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. " ABSTRACT = - )

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

<
[}
14

. , : Lo

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

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

’

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

A
)

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

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

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

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

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

S T N S A SRS

|

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

.

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

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

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

-atés, Including these ‘basic topies: . '

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

. types of copmercials. \ . >

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

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

L .o ) .

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

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

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

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

- . ¢

L]

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

.
-

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

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

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

.




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

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

. b2
1
¥

" ~ESFAFCH “ETHOD

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

multivariate analysis to assess the relationships among variables. This

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

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

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

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

effects of advertising, the field zetting allewiz more confident generalization

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

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

‘ -

.

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

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

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

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

L4




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

» t

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

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

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

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

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

a0

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

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

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

. ~

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

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

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

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

~ .
T ¢

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

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

LS » >~ - e

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

Pebblog and Barm B&m . , S .-

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

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

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

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

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

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

-




- Pragram ‘J?e‘aing Indsy -

0

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

LY .

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

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

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

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

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

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

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

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

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

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

~

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

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

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

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

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

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




- ————y
% »

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

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

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

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

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

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

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

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

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

-~ hd *

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

<

Y

f oad

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

Y ; .

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

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

unATe . .

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

between two typed of toothpaste .

B . . - N

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

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

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

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

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

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

Fersonal Illness Index = frequency of retting stomach aches + colds

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

e

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

. grass or pot

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

- *




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

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

7

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

Cereal Denial Response Index = freqiency of arguing + anger

Nutritional Value of Emphasized Foods Tndex
plain cereal + sweet cereal

orange juice + toast 4

A}

waffles + Poptarts

L]

‘lutritional VYalue of Advertiszed Foods Indewx

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

3

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

Hershey Chocolate Bar

-

Snickers + Buﬁterfinger

1}

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

potato chips + soda pop

i

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

»

]

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

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

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

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

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

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

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

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

, differences provide a more 