together in background.

Positive robe and'sevmodeling and identi-..

fication.
M

R.
ti

Change(s): None e
I.. Change,(s):

.

Reason(s) :

)(1)

(2)

(1)

(2)

Boy ch 4r is changed to girl challicter.

Situat is changed to pos4ti.ve bv motheI

°and daughter &lazing the exprien.ce. '

Character balance
Consistency of positive inteYaction,, across

all situations.'

*A
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AidOjeildix A4 (continued)

J. Chan

4

44:

(1). Boy character is changed togirlchAaaer.
()' Mother, father, and d'aughter outside

;building a doghouse..

Reason(s); (1) Character balance. 4
(2) Positive role and sex modelfng and identifitaziL_

tion.'. W

J

Vi

*4

L
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Appendix A5 "

CONSULT- TS

I. Renee DeLaune'

President and General Manager
Youngsound, Inc. : k

. .

lb.

II. .Dr., Tiothy P. Meyer
Associate Professor andDirector ofoilkraduate Studied
1DepaTtment of Radio/Television/Film 111
School off Communication

The-University of Texas at Austin

III. Ruth G. Hernandez

Educational and Program Director
Htadstart, litle XX
Child Incorpoiated

,Dr. Robart L. Marion
.Assistant Prpfessor of Special, Education
The iversity-bf Texas-at ,Austin

)10
.

.1 .---

Marth R. Loeffler
-..ProgramIliredtor

Child.Development.Consultation Programs
Texas Department of Human Resources

: A

p

I
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Appendix A6
At

MAJOR QUESTIONS OF INTEREST R-60kSULTANIrkEVIEW

OF POSITIVE piLBENT TV'4OTS & BOOKLETS

.1: ADVERTISING, MARKETING, AND PRODUCTION DESIGN

1. - From a production pointof view, do the spots and booklets address
the intended target audience?

2. Do the spots and booklets communicate the intended message?

3. Are the spots and booklets complementary in message and design?,

4. -Does the communiCatio%iriaodel Serve the intended purposes Hof the
spots and bookle.ts?

5. Is the research design appropriate to determine the ef4_ctiveness
1 of the spots iA reaching the target, audience?

4
II- COI-LMUNICATION DESIGN

1. Comment tin the research desigW, including alternative suggestions.

2. '41-om the point of view of a communication researcher, comment on
the communication mbdel and' its ability to achieve the desired

effects?

I. PRODUCT CONTENT AND -AUDIENCE APPEAL

1. Co

in

,II ,I

4

nt. an the appropriateness of the spots and book is for the

ed target audience.

2. .tomnent on the communication
i

model used to reach the target audience.
4 .

From the point of'view of patenting skills and low iiicalkpopulations,
comment on the interest of *get audience parents in the subject' '

areas represented in the spogs and booklets.

3

'
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Appendix A7

'EVALUATION CONCERNS FOR .

OP
itSITIVE PARENT TV SPOTS 8,,sqloKLETs

.1

CONSULTANT REPORT:

ADVERTISING, MARKETING, AND PRODUCTION DESIGN

Renee'DeLaune

October 28, 1977
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I feel very'psitive about POSITIVE PARENT TVspots and booklets.: It is

obvious that a great deal of time and care was spent producing these pieces.
to.

However, nothing is so perfect it cannot be improved upon. So it is with the

idea,of improv. eMent thL J render my critique*

Of the TV spots, the writing is good... easy to understagd. The 'slice of

life sequence's for once seem realistic. \,,L74.d more specifically, the lighting
t Os,

and direction of the TV,spots are superior to most electroniC media in this

;bar:kilt.

In My opinion, "Family Roles and Relationships" is a superior piece to

"'Discipline," fundamentally b'eeiuse it is easier to sell someone on loving

his or her child, than on how to positively de..41 with the negatives of

pline and punishment.

I use the word "sell" stongly.' And my only critism lies therein. "Broken

.Cookies" and "Toilet Paper" neeci,,to have more that is, -a call to action

a reason to buy. In "Family Roles and Relationships," spot B,- it ends, "The

things children want are simple basic things and you can simply help by giving

yourtime and ypr love." To me, telling your audience what you want of them,
is e effective thap the somewhat vague ending of "Broken cookies'... "It'

"ma too late to prevent the harsh words and tears, but there was a time

when they

4

have been prevented."
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As for the print material, the writing is especially easy to understand. In

"DisCipline," I skimmed the material and was able to keep up with the help of

the subheads. This is important in dealing with your target audience.

"Along that same line, 'I suggest keeping .the copy blocks short, adding new

subheads whenever possible and breaking up lengthy paragraphs with the use

of all caps, photographs or other artwork.
1

Critically, I did not think the use of the duotones added much to eic her
. ,

..booklet. Not only are they expensive, but they give these] booklets almost:. an

amatuer look to the photos: I

!

...,./

On the other hand, summarizing the information as "Discipline" did on they

last page showed real insight to the market place.

Overall, I thought the print and electronic media worked together nicely.

The selection of the two visual media was especially effective with the target

audience.. Hower, think more emphasis should be plated on reaching the

target audience. -

-I In advertising they say "it's not creative unless it sells...". Perhaps in
g t9,od

:thisease it should read "it's notibommunication unless sells."
) .

Selling fo low income families mean keeping it clean, cisorful and simple,
*

;simple, simple. And it means giving your cOmmuni caters a chance brlis Ling

'1 main project purpose " not four for them to contend with.
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SEDL has the best facilities, the most talenteScommunicators and the best

informed staff of experts 'in the field of parenting and child discipline. With

a more united effort fro4m all three., these production pieces will better reflect

this.

L

, S

61,
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Appendix 47 (cotinued) ,

4

4

O

EVALUATION CONCERNS FOR

POSITIVE PARENT TV SPOTS & BOOKLETS

CONSULTANT REPORT: COM11UNICATIONRESEACH

'Timothy P. Meyer, Ph.D.

Associate Professor

Department of Radio /Television /Film .1

The University of Teas at Austin ,

Octciher 13, 1977

.
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;1.

1. .RESEARCH DgSIGN

4.

4

-The desiAn,as It.currently stands, -is adequate for measuring a

,
single type Of behayorial re4onsesto the spots. The major problem to be

fut4ther addressed, 'however, is to determine the reach A the spots,
. 41,

especially. among the low insoge target audience members. The necessity

1
to,write in for a booklet. poses a major barrier in assessin the effective-s

ness.of the spots. Moreover, some viewers pay have done other things as a.

result of the spots, e.g.-, discussing a discipline problem that occurred in

%.

.

<
their own lives; such "activities would be desirable by-products and useful

indicators of spot effectiveness. The task remains, however, 031 tap'such

k-responses.

One alternative would be to solicit the assistance of0.6. Niel-

sen or ARB in providing the mailing list of sample families in a number of

1 00

test markets used for airing the PSAs. Given a random sample represents-

Niue (457) of the overall markej, followATginterviews could be conducted

to ascertain (a) awareness levels (b) reach of low income viewers (c) ra7

call levels (d), behavioral response types and frequeney. Also of primary

interest would be the rearms offered by respondents for lot writing in

for the booklet(s). .

i

2. THE COMMUNICATION MODEL AND DESTIR D OBJECTIVES

If I were the researcher charged with the main task of increas-

ing the information and awzirenenfirlvels among low income families in the

effective, parenting area, I would tiAe a different model, including i dif-

.
$

,:e
,

ferent role for the TV spots in thOlcontext of the project. The model

i

being used seems appropriate for a limited range of objectives. My

161
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6

acizing. via the loCaf-TV stations- d have the effect.of conferring('

approach Wo11-1.4 be broadex. in Scope, Alpe

Thrggh the vailiousfsthoOl systems? eqecially those.schools with

s

1.

lip ^ipso

'high levels of low inpme families, I wofld arrange a d tribution program -, #

*

rhelooklets....The.TV. spotorwould be run preceding,"during, and after
_,Ar 4
igi

4
A el

the distributidn ant would contain information at-the end
t

encourage
`.

.

Jaregts to teadand use the booklet. The Linking of distribution and pub-
7-

-'

, _. ..
...-

status on
iv
the booklets - i.e., "TV thinks 'the-booklets are

.

importanti. °.
. .

. .
. 4

therefore,theymust be-important." Such-a procedure 'would effect a wider
. .

.!e ....
.

distribution of the
'booklet

by circumventing the obstacle posed by having-
-----`- ..

, .

. to write in.f9r the booklets). %.

4110.
.

is;" Ilhe researchn the effectiveness of PSAs in affecting viewer
.

A

getti,tudes and /or` behavior is- sparse; what .is mailable, hoiter, Suggests
.

*lb that their role In .producing appreciable effects I.X"limited at-best.' As
... .

.

-...

a Tesult...i.would utilize PEAS as -asuppt)rtive yid facilitative device.
.

. ,

-through which te cause o& tpereatsedpareniing
.1_

awareness wag adrvapie
%

.

I.
. - ) . ._. ., : .

..

`a greater degree than ia the presentmodel: , . ::-
.

-. 1 1
,

..,
Some ,final 4 erva ons on the spotgothem*ves: They are tech -u

.

nically weLl*don e; ao4uction viewpoint: they are as god as, I.
o

i
,

'

,have seen. One limitation seems to be their, length.- They Seem to short

'to take into account 17,iesmrs: less-thariclose attentibn that is normally
1 4 -40

f 4 ,

opaid to theTV set during non-program interval-. Longer spots mould have,
..10

r
it

.
a Ngtter chance of hooFine'Lhe viewer and- prompting theirdwriteiln; .

`:
-efforts. Since Ehespots h3ve a high interek levei by their unique .

....

1
a

- ..nature, a longer pert d of time, Wbuld seemingly enhance attention. 'Whit

. . .
. .

I fear now is that'vfewers Tay p.ay attention too far into thi* spot- and
,

. , ) .

165
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4

.simply mjss the thrust because010400tis over before thGy can become in-

,

volved.
' /

A CONCLUDING IN

. 4

w . 4141IN ^

4

realize that the PSA aspect, is o One phh r a'iarger

program, 'I wonder abodt thelOpportunitv'to fotlow up on.the booklets) to

-
,provide.pareihts with more information and greater detail on a'variety of .'

4e

.common parental problems. The booklet(s) are most readable and seem to whet'

'people'sPappellte -for more. -Model-wise, a series of foil up steps seems

fi

trable to prevent a "one4s,liot" program from havings ositive effects

iveAr In other-words, where can interested viewers. et
. 4

.

on,% ore help,4etcV You might have some suggestions along these'line in
4'

the booklet(s).

r.
s

4V

1 I

0.

,
r
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4'
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Appendix 00(continued)

4

;

,

EVALUATION CONCERNS FOR

. POSITIVE PARENT & BOOKLETS

CONSULTANT REPORT:

PRODUCT CONTENT AND. AUDIENCE APPEAL

Ruth G. Hernandez

E dut'a ti Ohal and* Prograni Director'

,4?

I

,Headstait, Tifie XX
Chid, Igao.rporated

Oc; ober 24, 1977 1.

1 6 7

111

4
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% Appendix'A7.ccontinued)

4:

pRoilucT k1TENT AND-XbDIENCE APPEAL

. . . .
. A .

! . .1
--.. The scene qn Yiscipline wire. appropriate in tliat ey were not pretentiotiz.
. .-

.
.

. 4
The portrayal of the chilldren

..

1.741oi-mal
0and healthy suggest-Mg to the parents'that.t '

their children too are healthy an'd normgl when they engage, in(unacceptable leeberior.
-

The activities selected-yere:very typicil of the, kinds of situa-Oons.parents

, . ...
"4 '...

qften encounter. _
.

. ..'

Scenes 'depicting the angle setting were cirly painted out af.hew hat Oileal
.

- . 4
V*

with your children. The spot creiran. awareness of how harsh an, adult cAnosound
.

.

.

.
.

.
..

.
. .

to a child w en they react to a Child's, inIkence or curiosity.

...

The second series of Family Roles and Relationshipsdepicted,lwarm:and 'laving
.

-,understanding by -rdt4 Tcls children. .
. ,
.

.

1-

Rollos were clearly'defihed with xcellent modeling for families:
! .

:

The' booklets were- easy anti 'simple to understand wrelh phottgraphs acequatelYi

t.r.-1

.: °,

spaced to `further emphasize expo ,.

I 4 . tit
Contentswerepositive,: brief and specific.

. \ ,

Booklets should be in English and Spanish in orderbto reach as much bf the target

.j.' ,audience,)asloossible.

:.

N'
..r)416,

,

Booklet "Where &D.-Adults Clime From?" has one typographiscal erro . Section - .

w;
.

"Learning from Adults", first paragraph, second senteneereads-- There is much family
. 4 %

V,
members and familyfriends can o, the et.40help.children'becomehappy,.self-colltfident

4 , --
.

. wAl%
,

,

adults. -LC

Speech models gor eaChlifihe three ethnie,groups repre-iented were,. ropriate
.

A ' .

, ,
and excellent. Comments given were .simple and 6 the point. i .'

. . ,- .. :

The TU spots were delightful! As' the target. pcirtion views, there is'yno doubt
:k

in mylpind as to*Ifie,-.4Peal,6Ziosity and response of the'auadnce. HoweTer:q am

, e , ,
s.0 ..

. IPconcerned that some., Pa -rents may he reluctant write for the booklet;. therefore,

.

.
.

)

A
i .

. A

wir

1

Ja
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Appendix,A7 (continued)
.

4

. ,

a tele honelogo night be
-

used so that parents can telephone the local T.V.

statiIn for thismaterial,or if less -expensive a watts number in the 800 series:
. .. .IL

to a central drAtribution point might be explorea. .

41

-2

41.

. Aot
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Appendix A7
.
(continued)

',. (-(N.)(- '..

STATE D-EPARTMENT OF PUBLIC WELFARE
.- -..,

4
1106 Clayton Lane, Suite 318 .

.-

Austin, Texas 78723

45P/-1164

&

,

if
October 2,6, 1677

V

8i11 Putts
'Publicity and iipmotions Chairman
Southwest Fdcaiona' 7.eve-_omer.t Laborato
211 Fast -7th-StreZt * ,

Austin, Texas 727'1

FncloseP3 are my responses to*the 4
and T7.7-spotb recently develwed by aF:L.

t .4
I appreciate th opportunity to work wIth
roo and the Lab. in evalualii these parentin

mat-erals,

4

,

/'

0,

(C`Attt.,;

eartha Loofricr.r

°Chi'd Development Fpecialist

.

RAYMOND W VOWELL
CorranakOnef

BOARD

JAMIE H CLEMENTS
Cha,mion temp*

HILMAR g MOORE
R.chrrboncl

ARA. JIMENEZ
5an Amom?

1

. 4.

'11

. 1).

:"'APOCCIUAL OPPORTUNITY
P

1

a
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Appendix Af (continued)

III.,,ProductContent and AUdence Appeal

1. ApPfopriateness of spots and booklets for target audience.

Both the spots and bOOkl,ets are highly appropriate in subject
matter and in content'. These topics have far reaching imPlicatiofis

for thildren now and in-the future. il!nowledge and undersIjanding'

f d:scipline techniaueS and adult role models could affect
il.d'sllfe.no4Pand the way hfe/she will tehaVe as 'Parents.

The ver -1 message in 'both is ntn-technical atd'avoids being
patroni ing. And carefn attention to ittails in

ssag serves to'enhance the f'act that these are realliWuations,
ncer

41*

%

' t.

s't

, P

4

4

1 7 L

C

I

4

84

A

1.

a-

a
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ApplOpix A7 (continued)
a

2. Communication Model used to reach the Audivce.,

Booklets
44

1 4 Ways to Discipline
IV

The use of numbers in the title presents a concept of
V
a managable

piece of'information which is a positive start.
44,

The arrangement of the 4 ways leads the reader,to consider the most .

positiire aspects of discipline first. The suggestions are all writt-

en.in a manner to increase the positive.self image of the child and
are easy to follow.-

Over all the booklet should appeal to a parent. It is nonthreaten-

ing, brief, and not7too technical.

A few weak areas exist in my opinion. In places through the booklet,
in an'effort to .simplify vocabulary, thetext becomes wordy and

repetitive.

Specific comments on the four sections of suggested techniques follows:

Liiiten
.

)..,- .

4qi
... . .

Chi 44isten - .to Your Children .

The statement about letting children know how you feel would seem

to it better in the.tub-section - From Your Point of View.

Listening and Understanding
An example of what a parent tight observe when they watch their "

chld would be helpful.
k

.. '

Wpryng thinp.out, 4,

..i0Or". rather than "and" would seem tp fit betor in the exam?le of

4 the 5 yedt olcrand hei'' clothes.
J

, 4
.

\

litven-thouih it is implied throughout, the_point needsto be stated
that listening may be all a child is asking of a parent and if. this

is given no ptobIers erupt.

A white space between ealipoint in the sub-sections would'make the
. .

*'.. 1.. r

.
paragraphs more managable and would add emphasis.

r
Set, . . a

,
.

withThe.sectAon begins with a sentence about rules.- I suggelt. including

:14phe'word 'rules" in parenthesis following limits in at least a few

places: "Rules" is A.more familiat.Worilar4could make pirents feel
comfortable that they may have beep on the right track al along.

, . fe x 4P

...
. a

Rewards 0
'

,

, -
In the sub-sAtion The 'Last Words, praise and encouragement aie used. .

'However, in the section on RewarTv praise is not mentioned, There

is an emphasis an material reward* Even though they are simple, the .'

rewards 'could be beyond the firianciblmeensVlof thelow ixcome pa.lent.
"...This dthphasis 'could:cause a parent to reje t the Whole section. Also,

it mar be that the child wants and needs t e 11,u 'pat, oa genUine praise i'

more. than a material reward. . .

172 ''
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Appendix .A7 continued) 6

I
.

How'to reward
This sub-section concludes with the statement that any reward will'lose

to value if used too`often. This is confusing, doeit mean a pare5X

-should constantly seek creative rewards or that rewards should be genuine

and related to the behavior? lf
,

. .

. ,,..

This section may communicate an emphasis on material goods that is not

intended.

Punishment
This section is very good. It does notcondemn the parent who uses
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

familiar ideas throughout the booklet.

Where do Adults Gome From

The title is excellent,. The fact that' human development is a continuing

process is conveyed in a fewwords, wif'thout giving clues that could

trigger preconceived responses to a booklet on sex education.

In total, the booklet is easy to r duns TS S basic concerns, and

most important 9f all gives a grea f emphasi toictal emotional

development. The section addressed to ingie Tarents elpf %l and

supportixe and offers ideas for Vaught to two parent families as well.

The points about sex roles are very well pretented 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 section

does a good job of present.ing the question from the aspect of what is
sr .

best for the child.

In the section of question and answers under Childrens.Stxual Development-

Learning about ilakes and Females, the sentience, "The discovery of their

.sex organs is usually the beginning of children' sexpal development"

is confusing and conflicts with later statement about attitudes. Ac-

tually disc6very of their sex organs is the beginning of an understanding

of sexual development. P4xsical development will take place independent,

of /discovery and understanding'. Otherwise the que'sti-ons are ones cocoon-

ly.asked and the answers are clear, reasonable, and ()Herd! in a way to
help parents even if they ate 'uncomforpable with the whole process of

'sex ed-ucation.
/ I

In the section, Learning from Adults, there is a statement that children

may try to actin a way they.think will please their parents, if the

Parent acts as if they wish their child had been born'the opposite sex.

This its not always true sometimes children are hostile and disruptive. -

when they sense they are unwanted. The statement needs to be expanded'
/ and explained a bit more.

Except for the two points noted above, I feel ehe book
1

let is 'outstanding.

It provides thoUght-provoking inform ti n a brief,/bpositive form.

.173



Appendix A7 (continued)

TV Spots
_

',The spots are excellent. They are everyday, believable incitlents

that are easy for a parent to identify with.'.I bad some reservations

at first that a low income family would have finger paints available

as showing in Muchos Colones: However, the problem of dealing with

children's Messiness it a positive way shotIld come-thro9gh,

1In parents group meetings on discipline; I have often had these three

stSecific'incidents mentioned. Parent response 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 to be a more selfcontained

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

infortnatiori on positive family relationship aadicbild development with
out being tqp ,suga-y or overly sentimental.

Both series of spots 'flow well into the fortow up booklets.

101,

I

al
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Appendix A7 (continued)'

3. Comment on the interest of target audience id the subjct areas.

From my experience', information on discipline is of vital interest to

.parents. In groups I have worked with, parents are concerned with

bow their children's b.4havior affects the. quality of family life and

how they can guide their children to selfdiscipline. But they are

also very concerned with what other people think of theii children's

behavior and of them. Their own self image is involved in their
-

children.!s actions.
ff

. .

Whereas parents are very aware and acknowledge a nee& for help with

guidance and discipline, they are often lees aware of the. importance

of adult role models. The TV spots should provide information and

iperease 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 pp somewhere-in the future.

In conclusion, the total'presentatio, booklets and TV spots, mee;, a

real need and offer great -posbilitieg for other uses in"parent.
education.

r



Appendix A8

DATA PROFILES FOR PILOT TEST MARKETS

TV

NYE STA- ADT

,MARKETPPA1K rto,s

Beaumorit/Port Arthur, TX

Waco/Temple,,TX

Corpus Christi, TX
E1 Paso, TX

HAston; TX 14- 5com 875,500

Austin, TX 1C3 ; 3com 162,000

41116-

120 3com 137,0
105 2com 161,f00

127 3com 128,1100

109 157, 00

nARKE1 PAIR

At)I

1

SMSA

POP

sN
ADE

SISA POPULATION

. BLK

/

BLK

:#

M/A '1 /A

-

424,800 315,90 .74 #5,582 21,34 12,5571 .410=.

453,210 147,553 93 23,799 10;95:5- 7.4

435,100 284,832 .65 11.768 '4.1 126,774 44.5:

514,331 - 359,291 .70 10,052 2.. 8 204.349 56.0

780,316 1,985,031 254 382;382' 19.3- 212,444 10.7,

570,569 295,516 .52 32,270 10.9 43,899 14:91

4
,NSA INCOME

# BEIM
MEDIAN MEAN POVEni

66

Beaumont /Port Authur TX .9,136 10,201 45,829

Waco/Temple TX 7,884 8,825 28,315

Corpus Christi TX 8,000 9,278 65,679

El Paso TX, 7,792 '9,261 74,871,

Houston TX 10,191 11;706 247,427

9:218 10,875 45,6t

1 7 (3

.111111 ' II BLACKS,
DE10'.1 BELoW

POvEIM PoVLIM

ai.ACKS

L11OU BI 1:011 BELOW ,

POVERTY PoVE.RTY POVpTY

if WA 7 M/A7

----4

14.7. .25,338 37.9. 4--;918

20.1- 10,340 44.6, 3,731

23ci 4,39j 37:8 48,331

21.4' 2 ,;171t, -26.2 58°,21,9

. .

12.6 4, 116,763 ; 38,389

16.6 16,336-

.31.1f 31.8 11.151,

14.7

; 35.1

38.3-
-28.7

18.2

26.5

. 4t

Ok.
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Appendix A9

PILOT TEST .

STATION DATA SUMMARY

KFDM '
TAM:

ST.AION IMPRES'k.ONS

EXPOSURES (1000s) si

cO9KIE8 09/17-09h30/7/ ;0026_

TOILET.

PAPER 10/01r10/14/77 2

40

#

P.

40

74!
,

STikTIOIN_ TOTALS f $0'
.

t

A .
4. '

?sear 4.,.,

. .

.4pon

A

6

qr.

CAMPAIGN
-_, KBMT , ,KJAC TOTALS

TVHH

STATION IMPRESSIONS
L.,.POSURES (1000s)

T*111- . v-14
STApEONY IMPRESSIONS STATION
EXPOSURES (100Z)s) EXPOSURES

TVHH-

IMPRESSIONS.''

(10006)

S

21 ' 0

1 9 2

214"

.

b6.
te>

269*,

154,

1

a;

4,

-%413

d.

°

42
it

,,....

a

,

406
t t.

.
40 .

e

423 71,

1

909
--IA

WACNIAMPtS ,:gt ph. .. r , so
.

: .. , .

KCEN' li ,k KWTX ,..
,., TVHJI 1.i . -' TVHH

SPOTS \ . STATION IMPRESSIONS STATION IMPSIONS
"CAMPAIGN VER§ION DALES :**

IO
!EXPOSURES'(*000s) EXPOSURES (1000s)

.
MONTAGE

, B 4101 01-10/1.4/M, lb 288
91 -

flo
A 0917--09./301/77 17 -306

I
I

I

P .

11

113

140

0C

4
CAINPAiGN

'TOTALS

TVHH

STATION IMPRESSIONS''

ifPOSURES (1000s)

- Jr'
419- 27,
it

'27' 4'28

STATION TOTALS,'

,,, us

.

3,3

t

594 21 253 54.

it

479
847



Appendix A9. (continued)

e comq CHRISTI

to

SPOT
CAMPAIGN ,VERSION DATES

, .

BROKEN
I COOKISS 09/17 09/30/77

. MUCHOS -

II. 'COLORES (10/01-10/14/.17

4'

PILOT' TEST .,

STATION DATA SUMMARY

3

gw. 1(11'0 .

.
KRIS

TVHH . TVHH
STATION IMPRESSIONS 'STATION IMPRESSIONS
MiPOSUOtS (1000s).. EXPOSURES (1000s)

o

-141

STATION TOTALS

EL PASO

it SPOT

CAMPAIGN VERSION [SATES\

15' 141

- -KVIA
Jo TVHH.

STATION IMPRESS ,NS

EXPOSURES (1000s)
.

MONTAGE ;5.

A . 09/17 -E49/30/77 11

MONTAGE

C 1b/01710/14/77
.

STATION TOTALS

s 0

168

145

313

KZTV
TVHH

STATION IMPRESSIONS

EXPOSURES (1000s)

A/GN
TALS
TVHH

STATIO IMpREIONS
EXPOSURES (10.00s)

36

.

36

A

468

468
40

16

v.

18

208

234

i%00

67

54°

72 ''9.3 34' .0442 121

C.

. TVHH
STATION -IMPRESSIONS
EXPOSURES ' {(1000s)

to

224 17* 226

O 224 20 195

TVHH
STA'RON IMPRESSIONS
EXPOSURES (1000s.)

448 37

b
421

-817

702

1,5749

CAMPAIGN
_ lefRI,S

TVHH .

STATION' IMPRESSIONS
EXPOSURE10(1000s)

42

.43

85

618

564

1,182 4

1 SI,
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s Appendix A2 (continued) .

* .

HOUSTON I

V

1

,40, PILOT- TEST

, .

STATION DATA SUKMARY

4

*Iv >

CAMPAIGN/
'SPOT VERSION/
DATES

KHOU KPRC. 1(110G

CAMPAIGN
. TOTALS

/ OVHH-

STATION IMPRESSIONS-STATION: IMPRESSIO

EXPOSURES (1000s EXPOSURES (1.000s)

TVHR

STATION IMPRESS

EXPOSURES (400s),
STATION.
EXPOSURES

IMPRESSIONS STATION
(1000s) 4. 'EXPOSURES

TVHH
IMPRESSIONS
(1000s)

I A
BROKEN COOKIES
09/17-09/30/77'

II

TOLEEM
PAPER
MUCHOS
COLOWES
10/01-10/14/77

.0

10

o

516

129,

-

f

2

464

6

.

70 4

111,'

JiA

3

3

108

108

108

e

16

.21

13

642

831
App

321-

4

STATION TOTALS 1.2 ,645 ',1010' 10 587 17 238 9 324 50 1,794

11,

AUSTIN

ft
-'.

kTVV KVUE

CAMPAIGN,/
TOTALS

4h
?SPOT

CAMPAIGN VERSION

,
. TVHH

.

STATION ,JMPRESSIO
,

DATIES EXPOSURES', 1000s)

TVHH

STATION. ,IMPRESSIONS
EXPO5URF:S 1000s

TVRM`
STATION '4MPRESSIO4S
EXPOSURES (1000s)

TVHH
STATION IMPRESSIONS
EXPOSURES (1000s)

.

MONTAGE

I A .

MONTAGE
;I I \,13

.
moNetAGE

82
-§

.

41P

'o9/17-09)30/7/1' 7 115

. .

10/01-10/14//7 3

41k
1 4

.77

19

22

20 ,

g.

-185

13,9'

. 131

2

2

26.

26

26

i

1 I

"

-25

23

.
,

326

, a

010

168

.14 S3

STAfION TOTALS 9 122 , 61

7

4,55 , 6
,

7$ . 76, 655 .

r
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Appendix A10
,

'"/ PILOTTEST
. ,' A

iAUDIENCE RESPONSE B AARRET AND CAMPAIGN-,

MO BEAUMONT/ ; -WACO:/ CORPUS

PORT ARTHUR CHRISTI EL 'PASO

f

HOUSTON'. AUST1K

TOTAL RESPONSE,; '90 (100%): 27,?100%)*

'1
,spi 0007)

, ;

27 .(16-67)
to

136,(100%) 37 (100 %)1'
.1

Within SM.A1' 71 (79%) 4

.

1 .

(157) 67 (81, 14 (527)

.1

123'
i

(g0%) , 25 (68%)
. ,.. -. ,

Within ADI-Metro2 72' (80%) 20
.747)

*I (84%)
.

14-
0

(92%) , 25

35

(68%).

(95%1Within ADI ' 81 (90%) 26' (96%) 78 ."(98%)

,(52%)

18 167%) '..

.125

133 (A8%). A

,

tside ADI ' 9 (1'0%) 1 .44%) 2. "(3%) 9 Q3%)` 3

P
(2%)

.

2 .(.570"

PL OXTED RESPONSE
WTHIN SMSA -:, 55

-4T

lk
-/

(62Z) 3. (,.11%)

,3

4 .
,

(562 10 (31-%) 58 (43%) 22
,._,,i

(5971 '---.

_

.
1,4w Income

* 10 (18%) , 3 (100%)

i
I i

DP

,

(2%) 5 (50%).: ,k 12 (f1.%) 3 t14%)

Non -Low 45 (82'X) 0 -(3%), * (587) 5 (507)

4.-

46 (700 147 (46*

I
1. S:th Standard Metropolitan StatIstic,a. Area's as aefined-b-y. the U.^S.'eo;fernmenttst6ffice'of-

,

Managercient *and Bu.dget.
,

- r ei
4 V

t t : - , _

2. ADI Metro Genezally corresponds to the SMSA.; SizEk differences are due to historical
inthistry usage' and Othei marketing considerations 4uc'h.as channel allocations,.

1.-
. . 0, r Ie. f t, I

3. -ADI" Area of Dominent; Influence is an area the consists of all cotiltiet in which' the home-
--7--market stations veceive a p.re,ponderance,, of viewing._ . . 4

.viewing. ..

...:,',% *,
,- . , . - .

I :

4,._ 1

r
110111, 1

1 I
.

.. / w t, l. 6111

. .0 '

40 * 7,
4.

-4 )

-
'

teevisio
.
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I

PILOT TEST
RESULTS OF PHONE `INTERUIEWS

REACTION TO "4 WAYS TO DISCIPLINE CHILDRE4Z,
4.

1. Read booklet?

ti

-43 *(a) Yes
7- (b) No

p ,

. 2. Booklet was what you expectekt to r ve ?

32 (a) Yes
14- (b) /to :

. .
_

4,Negative respondents expected to receive:

. ? (ta) so hinF-1.onger .
b) mor specific, concrete advice' 3 (c ferent content -

Re4asons for requestin4_ booklet?
-

'4. Favorable

1010. ,(1) perCeived-prolgfeni with own children
. 25 (b) gengral interest with, ownchildren

19.. (c) gratdparent
.2 (d) professional carelkaker

) °Vier'..
overall response?.

.

3o (a) Yes
(b) No
rtc) Neut 1

S

5. New informalian.2 .
.. . .

, I
1,' ; ( a),, Yes .

. 32. (6.) No - .
. . r

6. Shared booklgt?,) r
4

4 -

.

. .:

. '1 "
3 (a) with spouse -.

-4

.4. ,

*
8 ..S13) with rivarried.Orild , '

. 5' 7 c) with- ot tie r house
.

.

R,.%
. Specific. I.reprXsions?

-. -
.. ..

, ...,

, dJ

- '

r'

.`'

A

. ;.
4 '.11

of



- Appendix All (continued)

Positive Points:
,

11 -(a) Section on talking and listening

5 .(b). Section on setting limits

1 ,(c) ,Section on rewards

2 fa Section on punishment
1 (e) !Simplicity of hOoklet
1 CO non - authoritarian tone

p
Negative Points:

, I

3 (a) Section on rewards _

1 (b),.advicef "not-stfict enough.

4 (c) advice "too vague"

8. Additional information wanted?

4
3 (a) On spanking
2 (b) On non physical punishment
Z (c) On child abuse

,3 (dIN On.triperacti.ve children

(e) Oct pre-verbal children

2 . (f) On teenagers

4"

6e .

.

4,

1S6

4

011

4

t

0

_ .

4
1*.

li

4.
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'Appendix Al2

4 , PILOT TEST
RESULTS OF PHONE INTERVItA

REACTION TO. "WHERE DO ADULTS COMEFROM"

t

17 (a) Yes
4 (b) No ,

,

/

2. '-Booklet was what you expected to ,receive? t

s
40 4 (a). Yes
f_ _ 10 (b) No

Negative respondents Nested to receive:
_

:

4 (a5 something liter .

r 2 (b) something to read to children
% 401111... 4 -( c) different content

3 Reasons POT 'reguesting booklet?

1114,1'

4. Favorable overall. response?

11,0

,13 (a) 'generally `interested with own oimildre'n
4 (b) grandparent.
3 (c) professional caretaker

10 (a) Yes
- 4 (b)1 No

3 (c)' Neutral

5. Neui information.?

1 (a) . Yes

12 (b) No

.
. 6. Shared ,booklet?

I'

.,-
' '1 (4 with spouse..

chid. 2 fl37 with married chil.1/4:d
.:'

*. 5 (c) with other house ,
. ...

... 4 .
. .,

7: Specific impression?

4

it

A

7,

.

'1 (a)' positive rIrpOnse to secti ©n on sexuality'
11.

1 (b)
I

negative respod5p tp seCt*on'on'Sexuality
1 (c) Pds'itiVe respbn'Se to section on sex roleS

:1 S7



APPENDIX 'B

TESTING OF EXISTING PRODUCTS.

1 7 Data Profiles, of Test Markets
t

21- Liaison Agency Orientation Materials

3 z. Station Data,SuMmaiies for Fit Tests

s-r 4 -.Station Data Summaries for Longjt nal Broadcasts

5 - Audience Response Data by,Field Tes, Market'-and'

Campaign aa-__
,'tea

6 -Protiit Broadcast-Test Results (1445/74s-7/22176)

_ il
4

Ill
,,,

(

t

.4

I SSA,

0
'4

, a

;



1_

so

v

MARKET PAIR

Sacramento, CA

San Dieio, CA

Fresno, CA
Albuquerque, mm,

Memphis, TN
Birmingham,'AL

AugUst.:h '-

Columbus, GA

-Jacksonville, FL
orlando/Daytona Beach, FL

st

'1

Appendix '131
. ,

AND LONGITUtINAL BROADCAST.TEST-MARKETS

k\4

,DATA PROFILES .FOR FIELD TEST '-

RANK'

#-TV
STA-'

TIONS
AM"
TVHHs

ADI-

POP

3com 604,700 1,697,400

31 4co4 517,300 1,4416800

.."
,

73 5com 270,500 805,300
80 3com 228,200 '724,900

32 3com 507,400 1,549,101
48, 3com 3959.50 1,139,1OP

1

108 3com '157,900 502,000
119 3com -140,900 4'33,500

s

66 3com . 299,000 878,30d
44 4com .425,500 1,180,400.

SMSA

.Pop

.

SMSA #

ADI. BLK

1,285;106

1,357,854

.76

.94

1

55,632

'62,028
'

. %
- 413,053 ,.51 20,370 i

315,774 .44 6,689 4
1

770;120 .56 288,913
-,_739,274 /17,447

253;460. .50v
_238,584 .55

528,865 .60

-1128,003 4

tMS POPULATION k

II

.13Le M/A M/A,

4

4.3 157,446 12.,

4.6 174;209 13

4.9 104,177 2i1

2.1 123,814
,

3,7.5

29.4

70,418 27.8

68.,..42 28.6

118%158 ,22.3
62,538

4,370 00
2,799 0.4

311

4.000 )

0,9
1.1:7

7,007. l.,;3

7,952 1.'49'

190,
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Appendkc 11 (continued)

-/

J.

DATA PROFILES FOR TEST MARKETS continued

SMSA INCOME

# BELOW BELOW
Ib BLAOKS, % BLACKS
BELOW BELOV

# M/A

-BELOT

% M/A
A BELOW

MARKET PAIR MEDIAN MEAN POVERTY POVERTY POVERTY POVERTY POVERTY POVERTY

Sacramento, CA $ 9,934 0,109 157,885 12.2 15,642 28.1' 30,770 '19.5

San Diego, CA 10,133 11,435 135,842 10.9 . 12,688 23.4 24,484 14.7
F

Fresno, CA 8,622 9,901 76,.887' 18.9 8,114 41.1 35,573 34,4
Albuquerque, NM 9;031 10,370 50,664 16'.3 2,185 33,6 31,8407 25,9

Metplais, TN , 8,542 9:98140:64,332 21,9' 126,605 44.4 622 15.2
Birmingham, AL 8,295 9,671 142,760 19.5 84,444' 39,2 252 9.2

Augusta, GA' 8,272 9,321 45,273 19.4 - 27,659 41.4 159 9.9
Columbus, GA 7,475 8,731 50,386 22.9 29,948 46:1 628. 18.8

.
.

4

Jacksonv.ille,,FL
.

8171 9,931 89,717 17,6 46,614 40.1. 671 10.9

Orlando/Daytona Beach FL 8, 84 10,361 60,777 14.6 27,566 45.4 '936 12.1 .

0

191 )192



Appendix B2 (continued)

4 POSITIVE PARENT FIELD TEST liMPAATION MODEL

StIlL/ECP Responsibilitieg

I. Orientation and Training

1J1:4

1. Implementation of Field' Tests
at Introductionto'SpL
b. Explanation of Early Childhood Program-
c. Background: .previkus testing, research

strategie§elha results
d. Field TOeiSblectives
e. FialdeTtist market profiles
f. Fiel0Test methodology

2. CamWgnCoordination.
la. 'Troubleshooting

jbe,d4id= and*Post-Campaign facilitator
intervi,ews

r N II;, Materials and Campaign-Test Experience

1. Dubbed.spota v)ith loc i-tag
1

2, Reproduced. ooklets to accompany spots
(with refer to to liaison agency)

3. Strategies f campaign implementation f

.!' ,a. TV station data to initiate contacts'

,,
b. SuggeSt/ons for initiatiand maintaining

.
good relations'with

'4. Assistance in additional promotional. activities

,

Coordination for ETV interviews
.

!

b. 'Development of jOinepress releases

'I' III. Data Processing and Analys'is/Disseml:fiation

/1. Station data
2. Audience response data
3. Distribution of.booklets (and any Agency mats.)

. 4. Final Evaluation' Report

193 ar
dor

Liaison Agency Responsibilities

I
I. Orientation and Training

r4

41.014.. >1.4

1. Designation of. campaigndfacilttator(s)' ra 1
2. Designation of personnel for focal

implementation activities H oy
10

3. Additional suggestions for maxzing 0
cooperation

II. Campaign Imp Itration

1. Securing 10 al post office box
2. Supplying information lot local tag
3. Faciarbtor contact with local TV stations:

rl
(andikith, other media- Optional)

4. DiOribution and collection of tapes 4'

5. Fqfwardipg audience rdsponse
6. $icuring station broadcdst data' ,

7. .Local PR: press releases to media find
to all interested offices (Optioilal)

'mo
III. .Campaign Results

1. Feedback to stations .(and Media Optional)
2. Commendatipn of participating media(Opt.)
3. Lodal PR (Optional),

194



Appendix B2 (continued)4

LIAISON
AGENCY
ACTIVITY

JOINT
ACTIVITY

SEDL/ECP
ACTIVITY`

)

195

1

1.
POSITIVE PARENT FIELD TEST TIMELINE

.,.

DEC JAN FE MARCH APRIL' MAY

I

.

Station Contact . . Collect v Collect

Review Proposal Advance Prtmotion Rerward . Station Forward . Station

6 Dejignate Facilitator(s) (Optional) Audience Requests ' Data' Audience Requests Data

Campaign I Mid-Camp Campaign II Post -Camp

. . ' on Air Assess- on Air AsWess-

k Orientation & T4lining (2/26-37'25) ment (4/9-5/6)" ment

40 Pre-Campaign Coordination.
',6 ,Materials Developmett

Process & Respond
to Audience Requests

Pi/ocess & Respond

to Audience Requests

1.

Analyze
Data

Commend
Stations

Analyze
Data

Final
Report

196
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*ACTIVITY

JOINT
ACTIVITY

4

SEDC/ECP
ACTIVITY

I

'Appendix B2 (continued)

4

POSITIVE PARENT LONGITUDINAL TIMELINE

4".

4

DEC 1 JAN
0.

.FEB MAR. ' APR MAY JUNE ...JULY AUG
.

SEPT

. 1
.

...-__.
.

Review ProposalStation Cont.act

& Designate k Advance

Facilitator Promotion(opt)

.r

,

_ Forward Requests/Collect & Forward Station Data
.

.

, ... , 1

Orientation & Training

Campaign I
W29-2/25)

Campaign II

(3/5-4/1)

11

Campaign III
(4/9-5/6)

Campaign IV,

(5/14-6/10)

Mid-Campaign
Aasessment

olliCampaign V

(6/18-7/15)_

Campaign VII.

(7/23-8/19)
1

Post-Campaign
Assessment

1__J I)

Pre-Campaign Coordination
-& Materials tevelopment

19.

Process & Respond to Audience Requests

Commend
Stations

I

Analyze Data

Final
Report

195
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Appendix D2 (continued)
01

3--

i

, MEIORANDUM 9F AGREEMENT 4

i I .

\ I

Pub ServiceProject! Field Testing of SEDL-dev.eloped Television ..0 lc' ervi Announce-

. .
ments and Dissemihation qf-Supportive Printed Materials

,

C .

Period: /-
\L

Statute: P. L. 92-318 and 41 U.S.C. 252 (c) (15)

This agreement is entered into on Vie day of , 1977

between the

hereinafter called the Agen

4

fl

I
IP

hereinafter called the Laboratory.

11

WHEREAS, the Earlrhildhood Division pf the Labor'atory,0 a non-profit edu ational
Laboratory located in Austin, Texas; is currently developing, producing, nd

researching the effectiveness of "PosLtive Parent," a series of televisio
spots and booklets on selected parenting topics; and

I
WHEREAS, the Laboratory has developed and pilot tested both 30- and 60-se and
versions of 'its public service announcements'(PSAs) .for low income parent of

young children and nowhesires to cooperate with sponsoring agencies in f eld

testing certain of the TV spots and materials;

WHEREAS, the Agency has expressed an interest in the materials and desir s to
cooperate with the Laboratory in testing the materials,

pW THEREFORE, the Agency and the Laboratory agree as follows:

Period of Performance:

The work called for in this agreement is o be performed during the
4period .

The Laboxatory shall:

A.
;

Orient a repDesentative of the Agency in the preferred implementation,
for campaign-testing of selected Public Service Announcement.

ir

199 1



Appendix B2 (continued)

406.14

.Prepare. the campaign testing' materials in such a manner that the '

Agency is cited as,loCaltcampaign sponsor, and provide sufficient
copies of the campaign testing matri.als needed for*the field
testing activities. ;All caRlisign videotape materials ate,to be

returned to tie Labordtory before termination of the agreemtnt.
s

C. Provide the necessary instruments fof the Laboratory to obtain .

"feedbage'.concerning the market impact-of campaign materials, .,

the field test design, and the,Agency-Laboratory liaison experience.
,

4 D. Reimburse the Agency for expenses incurred in adminisEering the
campaign test, renting a local post offide box,-colle,cting data,
and forwarding the data, to the Laboratory.

1

E. Provide the Agency a,copy of'the test'results on termination of
theagreement. -

The Agency shall:

A. Designate a representative who will represent'the Agency'in all
0, _matters pertaining to field-test activities. Such representative

shall be respoQsible for implementing the test, 'collecting data,
and forwardinethe data to the Laboratory-at various ingervals,
and will be the person responsible for working with local commer-
cial television stations and implementing the campaign tests.

, 4
B. lgree that not reproduce or establish any claim to statu-

, tory copyrightor assert any right at common law or equity In any
of the POSITIVE PARENT materials provided the Agency while' per-

, forming the work described herein. . #

Release of Information:.

.

All prepared releases of inforniation to the news media and to
periodicals regarding the evaluation of the Laboratory's materials
and activities shall receive the prior written approvarof the
Laboratory and the Agency.

'Termination:

The Laboratory and the Agency reserves the right to terminate its .

commitments hereunder-upon thirty (30) daysiprior.written notice
of such ierminationt

Educational and,Privacy Rights:

The Agency od the Laboratory both agree to comply with the applicable
regulations and requirements of Title IVi.°Public Law 90-247 (20 U.S.,c,

Par. 1232 g & H) regarding family educational and privacy rights'in
connection with the proposed field test.insruments.

200.
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Appndix B2 .(continued)

-..

.

411
"

, e
In witness whereof, the parties, hereto have executerdthis agreemect do this

day of ,""1.977.

For the

By

k

6

For the

By,

James K. Perry
Exeutive Director

.11t.

201
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Appendix 112,(qontinued)

-

. .

I..
TV STATION CONTACT STRATEGIES , 7 i-)1p.

A'
',_ 4 '

ta , ' ,..r.

.. . '... . 1 !...

Commercial broadcasters aie're4ufredby, tlie FCC,
4.
to air a certa1.11 amount' of

public service programing=eachq46110z1 .ENTOTy TPr-44o stp.tionIs'license
contains a "minimum obligatioh":ef'0612146kpu4Cetinits%aghinst which the
station's actual programing -i's measured.4iZidless of length and4whether
it ,be program, or spot, each-public service message counts as a single -unit:
Most stations veceive far more requests for exposure than they have time -

:available. Station programers, therefore, resort to criteria -(or random
'choice) in making their selections to fill the public service Alots. In .

theory, the stations feel no obligation' to any paeticuW cause,but they -
,do usually give some priority to local, requests. /thas been the Aperierce
of SEDL that there are some additional'fac.torsand strategies which will .

assist an agdncy in obtaining air time and, indeed, maximize the exposdre
which is received. u

.

Au .

,

ti

01

Personal Contact Public-service'campaign peals emphasize human need
and response: The imple tion-mode chosen for tpes_e
types of campaigns is espec lly importanr.!There,ndtds

------"to.be a degree of consistency'for th'rcammign:
campaign sisiActure through tone of advertisin messages,

.rom contact with media through response to audience
requeptg. There is absolutely no substitute for dixect,
personal contact with TV station programers. While mutt
can be accomplished by, mail and by phone, a warm body.
renders the request for air time so much more individual;.
and Likely to make an impregsion. 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
lend themselves lien 'tosf",'-tp-face proposal.

Station.Contact

a

)-,

SEDL would suggest first co nicating by mail and phone
with%the General Manager and station person-in charge of,-
PSA's.at each station (oftentimes it ikthe Program or
Promotions Since tills will be their first

introduction to the'pxojeLt, a genera1.8utline:or'"'
, description for the campaign-tests shouldbe sufficient.

An appointment canthen be madqoto speak in person with
thejtation GM and'to the PSA peogramer.. It may
fa'cilitate that meting to glow these personsrapreview,
of the pots prior to tour appointment. Naturally, these,.
station.pertonneI will reserve final st4tion consent until
after they have-see9 the spots.,

202
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-.Appendix BZ (continned).

PSA Programers

le

Q

13SA Exposure Data

Extra Benefits ,

*

a

0
11, ,.

Justias it is valuable td .speak with the General Manager
or Station, Manager to receive station consent, it is even
more important to-introduce yourself to the programer who
wiAi directly oversee the scheduling and airing of, the
spats.. Should this person have questions, need an ,

additional dub (copy).of a spot, or` eneoulieer a problem,

he will know iou and how to get in touch guickly., This
understanding will in -torn facilitate your efficient,
comminication with SEDL'should some need Arise. After
thefirst;campaign begins, it will be possible for you
tcrdeal directly with the individual prog amers; usually

phone.

.

Although market data As not SEDL's prim consier

these POSITIVE PAREgT Field Tests, we' will .0E111 by

tabulating audience response and fae"hue to receive
exposure estimates ,from, each station (see "Airi.pg Logs"

included in this packet). By knowFng.the number of /

exposures and the airingqimes, we can computt the
combined viewing'audience for hn.entire campaign. ied
for each FSA campaign, when we compare total aticliince
with number of write-ins, itis.possible to measure
spot ,"effectiveness "'. 'These estimate's of station. PSA

exposure are'generally not a prOble for the programer
if he knows in advance that we wolf like to have the
data. The request ts.swe le,,ned co

guarIntkeligg that each stitfon will
the FinaT-Project Report as Well asb
commepdation'to the Broadcast Bureau
would be surprised how fast faces br
Mention,of:FCC commendation ,

erably bye .

ive a copy,,of

ividuai
f the-FCC. You

ghten at the-
AR

AP'?

I

In addition-to your Adividual'requests for PSA exposure
. ,

time, station;personfiel will be impressed by the high
production quality for the spots, thd message of the

... spots and their,beniefit fOr,the tation'.s viewership. .
.

Take along,doplbs A the booklets and emphasize that they
will 41, mailed free to petsons who write in after viewing

. the spots. Likewise, the station will be interested in -.
.....-- _. ....

, ,.. , .11

.the research aspects of the project and in; the tact that,---40K

a state agency of your stature is endorsing the spots, ''

implementing the campaign-tests, and'offering a local
: 1 address for audience response. -/ ,. ,

203
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Aripendix,B2 (continued),

Sraticm
Cooperation

sa

SID;, has been very impressed over the several market .

, tests we have conductedtofind, in leneral, how
---rece:gtive and cooperative commircial television stations

are with the POSITIVE PARENT campsign-tests. They
appreciate ,learning of our.deLre touse the medium of
broadcast televiejonfor creating an,awareness in
purgittgig, as:e,ccemnunication link to the dissemination
of additional info&atior4,aftd of our choice to use.
their particular, station And market audience. The '

support of yotir agency acting in liaison with SEDL
shbuld'greatly i4Crease station receptivity to the
.appeal ,f or POSITIVE, PARENT air time.

1

4.
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Appendix B2' (continued) .

PUBLICITY & PROMOTION

P17:: s'

v.

"on

Programs
. . . .- . .

The educational TV, oommercial TV, and radio stations in
.
your

market,may well offer the chdnce for intervie and'ts.lk show

coverage. The Program Dirtctors of these stations wodj.d be
the initial contact persons if you choose to pu this' tyA

of publicity and pro/lotion.

News Perhaps the most basic cover* for POSITIVE, PARENT and your
agency's.involvement center& 4round the "newsworthiness" of
the project. Tge mass media-Of television, radio, and news-
papers would welcome the opportunity to-afford coverage.
With refeience to news" and "featdre articles", there are
many avenues 'of approach and,'of course, your local.newspap6r;\
pr'esent,the most possibilities. General editore and specific
editors of various pages or sections- (i.e., "Local", "Women",
"Education").should be,more than willing to discuss potential'
Coverage.'' .

'',

'Newsletters A third passibility for POSITIVE PARENT promotion and liblicitY
eists through mention and brief discussion of thecampaigns
and topics with interagency news organs. Your own in-house'

newsletter presents the first possibility. Additlpnal news-.
letter coverage may exist with other agencies that share a
prioity for adult and' parent education or earlvy childhood

Odaition. Letters or phone.communication co dlikely set
f up; this coverage.

Obviously, it will not be possible to utilizeall of theseipublicity and
promotional outlets. We certainly do not expect you to. What we do suggest

is that you weigh media accessi,bility, coverage potential (foremost for
agency, secondly for POSITIVE PARENT), and the time and effort required to
pursue the additional. activity. You can decide-beet what:you will be able'
to handle. At the outset, decide what extra activity you wish to undertnite,
findrout any deadlines involved, and let us know if we Can assist.

-
In addition, please consider any agency print materials which can be included

with the,bOoklet,mailouts. If yqu ave sufficient quantities (probably a few
hundred foreaCh campaign4), they c be-shipped to. u§ for dissemination prior

ta the first campaign. SEUi will also'include an insert with the POSITIVE
PARENT booklets which ackdowledges the support and cooperation of your agency
for the project.

205 1
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APP dix BZ (continued) .

PU ICITY & PROMQTfONAL 'OUILTS

'In several previous POSITIVE PARENT Field Tests, SEA Public Information/
Dissemination Officers have served as,campaign-facilitators; other SEA

ihr
facilitator ve remained in close contact with agency PI/D persons before
and during t POSITIVE PARENT Field Tests. Witflout knowing the specific
publicity and'promotional opportunities ineach market, SEDL offers the
following gegera dia and.message cestersfor consideration.

The Meaiym

.TELEVISION:

Educational
Commercial

1

4

NEWSPAPERS:

Dailies
Weeklies

RADIO (AM.& FM):

'" Commercial
Educational.,

Ethnic stations
,Rock music stations

MAGAZINES /NEWSLETTERS:

. . ,

Business & industry publications
City or state "slicks"
Civic club newsletters

4

Agency house organs ,

The Message Centers

Ilterview programs
TAak Shows
News

4E.

News' pages'

Women's pages
Editorial pages
Letters to the Editor
Education page
Opinion columns
Picture Editor'

InterVies
,Talk-programs
_commentary features

,ANDisc jockey programs
.4r, Dive announcements

.Community bulletin boards

Feature stories
" News columns

NeWs inserts

.



4ppendix B3

PO TIVE PAREN FIELD TESTS,

S ATION DATA SUMMARY

SACRAMENTO
,

...

DATES .

K6v11=-13

: '

OFV-10

% CAMPA GN,

TOT S

CAMpAIG11 SPOTS

TVHH ,

STATION IMPRESSIONS

EXPOSURES (1000s)

TVHH'
STATION IMPRESSIONS

EXPOSURESOe00-

.. .

. . .

STAION
EXPOSURE

VHH
IMPRESSIONS

(1000's) Ivir.

I. CIGARS

II MONSTROUS

04/16-05413/77

05/28-06/24/77

. ,

11 528

2 02'
.

.

9 432
,,

9 V?.

.

20

la

96?

1,104

STATION TOTALS 20 960 18. 1,104 2064

r

IP
SAN DIEGO

,KGTV-10 KFMB-8
TVHH- TVHH

. Air
CAMPAIGN SPOTS DATES

STATION IMPRESSIONS
EXPOSURES (1000s)

STATION ,IMPRESSIONS

EXPOSURES (1000s)

MONSTROUS 04/16-05/13/77 13 799 10 358

II CIGARS .05/28-06/24/77 ,16 282-- 13 419

STATION' TOTALS 1,081 23 777

2.61

CAMPAIGN
TOTALS

TVHH

STATION IMPRESSIONS
EXPOSURES c1000s)

.

23 1,157

29 701

52 1,848

. .
, '.

, . a. . ¶
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Appendix B3 (continued)

I

s

FRESNO

CAMPAIGN SPOT DATES
.

'

((
POSITIVE PARENT FIELD TE8TS

STATION DAU,,SUMMAR*1

KFTV-21
4 TIM

STATION IMPRESSIO S-
EXPOSURES (1000s)

'14N
/1I FAM ILIA 046-05/,13177' ," 63'

°
ALBUQUERQUE

CAMPAIGN SPOT DATES
,

1'

IF'. 911,

4
)KJED-47

I TVHH
STATION imr.RtssioNs

,EXPOSURES'43000§) .

QL ?1'

*v-

.1 1 .

I a I
. .1

KOB-4

STATION IMi

EXPOWES

FAMILIA 0416-05/18/i7

. 209

)
.cl

e
'

'

.

I
- `

. ,
KOAT-T. -

rON,S STATIC KESSIPNS

EXPOSURE 00\00
q -

i P
,

.

we
324

. ., ,
50- k . - P

-

- '

y1
I

.1

4'

kGGM-13
VHH.

AT ON, JMPRESSIONS%
SUREk (1000s)

r"

.

. , .

f

64

CAMPAIGN . °

:TOTALS

TVHH

STATION. IMPRESSIONS
EXPOSURES .(1000s)

86 .395

I

.

CAMPA/GN
'TOTALS.

TVHH
STATION IMPRESSIONS
EXPOSURES (1000s) ,

1,038

.:
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Appendix
-

MEMPHIS

3(continued)

CAMPAIGN SPOTS' DATES '1144444,

I BEDTIME '04,/30-05/27/77

II GLASS 06/11-07/-48/77

1'

.4

ti

POSITIVE PARENT FIELD TESTS.
40i1

- STATION DATA SUMMARY

a

,

WRE6-3' 0 WMC-5
A _

TVHH TVHH,

STATION IMPRESSIONS STATION IMPRESSIONS

EXPOSURES (1000s) ' EXPOSUgES(1000s)

,STATION TOTALS

BIRMiNGHAM.

CAMPAIGN SPOTS DATES
.

I GLASS 04/16- 05/13/77

II BEDTIME 05/28-06/24/77

ik

WEBQ -13

TVHH

STATION .IMPRESSIONS
EXPOSURES (1000s)

-s.

CAMPAIGN.

TOTALS
TVHH

STATION' IMPRESSIONS

EXPOSURES (1000s) /

19 713 5 148 11 271 \: 35 1,132

60 0 6 170 1 20. 7 190

,

19 '713 11. . 318 291 42' 1,322.

WBRC-61 WAPI-13

TVHH TVHH

STATION IMPRESSIONS STATION ...IMPRESSIONS

EXPOSURES (1000s) "EXPOSURES (1000s).

9 495 39

14 - 472

683

WBMG-42
TVHH '

STATION IMPRESSIONS

EXPOSURES (1000s)

83 1,369' 131

CAMPAIGN
TOTALS

.TVHH ,

StATION1 IMPRESSIONS

EXPOSURES (1000s)

32 550, --- 134

2,547

180 3,374

STATION TOTALS

. 21..1

r4
3

23 : 967 71 L,233 217 3,721 '311 5,921

4 1,



4 AUGUSTA

Appendix 33 (continued)

.

CAMPAIGN SPOTS , DATES

, - .

I PANCAKES 04405/13/77

II BREAKFAST 05/28i-06/24/77'

POSITIVE PARENT FIELD TESTS

STATION DATA SUMMARY

WJBF -6 WRDW -12

TVHH _.&TAIH

STATION IMPRESSIONS STATiON .,IMPRESSIONS

EXPOSURES (_1000s) EXPOSURES (1000t),

STATION. TOTAIlk

ti

a

40 920 9 65

N
50 1,150 13 78

90 2,070 ,
22 143

4

CAMPAIGN
TOTALS

TVHH
'STATION IMPRESSIONS

EXPOSURES (.1000s)

'

49 985

63 1,228
r

112 2,213

COLUMBUS 1p
,

. e amotIGN

WRBL-3 WTVM-9 WYEA-38 . TOTALS

TVHH Tip TVHH '. TVHH

STATION IMPRESSIONS STATION IMPRESSIONS

CAMPAIGN'SPOTS DATES EXPOSURES.(1000s) EXPOSURES.(10U0s),

I BREAKFAST 04/16-05/13/77 18 301

1

II PANCAKES 05/28-06/24/77 13 15°19

STATION TOTALS

213

31 490

c

44 646

27 469

71 1,115

STATION IMPRESSIONS
EXPOSURES (1000s)

STATION IMPRESSIONS
EXPOSURES (1000s)

A.

9 43 71' 990

5 4 17' 45 675

14 60 116 1,665

214



Appendix B4

.

POSITIVE PARENT LONGITUDINAL BROADCASTS

STATION DATA SUMMARY

ORLANDO A

WBDO -6 WESH-2 WFTV-9
TVHH. .

STATION IMPRESSIONS'

TVHH

STATION IMPRESSIONS . STATION

TVHH
IMPRESSIONS

CAMPAIGN SPOTS DATES EXPOSURES (1000s) EXPOSURES (1000s) " EXPOSURES (1000s)

I GLASS 01/29-02/25/77 0 6 3 79 11 378

-A.

II PANCAKES 03/05-04/01/77 25 1,004 10 249 11 465

III HOUSEWIVES 04/09-05/06/77 13 469 8 174 15 A.544

.//
IV MILK 05/14-06/10/77 12 328 6 97 12 397

V ' -BREAKFAST 06/18-07/15/77 50 1,724 0 0 13 517

VL. CIGARS 07/23-0a/19/77 41 1,510 14 657 14 471

STATION TOTALS 141 5,015 41 , 1,25i 76 2,772

1,

215

m

-r

I

A

J

CAMPAIGN
TOTALS

TVHH
STATION IMPRESSIONS

EXPOSURES (1000s)

14 457'

46. 1,718. '

36 1,267

822

2,241

., 30

63

69 2,638

9443.

216'



Appendii B4 (continued)

CAMPAIGN/

SPOTS/
4IW .

DATES

I s

POSITIVE PARENT LONGITUDINAL BROADCASTS

STATION DATA SUWARY

JACKSONVILLE

* ,

WJKS-17 - -, WJXT-4 . WTLV-12 leijCT27

TVHH ,TVHH TVHH, TVHH
STATION IMPRESSIONS STATION IMPRESSIONS STATION IMPRESSIONS STATION IMPRESSIONS'
EXPOSURES/(1000s) EXPOSURES (1000s). EXPOSURES (1000s) EXPOSURES (1000s) ..

114'

I

GLASS

01/29-02/25/77 11

II-

PANCAKES
:03/05-04101/7740 12

III
,

HOUSEWIVES
04/09-05/06/77 12".

127,

,( 121

I

11

19

9

IV
4 MILK .

0,5/14-06/10/77 r--n 60 1

V

BREAKFAST
06/18-07/15/77 15 55 7

14.
VI

CIGARS

07/23-08/19/77 ..2 6 10

STATION TOTALS 63 .480 57-

'125

410

95

96

- 0

206'.

129

CAMPAIGN,
.TOTALS

TVHH
STATION IMPRESSIONS
EXPOSURES (1000s)

24 469 4 16 50 . 737

163 5 '19 44-&-->r

r.

. 14 274 4 12 3 443

I

17. 319 4 '12 33 391

a

. 20" 339 139 739

139 27 07 r) 301

1.

96 1,703 30 225, 246 3,059

218
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\.% Appendix B5

POSITIVE PARENT FIELD TESTS

AUDIENCE ,RESPONSE BY MARKET AND CAMPAIGN

SAC1tAMENTO

II

p

I

IEGO

II I

MEMPHIS

II I

BIRMINGHAM

II

,.,

TdTAL'RESPONSE 117 (100%) 65 (100%) p147 (100%) 60 (100%) 112 (104) 54 (100%) 95 (100%) 337 (100%)

Within StiAl. ,
65 (56%)" 33 (51%) 143 (97%)'1' 57 (35%) 85 '(76%) :137 (69%) 84 (88%) 262 (78%)

_,

Within AL Metro2 - 81 (69%) 42 (65%) 143 (97%) 57 (95%) 86 (77%) 41 (76%) 85 (84%) -267 (79%

WithIliADI
3

106 (91%) 55 (85%) 143 (97%) 57 (95%) 102 (91%) 48 (89%) 89 (94%) 289 (88%)

Outside ADI 11 (9%) (15%) . 4 (3%) 3, (5%) 10 (9%) 6 (11%)" 6 (6%) 39 (12%)

PLOTTED RESPONSE
WITHIN SMSA' 64 (98%)

1.10

30 (91%) 143 .(97,%) 57 (95%) '79 (93%) 32 (867.) 76 (90%1.225 06%)

Low Income 14,, (22%) 3 (10%). 33 (23%) 13 (23%) 17 (22%) 8 (25%) 37 (49%) 94_ (42%)

Non-Low Income 50 (78%) 27 N14,() 110 (77%) 44' (77%) 62 (78%). 24 (75%) 39 51% 131- 58

1. SMSA Standard Metropolitan
Budget,

Sttistic"aI Areas as defined by the U. S. Government's Office of Management and

2. ADI Metro Geperally corresponds to the SMSA. Size differences are dile to historiol television industry,

usage and other marketing considerations such as channel allocations.'
lk

3. .ADI - Area of Dominant Influence is an area that consists of'all countie in which the home'market stations

receive a preponderance of viewing.



Appendix B5 (continued)'

POSITIVE PARENT/iIELD. TESTS
411#

111 AUDIENCE RESPONSE BY MARKET AND CAMPAIGN

AUGUSTA,

I II

lft
COLUMBUS'"

'D
I- II

, 3
4f,' .9VP4

FRESNO ALBUQUEROSE

I I

.

TOTAL RESPONSE .44

I

93 (100%) 110 (100%) .

.

'90 (100 %)' 93

I''

(100%) 3 (100%) 1 (100%)

Within SMSA1 . 50 (54%)/

c ;
58 (53%) . 37 (41%) 36 (38%) (66%)

,

0 (0 %).

Within AD1I Metiro2 57 (61%1 65 (59%) 37 (41%) 36 (38%) 2 (66%) e 0 (0%)

Within ADI3 76 (82%) 88 (80%) 58 (64%) 59 (63%) 3 (100%) , Of (0%).

,.

Outside ADI
V.

17 (18%) :22 (20%)- 32 :(36%) 34 (37%), 0 (0%) 1 100%)

PLOTTED RESPONSE
WITHIN SMSA ' 39 (78%) 42

4

(72%)

i
,

35. (9i%) 33 (92%)

J
.

2 (100%)
/.

'0 coxy

Low Income ' 9 (23%) , 16 Z38%)

------ -i--

.12. (34%)

4--

14 (42%) 0 JO%) : 0 (0%).

Non-Low Income 30 (77%) =26 -(62%)' /(66%) 19 (58%) 2 .Z10,0%) 0. ',(0 %)I

. SMSA - Standard Metropolitan Statistical Areas ps deffried by the U. S: Government's Office of

Management and Budget.
. .

. ADI Metro - Qeherally corresponds to the SMSA. Size difftrences are due to historical televisio

industry usage and other marketing considerations such as.chahnel allocations.e.
. ADI - Area of DoMinant Influence is an area that consists of all counties in which the home

market stations receive -a preponderance of viewing.
.
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. _APPENDIX C

'PRODUCT MARKETING PLAN

.4

1 - Local.4encies Surveyed for Product

74,1
Distribution Demand

Natiohal Sources to Receive Promotional
Materials.

'3 - Product,Promotional Flyer
.

4

4 - Promotional Veiad .Release
4

Marketing Survey Results; Estimates,
of "Ideal" Product Demand ,

ts -

6 - Marketing Survey Results: Estimates
of "Rear Prbduct Demand

J

'I-I

-
Al

t
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Appendix,C1

LOCAL AGENCIES
POSITIVE PARENT MARKETING SURVEY

A. Department of Public Welfait
. , #

e

1. Protective Services
.

2. Financial & Social ,Programs

re 3: Child Abuse Informatidn

4 .

44. Chil\ d Development C onsultation
. a

a. ,

5. Foster flame Development
,..

. .

1.*

B. Texas State Department of Community Affairs

1. Early Childhood Division

2. Youth Services Division

C. Austin State 'Hospital

1. -Child Psychiatry

2. Family Therapy '

3. Parent/WorksNs

. Texas State Department

4' .

PI Mental Health-Mental Retardation

1. Children Services

2. Austin Parent-Child Association

E. Health Departments

1. 'Austin/Travis County Health Department

a Rehabilitation Therapfts

,2. City,Health Department

a. Health Action Services

Rosewood Medical Clinic

'3. 'Texas State Health Department

a. Austin Evaluation Center

.Materhal Health & Family Planning
. .

C. Child Health

224 . 11

1



Appendix Cl (continued)

F. Texas Education Agency

I

1. Elementary Edudation

2. Student Services

,3. Homemaking Education

4. Migrant Education
.

5. 'Program Planning & Approval

G. Austin Independent School District

1. Visiting Teacher Program

fi

2. Parental InvolvementtSpecialist

3. .Kindergarten Teacher

4. Kealing Infant Center

H. Texas Agricultural Extension Service

1. Family Life Education

( -

I. Universities

1,. University of Texas

a. Resource Center on ,Child Abuse and Neglect.

'0
b. Adult.-Performance Level Project

c. School of Nursing

d. DepartMent, of Educational'Psychology

e. Home Economics' and Child Devel'opment

f. Department of Psychology

g: Speech and Hearing Center

2. Southwest Texas State University

a. Home Economics Department

3. Austin Community College

a. Student Services

b. Child Development Program

225
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Appendix C1 (continued)

4. SanMardts Academy

a. Dean of Girls

J. Focal Groups

4

1. Teenage Parent Council

2. La Leche League

3. Home of the Holy Infancy

a. Maternity 'Reside

b. Foster Care

4. Child, Inc.

5. Austin Parent-Child Association

6.. Austin Community Nursery School

7. Austin Child Guidance Center

8. Child and Family Services

9. People's Community Clinic

*

226

r

A

I.

. I

a



?

Appendix C4

NATIONAL SOURCES

FOR POSITIVE. PARENT PROMOTION' e

Academic Press, Inc.
. New York, NY.

ACLD Newsbriefs
Pittsburgh, PA

Action for Children's Television,:
Newtonville, MA

American Academy of Pediatrics

Evanston, IL

American Baby
New York, NY

American Dental Ass6ciation
Chicago, IL

'6.1411American Heart Associati
New York, NlY

American Home Eponomics Assn.
Washington, D'.1rip

Athe.rican Humane Association

Children's Division
Unver, CO.

American Medical.Association
Chicago, IL

c.

Assn. of Childhood Educators Int'l..1

W'ashipgton, D. C.

,

Elementary School Guidance Counseling
American School. Counselor Assn.
Washingtoh,)D. C. ,

Insbetute of/4en Education
Aritioch Graduate Center
Cambridge, MA.

0
Behavioral Publications, Inc.
'New York, NY

The E, C. BrOwwFoundation
Portland, OR

Cambridge University Press
New York, NY

I

Capitol Publications
Washington, D. C.

Caring
Chicago, IL

American Psychological Assn.,..Inc.
Washington, D. C.

American School Health Assn.
Kent, OH

Cartel

Austin, TX

, Child Care Resource Center and Library,
Minneapolis,' MN

Child Development
University of Chicago Press
Chicago, IL

Child Herald
Washingtqn,'D. C.

227
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,Appendix C2 (continued)

'Child Study Center
State. University. College at Buffalo

Buffalo, Ny 4

Child Stud"), Center

Univ. of British Columbia'
Vancouver, BC, Canada

Child Welfare League of America
liftw New York, NY

Children's Book Council, Inc.
New York, NY

The Children's Foundation
- Washington, D. C.

Children's House
Caldwell NJ

Childcare Switchboard
San'Francisco% CA

Chileren's Television Workshop
New York,, QTY

Closer Look
Washington, D. C.

; Columbia University
New'York, NY

The Council for Exceptional Children Frank Porter Graham Center

Reston, VA Chapel Hill, ,NC

Cystic'Fibrosis Research Foundation

Atlanta, GA

AS.

D4 Care and Child Development Council
of America, Inc.

Washington, D. C.

Department of Education
Boston, MA

Dissemination Center for Bilingual
Bicultural Education
Austin, TX

Early Childhood Education, Resource and

Training Program, Inc.
Holyoke, MA

Education Commission of the States

Denver, CO

Educational Produtts Information Exchange,
Institute

New York, NY

Educational Testing Service
Princeton, NJ

Education U. S. A.'Newsletter
Washington, D. C.

-

cordon and Bteach 'cience Publishers, Inc.
New York, NY

Council on Interracial Books for
Children, Inc. '

New York, NY

CSPT
Berkeley, CA

AO

2es

Great Plains National Instructional TV
Lincoln, NB .

40

Gulf Coast Associatiod on Youeg Children

Biloxi, VS

a'
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ppendix C2 (continued) ,

Ray Harper
Bridgewater, MA

Head Start Resource & Training
Northern CalifOLia Area
San Francisco, CA 4'

History of Childhood Quarterly
New York, NY

The Home and School Institute,
Washington, D. C.

tre.
Human Science Press
Nw'Yoriv., NY

\-Th
Impact
Austin, TX

Institute for Responsive-Ed.
'Boston, MA

, Instructor
Duluth, NN

Journal Press
.

Provincetown,-MA

Learning
Boulder, CO

a
LINC Leadership Dev.Program .

Greensboro, NC

Marriage, D,i.vorce & the Family

Newsletter
New York, NY

Ofc.

Inc.

Bureau of Curriculum Services
Massachusett; I5ept. of Education

Boston, MA .

Ann Kern, Editorial Coordinator
Materials Acquisitions Project
San Diego, CA

Media,Projects,.Inc.
New York, NY

A

The Merrill-Ptlmer Institute'
Detroit, MI

MO.

Minnesota Association for the Education

o.f Young Children
St. Paul, MN

NACSAP Newglette
Washington, c,

National Association for*Child Develop-
ment and Education

Washington, D. C.

National Association for Gifted Child'ren

- ,Cincinnati, OH
.

r

-National Association for/Mental Health ,

Arkingtoli, VA

National Association for Retarded. Children

Arlington, VA

National Association for the Education of

Young Children
WAtington, D. C.

National Association of Early Childhol,'

.
Specialists in State Dapts: of Education

JeTferson City, MO

National Center for Child,AdVqcacy
Office of Child DevelOptent--
Washington, D. C.

National Center for Law
South Send, IN

229
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Appendix C2 (cohtinued)

,Nat'l. Cente'r for the Prevention &
Treatment of Child Abuse & Neglect

Denver, CO

National .Committee for Citizens in

Educatidh
Columbia, MD

National-Committ on the Education.

of Migrant Children
New York, NY

. National COngress of Parents &

Teachers.
Chicago, IL

"National Council on Family -
,Miftnwolis;.KNI

Parents AnonymOus,
Redondo, CA

Parent Cooperative Preschools,
Quebec, Canada

Parent'spMagazine
Bergenfield, NJ

,Parents Without 'Partners, Inc.
Washington, B. C. )

1 Pergamon Pres?, Inc..

Elmsford, NY

National Easter Seal Society for
Crippled Children and Adults

Chicago, IL.

National Education Association
,Washington, D. C..

National Foundation /.March of Dimes

White Plains, NY

NatioAl Instructional TV Center
Bloomington, IN

NY Family Counselors Inst.
New Hyde Park, NY

Office of Child Development
Department of HEW
Washington, D. C.

Office oRf Education
Washington, D. C.

arallel Program
University of'Delaware
Wilmington, 6E

230

Albert J. Phiebig, Inc.
-

White Plains-, NY

Phy. Ed.- Corp.

' Bostgh, MA

.

Pittsburg Area Preschool Assn. Publlication

pdttsburg, PA

Plus Publications, Inc.
Washingtos, D. C.

Psychology Today
Boulder, CO'

Allen Raymond, Inc.
Darien, CT

Society for Re'Search in Child Development

Chicago, IL

'Southern Assn. on Children Under Six

Little Rock, AR .

4
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Appendft C2 (continued)

Teachei"Sibscription Service
Cos Cob, CT

.
Texas Departmentof Health Resources
Austin, TX

Texas Information Service -

Austin, TX

Today'. Child Newsxagazine
Roosevelt, NJ

Home and School Institute Newsletter
Washington, D. C:

Universlty of Chicago, -Press

Chicago, IL

University of Georgia
Athens:GA

Publications Office/iREC
University. of Illinois

Urbana, IL

TLRC
Austin, TX

U. S. Committee for UNICEF.

New York, NT

Superintendent of Documents

Washington,

Work, Inc. Newsletter
Holyoke, MA

.
Workshop Center for Open Education

.New York., NY

1'

I
I
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Appendix Cb

Product Promotional Flyer
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ppeddiX,C4 Promotional News Release
a

41
. r

outhwest EduCational Development Laboratory. ..

11 East 7th Street, MslinjexaS,78701 ;
. ,

512/476.6861 -t CONTACT BILL BUTTS, COMPONENT COORDINATOR

i ,* spc,. EXT 208
,. . .

4. '0.

*

POSITIVE PARENT

FOR IMMEDIATE RELEASE

II
.

:f
416

Everyday; in our homes, neighborhoods, and communities, something
. -

.

is happening that is.vely it ortant to all of us. Something to-which

. ige'-may be so accustomed .1 :y of us never givj,it, a second thought.,
0

.

Something that takiS -Time, love, skills, and knowledge --,skills and.

* ,

knowledgeWhich we too often assume already. possess.

P.
Everyday, all around us, thousands of children are growing into

9#
#.

.,.
.

..«
----.,-''AFdults'. And everyday, thousands of parents and relatives, 'friends and
-

41/r
. .

.
.

.
. 'Mi.,

,

teachers, are trying to help these children grog and*learn and develop. -

t

,

It!s'an, important responsibility; and it can be made easier byegaining
. . , .

14,

more informationabout''thekhOwledge and skills that parenting required.%

-

A project called POSITIVE PARENT can be of` assistance to con-
.

A
rir

-w 4
cerned parents and 10renting professionals. Supported with failing from

the ational Institu40 ucation (NIE) inlashington, D.C. and developed,
.

%- w

by 'ple Early Childhood ProDramtat Southwest Educationa*velcpment
. .

Allp

Laboratory in Austin, Texas; POSITIVE PARENT is,d series of television
. $ , .

. . 1' 4spot annouric6ents andverated bOdklets which help to increaselawareneSs
. 4 r -

a

of certain'parentin rictices. Each of the spots,_and beokiers'deals
1 ,

-
. ,--;,

, .

with %specific parenping . The topics deal with'such issues as

(47\1/co read to your child and- how

.

help yOurioChildiltnlpe Withfruse06-

4. ...

tron.lill of the booklets and spats have been'tested4nd evaluated

,)
with parents in'seveal areas ofl.the country.

. . .
0

46.

. 6

(MORE)



222/POSITIVE PARENT Appendix C4 (continued)
ith 40,

The POSITIVE PARENT TV Sp,,,fits.-

.o A

Each of the TV spots presen t's a'home situa

p

and focuses on a

specific parenting skill.. The spots are multicultural, featuring Black;
'....-

, -
. 4

White,e, o4Chicanolamilies. Sometimes a negative situation is'iligtom

one which certain parenting skills Should improve. Otfier situations
.

show parents successfully .using parenting skills to help their,children.

07

. .. The home situations', in tases,sshow a problem and' ask viewers for, r-
,

r

l'

...

.. their 'awn solution. Other's ippare:Parenting st en s 4 weaknesses.

- . ,

,. .-

.
itspots provide strong vibual examples.of opPortuniae-A s to apply

#
-.,

reommended, parenting practices. /NO

The POSITIVE'PAENT TV sfi'ot§ ark designed fo'be,used in sevet e

differeht waYs. The spots' Can be iproadcast'as television i54blic servfti.ce,

announcementsPSAs) as well as serve iimparry nanbloadcast app atiops,
.

1
_such as discus on materfaTio4, panedt education'groups.

10

y

'4
-

P

Community service organizations can request thaelkal y stations
.

.

A 1

air the POSITIVE PARENT spots as P$A4All'of the P6AITIVE pillittl" spots
. - - ,.)

.. . v.-
$

, or .

. .

are avjilable in two lengths: 30 seconds' and 60 seconds. This gives

.

4

,stations more Qeiibility 'in airing the PSAs.,,Each spot is 4signed
. ,

T .

. ,

.- is end with a message -7 or closing tag that identifie6 the sPohsoricg

oorklipLion. MO . _
MK

1 AiK"
1

/

The POSITIVE PARENT spats are also available without, the losing tags.
t 1P

. 411
J

In, this forth; the spots .can be use d as'discussion st4tensor as apart

of training activities in the clasaroam, we3;kshops or seminars For any

//'I '

Ai-

ofthesdki.nds of uses, the spots are availwble'on video cassette.

4
,

. 1..
r ,

'.. 40:



333 /PQITI'VE PARENT Appendix e4 (continued)

The POSITIVE PARENT Booklets

Ai

Each of the POSITIVE PARENT booklets deals with a specific parenting

.

topic. Designed to reach a multicultural_ audience .Blacks; Chicanos,
----..: '

and Whites.-- the,booklets'can help supply information to help parents

better derstand the part,they play in their children's development,

Each booklet'includes parenting suggestions and tips related to the topic

being dicussed. .Since qoptparents don'thalie ehe time either to read

lengthy booklets or to practice complicated techniques; the booklets

are short,and the ,suggestions realiste. The bdoklets are written on

,a2,6th- to 7thg-grade reading level, and include a variety of photographs

to complement the content.

\
4,

.

'There are several ways to use the POSITIVE PARENT booklets. An

*agency or rouP can offer the bOoklets to the public by means of, the

,

l!SA broadcasts. Each POSITIVE ...WENT spot ,can be teproduced to end with
,

.
tag informationwhich allows the public to obtain a copy of the specific

. ;.> .

. ,

booklet. Or, the booklets canl>e distributed and used separately from
..-

. r
.- .....ke televisedannOuncements. They can be used'as.suhlementary materials

. t"
.. -

,.
...

. -,

in parenting programs or workshops.. The booklets are also available to

( - ,.. fr
a..* any interested individual. $

.

si ....
;

1 , =

,

POSITIVE PARENT and Yout Program 'N

The POSITIVE PARENT TV4potq and booklets are designed toibe used in

-

several ways, These materials are currently -available from the developer,

Southwest EdUdational Development Laboratory. For more informatio n about

,POsI:TIVt PARENT Use in your progremb contact': POSITIVE PARENT,c/o .SEDL,

`e

sin, Texas 78701, 512/476-6861, ext. 208.
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Appendix C6

MARKETING SURVEY RESULTS: ESTIMATES OF "REAL" PRODUCT DEMAND
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OTHER SIG ICANT EFFORTS

Positive Parent Conagmers (6/1. - 10/31/77)
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st ApP:ndixD

POSITIVE PARENT

CONSUMERS

(/IL'10/31/77)

'Mesquite I.S.D.

405 East Davis-
',Mesquite, TX' 75149

20 cc Expect, Read, Help, Pay'
Atten54.on, Ninos

-Ordered 10/31/77_

Berkeley Unified School Distr4t
2600 8th St.
Berkeley, CA 94710

30,cc 9 titles
Ordered 10/31/17

Sdwannee River 'Counseling Center

P. 6: Box 778
Live Oak, FL 32'960

15 cc Practice, Help, Children,

Praise 10 cc1Expect, Talking,
Read, Pay Attention, BeConsistent,,

Ordered 10/31/77

11<.The-Infant Program

Valley Mental Health Center
603 E. Bro,oakwax''

Morgantown;WV., 26505'
-1

1 cc all titles
,Ordtred 19/31/77

BoUp.der.ValleiSchool District
6500 East Arapahoe

'Boulder, CO 80303

, *4

. 350 cc Read
Ordered 10%28/77

t

Ar*hua Elementary School
P..9..Box 68
Alachua, FL 32615

252

* Surveyed by phone,
October, 1977, as to

prodyi utilization

20 cc Practice, Read, Help 10 cc

Expect, Talking, Pay Attention,
Children, Praise, Be Consis.tent

Ordered 10/28/77

.Family Training Center, Inc.
P. O. Box 4664

-

LlasgoW AEB, Montana 59231--

10 cc Practice, Help, Pay Attention,

Praise
4t

Ordered 10/28/77

p Public Schools
O. Box 607'

oup, TX 75789

lit cc Be Consistent
Ordered 10/28/77

Burlington Township Board.of Education
.Fountaim'Avenue
Bowlington, NJ 08016

3 cc 8 titles (no Ninos, Pay Attentign) ,

Ordered'10/26/77 Ai

Dallas I.S.D.
School Administration Buildingdp
2700. Ross Avenue

Dallas, TX 75204 0

"Ms.' Marr

500 cc 9 titles
Ordered 10/24/77

*,Charter Oaks School
30 Raryr St.
West Hartford, CT 06110.

Dr. Alex Nardone

59 cc 9 titles, 25 cc Nirlos
Ordered 9/27/77

)
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Appendix D (continued)

lkepartment of Family LifeEpcation
257 East Onondaga St.
Syracuse, NY 13202
Sr. Mary Steves, Parent EdUC. Cooed.

1/ cc 9 titles
Ordered 10/25/77

gm+

Natiortpl Alliance Concerned. with,

Schodk Aged Parents (NACSAP)
7315 WisconsiniAve., #211-W
Washingtoti, DC 21104

Ms. Betsy Leigh

600 cc all titles
Ordered 10/5/77

* Ms. Janet Juban
PAFLE Chairperson
12123 Mossycqp
Houston, TX 77024

0 cc first 8-titles
rdered 10/21/77

Dr. Mary. Virginia Peaslee
Early Childhood Eddcatiori Lab
Florida Sdutherp College!
Lakeland, FL 33802 '

40 cc' Practice, Talking,; Read"

Ordered 10/21/77

Mental Health Mental Re4ardation
Center for Greater Wet{ Texas
244 NQt-th Magdalen 1,

San/Angelo, TX .76903

12 ec"TalkIng, Help, Pa}, Attention

''Ordered910/21/77

)

Reng Una
321 East'Peter St.
IWJahutg,-TX- 78539

49/CC Los Nifios
Ordered) 10/18/77

Board of Education of Calvert County .

Prince- Frederick, MD' 2-0678

3'O4Fc,9 titles
'Ordered 10/13./77

Indiana County Child Day, Care
Program Inc,
Box 243F R-15 #3

Indiana, .PA 15701

10 cc 9 title;
Ordeli-e 10/12/77

Pailtntinglpidance Center
1499 Sum nit Ayenue

Fort liprth, TX 76102
"Itnr Courtney Fox.,

0
101 cc all titles
Ordered 10/w12/77

Project Follow Through
2106 loth Avenue
Honolulu, HI 9.6816

25 cc 9 titles
Ordered 10/10/77

Grand RapidsPublic Schools
Service Building
900 Union, N.E.
Grand Rapids, MI 49503

Early Edu

Ferguson-
(Graham Sch

tion Office 1

o issant SchTol District
ol)

-

75 cc Practice, Expect, Tilk, Rlead,

Help, Pay Attention, Praise
Ordered 10/7/77

1150 Graham Rdad
.Florissant, MO 63031

Marion Wilson

10 cc 9 titles
Ordered 10/21/77

253
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Appendix D (continued)

School District No. 1
Multnglah County'
Speal Projects
620 N.E. Halsey St.,
Portland, OR 97208

iirick -Bolos

50 cc Help, Praisp, Be Consistent
Ordered 10/7/77

Alpena-Montmorency-Alcona.Inter-
mediate SchoolDistrict

P. O. Box 497, 1691 M 32 West
Alpena, MI 49707

Ms. Polly Cook

110 cc 9:titles
Ordered 10/7/77

:
Colorado Department of Education
32 State Office Building
201 E. Colfax

Jpenver, CO. 80203.
Martha H. Fair

,

10 cc all titles
Ordered 1W5/77

Friends of Day Care, Inc.
3405 Est EIgyith Street

.Tulsa,,(0K 74112

/ Ms.- Liz Finlayson

15 cc 9.titles
Ordered 10/6/77

Hoonah Public Sch4ols.

P. 0: ox 157 I.
Ho AK 998294

Gr Jose

. 15 titles

Ordered.10/3/77

\* St. Lo s 'Univers?Ay

Child DevgTopment Center
1401 S. Grand 4

se. Louis, MO 63,103,

Vivian Goodson

20 cc Practice, 10 cc 8'titles
Ordered 10/3/77 .

Education. Service Center

Region II
109 North Chaparral,.

Corpus Christi, TX 78401

'10 cc all titles
Ordered 10/3/77

* Parent- Co-Operativellreschool%
5941 Wainwright Dr.
at4 Hood, TX 76544

\Mrs. R. E. Warier

13 cc .Read, 14 cc.8 titles
Ordered 1'0/6/77

)

Anne Artindel County.Public Schools
2644 Riva Road L/
Annapolis, 54D 21041
Mrs. Jean A. Hopkins

40 cio.9-titles
Ordered 9428/77

Chadron,State College
Chadtori, NB 69337

15 ct Help, ke Consistent
Ordered 9/26777

254

Dr. Mona Ballard
Valparaiso University Association,, Inc.

ValOiariso, IN 46383

25 cc 011 titles
Orde'red 9/14/77

Bernice Callahan
342.Keller Street
PetAluma, CA '44952

10 cc 9 titles.
Ordered 9/20/77

41.



Appendix D (continued)'

'Santa Fe_ County Social ServiCes
Agency

Kennedy Ha11,,Rm 100A
College of Santa Fe
Santa Fe, NM 87503

10 cc Practice
Ordered 9/20/77

M. Solomon, R.N.
Project Director EPSDT
Box 1114
Presciue Isle, ME 04769

. 10 cc 9 tiles
Ordered 9/20/77

Boulder, Valley School District #RE2,

6500 E. Arapahoe 4

Boulder, CO 80302

* State Department of Public Welfare
4533 Ross Ave.
Dallas, TX 75204

Gwen Chance

500 cc 9 titles, 200 cc Los Nifios

Ordered 9/14/7A

Lapeer County Intermediaie School-Dist.
1966 W. Oregon
Lapeer, MI 48446

Pulliam

15 cc 9 titles.
Ordered 9/13/17

Clinch-Powell Educational Cooperative ,

Box 279
Tazewell, TN 37879

Desmoh Tarter

10 cc Practice, Expect, Pay, Children, 10 cc all titles

Praise, 101 cc Talking, Read, 51 cc Ordered 9/13/77

Be Cor)sistent

Ordered 9/.16/77

Kearney State College
Kearney, NB 68847

25, cc Practice, Help, Pay Attention,

. Praise, Be Consistent'
Ordered 9/16/77

Educational .Improvement Center
Box'426
GlassbOro-Woodbury Rd.,

'Fitment NJ 08071, Nil

10 cc all titles
Ordered 9/14/77

* Goal Semaritad Center
Child Development Program
.1600 S. Saltillo

r

-

* Tupelo Public Schools Central 04-fice
204 S: Green St.
Tupelo, MS 38801

Scott Dutt

130 cc all titles
Ordered 9/9/77 '

4

Irving I.S.D. Instrtictionai.M'e'dia Center

LDIC
820 N. O'ConnOr
Irving, TX , 75061

25 cc 9 titles
Ordered W12/770

Tyler I.S.D.
P. O. Box 2035
Tyler, TX 75701

Wooten

San Antonio, TX 78207 ,
t-

10 cc Expect, Read, Help, Praiee, Be

10 cc 411 titles Consistent

Ordered 9116/77 Ordered 9/12/77

255



AV

Appendix D (continued)
7 , 0

Board of County Commissi

ll

ers

,f
J

ulk County-
P. O. Box 133
Bartowr FL 33830

100 cc 9 titles
Ordered 4N77

Community Coordinated Child Care
733 Alger S.E.
Grand Rapids, MI 49507

10 cc all titles
Ordered:9/2/77'

Owensboro Board of Education
1335 West 11th Street
Owensboro, KY 42301

Burns

Betty Gray Johnson
P. 0, Box 3700
Amarillo, IpiC .79106

. 20 cc 9 'titles, 5 cc NilloS-

Ordered g/8/77

4

* Parent Involvement Program
Austin Cobmullity Nursery School
1100 W. Live "Oak

Austin, TX 7.8704

40 cc' PfIctice, Praise, 50 cc Talking,

Read, Pay Attention, Be Consistent
Ordered 8/8/77

* Connie Steele
Assistant Professor

,00 Child Development
Dept.. of Home & Family Life

Texas Tech 'Sparsity.
Box 4170
Lubbock, TX 79409

15 cc 8 titles (No Ninos, Praise
Ordered 8/30/77

Ponca City Public Schools
Elementary Education
Dist. 1-71 Kay County

-.4.. A Drawer 271
Ponca City, OK 74601

16 cc 9. titles

Ordered 8/31/77

4* Nacogdoches Treatment Center
119 Hughes St.
Nacogdoches, TX 7591
Scotty Sherrill

10 cc 9 titles

Ordered 8/30/77.
4-

* Mst.Tiearjorie L. SparroW

Parent Education Consultant
1429 Senate St.s Rm. 706
Columbia, SC 29201

5,D00 cc 9 titles 1

Ordered 8/23/77 4

256

,

ait

'10 cc 9 titles (No,P,raise)
Ordered 8/8/77

* .Dr. Joe Tirks
Education Service Center, Region XIII

770a,N. Lamar
Austin:TX' 7&732'

10 cc 9. titles
Ordered 8/17/77

* Mary Joyce Harding
Odessa College
Pt. 0.' Box 3752

Odessa, TX 79760

25 cc all titles
'Ordered 8/16/77

,-H

* Austin Community College
Adgeview -Campus/Bill Rose

St.

Aus n, TX 78702

10 cc all titles
Ordered 8/10/77'

4
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Appendix D (continued)

Julie A. Larson
Alternative Learning Center

321 Sixteenth Ave.
Council Bluffs, IA 51501

25 cc Practice, Talking., Read, Help,
Children, Praise .

Ordered 8/24/77

/..

1

* .UTAustin
Dr. Phyllis Richards
Dept. of Home Ec.
GEA 115
Attn: Cardle Hertner.

Austin, TX 78712

.10 ce all titles
Ordered 7/28/77

State Department` of, Public Welfare

John H. Reagan Bldg.
Austin, TX 78701 et.

500 lie Consistent, 200 Ninos

Ordered 7/15/77

State Departmtnt of Puhlic Welfare
JohnIH. Reagan Bldg.
Austin, TX 78701
."'

6200y)cc Practice, Talking, Read, Help,

Pa Attention, Children
12005 cc Expectc,Praise, Be Consistent
1000] cc Niiios 7 K. Timothy North,'M.D.
Ord4ed 7/18/77 Suite 1).0

-Syracuse, Ny 13210
Charles L. Anderson

200 'C'c all titles

Ordered 7/14/77

* W. W. Irby, Principal
.Alachua Elementary School
P. 0. Box 68
Alachua, PL 32615

10 cc B titles, 60 Read
Or4lered-7/18/77

* Mary Grace ,
Parent Counselor ,,
Child Ific'.

818 E.' 53rd St.

Austin, TX 78751

101 cc all, titles

OrdereA 7/11/77 .

* Rosemary Maclsaacs
Tixas Dept. of Health Resources
1100 West' 49th St.'

Austin, ;TX 78756

1000 cc Children, Read, Talking, 'Pay
Attention, Nilios,Be Consistenti,

Ordered;7/5/77

t

University of Maryland Univ. 'College
Head. Start Regional Resource &

.

Tratinang Center
4321)Hartick Road Room LL220,
College Palik,-MD' 20740

Nan4 Chapman

10 cr_alltitles
Ordered 7421/77

* Syracuse -teacher Corps
150 Marshall $t.
400 Huntington Hall

_Syracuse University

*

730 Potomac gr..
Aurora CO" 8dt1

20 cc El Consistent, Practice, Pay
__Attention, Expect, Talking, Koip

'Ordered' 7/5/77 4'

Francine Dixon
Early Childhood
Chadron State College
Chadron, NB 6,9337

20 cc Expgot; Talking, Read, Praise,
184 Consistent", 40 cc Help

Ordered 7/6/77 As

ti
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Appgndif x D (Continued)

i
4

*Fort Bgnd I.S.D.
500 Niles Ave.
Staffdrd, TX' 77477 4

. Mrs. Diane,Ricklefsen','

100 cc-Talking,'10 cc Read, Help,
, Praise, Nifios

Ordered 6/30/77

* Austin, Child Guidance Center ,

.510,S. Congress
Suite 312
Austin, TX 78704,

Richard Ward

* Howard County Health Dept.

P. O. Box 476
Ellicott City, MD 21043

Dorothy Ernst,,.
. .

125 cc 8 titles, 100 cc Be Consistent
Ordered 6/9/77' * .

It go ___/ J'
. do

* Thr UniversityOf Texas at Austin
APL Project/Belding.
20 EXB'

101,

Austin,,TX 78712

Nelda Schwartz/Leni Greenfield

%120 cc Expect ,
25 cc Practice, Expect, Read, 30 cc Ordered 5/41/77

Talking, Help, Pay, Children, Praise,
Be Consistent, 15 cc Nifios

Ordered:6/2'9/77

* Dallas I.S.D.

School Administration Building
Visiting Teacher (Laverne Marr)
37,00 Ross Avenue

Dallas, IX-

80 A all"titles
Ordered 6/29/77

0E0I renting Program
N. Odem Avenue

Sinton, TX 78387

Catol J. Ashbaugh /Alicia Rodriguez

12 cc all titles
Ordered 6/22/77,

* Proj t Outreach

c/o Whittier School
1568 S. 3rd East
Salt Lake City, UT '84115

:Carol Elliott

fi 10 cc 9 titles
Ordered-6/13/77

25

Murphy School District No 21

2625. West Buckeye Road

Phoenix, AZ, 85009

Jose J. Rodriguez

200 cc Expect, Talking, Read, Pay
t Ateention, Nifios
Ordered 6/14/77

0

A
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