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INTRODUCTION

Recent findings by the author, and others, have uncovered’a distinct

relationship between the personality structure identified as either high

of advertising.lr,This finding is explained by’ the role advertising is

or low authoritarian and attitudes toward the field of advertising The
initial finding, was quite unexpeeted, and showed that the high authori-
tarian indiyidual has a.more favorable attitude toward the institution

3

perceived -as playing in the successful continuation of our society's eco-

.
¢ .

nomic system.

f_ .
A recent British publication, Racism and the Mass Media, makes the

s

] .
same argument. They contend that the statements which, when answered in
the affirmative, are used to measure one's degree of authorltarianism are

the basis for values widely accepted by our society. They state:

"These all'represent/what in a British context.may ltosely be called
'Victorian' values, stressing as they do discipline, subordination to
authority, devotion td work, a Puritan and ascetic attitude to pleasure,
and the.capadity to succeed thropgh grit and willpower. Though an ex- '
tréme and rigid adherence to such values may slgnal an insecure and

repressed personality,.the values themselves hold considerable sway in

our society...."

’

Thus, the conceptual link between a personality typology and ori—

entation toward the institution of'advertising in our society has been

made. TFollowing from the initial findings another study was undertaken

.

to determine 1f authorltarianism was relating to one's desire to' enter

« r

the field of advertising. The data supported what was suspected: the

2 .
high authoritarian individuals are attracted to the advertising fdeld

. , . i
more so than low authoritarian lndividuals.3

~
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A br;ef discussion may be’necessary to describe the dualities of

the authoritarian personality and its relevance in this research. This

personality syndrome was conceived by Adorno and others 1in 1950, and .

and the\Xz;titution of advertising, in particular, would to a relatively

has been researched ever since.’ The importance of this cope

ept is first, . = |

the depth and breadtH of the personalify syndrome, and second, the effect
thié personality syndrome has on behavior. Thus, the concept of.autﬁori-
tatManist links a hiéhly intricate and deepéeated personality structure
w%tﬁ dispositions toward certain beliefs and'social behavior _patterns.

/A small sampling of the high auﬁaoritarian indivyidual's pefsénality
profile shows tHat he i; highly ethnocentric, politically and economically .
conservative, avoids introspection, thinks in terms of dichotomies, has a
intolerance of ambiguity, has a strong concern for status and rigidity in
instituti;;al organizationp, has a greater allegiance to institutions, and
is préjudited toward out-groups, or people perceived to be different from
him;elf. This personality typology is distributeg along a continuum. In '
other words, every individual gxhibits, to some degree, the characteristics
of an authoritarian personality

‘The authoritarian personality syndrome is important in this studylbg¥
cause of the perceptions and behavior of gdvertising—practitioners in the
area of advertising's social effects. It was found that high authoritafian

/
individuals who have a favorable attitude toward institutions, in general, .

greater degree than low authoritarian individuals decide to enter the ad-

LY

vertising profession.  Since high authoritarians are conservative, a«Qid

introspection, and tend to be prejudiced toward minority groups, it is

. .

believed that a majority of white, male, middle;class, high authoritarian

/
advertising executives would not be open to bringing about premeditated

/
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social change 1in this soclety thrdﬁggxzhe.contfolled use of advertising.

- * 6
Thus, social problems dealing within ch as equal rights for females

— and minority groups, antiﬂaxm;senhimenh,;mm#humanistii?xpmsﬁéﬁi“ﬁ

T *leegvﬁﬁﬁigAngthngt_bg_perceivedMaéhwithin_thé:prnvince_of,advertisingf,vwa“A

This feeling would most likely be translated into (1) an inability to §
perceive advertising as a method of affecting social issues, and (2) a
lack of overt behavior on the part of the high authorjtarian to deal with

these problems in his advertising decisions in a positive social manner.

The author attempts, in this study, to compare thewerceptions and
self—reported behayiof of high,‘middle, and low authoritarian advertising
executives coﬁcerning the soclal effects of advertising. Likewise, the
responses of advertiisers ;re compared to responses made by a sample of
buéiﬁeés execdtives not in the adverqising field. Likewise, for compara- |

Q}ve'purposes, a random sampling of ghe general public is asked to respond

to some of the same items.

L

A general set of working hypotheses for’this study would be;
(1) High authoritérian adggrtising executives are less perceptive -
of social effects by advertising‘thaﬁ are low guthoritarian
P advertising executives.
(2) "igh authoritarian advertising executives will perceive adver-
tisers as behaving in a socially responsible manner more Fo

|
than would low authoritarian advertising executives.
\
|

(3) High authoritarian advertising executives will self—réporf

A

less socially respopsible advertising behavior than would low
. authoritarian advertising executives.

(4) Advertising executives will exhibit a greater degree of autho-
ritarianism than the general public and equal to business ercutives.l
[4 . \ ) - &
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(5) Advertising executives will perceive 1¥ss soclal effects' by

advertising than by the public and equal to business executives. '

—

(6) Advertising executives will pérceiue advertisers as beﬁaving in

-

ry Ee

a socially responsible manner more so than will business exec- /(’

DU S — — [T e e e e e e e e A i e e - e -

. { te
-

utives.

-
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e o . METHODOLOGY
Sample . ' ' «  / ) . - .

' \ J <

The mdjor population sampled in this study congistsrbf adverfising executives

s e}

in Atlanta, Georgia. For comparative purposég samples were'drawn from the general

business cbmﬁunity and ‘the general adult population in Atlanta. ~ The selectea ad§

B e To T —— B e e

vertising and business executives were sent a mail questionnaire and the general
public was interviewed by telephone.

For the advertising pxecutive'sample, a total of 393 men and women were select-

1

ed according to their exeputive positions in 98 of the nearly 150 advertising agencles .* .
-~ ' .

. s - . Y
in Atlanta. The sample includgd agency presidents, vice-presidents, account spper—_'_

-

visors and execptives,_aﬁd media, copy, research, and production executives., These

/ . 3 ~ R e

names werc located in both the August 1973 E!ltion of the Advertising Agency Red

Book, and the March 1973 edition of Southern Advertfsing Markets. ., - .

The business executive sample was gathered from the listing of companies in

the 1973 edition of the ?Eorgia Manufacturing Directogy,published by the Georgia

’ \ '
Department of Industry and Trade. From 1,300 usable compaqies listed, a random

.

sample of 325 companies was chosen. On the average, two of the company's executive

. ! ‘ ‘
officers were ligted, generally the president and the executive vice-president of

“

sales and/or production. In order to add business executiges"with a greater ser-

vice-orientation to the sample, every other name of the 1973 Junior Chamber of

-
-

Commerce meﬁbership l¥sting was chosen. Also, every member of the 1973 Jaycettes

]
)

in Atlanta was selected. Thete were 330 names in the Jaycee list and 22 Jaycettes.

Therefore, the entire general business sample consisted of 787 individuaig.‘

The general public sample was randomly drawn from the 1973~74 Atlanta Metro- -
- . )

*

. v \
politan Telephone Directory. " In total 450 phone numbers were selected.
3 . . ' /

1

In early February 1974, all selected advertising énd‘buainéss executives o
were mailed a package including a cover letter, the questionnaire, and a self-
addressed stamped envelope. The selected public sample was contacted by telephone
during the saﬁe month by interviewers personally trained by the author.

12 \

AN : -

»
. »
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F
Completed questionnaires were received with1n the month long response period,
?, . : "
_from 112 advert1sing executlves, and 144 bus1ness executives.  Telephone interviews
! . o .

were successfully completed for 297 members of the general public»n

Questionnairé .

, The responding subJects responded on L1kert 11ke f1ve-1nterva1 scales rang1ng
; .
from "Stron;\?\Agree "Strongly Disagree" to several items. Each item was an at-

titude~statement concern1ng either the perception of the soclal effects of adver-
. . . N :

tising (for all respondents);“or; th& perCeption of advertisers' behavior in using

advertising techniques whick:%ay result in some societal effect (for advert1s1ng -

.

and business executives), or, the self-reporting of behavior by advertisers con-

- - 1, .
)
cerning their use of - advert1s1ng techn1ques which may result in some soc1eta1 effect
. t

s - v

. '(for advert1s1ng eXEcutlves) A more spec1f1c listing of response categorles by

N

each respondent group follow5' o
7 Advertising Executives - The quest10nnaire completed by advert1singﬁexecut1ves

:?‘,

s

consisted of five major P rts._ The f1rst part cons1sted of twenty-three statements

with which the respondent "agreed-disagreed" concerning ‘the potential S?Clal effects .
Qf~advertising. ‘For exampl ,_the-statements were stated in this manner: "Scenes
depicting v101ence w1th1n a vcrtisements contr1bute to v1olence in our country

"The use of advert1sing cont 1butes to the freedom of speech in our soclety", "Various

appeals found in advertisefments promote conformity to others social lifestyles", 'etc.
‘ ) ' ) - !

Also, two questions in this section tap the perception. of the respondent concerning

' , ] : .

his personal 1nterest in sej ing soc1a1 needs of the pub11c and of advert1sers in-

' The- sccond part consisted of th1rteen statements with which the respondent

2

agreed-disagreed" concerning. advertisers propensity to use certain. techhiques in

their advertisements which may have some relation to the potential social effects
. ) . @,
of advertising-cited in section one of the questionnaire. For example, the state- ®

ments were stated in this manner: '"Advertisers, in many cases, use scenes depicting

°

RIC - 13 .

B A v ext provided by eric IS . N . -
. . . . Y Pk -
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L

- wmviolence in their advertisements", "Advertisers, in many cases, portray love as \\

the spending of money and the giving of goods", ete.
: . ' ' ' :
The third section consisted of twenty-seven statements. Ten of these state-

.
’

'mehts form a short form measufe of "adthoritarianiem". Embedded within the author-

itarian items were“fifgeen items which tap biodata. This.infofmation relates to
: ' [ 4 :
ones past and present experiences. These experienéesdcan be looked at as either

<

independent or dependent variables. Finally, two otherﬁstaﬁements.dealb with atti-

tudes toward the institution of advertising. . - . ‘

The fourth section consisted;of twelve statementsdwith which the g&spondent , /
"agfeed~diqureed" concerning the.é%fception of one's q&n behevier in using adver4l
_tising te;hniqhés in_advertieements%é%ich-may ha;e.some relation to the potential

iz, . v

social effects of advertising cited i

e

section one of the questionnaire. For example,

(T

‘the statements were stated in this mang r: "I would use scenes depicting violence

s

=

love in an advertisement as the spending

in my advertisements', "I would portray’

of}money and giving of goods", etc. .
!4‘? ‘~ -t * v .

' .

g : L : :
- The fifthy and final section of this lengthy questionnaire, consisted of.

 items measuring demogfaphic variables. The age,/sex, number of years in the field,

-

area of specialty, and ac?demic background of each advertising executive were tapped.v
. . N .

v

Business Executives - The questionnaire completed by the business executives
was-identical to the one completed by..the advertisiﬁg executives except for the

deletion of one whole section. - Thélgg%rth section of the advertising executive's

e

questionnaire which dealt with the perceptions of one's own behavior in deciding

upon advertising techniques was exciuded,,aObviously, the business executives are
- ) . W

not decision-makers in the field of advertising.

o . '
The General Public - Sincej{he general public was contacted through a tele-
: LA '

phone interview tgdﬂgength of the interview, and the number of questions asked,

were considerably%less.» In totel, the public responded to twenty-three items which
5 . .. . .
tapﬁ%@ attitudinal variables and three items which tapped demographic variables.

k4

o

Q v 141 k P
S . R
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. . .. \ .

\ b . . ’ .

! s . ’\;_/LQ
.

Included in this total-number of items were statements which-dealt with Qhe
potential social effects of advertising, the qufitem authofitgrianism scale, and
?emogrﬁphi; measuresAdealing with one's age, éex,_educaﬁion, and socio-ecoﬁoﬁic :i)
‘status based upon the occupation,of.the head of the household. The socio—econbmic
status'categofie within which the respohdents were placed were based upon the
U.S. Census Occupational Ratings for 1960. |

.

Copiles of each questionnaire will be found in the Appendix.

‘Statistical Analysis

The mbst.predominént method of statisfiéal énalysis consists of Ehe:t-test
for a difference between two independeaé means. The mean score woyld be received
6n;attitudinal items and comparisons would bé- made for differénces between adver-
tisers, businessmen, and/or public; authofitarian subgraupings; or on demographic
subgroupings. The level of significanée for each t-test score was based upon.a
two—tailled ffiterion.

0 v The authoritarian subgroupings were determinéd through a trichotomization

-
’

of the rank order of authoritarian scores. The range of scores were between ten
and fifty. Uneven authoritarian subgroup sizes resulted from the inclusion of

tied scores into either one or another category. The subgroups were labeled as

.

bei?g either high, middle, or low in degree of authoritarianism.

7. e
~

Theé%&éhor has reason to believe that the range ofvresponse baéed upon
authoritgdrian séores was restricted by the'use of a mail queétiqnnaire. Likewise,
the eyidence points to the fact that the highest authorjt;;ian advertising/business
execufiveé_systemaﬁically selected tﬁemselves to be nonrequndents.7 If this

is fhe case, then any analysis based upon authodritarian subgroups for adyertising/

business executives would be a conservative estimate of the true difference between
. . 9, . .

" these subgroups.

15
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v ' : ~ FINDINGS -
o , o 4 '

Perception of Advertising Social Effects

areas and that advertisers are concerned'about the soclal needs of the conk

AdvertiJing/Business Executives - Business executives are signlficantly

more .likely’ td agree with the statements which state that advertising has a

’

potentially negative social effect. /See Table #1) The items with whlch the

business,executlves are most in agreement' could be typif1ed as relating to

. kg . -

"interpersonal relatiohshiys". For example, bhsiness executives relative to

advertising ekecutives agtee thap/edvertising content: misreptesentsithe;gen-

eral relationship'of,marfiea‘eduplesi does not give the cohsumer a bslanéed
i . : : , .

view of the impértance'ot valée'of physical beauty; glamourizes the higher

social classes to the detriment of the lower soclal classes; influences our

“"puffing the truth" in other areas of interpersohal relationsj misrepresents
. L -

H

the value of pqnchasing'of products as a means of solving life's continuing

‘ -

) .
problems. RS
~ - Te P K - . .-
Advertising executives are more likely to'"agree" agiative to business

- 4

executives that advertising content is worthwhile in certain socio-economic

I

suming public. TFor example, advertising executives relative to business exec¥ .

utives agree that: advertising contributes to the freedom of speech in our

- soclety; "improper" claims in an advertisement harm the sales of the product

S

in the long run; advertisers are interested in serving the soclal needs of the
public; "I am" interested in serving the social needs of the public.

Advertising/Business Executives and General Public - All three population

subgroupings are comp‘vable on several items concerning the potential social
effects of advertising. 1In almost every instance of ‘comparison significant

differehces are ngted. (See Table #2) The public is in relativelv greater

agreement that: fdar appeals in ads increase anxiety in society. This concern
. ) %

16
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i -

about an ingrease in anxiety is consonant with the greater degree of authori-

tarianism exhibited by the public. '(See Table #2) A high degree of authori-
: R @ : . toh R

" tarianism is indicative of a defensive, fearful, and highly anxious personality"
_ - . : - : N :

structure. - g : :
The public is in relativeiy.less agreement that: dramatizing war in ads
confuses children as to the nature of real war; using black models in ads im-

proves racial relations. Tho public i¢ in greater agreement with business
A ) R
.executives th?n with advertisers that: limited information in ads limits

" deep thought; violence in ads contributes to violence in society. - The public

is closer to the advertising executive than to the business executive in agree-

ing that: advertising misrepgesents the value of ‘a product when shown as selving

life's problems. Finall’y,°the advertising executive i1s most likely to agree .

that: advertisers are interested in.sérving the ﬁeeds;of the public;
Overall, the most consistent finding for'all,threé population Subgroupings'
has been the relative amount of agreement that negative seciai effects result" 1
" from the use of various advertising contené and techniques. Alehough, as might "
be expected, there is a significaet difference in degree of agreement for dif-
feren: subgroups en¢ for different social effects vafiables. ,

/

Advertising Executive Authoritarian Subgroups -~ Not as many between author-- .
itarian subgroup differences are noted. as were hypothesized. (See Table #3)

Likewise, a trehd concerning the specific items fupon which significant differences

occur is not discernible. The overall relationship\between degree of authori-
tarianism and agreement—disagreement with the perceived degree of negative social
effects‘of advertising is: the highest authoritariam)advertising executives are
ﬁore apt to acknowledge’the potential negative social/effects of advertising.

Advertising LExecutives by Area of'Specialty Subgroups - When the job specialty

aredas form the subgroups of analysis, significant perception differences are noted.

. (See Table #4)» Overall, the advertising executive involved in "account work"

Y
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is least in agreement that advertising content and techniques’precipitate ne-
gative social effects. On the other hand, account executives'are most likely

to égree that: advertisers are highly interested in serving Ehe sofial needs

,

of the publid.

The "copy" and "production or 'other'" advertising lexecutives are the - .
moét likely to agree that advertising precipitates negatijve social effects,

and least likely to agree that advertisersiare interested| in serving the social

. K . <
needs of the publici "ﬁ%ﬁ' : .

» R

i . |
General Public Authoritarian Subgroups - The authorjitarian subgroup re-
!
|

K
sponses for the general public concerning the ‘potential ﬂegagive social effects
. : ‘ b)
) ' ’ , ) hH
of advertising differ in the trend of responses by advertfising executives. Where-,

M ~

as high authoritarian advertising executives were more apt to acknowledge adver- |

tising's negative social «ffects, the high authoritarian ﬁublic subgroup is
. . 7 P

{

"significantly less apt to acknqwledge‘advertisiné's nggatiQQ social éffects.

(éee‘ﬁable #5)

: ?The low authoritarian p%blic subgroup is significqntly more in agreement
\ i . ’

that:L appéals in ads encourage us ‘to overly indulge ou éelves; female models

.
i , i

in ads do nlot encourage the equality of females in our gociety; advertisg&%ﬁmgixzﬁﬁ:zg
’ - ez = - ';gﬂ:x%mmm -
tends to shape sociegy's mlue system;ﬂgdxﬂﬁﬁ§%@?§“hre no‘ﬁh¥ghly interested
in serving the social needs of the public. k \ : ;
““ . . ) ‘
Two other items which document aspects of‘the autho&itarian persqnaliﬁy )
syndrome are also included in Table #5. The high éuthpritarian individual
. / N
exhibits a high degree of closemindedness. He will not likeaor accept another
individual unless that other individual shares the same yalues and, philosophies

as does the high authoritarian. The low authoritarian is more open-minded in

accepting other people as friends who have differing points of view. This is

supported by the fipdings.
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v The results from the item in the_ten-item indéx ofiauthoritarianisﬁ which
epidomizes_the»high-authéritarians need for direction from ”leadersjor expérﬁs"

. sérongly supports the classification of the genaral public into autdoritariad

suﬁqroupiﬁgs. The findings in this. study support the high authoritJrian s re-

liance' on guidance from leaders and experts in our society. co ‘gp

; a General Public by Age Subgroups - The'age dubgrouping comparisons papallel

v

to some decgree the findings for the authoritarian subgroups for the pubiic. To

e

a large degree, the younger respondents in the general public are more apt to

perceive Qegative social effects of advertising than are the oldest thllc sub-

-

! :
groups. (See Table #6)
“, ‘l » . R
\  The parallel between age and authoritarian subgroupings is reinforced by
: } :

g

f;,. the fact that the oldest public subgroup is‘signfficantly more authoritarian than

¢ any of the other subgroups. Likewise, the youngest public subgroup exhibits more ¢w¢bb
: 3

5 %
| _open- mindedness by its relative disagreement with the statement;g‘gﬁﬁﬁmémﬂﬁgﬂﬁzﬁséw

2

YA
to share my values? and philosophies. ,:J;ngwﬁhf
zrmﬁ"dt‘
General Public;;yzggwﬁxzkun éﬁbgroups - Once again “the trend of responqes on

o 5
. e Lol
bl -y 02 B e '

@gﬁﬁﬂﬁﬂﬁﬂéi ] graphic variable, eduration, are hlghly parallel to the trend of responses
for a gsychographic variable, authorlitarianism for th;lgqgeral public samgle. The
higher educated respondents in the ganeral public acknowledge; to a significantly
greater degree, the poﬁential for.negative social effects of advertising. (See
Table #7) : ﬂ ,

A significanL linear relationship exists between cducation subgroupings and

duthoritarian subgroupings. The lower qne?s education the greater the degree of

authoritarianism exhibited. Because of this strong relationship between education

and authoritarianism the range and depth of significant differences is greater

2

>
concerning the perceived,ﬁegative social effects of advertising than they are for

%g l""‘l(
age subgroupings in the public.
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General Public by Socioeconomic Status Subgroups - A strong and consistent

relationship exists between SES and the perception of advertising's potential
negative social effects. (See Table #8) The higher status subgroups are more

in agreement~thatinegative soclial effects do occur. Likewise, the' pattern con-

’

tinues in that‘the general public demographic subgrouping which eﬁhibits tBe
Lo
greatest agreement with the potential negative social effects of advertising

‘
Kl

exhibit the lowest amount of authoritarianism. .- - N
When looking at the overall relationgbip'Of the general pubdic's perception

of advertising's potential negative social effects, it has been found that the:

-
Y

highest aufﬂoritarian oldest, least educated, and lowest socloeconomic status

C L '
L™ >
stg;oupings are least likely to perceive negative effects. Of the four in-
4§34gﬂ’ dependent variable subgroupings, differences based upon educatiqn were found

to be most highly assoclated with differences in subgrouping perceptions-o£*

advertising's potential social effects. , C
. . - 3

Pe;ceived Advertiser Behavior - }

e

. , -
Advertising/Business Executives <.When respondents are asked to project

the use of particular advertising coptent and/or techniques to advertisers in
their current practice, differences pare found between advertising and business
. executives. (See Table #9) In total, business executives agree to a significant-

ly greater degree that advertisers behave in a manner which lead? to negative

.

soclal effects. ~

An item which taps the perceived behavior of advertisers currently in the

field to advertisers 10 years ago, advertising executive respondents are sig-

. nificantly more apt to agree that advertisers are currently more interested “in

A}
serving the publlic's social needs.

Advertising Executive Authoritarian Subgroups - When advertising executive

responses are grouped by degree of authoritarlanism, the high authoritarian

advertising executive subgroup is most apt to agree that, in general, advertisers

O

i

0
z..
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v‘>partaké?1n behavior, which precipitaté negative social effects. (See Table #10)

Overérl, the low authoritarian advertising executive subgroup is closer to the
'higﬁythan the middle authoritarian subgroup ratiﬁg of perceived advertiser be-
havior. ’ ‘/ [N

.
o
N -

J: In particular, the high authoritarian advertising executive is in,greater

« agreement ‘that advertisers: dramatize war scenes to advertise war toys;"use
ot “ : ‘

o
te
X

ggpnes‘depicting violence in advertisements; show resources being wéstefully

used in advert15qments. ﬁigh and lowlauthoritarian advertising executives to

a stgﬂlficantly greater degree than middle authoritarian- advertising executives

agree that advertisers: portray love as the spending of money and the giving

of goods; use fear appeals in Eheir advertisements; use young people in adver-
tiseﬁents to the exclusion of older individuals. ‘ A

The point should be made that for well over half of the thirteen items

'thghoverall rating was in “agrggsi3t" (X = 2.5 or lower) that advertisers use l

. JRrs

these content and/or techniques. Only one of“:he thirteen items was "disagreed"

with (X = 3.5 or higher) by the advertising executive respondents. This one
. | ’ - .

item stated that advertisers, in many cases, use scenes depicting violence

in their advertisements.

AdvertisingﬁExecuEiVéé by Area of Specialty Subgrohp§A— Alﬁhougb there are

several subgroup'differences for various itéms there is no strong trend concern-

ing overall subgroup differences for all the items. (See Table #11) It is in-

teresting to note that the advertising executives primarily involved in "account
.

work" and in "production or 'other'" areas of specialty are the ones least likely

-to agree that advertisers paftake in behavior which leudsrto negative social effects.

Advertising Executive Self-Reported Behavior

Authoritarian Subgroups - Advertising executives tend to disagree that they

\bersonally would'uséﬁédééftiéing content and/or tcchniques that lead to potential

negative social effects. (See Table #12) Very few differences exist between

21 <
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authoritarian subgroupings and self-reported behavior. Most notable are the

differences which are found wheréas the low authoritarian subgroup is more in -
¢ :

agreement that: black models would be used in advertisements, and fear appeals

)
o
¢

would also be used. \

i

Iq terms of overall item scores, only three of the twel?e'items were
acknowledggd as appeals which the advertising executives would use in their
adveftisements. These are: vanity appealé, sex appeals? and "snbb—appge}s".
Neither df these appeals are rated high as having a potential negative social
effective. Likewise, advertising executives tend td agree that advertisers, in

-

general, use these appeals in many 1nstances. .

Major in School §Subgroups - Analyzing the findings byithe major in school

-

- subgroupihg technique provides the greatest, number of subgroup differences when

compared to any otner,subgroupihg technique. (See Table #13) 1In total, the

Ny - «

advertising executive who was a business major in college 1is the most likely to
agree that he would use advertising content and/or techniques which'lead to

potential negative Social effects. -

- ’

. Most notable 1s Ehe busiﬁeés majofs proclivity to use: dramatized war
scenes to advertisg children's toys; scenes depicttng’vlolence; fear appeals 1in.
advertisements. In general, the liberal arts and combination or "other" méjor_
in sghool subgrouplngs admit to lesser uses of the advertising content and/or
techniques under study.: |

Liberal arts majors agree that they behave in thisbmanner the least. The
content, aqd/or techniques they are least likely to use are: .dramaglzed war
scenes‘co advertise children's toys} ''snob appeals"; puffery; the solving of
married 1life problems by %he purchasing of prqucts; fear appeals. Likewise,
liberal arts ﬁajors are m;;t in agr%ement that they would uﬁu)black models in

their advertisements. Journalism majors exhibit the least desire to use black

models in their advertisements.
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'Per%eived Advertiser Behavior Comparison - When the responses concerning

the behavior of advertisers in generalvare compared to the self-reporting of

behavior consisteﬁt and highly significant differences occur. (See Table #14) .
In every single case, the adyertising executives rate thelr own behavior as

. more socilally responsible than they rate their colleagues behavior. 'In other
. e ° .

words, the.advertising‘execuﬁjve respondents are saying that they perceive

: ™
their colleagues as more likely than themselves to use advertising content
. ’ S
and/or techniques which lead to negative social effects. .

It 15 of interest to note that the least significant difference involve - ;@ﬁﬁg
_ o T ;‘yﬁ;
R B A 4
the use of black models in advertisements. Respondents overall agree that,,ﬁ?dﬂﬁ'j 1?@;
. . . ~M' ! of -

they would use black models, and use them to a significantly greater degree

than would thelr colleagues, but that their colleagues also use black models
in most cases. ’
/

Biodata Differences by Area of Specialty Subgroups

The items in the questionnaire which dealt with blodata information were
anaiyzea by every independent psychographic and demographic variable ayailabie.
Likewise, the biodata for both responding groups, advertising and Businpss
executives, was analyzed. éignificant subgroup differences were not found to | .
exist in any systematic manner.
The s;arcity of sig;ificant differences for business executives led to
an exclusion of the findi;gs. Likewise, a lack of significnnt.subgroup'dif—

ferences for advertising executives resulted in the exclusion of findings for

all other subgfdups except for area of specialty subgroups. In reporting bio- .

data for the area of specialty subgroups for advertising executives, only selected
findings are reported. The findings reported here are the ones resulting in
significant subgroup ‘differences. (See Table #15)

A brief overview of the findings suggest that the account executive

feels most positive about giving a speech, consults others more when attempt-

Q - '
E[{l(r ing to solve a problem, and desires a clearly defined goal and reward system.

23
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Anothef subgroup of respondents, copy executives, have a low tolerance for

rules. Likewise, Ehey exhibit tﬁe closest and -most secure relationship wiFh .
their pargmts during their formative yeats. This finding is intuitively consistent
: with the belief that copywriters a;e warm énd affectionate individuals able

to ‘empathize with others. Furthermore, copywriters are known for their indi-

vidualistic behavior which is needed to give vent to their creative expression.




- 18 -

ANALYSES AND CONCLUSIONS ' .

Analyses ' ‘ » .
A systematic¢ manner of'analyzing the‘findings would he‘by going bach
to the original set of working hypotheses stated at the beginningvofuthis
report and examining the results against them4 : <
i ‘(l) High authoritarianvadvertising executives are less perceptiye
of social effects by.advertising than are low authoritarian T
‘advertising executives. .This‘hypothesis is rejected. ?§ee* T
Table #3) '

The rationale for this hypothesis was based upon the fact that a high

authoritarian individual is highly anxious and defensive Thus, it was posited

‘that a higher authoritarian advertising executive would be defensive of the po—

tential negative social effects of advertising and deny their existence. 1If

anything, the trend was in the opposite direction, high authoritarian advertising

1 3
executives reported a greater degree of poténtiﬂl negative social effects of

. . o

advertising. The author believes that the high authoxitarian advertising ex-
ecutive may be intent on protecting his profession from criticism so that he
becomes more sensitized to the potential negative effects of advertising content.
An interesting finding resulted from the general public_authoritarian sub-
groups and their perceptioné of the potential negative social effects of adver—
‘tising. Within the general public, the high authoritarian subgroup was‘signif—
icantly less apt to acknowledge'advertising's poténtial social effects. (See

Table #5) Likewise,'the oldest, less educated, and lowest socioeconomic sub=-

groups in the general public were also less apt to acknowledge advertising's

social effects (See Tableg, #6, 7, and 8, respectively) These results are
N predicted by the authoritarian personality syndrome and parallel the hypo-

thesis made for advertising executives. ’ '

' When looking at area of specialty subgroups for advertising executives,
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the "capy" and "production or 'other'" subgroups are.mo3t likely'to'aénee that
a» ) N

advertising precipitates negative social effects. (See Table #4) This finding

seems incongruous with the fact that copy executives would tend to be fess

autheritarian, based upon biodata findings. The account executives are least

cognizant of social effects while also most in agreement that advertiéegs are

-

interested in serving the social needs.bf'thg pdblic. ' '%Nw"

Thus, it seems as 1f the account executives are the "blind" defenders

of the profession. 1In Fhe general public, the high authoritarian subgroup is

\ -

most in agreement that advertisers are interested im serving the social needs
of th ppblﬂc. The high authoritarian public subgroup is the "blind" defender

of.th;\effect of the institution of advertising, an institiution held in esteem
#

by hig‘ autﬁoritarians. g  “;. o

ﬁhe professioqal affiliation of high authoritari'ans with the advertising
indust#y is a mitigating factor hn the manner social effects of adve;tising are
percei%ed. Thus, the individual's pgofessionai role takes precedent in per-.

.
ceiving the social effects of his profession when compared to his overall per-

sonality profile. )

FZ) High authoritarian advertising executives will percelive

|
; advertisers as behaving in a socilally responsible manner .

" ' q .
; Sh e
more so than would low authoritdrian advertising executives.

AVl
N

fhis hypothesis is rejected. - (See Table #10)

As in the first hypothesis the opposite relationship to the hypothesis
1

'Iis nofed: the high authoritarian advertising executive subgroup 1s most likaely
l“to perceivgﬁg&é@ftisers géhaving in a manner which 18 not soclally responsible;
o . Qa
Although they are not as hypothesized, the results of Lhis_study are consistent.
The high authogita}ian advertising executives percelve a greater potential
néga£LVé soclal effect p;rcipitated by advertising, and perceive that adverti-

. T
sers using content and/or techniques which lead to these negative cffects to a

) w 2(5 .o

. »o
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greater degree than do lower authoritarian advert1sing executives.
Another consistent finding involves the responses of account’ executives.
Unlike the high-authoritarian executive, the.account'executive'perceives less

L L : : . A - »
potential social effects and less use by advertisers of content and/or "tech-

" niques which lead to negative social effects. (See Table #11)

(3) High authoritarianiadvertising executives will self-reporti
e 1ess;socially‘responsihleladvertising behavior than would
low.authoritarian advertising executives.r This hypothesis
is rejected. (See Table_#12) ; | -
_Very.few.significant authoritarian subgroup differenceﬁgwere noted for
advertising executivesi Again one's professional role superceded one's personality
profile when carrying out the functloqs\of one's profession. It is interesting
to note that»one's academic major. is predictive of subgroup»differencesr (See -
Table #13) o ) S .
o _An'advertising executive'edUcated within a school ofwbusiness is‘more
likely to self-report behavior which leads to negative social»effects. Liberai

arts majors and other majors”are 1east likely to report the use of this type

. of content and/or techniques. Therefore, one's professional training affects

one's perception of his professional role in advertising which, in turn, affects |
his perception and use of content which has a potential for negative social

effects. .

~ Another point of interest involves the comparison of advertising-exec-

utive s rating of .other advertisers use of negative soc1a1 content and their

own use of this content. _(See Table #14) In every single instance the re-

s

sponding executive perceives himself to be less guilty of negative-sociaL
cpntent than his colleagues. This is a clear case of "finger-pointing":
the problem is aiways with the otherefellow and not with me.

3

|
-:q:
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(4) Advertising executives will exhibit a greater degree of authori-

) ’ .
;érianiém than the‘geﬁeral_publiceand equal to business executives,
This HyPothesis‘is rejéctgd. (See Table #2) ' ]

The advertising‘egécuﬁive51in this study exh%ﬁited a significaﬁtly |
lower degree of authoritafianism‘tha; dié the generalbpublic. (See'Table
#2) The business executives fell bethenuthe advéftisers and the qulic'in

(‘théir authoritarién sco;e.

. Although pre&ious findings would lead one to preaict.a propensity for.

.high‘authoritarian individd%1§ to choose the fiéid of_advertising as their
career objective, the findings of thiglsthdy"d; noﬁ.béar this out.  Very
possibly;'profeSSional dpncerns évérfi&e“oné's personality éharaéteristics.
Or the high éuthbritarians en;eriné.thg advertising fiéld never ﬁjaCh tﬁe high
executive rank iwm the fiéld; Or pdssibly thé hfghest.aqthoritar ans did ?ot
return the queg}iohnaire for tabulaﬁio%%‘ | '

Many.questiﬁns still remain.éoﬁféi%ing the .amount and p :ceptidn/behavior
of‘high authqgitarfan advartising executdves. HoweVéf,Aone point is clear.

The general publig exhibi;s a greater degfee of_authoritarianism and the h{gh
authoritarians in the public are most defensive (ie., least perceptive) of
negafive_social effects of advertising. Thus, it is clear What a high authori-
tarian pqxéon génerally does not havq\EEe ability to elevate himself to h{gher
Blevels of résponsibility and decisioﬁ—making. In general, a high authéritarian

person's personality limits his professional ability.

‘(5) Advertising exeéutives Qili perceive”less socilal efféﬁts~by

¢

advertising than by the public and equal to business execdtives[
This hypothesis is rejected. (See Table #2) .
No trend developé&@fﬁr sample group responses. The findings were mixed.

The advertising executives, business executives, a%d the public alternately
. a & /
: . 1

égreed the most that negative social effects resultéd from specifié‘advertising

¥

@0
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\\\\cqngent énd/oEgEechniques; Thus, relafi&e:to.others advertisers are not
overly defensive coﬁcerping the pogeﬁtial negative.éocial effects of~
ad&ertiéing.A

(6) Advertising executives will perceive advertisers as behaving
in a sociélly responsible manner more so tbﬁn will/bqsineSS _
- , exechtives. This hyppthesis is sqpported. (See Table #9) | \
Busineés executives are significantly more apt to percéiﬁe advertisers
behaving in a manner which preéipitates’negatiVe social effects phan will

advertising executives. Even though advertisers are generally critical of

/\ o
the behavior of other advertisers they are still less critical than are other

business executives.
It seems clear that professional pride on the pi:?ﬁqf advertisers has

affected fﬁeir perception. of their colleag&es. Executivés in other areas of

=

. business are not directly involved in the field of édvertising and are more
critical of it. Findings which support this diffgrence in perceptions deal
with the interest ;avertisers show in serving the social needs of the public.
The busineés>éxécﬁtives feel fﬁat advertising executives are less concerned
about serving these needs than are advéréiserg. The question remains: are

business executives more objective and berceptive of advertiser thought aed ‘ "~

L

action, while advertisers are defensive; or, are advertisers best able to

[4

perceive and report their own thoughts and behavior?
’ ’

Conclusions
»

Several conclusions are clearly derived from this study. However, much
more research 1s needed,in‘order to either strengthen or more clearly define
-~ the relationship of variables included in this study. Separate conclusions
) _ ; ; ; N

can be drawn about each of the three population subgroups: advertising exec-

S
utives, business executives, and the general publicf

ERIC ) 29




Fof advertiéing executives, it seems clear that ane's training and one's . f(
appfoach to his profeséional‘role are more impor%anﬁ than personality when v
perceiving ;he poteﬁtial negative social effects of adveftising; Also, ;d~'
vertiser bghavior_is less affecged by bersonality‘than training and role per- ’

" ception.

The duestions are still open concerning the &egree of authoritarianism
amoﬁg the lower management levels in the advertising field as weli as the
majority of advertising executives in thi; sur&efjﬁhp did not respond. Thus,

a larger sample an&-pérsonal interview study 1s certainly éalled for.
For businéss executives, it seems clear that they are most critical of

v -

advertising's soclal effects as well as advertisé} behavior. This most likely

.a’." T

results from the fact that they are less professionally involved in'the adver-y
tising profession than are a&vertising éxecutives. The perceptions of business
éﬁécutivés afe very similar to the percept%ons of low authoritarian individuals
in the general public. 7

For the ggneral public, the high av;boritarian subgrodp projécte& a greater

degree of,tfﬁst in the institution oE advertising and berceiveq a great less

‘ ;potential negative social effects of adVertising. The, low autﬁoritarians were
a great deal more‘critical. This particular finding may have the most importance
in this study.

Since the high authoritarién individual is—Lhé least able to cope with
changes in society and with social issues compared to the lpw authoritarian
individual; and since the high authoéitarian individual is least critical of-
éhe content and/or techniques of the adverti;er, it becomes the responsibility

of the advertiser to analyze the social effects of advertising. If the adver-

tiser does not take on this responsibility then it seems clear that other

business executives as well as special interest groups within the public (most

-

a

30
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“likely formed by low authoriéarian individuals) will take it upon themselves

to correct the_negative effects they perceive.
- » Advertising executives, business executives, énd thé genergl public
express'a great deal of awareness concerning the potential negative social
effects that adver&ﬁ%&ng can_preciﬁifate. A concerted effort is needed to

document the areas that are most potentially harmful so that a stop cap_ be

. -

. : . - R
put to the advertising content\and/o: techniques which cause socially harm-

~ =
By

. “"-\\.‘;} K ’ -
ful effects. - AR, R T - ST
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used a mall questionnaire including authoritarian personality measures both found
that nonrespondents were higher authoritarian than were respondents. See: ;Ehrlich,
Howard J. '"Dogmatism and Learning," Journal of Abmormal and Social Psycholo ogy,
62:1 (1961), pp. 148-149; Poor, D. '"The Social Psychology of Questionnaires,_
Unpublished Bachelor's Thesis, Harvard University, 1967. /

[N

A follow-up interview with nonrespondents indicates support for the belief
that advertising and business executive nonrespondents are, in some way, different
than the responding advertising and business executives. A month after the original
questionnaire was distributed, a telephone survey was taken of a random sampling
of advertising and business executives. Each executive admitting to be a nonre-
spondent was asked to ''Agree~Disagree'" with the statement: Advertisers are highly
interested in serving the social needs of the public. Responses were received
from thirty-one (n=31) advertising executive nonrespondents, and thirty-one (n=31)
‘business executive nonrespondents. When comparing the response to an identical
question asked of respondents, significant differences were noted.

Nonresponding advertising executives were more favorable in responding to the
statement than_were a random sampling (n=31) of responding advertising executives
(X = 2.80 and X = 3. 42, p<: 02, where l = Strongly Agree and 5 = Strongly Disagree).

1
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Footnotes (Con't.)

Nonresponding business executives were morée favorable in their response to the
statement than_were a random sampling (n=31) of responding business executives

(X 3.26 and X = 3. 84, reqpeGEiV61y, P <:05) Similar to the relationship existing
between respondent e nonrespdhding advertising executives were more favorable
in their rg %e to this statement than were nonresponding business: executives

(P< ' o /

The responding advertising execytives who were classified as high authoritarian
were more favorable in their response to this statement than the responding low
authoritarian advertising executives (X = 3.17 and X = 3.47, respectively), but not
to a statistically significant degree. Perhaps the extremely high authoritarian
advertising executives defensively respond that advertisers are soclally concerned
when. personally interviewed, but had felt threatened by the questionnaire, and
failed to respond tbd it. :

[d
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Table {#1

Mean Score Comparisons Bétween Advertising
and Business Executives For Perceived . -
Social %E'ffects\ of Advertising
(1-5 Scalle, 1 = Strongly Agree)

(N = 256)
- - t-test
Advertising ’ Business Significance
“ Concepts ) Executive Executive Level
, - (n=112) (n=144)

1. The use of vanity appeals while ,

advertising cosmetic, diet, or other 2 ; '

such items does not give the consumer .69 . 2.41

a balanced view of the importance or '

value of physical beauty.
2. ‘The misuse of the English language in

advertisements affect the everyday use

of the language. - 2.40 2.19
3. Dramatizing war scenes to advertise

childrens war toys, dolls, and games, 2,11 - 2.10

confuse children as to the nature of

real war.

4. The use of black’ models in
advertisements other than for: 2.50 o 2.56
black-oriented products has a positive .
social impact on racial relations in our o T
society.’ ' ' ) &y C

5. The general naturc of the various sex :
appeals found in advertising does not 3.03 3.04
promote a normal and healthy attitude L
towards sex in our socicty.

6. Scenes depicting violence within
advertisements contribute to violence 2.95 2.56
in our country. -

7. Advertiser’s use of ‘“snob appeals” 3.30 . : 3.01
glamourizes the higher social classes to *
the detriment ols the lower social
classes.

8. Advertiser’s usc of - “snob appeals” 2.87
. motivates people to raise themselves to .
a higher social class.

3.03

’

9. Product puffery found in advertising :
influences our “puffing the truth” in 2.99 , 2.73
other areas of interpersonal relations. ) c et

10. Advertisers portrayal of married life as
continuing problems  solved by the

’ purchasing of products misreprescnts 2;46 2.
the general rcﬁationship of married 15
couples.

11. Advertisers portrayal of life as _
continuing problems solved by the 2,67 2.17
purchasing of products misrepresents o
the value of purchasing products. 3 5

(Continued)
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(CONTINUED)
. t-test
. . . Advertising Business Significance
Concepts f Executive ' Executive Level
' - (n=112) (n=144)

12. 'T,he cxpl:ession of I(:ivc in
advertisements as the spending of - : .
money and the giving of goods 2.63 2.33 . .02 '
influences us :o express our love :
feelings in this manner. '

13. The advertising of personal hygicne
products has transformed us into a : ,
society overly concerned about body 2.96 3.01. ns
odors and cleanliness.

14. Through the purchasing of time and -
space, advertising agencies have an . ,
influence upon the survival of mass. 3.03 ‘ 2.22 - .001
media vchicqes and therefore have an
influence over mass media content.

15. False, _mislea;linf. or exaggerated ) .
claims found in advertising harm the _ . '
sales for that product in the long run. 1.83 2.28 .001

16. The use of advertising contributes to
" the freedom. of speech in our society. 2.05 - 2.53 ' ..001
17. The limited amounts of information ‘ -
given in advertisements tends to make . , ’
the consumer think superficially about 3.12 2.35 .001

products or issues,

18. Advertising appeals promote happiness o :
that can be satisfied -mainly by 2.91 . 2.52 01

materialistic gain.

19. Over-the-counter drug advertisin : .
contributes to our drug oricntcg *2.91 2.88 ns
socicty. . :
20. Various a,ppeais"" found in ‘ .
advertisements promote conformity to 2.42 ) 2.43 ns
others social lifestyles. ‘
21. The emphasis on youth in
: advertisements contributes to the .
belief that older individuals are no 3.28 3.10
longer an integral part of our society.

ns

22. Consumers are reinforced to be
: wasteful of our material resources in 2.94 ‘ 2.56 .01
many cases through advertisements.

(Continued)
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| (CONT INUED)
| . S _ ‘ | t-test
) i , ¥ Advertising : Business | . Significance
L Concepts. : Executive Executive ' ' Level
} ; (n=112) (n=144) | -
\ .
’ 23. The use of fear . peals in advertisin
~ has increased the level of gcner% ¢ 3.32 2.96 .01
I anxiety feelings in our society. o ’
| : : :
24. I am highly interested in serving the ‘
' * social needs of the public. & 2.29 ‘ 2.53 : y 05{_‘
25. Advertisers are highl}" intercsted in
i serving the social needs of the public. 3.28 3.90 ’ ,001
TOTAL SCORES 63. 38 59.12 . o .01
(Total for items ;
1-23) ) ‘ "
'
g - ,




- 30 -

6

Table #2

'Meah Score Comparisons For Advertising Exedutives,

‘Business Executives, and General Public For
.Perceived Social Effects ¢of Advertising
(1-5 Scale, 1 = Strongly Agree)
(N = 553)
 tltest
Advertising Business . General Significance -
Concepts Executive Executive Public Level
(n=112) (n=140) (n=297)
(1) Dramatizing War Confuses 2.112 » 2.10b 2.53ab aa-.001
Children _ , ' . bb-.001
(2) Emphasizing Youth Degrades 3.29 3.10 '3.22° ns
the 01d . Do ' ' ,
(3) Limited Information Limits 3.123b 2. 353 2.44b ) gg::gg%
Deep Thought - 5 s
(4) Using Black Models Improves  , so? 2.56° 2,220 aa=.0l
Racial Relations ’ o bb-. 02
(5) Drug Ads Contribute to Drug ) 2.91 2.88 2.78 ’ . ns
Problem '
(6) Violence in Ads Contﬂ}butes 2.9Sab 2.568 2.51b §§::861
to Violence in Societzfﬁ&
(7) Fear Appeals in Ads In_g,rease 3.328b 2.9680 L 2.43bc gg;:géi
Anxiety’ in Society‘.%ﬁ- “e : cc=.
(8) Advertising Misrepresents 2.672 2.17ab 2.64b gg::gg%
the Value of a Product When
Shown as_ olving Life's
Problemé’ ‘
o
Advertisers are Interested 3.283P 3.903c 3_55bc aa-.001
A in Serving the Social Needs 22:'8§
of the Public ’ *
Authoritazrian Scores (10-50 27.713 . 26.90 26.668 aa-.05
Scale, 10 = high authori- -

tarian)




. . - 31 -
Table #3
Mean Score Comparisons By Advertising Executive Authoritarian
Subgroups For Perceived Social Effect of Advertisding

(1-5 Scale, 1 = Strongly Agree)
: (N = 112)

o

t-test
Significance
Level

Middle  Low
Authoritarian  Authoritarian

High
Authoritarian

1,

2,

10,

11.

Conceéts

The use of vanity appeals while
advertising cosmetic, diet, or other
such items does not give the consumer
a balanced view of the importance or
value of physical beauty.

The misuse of the English language in

advertisements affect the everyday use-

of the ianguagc.

Dramatizing war scenes to advertise

|

childrens war toys, dolls, and games,

confuse children to the nature of
real war, : 1(

"The use of black models in

advertisements other than for
black-oriented products has a positive
social impact on racial relations in our
society.

The general nature of the various sex
appeals found in advertising does not
promote a normal and healthy attitude
towards sex in our society.

Scenes depicting violence within -
advertisements contribute to violence -

in our country.

Advertiser’s use of ‘“snob appeals”
glamourizes the higher social classes to
the detriment ofg the lower social
classes. -

Advertiser’s use of “snob appeals”
motivates people to raise thcmscErcs to
a higher social class.

Product puffery found in advertising
influences our “puffing the truth” in
other areas of interpersonal relations.

Advertisers portrayal of married life as
continding problems solved by the
puschasing of.groducts misrepresents
the general relationship of married
couples, i

¥

Advertisers portrayal ot life as
continuing problems solved by the
purchasing of products misrepresents
the value of purchasing products.

.\)

L

(n=41)

a
- 2.44

2,152

1.93

v e

2.51

2.88

2.63

2,900 .

2.78

2.80

2.32

2.39

(n=39

2,87

2.46

2.33

2.62

3.26

‘3,15

3.62

2.82

3.15

2.74

2.77

39 .

(Continued)

)

a

(n=32)

2.78
2.66
- 2.06

2.34

2;94
3.09

. 3.44
3.03
p

3.03

2.31

2.91°

aa-.05
aa-.05
ns

ns '

ns

aa=-105

aa-.01
ns

ns

ns

aa-. 05



t-test ¥
Significance
Level

High - : Middle - Low

i

i .

\ Concepts - "Authoritaridn Authoritarian  Authoritarian
i

v (n=41) (n=39) “(n=32)

g
i

12, The é:‘\._xpr.cuion of love in ) @

advertisements as the spending of - "2.39 - 2.80 2 75\ ns

money and the giving of goods
influences us to express our love
feelings in this manner. CoE

13. The adv::rtising offpcrsonal hygiene -
products has transformed us into a ‘ o
society overly concerned about body 2.85 3.18 v o 2. 84
odors and cleanliness.

4 ns

, 14, Through the purchasing of time and

space, advertising agencies have an 2.85 3.15 3.09 ns
influence upon the survival of Ymass . . .

media vchicﬁcs and therefore have an '

influence over mass media content.

15. False, mislcadinf. or exaggerated N
' claims found in advertising harm the 1.80 1.90 - 1.78 ’ ns
sales for that product in the long run. . 1 L)

16. The use of advertising contributes to 5
the freedom of spcccl% in our sdciety. 2.15 ' 1.95 2.06 ns
17. The limited amounts of information
given in advertisements tends to make 2.83
the consumer think superficially about
products or issues.

3,18 3.44 aa-.02

18. Advertising appeals promote happincss . a
that can be satisfied mainly by 2.93 , 3.15 2.59° - aa-,D5

materialistic gain. b

19. Over-the-counter drug‘ advertising’ :
contributes to our drug oricntcs 2,86 h 3.08 2.78 . ns !
~ society. y
20. Various appeals found in 2
advertisements promote conformity to
others social lifestyles.

.37 2.56 2.31 : . n8

21, The emphasis on youth in
advertisements contributes to the 3.10 3.56 . 3.19 ns
belief that older individuals are no
longer %n integral part of our society.

122, Con:%'m\cu are reinforced to be , a a
wasteful of our material resources in 2.61 3.26 2.97 _ aa-,02
many cases through advertisements. :

*

(Continued)
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v S . (CONTINUED) -
_ o ] - ’ ' t~-test ]
- : . High - Middle _ - Low Significance
Concepts Authoritarian Authoritarian Authoritarian Level
: (n=41) . (n=39) " (n=32) - ’

23.. The use of fear u;peals in advertisin ,_ ,
has increased the level of genera 315 _ 3.41 | 3.4

anxiety feelings in our society. ns
24. 1 am highly interested in servmg the ‘ . : I
 social needs of the public. , 2.39 2.18 ' 2.91 - ns
25. Advertisers are highly interested in . K — o : 5 |
_serving the social nceds of the public. 3.17 - - 3.26 o347 ns o
TOTAL (Concepts #1 -~ ~ 59.61% - 66.97° 63. 84 , aat.01
‘through #23) . .
_ ‘ N .
a
.“ Y
\ |
‘ .
BN .
A
* »
€
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g © ' Table #4
~~ Mean Score Comparisons for Advertising

_ Executives by Area of Specialty in _
. the Field For Perception of Social Effect

Responses
(1-5 Scale, 1 = Strongly Agree)
’ (N ='144) :
, ~ o ‘ ') | t-test
_ S " Media or .. Production Significance-
Concepts : Account Work = Researéh  Copy . or "Other" Level
’ ’ (n=46) (n=19) = (n=21) (n=26) ‘
1. The 'use‘Aof vanity appeals while
. advertising’ cosmetic, diet, or’ other . : . _ .
such items does not give the consumer 2.76 2.68 2.48 2.73 -~ ns
a balanced view of the importance or ' o S
value of physical beauty. - ' : a
. o & ) . ‘ L

2. ‘The misuse of the English language in : , a” :
advertisements affect the everyday use ' 2,39 2.79 2,52 2,04 aa-.02
of the language. ’ T , gee

3. Dramatizing war scenes to advertise _ } :
childrens war toys, dolls, and games, 2.11 2.16 1.95 2.19 . 'ns
confuse children as to the nature of : . ‘ R
real war. ‘ ‘

4, The use of blick models in A ' .

: advertisements other than for 2.41 2,79 2.48 _
_black-oriented products has a positive ‘ [
social impact on racial relations in our ) ‘
society. ’ . : -

2.46 ns

5. The general nature of the various sex : : .
appeals found in advertising does not : -
promote a normal and healthy attitude 3.28 - 2.79 3.05 2.73 ns

towards sex in our society. |

6. Scenes depicting violence within - .
advertisements contribute to violence '

in our country. 2.98 2.74 3.24 2.81 | ns

7. Advertiser’s use of “snob appeals” , .
- glamourizes the higher social classes to
the detriment olg the lower social ' 3.56 . 3.16 - 3.14 ® 3.08

classes. * S

ns

8. Advertiser’s use of “snob appeals”

motivates people to raise themselves to - ©2.83 -9, 7.4 2.86 3.04 ns -
a higher social class. )

9. Product puffery found in advertising .
influences our “puffing the truth” in . ~
other areas of interpersonal relations. 23,15 - 2.95 2.86 2.85 ns

10. Advertisers portrayal of married lifeas  *
: continuing problems solved by the
purchasing of products misrepresents , 2.70% 2.16 2.24 2,46 aa-.05
the general relationship of *married - e

couples. . : '

11. Advertisers portrayal of life as .
continuing problems solved by the ‘ .
gurchasing of products misrepresents 2.83 2'_58 2.71 2.42 . ns

Elqc«vduc of purchasing products, . . 4 9

IToxt Provided by ERI

: . . ) ~ (Contidnued) . ' o -




Concepts

12. The expression of love in "

advertisements as the spending of
‘money and the giving of ‘gopds
influences us to express our love
feelings in this manner. o

13. The advertising of personal hygiene
products has transformed us into a

society overly concerned about body-

.odors and cleanliness.

14. Through the purchasing of time and
space, advertising agencies have an
influence upon - the survival of mass
media vehicles and therefore have an
influence over mass media content.

15. False, mislcadinf, or exaggerated
claims found in advertising harm the
sales for that product in the long run.

16. The use of advertising contributes to
the freedom of speech in our society.

- °17. The limited amounts of information
- given in advertisements tends to’ make

\ the consumer think superficially about .

products or issues.

18. Advertising appeals promote happiness
s —that can be satisfied mainly by
' materialistic gain. :

19. Over-the-counter drug advertising

contributes to our drug oriented
society. . N ’

20. Various appeals found in
_ advertisements promote conformity to
others social lifestyles. .,

21, The emphasis on youth in
advertisements contributes to the
belief - that. older individuals are no
longer an integral part:of our society.

22. Consumers are reinforced to be
wasteful of our material, resources in
many cases through advertisements.

¥

- 35 =
#‘t :I":l ~‘ . E
(CONTINUED) ' )
e QM . , t-test
: ..~ Media ar Production Significance
Account Work Résearch _Copy or "Other" Level
(n=46) (n=19) (n=21) (n=26) '
) . . : v yk
2.78 2.53 2.43 2.62 ns
3.22 2.68 2.90 2.77 ns
S
3,352 2,89 2.86 2.69% - aa-.05
: -
1.83 1.74 - 1.81 1.92 ns
1.87 2,10 2.24 2.19 ns
3.26 . 3.10 2.90 3.08 ns
/
3.13% 1 3.00 2.48% 2.81 aa-.02
3.15° 2.84  2.86 2.582 aa-.05
2.54 2.47  2.14 2.38 ns
q apdb a b . aa-.01
3.70°7, 2.84 2.76 3.31 bho. 0L
- ’ N X ‘ aa-.01
3.222  3.10°  2.86 2.38%P bb=. 05
* (Continued) v . K ,

. 43 -




23.

24.

. 25,

Concep;s .

The use of fear .ppeals in advertisin%
has increased the level of genera
anxiety feelings in our society. :

I am highly interested in serving the -
social needs of the public.

Advertisers are highly interested in
serving the social needs of the public.

. ~TOTAL (Concept #1
~ through #23()

- 36 -

4 v
(CONTINUED) ’ oy
. " t-test
‘ Media or Production Significance
. Account Work Research Copy or "Other" - Level
.- (n=46) (n=19) (n=21) (n=26) :
a a | :
3.63 ,‘ 2.84 3.24 - 3.19 aa-.0l
2,22 2.53  2.28 2.27 ns -
a . ' a '
3.11 3.21 3.38 - 3.58 " aa-.05
: aB | Ry a b " aa-.05
66.67 61.68 '61.00°  60.73° - pp ‘03
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Table #5

Mean Score Comparison by Public
Authoritarian Subgroups For Perceilved
Soclal Effects of Advertising
. (1-5 Scale, 1 = Strongly Agree)
(1 = Most negative rating of advertising's social effect)

(N = 297)
. t-test ~
v High Middle ‘ Low Significance
Concepts - Authoritarian Authoritarian Authoritarian . Level
(n=111) (n=98) (n=88)

. .
(1) Dramatizing war scenes to :
‘ advertise children's war 2.58 2.46 2.54 " ns
toys does not confuse
children as to the nature
of real war.

(2) Advertisements emphasiz-
ing youth leads to a be-
lief that older individ- 3.09 - 3.33 ' 3.28 ns
uals are no longer an , A
integral part of our - ' :
. -~ soclety.
(3) The limited amounts of R
- information given in ad-
vertisements tends to- make 2.45 ’ 2,55 2.31 ns
the public not think deeply : ’ ’
about products or issues,

3N

(4) Thé appeals made in adver-

‘tisements do not encourage a ' b ' -
us to overly indulge our- 12.77 2.58 2;28ab ::_'ggl
selves. : ' *

(5) The use of black models in
© advertisements does not have ,
a positive social impact on- 3,20 3.23 3.10 né
racial relations in our so- ‘ '
ciety. '

(6) The advertising of non-
: prescripgéon remedies ceon- 2.77. 2.90 - 2.67 ns

tributes fo a drug-oriented -
society.

7

(Contiﬁued)
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(CONTINUED)
,.()
. } . - t-test’
High - Middle Low Significance
Concepts Authoritarian Authoritarian Authoritarian Level
/ :  (n=111) (1=98) - (n=88)

(7) Scenes depicting'violenée : :
within advertisements do 2.50 2.47 2.57 ns
not contribute to violence o '

" within our society. ,

(8) The method by which female ab . '
models are used in adver- 3.17 2.863¢ 2.39bc. §§::831
tisements encourages the cc-,001
equality of females in our /
society.

 (9) Advertising that plays on a B :

) person’'s fears increases the. 2.39 2.53 2.38 ‘ns
general level of anxiety in . :
our socilety.

¢10) The worth of advertised pro- , . N

: ducts -is not misrepresented- 2.72 2.70 2.46 ns
when shown as a method of
solving life's continuing .
problems.

- : - a . b a-.00

(11) Advertising does'not tend 2.682 2.51 2'23ab gg_.gsl
to shape society's value
system.

(12) Advertisers)\are highly in- a b ab aa-;001
terested in/serving the social 2.76 2.50 1.99 bb-.001
needs o e public. :

’ a

My friends tend to share my . 3.41 3.31 3.062 aa-,01

* values and philosophies. (5=Agree) '

In this complicated world of ab ac Cf aa-.001

ours the only way we can know - . 3.80 3.24 2.4%%; bb-. 001

what's going.on is to rely on ) h cc-.001

leaders or experts who can be ‘

trusted. (5=Agree) .
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Table #6

'Mean Score Comparisons for the
General Public by Age Subgroupings
For the Perception of Advertising's

(1-5 Scale, 1 = Strongly Agree)
(1 = Most negative ratin% of advertising's social effect)
- (N = 297) ’
30 yrs. and

Younger . 31~40 vyrs. 41-50 yrs.

51+ yrs. -

i

!

t-test
Significance

Concepts

(n=104) (n=63) (n=55) (n=75)

S Social Effect Responses
(1) Dramatizing war scenésto v - :
advertise war toys confuse 2.44 2,50 2.62 - 2.61
children as to the nature
of real war. :

|

|

\

Iv‘ (2) The use 6f youth 1in adver- : ~~
tisements deemphasizes the 3.34 3.13 3.25 3.13
importance of older indi-

-viduals. '

(3) Limited information in ad- '
vertisements  tends to‘make 2.38 2.52 2.51 + 2.4
the public not think deeply
about products or 1ssues.

(4) Appeals in advertisements
encourage us to overly in-
dulge ourselves. i , ) ‘ ..

.52 ' 2.54 2.80

1)
o
w
si
)

(5) Black models in advertise- '
ments do not have a positive 3.22 3.22. 3.11 3.15
/ social impact on race re-
lations.

(6) Advertising of non-prescrip-
tion remediés contributes to 2.69 2.89 ~2.58 2.97
a drug-oriented society.

(7) Violence in adver;isements
. contribute to violence in
our society.

N

.45 " 2,51 2.53 2,57

(8) The method by. which females a ) a
- are used 1n advertisements 2.68 2.81 2.89 3.03
does not encourage equality
of fewales in our society.

(9) Advertising that plays on
a person's fears increases
the general level of anxiety
in our society.

N

. 49 2.44 0 2.34 2.40

o 47

Level

ns

ns

ns

aa=.02

ns

ns
ns

aa-.05

ns
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. (CONTINUED) N
’ v t—-test
. , _ 30 yrs. and : ‘ . ' Significance
Concepts Younger 31-40 vyrs. 41-50 yrs. 51+ vrs. Level
. : : (n=104) (n=63) (n=55) (n=75)
(10) Products are misrepresented 2.482 2,63 2,76 2.772 ° aa-.05
whepffadvertised as a method - .
of ¥olving life's continu-
ing problems.
(11) Advercising tends to shape 2392 2.44 - 2.38° g5 aem.02
, society 8 value syscem. : ) ‘ v : bb-.0
' a ‘ b ab aa-.05
(12) Advertisers are not inter- 2,44 2.30 2,27 2.71 bb-.05
‘ ested in serving the social " P
- needs of the public.
My friends tend to share my  3.07%° 3.40% 03,290 3,442 gg:-gg
values and philosophies. ' ' . '
(1-5 Scale, 5=Strongly Agree)
Authoritarian scores (lower 27.96° © 26.90° 27.24° 24.2430¢ " gpz-O01
the score=higher authori- . : , . cc-.001

- tarian)




(1)

(2)

(3

(4)

(5)

(6)

Mean Score Comparisons for the General Public
by Education Subgroupings For the Perception

;'41

Table _

i#7

f

of Advertising's Social Effect Responses

.

(1-5 Scale, 1 =

Strongly Agree)

(1 = Most negative rating of advertising's social effect)

Concepts

Dramatizing war scenes to

advertise children's war
toys does not confuse
children as to the nature
of real war.

Advertisements emphasiz-

ing youth leads to a be-
lief that older individ-

uals are no lopger an
integral part bf our
soclety. \ '
The limited amduntd of

information given in ‘ad-

vertisements tends to make

the public not think deep
about products or issues.

The appeals made in adver-
.tisements do not encourag

us to overly indulge our-
selves.

The use of black models i
advertisements does not h
a positive social impact
racial relations in our s
ciety.

The advertising of non-

_prescription remedies con

tributes to a drug-orient
society.

(N = 297)
» j ' , ) t-test
Less than‘ Completed - - Some Completed Significance
High School High School College College Level
(n—41) | (n=84) 2 (n=91) (n=81)
|
" ab : b - aa-.05
2.93%°¢ 2.52° 2.47 2.41° bb~. 02
‘ ‘ oo cc-.02
3.22 3.24° 3.33 3.10 ns
2.68 2.50 2.40 2.31 ns
ly s -
ab ed ac bd aa-.001
. 3.10 2.78 2.41 2.25 bho. 001
cc-.02
dd-.001
n , . aa-.02 .
ave 3.34° 2.90%°¢  3.20"  # 3.3 bb-. 05
i cc~.01
on
o—
- 2.98 2.90 2.78 2.57 ns
ed
(Continued)
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' (CONTINUED) . , / _ o
. -_ .
. ) |
o, t-test
» . Less than Completed Somer  Completed Significance
Concepts . High Schoql High School College College Level
' (n=41) - (n=84) - (n=91) (n=81) :
/ E '
 (7) Scenes depicting violence ab b _

within advertisements do 2,98%°¢ 2.51° 2,46 2.32° aa=. 02

not contribute to violence v "~ ce=.001

within our socilety. / ’ :
(8) The method by whiéh female ‘ 5 b - c abe aa-, 001
 models are used in adver- S 3.200 . 3.07 2.82 2,42 bb-.001

tisements encourages the ' ce-.01

equality of females in our = .~ ‘ ' '

soclety. . ) : '
(9) Advertising that plays on a 2.63? l2.51b 9 47c —2 éoabc gﬁ:’8%

. person's fears increases the ' ‘ ) ' ) . ce-.05
general level of anxiety in BT ) .
our society. : '

(10) The worth of advertised pro- a . a

" ducts is not misrepresented 2.90 : 2,67 2.64 2,48 aa-.05
when shown as a method of * '
solving life's continuing
problems.

© (11) Advertising does not tend = 2.90%0 2585, 2.52%%  aePcd  BBT:80

to shape' society's value : cc-.01

. - R dd—.02
system. -

, ‘ / .

ot . ; {n- abc ad be * cde

(12) Advertisers are highly‘ in 3.32 2.58 2.41 \ 1.91 aa~ee all
terested in scrving the social , ) ;o at .001
needs of thg public. N i
: ’ a

My friends tend to share my 3.39 3.10° 3.22 3. 46 da-, 02

values and philosophies. (5=Agree) '

i abé¢ . el -

Authoritarian Scores (Lower the 22. 34 25.11%9¢  27.81%4  29.17°® aa-ee all

score = higher authoritarign) '




. v . . 1 ,‘~
Table #8

Mean Score Comparisons for the General . e 2

Public by Socioeconomic Status Level ' 2 o

Subgroupings For the Perceptdon of . .

Advertising's Social Effect Regponses o e R

. " (1-5 Scale, 1 = Strongly Agree) S
(1 = Most negative rating of advertising's social effect)

u¥

(N = 297) ) — | s
. ’ o ‘ . tetest.
- ' ' - — -Significance
Concepts High SES Middle SES Low SES Level '
. - (n=57) (n=145) (n=72)
N N ‘t ‘ B B
(1) Dramatizing war scenes to _ ' ‘ S
advertise children's war 2:42 2.48 2.78 ° ns -
_toys does not confuse : ) ' *
v children as to the nature . .o .
~ of real war. ' _ ] ' -
- Ps »

(2) Advertisements emphasiz~-
ing youth leads to a be- _ , o E
,lief that older individ- 3.16 3.21 3.18 -~ « ns
uals are no longer an : ’ :
Integral part of our
gociety. ' :

(3) The limited amounts of
information given in ad-
vertisements tends to make 2,23
the public not think deeply '
about products or 1issues.

2.45 - 2.60 aa-.05

(4) The appeals made in adver-
tisements do not encourage 2.26
‘us to overly indulge our- '
selves.

b ab aa=, 001
2.510 2.86 aa. 00

" (5) The use of black models in
advertisements does not have 3.18
a positive social impact on '
racial relations in our so-
clety. .

v

3.19 3.22 ns

(6) The advertising of non~- Ve
prescription remedies con- 2.65 2.77 2.99 ns
tributes to a drug-oriented
soclety,

(Continued)
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o #8
P : (CONTINUED) - -
.." ' . ' ,\ . s o ° : ' ‘ * t-teSt
oL et : : : Significance
i Concepts - . . High SES .Middle SES Low SES Level ,
M : ' /v (n=57) ~ (n=145) (n=72) - . ;
"1 (7) Scenes depicting violence
‘ within advertisements do a ' a.
‘not contribute to violence 2.53 2.39 2.71 ~aa-.05
within our socieby. ’
(8) The method by which female : ab ac be aa-. 02
models are used in adver- 2.49 o 2.87 . 3.18 gg:'ggl'

tisements enceourages the
equality of females in our
society

§

(9) Adve:tising that plays on a

‘ person's fears increases the ) a . : a .
*. . general level of anxiety in 2.28 2.45 2'60/ aa=.05.
'  our society .
(10) The worth of advertised pro- : ’
dycts 1s not misrepresented -
wnen shown as_a method of 2.60 2.63 2.7 ns
solving life's continuing
problems.
(11) Advertising does not tend 9,373 2 40b 9 71ab gg:-gg
.o shape society's value ' : ' . T
system. ' : K
(12) Advertisers are highly in- T a b ab’ - aa=. 001

terested in serving the social 2.18 2,31 2.99 . bb=.001
needs of the public. ' ,

My friends tend to share my 3:40 3.31 3.11 ns
values and philosqphies (5=Agree) '

S

a b ab aa-.001

Authoritarian Scores (Lower the -  27.95 27.28° . 24.43 , bb-. 001

score = higher authoritmrian)

. oy
N Y
v.((t,aﬂ‘ il :‘\\_'l
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" Table #9 - oo " )
Mean Score Comparisons by Advertising and Business

Executives For Perceived Advertiser Behavior
(1~5 Scale, 1 = Strongly Agree)

(N = 256)
. . ' ' VA oo
- : : ' - " t-test
_ Advertising . Business ' Significance
Concepts Executive - Executive S Level
. (n=112) . (n=144) . ' ‘

1. Advertisers, in many case: use vanity . K
appeals to advertise cosmetic, diet, or 1.65 .- 1.65 ns

other similar products.
. /

2 Advertisers, in many cases, would . C ' , :
misuse the English language in order to 2,42 ~ 2.08 .01
advertise #'product. :

3. Advertisers, in many cases, dramatize A ;
war scenes to advertise children’s wa 2.63 2.40 " - : ns
~ toys, dolls, and games. : - .

4, Advertisers, generally, . do not use .
" black models in advertisements, other 3.69 . 3.69 . ns
than forblack oriented products. C ' -

5. Advertisers, in many cases, use sex . . : : ’ . . ' .
appeals in their advertisements. : .88 . . 1.64 ’ 2 .01 -

6. Advertisers, in many cases, use scenes R . _ . ‘
depicting violence in their 3.52 : . 2.90 A "L 001

advertisements.

7. Advertisérs, in many casés; use “‘snob - ,
appeal” in their advertisements. 2.11 . : 2,05 ns.
8. Advertisers, in many cases, use puffery - " S ,
in their advertisements. . i 2.05 ' ©2.01 ns
9, Advertisets, in man( cases, portray - |
married life as problems that can be 2 . : '
_solved by the purchasing of products -45 2.17 .02
or services. g ' : ' )
~ 10. Advertisers, in. many dases, pom"a, ' \ : ' :
love as the spending of money and the  °* 2.33 1.94 .001
.. - giving of goods. 5 ‘

11, Advertisers, in many cases, use fear ' , ) ' ‘
appeals in their advertisements. 2.73 2.54 " ns
12. Advertisers, in mahy cases, show : _ _
resources being wastefully used in 3.06 2.67 T _ o1
their advertisements. : it

13. Advertisers,-in many cases, use yoﬁng
people in their advertisements to the 2,53 2.33
exclusion of oldet individuals.

TOTALED SCORES 33.05 30.08 .001
: | ] o | . p
@ ‘dvertisers more interested ~2.01 2,67 ©.001

FRICn serving public than'10 yrs.
emmgE ago (1-5, l=a lot more interested)

(%1]
L
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Table #10

o Mean Score Comparisons by Advertising
- : Executive Authoritarian Subgroups For

Perceived Advertiser Behavior

Concgpté \

Advertisers, in many cases use vanity
appeals to advertise cosmetic, diet, or
other similar products.

- Advertisers, in many cases, would

misuse the English language in order to

- advertise a product.

Advertisers. in many cases, dramatlze
war scenes to advemse chﬂdrcn s waf
toys, dolls, and games. ,

.
Advertisers, generally. do not use
black models in advertisements other
than for black orientetl products.

Advertisers, in many cases, use sex
appeals in their advertisements.

Advertisers, in many cases, use scenes
depicting violence in their
advertisements. ‘

~
Advertisers, in many cases, use “snob
appeal” in their advertisemerfts.

Advertisers, in many cases, use puffery
in their advertisements.

Advertisers, in man{ cases, portray -
e

married life as problems that can be
solved by the purchasing of products
of services.

Advertisers, in many cases, portray
love as the spending of moncy and the

giving of goods.

. Advertisers, in many cases, use fear

appeals in their advertisements.

. Advertisers, in many cases, show

resources Yeing wastefully used ip
their adverfisements.

. Advertisefs, in many cases, use young

people ia their advertisements to the
exclusion of older individuals.

TOTAL

v (1-5_ Scale, 1 = Strongly Agree)

«

(N = 112)
r .
. . t~-test
Total High Middle Low Significance .
Mean Authoritarian Authoritarian Authoritarian Level
(n=41) (n=39) (n=32) /
1.65 1.61 1.72 1.62 ns
2.42 2,44 . 2.33 2.50 ns
2.63 2.392 2.72 2.84% aa-.05
3.69 3.83 3.74 3.44 ns
1.88 1.80 - 1.95 1.91 ns
ab a b aa-,02
3.52 3.17 3,72 . 3.72 b’ 02.
L 2.1 2.00 2.18 2.16 ns
2.05 2.02 2.15 1.97 ns
2.45 2. 34 2.62 2.38 ns
; .
2.33 2.17 2,642 2.16° ﬁ?-:gg
. o )
a a
2.73 2.68 2.97 2.50 - aa-.05
. )
3. 06 2.73% 3.28 3.22° aa-. 02
" ab b \ 05
2.53 2.362 2.87 2.31 bh: o8
\
31.56% 34.902 - 32,72 aa-.05




5.

10.

‘11,

12,

13.
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Table #11
Mean ‘Score Comparisons for Advertlsing
Executives by Area of Specialty in the o e
. - Field For Perceived Advertiser Behavior ' }
ot . . (1-5 Scale, 1 = Strongly Agree)
: : (N = 112)
. . o t-test
_ . , Media or i A Production Significance
. -Concepts Account Work Research - _ Copy r "'Other" Level
A (n=46). (n=19) (n=21) (n=26) -
Advertisers, mAmany ‘cases Use vanity . ) a . N .
appeals to advertise cosmetic, diet, or 1.72 1.79 1.43 1.62 aa-.02  *
other similar pmducts ' v ,
Advernscrs, in many cases, woul:i . ) : -
misuse the English language in order to - 2.46 2.32 2.43 2.42 ns
advertise a product. _ S .
. . . ) a’ abc b c aa-.02 '
Advertisers, in many cases, dramatize 2.74 : 2.10 2.67 2.81 bb~.05
war scenes to advertise children’s war ' ' : cc—.05.
toys, dolls, and games. , :
Advertisers, genera“y. do not use . ' _ -
- black ‘models in advertisements other _3.83 3.47 3.38 3.85 - ns
than for black oriented products. ' a '
-Advertisers, in many cases, use- sex ' : . ) ‘
appeals in their advertisements. 1.96 1.89 1.71. ~1.88 ns .
Advcrtiscrs; il:l many cases, use scenes , Lo ° A “ ‘
depicting violence in their 3.61 3.26 3.57. 3.50 ns
advertisements.
. LY N
Advertisers, in many cases, use “snob 2 69 oad B ' ‘a '
‘appeal” in their advertisemcnts— . 1.89 1.95 2.42 aa-.05
Advertlsers, in many cases, use puffery 2.02 - 1.95 1.95 2.27 ns
m their advertisements. ‘ S
Advertisers, in many cases, portrvay ‘ .a a ’ v ) . - .
married life as problems that can be 2.67 2.00 2.43 2.38 aa-.02
solved by the purchasmg of products ‘ ‘
or services.
Advertisers, in many cases, portray o . ‘
love as the spending of money and the 2.54 2.05 2.14 2.31 ns
giving of goods. : . .
Advcrti.ﬁ:rs, in mafly cases, use fear 2.74 2.84 2 76 2.62 ns
appeals in their.advertisements. T ’ * .
Advertisers, in many cases, show :
resources being wastetully used in 3.15 3.05 3.24 2. 77 ns
their advg;t_isement_s. : : i
- . 'ﬁ’ .
AdVCl’tlSCl’s, in many cases, use young a a '
people in their advertisements to the 2.76 2.37 , 2.05 2.62 aa-.02
exclusion of older individuals.
. TOTAL 34.28 31.00 31.71  33.46 ‘ns
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Mean Score Comparisons by Advertising _ :
Executive Authoritarian Subgroups For K E g
Self-Reported Behavior Y- '
(1-5 Scale, 1 = Strongly Agree) N . . L
(N =-"i"f“112) o : » L
’ .~ .
. ) . L t-test
. _ Total High Middle Low Significance
Concepts Mean Authoritarian Authoritarian Authoritarian Level
o : ' : (n=41) (n=39) . (n.==v32) . '

1. 1 would use a vanity appcal to ) & g : '
advertise cosmetic, diet, or other 2.05 .2.02 2:13 . 2.00 . ns
similar products. ' . _

2. 1 would misuse thcb English language in ~ | a - a :

i Grd?r to advertise a product. » 3.29 3.66 - 3.05 ¢ 3.12 aa-,02

3. 1 would drama.nzc war scerfes to - o . i v

" advertise children’s war toys, dolls, 4,04 - 4.00 . 3.97 ' 4.16 : ns
and games. . o 7 ~ ) ,

4. 1 would not use black modcls in S o . aa-.02
advertisements other than for blackm 3.80° 3-741) . 4.34ab . bb-.01
oriented products. , _ : ' _ .

5. I would use a sex appcal in an 2. | ’ ‘ .
advertisement. - 34 . 2.46 o 2.26 - 2.28 ns

, : , ,

6. 1 would use scenes depicting violerice a .

| in my advertisements. 4.01 . .22 4.00 ) 3.75 : ns

7 1 would use “snob appeals” in my 2,61 »2.71 : 2.51 2.59 ns

E advertisements. ’ o '

8. 1 would use puffery in my 3.29 . ' ' . ,
advertisements. . - . ‘ . 3.44 ) 3.18 _ 3:25. o ns

" L 4

9 I "would portray married life as ) . :
-problems that can be solved by the 3.79 3.78 . 3.82 . 3.78 . ns

purchaslng of products

10. I would portray love in an ' ' ' ,
advertisement as the spending of 3 54 3.49 3.69- 3.41 ns
money and giving of goods . o : ,

11. T would . use fear appeals in m | : :
advertisements. ¥ 3.59 3.58 3.85% 3.282 © aa-.05

12. I would use people Bcin' wasteful of
. material resources in an asvcrtiscmcnt. 4,07 4.02 4.15 4.03 ns

TOTAL - 41.20 40.36 7 40,00 ns
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o ' Table #13 :

Mean Score Comparisons for Advertising'ExéCutives;’
by Mdjor in College for Self-Reported Behavior

(1-5 Scale,.l = Strongly Agree) o . -t
(N = 112) C : S
: I t-test
. _ ' ‘ ' Combination Significance.
- Concepts Journalism  ‘Business Liberal Arts _or "Other" __Levels
(n=31) - (nél6) (n=29) - (n=16) . '
1. I would use a vanity appcal to 2,00 » 2.00 2.21 1.88 . ns
. advertise cosmetic, diet, or other v ’ ; '
similar products. ‘ ' . »
2. I would misuse the English language in 3.29° ' 2.69 3,28 3. 44 ns
order to advertise a product. . U ' ' * : e
3. I would dramutize war scenes to ’ a a _ .
advertise children’s v.ar toys, .dollsy 3.90 . 3.697 4.34 - 4.06 aa-.05
and games. _— - :
. S . -.02
4. 1 would not use black models in 3,778 4.00 4. 3gab . ‘3.,69-b aa—.
advertisements other than for black : ' . 4 . bb-.02
oriented products. » '
5. I would use a sex appeal in an 2.22 .. 2:06. 2.45  2.138 ns
advertisement. ) o . . _ N
6. I would use scenes depicting violence 4, (03 3.693 . 3.93 4 442 aa~;05
in ry advertisements. . : , _ .
7. I would use “sﬁob appeals”™ in my 2.:32"=l 2.25b 2.96ab . . 2.50 o sg::gg
advertisements: : : - -
8. I would use puffery in my 68 ' 3 oob. 3 59ab A 3.12 - aa~.05
advertisements. 3.0 . . - e “bb-. 05

9. 1 would portray married llfc as . v ,

problems that can be solved by the 3,64 3.502 4.142 3.75 . aa-.05
. purchasing of p;qducts . . B
10. I would portray love in an k o : ' S
advertisement as the spending of 3.39 ° - 3.56 3.59 3.81 ns
money and giving of goods. ’ : . : . .
' ' aa-.05
11. I would use fear appeals in my 3.39 . 2, Blab 3.592 3. 88b bb-.01
advertisements. - : _ _ :
12. I would use people being wasteful of » ’ :
material resources in an advertisement. 3+ 2% 3.75 4.21 4.06 ns
. _ b -.02
TOTAL 38.97  37.00%° 42,66 41,000 - a5
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11.

12.
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Table #14
AN

Mean. Score Comparison by Advertising Executives
to Perceived Advertiser Beéhavior and . -
Self-Reported Behavior
(1-5 Scale, 1 = Strongly Agree)

(N = 112) K
' o . t-test
. Advertiser Self-Reported Significance
Concepts : Behavior Behavior . Level

I would use a vanity appeal to A A S
advertise cosmetic, diet, or other 1.65 : 2.05 .001
similar products. :

I would misuse the English language in

“order to advertise a product. . . 2,42 ‘ 3.29 . .001

war toys, dolls, . 2.63 ‘ 4.04 001"

and games.

I would dramatize war scenes to

1 would not use black models in ' ’ . :
advertisements other than for black - 3.69 3.94 . .05
oriented products. : ' '

N
I would use a sex appeal in an 1.88 - 2.34°

advertisement. _ -001
- ’
I would use scenes depicting vnolcncc :
in my advertisements. : 3.52 4.01 .001
I would use “snob appeals” in my o : .
advertisements. : 2.11 2.61 - 001
I would| use puffcry in my _ : ' . :
advcrtlsem nts. 2.05 3.29 .001
I would portray married life as- ‘ | | ’ :
" problems that can be solved by the :
purchasing of products. 2.45 3.79 -001
I would portray love in an - .
advertisement as the spending of 2.33 : . 3.54 .001
money and giving of goods.
. 4
I would use fear appcals in my ‘ .
advertisements. 2.7% 3.59 001
1 would use pecople being wasteful of 3.06 -. 4.07 " .001

material resources in an advertisement.
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" ‘Table #15
Mean Score Comparlsons for Advertising Executives

by *Area of Specialty in the Field for Biodata
(Only between group differences are noted)

(N = 112)
. t-test
Account  Media or _ Production Significance -
Work Research - Copy . r "Other" Level ’
(n=46) (n=19) (n=21) (n=26) '

(1) Feel about giving a - ab _ _
speech (1-5, higher 4.28%°¢ 43,477 367"  3.62¢ - aa-.0
score denotes a more : ce-.01
positive feeling) -

(2) When solving a problem a ) a
fraction of time con- 2.02 1.79 . 1.9Q, 1..58 aa~-.02
sulting other (1-5,
higher score denotes
consulting others more)

. ‘ “ -~

(3) How well tolerate rules ’ b ab ' - 001
(1-5, higher score de- 2.09% 2.32° - 3.00%°¢ 2.31° aa-. 00
notes less tolerance) ! o ‘ cc-.02

(4) Importance of a clearly a a
defined goal & reward 1.67 2.00 1.90 2.19 _aaf.OZ
system (1-5, higher
score denotes less impor-
tance) «

(5) Advertiser's interest in a - a
‘serving society now com- 1.89 1.89 2.05 2.27 aa-.05
pared to 10 yrs. ago (1-5,
higher score denotes less .
interest)

(6) Businessmen more impor- a b ab - aa-.02
tant than artist & pro- 3.37 3.32 3.71 3.92° bb-.05 .
fessors (1-5, higher .

%+ gcore denotes less agree-
ment)
Variables which could be used as a casual inferential base:

(7) Parents would give affection
after doing something well a : ab b aa-.01
(1-5, ‘higher score denotes 2.80 2.32 1.86 = 2.73 bb-. 01
less attention)

(8) Relationship to father (1-4,
higher score denotes less 2.28 2.00°  2.05° 2,622 aa-.03
closeness) -

(9) Relationship to mother (1-4,
higher score denotes less a b ab aa~.05

/ 50
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ATLANTA ADVERTlSlNG PRACTlT[()NER %EESTIONNAIRE
This questionnaire is designed with specific instructions for
cach section. Please rcad cach sct of instructions carcfully and
answer cach statement. Allow yourself enough time to finish the
cntirc questionnaire at onc sitting. Answer each question as
honestly as possible with the first response that comes to mind.
Please do not go back and change any answers, '
The statements in this questionnaire are a compilation of ideas
found in current articles, books, and other literature dealing with
. what people are saying about advertising. What is your personal
" response to these statements? Let the advert:nsm;D practitioner’s
point of view be known. .




e . ‘
The statements in this section deal with specific comments relating to advertising within several areas. On a

five-point §cale ranging from “Strongly Agree” to “Strongly Disagree” check the space which most closely
rates your personal agreement-disagreement with each statement. - :

LI : , Neither .
® ‘ ‘ . Strongly Agree or Strongly

B ' Agree Agree Disagree = Disagrec Disagree
1. The use of vanity appeals while '

advertising casmetic, diet, or other

such items doesmét-give the consumer

a balanced view of the importance or

value ofphysiqath;mty. e . __.;.‘_ e

2. The misuse of the English language in
advertisements affect the everyday use
-of the language. - e e e e

3. Dramatizing war 'scenes to advertise
childrens war toys, dolls, and games,

confuse children as to the nature of /
real war. ‘ e e — -
4. The use of black models in E ;

advertisements other than for
black-oriented products has a positive
social impact on racial relations in our

society. e o s e e L

5. The general nature of the various sex
appeals found in advertising does not
promote a normal and hcaltﬁy attitude
towards sex in our society. e e e e r e

oL . .
6. Scenes depicting violence within
advertisements contribute to violence
in our country. e e e e ¢ e e

7. Advertiser’s use of “snob appeals”
glamourizes the higher social classes to
the detriment of the lower social
classes. .

PR PR —— F:3

B. Advertiser's use of ‘snob appeals”
motivates people to raise themselves to
a higher social class. T VUSROS

9. Product puffery found in advertising
influences our “puffing the truth” in .
other areas of interpersonal relations. ot n e e e e o e e

10. Advertisers portrayal of married life as
continuing problems solved by the /
purchasing of products misrepresents
the general relationship of married
couples. ' . e — e e ——— g
11. Advertisers portrayal of life as
continuing problems solved by the
purchasing of prcducts misrepresents
the value of purchasing products. e e e e

ERIC ' | 61

Aruitoxt provided by Eic:




12,

13,

16..

17.

19,

20.

T 21.

22,

23,

24,

25,

O

ERIC:

Aruitoxt provided by Eic:

- . . -
The expression of love in

advertisements as the spending of
money and the giving of goods
influences us to express our lgve
feelings in this'manner.

The advertising of personal hygiene
products has transformed us into a
society overly concerned about body
odors and cleanliness.

. Tiirough the purchasing of time and

space, advertising agencies have an
influence upon the survival of mass
media vechicles and therefore have an
influence over mass media content.

False, mislcadin(f;, or cxaggerated

claims found in advertising harm the
sales for that product in the long run.

The use of advertising contributes to
the freedom of specch in our society.

The limited amounts of information
given in advertisements tends to make
the consumer think superficially about
products or issues.

. Advertising appeals promote hdppincss

that can be satisfied mainly by
materialistic gain.

Over-the-counter drug advertising
contributes to our drug oriented
socicty.

Various appeals found in
advertisements promote conformity to
others social lifestyles.

The emphasis on youth in
adveryisements contributes to the
belief that older individuals are no
longer an integral part of our socicty.

Consumers are reinforced to be
wasteful of our material resources in
many cases through advertisements.

The use of fear appeals in advertisinﬁ
has incrcased the level of genera
anxiety feelings in our society.

I am highly interested in serving the
social needs of the public.

Advertisers arc highly interested in
serving the social needs of the public.

- 54 -
" Neither
Strongly Agree or © . Strongly
Agrec Agree Disagree . Disagree  Disagree
/ AY
>

- —— e ga e e n e —

62
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The statements in this section deal with how you feel advertisers, in many;cases, perform. On a five-point
scale ranging from “Strongly Agrec” to “Strongly Disagree” check the space which most closely rates your
personal agrecment-disagreement with each statement. »

Neither
Strongly Agrec or ’ Strongly .
Agree Agrce Disagree Disagtec  Disagree ’

1. Advertisers, in many cases use vanity
appeals to advertise cosmetic, dict, or .-
other similar products.

2. Advertisers, in many cases, would
misuse the English language in order to
advertise a product, -

3. Advertisers, in many cases, dramatize : - . :
war scenes to advertisechildren’s war
toys, dolls, and games. o IS o,

4,  Advertisers, generally, do not use
- black muodels in advertisements other . ‘
than for black oriented products. . o o R

5.  Advertisers, in many cases, use sex _
appeals in their advertisements. . S - e

6. Advertisers, in many cases, use srenes

depicting violence in their : ) .
advertiscments. : : . . : -
7. Advertisers, in many cascs, use “snob ' ‘ , .

appeal™ in their advertisements. : . . -

8. Advertisers, in many cases, use puffcry
in their advertisements. F

9. Advertisers, in many cases, portray
married life as pr'ol)rcms that can be
solved by ‘the purchasing of products
or services, . '

10. Advertisers, in many cases, portray - : ) 4
love as the spending of money and the "
giving of goods. e

11. Advertisers, in many cases, use fear
appeals in their advertisements,

12. Advertisers, in many cases, show
resources being wastefully used in
their advertisements.

13. Advertisers, in many cases, usc young -4 ;
people in their advertisements to the :
exclusion of older individuals. o - .- . :
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The Following statements deal with your personal expericnces and attitudes in specific situations. Rate .

your personal reaction to each statement by cirqliqg the most appropriate response.

O
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How content are you with your social

A Very content

B Quite content

C. Somectimes content and
: sometimes not

D Somewhat discontent

E Very discontent

My blood boils when ever a person
stubbornly refises to admit he’s

wrong.
A. Strongly Agree '
B. Agree ’ ‘

C.  Neither Agree Nor Disagree
D.  Disagree

E.  Strongly Disagree

Most cho le just don't know ‘what’s
good for ¢

A. Strongly Agree

B.  Agrece ‘

C.  Neither Agree Nor Disagree

D.  Disagree

E.  Strongly Disagree

The miain thing in life is for a person

to want to do something important.

A.  Strongly Agree

B.  Agree

C.  Neither Agrec Nor Disagree
D.  Disagree,

E.  Strongly. Disagree

How have you u;ually felt about giving
a speech bcforc a large group of
pcoplc’
I could not be forced to do it
B. 1 have made some talks. but
disliked it very much
C I have made some talks, but
didn’t really likeit
D. [Ican do it without disliking it
E I can do-it and am stimulated by
it :

How do you teel about rou‘nnc or
repetitive tasks?

Often cnjoy them ‘
Occasionally enjoy them

Am indifferent to them

Am sometimes annoyed by them
Am usually annoyed by them

moo=>»

..

10,

12.

Some youth probably need the

jualitics of strict discipline, rugged
cterminatjon, and the will to work

and fight for family and country.

A, Strongff Agree

B.  Agree

C.  Neither Agree Nor Disagree

. Disagree

E.  Strongly Disagree

.. [ 4
In this complicated world of ours the
only way we can know what's going
on is to rely on leaders or experts who
can be trusted.
A.  Strongly Agree
B.  Agree
C.  Necither Agree Nor Disagree
D.  Disagree
E.  Strongly I)m.lgru

To what extent do your friends tend
to share your values, philosophies and
convictions?

A. A very great extent

B. A great extent

C. A moderate extent

D, Asmall extent

E. A very small extent

Relative to your close friends, how
well did you do in physical or athletic
activities?

_A. Much better than they did

B.  Somcwhat better than they did
C. Abouths well as they did

D.  Not quite as well as they did

E.  Notnearly as well as they did

fn the pist. how well have you usually
gotten along with other people? -

A. . Very well

B, Wel

C.  As will as most

N, Notvery well

E.  Notatall well

How likely were your parents to give
you affection, praise. and attention
when you had done something well?
A.  Much more than most parents

B.  Morc than most parents

C.  About as much as most parents
D, Somewhat less than most

’ parents
E.  Less than most parents




13,

14,

15.

16.

17.

18.

19,

i

-”~
When you have a problem to solve,
what zuction of your time do you
spend consulting others?
"A. Lictfe or none
B.

’

One-fourth
C. Onec-half ;
D.  Three-fourths
E.  Almost all

How well do you tolerate rules and

regulations?

A.  Very well
necessary

B. Quite well am only
occasionally bothered by them

C.  As well ag most

D. Not too well - am often
frustrated by them

E.  Not well at all - am constantly
irritated by them

- believe they are

In any job, how important is it to you
to have a clearly defined goal and
reward system?

A. Very important

B. Important

C.  Of Average importance

D. Unimportant

E.  Very unimportant

No sane, normal, decent person could

What fraction of your spare time do -
you devote to reading?
A. Little or none
B.  One-fourth
C. Onehalf .
" D.  Three-fourths >
E. - Almostall :
Over your cmployed years, how
successe;l have you been? ‘
A.  Extremely successful
B.  Successfu
C.  About average
D. Somewhat unsuccessful
E.  Quite unsuccessful
Advertising, helps to shape society's
value system. ' .
A. 7 Strongly Agree
B, Agree :
C.  Neither Agree or Disagree
DD.  Disagrec .
E.  Strongly Disagree

-

ever think of hurging a close friend or-

relative.

A.  Strongly Agree

B.  Agree

C.  Neither Agree Nor Disagree |
D. ' Disagree

E.  Strongly Disagree
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_ 20.

21.

22.

23.

24,

25.

26.

- 27,

. Y
———r M

Science has its place, -but there are
probably things that might not be
understood by the human mind.

A.  Strongly Agrec

B.  Agree :

C.  Neither-Agree Nor Disagree

.D.  Disagree

E.  Strongly Disagree

Seldom do weaknesses or difficulties
hold us back if we have enough will

power.
A.  Strongly Agree

B.  Agree -

C.  Neither Agree Nor Disagree
D.  Disagree -

E.  Strongly Disagree

“The businessman and the

manufacturer are undoubtedly more
important to society than the artist
and the professor.
Strongly Agree
"Agree .
Neither Agree Nor Disagree
Disagret
- Strongly Disagree

How active are you socially?
A.  Very active

B.  Quite active ”

C.  About average

D. Not very active

E. Notactive at all

How would you characterize your
relationsRip to your father?

A. 'Very Close

B.  Quite close :
C.  Not too close

D. Notclose atall

How would you characterize your -
relationship to your mother? - ‘
A.  Very close

B. - Quite close

C. Nottooclose

D. Notclose at all

Nowadays everyone is prying into
matters that must remajn personal and

private.
A.  Strongly Agree
B.  Agree
"C.  Neither Agree Nor Disagree

D.  Disagree
E.  Strongly Disagree

Advertisers’ ‘interest in serving the
social needs of the public are now,.
compared to 10 years ago:

Alot more interested

More interested

Just as interested

Less interested

Alot less interested

moowE»
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The statements in this section deal with spec1f1c comments relating to advcmsmg within scveral arcas. On a

five-point scale ranging from: “Strongly Agrce” to “‘Strongly Disagree” check the space which most closely

rates your personal agreement-disagreement with each statement.

I would use a vanity appeal to
advertise cosmetic, diet;—or other

<similar products.

6.

9.

10,

! would misuse the English language in
order to advertise a product.

1- would dramatize war scenes to
advertise children’s war toys, dolls,
and games.

» .
I would not use black models in
advertisements other tlmn for black

“oriented products.

I would use a sex appeal in an
advertisement.

I would use scenes depicting violence
in my .ulvcrllsemcnts

I would use “‘snob appcals in my
advertisements.
I wouhld use puffery in my
advertisements,

I would portray. magried life as
problems that can be solved by the
purchasing of products,

I would portrar love in an
advertisement as the spending of

, money and giving of goods.

12.

ERIC

Aruitoxt provided by Eic:

I &ould use fear appeals in my
advertisements.

I would use people being wasteful of

miterial resources in an advertisemnent.

.

Neither .
Strongly Agree or Strongly
rp Agrec Agree Disagree Disagree Disagree .

¥

(Mes
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=

AGE -

v . .
3. .
. . C L P .
30 and dnder : 3140 _H41-50 ~over'50 7
SEX .. : )
\ Male ‘ Femal¢ - , - ‘ ;
e —— D — . \ v
b

How many years have you been workmg in thg advertising field?

Within which area nf.x(lvcrtlsmb do you prnn.lrlly spuualuu? l’lc.asc n.nmc Lane area to which you

Plﬁﬂsc check the highest level of Ldm.xtmn (mnplcrcd

P

9 - : . Do -
Less than High School High School College -__. -
If cgllege:
School @ Degree Major
1 " . 1
. P ‘
: — —
Thank you for your assistance in this study. Pleasc rt.turn this cmnplctcd queqtmlmalrc in the
enclosed self-addressed envclopc. _ | N
. " x\\
2 - .
' v, )

| EI{IIC | L7 '
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allocate most of your time and energy. a _
\ . o
Research Media Copy — Layout/Producticon
' Account Work Other (explam) _ - s Py
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ATLANTA BUSINESSMAN QUESTIONNAIRE

This questionnaire is desigmed with specific instructions
for cach scction. Pleasc read each set of'instructions carefully
and answer cach statement. @llow yourself enough time to
finish the cntirc questionnaire at one sitting. Answer each
question as honestly as possible with the first response that
comes to mind. Please do not go back and change any

answers. ‘
| The statements in this questionnaire arc a compilation of
ideas found in current articles, books, and other literature
dealing with what people are saying about advertising. What

- 60 -

()

2y

-

is your personal response to these statements? Let the

63

~ businessman’s point of view be known.




The statements in this section deal with
five-point scale ranging from
rates your personal agreement-disagreement with each statement.

10.

11,

ERIC .

Aruitoxt provided by Eic:

" in qur country,
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“Strongly Agree” to “Strongly Disagree”

Neither

Agree or
Disagree

‘Strongly
Disagree

Strongly

Agree Disagree .

: . . Agree
The use of vanity appeals while
advertising cosmetic, diet, or other
such items does not give the consumer
a balanced view of the importance or
value of physical beauty.

°

The misuse of the English language in -
advertisements affect the everyday use
of the language. v - : e .

Dramatizing war scenes. to advertise
childrens war toys, dolls, and games,
confuse children as to the nature of .
real war, :

The use of black models in
advertisements other than for
black-oriented products has a positive
social impact om racial relations in our
society.

The general nature of the various sex
appeals found in advertising does not _
promote-a normal and hca]tEy attitude - i -
towards sex‘in our society. . ; .

Scenes depicting violence within .
advertisements contribute to violence o . ”

Advertiser’s use of *“snob appeals”
glamourizes the higher social classes to
the detriment of the lower social
classés.

- _._,__._._;é___ﬁ e VS
Advertiser’s use of “snob appeals”

motivates people to raise themselves to

a higher social class. ' — ————
Product puffery found in advertising
influences our “puffing the truth” in
other arcas of interpersonal relations.

Advertisers portrayal of married life as
continuing “problems solved by the
purchasing of products misrepresents
the general - relationship of married
couples. St .

-

Advertisers portrayal of life as
continuing problems solved by the -
purchasing of prcducts misrepresents ' .
the value of purchasing products. - '

.

C

specific commments relating to advertising within several areas. On a
check the space which most closely
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. - Neither .
Strongly Agree or " Strongly ¢
Agree "Agree " Disagree Disagree ©  Disagree

712, The expression,of love in
advertisements as the spending of
money and the giving of goods
influences us to express our love ~
feelings in this manner. _

13. " The advertising of personal hygiene : »
. products has transformed us into a
. society overly concerned about body .
odors and cleanliness. ' . — .

o

14. Through the purchasing of time and-
space, advertising agencies have an.
influence upon the survival of mass
media vehicles and therefore have an
influence over mass media content. s

15. False, mis]eadinf, or cxéggcratcd ' _
-claims found in advertising harm the : : _ ,
sales for that product in the long run. e

16. The use of advertising contributes to ‘ . : 7 .
the freedom of speech in our society. S _ . .

17.- The limited amounts of information .
given in advertisements tends to make - ' ) v e
the consumer think superficially about ‘ ' ' '
products or issues. - — — -

18.  Advertising appeals promote happiness _ - -~
v that can be satisfied mainly by
materialistic gain. ) —

19. Over-the-counter drug advertising , '
contributes to our drug oriented .. : : . 0
Ay

society. e .

20. 'Various appeals found Jn
advertisements promote conformity to
others social lifestyles. N ' — —_ -

" 2. The ecmphasis on youth in , T .
' advertisements contributes to the v v ‘ .
belief that older individuals- are no
longer an integral part of our society. L

22. Consumers are reinforced to be
wastefyl of our material resources in
many (cases through advertisements. , - S

v -
L} n '\
23. The use of fear appeals in advertising
has increased the level of general . .
anxiety feelings in our society.

24. 1 am highly interested in serving the
social needs of the public, o PR

25, Advertisers are highly interested in " .
serving the social needs of the public. N .

\

v
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The statements in this section deal with how you feel advertisers, in many cases, perform.On a five-point
scale ranging from “Strongly Agree” to “Strongly Disagree” check the space which most closely rates your
persona] agreement-disagreement with each statement. ’ . ’ ' :

t

P ‘ S . . i ‘Neither : s
. Strongly Agree or " Strongly
Agree Agree Disagree Disagree Disagreé

1. Advertisers, in many cases use vanity &
appeals to advertise cosmetic, diet, or
other similar products. e . S

2. “Advertisers, in many cases, would ' .
misuse the English language in order to v
advertise a product. o e e — S

3. Advertisers, in many cases, dramatize
war scenes to advertise children’s war
toys, dolls, and games. . e ' o

4. Advertisers, generally, do not use <
black models in advertisements other ' .
than for black oriented products. _ e e

5. Advertisers, in many cases, use sex
appeals in their advertisements. e e -

6. Advertisers, in many cases, use scenes
depicting violence in their .
advertisements. ' S U U e

: 7. Advertisers, in many cases, use “snob-

appeal” in their advertisements, e e e e
ppea : -7 IR )
8. Advertisers, in many cases, use puffery
in their advertisements, - — i —
9. Advertisers, in manr‘cﬁses, portray
,‘ married life as problems that can be
solved by the purchasing of products i
or services. ] - e e
o
10.  Advertisers, in many cases, portray )
love as the spending of money and the
giving of goods. . - N — —— . - —
11. Advertisers, in many cases, use fear
appeals in their advertisements. . . e
12. Advertisers, in many cases, show
resources being wastefully used in
their advertisements. ' P

. 13. Advertisers, in many cases, use young.
people in their advertisements to the _
exclusion of older individuals. . : e ——

=3
oy
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The Following statements deal with your personal experiences and attitudes in specific situations. Rate
your personal reaction to each statement by circling the most appropriate response. -

1.  How content are you with your social ‘7. .Some youth probably need the
life? ualitics of strict discipline, rugged
A. Very content jctcrmmatior. and the will to work
B.  Quite content’ and fight for family and country.
C. Sometimes content and A.  Strongly Agree
sometimes not . B.  Agree
D.  Somewhit discontent C.  Neither Agree Nor Dlsagrcc
E Very discontent D.  Disagree '
v E.  Strongly Dlsagrcc
2. My blood boils when ever a person
stubbornly refuses to admit he's 8. In this complicated world of ours the
wrong,. only way we can know what's going
A.  Strongly Agree on is to rely on leaders or experts who
B.  Agree can be trusted.
C.  Neither Agree Nor Disagree A.  Strongly Agree
D.  Disagree ‘ B.  Agree
E Strongly Disagree C.  Neither Agree Nor Disagree
D.  Disagree
3. ‘Most people just don’t know what’s E.  Strongly Disagree
good for them.
A.  Strongly Agree 9. "To what extent do your friends tend
B. Agree to share your values, philosophies and
C Neither Agree Nor Disagree convictions? i
D.  Disagree A. A very great extent :
E.  Strongly Disagree B:  Agreat extent
; ! C. A modecrate extent
4.  The main thing in life is for a person D.. A small extent
- to want to do something i |mportanr E. A very small extent
A.  Strongly Agrec : g L ’ :
B.  Agree ’ 10.  Relative to your close friends, how
~ C.  Neither Agree Nor Dls.xgrcc well did you do in physical or athletic
D. Disagree - activities?
E.  Strongly Disagree A. - Much better than they did
B.  Somewhat better than they did
5. How have you usually felt about giving C.  About as well as they did
a speech before a largc group of D.  Not quite’as well as they did
people? E.. Notncarly as well as they did
A. Icould not be forced to do it
B. I have made some talks, but 1. In the past, how well have you usually -
- disliked it very much gotten along with other people?
C. I have made some talks, but A, Very well -
_ didn't really like it B. ‘.Vclr
- D. ' Ican doit without disliking it C As well as most
E. I can doitand am stimulated by D.  Not very well
it E Not at all well
6. How do you teel about routine or 12.  How likely were your parcnts to give

O

ERIC
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repetitive tasks?

Often enjoy them

Occasionally enjoy them

Am indifferent to them

Am sometimes annoyed by them
Am usually annoyed by them

Moo=y

-
DN

you. affection, praise, and attention
when you had done something well?
A.  Much more than most parents

B, Moare than most parents

C. . About as much as most parents
D. Somewhat less than most
- parents o

E Less than most parents

/




13.

14,

16.

18.

19.

ERIC
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What fraction- of )kour spare time do
you devote to reading?

A. Little or none

B.. -~ One-fourth

C. ~ Onc-half

D:. Three-fourths
E. Almostall ’

A

-

Over your employed years, how
succcssf{xl have you been?

A.  Extremely successful

B.  Successful

C.  About average

D.  Somewhat unsuccessful

E.  Quite unsuccessful

Advertising helps to shape society’s
value system.

A.  Strongly Agree

B. Agree

C.  Neither Agree or Disagree

D.  Disagree

E.  Strongly Disagree

When you have a problem (a solve,
what fraction of your time do you
spend consulting othrs?

A.  Little or none

B.  One-fourth

C.  Onc-half

0. Three-fourths

E.  Almost all

How well do you tolerate rules and

regulations? _

A.  Very well - believe they are
necessary

B. Quite well - am only

occasionally bothered by them
C.  Aswell as most
0. Not too well -
frustrated by them
E. Not well at all - am constantly
irritated by them

am often

In any job, how important is it to you
to have a clearly defined goal and
reward system?

A..  Very important

B.  Important X

C.  Of Average importance
D. Unimportant

E.  Very unimportant

No sane, normal, decent person could
ever think of hurting a close frlcnd or
relative.

A.  Strongly Agree

B. ee ’

C..  Neither Agree Nor Disagrec
D. - Disagree

E.

.Strongly Disagree
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20.

21.

22.

24,

25.

26.

27.

Science has its place, but there are -

probably things that might not be

understood by the human mind.
Strongly "Agree

B..  Agrec

C.  Necither Agree Nor Disagree

D.  Disagree

E.  Strongly Disagree

Seldom do weaknesses or difficulties
hold us back if we have encugh will

power.
A. Strongly Agree
B. Agree

C.  Neither Agree Nor Disagree
D.  Disagrec
E.  Strongly Disagree

The businessman and the
manufacturer are undoubtedly more
important to socicty than the artist
and the professor.

A, Surongly Agree

B, Agrec

C.  Neither Agree Nor Dla.q,rcc

D, Disagree

E.  Strongly Disagree

How active are you socially?
A.  Very active

B. Quite active

€. About.average

. Not very active

E.  Not active at all

How would you characterize your

relationship to your father?
A.  Very Close

B.  Quite close

C. Not too close

D.” Notclose at all

How would you characterize your
relationship to your mother?

A.  Veryclose

B, Quite close

C. Not too close

D. Notclose at all

Nowadays everyone is prying into
matters that must remain pcrsonal and.

private.
A.  Strongly Agree
B. Agree
C.  Neither Agree Nor Disagree
D.  Disagree _
E.  Strongly Disagree
. ©
Advertisers’ interest in serving the

social needs of the public are now,
compared to 10 years ago:
Alot more interested
More interested
Just as interested
"Less interested
Alot less interested
i *

moOE>
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Please check the ap>p_ropjriate space and answer the following:

AGE

30 and Under- 31-40 41-50 “over 50

SEX

Male Female

Within which arca of business do you primarily specialize?  Please name the one area to whiclryou
allocate most of your time and energy. ) : '

_ . i ;
Production Marketing/Salts

Purchasing -

Ty

General Management/Administration Other (explain)

.

Please check the Irighest level of Education Completed: .
i
Less than High School High Schaool I College .
g g —‘;__ B o— N C
e ] '
If college: ; .
i ,
Schaool Degree i Major
achool ugree j Major ,
~ k
@~ -
* K
| /
{ . a
=y .
| ; ; .
i i
B i
o é -~

Thank you for your assistance in this study. Please return this completed questionnaire in the
: :

enclosed self addressed envelope, ;

ERIC
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>~ Telephone # . ' o : I.D. #
: : ’ Col. 1,2,3
- COlo 4 3
Atlanta Public Attitudes toward Social Effects of Advertising
Hello, I am S ; I am part of a research team at the

University of Georgia and we are attempting to determine people's attitudes about
the effects of advertising. You have been ramdomly selected and your responses
will remain anonymous. -

Please tell me if you personally "Agree" or "Disagree" with the folloﬁing
statements.

(5) Dramatizing war scenes to advertise children's war toys does not confuse
children as to the nature of real war.
' SA A N - D SD
/
(6) Advertisements emphasizing youth leads to a belief that older individuals
are no longer ‘an integral part of our society.
’ SA A N D SD

G7) The -1imited amounts of information given in advertisements tends to make
the public not think deeply about products or issues.

SA A N D SD
(8) The appeals made in advertisements do not encourage us to overly indulge

ourselves.
SA- A N D SD

(9) The use of black models in advertisements does not have a positive social
impact on racial relations in our society. .
' SA A N D SD
» ]

(10) The advertising of non—prescription remedies contributes to a drug-
oriented society. : L

SA A N D 5 SD
(11) Scenes depicting violence within advertisements do not contribute to
violence within our society. .

SA A N D SD
(12) The method by which female models aue used in advertisements encourages

the equality of females in our society.
. SA . A ‘ N D SD .

(13) Advertising that plays on a person's fears increases the general level

of anxiety in -our society. ‘
SA A N D SD

(14) The worth 6f advertised products is not misrepresented when shown as a

method of solving life's continuing problems.
SA A N D SD
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(15) Advertising does not tend to shape society's value system.
' SA A N D SD

(16) Advertisers are highly interested in serving the social needs of the
public. , )
SA A N . D SD

Now I'm going to make some statements about seVeralldifferent issues. Please
“tell me if you personally "Agree' or "Disagree” with these statements. :

(17) My biood boils whenever a person -stubbornly refuses to admit he's wrong.
SA A N D . SD

(18) Most people just don't know what's good for them.
SA A N D SD

o
°

(19) THe main thingjin life is for a person to want to do something important.
SA A N D SD

(20) My friends tend to share my values and philosophies.
SA A N D SD

(21) Young people need strict discipline, rugged determination, and the will
to work and fight for one's country.
SA . A N D ‘SD

(22) In this complicated world of ours the only way we can know what s going
on is to rely on leaders or experts who can be trusted. .
SA N D SD

(23) No sane, normal, de t person could ever think of hurting a close
friend or relative.

SA N D SD:

(24) Science has its place, but there are probably things that might not be
understood by the human mind. ,

' SA A N D SD
(25) Seldom do weaknesses or difficulties hold us back 1f we have enough

will power. ‘ .
SA A N D SD

(26) Nowadays everyone 1s prying into matters that must remain personal

and private. _
SA A N D SD

(27) The businessman and the manufacturer are undoubtedly more important
to society than the artist and the professor.
SA A N D SD

S -
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Now a few last questions about yourseif.

&

(28) May I ask you your age? 30 and under __, 31-40___, 41-50___,
over 50 . e '
(29)'Sex: Male Female

(30) What was the last year. in school you comﬁleted?
Less than H.S. H.S. Some College Completed College

(31) What is the occupation of the head of the household?

That conciudés the sﬁrvey. Thank you for your assistance in this study. Your
responses areé greatly appreciated.
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