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ABSTRACT ’

The extent to which children evaluated non- telev151en
advertlsementa dlffe:entlally on the basis of performers' gender,
expertise, ‘and attractiveness wasxafséssed Participating ware 56

g;rls and 47 boys attending first-, >third-, and. fifth-grade :;asses .
in Galveston/ Texas. A total of 24 pairs of specially prepared
advertisements were. used as stimulus materials. On each pair,
identical pictures of neutral products were shown; pairs varied in
the gender, attraﬁt;veness, and ec.ipertise of the male or female -
models appearing with the product. Perﬁarmer s expertise was
indicated by a simple sentence included in the adveftls;ng cor.
Results of chi-square and Z tests indicated that childrén's
sele:t;ans amang adve:t;sements were pf;mafgiy :nfluenced by the‘

fa;rly un;mgertant ta :h;léren s gu&gments. The strength of sele€t1ng
att:a:§1ve models across the grades was essentially equivalent. It :
was congcluded that even first graders apparently prefer attractive

adult models and that the role of non-—television media in
attractiveness- baseﬂ sec1al;sat1an may be extremely 1mpartaﬁt.
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The average American is confronted with approxisately
1, 000 adveztisements per week on. billbaards,,pagasines,
newsﬁapars, radiose and 80 on. Ghiliran are certainly not

immune from this bambardment. From "Crunchy Whdata" ta

" "Pyc-Man® to “irisbees", children are frequently BIPDSéi to

advertisements, From a saeial netwark perapeetiva, then,
!

advertisements wculd seem to be a 1ikely saurce of

F

attractiveuesa—basea socialization. And, thus, our f@eug in

this paper wlll ‘be the advertiaementa fpund an ngn-televisinn

-

: Eaia- .

va;ously, aivezﬁiaements are designed to ‘sell g&oods and
services, Advertising reseaxch -suggests, however, that -the
_wgrth of ggcds and services may'nat be all that is communicated
+0 the target. audjence- For instange, while Belling 1aundry
detergent, an ad may also Iink womegﬁand housekeeping. Gr,
while selling beer, men ani macho race car ariving may be
associated, and so Qn.,r T
GleEl;Y, attractiveness ategeatypes may be one of the

additional messages cammunigated&aiang with the advertised gaads

and services,: Indeed, it would seem %&kely that if you wish " ‘to

sell a car, ycur ad would aasgciate Yhe car with an attfacti?g
“PERMISSION TO REFRODUCE THIS
MATEFIIAL HAS BEEN EHANTED B?
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model, If an unattractive~persan appeared in the same ad;
she or he would mosi certainly Qﬁ dliving the campe titor's
iemén, an edsel or worsel Advértisementa, then, most 11Eely

™~  convey attractiveness messages by associating hi;?ly :
attractive madela with suppgsedly superior, high-quality gaaas
~and services.

Only a couple of previous stﬁiiea have eigminei the
influence of attractiveneas of models on evaluations of the aésf
in which they appear. And, these gtu@iéé have focused
exclusively on adﬁlts, not children. Baker and Gﬁurehill (1977)

! discaverea that adults rate advertisements as more cnnvina;ng
and interesting when the ads csniﬁined attractive, compared with
wnattrac:ive, models, Other studiea ai eemmunicatar parsuasiveness
with adults also reveal that a target aud;ence is much more
likely. to believe ana agree with an attractiva, rather than
unattractive, communicatar (Chaiken, 1979). This research
suggests, theh, that amang adults the attractiveness of an

- ad's mgdels actually mediates, the adulti‘ respenaivity to the

- ad's message, i

Other research with adulta suggests, hawever, that both
the genﬂe: ‘and . pereeived expertise af mgdels have impartance -
in an ad'g efiectivsnass; Indeea, a couple of stuaies with aaulta
‘have discovered that gender, expertise end attractiveness all
,iniluence evaluations of models in aﬂvert;sements. \E=

Our eancern in the present study waa the extent to whichﬁc
children evaluate advertisements differentially on the basis of

: gender, expertise and attractiveness of the models in the ads.
In terms of the social netwcfE pgrspeetive:this atudy adaressés

%
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both the child and the non-television media in the ;ni;uance
of the media on the child, That is, the extent terwhich the
chilg differen%ia%}y valuesgattrgétivéi’eamparea with
unattractive ad ma&els,iié an index of both the ad's
effectiveness on children, and thus the socialization of

: atf%éctivegeas by the ad media, and the Zgélé's ability to

;rrelevént to the

view attractiveness-affiliated messages ad

d‘s content, SS
Our aample inclugded 56 girlis and 47 boya drawn frnm
firat, third ana fifth grade classes in a mediumasize
elementary sehaql—in Galveston. Distzibutian of children
| adross ‘the threa’é:ades was roughly egu;valent. The children
represehted igtha middle-income homes .and black, chicano and

%

* ‘white ethnic background$. N
* fwenty-four pairs af_advertisements were used as stimuius

materials, The ads were preparga especially for, the study an&
had not been seen yrevigusly by the children. - On each ad pair,
iaeﬁtieal pietuies of neutral products were\shéwn. Ihé: .
products included TV sets, air canii?ianersg*shaea and so on,
The ad pairs varied, however, in tﬁ; gender, attractiveness and
expertise of Ege modei appearing with the prgaue%; Thus, for

IQEEEﬂﬁég comparisolis, the ad ,aiés éantainea tw?)ﬁale, twa‘feqale
or a male and a female model, The models were also githert
very attraetive or very uﬁattractive~ The attragtiveness
levels were determined prior to the study by separate groups of
adult and child judges. Only models in thekoriéinal,'large,

- ’ - 'y
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" pool of s judged nighest or lowest in

attrac’  tained for use in the ads. Inter-judge
reliat ’ e siginal attractiveness ratings was quite
high . & f%rem .69-,93 Wfréss pairs of raters. :
The - a . saried in-éxpertiag associated with models.
Expe = = - .icated in the ad Eagylby phrases such as

"I m cr . for a living. 'Ihié brand is the best you.

can bu sh a statepent would be associated with an expert.

In ggﬁéa;iﬁgn, a non-expert would éay "This is a nice watch.

This brand is the best you can buy". The ad copy included

two simple Eentences, the firat indicating egPerfise and the
| second the piteh to buy. The secand Eentence ‘was identical for
all ad pairs. Attractiveness, éxpertise and geniez were all
varied a:ross ads, Models 4in ads were very earefuliy matched
in age., apparel,. facial expression;. hair coloxr and slize and
®lor of the picture.. All models were white.

The children were téated in graups with each graﬂe done on

Y

-

a separate day. The experimenter firat e;pla;nei what an
advertisément was and :zla the children that she was interested
in their cpiﬁian of certain ﬁrﬁ&uc%ﬁ;; She ex§i§ineﬁ that they
would be shown two ads at a time and wgula be askea to tut

an "X", in the baxiaf the pzaduct that they 1ikea the- best.
The first ad of each pair was bgi #1 and the aeceni ad of each
pair was box #2., Order of presentation was alternéted é:?
avoid leftaright preferences, After making suze that the .
inatruetiagg were’ understood, the 28 pairs of aia weie presented

with the children reminded after viswing each pair to put thelr
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, Dark in box #1 or box #2. The copy vn cach ad was r%ai aloud
to the children by the experimenter. A second 2xperimenter .
ﬁiﬂglaa among thé children te-make sure they unéeratéaa the -
instructions and that children were ma:kiﬁg;gge boxes appro-
priately, Ai%er all the éﬂs Eéré shown, the two expérimentersi.
. fcallected each respnse . sheet individually and coded each child
) on her or his sex and ethnicity.
| The datz were analyzéd by chi-square. tesﬁ; and Z tes.
faz differences in the preperticna of chiléren chaasiﬁg
madeis an "the basis of genﬂer, attractivenees and expertise,

Attraetivenéas : S ’ L ) -

\ _The results for attraciiveness eampa:isans'wezg veiy
straightforward. When only the attractiveness of the models
vafieé, and gendexr ana expertise were heli constant for

’ eac?/;a pair, children naarly always selected ads ganﬁaining

attractive models. Further, these selectlons were similar

acrose both gender and grade of children.
-~ -
Gender : L

ngaef’aﬁ;the m@de?s'a;sé mediated. children's selections, -

but 'ip an unexpected manner. When both the male and £Emale

" were attractive, children selected the fémélegi When both

. wére unattractive, ckildren selected the males. And, again?
the results were fairly similar acrosp grade and ‘gsex. of
children, Apparently, children prefer attractive women over
attractive men and unattractive men over unattractive women,
Indeed, perhaps children see g%eaier variability in the

att:activéneas levels D%ggen;than men.
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In comparing models whagvariaa only ih aipart;aa; we
were surprised to.discover that expertise ﬂi% not influence
’ahildran;a aalaaaiana when the maiala were wcmaa. Whan

- the maﬂala were men, attractive nan—axparta were aalaatad

i more than attractive exparta, while unattractive axgarta warah;
aalaataﬂ avar unattraetiva nan—axparta. Iﬁ other warda, the
azpa“t;aa of famalaa in the ads seemed 1rra1avant to children's
juﬁgmanta_ When two malaa were pai:ad,hawavar. attracti?anaaa
mediated the influence of expertise--~ pairs of attraativa{man
led to the aa;aatian of tha!aanaa:parig paira of unatiractive

‘men led to fha selection of the exper-. . ;

E Attractiveness X Gender' !

When toth the attraativanaaa and gandaz ai the model

varied batwaan ad paira, ahilﬁ:an almost rautiaaly selected
the attractive model, regardless of the sex of the model.

Again, these findings held across both grade and sex of children.-

Attractiveness X Expertise ‘$

Moreover, when sex was held aanatan* and both the
a*traati?anaaa and a:partiaa varied between ngela, tha
attraativa maﬂal of the pair was far more likaly than,

the unattractive model to be aalaatea, :agardlaaa of the. ’

'

expertise of the indiviaurﬁa. A@Paraatly, attractiveness, is

E 3

far mara‘;mgggﬁant‘than expertise in ahildran‘a‘judémanta‘

of ads.. ‘ . .
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Gende: X Efpﬁgtiee

! When attractiveness was held constant end both gender and
expertiee .varied between ad pairs, the orerall majority of

g_ehilazen selected the female over the male, regerdleee of
expertieei Hewever, this finding was true only among the

- £ et en& third gredere. Ameng fifth greﬂere differences

in selection were_ absent an the basis of eithe: gender or

expertigeié. -

Rttractivepess X Expertise X Gender =~ <

Por pairs in which gender, eipertiee and ettreetiteneee
varied, attractivbness e%E1ﬁ provided the basis for most '
selections. Ghilé;en,-eepeeieigy in the younger twa géeieeg
tended to prefezgeitreetive fetherjthen unattractive models,
regardless of the gender or expertiee of the models.

vy . . i

For clarity, let's sumbarize the findings:

- 1. Attractivé models’ were almost always prefered over
unettreetive medele ene this was true whether or not gender or

]
expertiee were entered as variables iﬁ the eae-

2. In eemperisens of male .and femele models, melee we“e preiered
when unattractive while feme;e; were Preferred when the
mbéele weretettxeetivee Further, these differences were
generelly*unefieeted by expertiee ef‘the models. .
“Se inelly, when expertise was examined, expertiee was irrelevant
when the medei%ﬁyelg women, but beeeme important among ‘male models.
That is, attractive male nonexperts iererprefered‘ave: attractive
male experts, Unattractive meieinqneiper¥e'were less preferred
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"‘b‘ﬁaﬂ mnattractive male’ experts,

These results indicate, rather elearly, that ehlldren's
selections amaﬁg ads are primarily influenced by the att:astive—'
ness of ‘the adult maaels appearing in the ads; Expertise, while
presented}%gA efy cleaz, unaerstandahle terms. to children,
seemed fairly unimportant to ehildreﬁsjudgments. '_ .

We were fairly surprised to note the general ;consistency
in responding across grades. ‘Indeed, the strength of Eelgc%iﬁg *
.attractive models across the grades was essentially equivalent, |

. Apparently, even the youngest children in our studyi first *
gradera, are already prefering attractive adult models.
Ostensibly -this translates into a mgssagé_iér;ehild:eni;hat
pasitivé, good, prgaﬁcts are égsaéiatei with attractive ma@elé§
while umattractive models are associated with less desirable |
proéucta. N |

. "~ In sum, a cemparison of attractivegess, gender ‘and
expertise. af madels 'in ads strongly suggests a salient role
'far attragtivenesa in children's preferences faz ads. Indeed,
expertise geéﬁs irrglevgnt while pretty pleases. The role

of non-TV media in‘éﬁtraetivenessfbasé§ socialization may be
an extremely:impérﬁgﬁt one and should certainly weceive -
additional eﬁpirigaliattentiana‘



