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The effects of television advertising on children
have been a matter of concern for over a decade
That children are a special audience deserving of
special protection was formally recognized by the
television industry 1n 1961, when the National
Association of Broadcasters adopted 1its Toy Adver-
tising Guidelines The NAB subsequently expanded
its self-regulatory guidelines to include all catego-
ries of television advertising intended primariiy for
children Consumer advocacy groups, including Ac-
tion for Childrén’s Television and the Council on
Media, Merchandising and Children, have raised
numerous 1ssues over the past few years related to
advertising and chtldren Partly in response to com-
plaints from these organizations, the Federal Com-
munications Commission and the Federal Trade
Commussion have considered <uch issues as the
amount of advertising to children, the use of hero
figures or program personalities as product present-
ers, and the use of premium offers 1n commercials
In 1975, a second self-regulatory code for adver-
tisers was established through the Children’s Adver-
tising Guidelines of the Council of Better Business
Bureaus' ivationa! Advertising Division (NAD)

Academic research on the effects of television ad-
vertising on children 1s relatively recent. However,
policymakers both inside and outside government
seem to be giving increasing recognition to the value
of empirical studies in this field The results of
research have already had some impact on
policymaking; e g., generaliy, in the formulation of
the NAD's 1975 guidelines for advertising to
children, and more specifically, in the recent FTC
consideration ot the use of premiwums 1n children’s
advertising

The report summarized here was supported by the
RANN, Program of the National Science Foundation
to assess the current state of knowledge about the
effects of television advertising on children and to
recommend further research to fill gaps in that
knowledge. Because of the limited amount of exist-
ing research, we have not aitempted 1n this report to
rerch defimtive verdicts on all of the effects of
advertising on children The current state of
knowledge 1s still inadequate 1n some areas, but 1s
sufficient 1n others to provide meaningful guidance
to policymakers

EXECUTIVE SUMMARY

The report has tour components

(1) 1dentification of major policy issues of cur-
rent interest,

(2) review of existing research organized around
these 1ssues,

(3) recommendations for future policy-relevant
research; and

(4) compilation of a national roster of
researchers on television advertsing and
children.

Two major conclusions emerge from our review.
The first 1s a general evaluation, based on the availa-
ble evidence, of the impact of television advertising
on the child viewer The second relates to the role of
research 1n policymaking.

First, 1t 1s clear from the available evidence that
television advertising does influence childrea.
Research has demonstrated that children attend to
and learn from commercials, and that advertising 1s
at least moderately successful in creating positive at-
titudes toward and the desire for products adver-
tised. The variable that emerges most clearly across
numerous studies as a strong determinant of
children’s perception of television advertising 1s the
child’s age. Existing research clearly establishes that
children become more skilled in evaluating televi-
sion advertising as they grow older, and that to treat
all children from 2 to 12 as a homogeneous group
masks important, perhaps crucial differences. These
findings suggest that both researchers and
policymakers give greater attention to the problems
of younger viewers, since they appe - to be the most
vulnerable.

From a policy standpoint, the most immediately
relevant research 1s that which either documents the
effects of specific advertising practices alleged to be
misleading or unfair to children’s perceptions, or
which tests the efficacy of regulatory previsions «n
preventing such abuses. To cite a single example of
the latter, several recent ztudies have shown that
children’s ability to understand and remember dis-
claimers required by industry codes (eg., "some
assembly required” for a toy) s relate.! to how the
disclaimer is worded and presented
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Seconc, in terms of the role ot research in
policymaking, we recognize that research, no matter
how extensive and well conducted, will inevitably be
but one element 1n determining policies and prac-
tices. Ethical, legal, economic, and political con-
siderations will continue to demand attention
Nevertheless, policies formulated 1n the absence or
ignorance of research findings run the risk of being
inappropriate, ineffective, or unfair. Thus, research
can guide policy by providing concrete information
on the actual impact of television advertising on
children. In the long run, such research can provide
essential factual guideposts for uiecting policy
toward adequate safeguards against economic ex-
ploitation of these young viewers.

The following sections summarize our i¢entifica-
tion of policy 1ssues, review of existing research, and
recommendations for future research A national
research roster 1s desc-.bed in Appendix B.

IDENTIFICATION OF THE ISSUES

We structured this review of existing research
around specific policy i1ssues. This allowed us not
only to evaluate research technically but to discuss
its relevance to policy concerns as well.

To develop our list of issues, we surveyed major
policy statements from government, industry, and
consumer groups. A preliminary list drawn from

,these statements was then circulated for comment to

advertisers, politicians, regulators, industry groups,
consumer groups, and academics, and a number of
key individuals were also personally interviewed.

These responses revealed several obstacles to
drawing up our final hst of issues. There was no
universal consensus on what the “real” policy issues
are, nor on the definition of “children’s advertising.”
Since existing industry codes apply only to commer-
cials shown during programs intended primarily for
children, this means that they apply only to Saturday
morning television and a few other programs (e.g.,
Captain Kangaroo, ABC's Afterschool Specials)
However, these programs account for no more than
15 percent of the weekly television viewing of
children 2-12 years old. Therefore, we included
issues encompassing all advertising to which sub-
stantial numbers of children are exposed, not just to
commercials specifically intended for children and
shown within children’s programing

Q
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Other problems arose when groups or individuals
stated their concerns too broadly or too vaguely to
be amenable to empirical testing. Thus, 1ssues were
often incompletely stated, alleging an effect without
a specific cause (e.g., “children cannot understand
commercials™), or a cause withour a specific effect
(e.g., "premium offers are unfair”). As far as possi-
ble, we have stated i1ssues as connections hetween
vpecific advertising practices and specific outcomes
(including where appropriate such mediating varia-
bles as age, sex, race, or level of viewing). Other
issues may be legitimate but are probably matters for
value judgment, not empirical testing.

Given these considerations, we derived our final
list of ten issues which (a) were of greatest interest to
the parties involved; (b) were amenable to empirical
testing; and (c) offered some prospect of concrete
policy action based on empirical findings. The first
seven issues deal with particular advertising prac-
tices which might be altered if empirical evidence
were to suggest that alteration is advisable. These
are

1. Children's ability to distinguish television
commercials from program material.

2. The influence of format and audio-visual
techniques on ch.ldren’s perceptions of com-
mercial messages.

3. Source effects and self-concept appeals in
children’s advertising.

4. The effects of advertising containing pre-
mium offers.

5 The effects of violence or unsafe acts in
television commercials

6 The impact on children of proprietary
redirine adveriising.

7. Theeltects on children of television food ad-
vertising

Three other issues deal with possible longer term
consequences of exposure to television advertising,
or with mediators of the effects of advertising on
children:

8. Theeffects of volume and repetition of televi-
sion coinmercials.

9. The impact of television advertising on con-
sumer socialization.

10. Television advertising and parent-child rela-
tions.
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REVIEW OF RESEARCH

Existing research can and does docnment effects
on children of a variety of specific'~ Jvertising prac-
tices. Future studies will undoubtedly prov:ide addi-
tional information on these effects However,
whether a particular effect shc-ild be considered
“positive,” "negative,” or “neutral” 1s not a question
that can be resolved by empirical research, but 1s a
matter to  be determined by the judgment of
policymakers (For example, research may
demonstrate that awareness of a premium offer pre-
sented 1n a commercial plays a significant role in
some Jhildren’s product choices But whether or not
the premium utself is considered a “legitimate™ pro-
duct attribute 1s a matter of opinion.)

At present, no single, widely accepted conceptual
or theoretical framework exists for determining the
policy implications of empirical research results.
There are, to be sure, several broad principles on
which current regulations are based. The FTC has a
legislative mandate to ensure that advertising (in-
cluding adver sing to childrenj be neither “decep-
tive” nor "unfair”; the NAD guidelines are intended
to “ensure that advertising directed to children is
truthful, accurate, and fair to children’s percep-
tions.” These are admirable standards, but if future
research is to be_designed with clezar policy rele-
vance, these principles will have to be defined 1n
specific, operational terms. Even then, interpreta-
tion of empirical results will still, ultimately, -
volve value judgments by policymakers In the
following summaries, we have ind:cated, where ap-
propriate, which matters have been or can be ad-
dressed by research and which cannot.

1. Program-Commercial Separation

Analysis. The FCC and the NAB have recognized
that children may have difficulty in distinguishing
commercials from program material. The NAB code
now requires broadcasters to use “an appropriate
device” to separate commercials from surrounding
programs in children’s program hours.

Evidence. A ntmber of studies have documented
that children under eight years of age have substan-
tial difficulty in comprehending the difference in
purpose between commercials and programs. One
apparent indicator of this 1s that younger children’s
visual attention declines less when commercials ap-
pear than does that of older children Visual atten-

iid

tion measures, however, are not a sufficient indica-
tor of children’s distinguishing 2bilities; other, more
direct measures must be used during actual viewing
of televised sequences. Audio and video separation
devices used by the major networks have not been
tested, although ¢ study of a verbal announcement as
a separation device (used by some Post-Newsweek
stations) found that 1t did not alter ycung children’s
visual attention patterns. The effectiveness of
various separation devices in aiding children’s
ability to distinguish commercials from programs is
an open question at tnis point.

2. Format and Audio-Visual Techniques

Analysis. Many audio-visual techniques in com-
meruals are simply aimed at gaining and holding
children's attention, policy issues arise over 2ffects
other thzn attention. Visual techniques which have
drawn regulatory attention are those which tend to
misrepresent the appearance of children’s products
of exaggerate product performance. Descriptions of
product characteristics (e.g., energy claims) and
children’s understanding of required disctaimers or
accessory disclosures are also at 1ssue.

Evidence. Visual or verbal misrepresentations
and exaggerations are regarded as deceptive per se
and their use prohibited accordingly, without any
need to document actual deception experienced by
children. However, little 1s known about children’s
comprehension of product claims presented via
techniques that are easily understood by adults.
Even older children have been shown to have
difficulty understanding certain types of claims:
notably superlatives, comparatives, and parity
claims. Research on audio and video disclaimers
report the predictable but important findings that
video disclaimers alone are insufficient for younger,
nonreading children, that dual audio-video claims
communicate most effectively, even for older
children: and that simplified wording significantly
affects comprehension. This research should lead to
tighter regulation of disciaimers, an area which is
already quite well regulated.

3. Source Effects and Sel{-Concept Appeals

Analysis. Characters as well as products appear in
most children’s commercials. Existing policy
prohibits the use of certain characters as product
presenters, €.g., celebrities and authority figures,

8
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and prohibits the use of program characters as pre-
senters 1n comme.cials within er adjacent (o their
own programs (“host selling”). Other presenter
characteristics, particularly race, sex, and occupa-
tion, may contribute to the development of socially
stereotyped perceptions This topic also includes
self-concépt appeals, which promise or imply per-
sonal benefits to children from use or ownership of
the product.

Evidence. A number of studies have demonstrated
that the mere appearance of a character witha prod-
uct can significantly alter children's evaluation of
the product with the evaluation shiftu.g posttively or
negatively, dependire on children’s evaluation of
the “endorser.” This raises a potential fairness issue
as to whether endorsement should be regarded as a
legitimate basis for promoting products to children.

The single available study on the “host selling”
1ssue suggested that in-program placement of a com-
mercial containing program characters was no more
effective in stimulating children's desire for the
product than nonadjacent placement, Only one com-
mercial was tested, however. The broader issues of
whether character usage in commercials contributes
to social stereotypes remains unresolved The poten-
tial for stereotyping 1s dapparent from content
analyses of sex and race representation in children's
commercials, and secondary research (on television
programs) has demonstrated that stereotyped beliefs
result from heavy exposure to television program-
ing among adults. Finally, self-concept appeals
also have not been well researched. Although cer-
tain appeals undoubtedly imply benefits to
children’s health or social status, none of the few
studies on this topic has actually incorporated self-
concept measures

4. Premiums

Analysis. Premiums are heavily employed in com-
mercials for certain children’s products, notably
cereals. The FTC has alleged that premiums are an
irrelevant product characteristic, that they distract
children from considering legitimate product at-
tributes, and that they multiply the difficulty of
choice between brands. Defenders argue that pre-
miums may actually facilitate the choice between
otherwise fairly similar brands, and that premiums
constitute a legitimate product attribute since they
are part of the “total product package "

Aruitoxt provided by Eic:
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Ewvidence. The allegation that premiums are ad ir-
relevant product characteristic 1s a value judgment
and not amenable ta empirical testing. On the other
hand, we can test the allegations that premiums dis-
tract children from considering legitimate product
attributes and that they multiply difficulty of choice
between brands. Only the fi-st of these allegations
has been tested, and only on a'limited basis Results
suggest that inclusion of a premium in a commercial
does not seem to distract children from ¢ - pro-
duct attributes (as measured by recall of the content
of the commercial), nor does the premium appear to
increase children’s evaluation of the prodvct. These
negative results should be interpreted with caution,
however, as they are based primarily on a single
study tn which only one commercial was tested. The
issue of whether premiums increase difficulty of
choice between brands or facilitate choice by
differentiating’ the total product package has not
been nvestigated

5. Violence and Unsafe Acts

Analvsis Although violence and unsafe acts ap-
pear infrequently in commercials directed to
children, they warrant special attention because of
the potential seriousness of the effects that may be
involved. A major 1ssue is whether cartoon or make-
believe violence, the types most likely to be used in
commercials, are harmless compared with realistic
violence. A largely unrecognized issue is the poten-
tially interactive role of commercials during violent
programs. The main issue concerning unsafe act
portrayals is whether they are justified 1n certain cir-
cumstances, such as safety messages or public service
announcements.

Evidence. Children as young as four years old
scem to be able to distinguish realistic from make
believe or cartoon violence. Despite many neutral or
equivocal outcomes, and despite a tendency for
weaker effects when the violence 1s animated, post-
viewing aggression has sometimes been demon-
strated with all three types of portrayals. Although
the extent of antisocial behavior attributable to
television violence 1s still unclear, there seems to be
sufficient risk 1n this type of content to support cur-
rent code prohibitions on appeals io violence 1n
commercials directed to children Commercials, 1n
general, may also 1nteract with violent programing.
Some recent research suggests that commercial in-
terruptions may heighten viewer arousal through
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frustration and increase an immediate propensity
toward violence. However, other research argues to
the contrary, suggesting a pacifying effect These
phenomena are orthy ot furiner study, especially
given that violent and “adult theme™ programs are
watched by many children outside of code-covered
viewing pertods Finally, evidence on the portrayal
of unsafe acts (e g. 1n commercials promoting
safety) demonstrates that imitation depends not on
whether the acts are sanctioned or admonished in the
commercial, but on whether ch:ldren expect to be
personally rewarded or punished for the behavior
This suggests that unsafe act portrayals may be
hwzardous, even 1n context, and should probably be
avoided whenever possible

6. Proprietary Drug Advertising

Analysis. Although commercials for over-the-
counter (OTC) drugs are aimed at adults, children
are exposed to such advertising when viewing other
than children's programing It has been alleged that
cumulative exposure to nonprescription, OTC drug
advertising may promote a distortzd sense of health
and 1illness, a tendency to rely too heavily on
proprietary medicines, and may contribute to the use
of 1llicit drugs. Defenders of OTC drug advertising
argue that drug advertising is never directed to child
audiences, and that drug advertising 1s intended to
encourage the proper use of medicines.

Evidence. Most research on the effects of OTC
drug advertising has focused on teenagers rather
than children under age 12. No positive relationship
has been found among teenagers between televised
drug advertising exposure and tllicit drug use, but
moderate positive relationships have been reported
among teenagers betweer exposure to proprietary
drug advertising and reported usage of proprietary
medicines. Results of the limited research with
children suggest that exposure to OTC drug adver-
tising does,'to a certain extent, affect children’s at-
titudes toward tllness and medication, with heavy
TV viewers perceiving a greater frequency of illness,
believing more 1n the efficacy of medicines and being
:nore receptive to their use. Further research which
should have significant implications t r OTC drug
advertising policy is currently in progress.

7. Food Advertising

Analysis. Food products (including beverages and
snacks) represent the most prevalent category of

Aruitoxt provided by Eic:
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children's television advertising Critics allege that
the food products advertised represented a limited
range of toods and that, due to the effectiveness of
tood commercials, children’s eating habits and
nutritional-values are being adversely biased toward
the products advertised. It 1s further alleged that
promotional characteristics such as sweetness, en-
joyment, and premiums encourage children to use
nutritionally irrelevant criteria 1n making food
choices The FTC 1s currently considering a rule re-
quiring expanded disclosure of nutritional informa-
tion 1n commercials for food products

Evidence Empirical evidence attests to the
general etfectiveness of .ood avertising to children.
While various statistics have been cited by parties
concerned with the nutritional health of the U.S.
populace, including children, no evidence directly
links televised food commercials to these statistics
since the appropriate studies have not yet been con-
ducted to examine the alleged linkage. The same is
true of the allegation that food advertising messages
encourage children’s use of nutrizionally irrelevant
criteria 1n making food choices. There is evidence
that children are capable of learning nutritional 1n-
formation when included 1n commercials, and
preliminary research has been undertaken to
develop graphic devices to communicate nutritional
content of fcods, further research 1s needed to ensure
that this information is adequately comprehensible
to children. At a broader level is the value judgment
of whether food advertisers should be held account-
able for dissemination of nutritional information
beyond that intrinsic to their own products.

8. Volume and Repetition

Analysis. Critics of children’s advertising are con-
cerned about the cumulative effects of commercials
on children. These concerns reduce to four main
issues long-term effects (with age); heavy viewing
effects (within age groups), clustered versus dis-
tributed placement of commercials within programs;
and the effects of repetition of single commercials.

Evidence. The clearest findings in research on
children and adverusing are that children’s unders-
tanding of commercials increases with age (and thus
with cumulative exposure) and that children’s liking
of commercials decreases with age. Despite this in-
creased understanding of commercials and 1n-
creasingly negative attitude toward advertising,
behavioral evidence suggests, especially when age

10



relevance ot products 1s taken into account, that
there 1s only a shight decline 1n children’s stated
desire for advertised products and in actual requests
‘or these items over the childhood pertod Heavy
television viewing (within age groups) seems neither
to retard nor accelerate children’s vaderstanding of
commercials, although 1t does secin to produce more
favorable attitudes toward advertising and adver-
tised products Clustered formats for commercials
shown during children’s programs have yet to
receive adequate experimental testing, but may help
younger children to distinguish commercials fromn
programs by sharpening separation Clear benefits in
program-commercial separation should be docu-
mented before clustering can be justified. Finally,
there 1s little evidence that repetition of individual
commercials leads to greater persuasion beyond
children’s ability to remember brand names adver-
tised. Neither the rate at which children see a par-
ticular commercial (i.e , frequency per program or
per week) nor the total number of times they en-
counter 1t (beyond the first one or two exposures)
seems to have any incremental effect on either their
liking of the brand or their intention to request or
buy it. The effect of repetitioi™mainly seems to be to
prevent children from forgetting their originally
learned reactions to the product. Although in-
dividual commercials may be persuasive, research to
date does not indicate that aggregaied exposure to
commercials in volume makes children any more or
less persuasible, nor that .epetition ot individual
commercials produces other than a reminder effect.

9. Advertising and Consumer Socialization

Analysis. Defenders of children’s advertising have
argued that it contributes to children’s general un-
derstanding of the economic environment and, more
concretely, that it contributes to iie development of
children’s product knowledge and consumer skills
Against this view is the allegation that advertising
fosters undesirable social values ‘n children, with
materialism most often cited as an example.

Evidence. There 1s o doubt that television com-
mercials play arole in initiating children’s consumer
behavior at all age levels Commercials also serve as
an important information source for products that
are advertised on television, ranking lower than in-
store observation but higher than interpersonal
sources. Whether commercials are informative in
the broader sense of consumer socialization 1s
unresolved at this point. Long-term exposure to

ERIC
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commercials (with age) has been shown to be accom-
panied by increases 1in the number of brands known
in advertised product categories and by an apparent
decrease 1n percerved difterences between brands.
However, since neither ot these ettects was associ-
ated signiticantly with-television viewing fevels with-
In age groups, 1t 1s impossible to conclude thaf ad-
vertising alone was responsible for them Untor-
tunately, attempts to measure consumer skills of
other than brand awareness and differentiation have
involved hittle attention to valid and rel.able
measurement and have revealed mixed relation-
ships—usually neutral but as often negative as posi-
tive—between television advertising exposure and
acquisition of these skills Attempts to measure
children’s values and atatudes toward consumer
behavior, e g , materialism, have suffercd similar
meas ement probiems. In summary, the role of ad-
vertising 1n consumer sociali. ation has not been ade-
quately documented. Better measures are required
as well as sophisticated research designs capable of
1solating the contribution of television commercials
among other socialization torces,

10. Tolevision Advertising and Parent-Child
Relations '

Analysis. Parent-child interactions can be viewed
either as a mediator of television advertising to
children or as an outcome of advertising The needia-
tion issue 1s to what extent parents intluence the
effects of advertising on their children The outcome
1ssue 1S w sether advertising places strains on the
parent-chnd relationship through parental denial of
advertising-induced purchase requests. In both
cases, questions gre raised about patterns of parental
yielding and defflal, and the extent of conflict cre-
ated by request denials

Ewidence Parents’ expressed attitudes towards
children’s television advertising are moderately
negative, but most parents do not favor abolishment
of children’s advertising 1f 1t would mean-discon-
tinvation of children’s programing There 15 evi-
dence that r rents te..d to overstate the degree of
control they exercise over children's TV viewing
and, simultaneously, to overestimate their children’s
understanding of commercials These findings sug-
gest that relatively little mediation of children’s ex-
posure and reactions to commercials occurs 1n most
households Mediation 1s much more likely to occur
indirectly, when children request products they have
seen advertised Disappointment, contlict, and anger
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are reported when parents deny children’s purchase
requests Further research is needed to examine the
persistence of these etiects, and also to gage the ex-
tent to which parents utilize these cccuirences tor
consumer INSrucden pUrposes

RECOMMENDATIONS FOR FUTURE
RESEARCH

Empirical research will not resolvz every issue
pertaining to televised advertising to chi'dren
Nevertheless, research documenting chtldren’s per-
ceptions of and responses to advertising can con-
tribute significantly to the formulation of \nformed
policy. If this 1s to occur, several 'steps will be re-
quired: Policymakers must formulate their concerns
as specifically as possible, so that they may be sub-
jected to empirical testing, and then must give atten-
tion to research results, whe~ available, i making
their decisions. Researchers musi b= willing to un-
dertake studies which address policy concerns .more
directly.

In terms of future research efforts, we are recom-
mending that futuie studses move 1n three directions
moré closely linked to ongoing policy concerns. We
conceive of these as three “levels’ of generality: (1)
“mid-level” research to test specific hypotheses or
premises on which existing or proposed regulations
are based; (2) “macro-level” research on the role of
television—and television advertising—in children’s
lives; and (3) “micro-level” research to document
how children perceive actual, individual commer-
cials. We set no priorities among these three levels;
all are important and necessary. Each 1s described
bricfly below.

1. Resparch to address speciiic questions
relevant to policy issues '

Several current policy questions could be usefully
addressed using existing research methods. Each of
the literature review chapters contains specific sug-
gestions for further research relevant to the issues
disCussed. Such studies need not be elaborate, time
consuming, nor expensive to conduct. If properly
designed, they could have real impact on Tesolving
certain policy issues. The following simply illustrate
the kinds of studies which seem most likely to yield
practical guidance:

e What constitutes an “‘appropriate device” to
separate programs and commercials? The
NAB Television Code currently requires that
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commeicials directed to children “shall be
clearly separated from program material by an.
appropriate device " In the absence of a more-
spectfic definition, each network has created a
different scparation device -These could be
tested to determine 1if, 1n fact, they do ac-
complish their intended purpose. Compartsons
could also be made among the various devices
currently 1n use. These data would be of 1m-
mediate relevance 1n refining, if necessary, the
definition of an “appropriate device "

e What 1s now the m(;st effective form for dis-
claimers? Self-regulatory codes now call for
the use of certain disclaimers (e g , "batteries
not included.” “some asembly required”) n
children’s advertising. Existing evidence sug-
gests that some forms of disclaimer= ~re signif -
cantly more effective than others 1n com-
municating their messages to children Again,
emprrical testing could suggest code refine-
ments to ensure that disclammers fulfill their in-
tended purpose.

o How can commercial food messages best com-
municate nutritional information to children?
Although not specifically aimed at children’s
advertising, the proposed FTC rule requiring
disclosure of nutritional information would
affect food commercials to children. Howeve
requirements suitable for adults may not be ap-
propriate for children. Experiments employing
a variety of audio and visual tethniques could
help determine how to communicate required
nutritional information in ways most likely to
be understood by children. )

Too often 1n previous research at this level (e.g ,
on premiums), single commercials have been
employed to represent an entire 1ssue, thus-limiting
the generalizability of the findings. r'he usefulness of
future policy issue studies would be ccasiderably
enhanced if greater attention is given to selecting not
only representative samples of children. Fut repre-
sentative samples of commercials.

2. Research on the role of television and
television advertising in children’s lives
This “macrc” level of research 1s intended to
determine, for the first time, the importance of
television—and television advertising—as in-
fluences on children, 1n comparison with other ma-
jor influences including parents, siblings, peers,
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school, church, the community, and other media It
1s intended to help settle the prolonged controversy
betwzen those who believe television 1s simply ap in-
nocuous source of icisure nime entertainment and
thdse who belyeve the medium has become a primary
shaping force in children’s tives.

We are not proposing a long-term longitudinal
study, although this may be desirable We envision a
program of- research with a relatively large and
heterogeneous population of children, employing a
varety of techniques and measures to determine the
relative importance of (and iateractions between)
the sources from which children acquire informa-
tion, which influence their values and attitudes, and
shape therr behavior,

Rather than a single project at a single institution,
this research could be carried out 1n parallel at
several locations one site might focus on preschool
age children, z second on a mid- to late-elementary
school population, a third on preadolescents. Stan-
dardization of methods and instruments among the
multiple sites would be of obvious importance, but
experimentation with alternative teckniques should
be encouraged. When completed, the results should
tell us, in considerable detail. the role that television
and television advertising play for preschoolers, tor
elementary school children, and tor preadolescents,
and how televizion and television adverusing com-
pare with other major forces in children's lives

3. Research on children’s perceptions of specific
commercials
—

We are proposing here “micro™ research which
would systematically examine children’s per%eptlons
and musperceptions of individual television com-
mercials. While 1t would concentrate én commer-
cials intended tor children, 1t should also include
adult-oriented commercials actually seen by subs-
tantial numbers of children

The purposes of this research would be twofold
First 1t would develop methods to identify specific
commercials which are confusing or misleading to
children Second. it would build up a pool of data
about children’s perceptions of advertising, based on
their respdhses to a range of specific commercials
Ultimately, the research should lead to creation ot
standardized measures tor testing commercials to
ensure that they are “truthful, accurate, and fair to
children’s percepticns ™ Such measures could be of

v

considerable usefulness to regulatory agencies and,
of course, advertisers

APPENDICES

The toljowine -
main e

:ontained i appendices to the

A EVALUATION OF INDIVIDUAL STUDIES

A group ot 21 primary empirical studies of televi-
ston advertising and children are reyiewed 1n terms
of their objectives, child samples, methods, statisti-
cal tests, and results These evaluations are intended
as a technigal suppiement to the literature reviews in
the main body of the report

B. RESEARCH RESOURCE ROSTER
(SUMMARY)

In addition to review: é\'emstmg rescarch, the
project included a survey th identity individuals 1n-
terested In and competent! to conduct research on
television advertising and children An nvitation to
respond to a questionnaire was widely circulated,
sone 345 responses were received. This appendix
co. tains a statistical summary of these responses.
TI' full roster of individual respondeats, along with
their atfiliations, past experience, and current 1n-
icrests, has been 1ssued separately

.

C. INDUSTRY CODES

This dppendix reproduces the sections of the Na-
tional Association of Broadcasters Television Code
applicatle to children and tefevisiin advertising,
and the Chidrea’s Advertising Guidelines of the
Children’s Review Unit ot the National Advertsing
Division, Council of Better Business Bureaus

BIBLIOGRAPHY

€
A comprehensive listing ot references pertaining

to television advertising and children. Inaddition to
empirical studies, the bibhiography includes impor-
tant poiiCy statements, theoretical discussions,
reports ot key hearings, and relevant scdondary
reterences ) ~
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Chapter i

INTRODUCTION

This report recommends a plan of tuture research’

on the effects of television advertising upon
children. It 1s nor an effort to reach a definitive ver-
dict about those effects, since academic research on
this issue 1s sull relatively limited and there 1s not
enough information currently svailable to permit
such a judgment. However, this report provides a
comprehensive review of existing research, sum-
marizing the present state of knowledge about televi-
sion advertising and children

Concern about television’s impact on children 1s
largely based on the fact that most American
children spendsa great deal of ime watching televi-
sion. The statistics that document the medium’s per-
vasiveness are striking' The average child under 12
spends approximately 25 hours per week watching
television (Nielsen, 1976), and the vast majority of
all children watch some television every day (Lyle
and Hoffman, 1972). The average hsgh school grad-
uate will have spent some 22 000 hours in front of
the set and may have been exposed to as many as
350,000 commercial messages (Liebert, 1976).

Because of its massive presence 1n children’s lives.
television 1s believed to be a major vehicle for therr
acculturation to soctety’s values Public concern has
understandably focused on the possible negative 1im-
pact of the medium The most prominent issue has
been the continuing controversy over the eftects of
television violence, which led to the Surgeon
General’s study (1972) !

The 1970's have seen a marked ncrease in public
and governmental interest in the effects of television
on children 1n other areas as well For example, in
1971, in response to a petition from the consumer
group, Action for Children’s Television {ACT). the
Federal Communications Commission undertook a
broad inquiry into children’s television Ints report
on that inquiry, 1ssued 3 years later, the Commuission
observed that “there are mgh public interest con-
siderations involved 1n the use of television . in
relation to a large and important segment of the au-
dience, the Nations's children " The FCC statement

1The question of violence in relation to children s television
advertising 1s considered in chapter S ot this report

explained the reasons for the Commission’s concern
about the nature of television programing and ad-
vertising directed at children: “Their 1deas and con-
cepts are largely not yet crystallized and are
therefore open to suggestion .. . and they do not yet
have the experience and judgment always to dis-
tnguish between the real and fanciful.”

Perhaps the major result of these inquiries has
been a general acceptance of the principle that
children are a special television audience deserving
special attention and protection How this principle
should be applied 1n terms of specific 1ssues is much
less clear Increasingly, policymakers i1n both
government and industry have been looking to
academic research to provide empirical findings
about children’s responses to television programing
and advertising as a means for making more in-
formed decisions about policies and practices

For these reasons, our project began with an effort
to identify the 1ssues which have been raised 1n the
recent past regarding the effects of television adver-
tising on children We tried to state these 1ssues as
clearly as possible, and then to review all existing
research relevant to them, so that needed future
research could be proposed

BACKGROUND TO THE CONTROVERSY

The question of the effects of television advertis-
ing on children has a history which dates at least
from the early 1960's, when broadcasters adopted
guidehines for toy advertising to children Since
then, the question has taken many forms, but 1t seems
to be based upon four fundamental concerns

| That children are exposed to advertising for
products or categories of products (such as
drigs and heavily sugared foods) which may be
hazardous 1f misused,

2 That any advertising directed at children 1s de
facto '‘bad” bécause 1t exploits thar
vulnerability,

3 That specific techmques used 1n television ad-
vertising may be deceptive or misleading to
children, who lack the skills to evaluate them

properly,




4 That long-term, cumulative expesure 1o televi-
ston advertising may have adverse conse-
quences on the development of children's
values, attitudes, and behavior

The first concern, relating to the safety ot adver-
tised products, will ot be treated per se in this
report, since it.1s a direct effort not of advertising,
but of the product :tself. However, we will consider
the role of advertising 1n relation to children’s at-
titudes toward and consumption of foods and non-
prescription drugs. 1he second concern, that adver-
using to children 1s de facto “bad,” is primarily an
ethical 1ssue and, as such, 1s not amenable to empiri-
cal research The third concern, about specific prac-
tices, has been the subject of most of the existing
rescarch and represents the largest poruor&)f the
literature reviewed 1n this report The fourth con-
cern, about long-term cffects, 1s the broadest of
issues amenable to research, since 1t relates to the
very existence of a medium which advertises directly
to children. Research may eventually be able to
document the long-range developmental conse-
quences of television advertising, but such research
will require a scale, duration, and complexity
greater than that of most research updertaken to
date.

The major participants 1n the debate over
televised advertising to children can be categorized
into three groups—industry, government, and con-
sumer -1nterest organizations—which are involved 1n
policymaking on children’s advertising. The actions
and positions taken by these th-ee groups detine to a
large degree the context 1n which specific issues are
raised and resolved, as well as the contribution to be
made by empirical research These groups are

The industry The private, corporate side of
broadcast advertising brcaks down into three
subgroups

I. The advertisers who manufacture and market
products and‘o. services intended, at least in
part, for chiid consumers. These advertisers
generally conduct a great deal of market
research-—both in-house or by research sup-
pliers—in order to pretest their products and
advertising strategies with potential con-
sumers. Virtually all of this research 1s
proprietary and, therefore, unavailable for in-
clusion 1n this project

2 The advertising agencies which are responsible
for developing creative strategies for p.omot-
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ing a chient’s products or services to young cca-
sumers or to their parents (the usval
purchasers) The advertising agencies often
conduct market research for their clients

3 The broadcasters (networks, their affiliates, and
independent stations) which sell air time to
children’s advertisers within programs that at-
tract young viewers. Because, unlike other
mass media, the airwaves are a limited public
resource, access and rontrol of broadcast chan-
nels are restricted by Federal agency licensing.

Over the years, these three groups have developed
self-regulatory codes relating to advertising to
children. Broadcasters have adopied standards for
children’s advertising through the “Television
Code™ of the National Association of Broadcasters
(NAB).2 The guidelines pertaining to children’s ad-
vertising have periodically been updated and ex-
panded, with a newly revised set of guidelines put
into effect as recently as September 1976 The NAB
code prohibits certain products (e.g , drugs) from
being advertised directly to children. lists certain
presentational techniques which may and may not be
used 1n commercizls, and sets time Jimits for adver-
tusing during children’s programing Alleged code
violations are reviewed by the NAB's Television
Code Authority, which may order that an ad be
mocified or discontinued by its members. The Code
Authority also acts as a mandatory preclearance unit
for all toy commercials and those offering a toy pre-
mium. In addition, each network reviews commer-
cials (and programs) submitted for aring, evaluat-
1ing them on the basis of the NAB guidelines and of
legal policies and regulations.

Advcrtisers and advertising agencies have also
established a system of selt-regulation through the
Council of Better Business Bureaus, Inc (CBBB).
The CBBB's National Adverusing Division (NAD)
has responsibility for monitoring ads and acting on
complaints received from the public. In the spring of
1974, a Children’s Adverjising Review Unit was set
up within the NAD, with a specific mandate to
review problems concerned with advertising to
childien. In June 1975, the Children’s Advertising
Review Unit 1ssued a set of "Children’s Advertising
Guidelines™ whose stated pu.pose 1s "to ensure that
advertising directed to children 1s truthful, accurate,
and fair to children’s perceptions.” The provisions

Not all television stations aze members o1 NAB As of
December 1975 415 of the 711 commercial  ations on the dir
were NAB code subscrivers These 415 did. however. nclude
most of the larger stations



of the NAD guidelines are similar, though notaden-
tical to the NAB code (See Appendix C for relevant
sections of both codes)

The Federal Government. Congressional legisla-
tion has delegated most of the responsibility for
regulation of broadcast advertising to two agencies

1. The Federal Communications Compussion, 1n
the Communications Act of 1934, was given
the authority to regulate broadcasting “consis-
tent with the public interest, convenience, and
necessity.” The FCC thereby acquired broad
discretionary powers, circumscribed by
relatrvely few specifically articulated
guideiines and the responstbhity for developing
specific stand ards for broadcast regulation and
policymaking. It has authority not only to
oversee technical aspects of licensing, but also
to monitor ncustry behavior and to perform

- quasi-judicial and quasi-legislative functions
(1 e., hold hearings and make rules). Its power
derives from 1ts authority to grant, renew, or
deny licenses to television stations and to levy
fines for certain violations

2 The Federal Trade Comnussion 1s the agency
with principal responsibihity for the regulation
of wnterstate commerce Since 1938, the FTC
has been empowered to protect the consumer
interest, as well as private competition, by
means of prohibiing “false advertisements”
and preventing “‘unfair or deceptive acts or
practices " The Commussion has the power to
act on commercials on a case-by-case basis, as
well as to sz broad Trade Rules and Regula-
tions which can restrict of require certain ad-
vertising practices

The roles of these two Federal agencies may be
differentiated by noting that the FCC has jurisdic-
tion over the amount and scheduling ot advertising,
while the FTC 1s responsible for the content of com-
mercial messages Both commissions have demon-
strated a reluctance to impose specific regulations on
advertisers and broadcasters, preferring te allow in-
dustry to regulate itself However, the commissions
have used the threat ot government action to prod
industry reforms, and they sometimes hold hearings
in order to tocus attention and stimulate debate on
spectfic 1ssues  Congress (especially through the
Communications Subcommittees ot the House and

.

Senate) has intermittently performed the same func-
tion 3

The consumer-interest organizations. The public
has remained relatively uninformed and
unorganized 1n expressing its concern regarding tae
uses and abuses of television advertising for
children. Some organizations, such as the Con-
sumers Union, provide the public with objective
evaluatians of advertised products, and several ad-
vocacy groups have concentrated specifically on the
issues of children's television advertising—most
notably, Action for Children’s Television (ACT), in
Boston, and the Counci! on Children, Media and
Merchandising (CCMM), 1n Washington. These
groups pursue reform through a varicty of methods,
including testimony at government hearings,
publications, conferences, and research sponsorship.
They have also atten>pted to force governmental ac-
tion by filing petitions with the regulatory commis-
sions and the courts.

Relations between industry, government, and the
consumer-interest groups have often been conten-
tious. ACT and CCMM charge that industry efforts
toward self-regulation are more concerned with
public relations than with the actual prevention of
harm. Industry spokesmen, 1n turn, assert that con-
sumer groups are self-appointed advocates who do
not accurately reflect the concerns of most parents.
Industry also tends to regard much government in-
tervention as unwarranted, while consumer advo-
cates percewve the government as timid and overly
concerned with industry well-being.4

THE ROLE OF RESEARCH

As 1indicated earlier, the amount of publicly
available research on the effects of televised adver-
tising on children is still hmited. The largest body of
existing research 1s undoubtedly that conducted by
advertisers 1n testing the effectiveness ot individual
commercials and advertising campaigns. This
research typically consists of studies employing

kor a useful, tf partisan. review of government action (and
indaction) tn thss area. sce the statement by Rober Choate tn
RBroadcast Advertising and  Children. Subcommittee or Com-
munications, U S House of Representatives (Government Print-
ing Ottice. 1976), No 94-53

4For 4 comparative study ot attitudes of representatives trom
cach of these groups (and a sample of ‘publi” optnion} see
Charles Atktn and J Culley (1975)
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small samples of children to determine the com-
prehensibility and persuasiveness of commercials
These studies are almost always kept confidential
because (according to a recent article) of "an un-
willingness to share private data with competitors
and a general view that such research 1s of little 1n-
terest to the research community™ (Griffin, 1976).
Griffin also suggests that “often the scope of the
research 1s so small and specialized that no great
enlightenment would result from publication ™
However, studies of children's perceptions and of
responses to specific commercials can yield impor-
tant data, and one of our principal recommendations
1s for a program of research along these lines.

Academic research on children’s television ad-
vertising 1s much less extensive. Although the
bibliography 1n this report cites several hundred
references that have some bearing on our topic, only
a small fraction of these are studies that deal
specifically with children and with television adver-
tising Many of the citations pertain tc mcre general
15sues and a number of the entries refer to speeches
and testimony rather than empirical research In ad-
dition, many of the empirical studies are small-scale,
and there has been little replication of findings

When the research proposed here has been car-
ried out, a more definitive verdict about the effects
of television advertising can be reached. However,
even then, no final answers will be possibte, for the
following reasons: First, although the short-term
effects of individual television advertisements or of
snall numbers of advertisements can be readily
studied, such research does not encompass what 1s
most at 1ssuc—the question of whether there are any
long-term, aggregate effects upon children of either
particular types of commercials or the whole volume
of television advertising Understanding the e fects
of advertising as an institution 1s simply beyond cur-
rent research protedures. Although we have recom-
mended that research be designed to study advertis-
ing at this level, we expect that current 1gnorance
about the en masse effects of televised advertising
will continue for some years to come.

In regard to any long-term effects of children’s ex-
posure to particular categories of television advertis-
Ing or to specific features of commercials, the neces-
sary research methods may be more within reach.
Several longitudinal studies have been designed to
measure the various aspects of child development
However, longitudinal research has not yet been

Q

sufficiently sophisticated to separate the effects of
television advertising from other influences upon the
child, including family, peers, and school. Nor is
there adequate research to identity the interactions
between these other influences and television adver-
tising. Yet, 1t 1s precisely these long-term effects of
television advertising, in the full context of the
child’s life, that are of the greatest concern.

Finally, since we are concerned here with
research intended to be “policy relevant,” we should
also consider the limitations of research from the
perspectives of the advertiser and the regulator.

When an advertiser looks to research to assess the
effectiveness of his advertising, well-established
research procedures can be followed. But the public
concern about advertising 1s not. of course, to
establish that advcrusing can benefit sales, but
rather that advertising can mislead, confuse, or
perhaps produce harmful effects Thus, when adver-
tisers look to research to demonstrate the absence of
these effects, our procedures can never be fully con-
vincing: Research can never prove the ubsence of an
effect.

From the regulator’s point of view, 1t 1s important
to recognize that policy decisions are seldom based
solely on research evidence, no matter how well
planned and conducted that research may be
Research findings are typically only one element
among the several factors that determine advertising
policies and practices with regard to children Ethi-
cal, legal, economic, and political forces will in-
evitably continue to operate and to influence policy

Despite these caveats, we believe that the research
we have proposed can help establish an empirical
basis for more rational and more effective
policymaking. Indeed, the 1esults of research have
already had some impact on policymaking—
generally, in the formulation of the NAD's 1975
guidelines for advertising to children, and more
specifically, in the FTC's recent consideration ot the
use of premium offers in children's advertising.

One reason for guarded optimism about the
future 1s that nearly all the parties interested 1n
television advertising and children agree about the
need for further research. In a speech announcing his
interest 1n these issues, Lewis A. Engman, then
chairman of the FTC, acknowledged that “there 1s
really no definitive pool of information on the

ERIC . .
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specific impact of television advertising on children.
This remains a field which should be subject to more
extensive research * More recently, Emilie Griffin
(1976), director of the Children's Advertising
Review Unit of the NAD stated that “research is
needed because it will serve to make guidelines
codes, and government actions fair to children and
adverusers alike.”

DEFINING THE ISSUES

We began this report by attempting to identify a
set of 1ssues that would serve as a framework for the
review of exisuing research. Several problems made
this selection process difficult. One fundamental
difficulty is that the various issues raised in the
debate are often rooted 1n personal values. Some cri-
tics feel that any advertising directed at children 1s
unfair and unacceptable, while some defenders of
the system feel that any regulation of advertising
practices 1s an abridgement of rights in our basically
free-enterprise economy. Given such exireme points
of view, objective discussion of any specific 1ssues is
difficult indeed. Beyond a very few oasic points of
agreement—for example, all would agree that
children should not be harmed or exploited—critics
anu defenders of advertising share very little com-
mon ground in the controversy. One man’s “ex-
ploitation of children” 1s another’s “consumer
socialization ™ '

Another problem 1s that the issues whlch have
been advanced by various individuals or groups in-
volved 1n the debate have frequently been stated in-
completely or too broadly, alleging an effect without
a specific cause, or a cause without a specific effect.
For example, the charges that advertising leads to
“materialistic values,” or that “arimation in
children's advertising is misleading,” would be
difficult to test empirically or to remedy with a
realistic policy for corrective action. The charge that
animation 1s misleading neither specifie: what
aspects of animation are misleading, nor how the
children are misled. Simiiarly, it would be difficult
to recommend action on the charge of materialistic
values without a realistic and objective understand-
ing of this concept, a knowledge that advertising tn
fact fosters the development of such atttitudes, and a
widespread agreement that such attitudes are detri-
mental to children and/or to society One cannot
realistically propose a corrective device without un-
derstanding causal factors, and one cannot evaluate

a charge that a practice 1s “*bad’" without specific in-
dications of the aileged consequences of the practice.

These problems indicate the need for a more pre-
cise specification Of issues, as well as for a moi¢ ade-
quate theoretical and empirical base for the in-
vestigation of these issues. Thus, we followed three
distinct steps in our effort to define the issues more
precisely and objectively: (1) we conducted an initial
literature review; (2) we then surveyed interested
parties in the controversy for their views of the
issues, and only then did we (3) develcp a frame-
work of issues that seemed to us most meaningful
and investigable.

The initial literature review was undertaken 1n
order to help develop a list of issues of concern to all
interested parfies, and to identify a group of “key”
studies—i.e., those studies which seemed most likely
to yield an understanding of some aspects of televi-
sion advertising's effects on children. Four docu-
ments were particularly useful in helping to identify
the issues, since they were statements of the major
areas of concern from the perspectives of industry
(the NAB Television Code and the NAD
guidelines), of government (a speech by past FTC
chairman, Lewis Engnian), and of consumer-interest
groups (a series of children’s advertising guidelines
proposed by a group of consumer advisers to the
FTC).

In our second step, we surveyed advertisers and
advertising agencies, politicans, regulators, industry
associations, consumer groups, and academics. All
were asked to evaluate our preliminary list of issues.
Forty-five responses were received out of the ap-
proximately 125 questionnaires mailed. Few en-
tirely new issues were suggested in these responses;
rather, most respondents urged us tc "modify the
wording of the issues we posed, or to broaden or nar-
row them. Some advertisers, for examyle, urged us
to consider more of the “positive™ results of adver-
tising on young people; some urged us to review the
constitutionality of regulations of advertising prac-
tices affecting children. On the other hand, some
consumerists urged us to focus ~n the nutritional
characteristics of advertised food products priar to
the question of the effects of advertising itself. Many
of the responses from academics suggested topics for
research which also raised policy issues.

Following these preliminary activites, we were
prepared to synthesize the results and specify the

A}
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framework of issues which would become the focus
tor the project. We agreed on five poiats which were
useful 1n this synthesis

I We would distinguish between 1ssues arising
from advertising 1n general and issues related
to the specific products advertised, We decided
not to make judgments about the quality of ad-
vertised products, since these questions were
beyond the scope of the project and outside the
specific expertise of the project staff.

2. The 1ssues to be considered would encom pass
all advertising to which substantial numbers of
children are exposed, not just commercials
specifically intended for children and broad-
cast within the context of children's program-
ing.

3. While many of the issues pertain to alleged
negative effects, we would attempt, where
possible, to identify 1ssues pertaining to posi-
tive or beneficial effects of television adveit)s-
ing.

4. Although many of the alleged negative prac-
tices n advertising occur relatively infre-
quently (e.g.. portrayal of unsafe activities,
urging parents to buy), we decided that since
they do occur or have occurred, they should be
included 1n the analysis.

5. Because we believed that the issues should be
practical, we decided that the final set of issues
would be most productively stated mainly in
terms of advertising characteristics or practices
which on the basis of research results could be
corrected or modified. Thus, our main cri-
terion 1n selecting these issues was urility: Is
some action suggested by the empirical
knowledge :elating to the issue? Does empiri-
cal information suggest some change or some

+ continuation 1 a p-actice? For example, one
cannot readily alter the television viewing pat-
terns of children from different socioecornomic
family backgrounds, although such differences
may exist and may affect their responses to ad-
vertising. One can, howgver. modify, elimi-
nate, or leave unchanged certain advertising
practices, such as the use of “host-selling,” on
the basis of empirical evidence of this prac-
tice's effects on children )

x
(iiven these considerations, we derived the
following list of ten issues The first seven deal with
particular practices or characteristics of television
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advertising; the final three issues are concerned with
the cumulative exposure of children to television ad-
vertising and with some potential mediating factors
on the effects of this exposure-

1. Children’s ability to distinguish television
commercials from program materials.

2. The influence of foimat and audio-visual
techniques on children’s perceptions of com-
mercial messages

3. Source effects and self-concept appeals in
children’s television advertising.

4 The effects of premium offers in children’s
television advertising.

5. Violence and unsafe acts in television com-
mercials directed to children. '

6. The impact on children o‘f proprietary
medicine advertising ‘

7. The effects on children of television food ad-
vertising.

8. The effects of volume and repetition of televi-
sion commercials.

9 The impact of television advertising on con-
sumet socialization

10. Tclevision advertising and parent-child rela-

tions. :
THE ORGANIZATION OF THIS REPORT

Reviews of existing research relevant to each of
these 1ssues follow in chapters | through 10. In each
ot these chapters, we briefly introduce the issue and
then review the current and proposed regulations
regarding that issuc. The intent here is to determine
to what extent existing regulations and industry
codes address the issue. A third section 1n most of
the chapters assesses the incidence of the advertising
practices or characteristics in question. Here we rely
on data from available content analyses. The body
of each chapter reviews and evaluates the empirical
research evidence relating to the practice or charac-
teristic. Finally, each chapter summarizes the evi-
dence and offers recommendations for future research
pertinent to that issue. A preliminary section to these
10 chapters—Background. Children’s Television
Viewing Patterns—presents the available data on
how much television children watch, when they
watch, and what they watch.

Chapter |1 reviews the evidence of the previous
chapters in terms of what it tells us about the links
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between television advertising, its possible effects on
children, and the mgdiating variables of long-term
exposure, consumer socialization, and parent-child
relations The final chapter presents a more general
view of our suggestions for future research. Here, we
have not attempted to spell out research projects in
detail, but rather to indicate the major directions we
beheve should be pursued in order to resolve the
most 1mportant unanswered questions about the
effects of television advertising on children. Some of
our suggestions closely follow existing lines of
research; others propose entirely new directions
Begause the need for additional research 1s great, we
hope readers will give careful attention to this
chapter

In addition to a bibliography, the back mattar of
this report includes three appendices.

Appendix A consists of detailed, comparative
evaluations of 21 key studies specifically con-
ceri. | withthe effects of television advertising on
children. These studies are reviewed 1n terms of
their objectives, child samples, methods, statisti-
cal tests, and results. This appendix 1s intended as
a technical supplement to the literature reviews in
the main body of the report

ERIC
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Appendix B provides a statistical summary ot the
results of a survey we conducted of researchers
and research facilities which could be called upon
to conduct future research projects Through a
widely circulated questionnaire, we sought to
identity researchers in academic and other in-
stitutions with (1) a professed 1nterest 1n assessing
advertising's impact oa children, (2) a demon-
strated research competence, and (3) an ex-
pressed 1nterest in conducting policy-relevant
research. Some 345 responses were recetved A
full listing of individual respondents—along with
their affiliations, past experience and current in-
terests—has been issuced separately

Appendix C contains the NAD's "Children’s Televi-
sion Guidelines” and the NAB's “Children’s Adver-
tising Guidelines ™

The bibliography includes the reseerch studies
cited 1n the text, as well as a listing ot important
policy statements. theoretical articles and books,
reports of key hearings, and relevant secondary
references
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Chapter ii

BACKGROUND: CHILDREN'S TELEVISION VIEWING PATTERNS

Knowledge of children’s television viewing pat-
terns s relevant in several ways to a consideration of
the etfects of television advertising on children. For
example, data on children’s total viewing time can
be used to estimate their total exposure to television
adverusing Information on the times that children
watch television and the programs they favor 1s
usctul in determiming the kinds of commercials
children are likely to see. In this background
chapter, we will review the available evidence on the
tollowing specitic questions

e At what age do chiidren begin watching televi-
sion?
How much television do children watch”
How much television advertising are children
exposed to?
When do children watch television?
What kinds of programs do they prefer?
What 1s the relationship between children’s
viewing patterns and the industry codes
governing advertising to children”

Three important potnts should be noted at the
outset First, “children’ in the context of this report
are conventionally defined as youngsters between
the ages of 2 and 12. Within such a wide age range,
there are great differences. of course. The viewing
habits and preferences of a 3- or 4-year old are
different from those ot a 6-year old, and vastly
ditterent trom those of a 10- or 11-year old Unfor-
tunately, these differences are frequently tgnored 1n
discussions of “children’s television.” Whenever
pcssible, we will take account of these age
differences in the following discussion.

Second, theie 1s no single, wholly satisfactory
source of data on children’s television viewing pat-
terns. There are many different ways to collect such
data, and each 1s likely to produce different results.
For example, Schramm, Lyle, and Parker (1961)
compared four separate measures of the amount of
weekend television viewing by a group of 24
children: (1) a child’s general estimate, (2) an un-
supervised diary kept by cach child; (3) a surrep-
tittous measurement by older siblings: and (4) an in-
terview 1n which the investigators aided the child’s
recall of programs watched These four methods

y
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yielded estimates which varied by as much as 20 per-
cent An additional problem with most scientific
studies of children's television viewing is that they
are usually based on small samples taken over
limited periods of ime and are therefore difficult to
generalize

Third, most of the studies of children's viewing
patterns lack a precise definition of “television view-
ing.” The term can be used to encompass a broad
variety of behaviors, ranging frum rapt involvement
to mere presence 1n a rcom in which a television set
1s operating. The latter extreme probably should be
(but 1s not always) excluded from the definition of
television viewing; but even within the “normal”
range of viewing, research studies have established
that quite different levels of involvement can be in-
cluded. For example, both surveys and observations
have demonstrated that children's viewing is often
accompanied by other activities, such as talking, eat-
ing, and playing (Lyle and Hoffman, 1972a; Mur-
ray, 1972); and laboratory studies have shown cori-
siderable variations in children’s visual attention to
the screen, even when watching television 1s their
only activity (Ward, 1972; Wartella and Ettema,
1974).

In light of these limitations, the statistics cited in
this chapter must be regarded as gross measures of
children’s viewing time and not as precise records of
moment-to-moment attention by the children
studied Much of the data in this chapter comes from
the A. C. Nielsen Company, which compiles the best
known and most detailed statistics on national
television audiences.! There are both important ad-
vantages and disadvantages to these Nielsen data.
Some of the advantages are: (1) The data are based
on a relatively large and representative national
sample (approximately 3,600 families), (2j The

'Both A C Nielsen and a second company, Arbitron. also
provide market-by-market data on the viewing audiences for
local stations  These statistics are important tor determining the
audiences for nonnetwork syndicated programing and for ex-
amiming possihle regional vartiens 10 viewing  patterns
However. in this chapter, we are concerned with children’s view-
ing patterns on the national level <
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Nielsen Company has been measuring television au-
diences since 1950 and therefore provides a valuable
historical picture of viewing patterns, (3) The
Nielsen Company analyzes the television audience
on the basis ot age and therefore provides viewing
data specifically on children. as well as on teenagers
and adults

The disadvantage ot the Nielsen data 1s that the
company’s purposes are not scientific. therefore (1)
Most of the data are proprietary and not publicly
available, (2) The collection and presentation of the
data are primarily shaped by the needs of Nielsen's
principal chients—broadcasters and advertisers—
not 'by the priorities of scientific research, (3) The
company subdivides its child audience into two
categories only—children 2-5 years ot age and
children 6-11 Thus. differences in responses within
these age brackets cannot be determined trom the
Nielsen data Because of these disadvantages. we
have supplemented the Nielsen data. whenever
possible. with figures from other sources

_AT WHAT AGE DO CHILDREN BEGIN
WATCHING TELEVISION?

Little attention has been given to when and how
very young children begin watching television The
only study of the beginnings of television use was
conducted in 1961 by Schramm. Lyle. and Parker
They tound that 14 percent ot the children studied
made “regular use of the medum™ by age 2 Over
one-third did so by age 3. over two-thirds by age 4,
and over 90 percent by age 6 (See table n-1)

Table ii-1

Percentage of Children Using Television at
Different Ages

Percent
using television
14
37
65
82
91
94
95
96
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Although more recent data are not avatlable, it
scems likely that with the increased ownership of
television sets since 1961.2 and with the advent ot
progranung intended specifically for preschoolers
{e.g.. Sesume Street), more children are becoming
regular viewers at a very carly age Even on the basis
of these dated figures. we can conclude that a ma-
jority of children are watching television regutarly
betore age 4

HOW MUCH TELEVISION DO CHILDREN
WATCH?

Children’s viewing patterns vary considerably
trom individual to indvidual. as well as trom day to
day tor the same individual N=overtheless. some
genew  patterns can be discerned  According to
Nielsen data from November 1975, children 2-§
years watched television an average of 26 hours and
31 munutes per week. or more than 3% 4 hours per
day Older children. ages 6-11. watched an average
ot 25 hours and 49 minutes each week. or more than
312 hours per day By comparison. the average
weekly viewing ume for all persons was 26 hours
and 59 minutes per week Teenagers and working
women and men under S5 watched less time than
children. nonworking women over 18 and men over
55 watched more than children

The data indicate that durmg the months when
school 15 in session. children under 6 tend to be
heavier viewers than children 6 years and older
I'hey also show that children’s viewing hours vary
somew hat from year to year (see table 1i-2) Overall.
Lyle and Hoftman (19724) have estimated that
children’s average daily viewing ume has increased
approximately an hour per day over the past 20
years Of course. these averages do not retlect in-
dividual variations 1in viewing patterns within an age
group For example. among the 6th graders inter-
viewed by [avle and Hottman, 25 percent reported
watching S'; hours ot television on a given day,
while another 25 percent watched no televiston at
all

-Television set ownetship i b S houscholds increased trom
90 percent at the end of 1961 16 97 percent by the end ot 1978
Even more dramatic has been the increase in homos contaimng
two o more sets trom T pereent at the end o1 1961 1o 43 per-
vent by the end of 1975 (Naelan 1976

- ERIC '23
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Tabte ii-2

Children's Average Daily Viewing Time (1966-75)

- November 1966
November — December 1968*
November 1970
November 1972
November 1974
November 1975

2-5 year olds 6-11 year olds

314 2:59
328 4:01
3.40 3.11
354 3:39
345 3:26
3:47 341

*1968 data cama from a 6-week measurement period (Nov 1 Dec 12), 4-week periods were used

in the other years

A number of studies have attempted to determine
thie factors that influence individual ditferences in
the amount of television viewed by children. A rela-
tionship has been found, for instance, between high-
er viewing times and lower parental socineconomic
status (Schramm, Lyle, and Parker, 1961, Mclntyre
and Teevan, 1972, McLeod, Atkin, and Chaftee,
1972) Viewing differences have also been corre-
lated with intelligence, ethnic background, and level
of social adjustment However, most ot these
differences are not dramatic and have been found
primarily among older children and adolescents
Moreover, as television has become more universal,
research has indicated substantial reductions ot
these differences (Roberts, 1976) '

Allowing for indwvidual differences, ve can sately
conclude that the average child over the past decade
has watched 3 to 4 hours of television per day
Schramm, Lyle, and Parker’s description in 1961 of
the pervasive role of the medium n children’s lives
1s stll appropriate today

Throughout the preschool years, television
time far exceeds other media time, 1n tact. 1t
usually exceeds the total ot all other media
time . . Two-thirds of ail children are
already television vieweis betore they have
much experience with movies Even at the end
of 10 years, when they are making some use ot
all media, television 1s the only one they are
using day after day At age 10, three-fourths of
all children, as we discovered, will b: likely to
be watching television on any given day. This s
more than twice the percentage tor any other
medium at that age
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HOW MUCH TELEVISION ADVERTISING ARE
CHILDREN EXPOSED TO?

Some of the i1ssues we deal with in this report con-
cern the long-term cumulative effects of television
advertising on children. Thus, we have tried to
derive a rough estimate of the average child’s yearly
exposure to teievision advertising Our computa-
tions, explained helow, suggest that children on the
average are exposed to some 20,000 commercial
messages each year, or shightly more than 3 hours of
television advertising cach week * Of course, light
viewers (or heavy public television viewers) would
see tewer commercials, and heavy viewers might see

considerably more =

These tigures were reached by muluplying 365
days per year times the average number of viewing
hours and the approximate number of commercials
per hour The figure for the number of viewing hours
per day was based on an average of Nielsen estimates
tor 1974 and 1975 (see table 11-2). Since Nielsen pro-
vides separate data tor 2-§ year olds and 6-11 year
olds, we computed estimates for each of these age
groups. and we accounted for noncommercial public
television viewir g time by reducing these estimates
by 10 percent (probably a high figure, except tor
preschool devotees of Sesame Street)

‘These estimates are close to these made by others For ex
ample Rohert Choate, in testimony betore the House Subcom
mittee on Communications (1975) stated that the average child
sees over 22,000Fcommercials cach year ' 1 ewis kngmarn, ex-
charrman of the FIC, ecimated that the average high school
graduate will have seen 350000 commercial messages (1973)
That tigure dinvided by 16 vears gives an average of 21 875 com
mertals per vear
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Reaching a fairly accurate estimate of the number
of commercial messages per hour was more
problematic, since regulations governing the max-
tmum amount ot “nonprogram material” per hour
difter for different times of the day and also change
periodically. At present, the NAB code states that
nonprogram material may occupy no more than 9!/;
‘minutes per hour during prime time and weekend
children’s programing time,* no more than 12
minutes per hour during weekday children’s
programing, and no more than 16 minutes per hour
at all other times ¢

)

There were two other problems in determining
the number of commercials per hour. First, the
length of individual commercials vartes, ranging
from 15 to 60 seconds Hiwever, since Barcus
(1975a) reports that 98 percent of commercials

monitored in his studies were 30 seconds in length,
we azcepted his tigure as an adequate estimate  Sec-
ond, not all nonprogram material 1s advertising.
This category also includes public service announce -
ments, promotional commercials for other television
programs, and program credits in excess ot 30 scc-
onds: (Code News, June 1974) Due to these varia-
bleg we chose to use conservative estimates We
have used 9'/2 minutes per hour ot nonprogram
material as a base. At 30 seconds per commercial.
this would result 1n 19 nonprogram messages per
hour We then assumed that 10 percent of these 19
messages, of two per hour, were not commercials,
leaving an average ot 17 commercials per hour

Applying these figures to our formula, wearrived
at the following

Avg hrs/day Minus Avg hrs/day Avg no. Avg No.

of TV viewing 10% PTV comm'l TV comm’'ls/ comm'’ls
Age: (‘74-75) viewing viewing hour Days viewed/yr
2-5 37 -04 = 33. x 17 X 365 =~ 20,476
6-11 35 -04 = .31 x 17 % 365 = 19,236

WHEN DO CHILDREN WATCH TELEVISION?

The kinds of commercials children see depend
upon the hours when they watch television Weekend
mornings and especially Saturday mornings are
generally thought of as “children’s television hours™
and do represent heavy viewing periods for children
However, according to 1975 Nielsen data (see tigure
n-1), the weekend daytime hours from 700 am to
4:30 pm account tor only 16 percent of the total
weekly television viewing ume for children 2 to i1
years old. For children under 6. the greatest amoz:nt
of viewing, 30 percent. occurs on weekday mornings
and afternoons (700 am -4 30 pm ) Late after-
noon and carly evening hours (4 30-7 30 pm.) ac-
count for 27 percent of the total, and carly evening
and prime-time hours (7 30-11 00 p m ) account tor
24 percent Children 6 to |1 years do most of therr

sChildren’s programing yme 1s detined ds “those hours other
than primc tme 10 which programs imually designed tor
children under 12 years of age are scheduled” (NAB Code Newus
June 1974)

sAccording te Barcus (1976), monitoring of weckend and
weekday afternoon children’s progrannng mdicated that the ac
tual time devoted to nonprogram material exceeded these ity
oft some stations

viewing (36 percent) during prime time, tollowed by
the later afternoon and early evening hours (30 per-
cent). Thus, for all children under 12, the hours
from 4 30 pm.to 11 00 pm, Monday-Sund-y . ac-
count for more than halt their average weekly view-
ing

A second way ot exanmining this intformation is to
look at the average number of childrenin the televa-
sion audrence over the course ot a4 day These data,
based on the 1974 Nielsen mcasurements (the most
recent year tor which detailed hour-by-hour
statistics were avatlable) are presented in tigure n-2
Figures 11-2a and b represent estimates ot the na-
tional child audience on Saturdays and Sundays.
from 700 am to 6 00 pm Figure n-2¢ represents
the child audience on weekdays until 6 00 pm . as
well as the number ot children viewing television
Mondays through Sundayvs during the evening hours,
trom6 00 pm to 30 pm Since eveming viewing
patterns ditter only shghtly trom wceekday. to

"Barcus studies wore contined to chidd dircaed commerands
during children’s programing However
bovame the standard length tor most adule onentod Commer
cials

W seconds has alvo
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weekends, they are combined here to present the au-
dience over the course of the entire week (Note that
these graphs represent averages at given times, rot
cumulative audiences )

In general, the number of children watching
television increases rapidly durmg the course of the
early morning hours (especially on Saturday), then
decreases during the late morning and early after-
noon. The number begins to increase again 1n mid-
afternoon until gbout 5:30 p.m., when 1t falls off
temporarily (due, probably, to children’s low 1n-
terest 1n news). The child audience then continues to
rise to a peak at about 8:00 p.m. (see figure ii-2c)
The size of the child audience falls off rapidly
thereafier, aithough nearly 25 percent of all children
are still watching television at 10:00 p.m Even at
11:00 p.m., approximately 10 percent of all 6-11
year olds are still counted 1n the television audience

Some age differences in viewing patterns are
noted in Figure u-3, which presents the viewing pat-
terns for children 2-5 and 6-11 yeais.” While the
graphs in the two figures are roughly similar 1n

"These figures are in terins of both absolute numbers and of
percentages of children 1n each age bracket Since there are ap-
proximately 9 milhon more 6-11 year olds than 2-5 year olds,
the percentages provide more direct comparisons

Q
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dielsen

(1376)

shape. the weekday morning audience of older
children is much .maller because of school attend-
ance. By contrast, the portion of older children in
the audience during prime-time hours 1s significantly
greater (peaking at shightly iiore than 50 percent of -
all 6-11 year olds at 8:00 p.m.). Sumular breakdowns
were not available for weekend daytime viewing, but
smalier age-related differences would be expected.
since school attendance or bedtime patterns are not
factors at these times. -

WHAT KINDS OF TELEVISION PROGRAMS DO
CHILDREN FAVOR?

The kinds of commercials children see are deter-
mined net only by the hotrs when they watch televi-
sion, but also by the specific programs they watch.
As with other aspects of childrén’s television view-
ing, their extremely diverse program preferences are
related to age. Schramm, Lyle, and Parker {1961)
reported that the favorite programs of preschoolers
are predominantly those designed specifically for
children: “the programs have apimals, animated
charagters, or puppets as their chief characters—are
all 1n story form, are full .of action (often slapstick ), -
and often have a heavy component of laughter.” By
the time children are midway through elementary
school, their preferences have broadened to include
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FIGURE 11-3
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child-oriented adventure and variety programs,
situation comedies, and westerns. By the time
children leave elementary school, their preferences
encompass most categories of programing watched
by adults.

These findings were confirmed in a study by Lyle
and Hoffman (1972b), who repotted on the favorite
television programs of preschool children (3-,'4-,
and 5-vear olds) (see table 11-3)

Table -3
Television Program Preferences of Preschoot
Children
Program or of ram % of 3-,4-,
rog type of prog S-year olds
Flintstones . 26
Sesame Street (noncommercial) 16
General cartoons ) 12
Violent cartoons -11
Mickey-Mouse-type cartoons 5
Situation comedies 5
Family situatlon comedies 4

Even within this 3-ye5’r age span, some striking
changes were revealed by the study. For example, 30
percent of 3 year olds reported Sesame Street as their
favorite program, whereas only 12 percent of the 5-
year olds expressed this preference. Conversely,
situation comedies were not considered favorites by
any 3-year olds, but 12 percent of the 5-year olds
chose the situation comedies.

Evidence on the viewing preferences for older
children comes from a study in which a nationai
probability sample of 6-7 and 8-10 year olds were
asked to name the programs they had watched most
recently {(Gene Reilly, 1973c). Table ii-4 shows the

percentage of each group that named a particular
show:

Table li-4

Favorite Programs of Schoot-Age Children
% of 6-7 % of 8-10

Type of program year olds year olds
Situation comedies 51° 58
Cartoons 45 40
Other children’'s shows 33 - 31
Adventure shows 17 33
Game shows 16 25
Children’s educational

shows 19 7
Science fiction shows 10 9
Westerns - 10 10
Movies 5 + 15

™

*Percentagesadd up to more than 100 percent because of fre-
quent muitiple responses

We can see that by age 6 pr 7, children are watch-
ing a broad variety of programs. This is confirmed
by Nielsen estimates (1976) of the number of child
viewers for various kinds of prime-time programing.
Nielsen divided prime-time programing into five
categories, with the estimated average child_au-
dience for each type of program. The figures for the
period of October-December 1975: situation com-
edy, 5.22 million; general drama, 3.68 million;
variety, 3.38 million; feature film, 2.83 million;'and
suspense and mystery drama, 2.46 million. Although
these are large numbers, the most popular programs
among these genres draw substantially greater num-
bers of children. For example, table ii-5 lists the
child audience estimates by Nielsen for the 15 shows
most watched by children in 1973:
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Table ii-5

Most Popular Programs Among Children (1973)

Average number % of acdience

of child viewers % of all that are

(millions) children children
1. Brady Bunch 12.08 331 40.2
2. Partridge Family 11.73 322 34.3
3. Wondertul World of Disney 11.02 30.2 275
4. * 'in the Family ) 8.89 244 14.7
5. Emeigency — 8.89 24.4 237
6. New Scooby Doo Movie 8.89 24.4 70.2
7. The Waltons 8.89 244 237

8. Adam 12 7.47 20.5 20.7 -
9. Flintstones Comedy Hour 7.11 195 60.5
10. Josie and the Pussycats \ 7.11 19.5 68.4
11. Sonny and Cher 7.11 19.5 19.6
12. Sanford and Son 6.75 18.5 14.0
13. Room 222 6.4 175 233
14. Bridget Loves Bernie 6.04 16.8 174
15. Mary Tyler Moore . 16.6 155

It 1s interesting to note that only three of these shows
(The New Scooby Doo Movie, Flintstones Comedy
Hour, and Josie and the Pussycats) were seen Oul
weekend mornings. The remainder were all prime-
time <vening programs.$

INDUSTRY CODES AND CHILDREN'S
VIEWING PATTERNS

Other chapters of this report will consider specific
advertising practiccs by the NAB and NAD codes.
Here, we will be concernced only with the relation-
ship between the preceding evidence about
children’s viewing patterns and how these codes
define “children’s television.” '

According to the NAB “Children’s Television
Advertising Guidelines™ (effective September 1,
1976), the guidelines are meant to apply to:

8A more recent but less detailed listing of most popular
programs shows that. although specific programs have changed.
the general pattern has remained constant As of the fall 1975,
the 15 maost popuiar shows aniong children under 12 were

i
2
3
4
S
6
7

Six M llion Dollar Man,
Happy Days,

Emergency,

Wonderful World u/ Disney
Welcome Back, Kotter,
‘Luttle House on the Praire,
Shazam, Isis Hour,

6.04

Advertising of products designed primarily for
children, or to auvertising which 1s telecast
during programs designed primarily for
children or within station breaks between such

_ consecutive programs, designed primarily for
children.

In another sect:on of the NAB code, dealing with
time standards for children’s advertising,
“Children’s Programing Time" is defined as “‘those
hours, other than prime time, in which programs ini-
tially designed primarily for children under 12 years
of age arg scheduled.”

In an earlier version of the code (October 1973),
“Children's Programing Time"” -was defimed more
simply to apply during “that continyous period of
time between the hoursof 7.00 a.m. and 2:00 p.m. on
Saturday and Sunday.” Thus, in practice, the revised

8 Swiss Family Robinson,

9 Good Times.
10 Scooby Doo, Where Are You®,
11 The Waltons,

12 Land of the Lowt,

13 Sanford and Son,

14 Rhoda.

1S  When Things Were Rotten

As tn 1973, just three of the top 15 programs appeared on Satur-
day mornming (#7, #10, #12), the remainder were prime-time
programs
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language of the 1976 code extends the applicability
of the guidelines very httie: They now apply only to
programs Shown on weekend mornings and to a
limited number of other programs orniented
specifically to children (such as Captain Kangaroo
and occasional afternoon children’s “'specials™) The
guidelines do not apply to most afternoon program-
ng nor to prime ime—which are periods oi substan-
tial child viewing, as we have seen. In fact, children
on average do only about 15 percent of their viewing
at times when advertising 1s regulated by guidelines
intended to protect children Only 3 out of the 15
most popular programs among children are broad-
cast during this so-called "Children’s Programing
Time "

At first glance, the NAD guidelines seem to be
broader 1n application Thcy are based not only on a
program’s intended audience, but on the actual com-
position of that audience They are meant to apply
both to “children’s programs” (1.€., programs in-
tended primarily for children) and to those
“programs in which audience patterns typically con-
tain more than 50 percent children ™

In practicé, however, these guidelines rarely ap-
ply outside of weekend mornings. Population
statistics indicate that children between the ages of 2
and || comprise approximatelv one-fifth of the U S.
population. (As of September 1975, Nislsen esti-
mated that there were 34,81 million claldren, out of
a total viewing audience of 200 17 milhon persons,
so that children ages 2 through 1] represented 17.4
percent of the total viewing audience ) Thus, there
are far fewer potential child viewers than nonchild
viewers. For a program to attain an audience of 50
percent children, more than four times as many po-

tential child viewers must watch the program for ev--

ery potential adult viewer o

>

This means that the application of the NAD
guidelines 1s determined at least as much by adult
viewing patterns as by children’s. As table i1-5 indi-
cates, only three of the 15 most popular shows
among children 1n 1973 (New Scooby Doo Movie,
Josie and the Pussycats, Flintstones) had audiences
that were more than 50 percent children. For the
three most popular shows—Brady Bunch. Partridge
Fumily, World of Disney—children comprised 40.2,
34.3, and 27.5 pe. cent of the audience respectively.
Moreover, according to 1975 Nielsen data, the
average network children’s program attracted an au-
dience of 3.94 million children, out of a total 6.73

million viewers (58 5 percent children). whereas all
network programs shown from 7 30-9 00 pm at-
tracted an average of 5 43 mithion children as part of
a total audience of 26.28 mylion viewers (20.7 per-
cent children) Thus, audiences for early evemng
prime-time programs contained, on average, nearly
I 5 million more children than the audiences for
programs intended specifically for children. In hight
of these figures, 1t appears that “children’s program-
ing” 1s being defined partly by a program’s
popularity among children, but also partly by 1ts un-
popularity among adults

Critics have charged that as a resuit of these
policies, children are exposed to a large amount of
advertising not intended for them and not covered
by regulations ostensibly intended to protect them.
This includes advertising for potentially hazardous
products—such as nonprescription drugs, alcoholic
beverages, power tools, household cleaners, and
other chemical products—products for which adver-
tising is not permitted during children’s viewing
hours. The critics assert that if such allvertising is
designed to mot:,ate adults to use them. it may also
motivate children to use them

Two counterarguments are offered First, that
children are interested only 1n products appropriate
to their ages (toys, snack foods, etc.) and disregard
commercial messages that are obviously adult-
oriented Second, that when children are a minority
of the total audience (¢ g.. during prime time), they
are most frequently watching television 1n the com-
pany of adults, who can correct any potential misun-
derstandings of adult-oriented advertising

3

SUMMARY: NEEDED RESEARCH ON
CHILDREN'S VIEWING PATTERNS

It 1s clear that watching television 1s a nearly
unwversal experience tor children growing up in this
country. Most children begin watching television at
an early age. After age 2, the majonity of children
watch some television every day and average be-
tween 3 and 4 viewing hours per day through age 11.
This volume of television viewing means that a child
will see some 20,000 commercial messages each
year, or approximately 3 hours of television adver-
tising each week.

We have seen that some children are likely to be
watching television at any time of the day or night,
but that the'r viewing is heaviest during prime-time
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evening hours and late afternoons (more than half of
viewing by children ages 2-11). The weekend
daytime “children’s hours’ represent less than one-
titth of children’s total weekly viewing. We have also
seen that very young children tend to prefer
specifically child-oriented programs, but that their
tastes rapidly broaden to include virtually the entire
spectrum of program tvpes. Thus, by the time a child
leaves elementary school, his or her program
preferences are likely to be closer to those of adults
than those. of preschool siblings.

On the whole, knowledge of children’s viewing
patterns s fairly extensive, especially in comparison
with other areas reviewed 1n this report. One topic

deserving further research attention 1s the influence’

of factors in the background and environment of
children which might determire individual viewing
patterns. Another important issue: Should
“children’s television” be defined for regulatory
purposes as programs intended specifica'ly for
chidren, or should the definition include any
program watched by a substantial number of
children? If the latter, how should the term “sub-
stantial” be defined?”” We have seein that mostgof
children’s television viewing, and therefore the com-
mercials they are exposed to, occurs at times other
than those covered by children’s advertising
guidelines

PAFulToxt Provided by ERIC

Most of the research (and virtually all of the
laboratory studies) conducted to date on the effects
of television advertising on children have becn con-
cerned with child-oriented commercials. Research is
needed that will examine such questions as' Do
children discriminate 1n any significant ways be-
tween programing or advertising intended for
children and that intended for adults” How much at-
tention do children give to adult-oriented commer-
cials? How do they respond to them? Is there a po-
tential for children to musunderstand commercial
messages addressed to adults? Is a child’s reception
of adult advertising affected by the presence or ab-
sence of adults? Some of these questions are touched
upon 1n other sections of this report

9The consumer advisors to the FTC's Children’s Television
Advertising Project proposed two categories of advertising
affecting children. each with its own set of regulations (1) A
‘children’s commercial”* would be defined as “"a commercial in
or near a program or which children comprise over 50 per-
cent of the audtence{ and (2) a “family commercial” would be
defined as "a commercial w or near 3 program for which
children comprise over 20 percent but nof more than 50 percent
of the audience” (Consumers Advisors, 1974) According to
these standards, 7 out of the 12 prime-time programs most popu-
lar with children (see table 11-3) would be classified as “family
programing = |
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LITERATURE REVIEWS

As indicated in the Introduction, chapters 1
through 10 in this section review the existing
research relevant to the 10 key issues we have iden-
tified. As a result of organizing the review in this
way, the same study may be cited in several chapters.
For example, results from Atkin's study (1975f) of
*‘parent-child communication in supermarket break-
fast selection” are discussed in the chapters on pre-
mium offers (4), television food advertising (7), and
parent-child relations (10). In addition, a specific

policy yuestion may be treated 1n relation to more

Jhan one issue. Thus, the question of th ¢ clustering of

ads is discussed in terms of the program-commercial
separation issue in chapter 1, and as a “volume”
issue in chapter 8.

Finally, we remind the reader that 21 ‘“key

" studies” are reviewed technically in appendix A. A

list of the studies included in this review appears at
the beginning of the appendix, page 289.
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Chapter 1

CHILDREN’S ABILITY TO DISTINGUISH
TELEVISION COMMERCIALS FROM PROGRAM MATERIAL

In its 1974 inquiry into chiidren’s programing
and advertising practices, the FC( called attention
to the Federal Communications Act requirement
that all advertisements on radio and ielevision indi-
cate clearly that they are paid for and by whom

The rationale behind this proviston is, in part,
that an advertiser would have an unfauy advan-
tage over listeners if they could not diffcrenti-
ate between the program and the commercial
message and were, therefore, unable to take its
paid status into consideration in assessing the
message. (FCC, 1974)

In considering the question of fairness to young
viewers of television advertising, the Commussion
was concerned with two different but related kinds
of viewer comprehension: The first involves the
ability of a viewer simply to perceive commerciais as
distinct and separate material from the adjacent
programing, the second deals with the viewer's un-
derstanding of the selling purpose of television com-
mercials. For adult viewers, we can generally
assume that perception of a television advertisement
is accompanied by an understanding ot its promo-
tional purpose. The same assumption cannot be
made when the viewers are children That 1s, some
children may be able to correctly identify a televi-
sion message as a commercial and still not com-
prehend its purpose.

We must consider two aspects of comprehension
when questioning whether a child's inability to make
accurate distinctions between commercial and
program material may provide the advertiser with
an unfair advantage .

1. Do children perceive commercial messages to
be distinct and different from program con-
tent? What conditions act to blur children’s
perception of the separation between commer-
cial advertisements and program content? To
the extent that children do ror spontaneously
separate commercial and program content,
what can be done to assist them 1n making the
distinction?

2. To the extent that children dq distinguish com-
mercials from program content, are they able

to assign different intentions to the two?
Specifically. do children 1dentify the selling of
a product as the intention of acommercial, and
do they distinguish this intention fromn the in-
tention of program content? Finally, to the ex-
tent that children perceive commercials to be
distinct from programs and are able to unders-
tand the sales intention of the commercials,
does this awareness act as a mediator between
commercial messages and their -resulting per-
suasive effects?

CURRENT AND PROPOSED REGULATIONS

In the course of its 1974 inquiry, the FCC
reported that children, especially young children,
apparently have considerable difficulty distinguish-
ing commercial from program matter. The FCC
referred to research evidence which found that
children do not begin to understand the selling in-
tent of commercials until they have started grade
sckool.! On the basis of the information the Com-
mission had gathered, it concluded that:

If advertisements are to be directed to
children, then basic fairness requires that at
least a clear separation be maintained between
the program content and the commercial
message so as to aid the child in developing an
ability to distinguish between the two.

The Commission suggested that either an an-
nouncement or some form of isual segment might
be used before and after each comm.ercial interrup-
tion 2 Following discussion that same year with the
Commission’s chairman and staff, the NAB
amended 1its advertising code in 1975 tn take this
basic fairness requirement into account: “Commer
cials, whether live, film or tape, within programs in-
ially designed primarily for children under 12

1The studtes referred to by the FCC (Blan. Spencer, and
Ward, 1972, Ward. Reale. and Levinson, 1972) are discussed
later in this chapter !

2The FCC did not consider “clustening” of commercials at
the beginning and end of a program to be necessary in providing
a clear separation between advertising and program content (see
later 1n this chapter and also chapter 8)
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years of age shall be clearly separated from program
material by an appropriate device "}

The FCC also dentified a specific advertising
practice—the use of progran. characters to promote
products (“host-selling™)—which, 1n its opinion,
takes unfair advantage of children by making
differentiation of commercials more difficult Two
problematic effects of host-selling’were pointed out
by the FCC. (1) the program and the commercial
become interwoven, thereby hindering the distinc-
tion between them, and (2) the sales technique takes
advantage of the trust which children place in
program characters The Commussion expressed the
belief that . . . the use ot a program host, or other
program personality, to promote products in the
program 1n which he appears 1s (not) a practice
which ts consistent with licensees’ obligation to oper-
ate 1n the public interest "+

In 1975, both the NAB and the NAD ncorpor-
- ated a restriction on host-selling 1nto their codes for
children’s advertising The NAB Code states

No children’s program personality or cartoon
character shall be utilized to deliver commer-
cial messages within or ddjacent to the
programs 1n which such a personality or car-
toon character regularly appears This provi-
sion shall also apply to lead -ins to commercials
when such lead-ins contain sell copy or imply
endorsement of the product by program per-
sonalities or cartoon characters

Similarly, the NAD rules specify that “program per-
sonalities or program characters (live or animated)
on children’s programs should not be used to pro-
mote products, premiums, or services in or adjacent
to any program where the personality or characters
appear ”

e

‘The specific form that this separation device should assume
was not specified by the NAB beyond the indication that the sole
use of a fade to black™ would not be adequate

‘While the Commission noted that the use of program
characters in commercials on programs other than the ones ¢n
which they appear might sull take untair advantage of the trust
relationship between the child and the performer, it recognized
that it might not be practically feasible tor small stations to
avoid using children s show personnel in commercial messages
on other programs i ’

Neither orgamization has made any formal at-
tempt to address the question of children’s com-
prehension of the different intentions of advertising
and programing. Clearly, this issue and its resolu-
tion are far more complex and difficult than the
physical separation of commercials and programs.
The FCC acknowledged this problem in its public
remarks during the 1974 inquiry “We recognize
that this (the maintenance of ‘at least a clear separa-
tion’) may be an incomplete solution to the problem

the broadcast of an announcement and/or a
visual device can only aid children 1n 1dentifying
commercials.” .

The responsibility for providing a separation
device between commercials and programing. in-
tended specifically for children has been assumed by
the individual broadcaster ‘Each of the three net-
works has designed 1ts own nonprogram “bumpers”
to serve this function during children's programing:
ABC nserts a 5-second ammated musical logo
{"“Funshine Saturday™) before each commercial
break. CBS presents a brief amimated segment with
an audio announcement (e.g., “We'll return night
after these messages,” “and now back ‘n our
program™) before and after each set of commercials.
NBC displays a 3-second program title cara on the

screen, with no audio announcement, Television sta'

tions owned by Post-Newsweek have been experi
menting with a format which clusters commercials at
the beginning and end of each children's show, pre-
ceded in each case by the following voice-over
notification-*

Post-Newsweek stations do not place comnier-
cials within children’s programs It s our
policy to cluster commercials at the opening
and closing of each program, so there will not
be any confusion between the sales message
and the entertainment portions of the program
We hope you like this approach to children’s
programing and would enjoy hearing your
comments

*The effect of this clustering approach on children s ability to
discriminate between commercial and program material 1s con-
sidered in a study conducted by Duffy and Rossiter {1975),
described 1n the Research Evidence section ot this chapter (and
alse chapter §) .

ERIC - 35

'




E

Aruitoxt provided by Eic:

As 1s apparent from these examples, no standar-
dized procedure exists tor providing the required
“clear separation’ between commercial and
program material.t Later in this chapter, we will ex-
amine the question of whether the various devices
currently in use actually achieve their intended
effect of providing children with a clearly dis-
tinguishable separation between advertisement and
program content.

With regard to the voluntary ban on host-selling,
the broadcasters have again assumed primary
responstbility for interpreting and carrying out the
code The network or station sells advertisers the op-
portunity to have a commercial run during a specific
program on a given date. Then the broadcasters
themselves put together tt > actual sequence of com-
mercials in each of the commercial groups ("pods™),
and must separate commercials featuring children’s
program hosts and characters from the programs in
which these hosts or characters appear

RESEARCH EVIDENCE

Perception of «ommercials as disunct from
programs In a pilot study conducted by Blatt,
Spencer, and Ward (1972), 20 children ranging in
age from 5 to 12 years, were exposed to a videotape
of typical Saturday morning programing and com-
mercials and then interviewed the following day
about what they had viewed. The authors found that
although the children 1n all age groups could iden-
tify the term “commercials,” the younger (kin-
dergarten) children exhibited some contusion about
the concept and judged the relationship between
commercials and programs on the basis either of
affect ("commercials are more funny™) or of coinci-
dential reasoning (“commercials are shorter than
programs’)

-Subsequent researcn extended and confirmed the
findings of this exploratory etfort (Ward, Reale, and
Levinson, 1972, Ward and Wackman, 1973) Per-
sonal 1n-home interviews werc adminstered to a

sHowever the NAB code does specity that the number of
program interruptions in children’s programing time shall not
exceed two within a 30)-minute program or four within a 60-
mtute program Another code proviston specihies that a max-
imum of 9 minutes 30 seconds of nonprogram material s per-
mitted 1n any 60 minute period during children’s programing
time Hence, commercials may be (and are) shown at the begin-
ning and at the end ot programs, and between programs Juning
station breaks

=
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sample of 67 children, ranging in age from 5 to 12
years. Children’s responses to the direct question,
“What 1s the difterence between a TV program and a
TV commercial?” revealed clear differences bet-
ween younger (5-8) and older (9-12) children 1n the
degree of verbalized discrimination between
programs and commercials. Younger children
generally exhibited a low level of differentiation,
often based on recognition of different perceptual
cues, (e.g., "coinmercials are short and programs are
long”). In contrast, most of the older children’s
responses indicated a high level of differentiation,
based upon some understanding of the meaning of
the message (e g., "programs are supposed to enter-
tain,” “commercials try to sell things™)

These findings consistently demonstrate a posi-
tive relationship between children’s age and therr
ability to describe the difference between commer-
cial and program material More specifically, the
younger children (ages 5-8 years) either expressed
confusion about the difterence or used superficial
perceptual or affective cues as the basis for the dis-
tinction. This evidence appears te have been influen-
tial 1n the FCC’s 1974 recommendation to licensees
that special measures be taken to ensure an adequate
separation between television advertisements and
programs directed to all children

All of these studies were based solely on
children’s verbal responses to abstract questions and
not on other measures of their ability to discriminate
between program and commercial material in an ac-
tual viewing situation A number of other st .Jies
monitored children's attention pitterns in an ongo-
ing viewing situation In one early attempt to ex-
amine attention patterns prior to and during com-
mercial messages, mothers of 5- to 12-year old
children were trained to observe and record infor-
mation about their children’s normal viewing
behavior (Ward, Levinson, and Wackman, 1972)
Analysis of these data indicated a tendency for the
children to exhibit a drop 1n attention when a com-
mercial was shown, compared with their attention to
the prior programing In addition, the children’s at-
tention generally continued to dechine during later
cominercials, both within a series of commercials
and over the course of the program However, the
smallest decreases in attention occurred among the
youngest (S5-7) viewers, that is, they displayed higher
levels and more stable patterns of attention to both
commercials and programs other than the older
children.

b
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The researchers speculated that this greater
stability 1n younger children's attention patterns
across both program and commercial materials may
be evidence of the difficulty they have in dis-
criminating between the two .The researchers
therefore inferred that the lower levels and greater
ditferentiation in older children’s attention to com-
mercials indicate their greater awareness of and im-
munity to television advertising 7

In a subsequent experimental study of children'’s
attention to television commercials, the investiga-
tors adopted another po:nt of view, hypothesizing
that younger children are likely to display more
differential attention to television material if the
maternial 1s varied in the complexity of its stimuli
(Wartella and Ettema, 1974) They based their hy-
pothesis on the premise that the younger and morg¢
“perceptually bound™ the children, the greater the
influence of perceptual, rather than cognitive simul
on their attention patterns. Twelve commercials-of
varying visual and auditory complexity were in-
terspersed, 1n three blocks or "pods.” throughout'a
television program shown to 120 children 3 to 8
years old # The criteria and methods used to record
the degree of children’s attention were the same as
those employed 1n the earlier study by Ward et al
As the investigators expected, the youngest (3-4)
viewers showed the greatest differences 1n their at-
Yention-to high versus low complexity commercials
and were generally less stable in their level of atten-
tion from one observation to the next Commercials
rated high 10 audirory complexity were given more
attention by the chtldren than those rated low in this
quality, regardless of the visual complexity rating

As in the Ward. Levinson. and Wackman study.
the researchers interpreted the tendency of the
children 1o change their level of attention during the
shifts between program and commercial matenal as
an indication of the children's awareness of the
difference between them However, we cannot con-
clude, on the basis of this evidence alone, that
differences 1n attention level to programing and ad-

"1t should be noted that atl children were not observed view
ing the same televisinn matertal, the particular shows and a4
companying advertising monttored 1 the study retlected the
preferences of each viewer

“The children werce separated 1nto three age groups and the
members of each age group were randomiy assined to view ane
ol four versions of this program In cach version, the order of
commercials within each block was rotated However the biocks
themselves were not rotated within the program
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Jacent advertising are attributable to the children’s
recognition of the distinctive nature of the two The
Wartella and Ettema findings suggest only that the
degree of attention paid to television material may
be a function of the material's specific audio-visual
features, quite apart from whether children perceive
the material as a commercial or a program.

Another study of the relationship between chang-
ing perceptual features of television stimuli and
chiidren’s attentional behavior measwed preschool
children’s visual attention to varied television
materia! coded for the presence or absence of par-
ticular simuli (Levin and Anderson. 1976) The
researchers found that Wspecific features of the
material, such as hively music and active motion, as
well as more generalized visual and auditory
changes, enhanced the children’s attention to the
screen Although these findings were based ypon
children’s responses to program material, rather
than to advertising, 1t 1s plausible to expect that simi-
lar changes in attention might occur as & conse-
quence of the abrupt perceptual changes 1n the shifts
between programing and commercial messages.
However, the relative influence of perceptual and
cognitive factors on children’s attention patterns re-
mamns a moot point until children’s ability to dis-
tinguish program and commercial contentas directly
measured Specifically, the eftectiveness of current
network separation devices needs to be subjected to
testing

Effects of clustered commercal formats. Some
rescarch has been conducted on children’s responses
to clustered versus dispersed commercial formats
tAtkin, 1975b, Duffy and Rossiter, 1975) Atkin

randomly assigned 500 preschool through 5th grade

children to view seven commercials which were
either dispersed throughout a cartoon program or
clustered before or following the show. The results
indicated that overall attention to the commercials
was significantly higher in the clustered presenta-
tion However, no significant differences were found
in the children’s recall of the commercials or ex-
pressed preferences for advertised products

When Dutfy and Rossiter exposed 1st and 4th
grade classes to the two commercial formats (the
clustered commercials were preceded by a vowe-
over rotification), the researchers reported that the
first graders watching the clustered version paid sig-
nificantly more attention to the commercials than
the fourth grade childrtn Among the tourth gra-
ders, the dispersed tformat produced sigmficantly
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higher attention patterns 9 As in the Atkin study,
however, the two formats made no significant
difference 1n recall ot advertised brand named by
either age group ' (Children at both grade levels
tended to, verbalize a preference for the clustered
commercial treatment, although approximately 40
percent ot the Ist graders either could not verbalize
a clear differentiation or were unable to offer a
reasoned preference between the two tormats)

In neither study was children’s ability to discrimi-
nate between commercials and program material
ditectly assessed. However, Dufty and Rossiter in-
ferred, on the basis of data showing 1st gradersto be
less attentive to dispersed commercials, that the
claistered format did not aid the younger children 1n
discriminating between the commercials and the
program. Since the clustered structure contained a
commercial warning announcement and the dis-
persed version did not, the etfectiveness of the warn-
ing per se cannot be determined without testing a
dispersed -plus-warning version

Effects of host-selling Program hosts and charac-
ters are now prohibited from appearing 1n commer-
cials within or directly adacent to their programs
In light of this restriction, it 1s of interest to note a
study which examined the effeetivenss of a "Pebbles”
cereal commercial featuring the Flintstones cartoon
characters (Atkin, 1975b) The children were ob-
served to pay slightly more attention to the
Flintstones cereal advertisement when at was shown
in the context of a Flintstones cartoon program,
rather than with a Bugs Bunny cartoon The younger
children (3-7 year olds) in the study expressed sig-
nificantly more desire for the cereal when the com-
mercial appeared on the same tape as the Flintstones
program. The younger children were also more
likely to mistakenly recall the Flintstones characters
as eating cereal in the program rather than in the
commercial

Atkin also compared children’s responses to the
commercial when shown within the Flintstones car-
toon (“adjacent” condition) and shown outside (but

YAtkin's overall finding of higher attention to clustered com-
mercials may be partiaily explained by the fact that over half (87
percent) of the children included 1n his sample were less than 8
years old

10Intetestingly, an inverse relation was found between visual
attention and brand name recall On the whole. the least well-
watched commercials were the best recalled As the authors
pointed out, this discrepancy suggests the importance of auditory
stimuli and attention

along with) the program in a cluster of commercials
(“*nonadjacent” condition) Presentatiop of the ad-
vertisment 1n the clustered, nonadjacent condition
produced both greater attention to the commercial
and somewhat more expressed desire for the cereal.
Children 1n.the nonadjacent condition were also
shightly less accurate about where the cereal eating
took place

As Atkin points out, the findings suggest that the
ncarby presence, rather than direct adjacency, of the
program to the commercial may be sufficient both to
increase the =ffectiveness of a commercial featuring
the program characters and to create confuston bet-
ween the two, especially for younger children.!! As
noted above, current NAB code restrictions prohibit
only direct adjacency. To the extent that the
children’s desire for the product was enhanced by
their 1dentification with the familiar cartoon charac-
ters, rather than by program-commercial confusion,
the current industry restrictions on the placement of
host-selling commercials may be addressing only a
part of the full issue

Perception of the intent of commercials. In the
Ward and Wackman (1973) study cited earlier, the
5-12 year olds were also questioned about the pur-
pose of commercials ("Why are commercials shown
on TV?') Nearly one-half (47 percent) of the
children verbahzed low levels of understanding of
the selling motives of commercials. The least aware
children were more likely to be younger {5-8) and to
he. evaluated as responding at a “lower cognitive
level 12 In discussing these findings, the researchers
oftered this interpretation

While young children may simply lack infor-
mation about the nature of television advertis-
ing. or fail to comprehend this information, 1t
may be that low cognitive-level children can-
not abandon their own perspective and take the
perspective of the advertiser when viewing
commercials

Robertson and Rossiter (1974) hypothesized that
the ability to recognize the persuasive intent of com-
mercials w ild depend 1n part upon the child’s mak-
ing a numbe- of prior cogmtive distinctions (a) dis-
crimination between programing and commercials,

11 Atkin's conclustons are discussed further in chapter 3

“IThe researchers constructed a three-level scale of cogmtive
funcuioning based upon Paiget's theory of cognition develop-
ment  Lower cognitise level responses were identified with
Paiget’s ‘preaperational” stage of thought
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(b) recognition of an external source (1e., a spon-
sor), (¢) perception of an ntended audience as the
target of the advertiser’'s message; (d) awareness of
the symbolic, as opposed to realistic, nature of com-
mercials; and (e) recall of personal experiences in
which discrepancies had been discovered between

- products.as advertised and products in actuality In-

E

terview responses from a sample of 289 Ist, 3d. and
5th grade boys offered support for this hypothesis,
suggesting that those children who were capable of
recognizing commercials as persuasive messages met
these antecedent or perhaps concurrent criteria.

As in the Ward and Wackman study, Robertson
and Rossiter found the development of persuasive-
intent awareness to be positively related to age
Whereas just over half (53 percent) of Ist graders
exhibited understanding of the selling intent of
television advertisements, almost all Sth graders (99
percent) understood 1t As the authors explained,
“Age, as a variable, reflects not only maturational
factors but also cumulative experience with com-
mercial messages

These two studies present complementary ap-
proaches to the efforts to examine the development
by children of a mature concept of television adver-
tising Ward and Wackman's study delineates cer-
tain cognitive abilities which seem to underhe
children's grasp of the nature of commercials,
Robertson and Rossiter's analysis identifies a num-
ber of specific cognitive distinctions which children
make when they are able to comprehend the intent of
commercial messages

Persuasive effects of commercials. There 1s consis-
tent evidence, based on verbal reports, that younger
children who do not understand the persuasive in-
tent of commercials are more likely to perceive them
as truthful messages, whereas older children who
can discern persuasive mntent tend to express skepti-
cal, less accepting attitudes toward commercials
(Robertson and Rossiter, 1974; Ward, Reale, and
Levinson, 1972; Ward and Wackman, 1973). In ad-
dition, various investigations of the influence of
television advertising on children's purchase re-
quests have revealed that younger children express
higher levels of purchase requests for certain adver-
tised products than older viewers (Atkin, 1975g,
Gene Reilly Group, 1974a, Ward and Wackman,
1972, Robertson and Rossiter, 1974)

Q
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Robertson and Rossiter found. for example. that
more than half (53 percent) of the first graders inter-
viewed "wanted every toy or game they saw adver-
tised on television,” as compared with only 6 percent
of the fifth grade children Observing that older
children have a better understanding of the per-
suasive intent of commercials, these researchers con-
cluded that “the development of persuasive-intent
attributions acts as a cognitive defefise to persua-
sion.” 13 This 1s not to say, of course, that commer-
cials do not influence purchases or purchase re-
quests The economic realities of commercial broad-
casting offer clear evidence that commercials can
sell products to viewers even when their sales intent
1s clearly understood

SUMMARY OF RESEARCH EVIDENCE

Children’s ability to distinguish between program
and cornmercial content has only been measured 1n-
directly, using either verbal or attentional measures
Studies using verbal responses to general question-
ing found a positive relationship between age and
children’s verbal ability to differentiate between
progréms and commercials. Younger children, par-
ticularly below ages 8 or 9, either express confusion
or base their discrimination of commercials on affect
or on superficial perceptual cues. such as a commer-
cial's shorter length Older children are able to dis-
tingwish program and commercial material on ihe
basis of an overall understandire of each message's
meaning.

Studies of visual attention patterns have tended to
infer discrimination of commercial and program
material from observed changes in children’s atten-
tion levels between program segments and adjacent
commercial announcements, However, there is also
evidence suggesting, alternatively, that these
changes 1n attention are attributable to the specific
audio-visual changes taking place between advertis-
ing and programing sequences Further research 1s
required before we can determine the relative in-
tfluence of specific perceptual features of commer-
cials and commercial breaks versus children’s recog-
nition of the distinct nature and purpose ot commer-
cials The effectiveness of current network separa-
tion devices also remains untested

"'The relative appeal of advertised toys and games tor Ist
and Sth grade children may also be a factor See chapter 8 for
furiher discusston of this question
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Companisons made between dispersed and
clustered commercial tormats indicate that children.
and particularly the younger children 3-8. are more
attentive to clustered commercials and express 4
pretereace tor this torm of presentation No signifi-
cant ditferences were tound between the two formats
in children’s acquisition of intermation from the
commercials or 1n their expressed desires for the ad-
vertised products

The single study investigating the intluence of
host-selling revealed greater desire among younger
children (below 8) for the advertised product when
the commercial presented the amimated character
featured 1n the adjacent program On the basis of this

evidence, however, it cannot be determined whether B

the younger chiidren’s increased product interest
was due to confusion between the program and the
commercial or to heightened dentification with the
character

A substantial proportion of children, particularly
those below 8 years, express little or no comprehen-
s.on of the persuasive ntent of commercials.
Development of this understanding may depend
upon children’s general level of cognitive function-
ing as well as their ability to make a number of
specific prior distinctions about the nature of com-
mercials, beginning with the discrimination of com-
mercials as distinct trom programs

Younger children who are unaware of the selling
motives of television advertising tend to express
greater belief in commercials and a 'ugher frequency
of purchase requests for certain acvertised products
than do oldcr children who display an understand-
ing of the intent ot commercials These differences
suggest that a more mature concept of the nature and
purpose of advertising acts as a mediating influence
between commercials and their effectiveness as per-
suasive inessages

NEEDED RESEARCH

Research evidence indicatingithat young chiidren
have difficulty discriminating between programing
and advertising has already led to the banning of one

type of host-selling and to the requirement of a clear -

separation device at commercial breaks on
children's programs. However, neither the ability of
children to distinguish commercials from programs
nor the separation devices currently used to facili-
tate this distinction has been directly assessed

.

Theretore, there 1s sull a question as to whether
youngér children especially can tell the difterence
hetween programs and commercials, and whether
current forms of program-commercial separation
are achieving their intended purpose Both of these
questions are deserving of and amenable to further
testing based on the useful groundwork provided by
existing studies.

For example, the separation devices could be
tested by exposing randomly assigned groups of
children to aielevision program with standard com-
mercial breaks using one of the separation devices.
A “no device” version ot the program could provide
a baseline measure Children’s attention 1n this
ongoing viewing situation would be monitored In
addition, each child might be asked to 1dent*fy (by
means of a $imple response, such as raising one hand,
pressing a button, or telling the researcher) when he
or she was seeing either a commercial or a progrzfm.
Alternatively, 1f the videotape were stopped at
specific points—for example, just after the separa-
tion device—children could be asked to anticipate
(""guess”) what they thought was going to happen
next

In light of previous stuaies 1n which auditory
stimuli were found to influence children’s attention
to program ard commercial materiai, it would also
be instructiv. to have the children perform {.cse
tasks on the basis of either visual or sound-track
content alone, as wel! as under conditions in which
botn auditory and visual information were availa-
ble. Compdflsons of the various testing situations
should reveal the effe  of each separation device
auditorily and/or visually, and should also reveal
the age-related ability of the children to distinguish
commercials from programs, and their ability to
identify or anticipate the onset of the commercials.

The specific program and commercial material to
be used in such a study should be selected with care.
For example, commercials for products famihiar to
the children may _: more easily recogmzed as ad-
vertising. Similarly, children may associate commer-
cials with certain frequently used audio-visual tech-
niques, such as quick-cut editing style ("montage”)
or musical jingles. The reasons that the children
differentiate a given commercial from a given
program should be probed, in order to gain insight
into the specific content or characteristics that may
serve as identifying cues for children. Bearing in
mind the existing research findings of consistent
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differences in the discriminatory abilities of youprer
and older children, nvestigations shou'd take
special care to raise these questions among preschool
(3-5) as well as amoeng older (6-12) children™

The particular program-commercial combina-
tious alse warrant careful consideration For n-
stance, do children find 1t more difficult to discrims-
nate adjacent programs and commercials when both
are in ammated form; or when the same, or similar,
characters appear in both the program and the ad-
vertisement”? A give  program and its adjacent ad-
vertising should «  considered as a hypothetical con-
tinuum from simuanty “to contrast, with various
points of mimmal difterence below which children
of a particular age might not be able to make an ac-
curate distinction between them. If information were
also obtained verbally from children about their
ab:tiact understanding of the nature and purpose ot
television advertising. then the specitic perceptual
attributes used by children of different ages to make
program-comunercial distinctions could be com-
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pared against their more general level of concep-
tuahization

How childrer acquare an underz .nding ot the
persuisive mtent ¢t commercials 1s another impor-
tant line of needed research There 1s considerable
research evidence avatlable indicating that children
below ages 7 or 8 tend not to have this understand-
ing, and that young children without this awareness
respond ditferently to television advertisements, in
ternts of both greater expressed belief 1n the
truthfulness and more trequent requests for the ad-
vertised products Researchers ¢hould examine the
relationship between a general understanding of the
purpose of commercials and specific attributes of
« mmercials, such as particular product ¢laims or
qualifiers If such investigations were systematicaily
conducted, we might develop measures which would
help us to predict when a particular advertising
practice wouldfhbe decepuive (1.e, micinderstood)’
for children at a given age and level of cogmtive
functioning
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Chapter 2

THE INFLUENCE OF FORMAT AND AUDIO-VISUAL
TECHNIQUES ON CHILDREN'S PERCEPTIONS OF COMMERCIAL MESSAGES

Many audio-visual techniques in commercials are
simp'y aimed at gaining and holding children’s at-
te ton Policy issues arise with regard to production
techniques such as those which may tend to
misrepre 1t the appearance of children’s products
or exaggerate product pertormance Another issue
concerns the ability of children to understand
descriptions of product chara-teristics 1p « mmer-
crals or the meaning of disclaimers and « sures

CURRENT AND PROPOSED REGULATIO!

Tne television and adveruising ndustries have
tormally acknowledged the intluence of commercial
formats and production technigues on children’s
perceptions of television advertising The NAB, tor
example. ofters the foilowing statements ot princ'ole
In its 1976 code,

In order to reduce the possibility of mistmpres
stons being created, all mtormation (on the
characteristics and tunctional aspects of a pro-
duct or service) shall be presented 1n 4
straightforward manner devoid of language or
production techmques which may exaggerate
or distort the characteristics or functions of a
product

1n order to help assure that advertizing 1s non-
exploiteiive 1n manner, style. and tone, such
advertising shall avoird usire exhortative
language 1t shall also avoid employing irritat-
irg. obtrusive or strident audio-techniques or
video devices. such as cuts of less than one sec-
ond n length, a series of fast cuts, (and) special
eftects of a psychedelic nature (e g , flashing
colors flashing lights, flashing s. pered copy.
or other ¢ftects which could overglamorize or
mislead)

With regard to the presentation of advertising. the
NAD's children’s advertising guidelines (1975) call
tor particular care by advertisers to assure that

Copy. sound, and visual presentations. as well
as the »vertisement in its totality. do not
mislead ..n performance characteristics such as

speed. method ot operation. size. color,
durability, nutrition. notse, cte

In addition to these general statements. both in-
dustry codes include guidelines tor the provision of
spectfic kinds of information about product charac-
teristics and tunctions For example. the NAB Code
spe: .aes that advertisements intended for children
shall

Provide audio disclosure when a product re-
quires assembly,

Provide audio or video disclosure as to a prod-
uct's method ot operat*on and source of
power,!

Provide simultancous audio and video dis-
closures when items. such as bat eries needed
to operate a product as demonstrated in the ad-
veriising, ar2 not included. and

Avold competitive comparative supertority
claims about (toys and other durable) pro-
ducts ?

The NAB guidelines wstablished for toy products
contain the most 2xplicit instructions for the produc-
tion ot televiston advertisements Thus, 1n order that
the ~“audio and video production techniques (shall)
not misrepresent the appearance and performance of
toys.” 1oy advertising shall seek '

To present the toy Hn its actual merits as a
rlaything It shall neither exaggerate not diss
tor. play valve,

To imit any view of a toy or demonstration of
its pertormance to that which a child s
reasonably capable of reproducing,

>

The vode turther indicates that the sale use of 4 sunerim
posed vrdeo ntle s not considered to be adequate ¥

ueh Llaans are disaliowed  because even wiesd frue atas
hoiieyeu such refe snces may make o child dissatistied with d tov
he alreddy possesses or may e eiv ttalins added) Thisreason
Is particul arhy noteworthy m that st attempts to take mMto con-
aderation other undesitable ctliiats beyond the creation of

mistmpressions about products



To employ the complete and authentic
sound(s) of the toy.

To confine their use ot generic sto.k film
tootage, real-life counterparts of toys. tantasy
and animation (1n none of which either a child
or toy appears) to the first one-third of the
commercial, and

To clearly disicose the or.ginal purchase in the
bocy of the commercial and (by video, with
audio disclosure where necessary for clanfica-
tion) 1n the closing § seconds

The NAB guidelines also urge that mustc, sound
effects, volume level, tempo, and other audio tech-
niques be used with restraint and discretion In terms
of the video portions of children’s commercials, cau-
tton 1s advised 1n the use of certain video techniques
(e g . camera angles, special lenses, special hghting,
and dazzling visual effects). The guidelines point out
that the usc of such techniques becomes questionable
when the appeara'nc'e or pertormance of a toy 1s dis-
torted or exaggerated

INCIDENCE OF SrECIFIC AUDIO-VISUAL
FEATURES

Several recent studies have examined the inci-
dence of specific techniques and features in commer-
cials directed at young audiences (Atkin, 1975d,
Barcus, 1971, 1975 a&b, Doolittle and Pepper,
1975, Winick, Wilhamson, Chuzmir, and Winick,
1973) Typically. these <" adies video-tape a sample
of commercials broadcast during Saturday morning
children’s programing and later analyze the maenal
for the presence or ahsence of various features (e g .
animation, form of product dicplay, particular prod-
uct claims or disclosures, etc) The analysis s
generally based upon a previously detined coding
system

Although this method of content analysis pro-
vides a systematic procedure for describing the tre-
quency of particular features of advertisements, such
descriptions are not comprehensive Rather, they
renresent the features and techniques which the par-
ticular researcher considers interesting or impor-
tant Further, by sampling commercials aired on
weekend mornings.? these researchers have himited
their anatyses to only a small portion of the advertis-

‘The major exception s a study of acekday HICINGoGn com
mercials (Barcus 1975h, °
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ing to which children are usual’ xposed. Still,
these studies arc useful in their descriptions of the
specrfic stimulus properties of advertising messages
directed to children

A study by Barcus (1975a), the most recent of
these analyses of children’s commercials, coincides
most closely with current practices and regulations
and 1s therefore the primary source of incidence in-
formation reported below. Barcus analyzed a sam-
ple of 403 (137 different) commercials broadcast on
a weekend morming during April 1975, appearing on
five Boston stations, including three network affili-
ates and two independent UHF stations Other
studies, in particular an earhier analysis by the same
author (Barcus, 1971), will serve as useful sources of
compartive or supplementary descriptions in the
followting summary

According to these content analyses, television
advertising directed primarily at children may be
characterized as follows

I Almost all commercials are 30 seconds in
length The percentage ot broadcast time
devoted to commercial messages has decreased
since 1971 (159 percent in 1975 from an
earlier 18 8 percent), reflecting changes in the
NAB code as to the maximum amount of ad-
vertising permissible during children’s
programs (9 5 nunuteshour as of January
1976) Nevertheless, there are about as many
commercials per hour now as there were in
1971 Apparently, this has been accomplished
by reducing the average length of the commer-
Cials
The types of products and services promoted to
children represent 3 tairly himited range of
items cereals (25 percent), candy sweets—e g.,
cakes, cookies, fruit drinks (25 percent): toys
(18 percent), eating places (10 percent), and
miscellaneous products, such as movies (10
percent) (Barcus, 1975a) Only shight shifts in
the incidence ot these product categories were
reported from the earlier Barcus figures,
cereals, candy sweets, and toys were the staples
for both periods Atkin's comparison ot Satur-
day morning commercials appears in 1972 and
1973 teund a substantially higher frequency ot
toy advertiscments (S8 percent), but this 1s at-
tributable to the November sampling, when
pre-Christmas toy promotion s increased
3 More than halt (58 percent) ot the commer-

cials use a hive-action format, the remainder

[29)
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employ ammated techmques, either 1n com-
bination with live-action (26 percent) or alone
(16 percent) Again, Barcus found hittle change
in the use of these general format styles be-
tween the two time periods (1971, 1975)
Product classes diffessubstantially n their
mode of presentation toy advertisments are
almost exclusively hive-action (94 percent)* as
are eating places, candy and sweets commer-
cials tend to be about evenly divided between
live-action and animation; and cereal commer-
cials rely heavily on amimation (80 percent). In
part, this difference probably reflects toy ad-
vertisers’ compliance with the restrictions 1m-
posed on the use ot fantasy and amimation 1n
the NAB guidehines

4 Toy commercials usually display the product
in use—i.c¢ , show children playing with the toy
(90 percent)’—whereas cereal advertisements
are about equally hkely to use a picture of the
product as they are to depict a person eating it.
while differences 1n specitic code require-
ments may help to explain the choice of display
style. it 1s assumed that the way these products
are presented also suits the objectives ot the
advertisers ¢ Toy advertisers undoubtedly find
it desirable to show the toy itself 1n active use
Analysis of specitic product c'aims indicte
that action, speed, and power are among the at-
tributes most often refurred to verbally n toy
commercials (Atkin, 1975d) _In contrast,
cereal marketers prefer to use anmimation and
fantasy (ammated “presenter” characters are
often engaged in sk rt dramatic skits during
the body of the vommercial) to convey their
product messages

5 With -egard to physical and temporal settings,
most children’s commercials occur in the pres-
ent (86 percent) and take place 1n generahized
locations outdoors (34 percent) or i or
around the home (31 per 2nt). This description
of con'mercial settings 1s consistent vith those
ot earher studies (Barcus, 1971, Winick et a! |

Atk s higher overall madence of hive avnon (67 pereent)
i probably due to the greater proportion ot toy commer by
hiy sample (1975d)

“In over halt of the tov adverusments momiterad by Lo
two or more ems dare dbplaved toecther but wotd separateis
(1975h)

in add.tion although anumatione s more Cxpensne to pro
duce thn e action animated commiercials tend to have o
longer Ie . ¢ they do not need updating as o on

i
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1973). The use of contemporary, local settings
may in part reflect advertisers’ attempts to
comply with the NAB guidelines, which
recommend placing toy products 1n settings
which a child 1s reasonably capable of
reproducing

Children's commercials are heavily populated
by white males Aduit males tend to be the an-
nouncers or authoritative voices for products,
and both men and boys outnumber females as
characters (Barcus, 1971, 1975b, Doolittle
and Pepper, 1975, Liebert, Schuetz, and
Sprafkin, 1975, Verna, 1975)" According to
the most recent figures (Barcus, 1975a), almost
half (48 percent) of the characters are children,
27 percent are animals and others, 23 percent
are adults, and a minor 2 percent are

" teenagers With the exception of those whose

sex was not identifiable, about seven out of ten
of these characters were male in the Barcus
study. In terms of race. 92 percent of the
characters (when race was reported) are white
and 8 percent are black, members ot other
ethnic groups appear to be virtually absent as
characters ~

In terms of verbal content, product brand
names are repeated an average of 3 5 times per
commercial (Atkin, 1975d) Slogans and mus-
cal jingles are often used to present brand
names or other product-related content
(Atkin, 1975d, Winick et al., 1973). Children’s
commercials also tend to provide little infor-
mation about the "hard qualities” of products,
such as price. size, materials, quantity,
durability, etc (Atkin, 1975d; Barcus, 1971,
1975a; Winick et al , 1973). While this finding
is rather general and less clearly quantified
than those cited above, the infrequency of such
descriptions seems inconsistent with the NAB's
general guidehine stating that "the disclosure of
information on the characteristics and func-
tional aspects of a product/service is strongly
recommended "

The incidence ot disclaimers (e g.. "batteries
not sncluded.” " items sold separately,”) is as
tollows overail, 22 percent of commercials in-
clude some kind of audio disclaimer, 11 per-
cent use video disclaimers, and 8 percent pre-
sent such quahfiers simultancously i both
audio and video (Barcus, 1975a). When com-
pared against Barcus' carhier study, these

See chapter b osoutce Frcots tor tucther discussion




figures represent an increase in the practice of
providing audio and/or video disclaimers,

8 The use of special effects in children’s commer-
cials has been examined to some extent. An
earlier study, for example, reported ¥4 percent
of the advertisements to be using such “striking
visual techniques™ as fast-cutting or psy-
ch < effects and almost half (46 percent) to
be  sing “attention-grabbing music™ as part of
their soundtracks (Winick, et al., 1973). A sub-
sequent study found close-ups in about 40 per-
cent of the commercials, particularly in toy ad-
vertising, but ...cre was mimimal use of other
iechniques, such as accelerated or slow-motion
or muluple-camera angles (Atkin, 1973d)

In some cases, these and other researchers
have gone on to make evaluative Judgments
about the extent to which the use of such tech-
niques exaggerated a product’s attributes:
Winick et al. (1973) indicated that exaggerated
cffects were created by special visual tech-
\mques (re., “sparkling™) 1n 7 percent of the
commercials and by sound effects (“snap or
crackle™) 1n 2 percent of the cases. Atkin
(1975d) described product performance as
being “moderately exaggerated™ m about half
of the Saturday morning commercials studied.
Barcus (1975b) noted individual cases 1n
which the use of particular visual techniques
appeared to be potentially misleading or con-
fusing to a young child—for example, the use
of tight close-ups to display a dull, without
providing a perspective by which a chrld could
Judge the dell's actual size.

Unfortunately, the usefulness of such evaluative
information 1s hmited The absence of exphcit cri-
teria upon which these judgments were based makes
therr replicatien difficult, and, more importantly,
the question of whether a particular technique exag-
gerates the attributes ot a product needs to be tested
against the perceptions of the child viewers them-
selves In addition, the descriptive power of these
content analyses has two major limitations

® Some attributes of commercials. specifically
those more quantitative In nature (e.g . num-
bers and types of characters. brand name
12ferences), are amenable to objective
measurements, while other le easily
measured qualities may evade description For
example the emotional tone conveyed by a
particular commercial 1s difficult to code ade-

Q
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quately. As Winick et al explain, “the unique
,ambience of a given commercial-is not likely to
be captured by content analysis.”

® Features which are ‘rare or totally absent but
whose inclusion in children's commerctals 1s
appropriate or even required may be over-
looked, particularly when the primary purpose
of such analysis is simply to describe what cur-
rent messages are like. In the studies reported
here the researchers did attempt to include
analyses of certain areas where there was a
paucity of information about “hard product
qualities,” or only minimal occurrence of a
specific technique (use of off-pace motion)

’

RESEARCH EVIDENCE

There has been little research on children's per-
ceptions of particular formats or audio-visual tech-
niquéd in commercials. Much of the research-interest
1n the effects of television advertising on children
has concentrated instead on whole commercials,
without considering their component features
(Robertson and Rossiter, 1974, Ward, Reale, and
Levinson, 1972, Ward and Wackman, 1973),
Moreover, although individual children's adver-
tisers and their ad agencies otten conduct prebroad-
cast research with children to test the relative eifec-
tiveness of alternative strategies or presentations, the
results of such in-house testing are not published and
are generally unavailable to the public

Studies of television programs Most of the studies
that asscciate television techniques with particular
effects upon young viewets have examined programs
rather than comme:cials Considerable research 1s
available, for example, on instructional television
material and the effects of various production tech-
niques and other format elements on children’s
learning patterns. Schramm (1972) has summanized
the findings from many of these studies and reports
that the following audio-visual techniques seemed to
tacilitate learning providing viewers with a subjec-
tive view (e.g., a camera angle recording what the
viewer would see if performing the task himselt). in-
creasing the size of printed labels on the screen, and
naming objects on the sound track as they are pre-
sented on the picture track.# On the basis of such
findings, Schramm offers the gencral obscrvation

“This inding 15 of particular interest in conaderg the ettes
tvencss of the vasinus forms of positin e disclosures currentiy
used m chilaren s commercals

()




hat “what makes tne ditterence 1s usually . . how
the pictorial treatment fits the learning goal ™

More recently, 1n one of a series of such evalua-
tive studies. Friedlander and his associates measured
preschool children’s comprehension of specific
visual and verbal clements presented in a 3-minute
segment of an nformational television program
(Friedlander, Wetstone, and Scott, 1974). Although
the segment was generally accepted as age-appropri-
ate material, the results indicated that more than
half of the 31 children demonstrated comprehension
of less than half of the tested information. Based
upon their analysis, the researchers suggest that the
farlures 1n comprehension were not necessarily at-
tributable only « the children’s cognitive limita-~
tions The lower levels of learning were also related
to the use of particular program techniques. such as
the presentation of information 1n only one
modality, either visual or auditory, rather than 1n
both

As final examples of research on the effects of for-
fmat and audio-visual techniques in television
programing, an impressive number of studies have
investigated children’s responses to the Children’s
Television Workshop (CTW) production, Sesame
Street Y The CTW research staff developed and sus-
tained a systematic program of child-watching and
anterviewing during the planning of the program
This formative research provided the basis for later
testing of the appeal and teaching value of various
production techmiques used 1n the show (e g . music
ammation. puppets) (Lesser, 1974, Palmer, 1971).

Other researchcis interested 1n the particular
effects of television on young children have also
studied Sesame Street programs Fo: example, Levin
and Anderson (1976) measured the attention of 1 to
4 year old children to particular featurcs of the
show By rating the presence and absence of these
features in parallel to the ratings of the children’s at-
tention patterns. the investigators determined
whether attention was increased or decreased during
the occurrence of a specific characteristic of the
show's content For example, active movement,
amimation. letters and script, reverse motion, and
visual changes generally tended to elevate attention
Among the auditory characteristics, attention was

‘A pnumber of the most recent studies including evaluations
of several adaptations of Sesante Srecr i other codntries appear
i the Jow wal of Coomunreations (9760262
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increased by the presence of lively music, singing,
rhyming, sound effects integral to the central ac-
tivity, and auditory changes in general. The use of
other special effects (e g.. pixilation, slow or fast mo-
tion) neither enhanced nor lowered attention signifi-
cantly

Salomon (1976) used Seswne Street maicrial in an
attempt to investigate the effects of particular film
techmiques and fc mats on the development of cor-
responding cognitive skills among children. For ex-
ample, he wdentfied the close-up as a technique
which calls upon the skill of relating parts to the
whole. A sample of 317 5, 7. and 8 year old Israeh
children were tested before and after the first broad-
casting season of Sesame Street Salomon found that
the children's knowledge of the program’s content
and their mastery ot the selected cognitive skills
were unrelated at the beginning of the broadcast
season, but these two factors came to be closely in-
terrelated among the heavy viewers of the show The
author surmises that “improvements in skill mastery
came to setve the extraction of knowledge.” More
generally, this evidence 1s consistent with the notion
that the abihity of children to acquire and under-
stand nformation from television 1s based upon
mastery of the particular perceptual and cognitive
skils called upon to extract this information from
the format in which it 1s pissented (“television
literacy”). Moreover, such mas ery improves with
increased exposure to this ksfid of material

Although there are obvious differznces between
nstructional television programs and commercials,
this program research can be usefully applied 1n
several ways to the stuay of the effects of television
advertising

- 1. In spite of their differences in content and pur-
pose, programs and commercials share many audio-
visual characteristics. Therefore, the specific
program techmiques and Yormats which have been
found to significantly influence attention and facili-
tate learnmg are probably worthy of serious in-
vestigation within the context of advertising
research. As-a member of the research staff at
Children's Television Workshop has pointed out
(Fowles, 1975)

We can say with great assurance that children
3-10 years old are learning a wide variety of
facts. skills, concepts. and attitudes from
Sesame Streer and The Electnie Company. Since
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these programs are not very different from
television commercials 1n their production
techniques, communications strategies, and at-
tractiveness to children 1t would be strange in-
deed if the learning stopped with a switch of a
channel. o
2. The research designs and me~sures developed
and used to examine various effects of program
material on children may also be appropriate
methods for examining the impact of commercial
messages. For example, the flexibility and economy
of formative rese...h methods used on early Sesame
Street material may well have come to suit the needs
of those broadcasters and regulators who are respon-
sible for screening advertising intended for children
and for evaluatlné 1ts acceptability for broadcast,
3. In the course of studying the extent to which
childrer. attend to and learn from particular
programs, researchers have raised a number of far-
reaching questions about “unintended” effects ot this
material on children. Inthe summative evaluation of
Sesame Street, attempts were made to investigate
viewers' attitudes toward school and relations with
peers (Ball and Bogatz, 1970, Bogatz and Ball,
1971) Further, the Workshop staff has continued to
give attention to the potential teaching value of
program features that the producer might think of as
mere incidentals of plot and setting (Fowles, 1975).
Thus, just as Salomon’s work raises questions about
the kinds of “media literacy” skills which may unin-
tentionally be called upon and developed n child
viewers, a parallel set of questions can be raised
about the “unintented” effects which exposure to
television advertisements has on children. In fact,
the 1ssues of deception, fairness, and even safety in
children’s commercials may all be considered ques-
tions of etfects which were “unintended” by the
sponsors and advertising agencies responsible for
their creation

Studies of advertising A number ot studies have
examined children’s visual attention to commercial
messages with specific audio-visual features (Atkin,
1975b, Krugman, 1968; Rust and Watkins, 1975,
Wartella and Ettema, 1974)

For example. the “ :rtella and Ettema study,
described 1n chapter 1, indicated that children’s at-
tention increased with the auditory complexity of a
commercial, regardless of 1ts visual complexity On
the basis of their findings, the authors suggested that

Q
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variations in the auditory complexity of commer-
cials have a greater effect on children’s attentional
behavior than variations in visual complexity. In
another study cited in chapter |, Duffy and Rossiter
(1975) found an unexpected inverse relationship
between children’s observed visual attention to the *
commercials and their verbal recall of the brand
names advertised. Although both studies relied upon
visual measufes of attention, their findings suggest
the need to examine :hildren’s auditory attention as
well. 10

Rust and Watkins (1975) also ..easured
children’s visual attention to a series of commer-
cials. A sample of 80 children, 6 to 9 years old, were
given the choice of watching either the television
screen or a simultaneous slide show (a "'distractor”).
By videotaping the children as they watched the two
presentations, the researchers were able to deter-
mine what percentage of the sample chose to look at
each commercial on a moment-to-moment basis.
Their analysis indicated that the average attention
level peaked during the moments characterized by
the most physical action, while low attention occur-
red at the more static shots.!' Rust and Watkins
followed up the viewing with a group discussion 1n
which information was obtained from the children
about their recall of and attitudes toward the com-
mercials. The methodology employed in this study
offers an example of how response measures can be

fully combined and applied 1n studying
children’s reactions to specific commercial mes-
sages.

Krugman's work (1968) 1s noteworthy as a final
example of research on viewers' attentional
responses tc particular techmques and properties of
television advertising. According to Krugman, a
viewer's “direct response” to advertising should be
measured not only by visual attention or looking
behavior fusing eye-movement recording), but by
the thinking of th- subject (1 e., thoughts which came
spontaneously to mind while an ad 1s being viewed)
and by the subject’s feelings (i e., changes 1n pupil-
s1ze as a measure of response intensity). Krugman's

"Iy passihle to make exact numernical measurements of
childre =« Bistening responses to television  program
soundtracks  (Fricdlander and Wetstone 19743

s is const tent with Levin and Anderson s 1197¢ b tmding
that active movement m the Sesame Street matenial enhanced

preschoolers visual attention
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" specific research on these three processes deals with

television and print advertisements intended for
adult audiences, but the study raises some provoca-
tive questions for those studying children’s responses
to advertising Krugman examined the manner 1n
whuch his subjects looked at the ad: hat are easy to
learn, as compared with ads that are difficult to
learn. He analyzed the eye movgments of the fespon-
dents as they were exposed to different ads for 10
seconds, and then interviewed them for their recall
of the ads. He found that the ads which were scanned
less were better recalled. On the basis of this evi-

dencé, it may be possible to conclude that there1s a _

finite amount of information to be learned for each
advertisment. If so, it should be possible to deter-
mine how many exposures are required to learn the
information in a specific ad. This would be useful in
that almost all of the rese~rch on children’s learning
and understanding of television adver ising has been
based upon their responses to a single exposure of
the material being studied.!2

The more policy relevant issues of how paricular
formats contribute to or detract from accurai: per-
ception and recall of commercial content have been
addressed by a small but growing number of studies-

1. The question of whether a particular audio
and/or visual feature 1s perce.ved and remembered by
children is examined 1n a study wh ~h attempted to
determine how two different techniques for present-
ing a product disclaimer affected children’s aware-
ness and recall of the disclosed information ( Atkin,
1975b). A sample of 500 preschcol and grade-
school children were exposed to a Mattel “Ver-
tibird"” commercial 1n which either a video superim-
posed title 4r a video title supplemented by an audio
voice-over was used to present a disclaimer of “bat-
teries not included.” When directly asked about
what is not inciuded when the toy is purchased,
children exposed to the video-plus-audio version
were more than twice as likely to mention “bat-
teries”" as those viewing the video-only version (43
percent versus 18 peicent).!? Further, in followup
questioning, 75 percent of the children who viewed

HA few s;udnes have compared Children's respanses to single
versus miltuple exposures to a particular commercial (Goldberg
and Gorn. 1974, Atkin, 1975b)

1"The greater awareness and recall reporied tor the audio-
visual form of disclaimer ofters considerable support tor the
guideline in the NAB code which specifies that children s adver-
usements shall “provide simultaneous audio and visual dis
closures when items such as batteries 4re not incduded

the audio-visual disclaimer reported having heard
(as opposed to having seen) the statement This sug-
gests that hearing the information was more influen-
tial for these children than seeing 1t.!4

Another study has examined the relationship be-
tween how a disclaimer is worded and comprehen-
sion (Liebert, Liebert, Sprafkin, and Rubinstein,
1976). Two toy commercials were shown to a group
of 240 6 and 8 year old#in one of three versions: no
disclaimer, a standard disclaimer (“'some assembly
required”), or a modified disclaimer (“'you have to
put 1t together™). The children who were exposed to
the standard disclaimer demonstrated no better un-
derstandirg that the toy had to be put together than
those who saw the same commercial with no dis-
claimer. This held true for the older as well as the
younger children. However, the children who heard
the modified disclaimer showed significantly greater
comprehension of its meaning. The authors conclude
that this “seems to indicate that wording appropriate
to young children plays a crucial part in their ability
to understand the disclaimer content.” While the
results of these two studies are hardly surprising,
they suggest that refinements of current code provi-
sions on disclaimers are needed to ensure that they

" achieve their intended purpose.

2. There has been very little mn-depth probing of
the question of children's interpretation of product
information or other commercial content as it 1S ¢.a-
veyed ty means of specific audio-visual techniques
or formats. A noteworthy effort in this direction,
however, is a pilot study in which the researchers ex-
amined children's perceptions of the meaning of
specific verbal slogans and product claims taken
from a Christmas toy catalog (Burrall and Rossiter,
1975). The slogans and claims employed various
rhetorical devices, such as guestions (*Who could
resist adorable Ginny?") or qualified superlatives
(“the best of its kind"'). A small sample of 2d and 4th
grade girls with high verbal ability were shown pic-
tures of the products with a slogan or ¢cfaim printed
below each picture. Only one-third of the younger
children and two-thirds of the older enes could ac-
curately paraphrase the claim. In addition, very few
of the children's interpretations of these statements
included recognition of the linguistic device
employed. Many children, for example, incorrectly

r4As noted previsously, the importantance ot auditory factors
in children’s attention to and fearning trom television advertis-
ing deserved further study See Schramm. 1972, Wartella and Et-
tema, 1974 Duffy and Rossiter, 1975




inferred that “the best of 1ts kind™” meant “the best,”
instead of just “‘among the best " While this study
dealswith print-ad information (perceived visually),
as opposed to television advertising (which s per-
ceived auditorially as well as visually), the applica-
tion of psycholinguistic analysis to the study of
children’s comprehension of verbal product claims
suggests a productive area’ for future research.!s

3. The persuasiveness of specific product claims
1n a particular audic and/or visual form has been 1n-
vestigated 1n a number of studies. In one study, 136
children, 2d, 7th and 8th graders, were exposed to
four commercials which had come under the review
of the FTC for their use of possibly deceptive prod-
uct displays or “belief statements” (e.g., “Wonder

-— Bread is the best thing your mother can give you to
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grow fast”) (Haefner, Leckenby, and Goldman,
1975). Although comparisons between children's
responses before and after viewing the commercials
revealed no significant differences i their overall
attitudes toward the advertised brands, the children
showed increased acceptance of specific claims
about the product (belief statements) contained 1n
the commercials. Further, the younger children
showed greater shifts 1n belief than the older
children.

Another similar study was sponsored by the FTC
to test whether children’s exposure to a series of
breakfast cereal commercials could have an adverse
effect (Poulos, 1975). In one of the commercials, the
advertised cereal was associated with witd-growing
vegetation, 1n another, an adult is shown picking
wild berries and other plants while mentioning that
each 1s edible In some of the ads, the berries were
actually added to the bowl of cereal The Commis-
ston was concerned with whether this adverusing
tended to lead children to pick and consume poten-
tially harmful plants.

Four of these commercials were shown to a small
sample of 5to 11 year olds after they had been tested
for their beliefs about the edibihty of a variety of
edible and nonedible plants shown to the children 1n
colored photographs The children were then tested
again, and the ratings of edibility increased the most
for the nonedible plants that most closely resembled
those pictured in the commercials Although, as the

_L

"“Further inguistic analysis of problemauc verhat product
clatms can be tound ina paper by Rossiter Coenative Pheses wena
in Contemporary ddvertime (1975

~
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author points out, the research ngeds to be extended
and replicated, “the results do suggest that the cereal
commercials have the capacity to lead children to
engage 1n behavior that increases the risk to their
physical being "'te

4. Finally, changes in children’s behavior,
whether undesirable or beneficial, may well be the
most compelling evidence of leatning that research
can provide in studying the effects ot tommercials. It
is also probably the most difficult to document, and
very few studies have assessed the behavioral effects
of particular audio-visual techniques or modes of
presentation 1n children’s commercials

.

In an attempt to use behavior as an outcome,!?
Atkin (1975b) showed a large sample of preschool
and grade-school children one or two versions of a
commercial for a building block game. In one pres-
entation, two children were shown constructing-a
tall elaborate structure with the blocks, in the other,
a much more modest structure was depicted. The

. voice-over soundtracks accompanying these two

visual presentations were also different. In the more
elaborate format, for example, the viewer was en-
couraged to build “a sky-high tower so you can be
the champion™, the modest version told viewers “it's
fun anyone can play Blockhead.” ‘

Based on observer ratings of the children’s
behavior 1n block play following the viewing, Atkin
reported that the children exposed to the ‘‘ex-
travagant claim™ presentation were more likely than
those seeing the “modest claim" version to display
hostile behavior, 1n the form of anger, verbal aggres-
sion, and/or physicai aggression (28 percent versus
18 percent) The children were also asked about the
expectations they had for their own performange
with the game Overall, those children exposed to
the “extravagant claim™ version were somewhat

Tefn contrast to the Hactner ¢t al (1975) investigation ot
commercial messdges, the messages studied by Poulas (that wild
plantsare edible) was not primary to the commercials Rather, it
was embedded. both visually and verbally, into the context ot the
primary message For this reason, the Poulos study ottérs a good
cxample ot what was earlier noted as the potential (n this case,
negdteve) teaching value ot maidental messages from television
material

PThis research s noteworthy s use of multple response
measures  These mclude responses observed during viewIng
fe g visualattention expressions of ieritation and or ¢ 1oyment,
verbalizations) and those obtaimed subsequent to viewn g (€ g,
brand name recall, desire tor the advertised product )
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more likely to estimate that they could build a high-
er tower than the actors on the commercial (64 per-
cent versus 55 percent) Further analysis .ndicated
that this greater expectation ot personal perfor-
mance occurred almost exclusively among the
younger viewers (77 percent in the “extravagant”
presentation versus 62 percent in the “modest™).1#

SUMMARY AND NEEDED RESEARCH

A limited amount of research has investigated the
specific audio-visual properties ot television adver-
tising and their various effects on children. Se:eral
studies analyzed advertising content, documenting
the incidence of particular techniques or features of
commercials designed primarily for children. Pro-
ductjon techniques and format features have been
found to vary substantially according to product
class—e.g., almost all toy commercials use a live-ac-
tion format, whereas advertising for cereais relies
heavily on animation. In a few cases, these analyses
have also attempted to identify the prevalence of
commercial practices which af€ spcifically required
(e.g , positive disclosures) or restricted (e.g., the use
of special effects) by industry codes regulating ad-
vertising to children

It would be useful if future studies of this kind
based their descriptive categories even more closely
with current industry guidelines. In the case of posi-
tive disclosures, for example, both the incidence of
such disclosures (“‘batteries not included,” “‘items
sold seperately”) and their presentational forms
(audio and/or video, length of time, placement) need
to be documented. Such an analysis would help to
inform both regulators and advertisers about th¢
ways 1n which currently imposed elines are
being followed. The usefulness of these content
analyses is limited, however, especially in their ab-
sence of information about childten's own percep-
tions of these television formats and techniques. Ad-
ditional research is therefore necessary ta investigate
chilaren’s perceptions of particular audio-visual
features of television advertising and the effects of
these perceptions.

Because of the limited amount of research assess-
ing children's responses to specific audio-visual

MThe use of “extravagant” tov product displays or
demonstrations 1s speuttically  disallowed by the NABs
guidehines, which state that toy advertising  shall netther exag-
gerate nor distort play value  and shall seek “to hmt %y
demonstration of *a toy's pertormance to that which a child s
reasonably capable ot reproducing -~

features of commercial rmessages, we reviewed a
number of studies that examined the ctfects ot these
features 1n instructional program material These
studies of programing ettects have potential applica-
tions for, future advertising research, in terms of both
their approach to problems (1.¢ . the questions raic~d
and the methodolog: - used) and their substantive
findings. With regard to findings. for example, the
evidence of poorer learning by children when
program content was presented in only one modahty
(either auditory or visual} supports simiiar tfindings
from a study evaluating learning of product infor-
mation from different tormat conditions in a com-
merclal

Several studies have used a variety ot response
measures to investigate the effects of particular
stimuius variables on children’s attention to com-
mercials or, 1n some studies, children’s programs In
one study, for example, an alternative visual “dis-
tractor” was provided to approximate a -natural
viewing situation. Using such methods, rescarchers
have been able to measure changes in the level of
children’s visual attention as they are exposed to
part®ular audio-visual features 1n the televised
material. These attentional studies of programs and
advertising material have documented the enhanced
visual attention that results trom such features as ac-
tive movement, animation and hvely music—all
commonly used in_advertising messages

In future studies, these measures of attention
could be refined and expanded For example, eyg-
movement records would provide a more precise
and informative measure ot visual attention In ad-
dition, findings from several different studies have
indicated the need to consider auditory as well as
visual factors in children’s attention to and learning
of television content. Other responses which descrve
more careful study include the ntensity of response
and arousal, verbal comments, expressions ot emo-
tion, and nonverbal behavior such as imitation

In research investigating children’s learning from
television advertising messages, thewr recall. com-
prehension, expressed behicts or attitudes, and
behavior subsequent to viewing specific commerciais
have all served as response measures Such studies
have demonstrated that children’s recall ot pruduct
disclaimers 1s influenced by the torm in which they
are presented For example, u disclosure about bat-
teries for a toy was recalled better when presented in
both audio and video form, as opposed to video

ERIC il
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only, recall has also shown to be enhanced when the
wording ot a disclosure was simphtied A study of
print-ad product claims revealed that children
(especially younger ones) tind it difficult to ac-
curately interpret such common hinguistic devices as
qualified superlatives .
Other studies have found that the content of a
commercial. whether 1t 15 central or incidental to the
commercial’'s message. may bring about shifts 1n
children’s beliefs. Similarly, the behavior of
children using an advertised product has been found
——to vary depending upon the way the product’s per-
tormance 1s demonstrated 1n a commercial
While the evidence from these studies 1s otten
preliminary, somewhat scattered. and stll unrepli-
cated, their findings venty (1) that specific audio-
visual features of commercials can make significant
differences in children’s fearning. and (2) that such
ettects on children’s learning and behavior can be

ERIC ,
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measured by research Future research should
" turther explore children’s ability to accurately per-
cetve and understand commercial information pre-
sented by means of specitic copy, sound, and visual
techniques Investigators should attempt to deter-
mine, for example, whether there are specific presen-
tational forms which are more likely to produce ac-
curate recall and comprehension of such important
information as the size and components of a product,
the way a product works, and a realistic perception
of 1ts performance. This research should give special
attention to the perceptions of younger children.

The cumulative impact of specific presentational
forms 1n commercials also requires examination.
For example. what are the effects on children of the
repeated emphasis on action/performance/speed in
toy products, or the repeated use of animation and
fantasy in cereal commercials? What are the more
long-term effects of commercial technmiques and for-
mats on children’s perceptual and cognitive skills?




Chapter 3

SOURCE EFFECTS AND SELF-CONCEPT APPEALS

IN CHILDREN’'S TELEVISION ADVERTISING

.

Characters of various kinds—human and nonhu-
man, bve-wetion or animated—appear as product
presenta, s or product users i most children’s com-
merctals  Their the advertised
product ranges trom merely a comadental presence
i the commercial to open cendorsements  and
testimontals  The term “source ettect™ reters to the
impact ot these characters on the television ay-
drence

assocration  wath

Critics ot television advertising tor  children
allege that the use ot such characters in commercaials
creates source ettects that take untair advantage of
the young viewer The tollowing histing dehines a
number of these alleged negativo source eftects

I Certain types ot characters in commerciils,
notubly program personalities and  cartoon
characters, may contribute to chirdren’s contu-
sion between programs and advertisements.
We have termed this the confusion effect This
contusion eftect may be heightened when the
program persondlities and cartoon chdaracters
appear i commercetals shown within or adja-
cent to their own programs We call this the ad-
Jacenoy effect

(%)

Celebrities or aathority tigures. such as a
policeman, an astronaut, or 4 mother, can lead
thildren to attribute ‘o the endorsed product
qualities 1t does not have We call this the en-
dorsement effect The endorsement effect may
be heighteed when the celebrity or authority
tigure openly endorses or uses the product—
the direct “endorsement effect—and may be
reduced when the celebrity or authority tigure
merely appears in the commercial without en-
dorsing or using the product in the tndirect en-
dorsement effect The endorsement cffect may
also be reduced or ehiminated f the celebrity
or authority hgure does not appear in real lite,
but 1s either acted or amimated We call this the
furiavy effect

3 Certain characteristics ot product presenters or
users—notably their sex, race, occupation, or
soctal behavior, caa contribute to children
learning social stereotypes We call this the
soctal stereotype effect

"

4 Certain types ot advertising appeals, usuall,
but not always involving product presenters or
users, may deleteriously aftect a child's selt-
concept We call this the self-concept effect !
Personal enhancement appeals, soctal status
appeals, exaggerated or unreahistic product
usage portrayals, and competiive product ap-
pealy tall into this broad category

CURRENT CODES

This section reviews what current NAB und NAD
selt-regulatory codes altow and prohibit regarding
source fuctors und self-concept appeals in television
advertising directed at chitdren

1 Contusion Effect

The NAB does not spetity any potential source
ettects in 1ts code The NAD does specifically reter
to potential contusion between program content and
adverusing content The NAB code, 1dentical 1n
effect to that ot the NAD. states

No children’s program personality or cartoon
character shall be utihzed to deliver commer-
c1al messages witmin or adjacent to the
programs in which such a personahity or car-
toon character regularly appears. This provi-
sion shall also apply te lead-ins to com-
mercials

Note that the adpcency effect actually provides the
basis for the NAB und NAD codes on program per-
sonalities and cartoon characters

2 Endorsement Effect

The NAD code allows all types of endorsers bufe
seerms to prohibit the erndorsement #ffect itself

Advertisement should not tfalsely 1mply that
purchase and use ot a product or service will
confer upon the user the prestuige, skills, or

IThe relationship ot source citects to selt-concept cffects
might be expressed 1n terms ot “who ' presents the product ver-
sus "how™ 1L 1s presenied Other presentation issues are discussed
1 chapier 2 of this report

Q 43
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other special qualities ot characters appearing Advertisments shall not portray attitudes and

in the commercial or ad Material benetits at- practices inconsistent with generally recog-
tributed to the product or service should be in- mized social values and customs.?

herent in the use thereot The NAD's guidelines, section C, pro¥ide a much

more detailed hsang of the criterta which social
portrayals in commercials should meet In addition
to social stereotyping, the NAD prohibits unaceept-
able retlections ot social, legal, moral, nstitutional,
or tamily values, disdain tor parents and other
sources of child guidance, undestrable hiving habits
and manners, and poor (other than intormal) use ot
language

The NAB code. on the other hand. apparently
tries to mimimize the endorsement etiect by placing
restrictions on the type ot endorser and the type ot
endorsepment—apparently based on the assumption
that some types ot endorsers are more etfective than
others The NAB's prohibitionst look simple but
are, n tact, quite compheated They are summarized
in table 3-1

N 4 Self-concept Effect
3 Socwdl Stereotype Ettedt

Vartous advertising practices may retflect
negatively on a child’s selt-concept. Four of the most
prevalent self-concept concerns are covered 1n the
codes

In its preamble, the NAB code recognizes that
“advertising . can serve to nform children ot
inany aspects of the society and world 1n which they
live " Social stereotypes arc not explicitly men- Personal enhancement appeals Both the NAB and
tioned. The code simply states that the NAD allow personal enhancement appeals—

which pronuse such benefits as strength. growth,

Table 3-1

NAB Restrictions on Endqrsements

Human,
Human, actor/actress
real-life portrayals Animated

Celebrities
(a famous person or character) Indirect only* Allowed"** - Allowed

Authority figures
(e.g ., athlete, mother, astronaut, Indirect only* Allowed** Allowed
policeman) .

Product characters

(identified with or “created for" the Not Allowed Not Allowed Allowed
product)
All others Aliowed Allowed Allowed

*“Indirect ' means that this type of endorser can appear in commercials but must not verbally endorse the product nor be
shown using of consuming it This relates to the direct endorsement effact 1ssue already referred to The fact that animated
characters are allowed in all cases and actor/actress portrayals in some, reiates to the famasy effect 1ssue

Iwo other speaific soval factors are mentioned  NAB
prohibity use of  realisiv war atmaosphere an chitdrens com-
meraialy and diso portravady which suggest or recommend in-

~Childrens 1V Advertiang, scctions Thand TR abwe Ques diseriiminate and or immoderate use ot products such as snacks,
tions and Answers Foouary 11978 r~ x}nd\ gum and voft drinky
D
El{fc .
-
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physical proficiency, and intelligence—provided
they are “constructively handled” and "ac-
curately reflect documented evidence™ (to use the
NAB's words) and do not mislead™ (to quote the
NAD guidelines)

Social status appeals Social status appeals. usually
peer status appeals, are prohibited by both the
NAB and the NAD The NAB code states that

Appeals shall not be used which dirzctly or
by implication contend that it children have
a product they are better than their peers or
lacking 1t will noi be accepted by their
peers

The NAD's provision 1s simitarly worded and
dentical 1n effect

Product usage portrayals Product usage portrayals
might presumably affect a child’s selt-concept 1f
the child cannot duplicate the portrayal The
NAB and the NAD have similar codes ..overing
usage portrayals except that the NAB refers to
toys and premium offers whereas the NAD refers
to all products advertised to children Both codes
prohibit exaggerated portrayals of play value or
pertormance characteristics. usage demonstra-
tions which a “a child” (NAB) or an “average
child” (NAD) 1s not reasonably capable of
reproducing, settings and contexts which a child
cannot reasonably reproduce, and portrayals of
children possessing untair or inequitable numbers
of pr Jucts or prenniums

Competitive product appeals The NAB code s
clearly against competitive product appeals,
allegedly because of a potential self-concept
effect The code prohibits both overt competiuve
app Is (comparison advertising) and covert
competitive appeals (superiority claims)

Positive exposition ot 4 product’s own at-
tributes are acceptable (sic) However,
because of their potentral to encourage dis-
satisfaction on a child’s part, compet:-
tive comparison super:ority chiaims or tech
niques are disallowed

The NAD aiso discourages competitive ap-
peals but allows them 1n cases where a “true and
significant advantage may exist that can be
readily uaderstood by children ™ Such claims
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should be nondemeaning to competitors’ prod-
ucts, should not mvolve comparisons with pre-
vious vers:ons of the same product, must be ade-
quately documented, and must not be based on a
biased selection of comparative attributes Addi-
tionally, the NAD appears to prohibit subjective
superiority claims or “puffery ”

INCIDENCE

Incidence refers to the prevalence of commercial
practices relating to potential source effects and self-
concept appeals, not to the incidence of effects per
se However. to maintain continuity, the headings in
this section retain the word “effect” when, more cor-
rectly, they should be “potential for effect ™

1. Confusion Effe-t

Content analyses by Barcus are very helptul 1n
that they provide evidence on prograth personality

_ and cartoon endorsements as well as‘incrdence esti-

mates on the adjacency phenomenon Adjucent en-
dorsem@nts (either within or coftiguous to the en-
dorser’s regular program) were negligible at the
most recent coun: 1n early 1975 none on weekend
mornings and 1 percent during weekday afternoons
Nonadjacent endorsem nts were recorded at an inci-
dence of about 6 percent (7 percent on weekends.
and 5 percent on weekdays) However, this figure
probably overesimated the use of program per-
sonalities and cartoon characters since “endorsers™
m the Barcus analyses included celebrities
(specifically “sports figures™ and “figures in the
news”). Even so. the incidence of nonadjacent en-
dorsements by program personalities and cartoon
characters seems quite low considering that thisis 4
permissible practice.

2 Endorsement Effect

The endorsement etfect rel~tes to the type of en-
dorsers and the type or endorsement that each s per-
mitted to makz Again, Barcus provides the most re-
cent tncidence data, except that his content catego-
ries do not correspond to these specified by the NAB
code An analysis of 1971 commercial content by
Winick et al. (1973) 15 of some help n that practices
which are not aftected by code changes can be
roughly estimated trom this cirhier study From
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- these ggtimated breakdowns, we can draw a number

of tentative conclusions about endorsecment

o Prabably 80 percent of children’s commercials
enlp]by“ an on-camera presenter 4 In  other
words, only about 20 percent portray no visi-
ble source, although, of course, auditory cues

“ are us “lly present

® The mos ient visible product preseuters in
commercials directed to children are amimuated
characters (4. percent), followed by anonymous
human adult or child actors and s.tresses (32
percent) Cartoon program characters selling
products 1n commercials that are not adjacent
to their own programs account for the next
largest frequency (4 per<. t)

e .here 15 a 2 percent incidence of real-life
celebrity endorsements, even though this prac-
tice 1s now prohibited by the NAB code Ap-
parently, not ail advertisers are observing tis
prohibition S

e Virtually ail children's commercials would
qualify as direct endorsements under the NAB's
defimtion. Besides direct tesimonials (an est:-
mated 20 percent), there are on-camera
usage/consump*.on portrayals (an estimated 60
percenty sius off-camera verbal statemen.s
where only the product is shown (an estimated
20 percent) » Although these are ail ditterent
degrees ot endorsement, they are all direct en-
dorsements under the NAB code ”

Readers who cheen Barcus (19754, by will hind a vers high
inv.dence (about 41 percent) of ott-stage annowtcers However
this does rot preclude the aiditional presence of an on camera
presenter The R0 percest figure s estimated trom the older
Winick et al (1973) data but s hikely to be currenlty applicahle
since thers nave been no code changes attecting the practice

AR article s Whvertoane dee September 13, 1976 {posidat
ing the September 1 1976 NAB ban) re, orts that S aper
Maanu tuning Cooand the Muller Jordan Hernick adverusing
agenoy will be using Aley Karras—a celebrity and, as an athlete
probably also an authority tigure by NAB defimions—to pro
mote 1ts Super Jooks' line ot children’s action toss on
children s shows sports programs and preme tinie network
shows

~Lstimated trom tures provaded by Winick et al (1973
oilected in 1971, these may be somewhat naccurate but are the
aedrest available estimates

“tnaddinen to sections B2 and TR ot the NARs Children s
TV Advertivng code of September 1 1976 see NABs Ques
tons and Answers ' Code Vews lanuary 11978

Aruitoxt provided by Eic:

3. Social Stereotype Lffect

The potential for social stercotype ethcts lies in
the presence of various social cues in commercials
seen by children The following figures are based on
commercials shown for the most »art during
prozrams designed for children on weekday after-
noons and weekend mornings No data are available
that reflect the incidence of social cues tn other com-
mercials that childien may see \

Age of product presenters The tollowing table 1s
based on a simple average of Barcus™ weekday atter-
noon and weekday morning content anaiysi, in
early 1975

Table 3-2
2l
Spokespersons charactses
Adults on-camera 627 32%
off-camera 15%
Teenagers” 16% 6%
Children 7% 55,

*For some reason Barcus coded animals in this cate-
gory as well Thus, this figure represents “all others
besides adults and chiidren

1t we focus only on vistble age cues, and gnore the
teenage tncidence. 1t may be concluded that
chuldren, overall, see about one and a half times as
many adults as children in comineraials directed at
them However, they see about mine timies as many
adults as childeen acting os spokespersons ar endors-
ers

Sev of product presenters Agamn this table 1, based
on an average ot tigures in Barcus (19754 by

Table 3-3
Other
_ Spokespersons characters
Male 90% 67%
Female 10% 33%

Overall, children see ac least three times s many
males as females in commercials directed at aem
For spokespersons or endorsers, the ratio is mmne
toaes as o maty males as tem “os Some nterssting
results on sex cues come  om 4 content analysis of
1974 children’s Saturday moraing commercials by

s aand
w_) o




McArthur and Eisen (n d ). Including only commer-
cials in which human males or females appeared as
central chara-ters, these investigators found, predic-
tably, that :nales were portrayed matnly 1n authority
roles whereas females were portrayed primarily as
“passne” product users However, although many
more males than females were shown (80 percent vs
20 percent), both sexes appeared cqually as
“reward-givers’ and reward-getters ' As
McArthur and Etsen commented. advertising may
be the one media area 1in which women are fre-

qu atly rewarded for their actions—even though the
rewards are usually with:n the context of stereotyped
“housewite™ or "mother™ roles

Race of product persenters Although there are no
data available ter the period. it i< hikely that. proor
to the late 1960's chiidren's commercials were
almost exclusively populated by white characters—
human or animate¢ Although the figires may vary
in reliability, 1t 1s interestng 1o note the trend ot
tacidal characteristics in children’s commercials since
then

. N
Tabile 3-4
Data Percent of commercials*
Slu\dy collected in which nonwhites
appeared

Barous (1971) 1971 27%

‘Winick et al. (1973, 1971 24%

Atkin & Heald (in press) 1972 18°%

Atkin & Heald (in press) 1973 24%

Doolittle & Pepper (1975) 1974 R 17% —

*Most of the studies focused on Saturday morning commercials

In the mouost recent content ana.yses (Barcus
19754. b). with 1975 data, a much lower ~onwhite
incidence was obtained

Table 3-5

Weekend Weekday
mornings aftarnoons

Whites a5% 92%
Blacks 3% 7%
Other /0.5 /05

The explanation for Barcus lower figuresis that his
1975 figures are based on the percentage ot total
characters rather than on a percentage ot total com-
mercials While nonwhite characters appear in ar 1t
20 percent of children’s commercials, they appear
alone 1n only about 2 percent (Atkin & Heald. n
press) Typically. the practice 15 to add nonwhie
characters to depict an “integrated” racial setting
Atkin. and Heald's statistics of 1472.73 document
thts phenomenon

Table 3-6

Average ro. of Average no. of

Data characters in characters in
col- all-white commercials which
lected commercials contain nonwhites
1972 315 4 91

1973 270 533

ERIC
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()uu/lulm‘n of product presenters Recent specttic
data on oeorpations doicted + . children’s commer
cuals aren Lvarlable In a study ustig 1971 data,
Winick ei a1 (1973; reported that occupational cues
were detectable in 38 percent of children’s Laturday
morning commercials and that a diversity ot blue
collar and white collar occupations was portrayed
Occupations shown 1n children’s © immercials are
most often discussed in the context of sev cues-—
notably the roles played hy women Available con-
tent analyses indicate that just af women are under-
represented in children’s commercials, the . occupa-
tional roles are also underrepresented 1n the media
in generai. women are most otten portrayed in
domestic roles (Busby: 19753, although this 1s
G omishing gecording to an v estigation by the Na-
tional Advertising Review Board (Advertiving Age,
Apnil 21, 1975) Children s commercials almost ex-
clusively portray women in a single role. “house-
wite.” versus 17 occupational roles shown tor men
(Busby, 1975, Verna, 1974) This finding may be
misleading, however The label nught just a5 otten
be ‘'mother. "4 role we might expect to be dominant
tn commercials dir *cted at children

Soctal behavior of product pres_nters Accordimg o
the Barcus studies  commercials shown during
weekend mornings and weekday atternoons dis-
played a sariery ot setungs tor exhibiting soaial

ab
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behavior 1n or daround the home (30 percent), out-
door setings (29 percent), pubhic places (15 per-
cent), and places of work (4 percent) * However, no
analysis hds yet att'mpted to evaluaie whether
behavior depicted inchildren’s commercials 1s 1n ac-
cord with “recogmized™” or “accepted” social values
and wustoms, as required by the NAB and NAD
codes

4 Sclt-concept Lttect

Four types ot claims were dentifie rlier as
having 4 potential bearing on childrens seli-con-
cepts Rarcus (19754, b) again provides the most re-
cent and specihic wadence hgures

Table 3-7 uses
Barcus™ coding categortes—three of which relate
quite closely to personal enhancemer: claims by ad-

Pervonal enhancement appeals

vertisers

Table 3-7
Incidance

Fun/Happiness 7%
Fun taste, fun to eat, lots of laughs,
cup of happiness
Hc alth/Nutrition/Well-being 13%
Low fat good for you. balanced
breakfas!, look thinner
Action/ Strength/Speed/Power 6%
{no defining examples)
Advonture 1%
An adventure in every bite

Total 27%

In all. approvimately one i tour children’s commer -
Cials carties @ lears an o mphicit promise ot personal
enhancement or henetit from produst consumption
or use 1t should be noted that documented claims ot
this tvpe are alfowed by industry codes

SThese tgure e avctwnd trom Barcus 19750 byl
oot s ot Barous taoroporis wvevafive iy tounded Lo the

Seaost vl DT porcealing

Socwal status appeuls Barcus comes closest to
measuring the incidence of s~cial status appeals with
his Peer Status/Popularity code. The averaged inci-
dence for this type of claim was 2 percent. A 1975
example would be the commercial 1n which a young
girl, upon procuring a braund of fried chicken, 1s
allowed nto a boys' play club This practice 1s
prohibited by the NAB and NAD codes

Product usage portravals No data are available on
the extent to which children’s commercials exagger-
ate product ownership, product performance, or
play setiings beyond a degree reproducible by the
“average” child i

Competitive product appealy Qvert comparisons
between competing brands or models of a product—
“comparative advertising™ 1n adult commercial ter-
minology-—are apparently neghigtble in children’s
con.mercials Barcus’ nearest category 1s entitled
Comparative/Associative but this appears to refer to
similes and metaphors (e g., “'tasts as good as gold™)
In any case, the mcidence for tnis category was only
I percent.

Covert compasisons—superiority of uniqueness
claims—were more prevalent Uniqueness claims
{c g ."theone and only . ") wererecorded at 4 per-
cent Superionity claims, which almost exclusively
involved subjecuve superlatives or “puffery” (e.g .
the greatest, best, {antastic) rather than objective
compe itive claims (e g | best selling) were recorded
at 7 pervowt Thus. the estimated total for this prac-
tice. which 1s prohibited by the NAB, 1s 11 percent

RESEARCH EVIDENCE
| Confusion Effect

This ctfect alleges that the use of program per-
sonaliies and cartoon characters in commercials
contributes to children’s confusion between program
and advertising content ¥ Even by 5 or 6 years of
age, approximately 2S percent of all child viewers
<ufl experience ditheuliy 1n separating programs
from commercials (see chapter 1 of this report)

‘For example a recent vonsent o sder by the FTC agamst
Hudson Pharmacceutical Corporation atleges that commen. 1als
which use  Spider Man a4 character who appears das * Spider

on  The Lledtr, Company chi'dren s program Chas the ten-
deney and capavity to blur tor chifdren the distinction hetween
program vontent and advertising  (Federal Trade Commission

Consent Ordor File N 762 054,

ERIC
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Does the use ot program characters contribute to
this discrimination difficulty? Only one published
study has exarmined this question (Atkin, 1973b)
The study also attempted to test the adjacency effect,
which hypothesizes tha: che contusion etfect can be
reduced or eliminated if the program characters a: e
used “outside” rather than within or adjacent to

their own programs The NAB and NAD codes are -

based on the adjacency hypothesis.

Atkin's study used three test conditions One
group of children saw a commercial for “Pebbles™
cereal, featuring the Fhintstones cartoon program,
we call this the “adjacency group.” A second group
saw the same commercial and the same cartoon
program but 1n a noncontiguous sequence-—this 1s
the “nonadjacency group ™ A third group saw the
Flintstones commercial during a Bugs Bunny car-
toon program, wd call this the “control group ™

“Confusion” was measured by asking the children
whether they remembered seeing the Flintstones
characters eating cereal and, if so, where (The
characters ate cereal nnly in the commercial, not the
cartoon program.) Evidence for the confusion effect
was obtained 1n thar one-fourth ot the children who
recalled the Flintstones characters eating cereal
thought they did so 1n the program. This error was
most prevalent among the younger children 1n the
sample (3- to 7-year-olds) However. the overall
magnitude of the indings was diminished somewhat
by the fact Mhat sigmificantly.fewer chiidren in the
Flintstones program groups (compared to the con-
trol group) recalled the cereal-eating event in the
first place Since we have no measure of “‘spon-
taneous™ confuston, we have to rely on 'recalled”
confusion (1e, the percentage recalling the event
muitiplied by the percentage confused) By this
welginted measure, the confuston etfect results are
équivocal since the confusion trends are offset by
lower recall ot the confusion

Atkui's study also did not support the adjacency
effect hypothesis In fact, the “nenadjacency group™
experienced shightly more confusion than the “adja-
cency group ™ In sum, Atkin's coniparison group
produced equivacal results for the confusion effect
and at the same time no supyp rt tor the adjacency
etfect.

There were other findings 1n the Atkin study
which suggested consequences other than the confu-
sion effect For example, children in the Flintstones

program groups patd shightly more attention to the
Flintstones commercial than those in the control
group, they also tended to want the advertised cereal
significantly more often These results, incidently,
were stronger 1n the nonadjacency group. This casts
further doubt on the implicit NAB/NAD hypothesis
that nonadjacent commercials of this type are less
efficacious than adjacent or in-program commer-
cials

A 1975 study by Donohue should also be men-
tioned In a survey sample of 162 6- to 9-year-old
black children of low socioeconomic status in New
Orleans, Donokue found that 27 percent of boys and
42 percent of girls claimed that “their favorite TV
character™ appears in commercials The two favorite
characters 1n commercials were Bugs Bunny and
Fred Flintstone. However, these figures are hikely to
be overestimates in that they do not measure the
proportion of commercials 1in which the characters
appeared (the children may have been reporting
abcut relatively few commercials), they are self-
reports and thus depend on the rehability of
children’s memories, and the sample’s and the
region’s viewing content may be somewhat atypical
in terms of NAB code-covered stations. The Barcus
figures should hc taken as moie accurate

2 Endorsement Effect

The endorsement 1ssuc mvolves not one but three
alleged ettects the direct endorsement ettect, the 1n-
direct endorsement eftect, und the fantasy ettect.

Durect endorsement effect The allegation here is
that certain types of product presenters can lead
children to attribute to the endorsed product
qualities 1t does not have The recent FTC consent
order against "Spider-Man™ Vitamins, for instance,
states that "The use of such a hero figure has the
tendency and capacity to lead significant numbers of
children to believe that the endorsed product has
quabnies and characteristics 1t does not have ™
(Federal Trade Commussion Consent Order File No.
762 3054)

Endorsements by rcal-lite celebrities and
authonity figures are prohibited by the NAB for
commercials appearing 1n children’s programs 10
Ironically, the singic published study dealing with
this phenomenon (Atkin, 1975b) seems to suggest
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that real-life celebrities and authority figures do Lot
produce an erdorsement effect. In this study, an
astronaut character was used as a "hero figure” en-
dorser!! and compared with a “man 1n the street”
endorser Atkin's summary of the study implies that
the astronaut figure was slightly less effective in 1n-
ducing children’s desire for the cookies advertised.
However, careful reading of the study shows that the
endorsement effect depended nn whether or not the
children liked astronauts When subgroup analyses
were conducted the following results were revealed

Table 3-8
Desire for
, the
advertised
product
Experimental group:
Children who liked astronauts
“pretty much” or “very much” (60
percent of group) 32%
Children who liked astronauts "not
so much” (40% of group) 22%
Control group:
“Man in street” version 29%

The results indicate a negative endorsement effect
among a substantial subgroup of children and no sig-
nificant positive endorsement effect among the re-
mainder

Of course, this 1s only one study The commercial
may have been atypical of endorsement commer-
cials There 1s little doubt that endorsement effects
exist However, hittle 1s known about the source
characteristics and processes that produce them Nor
have effects or outcomes other than “product liking”
been studied. Proposals for obtaining this informa-
tion are considered in the Needed Research section
of this chapter.

Indirect endorsement effect The NAB code does
not prevent real-life celebrities or authority figures
from appearing in commercials directed to children,
2lthough the code does prevent these figures from
verbally endorsing the product and from being
shown using or consuming 1it. The qugstion 1s, are

11 The endorser. who was 1dentified as “Astronaut Alan Col-
lins,” was presumably a celebrity and an authonity figure since
“astronaut’ 1s one of the rofes ¢..ed by the NAB as ¢exemplifying

Q iy figure in children’s adveruising, see table 1

passive (indirsct) forms of endorsement any less
effective than direct endorsements and outright
testimonials” Since there are no studies available2
that compare different degiees of “*directness” of en-
dcrsement, we can only compare across studies.

In a pilot study using print ads, Hyams, Tanner,
and Rossiter (1975) found that a black athlete en-
dorser—an authority figure by NAB definition—
produced a markedly greater liking for the endorsed
product—a fictitiovs brand of soda—than either a
black businessman endorser o1 a white businessman
endorser. The black athlete advertisement used no
direct endorsement whatsoever—only a picture of
the athlete juxtaposed with a picture of the product.
The endorsement effect, incidentally, was stronger
among the older children in the sample (5th graders)
than the younger children (2d graders) Dramatic
source effects have been obtained in other studies

“with an equally indirect product-endorser relation-

ship.

Perhaps the most straightforward illustration of
the indirect endorsement effect comes from a puot
study by Iskoe (1976) In this study, Iskoe picked
five pairs of similar products and randomly assigned
five endorsers to them Four of the endorsers were
celebrities and some were also authority figures as
defined by the NAB. The fifth was an “ordinary
male " Independent ratings of children’'s product
preference were made firct An endorser was then
“attached” to each product and the products re-
rated The data in the following table are paired
comparison preferences in which the children were
required to select one item from each pair. The sam-
ple comprised 225 children across Ist. 3d. and Sth
grades, with both sexes and also race represen-
tatively mcludt_:d

Several conclusions are apparent from this study
First, silent endorsement clearly works: Increases in
product preference of up to 67 percent were ob-
tained purely on the basis of a product-endorser jux-
tanosition. Second, aithough interaction effects are
likely between various endorsers and products, not
all endorsers are equally effective. Mohammed Ali
seems mucH more effective than, for example,
Lucille Ball, who as “Lucy” actually produced a
negative effect in one instance On the other hand,
the "*Ordinary male” endorser was just as effective as
the average nf the celebrities (22 5 percent vs. 19.6
percent) This reinforces the point made 1n connec-
tion with Atkin’'s ““astronaut study” earlier. that en-
dorsement effects depend on how children regard
the endorser.

ERIC -
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Table 3-9

Endorser and product pair Unendorsed Endcrsed Ditierence”
preference prefersnce

Mohammed Ali

Frisbee 36% 60% +67% .

Beachball 64% 75% +17%

President Ford

Cookies 56% 68% +21%

Donuts 44% 57% +30%

Captain Kangaroo

Gloves 49% 55% +11%

Ski cap 51% 59% +16%

Lucille Ball

Doll 45% 45% 0%

Gun 55% 52% -5%

Ordinary male

Potato chips 55% 67% +22%

Pretzels 45% 56% +23%

‘' Difference = (Endorsed Pret — Unendorsed Pref — 100)%

In sum, although no research has been done which
actually compares direct with indirect endorse-
ments, separate studies show that both can produce
significant effects. It 1s not known whetker the
NAB’s prohibition of direct endorsement
(testimonials or overt use/consumption) reduces en-
dorsement effects by celebrities or authority figures,
but 1t certainly does not remove these effects.

Fanitasy effect Imphied in the NAB code 1s a sec-
ond means of reducing or eliminating the endorse-
ment effeci—the fanrasy effect Animated characters
are universally aliowed as presenters; they may
portray celebrities or suthority figures, and may
serve as specially created “product characters.” Also
in keeping with the fantasy 1dea, actors and actresses
are allowed to portray celebrities and authority
figures so long as their portrayals are recognizable
by ci:ildren as “slice of hife.” (Presumably this means
that children see acted portrayals as being of a fan-
tasized nature.) The NAD code does not contain any
fantasy effect assumption; the NAB's current code,
however, virtually depends on .

No published studies exist which specifically test
the fantasy .ffect The Flintstones study (Atkin,
1975a) employed animated cartoon characters and
other studies (e.g.. Hyams et al , 1975; Robertson et
al., 1975) have used actors and actresses to portray
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authority figures. But none of these studies I as com-
pared the effectiveness of fan‘asy portrayals vs real-
lite endorsers. Therefore, we shall devote considera-
ble attention to suggested future research on the fan-
tasy effect in the Neeced Research section of this
chapter.

3. Social Stereotype Effect.

The development of socially sterec.yped percep-
tions tn children 1s unduubtedly a long, cumulative
process. The incidence figures for social cues associ-
ated with characters in children's commercials dealt
primarily with ratios. young-old, male-female, or
black-white. In the general context of television
viewing, it has been shown that ratios of violence
and the social characteristics of aggressors and vic-
tims can affect adult viewers' perceptions of society
(Gerbner and Gross, 1975). We might expect similar
effects from commercials, although it would be
difficult to separate them from the effects of televi-
sion programing as a whole.

We might nevertheless ask whether the social
characteristics of commercials produced any short-
term cffects regardless of any long-term conse-
quences. In particular, by using certair characters as
presenters or product users, commercials may take
advantage of existing social stereotypes to produce
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endorsement effects, 1€ . to smbue the product with
qualities or characteristics it would not otherwise
have Thus, children may find models in commer-
cials credible, attractive, or persuasive solely on'the
basis of their social characteristics, quite apart from
any celebrity, authority, or other special status

“characteristics they may possess There 1s considera-

ble evidence that this type of “social endorsement”
effect exists We will examine this evidence in terms
of the most salient social cues among characters in
children’s commercials age, sex. race. occupation,
and social behavior

Age cues Most of the concern about age cues has
centered on the issue of adalt vs child presenters
This issue may look hke an authorty figure
phenomenon but, as seen in table |, only particular
adult roles are seen as authoritative by the NAB
Tiius there 1s a separate adult vs child issue 2

The overwhelming usage of aduit presenters sug-
gests that adults are miore effective presenters than
children But there 1s a qualitication A study by
Robertson, Rossiter, and Brenner (1975) utihized a
child endorser, a parent endorser, and a parent  lus-
child endorsement Based on ratings of affect (lik-
ing) toward the endorse.' product, the entlorsement
effects were exactly 1n that order- most effective was
the parent-plus-child endorsement. The ditfererce
between the child endorser and parent-plus-child
endorsements was significant at the 05 level, with
younger children (7- to 9-year-olds) somewhat more
influenced by the parental inclusions than older (10-
to 12-year-old) children. The Robertson et al study
was conducted with a mixed-race, mixed-sex sam-
ple The finding ot parent-child superiority was
replicated 1n a tollowup study by Gardner (1975)
with an all-white. mixed-sex sample—with results

cnteresungly enough the NAB s concerned about the role
of thildren 1n adult commercials NAB apparentiy teels that
dominant use of childrenn commercials osténsibly mtended for
adults may redefine the attual larget ot the commercidls as being
intended tor children 1n advertising of any product designed
tor and directed to adults a commercial 1sexempt trom the pro
visions of the Cnildren = TV Auvertising (}u.IdeInws eventf it s
shown cGuring or adiacent to chiidren s progranung and if

Any use of 4 child 15 limited to a real-lite situation and, 1t
the child 1s used as other than inadental, hackground
character such use 15 confined to 4 sttuation r which the
parent adult<child relationship s establi’ 4 and the
parent adult remains the dominant Character

C hildrens TV Advertiang
Sectnon 1112

Q
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significant at the 01 level In sum, the studies indi-
cate that adults are more eftective than children as
presenters—especially 1f they are shown with
children as a joint endorsement

Sex cues The endorsement etfect question inrela-
tion to sex cues 1s whether males or females are more
eftective presenters of products in children’s adver-
tising Empirical research on sex cues has typically
employed child rather than adult models, although
children are atypical as presenters (see table 3-2 and
3-3)

The single study that has employed adult models
in research on sex roles 1n children’s television ad-
vertising was conducted 1n the Atkin series (1975c¢).
In this study Atkin was interested in the cuditory sex
cues provided by oft-camera announcers.!? In-
terestingly, only 47 percent of the children in the
Atkin study correctly recalled that a woman’s voice
had been used 1n the versicn of the commercial using
a female announcer. recall did not differ by sex of
viewer Older children were much more ofter cor-
rect than younger children. periaps reflecting 1n-
creasing sex-role awareness Overal!, use of a female -
announcer made no difference 2s to recall of the
commercial, belief 1n the advertised cla:m, or desire
to use the product. By subgroups, buys weie sone-
what more influenced by the female announcer, as
were older children However. there was no
difference 1n response between the children who
recalled a temale voice and those who did not recall
the announcer's sex correctly

The apparent implhications of this study are either
that the sex of an ott-camera announcer makes no
difference—or that a female announcer s suffi-
ciently novel to make her just as effective as a male
announcer But there 1s a third pussibility  Atkin
used a Bufferin commercial which was probably
fairly tamiliar to the children Recall of the com-
mercial, behef 1n the claim “Bufterin works taster
than plain aspirin,” and desire to take the product
may well have peen established prior to the test.
Thus the experiment may imply nothing more about
sex cues than that boys and girls are cqually hkely to
hear them

—

CiBarcus (19754 by tound that an average of 31 percent of
chiddren s comrmerctals use an off stage vorce although our estr-
mates are that only 20 percent use soluiy an oft stage voice with
fin on i(dgC prcscn(cr
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A similar drawback occurred 1n a second study by
Atkin (1975¢). which used boy and girl models en-
dorsing an established product—a Tyco race car set.
Only 41 percent of the children in the girl endorser
version recalled the model's!? sex accurately; again
this did not differ by sex of viewer Female endorser
effects were tound onlv among those children who
had perceived the female endorsement This
subgroup was much more likely than the “nonper-
cetver’' subgroup to approve of girls playing with
race car sets However. their own desire for the toy
was only mimimally affected, with boys wanting 1t
much more than girls regardless of the commercial
manipulation

Less equivocal sex cue results were obtained 1n
the Robertson et al study (1975) and the Gardner
(1975) rephication The products, fictitious brands
of cereal. were unknown to the children, so pre-
viously established attitudes were not a confounding
tactor Across the total sample there were no signifi-
cant sex cue effects However. subgroup analyses
provided a different picture In both studies, older
boys were more influenced by male endorsers (n.s at
Ist grade. .05 at 3d and Ol at 5th). Girls showed a
stmilar trend 1n r-ponse to female endorsers, but
this trend did not reach statistical significance, 1€ .
male models vere equally effective with girls Two
qualitications should be added to these results. A
pilot study by Sobel and Rossiter (1975) did show a
marked “own sex’ trend for girls.!s The study also
included a third sex cue condition. boy-plus-gi.. en-
dorsement This turned out to be equally as effective
as male-only endorsement with older boys but not .t
all appealing to girls

Taken as a whole, these studies suggest that sex
cue endorsement can be effective 1n changing
children’s liking for products—quite apart from any
intrinsic characteristics the product may possess—
although the magnitude of the effect depends on
prior sex-typing of the product. Sex cue endorse-
ment seems to be more effective with older children,
probably because of preexisting sex-rcle awareness
Finally, findings lean toward an “own sex” effect 1n
general, but the evidence 15 not conclusive on this
point

dActually models sex Atkin used two boys and two girls 1o
cach commerc.al to mimmize wiosyncratic cues

““1he term marked trend” 1s used becaus these data were
not tested for statistical significance  The magnitude of the
ctfect. however was greater than the signibicant differences 1in

the Robert on et al and Gardner studies

Race cues The evidence on endorsement effects
due to racial characteristics of product endorsers 1s
complicated Four published studies have tested thz
effects of black and white endorsers with black and
white child samples '¢ All show a tendency for
awareness of racial cues to increase with age; young
children seem little affected by racial differences.

The complication 1n the race cue studies lies with
older (10-to 12-year-old) children Robertson et al.
(1975) found a tendency for children of this age to
be influenced by an “own race” effect although “nis
trend was not statistically significant. Gardner
(1975), using a white sample only, also found no sig-
nificant “own race” endorsement effect. However,
Hyams, Tanner. and Rossiter (1975) found very
strong “own race’ effects for older children, par-
ticularly black children,!” and Atkin (1975b) found
an apparently significant “cross-race” effect for
older black children, but no effect for older white
children

What shoujd be concluded from these studies?
Furst, it is clear that race cue endorsement effects—
again independent of the product’s own charac-
terisitics—can occur Second. whether these effects
occur depends critically on the prior socialization of
the child. Older children seem more liable to be
aifected by racial cues in commercials, but how they
are affected almost undoubtedly depends on their
own soctalization experiences with regard to race. It
1s noteworthy, for example. that the studies cited
here drew their samples from schools with quite
different interracial histories, which may account for
their discrepant findings

Occupaiional cues As noted, occupational cues
4.2 probably present in about 40 percent of commer-
cials intended for children Evidence on long-term
stereotyping eftects attributable to commercials is
almost impossible to obtain, but n the short term,
occupational cues undoubtedly have authoritative
or status ortented dimensions which make them a
special subcategory of endorsement effects Note the
earlier reference to the study by Hyams et al. (19735)
which demonstrated that the occupation of “athlete”

*(ne of these studies was not sutticiently well controlled to
be assessed

I This was the only study to include dn integrated setting
Older children of both races tn this sample preterred this seting
least although their response to @ cross-sex’” setting wds only
shightly less negative
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in an endorser role 1s more etfective with children
than the occupation ot businessrian

However, the principal controversy surrounding
occupational cues 1n commercials involves their in-
teraction with sex cues Most often the controversy
centers on the occupational stereotyping of women
Content analysts imply that women 1n commercials
are often stereotyped as “housewives"—although as
we already commented, the women might also be
designaged as “mothers.” In either case, the occupa-
tions portrayed oy women are clearly hmited

Although the development of social stereotypes is
presumably a long process. a very interesting experi-
ment by Atkin (1975c¢) suggests that certain
stereotypes of women’s occupatiens may be
reversed, at least temporarily, in a single trjal. In
this expe.iment, Atkin prepared three versions of a
commercial i which a 35-year-old woman was
shown discussing the occupation-related advantages
of eyeglasses. In one version, the woman portrayed
the role of a judge, 1n another, the role of a computer
programer, and in the third. the role ot a television
technician repairing a TV set Separate groups of
children saw each version, and a fourth group. which
did not see the commercial, served as a control The
dependent effects measure consisted ot a checklist of
occupations suitable for women 1n which theyoles ot
judge, computer programer, and TV technician were
included Results were as follows

~=ble 3-10
Percent of children who
checked this occupation
as suitable for women
Control Experimen-
Occupation group tal group
Computer programer 54% 62%
Judge 27% 51%*
TV technician 26% 36%

reparir 1Is seen as a low status job for persons of either
Isex.

The most intriguing resuit of this experiment was
the apparent strength of a single “learning trial™ in
the face of considerable previous learning. The
change effects, incidently, were stronger among the
older and presumably more role-socialized

~ehildren A defiyed followup measure of occupa-
tional suitabihity would have been an interesting ad-
dition to the experiment

It 1s tempting to conclude from the counter-
stereotyping effects 1in the Atkin experiment that
commercia., must also produce stereotyping effects,
but suck a conclusion 1s not logically warranted
However, s'ngle commercials are clearly capable of
aftecting children’s short-term social beiiefs. This 1s
an unusual ‘inding given that such effects were
popularly supposed to result only trom multiple ex-
posures. '

Soctal behuvior The final subcategory of social
stereotype ettects concerns social behavior which ac-
cording to the NAB code must not be portrayed as
being “inconsistent with recognized social values
and customs.” Some types of behavior, such as
violence, would be almost universally regarded as
antisocial, but the classification of hving habits,
manners, or language 1s distinctly more subjective. [t
15 not surprising, then, that no one has attempted to
define the stimulus characteristics needed for an
ettects study on the more general forms of social
behavior seen 1n commercials,

We mught ask, however, whether the phenomenon
of learning social behavior trom commercials 1s
demorstrable Atkin (1975b) has shown that itis In
thic experiment, a group ot children who saw an an-
tilittering commercial exhibited signiticantly less lit-
tering behavior than a group who had not seen 1t.

¥

*Signiicant difference (p/ 05)

The most dramatic result was the percentage ot
children accepting the role ot judge as suitable tor
women after seeing a woman portray the role in the
commercial. The remaining results, although not
statistically significant, indicated that the other two
commercials had a similar ettect ot reversing the
stereotype. Their smaller impact may have been duc,
respectively, to less stereotyping ot the computer
programer occupation and to the possibility that TV

Q
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Hesever, 1n Atkin's commercial, a public service
announcement, the tocus was on littering. whereas
the sort ot behaviora] eftects that the NAB and NAD
are concerned about would presumably be of a more
incrdental nature Behavioral modeling of incidental
content 1n children’s commercials has been
demonstrated in another context ' However. no
studies are available on children’s incidental Iearn-
ing of routine social behaviors trom commercials.

<

“Seesalety considerations revicwed gn chapter 8ot this
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4. Self-concept Effects

The four types of endorsements most likely to
affect a child’s self-concept have already beer. 1den-
tfied personal enhancement appeals, social status
appeals, product usage portrayals, and competitive
product appeals. This section will review the availa-
ble evidence on the effects of each

Personal enhancement appeals Some 27 percent of
children's commercials employ appeals oriented
toward personal enhancement—ranging from tem-
porary effects such as tfun and adventure, tc more
permanent personal states such as strength, health,
or well-being (see table 3-7). Many products ac-
tually deliver such benefits, of coursc The man
concern of critics and regulators 1s not so much with
these claims per se as with therr Jocumentation or
proof.!9 Usually such documentation requires
survey evidence demonstrating that the claimed
benefit 1s experienced or attested to by a large ma-
jonty of children. This type of survey has not ap-
peared in the academic literature on the subject, but
there is littie doubt that there are proprietary com-
mercial surveys which document various personal
enhancement eftects

There 1s one academic study which indirectly
bears on the question of personal enhancement out-
comes. The study measured children’s reported-
satisfaction with Christmas presents, many of which
were products adverticed on television (Robertson
and Rossiter, 1975). In 90 percent of the cases, this
sample of 253 children expressed satisfaction with
the products (58 percent of the presents were rated
better than expected). Younger children (Ist grad-
ers) expertenced shightly less satisfaction (84 per-
cent). Dissatisfaction among heavy TV viewers was
24 percent versus only ¢ percent among hight TV
viewers. However, 1t s not clear that personal
enhancement appeals were responsible for all of this
effect. Even if we make the rough assumption that 16
perce t20 of this dissatisfaction was due to television
advertised products, an alternative explanation 1s
that young children are not experienced judges of
product portrayals, whether or not any personal
benefits are implied Ly the commercials

19For example, the FTC's celebrated charge against Waonder
Bread advertising included the < llegation that 1t “tends to ex-
ploit children’s aspirations tor rapid and hedithy growth " The
FTC eventually ruled 1n tavor ot Wonder Bread in regard to this
portion of the complaint

024% KRG =167
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In sum, children undoubtedly encounter many
persoaal enhancement claims 1n commercials, and
many of these claims are undoubtedly effective (as
well as valid). No direct nonproprietary data are
available on the ncidence or magnitude of these
effects or on the failure of the claimed effects

Soctal status appeals Children’s commercials
which imply that ownership of a product will lead to
increased social status, or that lack of the product
will have the opposite effe <t, are prohibited by the
NAB and the NAD While the incidence of these
types of appeals are currently at a very low 2 per-
cent, they nevertheless exist Consequently, we may
raise the 1ssue of whether social status appeals are
effective with children

An experiment by Shaak, Arnes, and Rossiter
(1975) tested the effectiveness of a commercial with
a social status theme. A storyboard commercial for a
fictitious brand of cookies was showr to a group of
2d and 5th graders The final frame of the three-
frame storyboard depicted two different endings In
one version, a child 1s shown winning new friends by
dispensing the cookies, 1n the control group version,
the child retains only his previous friends. This sim-
ple manipulation produced an increase i1n affect or
rated liking toward the cookies of 42 percent (sig-
nificant at the 001 level). the “"peer reinforcement™
effect was much stronger for the 5th graders (p 05)
than for 2d graders (n.s, though directionally con-
sistent)—indicating once again that code regulated
advertising practices do not always affect only the
youngest children 1n the audience. In fact, social
stawus appeals would be expected to be more rcle-
vant to older ‘children for whom peer acceptance is
more important for their seif-concept

Real commercials may utilize sonewhat more
subtle allusions to social status.2! For example,
commercials which simply show chiidren of the
target group's age using the product may border on
social status or peer status appeals.22 However, these
subtler executions probably depend more on source
effects than on self-concept ctfects specifically

Product usage portrayals Portrayals of products
being used which might potentially harm a child's
self-concept include exaggerated portiayals of the

JIAlthough the above exeiution seemed no less obvipus than
the “hoy s club” commercial mentioned in the Incidence section
238ce the previous discussion of <ocidl cues

1



product’s play value or pertormance characteristics,
usage demonstrations which are difficult tor
children to emulate, settings or contexts which are
difficuit for children to recreate, and pertrayals of a
child with unreahistically large numbers of products
or premiums (All of these are prohibited by indus-
try codes )

Atkin (1975b) tested the tirst, and perhaps the
second of these prohibited portravals He showed
two versions of a "Blockhead™ building blocks com-
mercial—ope 1n which 4 child constructs 4 modest
tower of blocks, and anotner in which an extremely
complicated and extravagant tower was constructed
Afterward, the :hildren in the experiment were
given the opportunity to play with an wdentical set ot
blocks Children exposed to the extravagant usage
portrayal were generally unsuccesstul 1n building
simiiarly comphicated constructions and during therr
attempts they displaved more “anger. verbal aggres-
sion, and physical aggression™ (28 percent) than

- children exposed to the modest version (18 percent)

ERI!
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This was a statistically sigmticant. $though not
large, difference

Interestingly enough, had Atkin stopped this ex-
periment before the behavioral stage, the implica-
tions might have been quite ditterent. The ex-
travagant version produced only one-half the level
of brand_name recall that the modest version gener-
ated—perhaps because of a distraction ettect Also,
as a measure of commerciai-induced desire, children
seeing the extravagar' version were shightly less
likely to state that the blocks would be fun to play
with

Nevertheless, there was siight evidence that the
extravagant version generated greater eypectations
of successful emulation than the modest version, and
Atkin's analysis would have been less equivocal it he
could have shown that the subsequent behavioral
effects of frustration were higher for children with
greater commercial-induced expectations This
would have constituted clearer evidence of o self-
concept effect However, as Atkin noted. it could be
argued alternatively that self-cecncept “protection”™
might also lead children to he about their expecta-
tions.

Despite the difticuity ot obtaimng a vahid
measure of mediational ¢xpegtations, the cxaggera-
tion effects can be regarded as having considerable
face vahdity It 1s ditficuit to aceount for chiddren s

greater frustration after seeing the extravagant ver-
sion of the commercial without inferring that they
were frustrated because their expectations were rot
attained

A broader evaluation of this experiment might
¢riticize 1t as atypicai the product usage portrayal
was greatly exaggerated But once again, it IS possi-
ble to offer the alternative hypothesis that shight ex-
aggerations, 1f not attainable, would be even more
trustrating since more children may be tempted to
emulate them This 1s not an easy issue to resolve
without a more sophisticated experiment

No experiments have been reported on the other
code-regulated aspects of product usage portrayals
The research paradigm for each would be essentially
similar, requiring some demonstration that
children’s self-images are involved in their appraisal
ot commercials which 1nclude product usage
portrayals

Competitive product appeals The NAB prohibits
“competitive comparative’supertority claims or
techniques™ expressly because of their alleged “po-
tential to encourage dissatistaction on a child’s
part " The implication 1s that the child’s self-concept
ts atfected We found it usetul, as the NAD does, to
distinguish overr tompetitive appeals (so called
“comparative advertising” 1n which a direct brand
comparisonis made by name) and covert competitive
appeals (tndirect. anonymous comparisons 1n which
the superionty or uniqueness ot the advertised brand
1s imphied)

”,
.

Overt comparisons are extremely rare—about |
percent—in commercials directed to children 2* The
usual tear expressed by advertisers ts that a4 com-
parative commercial may give the competitive hrand
a4 “tree plug ” Consequently, the technique tends to
be used only after careful pretest'ng or when the
brand 1s relatively unknown or has a lot to gain by
the comparison

Untortunately, the one experiment designed to
test children’s reactions to comparative advertise-
ments (Atkin, 1975¢) examined these concerns
about advertising strategy rather than the alleged
“dissatisfaction effect ™ The experiment nvolved

< Avcording tooa recent Marderme Mewsarticle comparative

commereals comprise about 107 of prime tume television ad
vertising
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two versions of a commercial, one using a com-
parison strategy, the other (control treatment) men-
tnomng only the advertised product The results
showed no differences in the children's recall of the

‘advertised product between the two versions

However, the children’s recall of the “compared™
brand indicated a sizable “free plug” effect for that
product. Atkin also tound that the comparative
commercial did not produce an increased desire for
the advertised product The null eftects on the
“desire” variable are equivocal, as Atkin noted.
because he used two highly famihiar brands a
Hershey bar and a Nestle s bar. But again, the ex-
periment did not examine relative dissatisfaction
effects nor anything related to children’s self-con-
cepts )

It 1s noteworthy 1n the Atkin experiment that the
children did not seem to have any ditticulty under-
standing the comparative commercial The NAD (in
contrast with the NAB) allows comparative claims
in cases 1n which true, understandable ditferences

* exist between the brands and in which comparisons

are not based on selective inclusion of comparative
attributes. Commercials meeting these criteria may
well be quite intormative to children in 4 aconsumer
socialization sense However. no research has been
conducted on this contention. apart from the tangen-
tial finding 1in Atxin’s experunent that the compara-
tive commercial produced much greater learning ot
one ot two product intormation dimensions

Despite NAB prohibition, covert “competitive
claims—or implied “superiority” claims—are esti-
mated to appear 1n about |1 percent of chtldren’s
commercials. Some of these claims may be based on
documentable superiority (e g . “best sel'ing™)
although others are clearly subjective opinions, (e g..
“the greatest.” “fantisuc™) 24

Perhaps the most prevalent type of covert com-
petitive claim n adulr commercials 1s the sc-called
“parity claim.” Obvious examples are slogans which
simply state about the brand that “it's best.” This
may mean among the best or on a par with other top
brands Less obvious examples are employed by two
well known brands of toothpaste "You can't beat

for fighting cavities” and “"Only your
dentist can give you a better fluoride treatment than

A Preston (1975 has observed superionty claims may
even be imphed by o products name g, Honder Bread or
Super blocks)

Q
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— " Wwck et al. (1973) speculate that
by five, a child can probably understand "best.’ and
soon after, the meaning of ‘better.” ” However
Wrighter (1972) points out that although the for-
mally taught quahity hierarchy 1s "good-better -best,”
advertising suggests a different hierarchy—namely
“good-best-better.” It 1s more difficult for an adver-
tiser to support a claim of “better” than one of
“best " Therefore, 1n advertising, “better” tends to
become the superlative

A pilot ‘study by Burrall and Rossiter (1975)
tends to support Wrighter's position that children
cannot discriminate parity claims for what they
really are The study iised claims which appeared in
children’s Christmas toy catalogs rather than in
commercials, but they are representative of the types
of audio claims children ntay encounter in commer-
cials. The most interesting claims involved the
phrases “the best of its kind” and “two of the most
delighttul . " The sample was deliberately slanted
to reflect high verbal ability; subjects were 2d and
4th grade girls from an upper middle class suburban
school. Based on the first parity claim, 30 percent of
the 2d graders and 40 percent of the 4th graders
rated the advertised item as better than similar prod-
ucts.2S Figures for the second claim were 20 percent
and 50 percent It seems reasonable to hypothesize
that the incidence of children who were apparently
fooled by the claim would be higher in a sample of
children of lower verbal ability. Also, the increased
ettect with age hints that children may be learning
advertising’s new quality hierachy. The experiment
obviously needs replication, but it 1s idicative of the
type of effect that subtle competitive claims can have
on children’s evaluations of advertiser  oducts

But whether or not such heightened evaluations
affect a child's self-concept would require further
demonstration: for instance, that advertising might-
make the child teel disappointed with presently
owned products or with an advertised product, once
1t had been purchased

SUMMARY AND NEEDED RESEARCH

\

1 Confusion Effect

Although a substantial proportion of young
children cxperiences confusion between programs

HPrior famibianity with the advertised stems was not a con-
tounding tactor The catalog wes newly issued with hmaited cur-
cutation and children said, with only one or two exceptions, that
they had scen newther it nor the iems Letore
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and commercials, there 15 no evidence 1n support of
the hypothesis that the use of program characters 1n
commercials contributes to this confusion. The one
study on this 1ssue produced equivoca! results,
because the confusion «neasure was too delayed to be
conclusive

A true test of the confusion effect would require a
more 1nstantaneous measure of children's ability to
distinguish program content from commercial con-
tent. Otherwise, 1t 1s not clear whether we are testing
chiidren’s memories or their actual perceptual in-
ability to discriminate. Inability to recall a "host”
commercial could indicate an extreme lack of dis-
crimination, or lack of attention, or lack of reten-
tion. A better measure of confusion might be a sig-
nal-stopping technique 1 which differént subjects
are stopped at random intervals and questioned
about their immediate perceptions

Future research should also examine whether lLive
program personalities are any different from ani-
mated cartoon characters 1n their potential for con-
fusion. Both types of endorsers are prohibited from
selling within or adjacent to their own programs, yet
different restrictions are applied to human and ani-
mated endorsers elsewhere; generally, animated
characters are given much freer reign It 1s not clear
why this should be so.

The single study of the adiucency effect hypothesis
did not support the contention that program per-
sonalities and cartoon characters are less likely to
produce confusion 1f they do not appear 1n commer-
cials placed within or adjacent to their own
prograri. However, the nonadjacency condition
used 1n the experiment was conjounded by an at-
tempt to.test another manipulation at the same time

The same comments on the need for an instan-
tan€ous measure of confusion apply here, as does the
need to include program personakities and cartoon
characters in the research. A new study is needed
which pro:.des parameters for the adjacency
phenomenon Relevant experimentattreatments for
commercial placement would be within program,
contiguous to program, honcontiguous but within a
short time ot the program, and noncontiguous and
well separated from the program. The first two
treatments would correspond to the adjacency ban
of the NAB white-the remaining two would test the
eftectiveness of the separation implicitly required in
the code’s provisions

Q
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2 Endorsement Effect

Only one study has tested the effects of a direct,
testimonial-type endorsement by a celebrity/author-
ity figure, although others have tested less direct en-
dorsements 1n studies of source effects The study ac-
tually found negative endorsement effects: -subjects
who did not hike the endorser gave the endorsed
product lower ratings Nevertheless, other rescarch
leaves little doubt that positive endorsements effects
can also occur

At least four studies have shown that a significant
change 1n rated affect toward the endorsed product
can occur with even a passive or "mere appearance”
endorsement. [t 1s therefore highly improbable that
prohibition of direct endorsements wiil remove en-
dorsement effects, although 1t may reduce them

The entire area ot source effects research in
children’s advertising 1s badly in need of theoretical
direction-and improved methodology The follow-
ing are the most important points

"1 On the source or “stimulus” side, th. ¢ has
been no specitication ot the characteristics or proc-
esses by which endorsers are supposed to produce
their etfects For example, the FTC consent order
against Sprder-Man Vitamins allegec that this en-
dorser has the tendency and capacity to take advan-
tage of the trust relationship developed between
children and the program character 3 However,
source theory m soctal psychology?™ suggests that
any one or a combination of the following factors
can produce an cndorsement etfect

Process
Internalization

Source characteristic
1 Credibility

a Expertness

b Objectivity
2. Attractiveness

a. Likeability

b Similarity
3 Power

Identification

Comphance

“*Note that the F1C s move s a marked departure from the
previous FTC policy ot alowing NAB seit-regulation Spider-
mdan s 4 program chdracter not ¢ human celebrity or an
authority. and as such could only be Oited under NAB rules tor

adiace @7 ang and the confusion ettect, not for the endorsement
etfect
<k gL Kelman 195K MoGuire 1973
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Thus, celebrity endorsers may represent a combina-
tion of hikeability and perhaps expertise. Authority
figures, on the other hand, may combine credibility
and power—the latter being defined as the potential
to reward or punish the messaye recerver and thus to
control compliance with the message With some
theoretical direction, we might then be able to ascer-
tain why certain categories of sources are or should
be regulated in chiidren’s advertis'ng

2. Research on source etfects should tnclude an
assessment of the source’s characteristics—cred-
ibility, attractiveness, power—independent of how
the source 1s used 1n a commercial The product
should also be assessed mdepehdently Only then
can we judge what, and how much, a source adds to a
product’s intrinsic characteristics via endorsement

3 On the effect or “response” side, most studies
of source effects in children’s advertising have been
content to record changes 1n overall affect or rated
liking toward the endorsed product. But these
changes can only be taken as evidence of an endorse-
ment effect (a) 1if overall likeability 1s viewed as a
product characteristic, and (b) 1f the Jendorsement
effect 1s interpreted to include quantitative changes
in existing product characteristics and not just the
addion of a qualitatively “new” characteristic
More informative evidencs on endorsement effects
would be obtained it we mckrporated specific prod-
uct attributes 1n the research and measured specific
changes 1n children’s beliefs about these attributes as
well as the more global index ot overall product
hkeability

4 If the intent of the NAB provisions on ndirect
tndorsement 1s to reduce rather than to remove a
given source's impact, a relevant study would he to
provide parameters to the direct endorsement varia-
ble by including three experimental treatments ap-
pearance only, visual endorsement in which the en-
dorser 1s seen using or consuming the product but
.not verbally endorsing 1t, and a straightforward
testimonial

The fantasy esfect phenomenon 1s also 1n dire need
of theoretical direction The fantasy effect 1s proba-
bly the most important assumption 1n the NAB's
children’s presenter code and it therefore demands
more than just an iatuitive appraisal. Some theoreti-
cal beginnings were mentioned in the study by
Winick et al (1973) from which the tollowing hist of
hypotheses was derived (a) That children perceive

cartoons andfiction as a “game” and thus fantasy
presenters al‘é}ercelved as giving a weaker form of
endorsement than real-life presenters. (b) Or, to the
contrary, that fantasy endorsements are more effec-
tive because children are less skeptical of claims
made by fantasy presenters than they are of the same
claims made by real-life presenters. (¢c) That humor
or magic associated with fantasy presenters adds ex-
tra appeal tc the presentation and the product. (d)
That animated ac*ions are easier for young children
to comprehend than hve-figure action. (e) That, in
cartoon program slots, animated product presenters
(not necessarily progran: characters) make the tran-
sition from program t- commercial “minimally jar-
ring” to young viewers (Winrck et al.’s expression)
and may also prevent. lecline in attention. (f) That
certain fantasy characters such as Fred Flintstone or
Bugs Bunny are so famihiar that they have lost much
of their fantasy content.

We suggest two other areas for future research.
(g) That children’s perceptions of “slice of hfe”
portrayals be'examinéd to see whether these indeed
differ from “real hfe”. portrayals; for example,
whether rolé-played authority figures are any
different from actual authority figures. (h) Also, the

source characteristics and processes model outhned’

previously would seem to be equally applicable to
fantasy endorser research. A theory-based approach

~would allow us to determne whether 1t is really fan-

tasy-reality that 1s the relevant d mension or whether
the true differences between sources lie in their cred-
ibility, attractiveness, or relative power

One final, general remark should be made con-
cerning the endorsement .fect No one has yet in-
vestigated the question of whether children regard
an endorsement as being an attribute of the product,
1 €., that one of a product’s characteristics 1s that it 1s
“recommended -by i . Thus research
would provide nsight on children’'s reasoning in
product and source evaluation. It would also raise
the 1ssue of whether endorsements are a “'legitimate”
or “fair” basis on which to promote products to
children '

A}

3. Socual Stereotypé Effect

It 15 almost 1mpossible to determine whether or
not commercials contribute to the formulation of
social stereotypes. Ratio analyses of social cue con-
tent 1n commercials (young-old, male-female, black-
white) suggest that they at least have the potential to

. -
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do so Children’s commercials are biased toward
aduits on the age ratio and toward males n the sex
ratio They are also somewhat biasca toward
minority groups (mainly black! on the race i itio

1f chese ratios can aft.ct children’s beliefs about
the rzal world—and there s secondary evidence
trom television progiam rescarch that they can—an
extremely conplex and value-laden issue 1s raised
The 1ssue 1s whether commercials should be ex-
pected to match real world rat:os or whether some
kind of over-compensation 1s justified (e g, for
women or for racial minority groups) ‘(he prosocial
potential of commercials 1n this respect s 1n-
terestingly illustrated by the tendency of children’s
commerc:als not only to override the non-
white:white ratio shghtly, but *o accomplish this by
almost exclusively depicting integrated racial set-
tings in children’s commercials Value judr-aents
aside, 1t would be of empirical interest to knc v what
effects such practices have

Evidence from o ~ study dealing with occupa-
tional stereotypes fo. women,28 raised another 'ssue
worthy ef attention  Although the development of
soctal stereotypes 1s undoubtedly a cumulative proc-
ess, this study 1ndicated that at least a short-term
reverse stereotyping effect could take place in a
single exposure Future research on this
phenomenon should include meas rement of the
permanence of the effect and invesugation of the
possibihties for counterstereotype portrayals tor
other social cue categories

Social cues 1in commercials also nave relevance to
a previous topic, the endorsement eftect Here we
are concerned not with whether social cues 1n com-
mercials contribute to the learmng of s ‘reotypes.
but whether previously learned stereotypes con-
tribute to children’s evaluatior ~ of products For ex-
ample. chifdren may react to models in commercials
because of the credibilit, attractiveness, or power
associated with their social characteristics—quite
apart from any celebrity, authority, or other special
st. .us characteristics they may possess. The evidence
showed that children do respond (o social cues as a
source effect (a) Age cue research indicated that
adults were generally more ettective than children as

St seems pertinent to renerate that d separaty
mother  shouid be made Too often in
The two roles obviously have quite

tihe 1odes
at housewite  and
vesngators tail to do thes

ditterent implications for children s perspectives
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presenters and still more effective 1f shown with
children in a joint endursement (b) Sex cue findings
were not as clear cut. Exper'ments employing male
and temale endorsers reve 1 significant “own
sex” effect for boys and fo especially among
older children. Most studie, ve been done with
chii’ models Given the prevalence of adults :a
childrea’s commercials. a logical study would be a
sex-by-age "crossed” experiment on endorsement
effects. (¢) Race cue endorsement findings were
strong but contradictory a critical variable ap-
peared to be the prior racial socialization of the par-
ticipating children. (d) Occupational cue research
has been confined mainlv to studies of the occupa-
tional stereotyping of women As only one effects
study has been conducted with childrer’s commer-
ciz's, this 1s a prime area for further research (e)
Research on social behavior caes has not been pur-
sued apari from one study of a public service an-
nouncement on httering This neglect 1s partly due
to the hfficulty of defining what 1s “acceptabls”
social behavior beyond certain exireme examples

A final category of needed research on the social
stereotype eftect should be mentioned. In the sex cue
studies, 1t was frequently, and not too surprisingly,
found that many products are sex-role stereotyped
by children This raises the possibility—tor other
social cues as well—that source effects may operate
in reverse That 1s, products shown in commercials
may affect children’s perceptions of the characters
associated with those products Girls who are shown
playing with “male” toys ‘or example, may be seen
as unfeminine Again, the purpose 1s not to pass
judgment on such portrayals but simply to alert
future researchers to the bidirectional possibilities of
the source effect

4 Self-concept Effect

Isolated studies have been conducted with each ot
four typcs of presentations related to self-concept
appeals personal e .nancement appeals, soctal siatus
appeals, product usage portrayals, and competitive
product appeals There are two faults common to the
existing studies on these seif-concept i1ssues The
faults . re sufficiently critical to deserve special
emphacis

a None ot the studies has included measurement
of the principal variable—the child’s seif-con-
cept While s © nf the studics have demon-
strated that personal enhancement appeals,
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soctal status appeals, and competitive product
appeals are eftective with children, and that
product usage portraydais may be emulated, ne
attention has been given to ary transwent o-
permanent eftects oo the chila’s selt-concept

Rescarchers have tailed to realize that, in this
area and others, the choiwce ot commercidis 15
an tmportant samphing problem In many
cdasts, extreme examples have been selected
and no argument has been advanced as to why
the particular commercial was chosen or why 1t
was assumed to be a representative case As we
pointed out 1n the discussion, many atleged
effects depend on a “parameterized” stimulus
These may not be linear parameters, su tt Is
also possible that selectic  of extieme exam-
ples may actually overlocs the critical range

In terms of needed rescarch ‘a) It seems incum-
bent upon advertisers v document their claims ot
temporary benefits, such as fun and adventure, or
more. permanent benefits such as strength, heaith,
and well-being No further academic research 1Is
recommended on this topic (b) Social status appeals
are more relevar to older children who are more
aware of the need wor social acceptance Overt social

.
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stitus appeals are very rarc tn children’s commer-
cials but it could be argued that certain endorsers
carry social status connotations Further researck,
theretore, should probably be directed to social
status 4s 1 subcatcgory of the endorsement etfect,
rather than as a practice 1n its own right (<) Product
usage portrayals represent a prime example of a
research area 1n which the two general faults histed
above need to be overcome Highly exaggerated
portrayals may actually discourage imitation
whereas more moderate portrayals might nvite it
The central research 1ssue 1s again, however,
whether a chitd’'s nability to emulate usage
portrayals actually affects the child’s self-concept.
{d) Competitive product claims constitute a topic for
which research 1s strongly recommended Overt
competitive appeals. If presented farly and ac-
curately. may contribute positively to children’s
consumer sociahization Covert competitive appeals,
on the other hand, are often undetected n incidence
counts since they are little understood Moreover,
when they do occur, they tend to be subtle and to
hold negative implications for children’s consumer
sociahization However, 1t 1s likely that competiive
product appeals have more etfegt on children’s un-
derstanding of reasoning and logic than on their self-
concepts per s¢

-
—
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Chapter 4

EFFECTS OF PREMIUM OFFERS IN CHILDREN'S TELEVISION ADVERTISING

Premiums are heavily employed as a purchase in-
centive 1n certain children’s product categories,
notably cereals. The FTC has alleged that premiums
represent an irrelevant product charactenstic, that
they distract children from considering legitimate
product attributes, and that they multiply the
difficulty of choosing between brands. Defenders of
premiums argue that they may actually facilitate the
choice between otherwise fairly similar brands, and
that premiums constitute a legiimate product at-
tribute since they are part of the “total product
package " s

CURRENT AND PROPOSED REGULATION

The F1C pubhished a proposed guide 1n 1974
which would eliminate al} forms of premrum offers
in television advertising addressed to children under
12 The prohibition would nclude offers of “pack-
ins” (small toys or other objects included in the
package), "pack-ons” (e.g., cut-outs on the side of a
cere'! box). reusable containers, self-liquidat g
premiums, and any kind of remuneration tfor
purchase. including free gifts

The FTC proposal has attracted much crit  sm
from advertisers. who have been using premium
offers 1n ace rcance with the restric,'ons of existing
industry codes and guidelines For example, the
NAD code permits premium otters but stresses the
need to place major cmphasis 1n advertising on the
product tiself. with the premium as clearly second-
ary Some industry spokeman have proposed further
restrictions, such as limiting the time devoted to the
premium offer within a commercial For example.
the Cracker Jack Division of Borden Foods has pro-
posed that only one-third or 10 seconds of a com-
mercial. whichever 1s less. should be used to present
the premium offer

The 1ssues are summarized « e rationale tor the
FTC's proposed guide

T':e very purpose ot the prem- i advertise
rier: 15 (0 tocus ithe child’s attention on a factor

Q
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that 1s almost always completely irrelevant to

“merits of the principal product, taereby greatly
mcreasing the +ikelthood that the child’s
response to the ad will reflect confusion

The premium offer characteristically bears no
relation to the criteria which would guide
choice if th= product stood alone Instead, the
premium’s main purpose 1< to distract the
buyer’s attention from those attributed and o
motivate purchase not on the m_rits ol the
pruduct but 1n order to obtain ke premium
The 1njection of a premium 1nto a buying deci-
ston cannot help but muitiply the d:fficulties of
choice . Merely by adding another group of
factors that compete with those already de-
manding the child’s attention, th: premium
must tnevitably increasc the likelihood of con-
tusion and of the purchase ot an inferior prod-
uct

An industry spokesman. Dr Seymour Banks.!
questions whether premiums are in tact “completely
irrelevant to the merits of the principal product,” as
stated 1n the FTC’s proposed guide He cites the case
ot presweetened breakfast cereals, the products that
inciude the greatest proportion of premwum offers
The various brands of presweetened cereals are very
stmilar, differing main¥y in shapes and colors Vir-
tually all of them contain the same ingredients and
nutrittonal content Dr  Banks argues that a
purchager, faced with such an array of simar
brands, will choose one brand on the basis of a dis-
¢riminating attribute. such as the premium. He ques-
tions. then, whether premiums are, 1n fact, an "ir-
relevant” product attribute

“Relevance” and “irrelevance” are not directly
amenable to research. Issues about premiums that
are vpen to empirical analysis seemi to be

iFrom comments on an carlicr dratt ot this p per by O

Banks, vice president of Media Research [ee Burnett inc
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1 To what extent do premium ofters “contuse”
children trem regarding what 1s actually
being sold

[ 9]

T'o what extent ¢o premium messages distract
children from using other product teatures
makig product chotwes Does o premium
offer “multiply the ditficulties™ ot product or
brand chorce”

3 Do premium otters increase intratamitly con-
thct?

A 1inal rescarch issue arises from the compronise
proposal by industry groups to place time linut: on
the premium otfers within a commercial

4 Instead of a total ban on premium otters,
would placing time himitations on the pre-
muun:  fter (e g . 10 seconds ot a total ot 30)
ach: ¢ the objective of making the premium

ottcr a secondary attribute” Would such a-

restriction lessen the potential of premium
offers to contuse children” Would 1t make
their choices betwern products relatively less
duficult??

INCIDENCE OF PREMIUM OFFERS

Within the past S years, two studies have tound
that about 10 percent ot the commercials on Satur-
day morning television contained prenmums { Wanick
et al., 1973, Atkin, 1974) However, the percentage
of prentium ofters is substantially higher tor specific
products Atkin found, tor example. that 34 peceent
ot all cereals advertused on Saturday siorning con-
tained a premium otter

Precise data are not available on the prev ilence
of premium advertising tor other kinds ot produc's
or services (such as tast food restaurants) nor are
there precise data on the nature of the premium
offers themselves Some anecdotal intormation :s
available — tor example, Shimp et al (1976) cite an
FTC source indicating that most premunm otters oc-
cur wittin the “last half” ot commeraials addresscd
to children

SWe recognize that ditticalt choaces are not nee ossarily
had  One could argue, 1 tact, that they arc henctol tor
learming However to the eviont that chowee diftcutty maoy be re
fated to a ¢hild s choosing 4 brand other than his or her deal
choice (as determined, tor example by desued teatures) choice
ditticulty may he dyvstunctional

O
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RESEARCH EVIDENCE

Some usetul background intormation tor the
1ssues ratsed by premiams 1s provaded in a purely
descriptive survey ot attitudes toward and uses of
premium otters among mothers and children Con-
ducted by The Gene Retlly Group (1974 .). the na-
tional survey sample of 1,200 was dividea evenly be-
tween mothers and two age-groups of children (7-9
and 10-12 years) Although the study fecused on
premiums designed tor adults as well as for children,
certamn findings dre relevant to this discyssion

e Premuums were nost often assocuited with
cereal products by both mothers (82 percent)
and children (91 percent) ?

e R2 pereent of chitdren said that they would
“most expect to tind” premium advertising on
televisiop. rather than mn other media

o Children report receiving an average ot 20 pre-
miums in the past year

e Premium wse, and most positive  attitedes
toward premiiums. occur among mothers and
children in the tower socioeconomie strata

e ¥4 percent of children who said that they re-
cently acquired a premitum sard that 1t was ob-
tamneg with the purchase ot a product. rather
than by sending away tor ot

o Children were generally satistied with the niost
recent premium recerved, dissatisfaction was
hinked to “lack ot quahity ™

e Mothers preterred educational premiums and
other premiums that could be used by several
children or by the whole tamily They cited
plastic toys, toys needing assembly, and casily
broken tovs as prennums they did not like

¢ Both mothers and children reported that pre-
miums did not antluence their purchase
behavior However, the sociat desirability bras
mn such questuoning makes the validity ot the
rospunse gu ~uonable

aonoted hoth chidd onented and adult-onented cents-
ol coupons glassware ote ) proenums were reterred to Suonce
the survov o notal s clear which tvpe of premium the mothers
reter o maos data reported above are trom children or trom
mothers tothe setorence s dlearhy o chald onented pre-
miums

Mgy
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o 86 percent of mothers rated premiuns ottered
to children as bemng only “fair™ or “poor’
overall quality <They generally opposed the
idea of television advertising that includes pre-
mium otters Agan, soctal desirability factors
mahe the valdiny of the latte data questione-
bic

In general. one could interpret these data as
demonstrating that mothers verbally express some-
what negative attitudes toward premiums and are
not iluenced by premiums in their purchasing
However, the sheer numbers of praminims obtaimed
by the children in the survey suggost that actual
behavior 1s not cuasistent with these negative at-
titudes

The tssues of Cconfusion” wnd distraction from other
product features Much rescarch e child psychology
has examined children’s attention to and selection ot
intormation trom audio and or visudl stimul, (see
chapter 1) While tew
specttically on television  advertising, mudh less
televised premium adyertising, the existing rescarch
helps us to understand chiddren’s information proe-
essing. which may have relevance for their responses
to premium advertising on television

studies have tocused

Ot p:l}nculdr interust are the studics, previously
cited 1n this report, of children’s attention patterns
whiie viewing commercials embedded 1n programs
in both liboratory and nutural, in-home cnviron-
ments, (Wartella and Ettema. 1973, Ward and
Wacknian, 1973, Atkin, 1974 These tindings con-
sistently show age-related decreases (from nursery
school (o 6th graders) in children’s attention to con-
mercials, relative to program content Some ot the
data suggest that younger Jhuldien show greater
variAnce .noattention patterns  perhaps retlecting
their shorwer attention spans Only the Atkin study
examined children’s attention to commercials with
and without premium otters andg no ditterences were
* und 1n the children’s attention patterns to the two
kinds ot commercials Because these studies used
rather gross measures ot attention, they shed hrile
light on the charactersues of commercials which
attect attenvion 1 chibdren They doo suggest
however, that conmiercials have notable  drawmg
power” for vounger children

Other research i child psyvchology hassome tede
vance to premium advertsing For example Hagen
has studied aspects of chitfdren s itormation proc-

essing and finds a developmental trend 1n children’s
abihity to remember relevant and irrelevant antor-
mation (Maccoby and Hagen. 1965, Hagen, 1976,
Hagen and Hall, 1973) In thisresearch. the central,
‘relevant™ information was detined as that which s
necessary to the pertormance ot 4 task, such as iden-
titying the position ot pictures in a sequential array
Incidental, or “irrelevant.” informdation was not
necessary to the completion ot the task The older
children (5th and 7th graders) in these studies
remembered central mformation much better than
vounger children (1st and 3d graders). but memory
of inctdental intormation did not change with age
These findings were interpreted by the researchers as
4 developmental change in attention selectivity” As
childizn grow older they are better able to allocate
their attention and to s:lect the intormation neces-
sary to completion ot a task

Pick et al (197%) summarized this research on
children’s processing ot central and 1« idental 1ator-
mation by coneluding ~ Accentuating what 1s irrele-
vant otten makes 1t more dithicult to attend to and
use what 1s relevant © This s especially true tor
younger chitdren The wadence also indicates a
clear developmental improvement in the ettective-
ness ot children’s search strategies Older children
cngage 1in more search than younger

nildren. but are also better able to ignore or dis-
regard irrelevant imtormation

dactivaty

Several other research ettorts i t'ns area clearly
demonstrate that (1) older children can use more
dimensions 1n problem solving than younger
children, and (2) children s reintorcement ex-
neriences ¢ 1 play a stontticant role n their deter-
mination ot the sabience ot different kinds of 1nfor-
matton (Witryol. i owden, ard Fagan, 1976, Spe ce
ind Segner, 1967, Odom, 1972, 0dom and Corbin,
1973 Odom and Guzman, 1972) To the extent that
these tindings can be applied to questons ot pre-
mium oliers i televisien advertising, they might
suggest age-related ditterences i children s abilities
to evaiuate premiums and other product fedatures in
making praduct chowces, Morcover, children’s ex-
periences of posttive and negative remtorcement in
using premums orginally seen in advertising may
toster. or Lihibit, the responsiveness ot the children
1o future premaun offers

Two studies have directly examimed children’s
responses ta prennum otters un television commier -
cidls They tollowed similar procedures, exposimg,




Table 4-1
Recall of Specitic Commercia! Elements

Premium No premium
Grade:  1st ad 6th 1st ad 6th

Brand name
Accurate 2 4 7 2 5 ]
Cereal only 8 4 4 8 7 3
Symbol
Accurate 8 8 7 7 9 12
Other animais 3 2 0] 5 2 0
Premium
Accurate . 9 11 12 - - _
Other objects 2 0 0 - - -

n= * a2» (12) (12) (12) {12) (12)

Source Rubin, 1972 Based or "esponses to the c~sn-ended question “Tell me what happens in the movie you just saw "’

children ta cereal commercials embedded 1in
programing and then immediately measuring the

" verbal responses Jf the children Both studies also
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involved exposure to a single test commercial as op-
posed to the repetitive exposures which would occur
in the course of normal telcvision viewing

In Rubin's (1972) study, Ist, 3d, and 6th grade
children were exposed to a 30-second commercial,
either with or without a premium offer Immediately
after exposure, they were asked a series of questions
about the commercial. what they recalled, what they
felt they were supposed to want, what they were sup-
posed to do with the product, etc Since some of the
questions were fairly abstract, they may have been
difficult for the younger children to answer — e g ,
"What do you think (movies, ads, commercials) are
supposed to be for?” “Why do you think people
make them?" Further, some caution must be used n
interpreting resuits because of the limited verbal
abilites of younger children. Nevertheless, most
children did provide some answers to each question

Data on the recall of the children were obtained
trom the question. “Teil me what happens in the
movie you just saw”” "Anything else”" As table 4-1
indicated, only the oth graders had reasonably high
recall of the brand name in the commercial, both
with and without the premium Only a few Ist grad-
ers recalled the brand name in either condition

66

although almost all of them remembered that ihe
commercial concerned cereal The 3d graders v :re
split evenly in both conditions There was high recall
of the specific pr'emlum offer, a toy car, n all age
groups.

In both conditions, the product symbol was ac-
curately recalled by a relatively high percentage ot
all of thechilcdren. 1t 1s interesting to note that all of -
the 6th graders accurately recalled the symbol in the
no-premium condition, whereas only 7 of the 12
mentioned a symbol 1a the premium condition This
suggtsts the possibility that the premiums distracted
attention trom the brand name

The salience of the premium ofter was assessed by
examining children’s responses to the question
“What do you think you zre supposed to want atter
seeing the movie”” Results appear in table 4-2 In
both the premium nd no-premium condition, most
ot the 3d and 6th graders exposed to the premium ad
said that the commercigl was trying to make them
want both the cereal and the premurm. Ameng Ist
graders, there was a substantial difference betwecn
the two cenditions In the no-premium condition, 9
of the 12 children said the advertiser wanted them to
buy cereal Bu! in the premium cond tion, only one
Ist grader thought he was supposed to want cereal
Four ot the 1st graders thought they were supposed
to want the premium’. and «ix of them didn’t know
what they were sepposed to want

74




ERI

Aruitoxt provided by Eic:

Table 4-2

- What Children Think They Are Supposed To Want afte- Exposure to a Commercial

Premium No premium
Supposec to want Grade: 1st 3d 6th 1st K] 6th
Cereal 1 3 5 9 8 10
Cereal (emphasized) plus premium n 5 4 - -
Premium only o 3 3 - - -
Other 1 0 0 2 1 1
Don't know 6 1 0 1 3 1
n= (12) (12) (12) (12) (12) (12)
Source Rubin (1972)
Table 4-3
Recali of Product Information by Timing of Premium Feature
Timing of premium Age below 7 years Age 7 and older
. ~ Correct Number of Correct Number of
responses rasponses responses responses
10/208 10CgP 11 11 59 39
15/15 817 12 1062 37
20/10 870 10 1000 38
0/30 950 12 1097 38
= (45) (152)

a Tobe read 10 seconds of commercial devoted to premsum nformation’ 20 seconds devoted to product informat:on

b indicates the mean number of correct
cials

Source Shimp. Dyer and Diwvita 1975

These resuits suggest that the insertion of the pre-
mium intormation contused the youngest children
but nol the athers  This appears to support the
general research which indicated that the deentua
tion ot madental tormation makes o dithicult for
young children to attend to and use relevant ntor-
mation Rubin’s data must be terpreted with cau
Lion, however, tor reasons beyond the small ~ample
sizes A major probicni s that the no-prennum com-
mercial teatured a conventional stony-hine format
while the conmercial with the premum otter used a

7

r@sponses to the 15 quest,ons concerning product information presented in tne commer-

thashes of events and no basic
may e that the
intormation about the

torm ot collage—i ¢
hne
vounger children “recened
premium commercral, but chose to talk about the

story Maoreover ot cven

premiun, because 1t was more salient to them It may
he that the premiunt on er did not mterfere with the
transisission of mformdation about the product, but,
rather, superseded 1t

In Shimp, Dyer, and Doata's (1975) study. 197
Cheldren, st to 6th graders, were presented with one

“r
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of four versions ot a 30-second commercial for a hy-
pothetical cereal product named Snappy Frunt
Smacks One version had no premium offer, the
other three contained 10, 15, or-20 seconds of pre-
muum information Immediately atter exposure, the
children were given questionnaires consisting of
true/false questions about the product and premium
offer Rankrggs of the children’s preferences for the
advertised product and two alternative cereals were
also obtained. Shimp et al 's subjects werc primanly
older children, only 45 of the 197 children were
below the age of seven Thus. there was an under-
representation of young children, the age group tfor
whom there 13 the most concern

The Shimp findings for recall are similar to those
of the Rubin study. In all of the test situations.
children below 7 years old recalled less information
about the product than older children (see table
4-3). Out of IS true'talse items used to test the
children, the younger children correctly answered
only shghtly more items than would be expected by
chance alone The young children demonstrated the
best E,ccall 1n the commercial which comprised a 10-
second premium otfer and 20 seconds of product in-
formation Shimp et al assigned signmiticance to this
finding, concluding that premium advertising may
enhance the attention of younger children This con-
clusion appears unwarraniced, however, 1n that the
authors do not report whether these differences 1n
recall among the experimental conditions were
stat:stically sigmificant  Also, Shimp et al do rot
report the nature of the kinds of niormation the
children recalled trom the commerciul (1€, brand
name, symbol, etc ), therefore. we cannot directly
compare this rescarch to Rubin’s findings

Shimp et al also measured the children’s attitudes
toward the advertised product and premwm Utiliz-
mg controt and experimental groups. the Shimp
study found no differences n attitudes toward the
cereal product, suggesting that the premiums made
the advertised product neither more nor less attrac-
tive to the children 4 However, theie was a moder-
ate. significant ¢ -relation ( 20) between the attitude
of the children toward the premium and their choice
of a product brand This suggests that the more
citldren liked a premium object, the more attractive
the particular brand was to them On the other hand,

e an.

3Shimp et al do notreport thewr data by age groups thus we
cannot discuss age retated difterences in the children s attitudes
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very few children chose an experimental product
brand against two known brands—-nly about 10
percent of children in each group ranked the
unknown experimental product as their first choice

Since the four groups did not differ 1n prefeience
for the advertised product, the authors of the study
argue that premium advertising appear to have little
impdct on the children’s actual preference for cereal
brands However, the authors do not report (1)
whether the children had a history ot requesting or
using either of the two known cereals 1n the brand
choice or (2) whether the two known cereals also
advertised a premium and, 1f so, whether the pre-
mium was visible on the box displayed to the
children in the brand-choice test Consequently, it s
difficult to determine whether the low frequency of
choice of the experimental cereal can be accounted
for by the commercial, the premium advertisement,
or other factors

In short, the Shimp et al research sutters trom
several scvere himitations in choice ot subjects,
measurement procedures, and data analysis
Replication ot this study 15 needed

Three other studies are relevant to 1ssues concern-
ing children’s abilities to use multiple attributes in
product selections Wartella and “Ettema {1973,
1974) and Atkin (1974), previously described in
chapter 1, embedded commercials n half-hour
programs and asked children immediately atter
viewing the program. to recall commercials
Although we noted earhier that such open-ended
questions may tax the verbal abilities of the younger
children and consequently may fail to eheit their
recall, the central findings from these two studies
were nevertheless consistent Few ot the children
recalled having seen specific commercials during the
program For example. in Atkin's study, only one-
fourth of the subjects could recalt the commercial
with a premium and only 21 percent could recall the
no-premium commercial In the Wartella-Fttema
study. even smalicr percentages ot children remem-
bered seeing a specitic commercial

ha
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The 1973 Wartella and Lttema study also
assessed specific information that children recalled
The findings indicated that the youngest children
(3-4 years old) recalled only visual apd auditory im-
ages from the commercial For the older two age
groups (5-6 and 7-8 years), there wads increasing
recall ot cletms about the pro uct (eg It tastes
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Table 4-4

Mother's Reports of Child's
Requests for Cereals

Question: “When your child asks for a specific
cerea!, what does he/she usually say . . what
reasons does he/she give for wanting it?" (If
premium not a major reason offered by mother:
“Does he/she ever say that he/she wants a
cereal 80 he/she can get a prem.um or prize in
the box?")

Grade: Pre-K 1st-3d 4th-5th

N A Y
Premiuii cited

originally 47% 51% 42%

Premium cited
in followup 35% 36% 40%
Premium not citea 18% 13% 18%
n= (75) (81) (55)

Source Atkin (1975g)

good,” “It’s good for kids,”) although recall was still
predominantly of images

Studies cited earlier (Ward and Wackman, 1972,
1974) also assessed the information children remem -
ber from commercials Children were asked to name
therr favorite commercial, then to describe what
happens in the commercial The data indicated a
developmental progression of recall from one or two
visual images for young children (Ist and 2d grad-
ers) to increasingly complex, multidimenstonal, and
complete recall among older children (Sth and 6th
graders) In Rubin’s (1972) study a similar develop-
mental trend was indicated Young children,
preschoolers, and early grade school children
recalled fewer images from the commercials As age
increased, recall included more and more different
kinds of information, and both the story line and
purposc of the commercial became better under-
stood.

Premuon offers and purchase requests Two other
studies by Atkin (1975¢g and f) examined the impor-
tance of premiums i children’s decistonmaking,
using (a) mother’s reports of the nature of children’s
purchase requests, and (b) n-store ohservations of
mother-child interactions The tirst study was based

on personal interviews with mothers of children
ranging in age from 3 to 11. Of the 301 mothers 1n-
terviewed, 211 stated that their children “some-
times” request specific cereals seen on TV. These
mothers were asked to report the reason their
children usually give for his/her cereal requests (ta-
ble 4-4): 47 percent said that their children cited the
premium as the basis for the request. Those mothers
who did not spontaneously mention premiums were
asked if premiums were ever given as the reason, and
about one-third then indicated that premiums were
sometimes the reason for a particular brand’s re-
quest

One may gquestion the validity of mothers’ reports
of their children’s attempts to influence purchases.
Assuming these reports are valid, however, the find-
ings do not necessarily mean that premium offers
“distract” children from consideration of other
features of the product Nor do they indicate
whether children examined other product features
and, finding most brands indistinguishable, chose to
base their preferences and requests on the premium
offer. We can say, however, that Atkin’s findings
reflect the salience of premium offers 1n breakfast
cereal advertising and suggest that children like pre-
miums

Atkin (1975f) also made in-super market observa-
tions. Potentially, this should be the more valid
method of gathering data on this subjecg, Observer«
were placed unobtrusively around the cereal aisle of
a supermarket. Listening to mother-child dialogues
regarding cereal purchases, they found that 9 per-
cent of all children’s cereal requests contained an
explicit mention of a premium offer

One final study provides additional information
about the considerations of children 1z product
selection, and the relative importance of premiums
(Reilly, 1973a). Personal interviews were conducted
with a national sample of 6- to 15-year-old children,
covering a wide range of media-related topics. One
series of questions concerned children’s product
choices “When you see a TV commercial for a
product, would you like the product moreif  (two
alternative choices) " Table 4-5 shows the results
from all the questions which offered “prizes inside
the package™ or “offers on or inside the package™ as
one of the aliernatives Particular attention should
be paid to the age differences in these data Most of
the youngest childven chose the premium alterna-
tive: the older children made this choice less often

ERIC ki
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Table 4-5

Children's Preferences in Television Commercial Appeals

Question: “When you see a TV con..aercial for a product, would you like the product more ifit ..."

Age: 6-7 8-10 11-12 13-14
Base: Only those responding 145 285 240 229
Had an offer 52% 40% 34% 31%
Were nutritious 43% 54% 58% 59%
No difference 5% 6% 8% 10%
Base: Only those responding 152 288 234 228
Had & prize inside 57% 51% 38% 29%
Were nutritious 35% 42% 51% 55%
No difference 8% 7% 1% 16%
Bass: Only those responding 147 280 234 231
Were natural 29% 39% 52% 58%
Had a prize inside 67% 56% 42% 29%
No difference 4% 5% 6% 13%
Base: Only these responding 145 278 236 230
Were enriched or fortified ..28% 45% 58% 62%
Had a prize inslde 67% 52% 35% 26%
No difference 5% 3% 7% 12%

Source Reilly, 1973a.

Several reasons for this finding are possible. Pre-
miums are usually designed for younger children
and therefore lost their appeal for older children
Older children may also have a greater tendency to
respond with what they perceive to be a more
socially accepted answer based on the quality of the
product itself. Finally, older children may realize
that the true worth of a purchase is in the product
and not the premium.

To sum up, the evidence from research both on
child development and on television comr:ercials
seems clearly to indicate that the selective nature of
children’s attention to and information drawn from
television commercials 1s not random and that there
are specific, developmental changes which occur as
children grow older Because the research on
ci.ildren’s attention to television commercials 1S o

himited, the specific kinds of information that
children of different ages select from advertising 1s
not very well known. Rubin's resezrch indicates that
a product’s brand name, symbol, and type of pre-
mium are three key features recalled to varying
degrees by different age children. The Rubin, War-
tella-Ettema, and Ward-Wackman studies also sug-
gest a general movement with increasing age from
the recall of a few perceptual images to more com-
plex forms of recall. A better understanding of
children’s information selection from commercials
awaits more research.

Existing research 1s limited 1n another significant
way. None has addressed the question of the cuinula-
tive effects of commercials on childran’s s=lection
and use of information. Yet repetitiveness would
seem to be the single most pervasive feature of
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television commercials The research reported 1n the
nekt section, although not directly assessing the im-
pact of repeated commercials, may provide some in-
sights nta_the effects of this characteristic on
children’s use of information from commercials.

Intrafanuly conflicts. Does premium advertising
on television stimulate children to requesi purchases
by their parents, and do these requests, 1n turn,
generate in-family conflict” An early study by Ward
and Wackman (1974) found a small, statistically sig-
nificant correlation between the frequency of
purchase requests and a general measure of parent-
child conflict (r = .18, p.05) More specific data on
this topic are provided in Atkin's (1975) super-
market observations, which report that most
mothers yield to cereal requests 1n the supermarket
(75 percent). However, premium-based requests
were acceptad somewhat less frequently (68 percent)
than requests based on other reasons (80 percent).

Atkin also observe s that demal of cereal requests
ended n conflict rore frequently when requests
were based on premiums (29 percent vs only 8 per-
cent for requests for nonprennum cereals) The
mothers reported that their children reacted some-
what more negatively, with anger or disappointment,
when their requests were based on a premium (table
4-6). Also, mothers who received premium-based
purchase requests reported a higher frequency of
arguments followtng the demal.

Another area oi intrafamily confhict which has
not been explored to data 1s sibling conflict. Atkin
hints at this when he cites among the reasons the
mothers used in rejecting their children’s purchase
requests in the supermarket that “other children in
the family would fight over possession of the pre-
mium.” Unfortunately, Atkin does not give specific
figures on the frequency of this reason.

Table 4-6

Outcomes of Cereal Requests By Reason Cited for Request

Request because Request for
of premium?® other reasons
(n = 99) n =112)
When your child asks for a certain cereal, do you ever tell
him/her that he/she can't have 1t?
Yes 78% 72%
No 22% 28%
(If yes:) How does he/she react when you say no?
Angry 6% 4%
Disappointed/pouting 25% 18%
Doesn’t bother child 33% 34%
Understands denial 8% 9%
Persistence in request 2% 3%
Substitute request 4% 4%
(I1f yes’) When you say that he/she can't have a cereal, K
how often do you argue with him/her? Woula you say a
iot, sometimes, or never?
Argue a lot/sometimes 42% 25%
Argue never 36% 47%

* Mothers were categorized into the “"Premium” ciassificatio 1 if they cited Premiums in response to the open-ended question con-
ceming the reasons given by the chud for wanting the cere al The “Other reasons’ category inciuded those who originally gave
nonpremium reasons, even though they subsequently respunded positively to the foliowup direct question about premium-based
requests

Source Atkin, 1975g
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In sum, the data concerning intrafamily conflict
appear to indicate that premium-based requests do
increase contlict However, the trequency and
seriousness of these conthicts have not vet been ex-
amined

Time-based restrictions A final 1ssue concerns
whether the proposal for time himitations on pre-
mium offers within television commercials would be
effective to ensure that the premwum would be
viewed by children as a “secondary” feature of the
product Shimp et al 's data, discussed earlier 1n this
chapter, are directly relevant to this point, Children
who viewed the 3G-second commercial in which half
or more of the time was devoted to a premium
message has a lower recall of the product informa-
tion than the children who saw a mcessage for the
same product without the premium ofter However,
those children who saw the commercial with a 10-
second premium message actually had a higher
recall of product information than the group that
saw the nu-premium version. This was true tor both

~ younger and older children.

As we noted, the authors argue that their findings
.support himitation on time (10 seconds with.. .
second commercials) which could be devoted to a
premium offer for maximum recall of a commercial
However, such a conclusion seems premature Time-
himitation proposals assume that children’s attention
to information 1s proportional to the amount of time
devoted to its presentation This assumes that the
features of all commercial messages are weighted
equally, with the only difference being the time
devoted to them However, these assumptions run
counter to much curren: hiterature on children’s at-
tention, which defines attention as a selective proc-
ess which may bear no relation to the time devoted
to presentation To date, there 1s no sufficient infor-
mation to- make a judgment regarding the possibie
effectiveness of time linutations Research 1s needed
which varies the time devoted to premium offers
with other presentational characteristics of televi-
ston advertising

SUMMARY

It _ppears that the key determinant ot a child’s
likelthood being “confused” by premium
messages 18 his/her stage of cogmtive development.
Rubin’s data shows that yourgc: children have the
greatest difficulty in comprehending the purpose of

of
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commercials containing premium offers, and that
they also have the least orgamized recall (Ward and
Wackmar’s studies show the same general effects)
and are very likely to confuse the purpose of pre-
mium messages Some younger children may think
the prenuum is the primary product Older children,
however, are mu. i better able to distinguish the
product from the premium ofter In trying to answer
the questions posed at the beginning of this chapter,
we must constantly distinguish the differences 1n
children’s levels of cognitive development,

Premium offers do not appea: to significantly
-affect children’s recall of product attributes, Stages
of cognitive development are of much greater im-
portance in this area Howgver, premiums some-
times do far outweight all other product features 1n
children’s brand choices Again, we see this more
frequently in younger children

It appears that there may be a relationship be-
tween intrafamily conflict and purchase requests
when premiums are involved Data are not available
to 1ndicate whether this conflict 1s greater than that
involved 1n other product requests )

On the question of ime-based sestrictions on pr -
miwum advertising, data are inconclusive. Time pro-
portions may be a rough guide to influencing
children’s atiention patterns and selection of infor-
matiton, but more research i1s needed on (a) the rela-
tive efficacy of different cues in advertisements, and
(b) the variations n attention and learning which
may result from differences 1n both the iming and

-saliency of the content of commercials

s

NEEDED RESEARCH

The limited samples, and thec analytic problems of
many of the studies reviewed here, might suggest
that top priority _.iould be given to expansion and
partial replication of the research to date. However,
the findings trom the studies of premium advertis-
ing, plus basic developmental studies with children,
would appear to be sufficient evidence that younger
children weigh premium ofters heavily in their atten-
tion to and recall of advertising Whether such a
reaction can properly be called “confusion™ would
secem to depend on how one defines the term At the
very least, however, the reaction may be charac-
terized as a tendency of younger children to evaluate
other features ot commercials less judiciously than f
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these features had appeared in messages without pre-
mium otfers

Because these findings arg confirmed dcross
several studies and are consistent weth what one
would expect from cognmitive development theory.
and because findings of age-related differences do
not readily lend themselves to policy alternatives,
any replication and expansion of previcus research
along these Itnes should not be the top priority for
future work Rather, priority should be given to
rescarch which examines various technigues and
features 1n television commercials which might help
chadren evaluate and use all of the elements of
product and brand informaaon in forming judg-
ments about advertised products. In addition, a
series of instructional television messages could be
designed to help children evaluate the various
features of commercials 1n making consumer deci-
s10ns

Without some better understanding of presenta-
tional modes of children’s commercials. 1t does not

O

seem advisable to promote research on the eftects of
time allccations to premium and nonpremium con-
tent That 1s. since not ali elements within a 30-sec-
ond cpot are equally salient to ctldren, allocating
specitic times to premium  and nonpremium
messages cannot in.and ot itselt ensure that children
will use all of the elements 1in making product and
brand evaluations Even 1f 1t were confiimed that
children derhonstrate the greatest recall ot all com-
mercial elements when 10 seconds 1s devoted to the
premium and 20 seconds devoted to other product
features, an. adootion ot such time restrictions would
not be warranted, since the presentation of commer-
c1als could be designed to accentuate premium por-
tions and “downplay” the other portions of the ad-
vertisements.

In summary, because industry guidelines endorse
the desirability ot ensur:ng that premium otters are
“secondary,” the chief research need in this areus to
identity efficacious methods ot presentation to en-
sure that children evaluate premium ofters in adver-
tising messages, and consider them in the context ot
the product and the message




Chapter 5 )

VIOLENCE AND UNSAFE ACTS IN TELEVISION
COMMERCIALS DIRECTED TO CHILDREN

Although violence and unsafe acts are relatively
infrequent 1n commercials directed at children, this
1ssue  warrants special attention because of the
seriousness ot the effects that may be involved.
Three potential problems are examined 1n this
chapter, two relating to depictions of violence and
the third to deptctions of unsafe acts. The three are
treated together here because their eftects largely in-
volve a common mechamism among children 1imyta-
tion

1 Fantasy violence tn commercials When violence
is depicted in commercials  * 15 most likely to
be in the form ot tantasy—i e, 1n a cartoon or
other make-belteve presentation Television
indus'ry spokesmen have long argued that
“fan. .y violence” is not the same zs either
real-lite or realistic (acted) viclence and that

corollary to this argatxent 1s the belief that fan-
tasy violence 1s harmless and may even serve as
2 valuable “cathartic™ release for the audience.
We shall examine the evidence on children’s
ability to distinguish fantasy violence trom
realistic and real-lite violence, as well as the
types of etfects that various k* s of violent
portrayals may have on children.

Y Commercials adjacent to violent programs An
increasing number of individual sponsors arc
withdrawing commercial support from certain
television programs that tnhey consider to be
excessively violent This moralistically moti-
vated action hides a more serious considera-
tion for ad¥ertisers that commercias may ac-
tually interact with violent program content to
aftect veewers; and specifically children’s,
behavior and attitudes toward violence ' We
shall review some recent eMidence which sug-
gests that commercials may heighten the im-
pact of violent program content in certain cir-
cumstances, while reducing hts impact i

tothers

—

Hnteraction effects are also of interest to advertisers in that
violent or exciting programs may influence 4 commercial's effec-
tiveness -

Q
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3. Unsafe act- in safety messages There has bec,
little centroversy regarding the proposition
that unsafe acts should not be shown 1n
children's commercials. However, public serv-
ice announcements (PSA’s) which attempt to
teach children not to engage 1n unsate behavior
have generally been considered exempt from
this proposition. The issue is whether the very
portrayal of unrecommended or dangerous
acts might tead to children’s imitation of the
acts.

CURRENT AND PROPOSED CODES

Portrayals of violence m children’s commercials
are prohibited by both the NAB and the NAD. The
NAB code explicitly recognizes the possibility of
psychological as well as physical or behavioral
effects. ’

Materia! shall not be used which can reasona-
bly be expected to frighten chiidren or provoke
anxiety, nor shall material be used which con-
tains a portrayal of or appeal to violent,
dangerous, or otherwise antisocial be .avior

The NAB also prohibits dramatizations of any prod-
uct 1n a “realistic war atmosphere” and advertising
of feature films cther than t* -se appropriate for a
general family audience. The NAD code 1s fairly
similar. It prohibits portrayals of violence, appeals
to fear, and other portrayals which cont: .enc
generally accepted social, legal, or moral values.

Portrayals of unsafe acts are also proh-~ited by
both codes. NAB's general policy 1s contan <d in the
following

Advertisements and products acvertised shall

_be consistent with generally recognized stand-
ards of safety. Advertisements shali not 1n-
clude demonstrations of any producy in a man-
ner that encourages harmful use or dramatiza-
tions of actions inconsistent with generally
recognized standards of safety.

The N2 D code s similar. In general, it prohibit. un-
safe demonstiwttons and portrayal of people
engaged in unsafe acts However, the NAD code

7352
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alews porray 2ot an unsate it the portraval oc-
wurs inoa Uspecttic The NAB
prosutiably makes this exception also. although

safety  nressage
therr codesdo notesphicitly cov or the satety message
CONTLAEE Y

INCIDENCE

Vicdenco i commercals Untortunaiely . the most
recent content and' sis of chiidren’s commercials
(Barcus, 1975a) did not emiploy a violence ¢ategory
In an carhier content analysis of children’s commer-
cials e 70 W Lk et al (1973) tound a 16 per-
centnadence ot antldren’s commiercials that would
arobdd'y mect Gerbner’s (19725 detintion ot
viclence i his content ana Lsis tor the Surgeon
General's report on TV violence an " overt expres
sion of physical torce against others or selt, or (a)
comp.hing of action agginst one’s will on pain ot
bemg burt or killed © The Gerbner detuntion an-
ddudes mortravals of rzal-world vinlence— g L news
thi ot tights o1 wartare oy certamasports—as well as
the tancasy viotence children cre most Trkely to seen
programs v, commetctals -

commertals Wanick etoab o ald
vitlains 7 n ther product presentations

I he cued by

ciploved

Dypraal situations imvolving villains are
dragon devourie - a vidlage. gangsters walhing
m radinghy toward o
araster overseeing galley stave .. Western bad-

countertete =, a slave
mran threatenmmg a poker chicater and Count
Dioacuta holding a vicum (p 34)

Sore contempaorary conmmerciels  would  alvo

wmeet Gerbuner's physical violence detimitron,
although these are not necessarily shown during or
duide nt to enildren

animatad commesaial tor g well known™ hrand ot

prograis Faamples are an
friet ek oand a commeraral tor a fesser hinow,
brand ot beer, both of which show a boxing muatch
Arother commercial tor o low-calonie beer con-
dueos wath the Tine, And it vou don t believe me
TH breek yout nose The boer commeraals are not
direcred at chibdren, ot course hut they are aircton

oo sdetmrnn doos mot make any distimet 9 ctaen

g re e v oo Gthe daotamibions do . s thasadn
boor tho Ofhce of So b Resear b

it CHN g beer us e a viodence mdey which ovddudos mot

sy
Py

(RN STV TAUMINML cpho -

The CBS indox shows that tetev e n
sadont fom 19T eTs

Bupos ol O tean viefence

SR TN ETTH 1Y wheteas vrort por s o

Boevnews e aemtioant chaneo durnine the e poriod

O
|

RIC

Aruitoxt provided by Eic:

popular sports programs which are hikely to be scen
by many older children

During the veekday atternoon time slot o tradi-
tonally heavy viewing period tor young audiences,
Barcus (1975b) tound a number of commer aals pro-
moung televisym programs which typreally contin
violentaction * Thus. children are ikely te see some
acts of phystcal viotence mnocurrent commercials,
although the number probably does not reach the
To-pereent higure estumated by the 1971 Winiek
data

Another category of commercaals which are of
concern here are those which employ potentially
trightening or tear-aronsing themes The presenta-
such  themes v prohibited by current
chifdren’s codes, but yust under onesthird (29 per-
cent) ot the 1971 commercaals studied by Winick et

ton ot

al gy have had the characteristic in their use ot

bizarre story settings Bizarre spokesmen appeared
m 10 pereent of these commercials, monsters and
witches i 7 percent Neo comparable categorization
was used inthe more recent Barcus <t idies, so we do
not know the current nadence ot frighteming or
tear arousing themes Inthe past tew \cdr).‘frT{:Tncn-
g or fear-arousimg thenies seem tg fave becone
controversiai thaa

less maote overtly violent

portrayals

Although not stated 1 any ot the available con-
tent anialyses, 1t seems sate tooamer that most
viotence or tear-arousmg thentes 1 childired’s com-
merciads are make-believe portrayals and usually
mmmated  This contrasts with o tendenoy toward
nonpanmated commarcials tor chiddien i general
The Barcus ¢19754) aechend normng count ot
children’s commercials histed 6 percent anmated,
26 percen maed. and S8 elcent nonamm ated
( ompat able TIZUTes far wecnaay dtternoon conmey -
cals were 10 pereent 12 pereent, ana T8 peroent
fBatcus, 1975y
Fhe madence of

buodcne nadren <o provrans

violencep oo Jdren’s progratis s relevant to our ex-

anmtination of chitdtrer s commercrals tar the reasen

Phe sh o and the vumber o pros oas onvcr Bvcd s on
the Thandcpendent statiens Burcus sunpleawore M of Sanad 1)
Do er oy FRE GV Booa o 3y

ard Frope Steceon 01 M S ot Toose woeadd rate B o

N

fotogonah ooy T ™

viodoatee
oot and the mostviotont scvments e goact o sclocnod tor

AP T proamolions
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stated edarher namels, the possibihity of inferaction
between the dommercials and violent orogram con-
tent A relatea possibility s that younger Juldren
unable
program conteat, espectally it both progrim and
commercial are ammated

are to discrioate commercnils and

-

A recert study of 1975 760 Satarda
children™s programs by Media Action
Center? tound that an aggressive act ocaurred every
WO MInutes, rsing to diniost once 4mmnute 11 cdar-

Hornimy
Researdh

toon programs * Barcus (15754) provides a4 more
detarled breakdown along with 4 comparison ot the
tigures trom tour years ~irber (Barcus, 1971 Table
S-1 shows the plotrelevance of these volent acts
According 1o these tigures 38 percent ot the
children’s weekend mornming programs analyvzed in
1975 contamned violence by the Gerbner detinion
In nalf of these programs violence was the plot—but
these were all comedy prograns and, theretore, the
Tsaturdated usage Tot violeace was probabiy all in the
tantasy idiors
Lurrcel:in about halt ot all the weckend mornimg
programs (the noncomedy programe ). but presa va-
bly at a considerably lower rate 1 that these acts
were CSsubordinate teothe plot

Realistic adts ot violence also oc

Since imitation mas he mote o tunction at tvpe ol
portraval than of rates 1t
breakdown of the types ot viotence that occurted in

Is usctul to ovamine o

the comedy and nonconteds programs and the mes

denee trzires tor potentially tfrightening or fear-
drousing themes o the programs (see table §-2)+

Data arc agam from Barcus (1978a;

fwo gcncr‘ll condusions are Appds Nt Trom the
First, children watching
woekend mornnig programs may encounter nmitata-

tigures in table 5-2

hle violence—1 ¢ character-produced rather than
ndatural accrdentadl halt the
programs  Sccond, situations which could poten-
tally produce tear. anvety  or at ieast generalized
dt

or acts—in dt least

arousel or exartation i children may ocour
feast halt the programs

[ nsafe ety i comatercwads As soath the dotimtion

acviolence, the criteria tor detnamg unsate aots are
not alwivs clear-cut Some rities aliege that certaim
products, such as tireworks or frugs, are o them-
sehves unsate for children and that merels to adver
tise them constitutes anunsate aet I this chapter.
we will conune our discusston 1o ads which may
resultin physical harm to childeen regardless ot the
product assoctated with the actions

Proaduct hasd sifcth cnst o nn o vagae 1 et Ber vl

e oot prod s that pose an mcdate phvacad threa

ach sty o tewmorks can heoady rasad on relevisoon
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Table 5-1

Plot Relevanze of Violance for Weekend Morning Cnildren's Frograms

Darcent of

comedy
programs
—S;E_r;t—éd usage; p|o-{ wbu!d no»t 74_77375 B
exist without 1t
Subordinate usaje, could be 25
ehminated without affarting plot
Total 60
S()U”‘E Barcus 97 1’:’7‘:36) -
Q R
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Percent of Percent of Percent of
noncomedy all programs all progranis
programs (1975) (1971)
0 29 30
46 29 23
48 58 53




Table 5-2

Types of Violence in Weekend Morning Children’'s Programs

_Percent of Percent of Percent of Percent of
comedy noncomedy ali programs all programs

(1975) (1971)

Human vioience wi.n weapons 58* 186 50 57 .

Human violence without weapons 35* 15 3 - 37

Death or injury as aresult of 19 39 23 (NC)**

violence

Natural-or accidenta! violence .12 31 16 (25)

Fear-arousal s. i&tions

Chase scenes 53 39 50 (53)

Frightening situations 11 77 24 (NC)

* Since the comedy programs inc'.ded cartoons, these hgures include animated portrayals

** Noncomparable coding criteria in the 1971 study

Sow.e Barcus {1971 1975a)

Recent incidgence figures tor portrayals ot unsate
acts are ditficult to obtain Winick et al (1973)
tound that 4 7 percent of children’s commercials in
1971 portrayed '‘an activity or situation Inconsistent
with generally recognized safety standards ™ These
included a person driving a truck with one hand and
a stituation in which two children are shown cating in
a rowboat without a..ult supervision The more re-
cent studies by Barcus (1975a, b) did not screen
commercials for depiction ot unsate acts. although
such acts umdoubtedly occutred 1n some ot the com-
mercials One example would be the celebraed
“wild plants™ cereal commercial (Poulos, 1975),
another would be a current commercial which shows
a child hicking a kute used tor scooping peanut but-
ter .

Since the industry and commercizl groups are
agreed on the undesirability ot unsate acts n
children’s commercials, the main issue here s the
depiction of unsafe acts in pubhic service announce-
ments The inctdence Hf PSA s addressed to immedi-
ate physical safety (rather than long-term physical or
mental health) 1s retauvely low during children’s
viewing hours During the morning hours the three
major networks over one weekend, Barcus (1975a)
counted 10 satety commercials (bike safety, seat-
belts. ctc ) This figure gives us some tdea of the ince-
dence of safety comrniercials, but no count 1s availa-
ble as to how mar, « f these PSA’s depicted unsate
acts as a means of demon- trating th e safety message

Q
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RESEARCH EVIDENCE

The rev' w ot evidence «n violence and unsate
acts 1n children's televasion cotimercidals 1y
organized according to the three ssues identified 1n
the introduciory section of this chapter The tirst
1ssue concerns tantasy violence, the type most likely
to be utihized in, chiidren’s commercials We will
tocus tmitially on the question of whether chearen
arc capable ot detecting the cues which distinguish
tantasy violence trom more realistic -portiayals of
vioience Then we will see whether this makes any
difterence in terms of children’s behavior, mcluding
noth the short-run ettects in the in-home viewing
context and the longer-run ett=cts, such as interpet-
sonal aggresston, tolerance ot aggression. and
cdatharsis

The second 1ssue concerns the interaction be-
tween commercials and violent programs We shall
see that 1t 1s necessary to go beyvond the question ot
whether commercials are violent and to consider the
potertially tavorable or untavorable role that com-
mercials may play in the overdll viewing expericnce
Finally, we witl examine the evidence on portrayals
of unsate acts In partucular, we will cxanune
whether unsafe acts can be sately portrayed in satety
Juvssages to children

Children’s perception of fwtiasy cues So far i thas
reporc we have tollowed the detimition of vielence

59 .




vsed 0 Gerbner (1972) Crities of this detimnon
have argued that no account 1s taken ot cues which
may render the violence less real or nyamingtul tor
example, Geéne Muater, a (BS vice-president re-
cently oftered the tellowing critiism * When Bugs
Bunny pours a pitcher ot nulk over o Jupmunk s
head, that's violence to Dean Gerbner Do yvou look
wpon that as violence” 1 sure as hell dont™ (Bl
Street Journal, October 19, 1976) The ieal question,
obviously. 15 not whether Mr Muter sees this as
violence, but whether children do- In other words,
are children capabte of detecting the “tantasy cuey’
that might allow them to “discount " a portraval as
not really violent”’ .

The 1972 Surgeon General's report on tetevision
violence concluded that young children are not
capavle of detecting tantasy cues

The very young have ditticulty comprehending
the contextual setting in which violent acts are
depicted and do not grasp the medning ot cuces
or labels concerning the make bolieve
character ot appeals m teuona
programs

violence

Ty

However, only one study o1 reter andldooverss 1972,
was cited in support of this conciusion Thrs aind two

“more recen studies are reviesed below  Betore ex-
amining these studies, however, we hgve tound 1t
worthwhile to attempt a classthcation ot viclent
portrayals based on the tantasy-cue hypothesis In
110le 5-3, types of siolent portravals are wdentitied
N an dpproxumadte coniinuum of tantasy-cue associa
tions

’

A violent act an g cartoon e g the frunt diink
commercial nientioned eorhery typreadly has dirc
cues to label 1t as tantasy ammation humer and e
AN CASES d SCtlng i’ 1S TCMOLC IN VP e o
. oplace A violent act by hemans ina ey andhe
believe porrayal or seting e g

period settmgs cownsytypreaiy s at ot org cae

SCICNCE Ticlian o

to label 1t as tantasy, the remote ~ctting of make
helieve Tt may also have hunior asa cae A violent
act1n 4 botonal but reatist sortrava! nray be dis-
anguished front redl portravals of violence by oaly
one cue the viewer s knowlodge that s o hictional
setting and that the portiaval iy acted (the beer com
mererals mentioned earhier would bt thes category)
A violent act s aregl portrayal has by detimtion no
tantasy cues it s, howevar a poroaydd either Tve ot
on tape, rather than the actuel o vio event

Eyvidence that children can an tact disunguish
these tour types of vioteni portravals was provided
1 astudy by Snow (1974 Open-ended atervicews
ustng a structured format, were conducted wath S0
middie-class boys and girls 19 ot themaged 4 1o X
and 31 aged 9 1o 12 Snow tirst ashed the chudien
about tour ditterent tvpes of programs to see which
and which

they would Libel av muake beheve

teal " The results e sumnranized o Table <4

It would appear that the et and remote setting
ot Bewntched were suthiaont o signify 1o aven the
voungest children in the sample that the program
was make-belive On the other hand, another won
tehipordry but more readstic setung (Brady B

produced, as we mught expect, mixed raiimgs tron

the hardren wath the vounger Sibdren par-
ticularly, regardimg the progrant as real or at feast
mors redl or realistic than s make-believe Felevs-

ston news wads regarded asraal by adl ot e chaildren
Fhese results suggest that childien by the age ot
tour, can distuigunh rea! trom neake behes o vontent

an g generdal basis -

Rppare ot owgpp ot forosn LR N A T T

[ R I O LT R AT ath g LN oty vy
Cirey nore andd Re B T T I T WL I IR SV
S S o owh Chder Cesbbroe ow e oy el o P v o
Shdroy g e Provoens iy ot N LT N

AP YIRS R TCERE SN TR Cobe e

Table 5-2

Types of Violent Portrayals and Possible Fantasy Cues

Cartqgon violenre

Human, make-beheve viclence
Human, realist'c {acted) violence
Human, rea!-| fe violence

ERIC
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by, .

Possible fantary cues
arimatior,, humor remote setting
humor, remote setiing
fictional setting
no ‘antasy cues

B
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Tabie 5-4

Children's Perceptions of ‘Real” vs. "Make-
Believe'’ Programs

Percent describing
programs as ‘‘'maks-
believe”

4-8 yrs. 9-12 yre.

Saturday rorning 100 100
cartoons

Bewitched 100 100
Brady Bunch 26 45
News C 0

Source Snow (1974)

Next, Snow asked the children which ot ascrie of

portrayals (described verbally. not shown) they
would regard as violence The word “violence™ was
explamed to the children as “physically or verbally
hurting someone © The results are summarized n
Labte 5-5. and they tit the tantasy cue hypothesis
very well

The dateon the table mdicate that the more fan-
tasy cues presented an g portraval, the nore hikely
that the children would s | the portrayal as
The order of etiee eness of the tuntasy
cues appeared to be as tollows animation, humor,
and a remote sattmg U ntortunately an example ot g
reabistic portraval (e g Polic
cluded i the Snow studs | so we cannot gauge the

violence

Storvy was not n-

cttectveness ot a hicttonal program cue alone Ttise
reasondbly sate bet, however, that su h ¢vamples
would recenve somewhiere taoacen 65 and 100 per

cent v ofonee-pereeption ratigs Fyen with vanous

tantasy cues present, however, a sigmificant portion

of the children, especially the younger children,
identified the portrayals as violence

A sbghtly different approach was used in the
study by Liefer and Roberts (1972) These invzstiga-
«rs were nterested not so much 1n what children
choose to label as violence, but in whether children
can understand the “motives” and “consequences”
associated with various types of violence ¢ Based on
i _rviews with the children following their viewing
of six programs, Liefer and Roberts tound that kin-
dergarten children could answer only about one-
third of the questions on motives and consequences.
3d graders about hal{ of the questions. and 6th grad-
ers about 80 percent A later study by Collins (1975)
found that even by the 5th grade. children men-
noned less than half of the motives and conse-
quences cited by adults in subsequent descriptions of
vialent portrayals Children apparently focus on the
acts themselves

The most mteresung facet of the lLiefer and
Roberts study was that the children’s understa "ding
ot motives and consequences was shown to be tnde-
pendent ot the type of program they had viewed
Fantasy violence, as depicted 10 cartoon progiams
or make-believe Westerns, was no better understood
by the chitdren than realistic violence 1n adult crime
dramas In addition, adults proved to be very poor
judges of which sequer os the children would be

.

# Motives are used here mthe sense ot porcened ntent and

TCase s for the ot (subject ve cuest while consequences refer
to the outeon ¢ af the act tobjectine cues) The subiectine-ohjec

tive coe disiinction wos suggested by Sulcend Guthin (19761

Table 5-5

Portrayals Regarded as Violence by Chiidren

Percent describing portrayals as violence

Gunsmoke (r)

Age 4-8 yrs. 9-12 yrs.
Roadrunner cartoons {ahr) 26 16
Nonanimated clowns fighting (F.r) 47 36
68 65
News {iim of Vietnam wa- 100 100

a animated h  humor

Source Srow 374

r remote setting

©




able to understand accord.ng to the motives-and-
consequences ¢ineria

What are the impiications of the Liefer and
Roberts study and the more recent studies by Snow
and Celling?

I The tantasy-vinlence position adontud by
many network spokesnien seenis—intaally—to
be supported by the resea. ch, n tha. children,
even as young as 4 yedars. can fairly rehably tell
the difference between tantasy content and
realistic content

(9]

This does not that tantasy content
removes the label of violence Even the most
strongly cued tantasy (animated. humorous,
and remote trom real hite. such as Roudrunner
or Bugs Buany cdrtoon programs) may be
labeled as “viclent™ by as man, asonen tour 4
to 8 year olds

mean

3 This labeling s based largely on purely “physi-
cal” tantasy cues (as noted) and not on under-
standing ot more sophisticated ¢ zmitive”
cues, such as the motives or consequences
asshcrated with the violent action

4 Alth ugh the studies dealt with television
progra.a sequences, there secems to be no com-
pelling reason why these conclusions would
differ tor vielent themes eraployed in televi-
sion commerc: ils

A

The most important conclusion 1s that these
research results do not indicate whether tan-
tasy violence has any tess eftect than reahstc
violerice The results indicate only that various
types of violent portrayais may be labeled
differently by younesters according to their in1-
tizl perceptual responses to tie content

The next fegical question, obviously. 1s whether
these differential perceptions of violent content
make any difference 1n children’s behavior following
exposure to various types ot violent portrayaiy

oNanpsychologist adults may also differ aith psschelogists
rcgardmg their concepts of violence In an mtoerestng investiga
ton of the vaiidity of cue-labeling cttects, Kare, Joseph, and
Tedescht (1976) asked college stadents to evaluate procedural
descriptions trom the classic Berkawite experiments on aggres-
ston One major finding was that  batm-doing behavior
lakeled as aggressive” only when ats perceived motiy ation was
anti no'mative rlarm-daing behavior that was either instigated
by anogher person or due to an attach by another person was pat

was

abeled as apgressne
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Effects of difterent types of violent portravals We
have 1dentified via the tantasy-cue hypothesis, four
ditterent types of violent portrayals on television
cartoon violence (with three tantasy cues), make-
believe violence (two cues). realistic violence (one
cue), and real-lite violence [he tirst two types are,
or have been. employed in children’s commercials

Ther: are at least eight types of effecrs which ex-
posure to vartous types of violent portrayals may
proauce These range from direct imitation to direct
counter-imitation, with six possibilinies in between.
To organize these typologies, and to provide a
tramework tor classitying research in the area, a
summary table 1s provided in Table 5-6 Note that
tour ot the possible effects are negative by usual
sociecal standards. while four other eftects variables
{nun.ber 5 and 6) are erther neutral or positive

Table 5-6 aluoadentiflies two important mediating
variables in this etfects piocess the covert cognmitive
and emotional (arousal) responses to television con-
tent which may serve as mental or physiological cues
for subsequent overt responses  Arousal 15 a par-
ticularly important mediating variable becaus., asa
physiological energizer, 1t largely determines
whether any nientally acquired responses to violence
will actually appear as overt behavior  Although
cognitive labeling and arousal are the two most 1m-
portant mediating variables, a number ot other.
mainly personal characteristic may also be mediat-
g tactors in the behavioral ettects ot the various
types of television violence O! thase, we have histed
ag: ., because-of s obvious relevance to children's
research, and . child’s past history ot reinforcement
aggressive or vioient hehavior Psychologists
generally consider past remntorcement as a root
couse of what 1s commonly known as a predispost-
tion for aggressive ot violent behavior an children

Bl

of

With this framework as a guide, we can now ex-
amince the two questions rost relevant to an assess-
ment ot the types ot tantasy violence that might be
employed 1n children’s commercials Fust, whether
tantasy violence produces negative effects, and sec-
ond . whether fantac . violence and more realisucally
violent portrayals produce different effects.

Answer, to the tirst queston derive from a iium-
ber ot stiv.es in which television fantasy violence 1s
compared with a control condition of hland or non-
violent television sequenwes. The tollowing, 1n

5
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chronological order, are summary results ot the ma-
jor studies whnich have employed carteons as the ran-
tasy-violence sumulus

e Siegel (1956) tound no statistically swenificant
ditference n frequency of nterpersonal
assauits 1n children’s play following exposure
to a Woody Woodpecker cartwon vs a bland
cartoon. Subjects were Stanford University
nursery-school children and thus were proba-
bly upper-middle class

e Bandura. Ross, and Ross (1963), using the
“Bobo doll” measure and urousing (frustrating)
the children shightly, found a significant 1n-
cvease 1n physical and verbal assaults against
the dol! tollowing 2xposure to a televised car-
toon-like portrayal ot the «ame behavior by a
lady dressed in a cat cc.tume vs no-exposure
control Subjects were again from the Stanford
nursery school

o Steuer, Applefield. and Smith (1971) tound an
apparent tendenc ) tor increases i nterpersonal
physical assaults 1n play tollowing the
children’s exposure to Satarday morning
program excerpts A majority of the excerpts
were violent cartoons, the control excerpts
were nonviolent Subiects were nursery-school
children of mixed race and SES scores Results
are tentative since the experiment used only
tive pairs of chikdren (10 total), three of which
show i an apparent increase in aggression
while two did»nat The measure 15 dixo ques-
tionable because 1t depends partly on retaha-
tory action by the “control” ¢hild m each parr

+ Stein and Friednich (1972) found equnocal
resudrs tollowing children’s exposure to six Bat-
man and six Superman cartoon programs vs
neutral programming over a tour-week period
Subjects were nursery-school children with
mixed SES scores The results cannot be taken
as etther clearly favoring or not favoring the
tantasy-violence hypothesis

s Heiler and Pol:ky (1976) found equiocal
results 1n interpersonal physical aggression
following children’s exposure to tine violent
Saturday morning cartoon programs s five
bland children s programs Subjects were 20
psychiatrically normal but “broken home™
children in a Pmiadelphta boarding institution
Although the cartoon programs produced
more aggression than the bland programs, m-
spection of the data indicates that this was

probabiy not due to imitatwon, but to signifi-
cantly higher urousal engendered by the car-
toon programs, stace the children recalled
tewer aggressive ncidents from the cartoons,
yet rated the cartoons as significantly nrore ex-
citing This study has other methodological
nroblems, too, which render us findings
equivocal

Nonconservative, even biased evaluations of the
tirst tour of these studies are widespread For exam-
ple. Liebert et al (1973). aite Sicgel’s study as show-
ing “somewhat more” (oniginal uwalics) aggression
tollowing the violent cartoon whep 1n fact the
ditferences were not statistically sigmificant. Com-
stock (1976) cites the Bandura ct al results as
though cartoon violence and reahistic violence led to
“similar” levels of aggression, when in fact they did
not Co astock also fails to mention the presence of
frustration or arousal ~ the measurement situation,
even though these two tacets are clearly mentioned
1n an earhier revicv by the same author (Comstock,
1975) Both Liebert et al and Comstock (1975) cite
the Steuer et al cxperiment as supporung the
violence-aggression hypothesis when the results are
tentative at best Fially. there 15 the Stemn and
Friedrich experiment Liebert et al aite this study
unzriticatly as supporting the violence-aggression
hypothesis, as does Comstock (1975) The Surgeon
General's report (1972) correctly pomnts out the
possibility of a regression artitact confounding the
results. yet concludes that they plausibly support the
vioience-aggresston hypothesis

As an illustration ot how later interpreations of
violence research can vary, 1t 1s worthwhile to ex-
amine the Stein and Friedrich experiment in greater
detail The rescarchers divided the.r sample nto
high and low aggressives.based on pre-exposure ob-
servations of physical and verbal aggression and a
sum measure of the two called “interpersonal ag-
gress1on” (how one division was derived from three
median scores was not stated) The children were
then reobserved tollowing exposure to either violent
cartoons or neutral programs. The regression ar-
tifact phenomenon would predict that the aggresston
scores ot the two groups vould, from pre to post,
merge toward the overall sample mean—t ¢ scores
of high aggressives wouid decline and scores of low
aggressives would increase In the presence of this
artitact, the only convincing ~vidence ihat the ex-
serimental treatments had gty ettect would beat the
pre-post changes were directionally opposite to the
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artifact’'s “pull,” and sigmificantly so. No such
changes were observed The low aggdegsaypves showed
shight increases on all three aggressi®® measuras
which were entirely in line with regression toward
the mean This occurred regardless of violent or
neutral exposure, thus clearly indicating no violence
eftect

The high aggressives turned out to be the critical
group on which cons lusions were based On the ver-
bal aggression measure. the high aggressives’ scores
showed shight declines in line with the regression ar-
ufact, again regardless of type of exposure On the
physical aggression measure, which many would
argue 1s the mere serious, the high aggresstves’ scores
either stayed the same (violent cartoons) or declined
shightly (neutral programs) but these were not sig-
niticantly ~ifferent patterns, 1€ . no violence effect
can be concluded Only on the combined verbal and

physical aggression measure did any significant
change occur high aggressives’ scores 1n the violent
cartoon cyndition simply declined significantly less
than thair scotes 1n the neutral condition, this s not
the same as saying that they increased significuntly
more, yet this is the interpretation that 1s imphed
The conservative interpretation, given that regres-
ston toward the mean would predict a decline and
that the conciusions are based on declines rather
than on counter-regression increases, would be no
violence effect

Actually, Stein and Friedrich could have gotten
around the regréssion problem by simply dropping
the high aggressive — low aggressive split and
analyzing the trends for the total sample. Based on
their datain table 15, p. 246, the total sample resuits
can be estimated as follows

Table 5-7

Pre-post change scores

Violent cartoons  Neutral programs

Interpersonal aggression (PA + VA below)
Physical aggression
Verbal aggression

015 ~-.022
010 -013
- 005 -.010

The diferences hetween the violent cartoon and
neutral program groups are, respectively, .37, 023,
and .005 scale points Given that a difference of |04
scale points was required for the 05 level of signifi-
cance. almost three timies the magnitude ot the
largest difference nere, Stein and Friedrich's overall
results would almost certainly be nonsignificant

In summary, 1t 1s clear that carioon violence can
instigate aggression 1n chidldren, although this effect
15 by 1.0 means a universal outcome nor ah unequiy -
cal one In fact, the findings of most studes are cnn-
sistent with the interpretation that aggression occurs
only if the chuldren’s arousal levels are raised (either
by the cartoons or by other subsequent means, such
as frustration during play). Morcover. the effect of
the cartoon violence 1s mainly to energize preexist-
ing aggressive responses, rather thanto stimutate im-
1itation of new responses (this phenomencn 1s seen
especially 1n those studies wich mploy pre-

measures of physical aggression and then use post-

measurcs of the ~ame behavior to gauge the effects)
The children may have learned these preexisting
responses from previous cartoons, from other televi-
sion programs, from personal experience, or. possi-

G0

Q

RIC

Aruitoxt provided by Eic:

83

bly, even from commercials (aithough the latter
seems unltkely, given the infrequency of commer-
cials of this type) We shall return later to the
arousal aspect of violent portrayals in commercials.

A second question’concerns the matter of whether
fantasy violence and more realistic violent
portrayals produce different effects (This question
deals with the differences between the sumulus-con-
tent variables in the left-hand column of Table 5-6 )
Various studies have emplcyed various comparisons
1in regard 10 this question; the three studies cited
below all involve cartoon violence and at least one
other more realistic form of violence-

¢ Dandura, Ross, and Ross (1963) found that
depictions of violence.by a cartoon model and
by a filmed human model produced the sam:>
level of subsequent “Bobo doll™ aggression by
the children (A live human model produced
significantly more aggression than the cartoon
mudel, but the difference between the live and
filmed models-was not significant

e Liefer and Roverts (1972) found the same level
of aggression regardless of whether the violence
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portrayals were in cartoon, make-believe, or
realistic prograies However, the researchers’
measure of aggression. which involved “pro-
Jective™ picture choices rather than actual 1n-
terpersonal aggression, was somewhat indirect

e McCarthy et al (1975),1n a longitudinai field
study, found that children who lacked favora-
ble real-life experiences turned to television.
including violent programs, as an apparent
fulfillment mechanism Their viewing of
violent programing was also associated with
fighting at school and juvenile delinquency
records. Among these children, there were no
differences 1n aggressive behavior between
those who characteristically watcned violent
cartoon or make-believe programs and those
who watched more realistic programs contain-
1ng violence.

Three other experurents are worth mentioning.
Two of these compared realistic acted violence with
real-lire violence 4

e Feshback (1¢72) showed a film of a reai-lfe
civil riot to twn groups of 9 to 11 year olds
One group was told 1t was a Hollywood movie,
the other was *old the truth Compared with 4
third control group. which did not see the film.
the “real” group engaged n significantly more
interpersonal aggression. and the “movie’
group in significantly less interpersonal aggres-
ston, subsequent to the film These resuits have
been interpreted as support for a tantasy
violence-catharsis hypothesis The results
would not be consistent with a difterential

arousal hypothesis, unless it could he shown

that the “movie™ 1dea produced “de-arousing.”
perhaps skeptical reactions among the
children

e NoYle (1973) found similar results after show-
ing a war film documentary and an “ar-
tistically produced” fictional war film to 6 to 7
year olds Although there was no control con
dition, the real-life portrayal produced more
destructive and less constructive play than the
fictional portrayal. Since the content d:ffered
between the films. this resuit wou.d be consis
ent with a differential arousal interpretation

Both studies imply that real'stic acted violence
{but not depictions of real violeiice) may have a
pacifying effec. However, this etfect might better be

1
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interpreted as indifference, as s shown by a third ex-
periment

e Drabn.an anu Thomas (1976) reported the
results of an experiment in which one group of
children individually watched realistic
violence (a TV detective show excerpt) while
another (contrcl) group were shown an excit-
ing but nonviolent baseball sequence After ex-
posure, the children were led to behieve that a
fight was breaking out between two children 1n
another room The children exposed to the
violent film took a significantly longer time to
summon help, thus suggesting that exposure to
televised fantasy violence either increaced
their tolerance o produced inditference
toward real violence

Thus, the answer to the fantasy violence versus
realistic violence question 1s complex On the one
hand, there 1s no clear evidence that highly fantastic
violence (cartoons) produces any more aggression
than moderately tuntastic violence (make-believe)
or even less fantastic violence (reahistic but acted)
On the other hand, none of these levels of portrayed
violence seem to produce as much d4ggression ds
real-life violence

It 1s possible that arousal. rather than any hlind
learning or imitat.on of violent content. inay be the
critical tactor. Such a theory was advanced as early
as 1968 by Zillman (who, 1n turn, based his theory
on a theory of drive and pertormance propoesed by
psychologist Clark Hull). The theory. which has
recerved Cxtensive empirical support in the wo.k of
Zulman a1d his colleagues, postulates that people
will perform whatever response 1s salient or ap-
propriate to them 11 4 given situation. provided they
are sufficiently aroused or energized A notable
teature of the theory is that the arousal may derive
from any excitational event That 1s. an exciting
spucts program, a foud « r frustrating commercial in-
terruption, conceivably an exciting commercial, or
even a video farlure could have the same effect of
arousal as a violent television sequence. 1t these
events elicited equivalent degrees ot emotional e.-
citation

None of the major studies on television violence
and its effects on children 1s immune from the criti-
cism that arousal of preexisting responses, rather
than the learning ot new responses, could have pro-
duced the observed ettects For the types ot violence
portrayed occasionatly in commercials, and also the
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types portrayed most trequently in children’s
programs, there as simply no clear evidence of
“blind™ mmistation In the few children’s studies in
which aggression has occuried following exposure to
violent content, there has-not been adequate ex-
amingation of the possibility that these eftects were
due to arousal ot "normal.” or preexisting responses.
rather than to mmtation ot the violent content

This 1s not to say that violent behavior 1s never
mitated However, it mainly seems to be imitated
{(a) when the televised behavior itselt 1s highiy novel
and arousing—ve g . skyjacking, murder by incinera-
tion, or an exphcit depiction of a criminal technique.
(b) when the imitator’s response 1s compatible with
his or her eyisting repertoire ot behavior—e g, a
history ot deviant or criminal behavior, and. niost
unportantly, () when the mitator has something
directly to gain trom pertornung the behavior—ce g
the esteent ot peers «r monetary gain

A sccond teature ot Zillman's theory v that
arousd: may not only stem from any source. it may
also energize any appropriate response This might
explain the paradoxical (and httle pubhicized) find-
ing that exposure to television violence appeared to
increase prosoctal behavior among higher social-
class children (Stein ard Friedrich, 1972) An ex-
periment by lLiebert and Baron (1972) 1n the
Surgeon General's Report claims to disprove this in-
teresting hypothesss. but the researchers overlooked
some important tacets in draw g their conclusions
In the Liebert and Baron ¢x,  ment, children ex-
posed to a sequence trom [The Untouchubles
demonstrated a signiticant increa e in the duration
ot “hurting” responses during a4 mock interpersonal
{earning task immediately after the television se-
guence but exhibited no changes in the duration ot
“helping”™ responses during the same learning task
What Liebert and Baron overiooked was that the
children exposed to The Untouchables exhibited an
incerease i the rotal ot both hurung and helping
responses Thetr behavior apparently depended on
which ot the two responses, hurting or helping, the
children percened to be the most appropriate 1 For

Note that the two responses were clearly set up das compet
nve ¢ voucan pushonly one button ), thus establishing a total
response pool “trom which the children had to choose the more
appropriate of the two on cach trial Tichert and Baron tried to
disclaim this total response view iwhich would sapport Ziid
mnan s generabized-arousal interpretation) by statng tnat the help
and hurtscores were not mercly alternate measures of the same
phenomenon * However the correlation between the two scores
C 29 wasnegative and sigmiticar tip o 05)and does not support
thetr (laim that the two responses ire independent
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example, older girls in the experiment demonstrated
4 very large increase in helpmg responses tollowing
the televised violence -

‘

The experiment by Drabman s1d Thomas, cited
earhier, could be similarly interpreted In this study,
children who had watched a violent television
episode were notably slower to summon help for
other chitdren getting into o tight Ths finding could
concen ably be explained as an arousal etfect, rather
than an nditterence ettect, it the seemingly in-
ditferent children were actuatly mouvated to word
mntervention and sce the highting continue '2 These
possibilities are raised not to advocate violence, ot
course, bu! to exemplify the tact that the interpreta-
tion of violence studies 1s not ds clear-cut as it might
often seem In parucular, the ettects ot arousal ver-
sus imitation need to be more clearly distinguished
betore violeat content (especially 1n fantasy tora)
cdan be indicted as something other than mere excita-
tion

Commercrals ana violent programs  An experiment
ot gredt interest to the general debate about televi-
sion violence —and certainly ot great interest here,
since 1t involves commerctals—was recently
reported by Worche!, ilardy and Hurley (1976)
[he results of this study suggest that violence in
movies will produce aggression in vieaers onlvif the
movies are accompanted by commercials, as on
televiston  The researchers used three full-length
movies which were selected to represent real
viotence (Arnca, an American Bar Assoctation docu-
mentary which mcluded actual tootage from the At-
tica prison riot), realistic, acted violence ( The Wald
(e, the Marlon Brando motoreycle picture), and
nonviolent control film ( The Mouse That Roared, a
comedy adventure starring Peter Setlers) Each tilm
was shown to a ditterent group ot randomly selec
college students, with half ot each group scemy 1t
without commercial interraptions, the other kalt
with commercials

~In one of the fow studics to emphoy relevant measures of
arousdl (tieasared Fuomoreases i arousal trom g neutral content
haseline) Clme etal (1979 tound that children ahe were heavy
viewers ot teleyvivon exhibited sigmiticantly less arousal from a
realistic portrayal of tildmed violence ta brutal boxing matchy
than chiddren who were Light viewers Had Drabman and
Thomas divided their sa pie into heavy and hght vicwers, the
arousal-indiffercnce hy othess could have haon more ade
quately tested Better atdl of course, would have been a direct
measure of arousai in the oxperiment as well as 4n cxamingation
of what eoth child parcened as the normal or normativy
T \p(ll]\( [T 8 xpu‘llmcntdi situation
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In adopting this désign, the mvestigators argued
that most previouy experiments were atvpieal 1 that
they employed short tilm segments, which usually
portrayed violence out of context, rather than futl-
length tilms which contained contexts other than
violence In addition, they noted that tilims shown
without commercials were atypreal of usual televe-
ston exposure  The rescarchers reasoned that under
the conditions ot their experiment. two competing
hypotheses could be tested  The tirst, tollowmng
Singer (1971, was that commeraals might  hreak
the spell” ot violence sequences i the tilms and thus
decrease aggressne tendencres of the subjects
toilowing viewmg lhe alternative prediction,
totlowing Berkowitz (1962) was that the commercial
nterruptions might constitute o source of frustra-
ton, since they ostensthly block the ™
ot the viewer to see the movie

ongomng drive’
I he combmation ot
trustration plus the aggressine cues mothe violent
movies should increase the aggressne tendencies of
the subjects tollowing viewing

B

Worchel ctal preterred the Berkowitz prediciion
of gnereased aggression tollowing the violent movies
shown with commercials They made no predictuon
regarding the relative ettects of real |
acted (Huld Oney viclence because of therr coneern
that the deprction of the unpleasant real-lite conse-
quences of the violence m Htica might introduce an

di01cd) versus

inhihiting tactor m the subjects subscouent agpres-
ston

The main ieasure ot wgree 0y
conststed ot the subprs o
‘mployability ot the ¢
the tlms 1 ¢ assistant
bluaders, two rrior to and one foliowimng » -

Apernnent

me -, o Ldte tie

ssedrch g st o who had run
Alade tree
tiin.,
which would provide the s byets wath 1o sons § g
cirtcizing his cor clen
ston) The results trom

Figure S-8

Jelinecarc

LS A medsure of JEETUS -

IS measure are shown o

The tindings . re consistent with the myesators
predictions Based on the assistent rating’ micasure
ot aggression, the violent itlms shown with commer -
Crals dpp:'renﬁ_\ produced siemificotly prone aggros
ston than the same tilmis shown wathout comnier -
cals The violent films with commggenals abso pro
duced signttrcantiy more aggression than the non-
violent tdlm with or without commercials No sigmifi
cant ditterences m the aggression ratimes were tound
between the acted and redl violence

SO

Worchel et al did not take direct physwological
medasures arousdl during the cexperunent
However, atter the viewmng. the subjects rated the
tilms as tairly cqually involving and interesting (the
ratings ot therr violence humor contents
naturall, dittered) Subjects who viewed the hims
with commercials also rated themselves as teeling
shghtly (though  -niticantly) more tense and angry
atter the viewmng, but also—paradoxically—more
happy and rested  The latter two raungs pose
problems tor the trustration hypothesis, espectally in
that the inyestigators specuiate that the commercrals
could have led stmultancousty to both trustration
and renet

ol

and

There are other problems with this nteresung
study

I The commer®als were actually public serviee
@¥nnouncements and - are deserr od by the
authors as “tarrly entertaming © Morcover. ae-
cording to the methodologreal description an
the study. the commercaals (10 commceretdls
arranged m tour 2-mmute blocksy were placed
so ds Cto o hreaking scene continuity’
ttabies added) Thisis rather atypieal of televi-
ston. i which commeraials are viten placed at
the peak of an exatimg scene, weth the resolu-

tion ictt 1o tollow the comm roral break

to

It 1s possible that the plocement of PSA’s m
violent tilms may have had a pacifung ctiea
or, more precisely . a N(HH(I,(} me L“LL( L.ook
agatn at the results m llLur"C K-1 One wouwld
capedt "o be lnduud by a tend-
ency nof to want to hire the assistant Hogever
nonce of the guean) raungs wend i this - ag-
dircction The dommant response m
experimentdl conditions was n
tact ty e the assistant In the two remdinmg
conditions— the two violent tilms with com-
essentrally

aggression’

BIUsive

tour ot the six

detcials—the responses were
neutral 1 the
d.Hcrcmg as to whether the asseant shoatd o

shoald ndt be hired (the midpomnt of the scale

ratings indicated  ann-

was 16 and the two means i gquestion were
ot tor The Wald One and 15 S tor Hiea)

Ii would be dithicult to such
FESPOIISCS  ds An alternative -
terpretation, the aroasal tnheory,
might be that the dommant or Cappropriate

response 1 the subjects’ situation was to com-

mterpret
JELFUSSIVG

based on

ply with the experimenters” apparent judgnient
m already having hired the assistant or, more

like ]y

to uive o svmpathetic response to a




Figure 5-8
Subjects’ Ratings of the Employability of the Research Assistant
Definitely 31

should not 30 -
hire*

|

28

26 I~

24 -

22 +

(midpoint) 16 T with

commerc 1,3,1,5_

14 =~

12 (s1g9.)

10 [— 8

) ~® without

8 b (n.s.) 5 commercials

6 7

4 o

Definitely 2 p
should hire 1 ¥ ' 1 [

Nonviolent Acted Violence Real Violence
(The Mouse (The Wild One) (Attica)
That Bgired)

* *The subjec!s were asked 0 rate on a 31-pcint scale their extent of agreement with the tatement. 'The assistant would make a
very good experimenter ard shouid defin:tely be hired for the job ~ A rating of 1 equalled “strongly agres, ' 31 equalled “strongly
disagree " A rating of 16, the midpoint, presumably indicated a neutral opinion o the question

Source Worchel, et al (1976)
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tellow student whom, they were told, was one
of three candidates tor a single job tor the next
academic year (the assistant made three blun-
ders, but he was not directly ottenstve to the
viewersin any way) Itis possible that the com-
mercials (which were, atter all, “entertamning”
public service announcements which ap-
parently did not interrupt the continuity ot any
scenes within the movies), may have “toned
down™ the otherwise arousing propertes Of the
violent tilnis, thus leading to less energization
of the appropriate response by the subject Ot
course, Zillman's arousal theory cannot be
carrectly applied unless there s actual
physiclogical measurement ot arousal, and
arousal decline, during the tilms Nevertheless,
this 1s a possible interpretation, and one which
ratses questions regarding the Worchel et al
conclusion that commercials exacerbate
violence in tilms

Lot

A minor pomnt 1 that the movies were pro-
jected vn a tilm screen rather than on g telder-
ston monitor and were shown in ar cxpcrlmv:'n—
tal rather than an m-home setting These tac-
tors might have inflated the overall degree ot
arousal and, therctore, the
pressed by the subjects

Taggression’ ex-

4 Another minor pomt s that the subjects were
college students, making the results oniy n-
directly apphicable te children (ail other
studies cried 1in this chapter had children as
subjectst  lhe tindings showa theretore be
regarded as tentative However, the Worchel
et al findings are ¢ unly mportant enough
to warrant rephicatn e research wath hetter con-
trols and with a more direct measure of aggres-
s10n

The potential of commercials to mteract with
violent programs may depend on where the commes -
crals are placed Two ot the children’s studies cited
earhier aciually used commercials as separation
devices or filler material In one experiment (Col-
lins, 1975y, the commercials were dehiberately in-
serted to separate violent intent from the violence it
self. and then again to separate the violence trom ats
consequences These separations which nught have
been trustrating quite apart trom ther mtended pur-
posc. produced more aggression than noe separa-
ton—but only among the youngest children in the
stady (3d graders as opposed to 6th and 10th grad-
ers) The study employved a rather indirect measure
of aggresston—the projective picture-choice
measure
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In the other cxperimient (Licbert and Baron,
1972). commercials preceded and tollowed a par-
ticularly violent 3'2-minute segment trom The U n-
touchables As noted carhier. it was not clear that the
violeree (rather than arousal) produced the ob-
served aggressive eftects (the “hurting-helping”
measure), but it remans possible that the commer-
clals trustrated the children’s desire to see niore ot
an excrang sequence, thus increasing arousdal in the
children Alternauvely, 1t the Worchet et gl hy-
pothests 18 correct, the aggression may not hdve oc-
curred 1t the violent scenes had wot been accom-
panted by commercrals. A noncommercial control
condition would he needed to settle these interesting
questions ) . .

The possibhity ot commiercial-progran interde-
tion 15 turther complhicated by Zillman’s cvn work
on grousal theory One study (Zillman oyt and
Day. 19734) suggested that brict exposure to a bland
tlm chip tollowing a violent tilm chip can reduce ag-
gression Bland f:lm clipe might simulate the ettects
ot commercials, although the chip in this study was
longer (7' 2 minutes) than normal commercial
breaks Inmthe same experiment, the bland tilm chip
did not dissipate the thigher) arousal and aggression
produced by an eronc film chip, suggesting that ex-
tremely novel or arsusing content might be hard to
overcome. ospretally by a break ot relatively short
dvration 11 The picture theretore remains comphi-
cated and requires turther research

A number of turther considerations could be
rassed such as the relative ettects of difterent types
o commeraals (¢ g . violent oncs) in violent
programs, or the cftzers of commeraals i highly
darousmg but nonviolent programs (e g . chase scenes
or suspense seenes, which occus in many children’s
programs)

Another constderation 1s that violent programs

may decrease the ettectiveness o commeraadls

dtshourd be notad that tn wil of Zabiman s cxporments tae
subeats wore provoked poos tothe Bilms by an cyporancatsboon
fodorate who lator bocame the potential et for grasing
Muost ot the
vicdenee have boen obtamad only with somo degra ot e con

tesponses Positne iosults ot Cxpotimenty with

tent provocation (e g Bandura mnddhy trustrated the children
hetore aliowing them o play with the Bobo dotisi The value of
Zitiman s cxponments s that they demaostrate reduction or pre
ventien of aggression dosmite provocation This tinding tepre
sty compelhing demonstration ot Zdiman s theerny that
arous b not violonee s the immediate o ed tictor in aggres

NEan
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placed 1n or adjacent to the violent material (Adves-
tsing Age, October 18 1976y Advertisers are in-
creastngly raising this question paniy because some
television vigwers are claiming to boycott products
advertised on excessively violent programs (accord-
ing to a recent J Waiter Thompson survey. about
I 4 pereent ot all viewers and 2 7 percent of college
educated viewers) advertisers are also concerned
that commercials may be trustrating to vicwers when
they interrupt an exciting plot, thereby leading to
viewer roseniment of the commercials Cn the other
hand. there 1s the possibility that exciting programs
may heighten viewer attention and perhaps carry
over the high viewer imvolvement to the .ommercial
In this regard, adveruscers also wond2o whether such
involvement mught “swamp U the commercials, or at
feast the imtial one or two 10 asertes The Worchel
et Al study tound no difterence in subjects’ recall of
the number of commercials shown during violent
versus nonviolent tilms However. advertisers are
likely to want evidence of cettectiveness beyone
recall of the number ot commercials The que .on
ot 4 program’s ettects on conmercials renrdins an -
teresting corellary to the vioience 1ssue, trom the
perspect ¢ ot advertisers as well asegulators

Unsafe oy i satety messaes The unsate aces
issuc s not unr lated to the violence ssue With
both, the fea s that portrayals ot dangerous
hbehavior may be imitated by children The fear
might even be more salient tor unsate adts, since the
objective hikelihood (and probably the subjective
hkelithood percenved by pdrcnts)dut a child beng
hurt accidentially 1s tar greater than that of 1 child
teing hurt in or eve imvobved noacts of vielence
With portravals ot violchee, the central ssue s
“Doce, this do any harm”” With porirayals ot unsate
acts 0 satety mossages, the central question s "Boes
this do any good ™

In the typreal sdatety message, sate behavior s
portrayed as rewarding and unsate behavior s
portrayed as punishing or detrimental 10 ats conse.
quences However, a long history oi rescarch on
children's imutative behavior has demonstrated that
punishment gcncr:ﬁl_\ has only a temiporary citect In
tact, pumshed behavior s fearned qust as readily as
rewarded behavior  Also, whether a chitd actually
puitdtes an observed behavior depends not on the
reward, or punishment of the behavior ot the model
but rifther on the expected diredt reward or pugish-
ment ot tne child tor the imitativ e behavior (See, tor
cxample, the I;‘prc\cmdtl\c cpenments by Waltess

and Parke. 1964, and Bandura, 1965) In other
words. children will learn and imtate »ven these
behaviors which are portrayed as unsafe or
dangerous, it they themselves evaluate e behaviors
as having some direct, tunctional value tor them
(Bandura, 1972)

Two experiments by Atkin ¢1975¢) support this
contention In 0.2 experiment, chitdren were shown
4 PSA which pored out the danger ot sugar 1n caus-
g cavities  Fhese children were then compared
with a ca ol group of children whe did no see the
commercial For the exposed group. the antisugar
PSA produced significantly more negative answers
to the item “sugar ts good tor you™ as well as signifi-
cantly greater expres.ion ot concern about cavities
However, there was #o diference n the two groups’
stated intentions to cat tewer sugary toods Evi-
dently | the direct pleasurable consequences ot eating
sweets were percenved by the children as more im-
mcdiately relev ant than the portraved consequences
ot cavities :

In the seeond experiment, children were exposed
to alternative versions of an aspinin commerciai
The “satety” version contained the message. “But
remeteber, only uses — when you 1aelly
aced t—armd dont take too many tablets " The
safety message had no impact on the children’s stated

intention’ to use the product. nor on the number ot
tablcts they would take Atkin points out, correctly,
that the one-hine warmng may not have been salient
to the children (recall. of the warnir @ wus not
medsuredy Ttis concervable that repeated exposures
to such a warning or to negatively portrayed conse-
quences of @ behavior might influence children’s
own perceptions ot the actual behavior and its eonse-
gucences This possibilsty remains untested because
«oth the Bandura and the Atkin experiunents
cniployved only single exposures Thus. the portrayed
consequences wouid be weakly registered by the
children in comparise a with their poeviously
cstablished pereeptions

A third expenmient by Atkin (1975h) provides
some support tor this idea T this expeniment. one
group ot children was shown an antintering PSA,
another control group did now see the commercial
Muany children were arntated by the commercial,
Atkin reports, because they had seen 1t frequently on
teles Gion prior to the experniment Thus, tor many ot
the children, the commercial served as a “re-
minder 7 The PSA was appar:ntly eftective When

IO
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given a candy bar after the commercial, only 2 per-
cent of the exposed group littered the wrapper, ver-
sus |1 percent of the nonexposed group—a signifi-
cant difference, even though littering was evidently a

low-frequency, behavior for all the children.

Stronger evidence would obviously be needed 1n
order to make a case for the effectiveness of repeti-
tion. In particular, more serious types of unsafe acts
should be studied, such as crossing streets carelessly
or opening strange kousehold containers. Special at-
tention should be given to acts which are not only
unsafe but attractive (rewarding) to children, such as
“stunt-riding’ with bicycles or playing with matches.
These safety commercials would have to be carefully
pretested, of course, to ensure that the effectiveness
of the portrayal, or the repetition of 1t, actually over-
rides any prior attractions the behavior may have for
children.

Unfortunately, such testing would involve an 1n-
trinsic hazard, 1n that evidence of the effectiveness of
a safety commercial would require that the unsafe
behavior-be performed as a baseline (or by a control
group of children), so that a reduction effect could
be shown in the experimental group. In many cases,
even a surrogate "prebehavioral” measure, such as a
child’s knowledge or beliefs about the harmful
behavior, carries its own dangers. The Bandura line
of research (e.g.. Masters, Gordon, and Clark, 1976)
has shown that even a single exposure to a portrayal
of unsafe behavior may be remembered by children
for substantial periods (two months or more) and
may be imitated later. And as Wolf (1973) has
noted, portrayals of particularly deviant behavior
may receive above-average attention and
memorability.

In short, pending the devising of assuredly harm-
less testing procedures, safety commercials which in-
clude portrayals of unsafe acts are probably best left
out of children’s television programing Indirect
(televised) exposure of children to portrayed conse-
quences of unsafe acts is likely to do more harm than
good. For the time being, safety training can be
handled more safely in the home or school, where
consequences of unsafe acts can be mcre directly and
more frequently demonstrated to children.

SUMMARY AND NEEDED RESEARCH

Faniasy violence, The type of violence employed
in children’s commercials (and 1n most children’s

30

programs) is almost always in the fantasy category.
The impact of the violent portrayals varies accord-
ing to the number of fantasy cues present 1n the
portrayal: Cartoon violence generally has three cucs
to indicate fantasy (animation, humor, and a remote
setting), make-believe violence generally has two
cues (humor and a remote setting); and realistic,
acted violence generally has only one cue (the
viewer’s knowledge that the portrayal 1s fictional).
Real-lifc;violence (e.g., tootage of actual violence,
as 1n newsfilms or documentaries) has, of course, no
cues to suggest fantasy.

There 1s evidence from one study that most
children as young as 4 years can distinguish these
four levels of violence. However, about one-quarter
of 4 to 8 year olds define cartoon violence as depic-
tions of violence p=r se; about one-half of this age
group also perceive make-believe violence 1n this
way, and over one-half of 4 to 8 year olds see
realistic (acted) violence as violence. Children ap-
pear to make these distincticns solely on the basis of
the physical fantasy cues; there is no support for the
idea that children, especially young children, can
differentiate types of violence on a more cognitive or
rational basis—for example, by a justification of the
motives for the violent behavior or of the goodness
of 1ts consequences

'»?

The key question 1s whether the different degrees
of fantasy in the various forms of television violence
make any difference in terms of effects on children—
and particularly 1n terms of imitative aggression
following viewing. This question is especially impor-
tant for evaluating the effects of children’s commer-
cials, since the type of violence used in the commer-
cials 1s almost invariably of a fantasy nature (car-
toon, make-believe, and occasionally realistic) and
1s usually employed for a humorous or dramatic
effect.

The best available evidence sugges .s that less than
about S percent of children’s commercials depict any
type of violence. However, both realistic and make-
believe violence do appear 1n program promotions
during children’s viewing hours. Symilarly, make-
believe violence (sometimes) and cartoon violence
(frequently) appear 1n about half of children’s
programs. The question of the impact of fantasy ver-
sus realistic and real violence is therefore worth ex-
amining 1n detail, aside from 1ts specific application
to children’s commercials

i ol
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Research on television vioience involves many
variables and multiple effects. Accordingly, a
classificatory tramework was developed (Table 5-6)
to aid the assessment of etfects and to serve as a
possible guide for future research. Available studies
indicate, first, that there is not much difference n
the effects produced by different types of fantasy
viulence. That 1s, cart-on, make-beiieve, and
realistic, acted violence seem to function similarly as
stimuli for children Secondly, although the studies
are few in number, they generally show that all
forms of fantasy violence have significantly weaker
effects on children than real portrayals of violence.

What are these effects” There is actually very lit-
tle evidence of direct imitation of television violence
by children. There ts evidence that fantasy violence,
as well as portrayals of real-life violence, can insti-
gate or energize previously learned aggressive
responses (e.g., Interpersonal assaults during
children’s play). It 1s by no means clear, however,
that the violence 1n a portrayal is solely responsible
for this instigational effect. Rather, the evidence
suggests (1) that any exciting material can be nstiga-
tional of subsequent aggressive behavior; and (2)
that it 1s the effect of excitation rather than the

portrayal of violence which instigates or energizes -

any subsequent aggression in chddren. Moreover,
the type of “violent” behavior demonstrated 1n ex-
periments with children 1s, as has been noted by
Waeiss (1969, 1971), plausibly interpretable as
reflecting either novel play activities or, more
typically, a lowering of previously learned play in-
hibitions, rather than as an increase 1n socially
threatening aggression. In short, *“cold” imitation of
violence by children 1s extremely rare, and the very
occasional evidence of direct, imitative associations
between television violence and aggressive behavior
has been limited to extremely novel and violent acts
by people (usually teenagers or adults) for whom de-
viant behavior 1s already an established pattern.

The nstigational effect means, in the short-term,
that exposure to violent portrayals could be
dangerous to a child if shortly after the exposure
(within 15 or 30 minutes), he or she happens to be in
a situation which calls for interpersonal aggression
as an appropriate response—e.g., an argument of
fight between siblings or peers. However, this same
instigational effect could be produced by other excit-
ing but nonviolent television content or by any other
excitational source, including, 1romcally enough,
video failure or a parent turning the set off (Baer,

Q
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1962; see also Wells' 1973 replication of Feshbach
and Singer’'s experiment in which withdrawal of a
violent diet of television [are appeared to increase
aggression). Thus, in the long term, there 1s o con-
vincmng causal evidencé of any cumulative instiga-
tional effects, such as more aggressive or violent dis-
positions in children. In fact, Gerbner and Gross
(1976)-have suggested that passivity is a moré likely
long-term result of heavy viewing of television
violence. Any instigation of deviant behavior by
children seems, therefore, to be confined to short-
term circurastantial effects.

All of this implies that an indictment of fantasy
violence in children's programing must rest mainly
on a very slight risk that the violent portrayal may be
imitated and a somewhat greater risk that the
violence may have a short-term instigational effect
when situational circumstances suggest aggression as
an appropriate response. In the first case, we should
perhaps weigh the remote risk of imitation against
the much larger (but usually unacknowledged) prob-
ability that the fantasy violence in children’s televi-
ston, though it does not lead to “catharsis,” provides
plenty of fun and entertainment for children. This
probability seems self-evident; otherwise, children
would not spend so much time watching cartoons
“saturated” with fantasy violence, nor action-adven-
ture programs which frequently contain scme make-
believe or realistic violence.

A careful review of the evidence tends to confirm
Kaplan and Singer’s conclusion (in press) that the
debate about fantasy violence has often been slanted .
by academic researchers; that the evidence does not
warrant the strong conclusions warranted by many
reviewers; and that television violence is frequently
held up as a scapegoat because 1t reminds us that the
real causes of violence are learned socially and
culturally.

More particularly, 1t 1s unlikely that children’s

_commercials can be indicted as a cause of violence or

aggression in children when (1) the types of violence
used in the commercials are rarely imitable, and (2)
the duration of the violence 1s much too short to sug-
gest that commeicials could have an instigationul
effect on the viewers. The prohibition of violent
portrayals 1n children's commercial. therefore
represents a value judgment about risk, rather than a
policy based on any scientific demonstration of ac-
tual harm to childiren
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Nevertyeless, there are m?ny lmprovemm
research meéthods that could lead to more definitive
conclusions regarding television violence 1n both the
programs and the commercials made for children.
Among them-

I There 1s an immediate need for better descrip-
tions of violent portrayals in children’s televi-
s:on, and especially of the physical stimulus
properties of violence, since these are most
readily understood by children. Future studies
should systematically vary the dimensions of
animation (and “humanness”), of humor, of
remoteness of settings, and of other fictional
cues 1n violent portrayals in order to determine
how these cues interact 1n affecting children’s
responses to the violence.

2. There 1s a need for better measurement of
possible mediating variables in the responses of
children to violent portrayals. Most notably,
there should be improved measures of the
child's cognitive labeling of violeat content
and of the arousal properties of this content
Rarely haye children been asked to describe
the stimuli they are presumably reacting.to,
and usually any mediating effects have been
merely assumed by researchers rather than
directly tested. Simarly, direct physiological
meas) rements of arousal should be made. This
1s essential if the overall excitational and in-
stigational effects of violent programs are to be
separated from any instigational or cognitive
effects directly associated with specific violent
events in a program.

3. There is a need to 1dentify a wider range of
possible effects of violent portrayals and to
provide better measurements of these effects
For obvious reasons, many so-called measures
of aggression are weak surrogates for actual
physical interpersonal aggression. The ques-
tionable validity of such measures has led
many to discount the evidence based on these
studies. In laboratory experiments, measures
in which interpersonal aggression is
realistically simulated should provide the
highest validity and would avoid the problem
of direct aggression measures being con-
founded by the degree of retaliatory action
shown by persons other than the experimental
subject. Field study measures are generally
more convincing to policymakers than are
laboratory experiinents, in that the measure-
ment criteria are clearer. However, inter-ob-
server reliability checks must be employed and

Q _he observations should be blind as to treat-
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ment conditions. These precautions have not
always been followed.

Most important, though, 1s the need to employ a
wider range of measures One study has moved in
this direction in examining “tolerance” effects. More
study is needed of the distinction hetween pacifica-
tion and tolerance and, indeed, of the eight or so
different effects that violence may have, some of
them harmless or even constructive. An unbrased
program of research must weigh any beneficial
effects of violence—e g., entertainment, in which
viewing but not aggression may be reinforced—
against socially undesirable outcomes, assigning
probabilities and evaluative weights o each. .

Commercials in violent programs.”One recent €x-
periment suggested that violent programs may pro-
duce aggression only if they are shown with (1.e., 1n-
terrupted by) commercials. The study has certain
hmitations which left the findings somewhat am-
biguous, but the topic obviously deserves further in-
vestigation. Also important is the contrary
possibility: that commercials fiay provide a socially
valuable function by toning down or defusing excite-
ment generated by violent or otherwise highly arous-
ing scenes 1n television shows. Given the current
ethical controversy over commercial sponsorship of
violent programs—and also the empirical
possibilities that programs may affect commercials
and vice versa—this issue should attract the interest
of advertisers as well as academic researchers and

policymakers. . i

Unsafe acts in safety messages. The danger with
unsafe acts 1s that their depiction may lead to haz-
ardous im:tation by children. The evidence indicates
that illustrations of unsafe behavior, even when
punished or admonished in the commercial message,
may make that behavior more salient and possibly
more attractive to children than it would normally
be. The crucial controlling factor is not what hap-
pens to the model portrayed in the safety message,
but how the young viewer perceives the direct per-

‘sonal consequences of the behavior if he or she were

to imitate it. PSA's on safety are generally produced
precisely because the unsafe behavior 1s so directly
attractive to children. Only after repeated exposure
to such messages might the portrayed consequences
favorably alter a child's direct experience and judg-”
ment; and even then, such an effect is by no means
assured. Present indications are that safety commer-
cials should emphasize only the rewarding conse-
quences of safe behavior, without showing unsafe
behavior. Prevention of unsafe acts should be left to
direct in-home or in-school training and not to

televnsi().g




Chapter 6

THE IMPACT OF PROPRIETARY MEDICINE ADVERTISING ON CHILDREN

In a 1975 petition betore the FCC, the Attorneys
General of 19 states requested a ban on medicine ad-
vertising on television between 6 am. and 9 pm
Although the petition was rejected by the FCC in
1976, this document and others filed in support of
and 1n opposition to it, provide a useful summary of
the questions at issue. The Attorneys General stated
that children are “particularly impressionable and
susceptible to the influences of television advertis-
ing,” and that medicine commercials aim to create
“receptive attitudes towards pill taking” and to
“present drugs as the cure-all to the tension and
problems of everyday life.”” The petition suggested
that the long-term effect of such advertising would
be to create a 'new and artificial demand for drugs "
It therefore requested that such commercials be
restricted “to an audience which 1s equipped to
evaluate and digest sophisticated drug advertising.”

Another petition in support of the Attorneys
General request was subsequently filed with the FCC
by a public interest group, the Council on Children,
Media, and Merchandising (1975). The Council
asserted that “children who are repeatedly exposed
to OTC drug advertising!—where adult role models
are ‘rewarded’ for taking medication—are likely to
learn a behavioral response from such ads and to act
on that learned behavior at some future time—
perhaps to their detriment.”

Arguments against these petitions were set forth
In a communication to the FCC by the Proprietary
Association (1975), a nonprofit trade association of
OTC drug manufacturers. The association con-
tended that medical and scientific evidence does not
support a link between OTC drug advertising and
drug abuse, misuse, or overuse The Proprietary
Association cited a report which it commissioned by
Oxtoby-Smith, Inc. (1974) regarding youth and 1l-
licit drugs. This review of the literature foun’ no
relationship between proprietary drug advertising
and incidence of drug abuse. However, the report

iIn ths chapter, we use the terms nonprescription medicine,
proprictary medicine, and OTC {over-the-counter) drugs in-
terchangeably
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did not address the impact of proprietary medicine
advertising on children, since the studies reviewed
dealt with teenagers. Furthermere, the report
focused on drug abuse, in the sense of 1llicit drug
use, and did not respond to the broader concerns
regarding the development of a general ruceptivity
to proprietary medicine.

In their petition, the Proprietary Association also
argued that OTC drug advertising serves as a useful
purpose in that “self-medication :s an accepted and
essential element 1n the scheme of health care in this
nation ' It is the consumer who must judge “whether
or not the symptoms are sufficiently discomforting
to warrant the use of self-medication.” In addition,
the Association pointed out that “‘while it is true that
young children do not possess the requisite ex-
perience and judgment to properly evaluate OTC
medicine advertising or to make judicious use of the
products themselves, this same statement could be
made of any advertising not specifically directed to
children.”

CURRENT REGULATION

Television advertising of proprietary medicines
on “children’s pregrams’ is prohubited by the NAB
code:

Nonprescription medicine, regardless of how
taken or administered, shall not be advertised
in or adjacent to programs initially designed
primarily for children under 12 years of age.

Similar provisione exist in the Children’s Advertis-
ing Guidelines issued by the NAD:

Medications, drugs and supplemental vitamins
(hiquid or pills) should not be advertised to
children.

The NAB ‘guidelines apply to programs
specifically designed for children—that is, those
shows which are concentrated on Saturday and Sun-
day mornings. Most children's viewing, however,
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occurs during late afternoon and early evening The
NAD guidelines pertain to advertising 1n children’s
programs and programs in which “‘audience patterns
typically contain more than 50 percent chitdren” or
to advertising which 1s “clearly addressed to
children 11 and under ™

INCIDENCE

Although the existing selt-regulatory codes
prohibit OTC drug advertising on programs
designed for children, children are revertheless ex-
posed to suck advertising Approximately 85 per-
cent of all children’s viewing 1s of nonchildren’s
programs (Nielsen, 1975) Among th- top 15 shows
viewed by children, only three are broadcast in time
periods covered by the NAB children’s codes.?

The Attorneys General petition asserted that 'in
the first six months of 1974, one out of eight televi-
sion commercials was devoted to drugs.” The peti-
tion by the Council on Children. Media, and
Merchandising further estimated that children see
about 1,000 such commercials each year.

These figures would have to be substantiated, but
they do provide at least a rough estimate of the inci-
dence of children’s exposure to OTC drug advertis-
ing. The question, then, 1s whether these commer-
cials serve a positive function as a source of
knowledge about illness and medicines, or a nega-
tive function as a conditioning agent which fosters
receptivity to medicines and heightens demand for
their use. ’

RESEARCH EVIDENCE

There 1s little systematic research evidence on the
effects of medicine advertising on children. Most
research has focused on teenagers, rather than
children, and has been concerned with illicit drug
use, rather than with the use of proprietary

-medicines. Moreover, existing research has
generally sought to document the harmful effects of
drug advertising and has ignored any potentially
beneficial effects. .

There also is no useful conceptual framework
concerning OTC drug advertising and 1ts effects on

2See Chapter 1
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children The tendency has been to assume a simple
cause-and-etfect relationship, although other
sources of itormation and attitudes—parents,
peers, siblings, and teachers—work n conjunction
with television advertising Qur analysis will seek to
determine the relative effects of these several
socializing agents on the child’s conceptions of
medic'ne, as well as the function of such variables as
the child’s age, medical history, parentchild in-
teraction style, and family background However,
the imited nature of the available evidence will not
allow us to be very definitive Figure 6-l 1illustrates
the analytic framework for our examination of OTC
drug advertising’srole in the beliefs, attitudes, inten-
tions, and actual medicine use of children.

Beliefs and artiuudes Atkin (1975¢) examined the
relationship between children's "medicine advertis-
ing exposure’ and beliefs about ,nedicine and 1ts
efficacy. Atkin’s sample consisted of 256 children
(5th, 6th, and 7th graders) celected from schools in
urban, suburban, and small town areas 1n Michigan.
His results may be summarized in terms of the
following adverusing exposure-belief relationships,
all of which are based on sixth-order partial correla-
tions. (The results should be interpreted as tentative,
given the order of magnitude of the correlations.)

® Perceptions of reality. Children with high ex-
posure to medicine advertising perceive that
people are more often sick (r = .14) and that
they more often take medicine (.14).

® Belief in medicine. High exposure to medicine
advertising correlates with the chilu s belief in
the quickness of relief after taking medicine
( 10).

+® [liness ccncern. Children with high exposure to
medicine advertisir 3 worry more about getting
sick (.14).

® Approval of medicine. The relationship between
exposure to medicine advertising and approval
of medicine 15 .12.

» Efficacy of medicine Children with high ex-
posure to medicine advertising are more likely
to feel better after taking medicine (.12).

® Medicine usage. Tnere 1s a general lack of rela-
tionship between medicine-advertising ex-
posure and medicine usage (.03).

YAn index constructed by multiplying the amount of viewing
of evening television by the degree of attention to sample OTC
drug advertiscments

101




Figure 6-1

Proposed Variables and Relationships Influencing the Effects of OTC

Drug Advertising on Children

Independent Variables

Dependent Variables

. Exposure to TV medicine
advertising

« TV viewing

|

| - -
! -

|

Beliefs about medicines
Attitudes toward medicines

Intentions to use
medicines

Usage of medicines

Mediating Variables
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. Developmental

age

medical history

. Psychological

child's anxiety with
respect to illness

child's attitude
toward TV adver-
tising

child’'s attitude

toward sources of
information

. Social-Psychologial
Parent-child inter-
action style

parent-child co-
viewing of TV

Child's peer inte-
gration
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In general, these results suggest that exposure to
medicine advertising does, to 4 certain extent, in-
fluence a child’s conceptions ot iliness and medicine
These relationships tend to be accentuated some-
what among the smarter children (as measured by
scholastic performance) and among the higher
social-status children Other variables, such as age
and sex of the child, parental atutudesa toward
medicine. or the child’s frequency of diness. all show
Inconsistent patterns

A study similar 1n concepr to Atkin's 1s that of
Lewis and Lewis (1974). A total ot 208 children (5th
and 6th graders) from both an experimental school
and a puolic school serving a disadvantaged popula-
tion were asked to watch television and to describe
comniercials related to health From the children’s
reports, the authors inferred that the cluldren
behieved 70 percent ot the OTC drug comniercials
and that personal use as well as parental use of the
advertised products increased the credibility ot the
advertising messages. This was particularly true
among children from lower socioeconomic back-
grounds. The problems in conducting the study were
great As the authors themselves noted, the two
schools viewed television at ditferent times, there
was no vahdation ot actual drug usage. the group
selected as a convenience sampie, and the conduct of
research in the context of a school assignment in-
troduced considerable possibility for a social
desirabihty bias

In a multi-phase rescarch effort. Kanter (1970)
found that students 1n Sth, 7th. and |1th grades
reported their beliets thut advertising influences
therr feelings toward medicine No evidence was ob-
tained as to actual attitudinal effects Many ot the
students also expressed the beliet that other young
people were potentially capable ot being influenced
by OTC commercials. However, the drug commer-
cials were not recalled more easily than other com-
mercials, and they had a low salience to the students
(1.e., not talked about much) The youngest children
(Sth grade) were the most receptive and least erit-
cal, suggesting that the drug commeraials may have
greatest potential impact at this age level This tind-
ing cculd also indicate that skepticism increases with
age', a finding generally contirmed 1n previous
research by Ward (1971) and by Robertson and
Rossiter (1974)

Campbell {1974) looked at the development of
illness concepts among chitdren ages 6-12 as a iunc-
tion of their parents’ concepts of illness He found
that the transmission process 1s tar trom direct and
that 1liness concepts are aiso related to the child's
health history and to age In other words, the
Campbell results suggest that a parent’s perspective
regarding iliness 15 not necessarily the | rototype for
the child, and tha. other sources ot intormation., par-
ticularly the child's own experience with 1llness.
contribute to the child’s development ot 1deas about
tllness The role of proprietary medicine advertising
in the formation of the chuld’s concepts of 1llness was
not a concern of the Campbell study

Usage and ntention 1o wse mediane A chiid's
usage of proprictary medicines s directly mediated
by parents 3 As such, we can expect that 4 child’s use
ol OTC products would be a tunction of parental at-
tituuvs toward OTC medicines, the child's history o
tliness, and the child’s requests tor OTC medicines
Atkin (1975¢) tound a moderate correlation of 17
between exposure to medicine advertising and usage
of medicines, but this relationship disappeared when
trequency of illness was controlled Of course, 1t
may be argued that high exposure to medicine ad-
vertising eficourages more trequent feehings of being
1l and 1n need of medication For example, research
with adults has shown that “illness” 1s defined not
only by brological tactors but also by psychological
and socological tactors (Fox, {968)

Research with teenagers by Milavsky. Pekowsky,
and Stipp (1975) tound 4 positive 1elationship bet-
ween exposure to proprietary medicine advertising
and reported usage ot OTC medicines This relation-
ship was stronger in homes where there were many
OTC drugs around the hause., but it did not vary ac-
cording to whether the teenager took the drugs him-
selt or asked his mother for the drugs

Most of the evidence on ex-
posure to OTC drug adverusing and drug usage con-
cerns tlhicit drugs, in fact, this s the major tocus ot
the Milavsky et al research cited above Does

Hicu drue wyage

Hhere s the specad case of dnddraninges ing OTC produdts
on their own account The Attornays General petipon aited child
potsoning trom O1TC drugs and suggested a telationship 1o
televiston advertsing
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cumulative exposure to OTC medicine adverusing
ulimately encourage use of jlhicit drugs” Ot the
several studies to date, none has tound a positive
asso-tation Milavsky et al revealed a negative rela-
tonsinp between exposure to drug advertising and
ilhicit drug usage Hutbert (1974), in research with
college students, found no relationship between
television exposure and llicit drug use Atkin
(1975e). n research with 4th through 7th grade
children, had similar results

In general, us= of 1lhcit drugs 1s associated with
peer-group relations and family background
(Hulbert, 1974, Kanter, 1970: Strent, Halsicd, and
Pascale. 1974) As Hulbert (1974) notes, ithent
drugs are generally tried first 1in small groups and
use is heavily determined by friends’ use Hulbert
also found that illicit drugs were used less by those
college students who lived at home

All of these research projects examined current
drug advertising exposure 1t could be argued that
what 1s of equal or greater concern 15 cumulative ex-
posure to drug advertising, since 4 long-term learn-
ing effect 1s at 1ssue Critics of television drug adver-
using have not tocused on a direct short-term rela-
tonship between OTC advertising exposure and il-
licit drug usage. Furthermore, the relationship bet-
ween current exposure to drug advertising and ithen
drug usc might be expected to be negative, since 1l-
licit drug users are apparently less home-onented
and . therefare, less likely to be viewing television at
all

NEEDED RESEARCH

5 Current policy regarding the impact of proprie-
tary madicine advertising on children cannot be
defimitively addressed with existing research There
are a number of prublems

e Only limited research to date has focused on
children Most ot the research has been with
teenagers and college students

o The existing research has most frequently dealt
with tlhar drugs and
medicines

o A serious deficiency 1n the existing literature 18
the failure to examine the relative importance
and nteraction ot the vartous mtormation
sources, including media, advertising. parents,
peers, and siblings

Q
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not with proprietary

o Much of the research cited has been conducted
with other objectives .n mind There has been
little etfort to address systematically the 1ssue of
proprictarv nedicine advertising’s impact on
children :

® Serious questions ot research design can be
posed tor many of the studies—e g.. small,
nonrepresentative samples, lack of rehiability
and vahidity checks. and the absence of replica-
tion

e Most of the research attempts to trace short-
run etfects, whereas the prevailing concern is
with the long-run cumulative effects of OTC
drug adverusing

e Most of the research focuses on potential nega-
tive effects ot OTC adverusing, whereas there
may well be positive learning effects about
medicines and their appropriate uses

e The methods of analysis are largely cross-sec-
tional (by age) and rely primarily on correla-
tion 1t these correlation analyses are to suggest
possible causal links, more care has to be taken
In attempting to trace the cause-and-effect se-
quence

Among the research questions that should be -
vestigated are the following

o Exposure To what levels of proprietary
medicine advertising are children actually ex-
posed. and how does this exposure vary by age?
How much of this exposure occurs while the
child 15 alone, how much n the presence of a
parent’

o Attenttion Do children pay attention to
proprietary medicine commercials, or does
“selective perception’ operate to screen out
such advertising” What factors atfect attention
level—age of the child. the child’s health histo-
ry. parents’ in-home usage of OTC drugs?

o Understunding Do children understand OTC
commercials’ What meanings do they take
from the commercial” How aware are they of
the product’s value under specitic conditions”?
What factors affect comprehension levels”?

o Viewmng Level Do heavy viewers of television
hold difterent attitudes toward OTC drugs
than hight viewers, when age and health history
are controtled”? How does viewing level affect
receptivity to OTC drugs. realism ot health
concepts, and awareness ot advantages and dis-
advantages (e g . side eftects) of OTC drugs?

04




¢ Usage. To what extent do parents administer pact from the role of parents, peers, and

OTC drugs to their children? To what extent teachers? .

do children request OTC drugs, and is this

associated with viewing level? At what age do .

children begin to self-administer OTC drugs? These questions are indicative of the lack of
® Multiple Sources. How do the various informa-  knowledge concerning proprietary medicine adver-

tion sources about OT drugs interrelate, and tising and its effects on children. Such questions

what specific roles do they play in a child’s at- must be answered before any meaningful policy can

titude toward and usage of the drugs” Can the be formulated in regard to the advertistng of OTC

role of OTC advertising be separated inits im-  drug products on television.

Ct
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Chapter 7

THE EFF-;ECTS ON CHILDREN OF TELEVISION FOOD ADVERTISING

What are the effecs of television food advertising
on children? This question has been raised by the
broadcast and advertising industries, by major cor-
porations that market and advertise food products
to children, by consumer advocate groups! and by
some members of the professional health com-
munities, by several congressional subcommittees,?
and by the Federal Trade Commission and the
White House Conference on Food, Nutrition and
Health (1970)

Criticism of food advertising on television has
been directed both at the quality of the food prod-
ucts and at their methods of presentation 1n televi-
sion commercials. In this report, we will not attempc
to adjudicate the arguments about the quality of the
food products. since our focus is on the effects of ad-
vertising. However, questions about the nutritional
value of advertised food products warrant serious
consideration by food scientists, nutritionists,
federal agencies, and the food industries.

It has been claimed that a child’s developing sense
of what our culture deems fit to eat 1s influenced by
the foods that he or she sees in television cominer-
cials (Jerome, 1975). Other important influencing
factors are also involved, of course, such as
ethnicity, socio-economic status, and nutritional
education by parents (Goldbhth, 1976) Critics
claim that the mere presence 1n television advertis-
ing of ready-to-eat cereals, candies, or other
sweetened snacks suggests to children that these
products are appropriate and desirable to consume
Furthermore, because these particular foods are
heavily advertised to children, and because a full
range of food products 1s not advertised.?
“children—when they are still young enough to be
forming their notions of what 15 good to cat--are

iSuch as the Council on Children, Media. and Merchandis-

ing (CCMM) and Action for Children s Television (ACT

For example, the Senate Subcommittee on the Consumer.
the Senate Select Committee on Nutrition and Human Needs
(1973), and the House Subcommitiee on Communicdtions
(197%)

The food categonies commonly aof inciuded n television
adverusing to children are fish and meats, dairy products,
legumes and beans, fruits, vegetables, and their puices and fats
and oils (Jerome, 1975)

being urged on television to eat foods which neither
present good health nor healthful hfetime food
r habits” (Gussow, 1972)

Critics of food advertising for children also take
1ssue with the presentation of food advertising For
example, commercials typically promote confec-
tions and snacks on the basis of their taste and flavor
and often associate food products such as brealfast
cereals with toys and other premums. According to
the critics, the relationship of good balanced eating
habuts to health 1s rarely included or emphasized in
children’s food commercials, and nutritional infor-
mation about the advertised food products and serv--
ices 1s seldom provided (Choate, 1972) As a result
of early exposure to television commercials, “it
becomes very difficult (by the ime the 6 year old en-
ters school) to reverse the whole process and explain
that the first reason to eat 1s for the necessary
nutrients” (Mayer, 1973)

Thus. questions have been raised about whether
food advertising has an influence on children’s
nutritional knowledge and attitudes toward fool
and good nutrition, their eating habits, and even
their physical health. Critics have argued as well
that food commercials may be disruptive to parent-
child relationships, 1n that conflicts may be precipi-
tated when parents refuse children’s requests for the
advertised foods or when the parents’ or teachers’ in-
fluence over children’s eating is contradicted or un-
dermined by the advertising (ACT. Choate, 1972a,
Jerome, 1973).

Members of the tood industry answer that in re-
cent years, rules and procedures have been adopted
to guide advertisers promoting food products to
children on television (NAB, 1975; NAD, 1975).4
With regard to the promotion of confections and
snacks, adver tisers also note that taste and flavor are
the primary tunctions and attributes of these prod-
ucts: therefore, the advertising presentation of these
products 1s necessaty and appropriate. In addition,
food advertisers point out that the prime respon-
sibility for nutrjtionally adequate and balanced diets

i5ee following section for current mdustry regulations of
tood advertising
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for a child rests with the person who performs the
role of meal planner The types of foods consumed
in the home and served 1n the school expose children
10 4 variety of food products, and this e posure must
also be weighed in considering children’s attitudes
toward food, fcod advertising, and a balanced diet

In testimony before a congressional committee,
representatives of Kellogg and General Mills ex-
pressed their conviction that their cereal advertising
contributes to children’s nutritional education by
presenting cereal in the context of a full breakfast,
thereby encouraging them to eat a good breakfast. In’
this context, Kellogg cited thar "Good Breakfast
Campaign,” a series of commercials in which a
variety of breakfast foods are depicted 1n order “to
educate children to the need for breakfast” (Senate,
1975:5). Many companies also prepare and dis-
tribute nutrition and health-related information 1n
other forms, such as informational publications and
related materials for schools, and nutritional label-
ing on product packages.

The food industry has also raised the question of
the feasibility of presenting meaningful statements
on the subject of nutrition within the format of a 30-
second commercial The Pillsbury Company states:

It 1s our judgment . that the television com-
mercial does not lend 1itself to a constructive
learning process. So 1t 1s not in itself an effi-
cient means cf instructing viewers 1n a complex
and extensive subject such as nutrition,

General Miils also suggests that nutrition-education
messages are best directed not to children but to
parents, who have control over menu planning.

Finally, industry representatives justifiably argue
that advertising 1s only one of many factors that
probably influence children’s food choices and diet.
They point, for example. to studies® carried out at
the Monell Chemical Senses Center, University of
Pennsylvania, demonstrating that newborn babies
respond to a wide variety of sugars and other taste
stimuli. When (ested within the first few days of life,
these babies not only responded to sucrose at con-
centrations meaningful to aduits, but they also dis-
criminated among different sugars. This research
suggests that a drive for sweet simulation exists 1n

‘M R Kare Sweeteners, Issues and Uncertatnties Nattonal

Academy of Sctence, Washingion, D C | 1975
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the newborn infant and 1s independent of early ex-
periefice. However, it should be noted that the
specific foods which come to satisfy a baby's taste
preferences may be strongly intluenced by the foods
that are accessible and acceptable to families

CURRENT AND PROPOSED REGULATION

Several forms of regulation and self-regulation
exist for televised food commercials directed at
children.6 The NAB code (1974 1975) includes the
tollowing references to the promotion of food prod-
ucts:

Given the importance of sound health and
nutritional practices, advertisements for edi-
bles should be 1n accordance with commonly
accepted principles of good eating and 5. uld
seek to establish the proper role of the adver-
tised product within the framework ot a
balanced regimen.

Commercials for products, such as snacks, can-
dies, gum, and soft drinks, should not suggest
or recommend indiscriminate or immoderate
use of the product.

Each commercial for a breakfast-type product
should include at !east one audio reference to
and one video depiction of the role of the prod-
uct within the framework of a balanced regi-
men In executing this reference to a balanced
regimen, 1t is permissible for the video to W
animated and for the audio to be delivered by
an animated character. However, a video title
superimpoused on the screen may not by itself be
used to describe a balanced regidn, as some
viewers do not read yet.

With reference to message sources, real-life
authority figures/celebrities are disallowed
from being sl.own eating the advertised food,
this constituting an endorsement or testimonial
situation. but cartoon characters created for
and primarily associated with a specific
children’s food product (“presenter”) can be
shown eating the product.

Special enriched foods designed to serve as
meal substitutes may be advertised as such,

100

®The history of regulation of television advertising to
children is described by Choate (1975). spectfically nongovern-
mental forms of regulation are also identified by Banks (1975)
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provided their purpose and nutritional value
are featured 1n the advertisement and are sup-
ported by adequate documentition.

The NAD guidelines (1975) include these state-
ments regarding food advertising

Particular control should be exercised to
assure that representations of food products
are made so as te encourage sound usage of the
product. with a view toward healthy develop-
ment of the child and the development of good
nutritional practices

Advertisements representing mealume in the
home should clearly and adequately depict the
role of the product within the framework of a
balanced diet. Overconsumption, of food prod-
ucts and beverages should be avoided, nor
should 1t be implied that any one food provides
all the nutrients contained 1n a well-designed
daily food plan

The FTC, in us jurisdiction over unfair and
deceptive acts or advertising practices, has taken an
active interest in the 1ssue of tood advemsmg for
children. The following case illustrates the reg-
ulatory gtforts of the Commussion In 1975, the
Commuission reviewed a complaint of the Bureau of
Consumer Protection concerning a series of televi-
ston advertisements for Post Grape-Nuts, a fcady-
to-eat breakfast cereal marketed by General Foods
Corp. (FTC, 1975, #C-2733). In these commercials,
an adult 1s shown picking wild growing vegetation,
including eranbcrries, parts of pine trees, and cat-
tails, while observing that each is edible . I'm
gathering part of my breakfast ... delictous with
Grape-Nuts, . .” In some cases, the narrator put the
picked berries into the cereal bowl. The consent
order accepted by the FTC and General Foods
stated that these advertisements might lead children
to eat harmful plants which they might find growing
in natural surroundings.” The Commission’s all¢ga-
tion pointed out that “a substantial number of
children do not have sufficient knowiedge or ex-
perience to distinguish between those plants ...
which are harmful from those which are not

A conseni agreement s for settlement purposes only and
does not constituts an admission by respondents that they have
vivlated the law The Poulos study (1975), described later in this
chapter. was commissioned by the FTC to investigate the effects
of these commercials on children
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‘harmful.” As a result, these “‘advertisements have
“the tendency o capacity to influence children to
engage in behavior which 1s harmful or involves the
risk of harm, and arc unfair or deceptive acts or

practices, In violation oi sections 12 and 5 of the

FIC Act " General Foods agreed to cease and desist
from these advertising practices.

Crniticism of food commercials dirgcted te
children has often been acconipanied by suggestions
for corrective action. For example, recommenda-
tions from medical professionals and nutritionists
have included (Senate, 1973-3) )

o Systematically incorporating nutritional infor-
matioa (e.g., major nutrients and the food’s
role in a balanced diet) 1n food commercials’
(Jerome).

e Sha. . curtailment (Shaw) or tanning (Nizer)
of childrer. s televison advertisements for
heavily sugared products

e Reevaluation by manufacturers of products
with high sugar content, toward reformulation
with sugar substitutes (Navia). -

At the level of fundameatal corporate policy,
Mayer (1973) argued that “What we need 1s for food
companies to agree that they are selling taste, ap-
pearance, mayhe fashion, but first of all they are
selling sources of nutrients, and one 1s by no means
exclusive of the other.”

Robert Choat:, founder of the Council on
Children, Media and Merchandising, wnitiated sug-
gestions for a Television Code for the Advertising of
Edibles, which would establish guidelines for the,
frequency, grouping, and presentation of food ad:
vertisements directed to children (Choate, 1972b).
Action for Children’s Television sought corrective
action by petitioning the FTC (1972) for a trade
regulation rule to eliminate all food advertising to
children on the grounds that it 1s “misleadirg and
unfair.”

Mobre recently, the FTC has proposed a trade
regulation rule on food advertising “. . . designed to
eliminate deception and unfairness which may result *
from the making of certain affirmative claims with
respect to nutrition” (Federal Register, 1974, 39,
218; 1974, 41, 42). This proposed rule on food ad-
vertising has becom? the subject of considerable
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controversy among food advertisers, their trade
orgamizations and legal counsel, and members of the
heaith professions # Numerous issues of fact, law,
and opinion surround, the specific provisions of the
proposed rule, and the real consequences of such
regulation are difficult to anticipate.

INCIDENCE

According to Broadcast Advertisers Reports, over
$70 million was spent by advertisers in 1970 on net-
work weekend children’s television shows. Eight ad-
vertisers accounted for more than lplf of the adver-
tising revenues from these programs, and five of
these cight were advertisers of food products to
children Kellogg, General Mills, General Foods,
Quaker Oats, and Mars (Pearce, 1971). (The other
three were toy manufacturers.) -

Information compiled more recantly by Broadcast
Adverusers Reports (1975) indicates little change in
the major food advertisers on network children’s
programs 9 With the exception of Mars, which in
1975 occupied a lower rank on the scale of advertis-
ing revenues, the same four companies headed the
list Revenues from cereal commercials appearing
on children’s shows in 1975 totaled over $24
mtllion; those from candy and gum advertising ac-
counted for an additional $11 million.!0 In ¢com-
parison, promotional messages for toys, games, and
hobby crafts yielded a combined total of less than
$22 m\?I'lon

Of the wide range of edible products, why are
cereals, candy, and other snacks so heavily pro-
moted on television to young audiences? First, these
are products known to be consumed by children.
Also, while in most ca.es children are not the
purchasers of these products, they are believed to ex-
ert influence vn their ‘parents to purchase the prod-
ucts {see Chapter 10 of this report).
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*For some further general discussion of the proposed rule,
see the monograph by J Jacoby et al , “Affirmative Nutritional
Disclosure in Advertising and Selective Alternatives. The Likely
Impact on Consumers,” Consumer Research Institute For a dis-
cussion of the proposed ruie as it might affect children, see
Choate, tesmony submitizd to the Federal Trade Comnussion
by Council on Children, Media. and Merchandising,
Washington, D C, Oct 1976

vhe category of “network children's t2levision™ included
weekend moraing programing, CBS's weekday morning show
Capian Kangaroo and the monthly ABC After-School Specal

'9Fast food restaurants also accounted for a large amount of
advertiing revenues on the children's shows

sn
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Another explanation may be the great variety of
brands among these products. Ready-io-eat cereals
offer a case in point. In recent years, there has been a
dramatic increase in the number of cereal brands on
the market. Presweetened ready-to-eat cereals,
marketed specifically as children’s products, com-
prise a significant portion of cereal productr
estimated $470 million of the $1.5 billion
(Ad vertising Age, March 8, 1976). Since each of the
major cereal manufacturers markets a number of
different brands, product differentiation seems to be
an economically viable marketing strategy for these
corporations. The differentiation among these essen -
tiaily similar products is achieved by varying such
features as flavor, shape, color, and packaging and
promotion.

Among the presweetened cereals, for example, in-
dividual brand images have been developed by
associating the brand and its packaging with the pro-
motional features of the commercials for the prod-
uct. These include animated presenter characters
(e.g., the Sugar Frosted Flakes Tiger, Trix’ Rabbit,
€ap’n Crunch) and musical jingles and slogans (e.g,
“Sugar Frosted Flakes taste GRRRRRREAT!") In-
pack and mail-order prizes and premiums are ~lso
used to identify brands. For example, Ralston-
Purina’s new product entry, a fruit fla\ sred break-
fast cereal called “Moonstones,” was ¢ escribed as
follows:

“Moonstones” is built around moon-based
" characters called “Moonbeams”—the good
guys who work on the light side of the moon—
and “Moonbums”—the bad guys living on the
dark side of the moon who are continaully try-
ing to “g:t their dirty hands on” the secret for-
mula for the cereal. The in-pack premium is a
cn buggy and the package contains a T-shirt
self-liquidating «offer (Advertising Age, March
8, 1976).

- In comrast, “basic foods,” such as fruit, vegetables,

fish, and meat are rarely advertised nationally, eyen
to general audiences. It is said that their undifferen-
tiated, unbranded nature and well-established
familiarity to the consumer make them less suitable
items to promote profitably. In addition, with the
exception of certain trade organizations (e.g., ihe
American Dairy Association), farmers and pro-
ducers are not well-equipped to mount national ad-
vertising campaigns.

There have been several content analyses of televi-
sion commercials that promote frod products or
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services specifically w+ child viewers One early
analysis, com: ‘ssioned by the NAB, reported
specifically oi ;tomotional fressages for foods dur-
ing network weekend morning children’s shows in
the 1971 fall season (Winick et al , 1973). A subse-
quent study, by Atkin (1975d). analyzed the content
of network advertising on two comparable Saturday
mornings in 1973 and 1973 Although both of these
studies were conducted prior to the latest NAB and
NAD guidelines, they provide useful data for pre-
and post-code comparisons .

More recent data, commissioned by ACT,

analyzes 1975 weekend morning children’s advertis -

ing and program content on five commercial stations
in Boston (Barcus, 1975a). Three of the stations
were network affiliated, the other two were
independent UHF stations A substantial majority
(6R per-ent) of the total sample of 400 commercial
annou  ments were for food products or eating
places. A more detailed listing of food-product
categories included 25 percent ready-to-eat cereals,
25 percent candies and sweets, 10 percent eating
places and fastfqod restaurants, 4 percent “snack
foods,” and another 4 percent mrscellaneous (in-
cluding milk and dairy productg, fruits, fruit juices,
and bread).

Describing the specific content of the food com-
mercials, Barcus characterized 100 cereal messages
as follows. SO percent showed the product 1n use and
the other half just showed a picture of the product,
60 pgrcent of the ads rererred to taste/flavor, 25 per -
cent made specific reference to sweetness, 43 percent
mentioned nutritional value (eg . by identifying

.names on vrtamins); 91 percent represented the
product as part of a balanced meal.!! only 3 percent
specified ingredients or calories, and 47 percent
used a premium offer. In comparison,candy adver-

“tising also tended to mention taste/flavor (68 per-
cemnt), but references to sweetness were rare (2 per-
cent). The candy commercials also made infrequent
referencesto nutritional value (8 perceat) and rarely
represented the candy product as being part of a
balanced meal (2 percent) They tended to show the
product being eaten (76 percent) and 24 percent of
the ads referred to the candy as a snack

RESEARCH EVIDENCE

Research on mediating variables Mediating varia-
bles include such factors as the age and cognitive

HThys practice = eyvidence of advertisers «hmpliance with
the balanged breakfast disciosure required by the NAB Code

level of child viewers; the income, television viewing
patterns, and media-related attitudes of families;
and intrafamily communications about food product
choices and eating habits. Clancy-Hepburn con-
ducted two studies (1974) which examined the
premise that children’s responses to television food
advertising affect their eating behavior through a
variety of mediating factors, especially parent-child
interaction. Fifty 8 to 13 year old middie-class boys
and their mothers were interviewed in one study, the
¢other included 55 jower-income boys and girls. The
findings supported the correlation between parents’
and children’s attitudes and behavior toward food
.advertising. Specifically, children of mothers with
high knowledge of the validity of nutritional product
claims expressed significani’y fewer preferences and
requests for advertised foods and reported lower
consumption of these products. Children -who fre-
quently accompanied their mothers on grocery-
shopping trips made the most purchase demands,
and there was a strong positive relationship between
children’s purchase requests and mothers’ yielding
to these requests, although the mothers with ...gh
knowledge about advertising claims tended to yield
less to the requests for snack foods.

Further evidencé of children’s requests for adver-
tised foods and their parents’ yielding to these re-
quests was prescnted 1n a national, industry-sup-
ported survey of 6-14 year old children and their
mothers 1n regard to focd-related information, at-
titudes, and behavior (Gene Reilly Group, 1973b).
A sample of 1,053 children were individually inter-
viewed in their homes: 591 of their mothers com-
pleted self-administered questionnaires. For the 2t
product categories examined in the study (including
presweetened cereals, cookies, fruit drinks, peanut
buiter, gum, and candy), at least 75 percent of the
mothers who purchased these products said that they
were influenced 1n brand and product selecuon by
their children’s requests.

This study also attempted to account for the
operation of “‘passive dictation™ as well as direct re-
quests in the interaction reported between parents
and children. Wells (1966) described nassive dicta-
tion as follows.

If you ask a woman, “Who chooses the brand
of dog food used?", she replies that she usually
does If you ask how she goes about 1t,
however, you wil! find she usually tries a num-
ber of brands and continues to buy the one the
dog likes best.

03110 .
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Thus, of the 82 percent ot children who reported
ever wanting ready-te at cereal. 56 percent said
their mothers knew which cereal they wanted with-
out having to ask (passive dictation). while another
40 percent reported having to ask their mothers to
buy a specitic kind for them The mothers tended to
corroborate the children’s reports

The children also admtted to parental restric-
tions on their eating habits For example, about halt
the children interviewed indicated that their parents
restricted their intake of sweets, particularly candy,
gum, and chocolate (although two-thirds said they
were still allowed to buy candy either "very often™
or pretty often”) Imposed himitations on the con-
sumption of sweets are consistent with the mothers’
expressed concerns about sugar generally (60 per-
tent) and candy specifically (54 percent) in therr
children’s diet. Mothers of 6-7 year olds and
mothers at lower income levels reported the highest
levels of concern Sixty-nine percent of the children
surveyed also reported that there were certain foods
parents said they must eat, with vegetables (71 per-
cent) and meat (25 percent) @ted most often

Atkin (1975) used unobtrusive observation 1n
supermarkets as a more direct way of studying
parent-child interaction in the selection of cereals
The results indicated that 1n two-thirds of the 516
families observed, children initiated the selection of
a cereal, either by demanding (46 percent) or re-
questing (20 percent) a specific cereal Parents were
twice as likely to approve than refuse the proposed
purchase, with demands resulting in slightly more
acquiescence (65 percent) than requests (58 per-
cent). One-fourth ok all the interactions were
reported to result 1n parent-child confhict, usually as
a consequence of a parent’s negative response to the
child’s 1nitiative. Atkin speculated that the
children’s observed behavior in the shopping situa-
tions was affected by their prior viewing of cereal
commercials. However, he acknowledged that their
exposure to television commercials would need to be
experinentally controlled 1n order to conclude that
their famiharity with the products was the result of
advertising. It would also be useful 1n such a study to
provide comparative data by observing parent-child

-decision-making in regafd to an unadvertised prod-

uct.
A subsequent study (Galst and White, 1976)

measured preschool children’s attempts to influence
purchases while accompanying therr mothers at the
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supermarkei.!2 The children’s requests were found
to be positively related to the amount of television
they were reportedly exposed to at home Cereals
and candy, the foods most trequently advertised in
commercial§ directed at children, were the most
heavily requested items In addition, another phase
ot the study provided evidence that the harder a
child worked (bv pressing a button) to maintain
commercials on a TV monitor, as compared to the
program narrative, the greater the number of
purchase requests he or she directed to the mother at
the supermar ket

Research on effects The few studies in this catego-
ry investigate such tactors as children’s learning of
information from commercials, their accepténce ot
product claims made in food commercials, other
food-related attitudes, and their reported eating
behavior In terms of children’s acquisition of infor-
mation and attitudes from food commercials, the
Gene Reilly Group study (1973b) found that the
children demonstrated high awareness of nationally
advertised brand names of such products as ready-
to-eat cereals, candy, gum, and snack cakes and pies
For example, 86 percent of cereal-eaters and 84 per-
cent of candy-consymers identified a specific brand
as either their favorite or one they usually ask for,

In general, the chiddren’s brggand-name recall in-
creased with age (this was also observed 1n a study
by Keiser, 1975). In contrast, the children’s

-references to such products as ice cream and fruit
Juice were often made 1n generic terms (e.g.,
“chocolate™ 1ce cream and “orange™ juice) than by
specitic brands.

Questioned about more general information (e.g.,
“the kinds of things you call snacks”™), the children
most often cited sweets ( 78 percent), such as cookies,
candy and cake, and 1ce cream The other foods
dentified as snacks were 1n order of frequency. salty
chip-type products, fruit, sandwiches, and milk
These responses indicate that the children’s concepts
of what constitutes an acceptabie snack usually 1n-
cluded those products heavily advertised to them.
When the children were asked to eyaluate the nutri-
tional value ot foods caten at meals and for snacks,

"2The study defined a purchase influence attempt as the
child’s making an independent request tor an item (by asking,
pointing, putting it in shopping basket. or grabbing), buying an
item with his'her own money making a decision when Biven the
choice by the parent
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sweets (notably candy and soft drinks) were conaist-
ently described as being “not so good for you™ 1r: the
context of mealtime foods. However, this evaluative
distinction broke down somewhat for afterschool
snacks, 1n that one out of f. ur of the children men-
tioned sweet foods as “especially good for you or
healthy © Following a similar lipe of questioning,
another researcher, Disson (1974) asked 4th-7th
graders about their sourges of nutritional informa-
fion. Less than half the children could identify a
specific source for their informatian about nutrition.
Those who did identify a source mentioned parents
most often and television only infrequently.

More recently, a series of studies commissioned
by the Council on Children, Media and Merchandis-
ing have investigated the use of graphic matenals to
convey nutritional information to children
(Feshback, et al., 1976). First, preliminary research
was carried out 1n order to test alternauve graphic
representations of a tood’s nutrient content (the pro-
tein, vitamins, minerals, and calories contained 1n a
serving). On the basis of this pilot work, a spaceman
“Nutrition Computer” graphic, intended to be incor-
porated into food advertisements directed to
children, was designed on whose chest area were bar
graphs displaying the nutrient content for selected
advertised foods. A sample of 88 children ages 4 to
10 were exposed to this figure either with or without
a prior orientation-training session. The findings in-
dicated titat more than half of the Ist through 4th
graders (6 to 10 years) exposed to the graphic plus
orientation were able to reproduce correctly the
nutritional informanion on a wooden Sspaceman
model with adjustablie bar graphs. More interesting.
they were also able to evaluate the nutritional value
of hypothetical foods as depicted by means of the
spaceman graphic However, it was not until 4th
grade that most of the children could reproduce and
generahize information from the graphic without
prioi orientation (which could be provided, for ex-
ample, through school curricula or public service
announcements).

In terms of expressed attitudes toward meals, the
Gene Reilly Group found that children mentioned
breakfast least often as their favorite meal (16 per-
cent) and dinner most often. The reasons given for
liking breakfast less tended to involve not having
enough time or not being hungry For those children
who liked breakfast best, specific food preferences
were usually responsible, with cereal being the pri-
mary “liked” food. The study Jdid not pursue the

Q
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possibility that these children’s enjoyment of break-
tast was related to their hiking ot cereals specifically
advertised on children’s programs

Atkin (19751) attempted to record reterences by
chi:ldren to nutritional value or the presence of a
premium offer as a reason for their selection ot a
particular cereal from the supermarket shelves
Although aimost none ot the children erphicitly
mentioned the general nutritional value of a prod-
uct, nearly half of the children appeared to take ac-
count-of the premium 1n making their selection 1}
However, this figure 1s based upon observer opinion
as well ‘as actual mentions

In gnother study, Atkin (1975b) varied the prod-
uct cl®ms presented in 10-second segments of a 30-
second fnod commercial and then compared the two
different messages 1n informing and persuading
children about the same cereal product In one com-
mercial, which Atkin characterized as a “traditional
emotional” claim, the assertion was made that the
cereal provides energy to becomce “a gréat swimmer”
and “to do great” in school. The other “rational in-
formation-oriented” message specified four vitamin
ingredients in the cereal and made the claim that the
vitamins provide energy to “work hard™ in school 14

Each of 500 children (3 to 10 years old) was ran-
domly assigned to view one of the two messages and
then iterviewed No significant differences were
found between the children’s overall recall of the
two comumercials (that s, the “subjzcts tended to
learn the content presented in the version viewed ™)
The children were also equally less hikely to express
preferences for tne product, regardiess of the version
of the commercial they viewed According to Atkin,
his findings demonstrate that the “information-
oriented’” message strategy can be at least as cttec-
tive as the “conventional emotional™ approach in
conveying product infermation and achieving
favorable responses trom children

Hacfner, Leckenhy, and Goldman (1975) at-
tempted to investigaic the persuasiveness ot four

n regard to the sahlience of the premiums in cereal
purchases, Rossiter {19753 found that most children when asked
to reproduce the back o1 4 cereal box inctude ¢ premum i thesr
drawings The ncidence ot this oceurrence inereased wath the
age of the child. trom 19 percent among tust graders to 79 per
cent of the tifth gracers Other studics on this issue are revicwed
in Chapter 4

HEnergy claims arc one of the issues under constderation n
the FTC s propused trade regulation rule on tood advertiamg
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commercials against which complaints of possible
deception had been reviewed by the FTC. One of the
commercials, for Wonder Bread, was finally judged
deceptive by the Commission. A sample of 34
children in the 2d grade and 102 in 7th and&th
grades were interviewed before and after their view -
ing of a short film in which one of these four com-
mercials was inserted The advertising had no sig-
mificant etfect on the children’s reported liking of the
products or their preference for the product in a
choice situation with three competing brands
However, the 2d graders’ acceptance of product
claims was influenced by all four advertisements,
and both the younger and older children exposed to
the Wonder Bread commercial exhibited significant
change- 1n their levels of acceptance of the specific
product claims made in that message (e.g , "Wonder
Bread 1s the best thing your mother can give you to
grow fast”) The Wonder Bread commercial was the
only one ot the four for which the older children
showed a shift (a lower level of disagreement) in
their belief of the prodi  claims The authors con-
cluded that younger children are generally more
likely than older children to be persuaded by prod-
uct clarms in commercials This tentative evidence
of the younger children’s greater persuasibility sug-
gests the need for further investigation and special
consideration by both advertisers and regulators

The Poulos study (1975) conimissioned by the
FTC, represents a pilot effort to examine whether
the series of Post Grapc-Nuts commercials under
review by the Commission had the tendency or
capacity to lead children to pick and consume plants
which could be harmtul As noted eurlier 1t this
chapter, the commerciais showed an adult picking

needs to be extended and replicated, “the results do
suggest that the cereal commercials have the
capacity to lead children to engage in behavior that
increases risk to their physical being ™

Atkin's survey (1975e) of 506 children (4th
through 7th graders) provides evidence of a positive
relationship between children’s reports of their ex-

posure to television advertising for cereal and candy -

and thetr consumption of these kinds of products.
However, the relationship between reported ex-
posure and consumption is reduced when parents
impose restrictions on their children’s eating habits,

Finally, an experimental study by Gorn and
Goldberg (1976b) assessed a variety of children’s

- responses to both single and multiple exposures to

wild-growing vegetation while remarking that it s .

edible In some of the advertising, the picked.berries
were put into a bowl with the cereal Four of the
commercials were showr to a small sample of Sto 1 1
year old children (the average age was 6). Pre- and
post-viewing interviews were -admimistered to
measure the children’s beltefs about the edibility of a
variety of plants depicted 1n color photographs

The plants included both familiar edibles (e g .
corn and watermelon) and toxic plants, some ot the
latter resembling those pictured 1n the commercials
The children’s ratings of edibility tor the toxic plants
most closely resembling those in the commercials in
creased much more than their edibihity ratings tor
either the other toxic plants or the famihar plants
The author concluded that, although the resecargh
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commercials for a food product. The researchers
used commercials for a brand of ice cream unknown
to their 151 8 to 10 year old subjects thus permitting
a direct assessment of the extent of learming as a
function of exposure to TV commercials A control
group saw a program with no commercial inserts,
while other groups were randomly allocated to con-
ditions 1n which either one. three, or five commer-
cials were inserted 1n the same program For some,
the three and five exposures consisted of the same
commercial repeated over again, for others, the
three and five exposures consisted of different com-
mercials for the same product.

The degree to which the children learned the
brand name and the number of flavors of ice cream
available (featured promnently in each of the com-
me  als) was first assessed The researchers found
that uny exposure to the commercials resulted in sig-
nificant proportions of the children recalling both
the brand name and the number of flavors.

The commercials were not as effective 1n 1n-
fluencing the children’s attitudes toward the adver-
tised brand. Only one group (those exposed to three
different commercials for the i1ce cream) evaluated 1t
more tavorably “relative to other ice creams they
knew "

It .was even more difficult to influence the
childfen’s choice hehavior They were told that one
of four snack foods might later be available for them
and were asked to indicate their choice. None of the
groups who had been exposed to the ice cream com-
mercials nade more 1ce cream choices relative to the
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control group who had nou seen the ice cream com-
mercials Only when otfered a second choice *in case
their first choice was not available”™ was one group
(those who had viewed tive different commercials)
significantly more likely to choose 1ce cream than
the control group

Lastly, Gorn and Goldberg provided each child
with ice cream and subsequently measured the num-
ber ot ounces each child had eaten (as they viewed a
second TV prograni) No significant differences
were roted it actual levels of consumption as a func-
tion of the exposure to the ice cream commercials
(this was true even when the child’s weight was con-
trolled)

The researchers concluded that there appeared to
be a “hierarchy ot effects” operating. Exposure to
the commercials readily resulted n the learning of
the new brand name and a particular brand attribute
(number of flavors) Brand preference, however, ap-
peared less susceptible to influence, and the
children’s choica behavior even less so Actual con-
sumption behavior was not at all influenced by the
Ice cream commercials.

Clearly, the mmpact of food advertising on
children will vary as a tunction of the particular
food 1n question, the specific commercials utilized
and the age of the child, among other factors

Nevertheless, the “hierarchy of effects” hypothesis 1s’

« asistent with previous research using adult sub-
Jets, and s a paradigm deserving of further con-
sideration in future rescarch

SUMMARY

Charactenstics of tood commeraals Food com-
mercials appearing on children’s programs (pri-
marily weekend mornings) representa limited range
of products, including preswcctened ready-to-eat
cereals, candy products, and cookies Ir general,
these commercial messages tend to associate the ad-
vertised foods with specific brand name information,
with taste/flavor descriptions, with “fun,’ and, par-
ticularly 1n the case ot cereals, with premiums and
anmimated ‘“‘presenter” characters Food advertise-
ments directed to child-en offer hittle nutritional 18-
tormation ‘The nutnitive content and valuz of foods
are rarely described or emphasized, their contribu-
tion to a total halanced diet 1s seldom explained. A
notable exception to this practice of not including
nutrition tormaticn 1s the NAB Code requirement
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that advertisers depict breakfast products like
cereals within the context of a “balanced meal™.
Commercials for candy and cookie products
typically do not make any nutriuorlal claims and
generally refer to these foods as snacks rather than
as part of a meal

Medanng vanables Children respond differently
to food advertising according to their ages. ’A num:
ber of studies report a predictable increase with age
in the product information (e g., brand names) that
children retain from food commercials as well as in
their knowledge about the validity of nutritional
claims Younger children seem to express more ac-
ceptance of food product claims than older children
and to exhibit greater shifts tn belief of product
claims subsequent to commercial viewing

The parents’ role 1n mediating the influence of
television food advertising on their children is com-
plex. Parents may intercede by imposing specific
restrictions on children’s consumption of certain ad-
vertised sweets, such as candy. Children of mothers
with greater knowledge of the validity of nutritional
claims were reported to make fewer requests for ad-
vertised foods. In general, however, several studies
present evidence of a positive relationship between
children’s requests for advertised food products and
parental yielding to these requests, whether ex-
pressed directly or through ““passive dictation.” One
study also found children’s requests for advertised
foods to be positively related to the amount of
television they were reportedly exposed to at home.
Finally, conflicts between parents and children have
been observed to ensue when children’s food prod-
uct requests were denied

Effects. Children have been shown to acquire
specific product information presented in food com-
merctals. There s also preliminary evidence indicat -
ing that information about the nutritional content
and value of food products can be effectively com-
municated to children both within commercials and
in brief (5 seconds) shide presentations. Studies have
also demonstrated shifts in children’s beliefs about
advertised foods following their exposure to specific
commercial messages. These may include incorrect
as well as correct beliefs about promoted food prod-
ucts. As noted, children’s consumpticn of advertised
foods 1s mnst often accomplished by influencing
family purchase decisions While commercials are
not permitted to encourage children to make direct
purchase requests, 1t is generally assumed that such
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requests occur at least 1n part as the ré&uit of
children’s development of desires for the foods they
see advertised.

NEEDED RESEARCH

There 15 clearly a gap between research evidence
which 1s considered "relevant” and that which 1s
“sufficient™ to affect current advertising practices
and regulatory policies.!'s Future research can be
more effectively applied to decisions about policy
and practice if it 1s specifically d=signed with that as
its objective. For example, content analyses should
be conducted with the specific intent of revealing the
extent to which food advertising presented informa-
tion related to industry codes or government regula-
tions. Measures could be designed to describe the
ways 1n which nutrition disclosures were made (how
central to the action or narrative content are they”
how much time or emphasis are they given aurally
and/or visually?), the ways in which the foods are
depicted, and the reasons offered for consuming ad-
vertised foods.

However, in order to determine what information
1s actually received by children and whether 1t 15
correctly understood, 1t 1s necessary for the
Jildren’s responses themselves to be studied and
evaluated. For example, there has been little
research investigation of the extent to which
children perceive and comprehend the references to
“energy” and to the role of a cereal 1n a “balanced
breakfast” which sometimes appear in food commies-
cials. Both the FTC and the NAD (Griffin, 1976)
have acknowledged the usefulness of research in
which small saiaples of children are exposed “to
questionable commercials and asked specific ques-
tions about their understanding of those messages.

The longes range effects of television food adver-
tising on caildren’s food knowledge and eating
habits also needs to be studied For example, do
food commercials have a cumulative influence on
children's conception of appropriate foods for meals
and snacks? Does advertising affect the attitudes
upon which children base their deveioping food
preferences”

15This prablem 1s one ot growing concern among the scien-
tific community (Comstock and Lindsey. 1975, Andersun, Cormn-
stock. and Dennis, 1976)
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Finally, there 1s the question of using advertising
to provide nutritional information to young au-
diences

1. Should children be exposed to a wider range
of advertised food products?

2. Sheuld adverusers include more nutritional
information to provide children with the op-
portunity to learn about nutrition as one fac-
tor among several 1n their food choices?

3. Given the influence of parent-child interac
tion on food selection, should food and nutri-
tion-related television messages be directed
to children and to parents?

Nuttition education has already been recognized
as warranting some form of national public program
(White House Conference on Food, Nutrition and
Health, 1970). Television's ability to serve as a ma-
101 source of information for the American public
marks 1t for a potentially important role in such a
national program V/hat seems to be necessary is the
assumption of responsibility by various groups, in-
cluding government, industry, and educators, for
determining ways to implement such a program.

Lesser (1974) describes some of the research steps
necessary to design and produce nutritionally infor-
mative television material for children. First,
children's existing knowledge and understanding of
good nutritional patterns should be determined.!¢
On that basis, the areas of “nutritional illiteracy™
most in need of correction can be identified.!’ Then,
as educational materials are developed, they must be
tested with children to determine whether they hold
their attention, are understood, and produce desired
as well as unintended changes in behavior. Pilot
materials can be revised on the basis of this feed-
back. Finally, any program of nutritional informa-
tion must evaluate its long-term effectiveness for
representative members of the intended audience.!8

t»A survey of adult consumers’ understanding of certain
nutritional phrases and ~laims used n tood advertising was pre-
pared for the FTL in the course of its work on the proposed
trade regulation rule (Response Analysis Corporation, 1975)

17Sorenson and Hansen (1975) and Ullrich and Briggs (1973)
pre« :nt useful ideas for designing nutrition education curricula
for children

18For example, ABT Associates (1974) evaluated "Mulligan
Stew.” a 4-H televiston series on nutrition targeted to 4th to 6th
grade children, Cooper and Philp (1974 reported on an evalua-
tion by the Ontario Mitk Marketing Board of its nutritton educa-
tion workshops {or elementary school teachers

115 .

¥




E

3
Aruitoxt provided by Eic:

- Cﬁaptor 8

THE EFFECTS OF THE VOLUME AND REPETITION OF TELEVISION
COMMERCIALS

This chapter 1eviews the research on effects of
television adverusing resulting from the frequency of
children’s exposure to commercials We will use the
term volume to refer to frequency of exposure to
commercials 1n general. The term repetition reters to
frequency of exposure to a particular commercial
Four main issues are apparent, thiee relating to
volume and one to repetition

I. That certain long-term effects may resaoit from

. children’s exposure to commercials Alleged
effects include a greater susceptibility to per-
suasiory, development of matenaiistic values
and, more positively. certain consumer
socialization eftects such as appreciation ¢f the
marketing and economic environment. Since 1t
1s hypothesized that these effects increase with
cuniulative exposure to television commercials
as children grow older, we shall designate
them as long-term exposure effects

2 That certain effects may result from trequent
exposure to commercials through “heavy view-
ing” within age groups Susceptibility to per-
suasion is the most common of these alleged
effects. To distinguish these more immediate
effects from the previous long-term catcgory,
we shall designate them as heavy viewing

effects.

3 That volume effects are also relevant in the
short-term via the “clustering” ot commercials
in blocks between programs versus distributing
them between and during programs. Propo-
neats of clustering allege that it helps children
to discriminate between program content and
advertising céntent Opponents allege that
clustering leads to “clutter” and poorer in-
dividual commercial performance, which un-
fairly penalizes the advertisers We shall refer
to this 1ssue as clustering effects

4\ That repetition of the same commercial results
1n stronger effects than a single exposure. Most
often, the allegation 1s that increased suscep-
tibility to persuasion results trom such repeti-
tion, but aiso included are other potential

Q
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effects such as “irritation ” We shall refer to
this issue as repetition effects.

CURRENT CODES

|. Long-term exposure effects. The NAB code
now specifies that nonprogram material (of which
commercial content 1s 80 percent or more) must be
himited to 12 minutes per hour on weekdays and 9 §
minutes per hour on weekends during programs *ini-
tizlly designed primanly for children.” These limits
went nto effect on January i, 1976, and compare
with a hmit in 1974 of 16 minutes per hour. During
adult programing. the limits are 9 5 nunutes per
hour during prime time (any station-designated
period of 3 § consecutive hours between 6.00 p.m.
and midnight each day) and 16 minutes per hour at
all other times. The NAD has no provisions pertain-
ing to volume of commercials, 1t covers speciftc
commercial practices only

2. Heavyviewmg erfects The new NAB code pro-
visions would automatically reduce children’s likels-
hood of exposure to commercials for both heavy and
light viewers—at least to the extent that they watch
children’s programs This volume restriction applies
to time but not to the number of commercials. Pre-
dictably. neither the NAB nor the NAD codes
prohibit “heavy viewing’™ per se

i

3 (lustering effects The NAB code allows the
practice ot clustering commericials in blocks be-
twecn programs In fact, the code prohibits the op-
posite, 1 e , too wide a distribution of commercials
within programs For children’s programs and also
prime time programs, the number of within-program
interruptions 1s hmited to two per half-hour
program or four per one-hnur program Again, this
volume-related matter is not vovered in the NAD
provisions.

4 Repetinon effects. As far as we can discern
from the NAB code there 1s no iimit on the number
of times a particular commercitl may bé repeatec
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Nor is there a limit on how rapidly it may be re-
peated, apart from the restrictions on number of in-
terruptions per hour and tota! nonprogram time per
hour already described.

INCIDENCE

For the sake of continuity, we will retain n this
section the “effects” headings used above. However,
it should be made clear that incidence here refers
merely to potes:tial for effects. The effects themselves
are reviewed in the refiarch evidence section.

1. Long-term exposure effects. Relevant incidence
figures for long-term exposuré effects are tied into
the question of whether or not broadcasters adhere
to the NAB’s restrictions on advertising volume. The
indications are that, on average, broadcasters have
complied with these limits. Although no 1976
figures are available for the 9.5-minute w-.kend
rule or the 12-minute weekday rule, a content

. analysis was conducted the previous year when the
limits were 10 minutes ard 12 minutes, respectively
(Barcus, 1975a; 1975b). The average (mean) per-
hour times devnted to nonprogranr material were
9.5 minutes and 11.9 minutes respectively.! Barcus
also noted that some stations consistently exceeded
these limits slightly (usually by !ess than 60 seconds)
and that all statjons monitored exceeded them occa-
sionally. However, since approximately 20 percent
of nonprogram time is occupied by noncommercial
announcements,? the time figures for commercials
would almost invar.:bly be less than 9.5 and 11.9
minutes.

Another finding in Barcus’ research bears on the
nature of 'volume.” Although the total time devoted
to commercials in children’s weekend programing
declined from 19 percent in 1971 to 16 percent in
1975, the number of commercials was hardly
reduced at all. In 1971, there was one commercial
every 2 8 minutes, and in 1975, one every 2.9

1Computed from Barcus’ data in his Table 17 (1975a) and
Table 21 (1975b)

2Fgr example, Barcus' weekend report recorded 79 9 percent
programs, 131 percent commercials, 28 percent program
promos (for a total of 15 9 percent “commercial time™), 3 2 per-
c2nt noncommercial announcements, and 1 0 percent taken up
by station 1 d ’s, dead air, and other miscellancous material

Q
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minutes.? Thus, in 1975, children had the oppor-
tunity to see as many commercials but a lower
volume of advertising time than in 1971,

A second “ype of incidence figure is represented
by the extensive data on children’s viewing patterns
described in chapter 11 of this report Note that the
estimates of commercial exposure in these daia
should be regarded as incidence figures and not as
exposure figures—unless we define exposure as “po-
tential for exposure.” The figures are based on
children’s viewing of programs and are not adjusted
for nonviewing (plus perhaps nonhearing) of com-
mercials. Nonviewing can be substantial, as indi-
cated in Chapter 1. As incidence figures, then, the
data show that an average child between the ages of
2 and 11 is presented with about 19,000 to 20,000
commercials per year, or about 50 to 55 commer-
cials per average viewing day.

Some suppiementary statistics may be useful in
placing these .ncidence figures in context. First of
all, the Nielsen data from which the incidence
figures are derived reveal a decline n viewing with
age. However, the decline is slight—3 hours 47
minutes per day for 2 to 5 years olds down to 3 hours
41 minutes for 6 to 11 year olds. Thus, 1t 1s unlikely
that the rate of cumulative exposure to commercials
declines significantly over the 2to | | age range. Sec-
ond, it uay be recalled from Chapter ii that approx-
imately 85 percent of the commercials children are
potentially exposed to are not shown during
children’s programs and are therefore not subject to
the NAB children’s code. On the other hand, it
should be noted that noncode commercials are most
likely to be on programs that are co-viewed by the
child and at least one parent. The overall co-viewing
incidence 1s estimated at 45 percent for both 2to §
year olds and 6 to .1 year olds.*

2. Heavy viewing effects The program viewing
data (and, thus, potential commercial exposure
data) referred to so far have been based on means or

SAccording to Barcus' figures. a tuil 98 percent of commer-
cials in children’s weekend programs are now 30 seconds in
duration, versus a mixture of 60-second and 36-second commer-
cials earlier

4Estimated from 1975 Nielsen data by taking the percent of
viewing in each viewing category (see Chapter i, Figure 11-2) and
weighting these by co-viewing fevels (see Chare, )
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averages. As noted in Chapter 1, there 1s considera-
ble variation around these average figures Although
the average viewing' figure 1s approximately 3 75
hours per day, it 1s hikely that this ranges from about
one hour or less per day for hight viewers to as much
as six hours per day for heavy viewers ¢ The range
for potential exposure to commercials 1s thus about
5,400 to 32,600 per year or about 14 to 86 per day.
Of course, the great majority of children will be well
within these ranges, but the estimates do indicate the
difference between heavy and light viewing within
age groups in terms of volume incidence figures.

3. Clustering effects The normal practice is to
distribute children’s commercials in “pods”
throughout children’s programs rather than to
cluster them at the beginning or end. Usually this
means that a maximum of three or four commercials
is presented during a single program interruption
For example, if we assume a 9 S-minute limit per
hour . with all of those 9 5 minutes filled with 30-sec-
ond commercials, plus the two breaks allowed dur-
ing programs, a typical schedule might be 4, 3. 3, 3.
3. 3, commer cials over a one-hour period

The only stations to depart from this distributed
format are, as far as we know, the four Post-
Newsweek Stations (PNS).6 On children’s programs,
PNS clusters the commercials between half-hour or
one-hour program segments with no in-program in-
terruptions. A typical one-hour PNS schedule would
be 6, 6—six commercials prior to a half-hour
program and six at the end of the half hour’
Although most unlikely, 1t s theoretically possible
within current NAB and FCC rules that a cluster of
19 consecutive 30-second commercials could be
shown.

4. Repetition effects. Repetition, in terms of inci-
dence, refers to the frequency with which a particu-
lar commercial is shown The content analyses by

SThis 1s a range estimate, precise variance figures are not
available.

$These stations are located in Hartford. Conn , Washington,
D C, Jacksonville. Fla , and Miami, Fla

"PNS also himits commercial time to six nunutes per hour in
hildren’s programing tmeslots
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Barcus (1975a, v. ¢) happened to include as appen-
dices the number of tumes particular commercials
were aired during his content sampling pertods One
report {Barcus, 1975b) covered weekday program-
ing between 3 00 p.m and 6 00 p m on ten indepen-
dent and network affiliate stations Over the week of
afternoon programs the average (median and
modal) commercial was shown only once, only 4 6
percent exceeded a once-a-day rate and only 0 8
percent exceeded the twice-a-day rate, with a max-
imum of 14 showings of one commercial over the
five-day period Another report (Barcus 1975a)
covered the period from 700 am to |1 30 pm. one
Saturday and Sunday in April 1975 on five sta-
tions—three network affihiates and two independent
stations. Over the two-day period, the median com-
mercial was shown twice, although the modal (most
frequent) figure was once; 40 percent of the commer-
cials exceeded a once-a-day rate and 14 7 percent
exceeded a twice-a-day rate. with a maximum of ten
showings for one comn:ercial over the two-day
period. The third Barcus report covered two con-
secuttve Saturday mornings in November 1975—the
peak pre-Christmas period for children's adver-
tisers—on the three network affiliate stations Over
the two-day period the average (median and modal)
commercial was shown once, 21.8 percent exceeded
a once-a-day rate and 8 2 percent exceeded a twice-
a day rate, with a maximum of 17 showings. tor a
motion picture promotion, over the two-day (one
week apart) period.#

However, these frequency counts covered over-
lapping or simultaneous programing by ten, five,
and three stations. respectively A child would have
to be an almost impossibly avid *“channel switcher”
to encounter this many repeats of a commercial
More reasonable incidence estimates for potentially
encountered repetitions are obtane-’ b allowing for
total possible individual viewing within the
content periods and correcting them to daily rates.
Based on these corrections the probable repetition
rates are as follows.

ENote statton 1 d s and promotions tor the stations’ ous
programs were excluded trom our tabulations
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Table 8-1

Typical weekday

Typical Saturday Typical Saturday

afternoon (3-8 or Sunday morning . moming in
p.m.), 1975 in April 1975 November 1975
Maximum single com- 1.4 times 20 1.8
mercial rate assuming per day
continuous viewing
Typical (modal) single 1 limes 2 8

commercial repetition
rate assuming
continuous viewing

In other words, the average child 1s only likely to
be presente  with even the most frequently run com-
mercial about twice 1n one day on'a weekend or
seven times over a five-afternoon weekday period.?
A few commercials, then, might be encountered
about twice a day On the other hand, the average
commercial would be encountered only once every
ten days on weekday afternoons and about once ev-
ery five weekend mornings. These figures indicate
that most commercials (60 to 80 percent)} on
children’s programs would be encountered approx-
imately once a week for as long as they are run

Note that the preceding estimates provide no data
on repetition rates during adult or prime time
programs. They show only the estimated repetition
rate for commercials appearing during program time
set aside for children on weekend mornings and
weekdays after school Moreover, the data do notin-
dicate the total number of times that an average child
is likely to encounter a particular commercial. We
can estimate daily or weekly frequency rates, but we
cannot estimate total frequencies from the available
daia. This would require a month-by-month analysis
of advertising insertion scheduies (for example from
Broudcast Advertisers Reports) and 1s beyond the
resources of the present report.

One final repetition incidence statistic is also ger-
mane. A fairly common measure of commercial
effectiveness 1s brand name recall Brand name
recall might be influenced not only by the number of

“These maxima could be exceeded 1f an advertiser were to
buy a concentrated ttme block on a single network Probability
ot exposure would still be Close to these estimates, however, due
to channel switching between programs
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times a commercial is repeated but also by the num-
ber of brand name repetitions within the cor :ercial
itself. A content analysis of commercials appearing
during children's programs in 1972 and 1973 (Atkin
and Heald, in press) indicated that verbal (audio)
repetitions of the brand name averaged 3.65 per
commercial; most commercials used between two
and four repetitions, only a few used one, out about
one-fourth used five or more brand name repetitions
per commercial.

RESEARCH EVIDENCE
1. Long-term Exposure Effects

In this section, we shall review studies which have
compared children’s responsiveness to television
commercials across age groups. That is, we shall
regard age as an index of cumulative exposure to
commercials. Since the studies are cross-sectional
cumulative, age-related effects are inferred rather
than longitudinally observed within the same child
or group of children.io

Various effects have been examined as a function
of age, and there are different ways in which these
could be organmized for discussion. We nave chosen
to distinguish four categoties of effects: (1) cognitive
effects, which are relevant to the question of poten-
tial deception or “deceivability”; (2) affective effects,

19The widely heard criticism of the “lack of longitudinali
studies” 1$ not as serious as it sounds Longitudinal studies are of
more theoretical thar practical tnterest For practical purposes
such as policymaking, cross-sectional studies are quite sufficient
Reasons for this are developed in the section on Needed
Rescarch
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which are relevant to the question of children’s feel-
ings toward commercials and toward television ad-
vertising as an nstitution, (3) behavioral effects,
which are perhaps most relevant to allegations cen-
tering on children’s “'susceptibihty to persuasion,”
and thus to fairness considerations: and (4) consumer
socralization effects, which are relevant to the assess-
ment of television advertising’s contribution to
children’s general development as consumers
3

Cognitive effects. Three types of cognitive effects
attributable to cumulative exposure to commercials
have been studied. The first of these 1s attention
Two major studies have shown thar 8-11 year olds
learn to pay less visual attention to commercials
than 3.7 year olds This finding was originally
established by Ward, Levinson, and Wackman
(1972) wn a natural observation setting and was
replicated’in laboratory settings by Atkin (1975h)
However, Atkin notes that the decline 1n attention
with age, although statistically significant, 1s oniy
about two seconds less per 30-second commercial
Also, the studies monitored only visual attention
whereas auditory attention 1s also relevant. In fact,
brand name recall. a response that could be fearned
entirely through auditory attentwn, increases about
100 percent with age (Atkin. 1975b).

Of particular interest 1s the additional finding by
Atkin that recall of message elements 1n commer -
cials also increases sigmficantly—about S0 per-
cent—with age Since miessage ¢lements involyve both
visual and verbal stmuli, auditory attention alone
could not account for this phenomenon It seems
likely that older childrer. are capable of “process-
ing” commercials faster and consequently have less
need to pay much attention during subsequent ex-
posures.'! The attention question could be resolved
with a simple experiment in which the treatments
consist of new versus familhiar commercials and the
measures comprise auditory as well as visual atten-
tion.

From a palicy standpoint, attention s not a;ver_v
important response Concern about the cognitive
effects of commercials has rarely centered on how
attention-getting they are Attention s merely an
assumed but necessary condition for more serious
effects, such as whether children’s trust in commer-

ViFaster * processing  oould meen better acquisition and re-
tention of information or sumply better abihity to recall the infor-

mation, or hoth

cals, or their understanding of commercials, n-
creases or decreases with cumulative exposure.

Children report that they trust commercials less
as they see more of them. This finding holds for com-
mercials in general and seems also to be true for
specific commercials The percentage of children
who trust all commercials was shown to decline from
65 percent at the Ist grade level to 27 percent by 3d
grade and 7 percent by 5th grade (Robertson and
Rossiter, 1974). For specific commercials, Atkin
(1975b) found a significant negative correlation of r
= —.51 (pL .001) between the age of the child and the
behievability ratings of three <laims in two commer-
cials. Robertson and Rossiter (1974) hypothesized
that the decline 1n trust 15 based on children’s in-
creasing propensity to attribute “persuasive intent”
to commercials. Note that the decline in {rust or
believability with age, or an increase in attribution
of persuasive intent, does not necessartly mean that
commercials are any less effective—a point which
we will discuss later

Perhaps the most important cognitive effect 1s
children’s ability to understand commercials as a
function of cumulative experience. Rossiter and
Robertson (1974, 1976b) examined children's un-
derstanding of the conceptual basis of television
commercials in terms of six variables which
measured children's ability (1) to define the
difference between television commercials from
television programs, (2) to comprehend the exist-
ence of an external message source or sponsor: (3} to
perceive the existence of intended target audiences
for commercial messages; (4) to identify informative
intent 1n commercials, (5) to wdentify persuasive in-
tent 1n commercials, and (6) to understand their
symbolic representational characteristics Total cog-
nitive understanding of commercials was highly cor-
related with age (r = 45, p. 001) Further analysis
(Rossiter and Robertson, 1976b) demonstrated that
age and cumulative experience accounted for 40
percent ot the variance 1n cognitive understanding,
while differences tn social background accounted for
only 9 percent Using a sinlar but partial set of
measures, Ward, Wackman, and Wartella (1975)
also found a highly sigraficant increase in children’s
cognitive understanding of commercials as a func-
tion of age '

It 1s clear that, for the average child, cumulative
exposure to commercials has a definite positive rela-
tionship to his or her cognitive understanding of
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what commercials are and what they are supposed to
do. This effect might be due. of course. not only to
experiential learning. but also, following Piaget’s
theory. to age-related increases in children’s cogni-
tive abilities Indeed. 1t 1s possible to regard these
cognitive measurement results as “struciural” evi-
dence for the proposition that children are less likely
to be susceptible to deceptive advertising practices
as they grow older

Affective effecrs Apart from the question of

whether children understand commercials is the
question of whether children like television commer-
cials, and how these “institutional” feelings change
with age. An impressive body of studies has docu-
mented that children’s overall atfective responig, or
“liking.” towards commercials 1n general declines
significantly with age (James, 1971; Blatt et al,
1972; Robertson and Rossiter, 1974; Ferguson.
1975, Bever et al , 1975) For instance. the percent-
age ot children who indicated that they liked all
cemmercials was shown 1n one study to dechine from
69 percent at Ist grade to 56 percent by 3d grad:
and 25 percent by Sth grade (Robertson and
Rossiter. 1974) This affective decline seems to hold
for specific commerctals as well as for commercials
in general. Atkin (1975b) measured children’s over-
all liking for three specific commercials and fcund a
negative correlation of r = ~.35 (p/ 001) with age.
Atkin's research did turn up one contrary result
Younger children are significantly more likely to
display irritation while watching commercials.
However. this finding stands 1n minor contrast to the
overwhelming negativity of children’s expressed
affect toward commercials as children grow older.

Behavioral effects. An obt 1ous question, given the*

increase 1n children’s cognitive understanding of
commercials with age and their mcreasingly nega-
tive feelings toward them, 1s whether commercials
have any less behavioral impact on children as they
grow older This 1s not an easy question to answer.
One problem 1s the distinction bétween intended
behavior and actual behavior. Commercials may n-
still intentions or desire for an advertised product.
but the execution of these intentions in most cases re-
quires the child to make requests to parents. This ob-
viously introduces other variables pertinent to the
requesting behavior, and these other variables may
have Iittle to do with the impact of the commercials
per se. Nevertheless, let us examine the evidence for
both ot these effects
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The evidence on intended behavior as a function
of age 1s dependent on the nature of the research
measure. An early study by Robertson and Rossiter
(1974) asked chiidren whether they wanted all prod-
ucts they saw advertised on television Responses 1n-
dicated the expected age-related decline’ $3 percent
said yes at Ist grade, 27 percent at 3d grade, and
only 6 percent answgged affirmatively at Sth grade.
However, a more moderate question used by Ward
et al. (1975) asked children whether they wanted
most things shown 1n television commercials A
slightly broader age range was sampled. which
makes the results even more interesting' 66 percent
of kindergarten children said yes. S| percent of 3d
graders said yes, and a marginally lower 49 percent
of 6th graders said yes. Moreover, when asked
whether commercials “made them want to have
things.” the children 1n the Ward et al study ex-
hibited an apparent increase 1n perceived motivation
with age- affirmative answers by age group were kin-
dergarten. 67 percent, 3d grade, 87 percent, and 6th
grade, 84 percent Consequently, the weight of evi-
dence tor a decline 1n advertising-induced intentions
with age and cumulative exposure 1s slight at best.

Evidence on the ensuing behavioral effects of re-
quest frequencies 15 also far from clear-cut
Robertson and Rossiter (1974) found a decrease in
request frequency with age; however, the study
focused on pre-Christmas television advertising in
which almost half of the advertised products were
relevant as children grow older.'2 This criticism
may also be applied to the frequently heard in-
terpretation of a classic study by Ward and Wack-
man (1972) to the etfect that children’s request fre-
quencies decline with age. Studying a wide range of
products, these authors actually found only a non-
significant tendency for request frequencies to
dechine with age (r = 13, an r of + .16 would have
been required for significance at the 5 percent level).

Detailed inspection of the product-by-product
data in the Ward and Wackman study indicates
various trends by age depending on the product in
question For example, requests for toys declined
with age. but requests for bicycleg increased. Re-
quests for products which are prei.hably relevani

12ZAtkin (19754) also tound a decline 'n request frequency
with age His measure centered on toys, cereals, and two 1n-
divedual commercials and s almost certainly biased in the same
way
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to children of all ages. such as snack foods and soft
drinks—both heavily advertised—did not show any
age-related decline in request frequency This non-
dechne effect was substantiated 1n a later study by
Ward et al (1975) 1n which requests for food prod-
ucts were essenti2lly constant across age groups (X2,
n.s ), whereas requests for “child-relevant” products
such as toys and games, clothing, and record albums
actually increased significantly with age (X2, p/
01) The earhier Ward and Wackman stud:' (1972)
1s much more comprehensive in terms of product
categornies and should probably be favored over the
Ward et al (1975) results. Neither study, however,
revealed any general decline in request frequencies
as a function of age and cumulative exposure to
commercials

Before interpreting request frequencies as data on
“effects,” we must consider the problem referred to
earlier—namel:', that this type of response 1s under
the control of factors other than advertising-induced
intent. One obvious factor 1s the extent to which
parents acquiesce to children’s requests and thus
reinforce this form of behavior. The Ward and
Wackman study (1972) found that parental acquies-
cence increases with the child's age (r = .20, p/ .01)
To provide a couple of illustrative trends for prod-
ucts relevant to children of all ages The percentage
of mothers who said they usually yield to children's
requests for snack foods was 52 percent for 5 to 7
year olds and rose hinearly to 77 percent for 11 to 12
year olds, comparable acquiescence figures for soft
drink requests were 38 percent and 54 percent
Another “extraneous variable™ hypothesis might be
that peer influence or other nonadvertising ex-
periences might induce request behavior. However,
Ward and Wackman's results indicated that the role
of television advertising in the requesting process
was relatively constant across age groups (r = —. 14,
n.s.). That s, television advertising did not seem to
be displaced by peer ~fluence or other factors It
therefore appears that parental acquiescence or rein-
forcement exerts a significant influence on children’s
request frequencies, and that since reinforcement n-
creases with age, we should discount the earlier im-
plication of a constant advertising-induced request
level A more accurate projection, adjusting for the
effects of extraneous reinforcement, would be a
slight decline 1n request levels. Thus, the safest con-
clusions from the available evidence are that the
long-term exposure etfect of commercials 1s to
reduce children’s intentions or desire for advertised

products only shghtly and(to produce a correspond'-
ingly shight reduction in the frequency of adveras-
ing-induced requests to parents

How 1s the shight declir> in behavioral effects
with age to be reconciled with the marked increase
in children’s cognitive understanding of commer-
cials and with the equally marked dechine in their
affective feehings toward commercials? In the case of
increased cognitive understanding, the most. par-
simontous explanation Would involve ahandonment
of the implicit hypothesis that children who under-
stand commeruaals better will bé less affected by
them. This hypothesis assumes that commercials are
In some way “bad,” that they are not supposed to
persuade children to want the advertjsed products,
or that children become poorer judges of advertised
products as they grow older. All are questionable
assumptions, and there is not necessarily any incom-
patibthty 1n increased cognitive understanding not
producing a decline ih behavioral responsiveness,

In the case of children’s incrcasingly negative
feelings toward commercials, 1t is possible that
children are merely learming an “institutional™
response from their parents or peers. Certainly, it is
the acqepted thing to criticize: commercials.
Howevef, this critictsm may be somewhat superficial
and m9£ apply mainly to commercials executions
rather than to the products advertised. Rossiter and
Robertson (1976) have .explored this and other
reasons why children’s attitudes toward commer-
cials in general do not necessarily bear any relation-

" ship to their attitudes toward advertised products in

particular.

In sum, long-term exposure effects (or, more con-
servatively, long-term exposure correlates) include
a marked increase in children’s cognitive under-
standing of television commercials,. an equally
marked increase n children's negative feelings
toward televisiop advertising as an institytion, and*
only a shght dechine in children’s behavioral respon-
stveness to commercials. Note that these results im-
ply that children do not become more susceptible to
persuasion as they accumulate experience with com-
mercials This conclusion holds regardless of
whether one chooses to attribute the slight decline in
persuasibility with age to cognitive development or
to experiential learning Both factors are probably
involved.
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Consumer socaizaton eftects  We may also
whether, in the long term, television adyertising ¢ n-

tributes to children’s broader understanding of the’

economic environment and to the development of
consumer knowledge and skills. Here, of course, 1t 1s
particularly difficult to 1solate the role of television
commercials from other snciahization forces.
However there 's no doubt that television commer -
cials play a large role—it only to imtiate children’s
consumer behavior—at all age levels We can
theretore examne age-related trends with a- farr
amount of confidence that we are monitoring long-
term adverusing effects, albeit 1n a muluple in-
fluence context (The role of television commercials
can be isolated with more confidence when examin-
ing heavy and light viewer differences See the
tollowing section )

One effect i which television commercials are ’

clearly implicated s children’s satistaction with
chotces they have made 1n favor ot specific adver-
tised products Television commercials presumably
generate expectations about the product and its at-
tributes Therefore. 1f children experience greater
dissatisfaction with television advertised products as
they grow older. 1t could be contended that commer-
crals contrihute negatively to children’s consumer
socialization

Research findings conflict on this pont Ward.,
W artella. and Wackman (1975) reported data that
scemed to indicate an agc-relaled increase in dis-
satisfaction from 38 percent for kindergarten
childre te 75 percent for 6th grade children
However. their research question was whether the
children had ever seen something on televisjon that,
when they got the item, was not as good as they had
expected Clearly such a question provides no evi-
dence on the incidence ot d. satisfaction, 1t mercly
offers the unsurprising result that older children are
more hieiy (o have had at least one unsatsfactory
experience of this kind. Robertson and Rossiter
(1976) measured aggregate satisfaction with prod-
ucts received as Christmas presents They found an
increase 1n satisfact.on with age from 84 percent at
Ist grade to 95 percent at Sth grade (significant at
the 01 level) However. these figures reflect
satistaction with products that were not always ad-
vertsed on tlevision (this was especially true for the
otder children) Thus. findings on children’s
satistaction with product choices remain equivocal
at this juncture

An alternative way of assessing the impact of
television advertising on children’s satistaction with
product choices 1s to examine children’s disappoint-
ment or frustration when advertising-induced re-
quests are denied. The results ot *wo studies suggest
that, cumulatively, advertising does notincrease dis-
appomtment or trustration levels Robertson and
Rossiter (1976) found rthat diseppointment over
nonreceipt of reque. :d items dechned with age
although the actual relationship was shghtly cur-
vilinear 37 percent at Ist grade. #1 percent at }d
grade.’and 25 pereent at Sth grade These tindings
are subject to the earlier comment regarding televi-
sion advertised products which dechine as a propor-
tion of choices after 3d grade The comment also ap-
plies to the study by Atkin (1975¢) which tound 4
nonsignificant correlation (r = 04) between age and

_reported “conflict and anger” over demal of te-
quests or two products heavily advertiseu on televi-
ston—toys and cereals. It 1s not clear whether Jdisap- .
pointment declines because tewer requests tor these
products are made or whether chitdren become
more capable of coping with denial

Consumer socialization ettects have been
measured 1n a more ambitious manner by Ward,
Wackman, and Wartella (1975) Based on age as an
index of cumuylative exposure to commercials, as
well as other types of experience. various consumer
skills were found to increase trom kindergarten to

“6th grade. Predictably. tor example, the number ot
brands with which children were tamihar was tound
to 1ncrease with age This held tor tour produdt
catégories, two of which (sott dripks and gum) are
farrly heavily advertised on television Interestingly.
children’s perceptions ot brand ditterentiation with-
1n product categories decreused with age Agan. this
held for television advertised products (e g,
toothpaste. peanut butter) Although the authors -
terpreted this trend as reflecting a decrease with age
i the strength ot brand preterence. it could also be
interpreted as retlecting children’s increasing recog-
nition of “parity” status hetween closely competing
brands—which 1s prob =1y a realistic assesement ot
many such products

Ward et al (1975) also took another mueasure
which mig it be atfected by television advertising—
awareness of multiple sources of information about
new products Ward et al 's d.scussion ot these data
mphied that children learn to use more sources of
intormation as they grow older However. theinr data
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actually indicated that older children rely more
heavily on television commercials as a source of new
product information. To illustrate, let us take one of
the product categories, snacks, which has wide age-
related appeal.!? Children nqgunatcd the following
as a source of information about new snack prod-
ucts, with muluple responses aliowed ’

Tadle 8-2
Information Kinder- 3d 6th
Source garten Grade Grade
“In-store observation 68% 78% 76%
Interpersonal informa-
tion . 18 24 25

Mass media 32 65 71
(TV’s contribution) (28) (55) (60)

It 1s hard to interpret these wata simply as reflect-
ing & more rational multi-source search strategy as

children grow older Rather, the main trend appea:s -

to be the increase 1n the importance of television as ¢
source ot product information. ;-

inany . =itus far from evident that any substan-
tial consamer skills are attributable to children’s
cumulative experience with advertising This 1s
partly because of lack of measurément and partly
because of questionable measurement Consumer

skills develop with children’s cumulative expe-ience

with products As we shall see 1n the next section of
the discussion, there 15 no evidence that ad?erusmg
contributes to this process other than perhaps, n
quite a few cases, to wnitiate 1t

One tinal consumer socializati »n effect centers on
the allegation that cumulative exposure to television
commercials leads to materialism. "Materialism™ 1s
generally used to mean a preoccupation with money
and possessions For children this refers to a belief
o7 value-orientation rather than to acquisitive
behavior per se, since the latter 1s usually beyond a

child’s control Two studies have attempted' to

_ muasure materiahistic orientation as a function of

age ,Atkin, 1975c, Ward et al , 1975) Both found a
significant negative relationship indicating that

1*The two uther categories n the study were toy  *d clothes
which prabably have decreasing and increasing appedl respec
tively acre ss the kindergarten to 6th grade age spectrum

materialism apparently decreases as children grow .
older. Despite the convergence of findings, hov ever,
the measures of materialism 1n both cases are such
that naive answers as well as materialistic ones could
produce high scores !¢

Some evidence that materialism may be at idast
temporarily instigated by commercials was provided
in an experiment by Goldberg and Gorn (1976).
Children (ages 4 and 5) were randomly allocated to
test conditions in which they didi or did not see com-

{ mercials for the "Ruckus Raisers Barn™ (a toy) in the
‘context of a 10-minute” neutral program. The
children were then shown separate pictures of two
boys, with one of the boys empty-handed and the
other holding the Ruckus Raisers Barn 1n front of
him. As the experimenter showed a child the two
pictures, he would say

I can bring one of these two boys to play with
you. | can bring this boy who 1s not so nice and
you can play with him and his Ruckus Raiser
Barn, or | can bring this boy who s nice.
Would you like to play with the nice boy, or _
would you hike to play with the boy who is not
so nice and his Ruckys Raisers Barn”

Some 70 percent of the control group (who had not
seen the commercial) opted for the “nice boy,” while
only 35 percer of those who viewed the commer-
cials chose the “nice boy " This difference was still
significant (aithough smaller) when subjects were
retested 24 hours later.

The researchers speculated that_if commercials
can encourage a willingness to disregard negative
social values in the short term, they may do so in the
long run as well. This study raises some hypotheses
that bear further examination with a wider range of
operational constructs, a more varied nopulation,

4Atkin (1975¢) used a composite measure consisting of
preference for a brand nume cereal (suspect on face vahdity
grounds and probably biased toward younger children), belief
that toys produce happiness and_enjoyment 1n showing otf prod-
ucts Ward et al (1975) used an “average" of 4-point ratings of
agreement with three items (1) “Do you think people would be
Iots happier 1t they had more things hike color TV's and b
cars”” (2) "When | grow up the most important thing 1s to hai/g
lots of money ©* (3#Do you think that to reallv be happy when
you grow up you have to have lots of money”” The last tem ap-
pears to be redundant and might well encourage a child who
gave a “nonmaterialistic * answer to the second iem' to com-
pound 1t m selfjustibication The reader 1s left to evaluate the
probable validity of both of these indices of matenalism

-
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and most importantly, a longer term mcasurement of
a child's devetopment At present, the materiahism
issue—and especially its long-term implications—is
best regarded as unresolved

-

2. Heavy Viewing Effects .o

So far we have examined volume ettects in terms

" of the average child's responses at each age level

Earlier we noted that there 1s considerable varnation
in the volume of exposure to television advertising
wichin each age level. We now turn te a considera-
tion of the effects of television commercials as a
function of television exposure while holding age
constant, to see whether the heavy viewers ditfer
from light viewers 1n their responsiveness to com-
mercials. Once again, we shall organize our analysis
n terms of cognitive ctfects, aftective etfects,
behavioral effects, and consumer socialization,
etfects.

Cognitive effects. La the previous section, we dis-
cussed three cognitive effects—attention, trust or
behievability, and overall c.gn:tive understanding of
commercials It seems 1pso fucto true that heavy
television viewers pay more attention in total to
commercials than light television viewers This does
not mean that heavy viewers necc§§arlly pay more
attention to each commercial, but simply that heavy
viewing 1s likely to result 1n a groater aggregate
volume of attention to C()mr/ncrcnals

Heavy child viewers tend to place more trust 1n
commercials than lLight viewers . Based on
believability ratings of two commercials, Atk
(1975g) found a correlation of r = .22 (p2 01) with
televiston exposure.!S No corresponding finding has
been reported for commercials in general, but such a
findingas imphied in correlatiogs between television
exposure and attitude measures which include
‘believability or trust scales

The third cogmtive eftect, children’s understand-
ing of the general concept of commercials, does not
appear to vary with exposurc to televiston commer-

Al correlations reported in tins sechion in conlunction with
Atkin's research are tourth-order partials That 1s, they reflect
the correlation between the vanable in question and televiston
exposure conirolling tor or partialling out the etfects of the
following facturs age, vex race. and school pertormance (an ap-
preximate surrogate tor intelhgence)  Atkins televisioneex-
posure measure 1s based on reported viewing of Saturday = orn-
1r.g children’s programs (Atkin. 1975g)

clals Using the six-varigblc measure of cognitive un-
derstanding described previously, Rossiter and
Robertson (1974) found a nonsignificant correlation
of r = = 06 with television viewing Further analysis
by the same authors (1976b) indicated that exposure
differences accounted for less than 4 percent of the
variance 1n cognitive understanding compared with
40 percent for age and 9 percent for social back-
ground

Affective effects Heavy viewerstend to have more
favorable attitudes toward television commercials
Children’s attitudes toward commercials become
more negative as they grow older, but heavy viewers
within age groups hold more positive attitudes than
their peers. For example, Rossiter dnd Robertson
(1974) found a significant correlatien of r = 10 (pL
05) between attitudes and television exposure with
age held constant. (The measure of attitudes 1n this
study included trust, hiking, and behavioral nten-
tion scales.) Similarly, Atkin’s research with specific
commercials found a correlation of r = 30 (p..01)
between liking and exposure For older children at
least, 1t seems improbable that hking of commercials
“causes'’ television viewing Surely, 1nterest in
programs leads to viewing. Therefore, 1t 1s a farly
safe assumption that, tor commerctals, the direction
of cause and ettect 1s from exposure to attitudes.

Behavioral effears Heavy viewers expressed
stronger behavioral intentions toward television ad-
vertised products In November and December of
each year, even children who are normal viewers
become “de facto™ heavy viewers of commercials for
toys and games (Barcus, 1975¢c) A study focusing on
pre-Christmas advertising by Robertson and
Rossiter {1976a) found that the proportion of such
toys and games 1n children’s top-five Christmas re-
quests increased by 5 péicent over the heavy adver-
tising period. This increase occurred at all grade
levels—1st, 3d, and 5th—a result significant at the
.05 level, with no age x eftect interaction.!® Correla-
tions between choices and various information
sources wndicated that exposure to toy and game
commercials was the dominant causal factor

The increase 1 children’s bzhavioral intentions
as a function of pre-Christmas advertising exposure
wac paralleled by arnother behavioral variable' re-
quest frequencies Atkin (1975g) found a similarly

"A conservative tormula was gsed to compute the § pereent
tigure The normal ‘percentage morease nterpretation would
have been about B to 10 percent grade level
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significant correlation between television exposure
and request frequencies for toys and cereals (r = 29,
pL .01).'7 Both the Atkin study and the Robertson
and Rossiter study focused on products of more rele-
vance to younger children. This s not a confounding
factor, how2ver, since with heavy exposure effects,
we are dealing with differences within particular age
groups

In sum, the evidence from these various measures
of cognitive, affective. and behavioral effects sug-
gests that heavy viewers, \n the main, respond more
favorably to commercials than their hight viewing
peers

Consumer socialization effects Earlier, we looked
at children’s satisfaction with advertised products as
an indicator of whether exposure to commercials 1n
volume affects their apparent ability to judge them
It was shown that satisfaction with advertised prod-
ucts ncreases with age. However. the same research
study that provided the evidence for this conclusion
(Roberison and Rossiter, 1976a) also found that,
within age groyps, satistaction was lower among
those children who were above average television
viewers '8 Although the overall results were
statistically significant (p_ 05}, a more detailed
breakdown indicates that the heavy viewing effects
were primarilyocated among the younger children

Table 8-3

Satisfaction with toys and games
received at Christmas among:

Heavy viewers

Light viewers

1st grade 92% 76%
3d grade 92 a0
5th grade 95 a3

Since the measure ot satistaction asked children to
state whether the products were better, the same. or
worse than their expectations. it 1s reasonable to in-

"Unfortunately the major study ot children s request tre-
quencies (Ward and Wackman. 1972} did notinclude television
exposure as a variable These imvestigators did tind a very high
correlation between ‘perceived influence of commercialy’ and
request trequencies as reported by mothers but as the authors
observed. the obvious circutarity ot cause and ettect here renders
this reseli spurious

18Heavy and hght viewers were divided at the median m this
study

Aruitoxt provided by Eic:

fer that expectations were inordinately raised among
young children most heavily exposed to toy and
game advertising. That 1s, heavy viewing 1st graders
had the highest incidence of “disappointment™ or
below expectancy ratings (24 percent). The data also
suggest that by 3d grade, heavy viewers have learned
to develop more realistic expectations about prod-
ucts—probably due to greater experience with prod-
ucts as well as greater cogmitive understanding of
commercials. This 1s an example, therefore, of a
volume effect which seems to apply only to a par-
ticular age group—in this case, the youngest
children -

Results from the Robertson and Rossiter (1976a)
study also indicated that heavy viewers experienced
more disappointment over nonreceipt of advertised
products (p/ .01) Again this effect was strongest
among the younger age groups

Table 8-4

Disappointment over nonreceipt
of requested toys and games

Light viewers Heavy viewers

1st grade 30% 44%
3d grade 39 44
5th grade 24 27

A contrary result was reported by Atkin (1975g). In
his study, he found a nonsignificant relaticnship be-
tween children’s viewing ievels and “conflict and
anger” reported by mothers following demal of re-
quests for toys and cereails A lkely explanation of
the discrepancy in the ﬁndmgs 1s that Robertson and
Rossiter focused on Christmas present requests,
whereas Atkin focused on requests throughout the
year. One could argue that expectations of receipt
are considerably higher at Christmas time. Also,
stnce many of the younger children’s requests were
made to “Santa” rather than to parents, there may
have been less reluctance to admit disappointment in
the Robertson and Rossiter study A contrary
possibality 1s that the reporters in Atkin's study
(parents) may have been more reluctant to admit
disappointment by their own children

The safest conclusions from these results are that
vnder conditions of a very high volume of advertis-
ing (1.e., commerc'2’'s for toys and games at
Christmas), heavy :1ewers in the younger age groups
are more hkely to have their e pectations about
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products raised by advertising. Accordingly, they
are more likely to experience less satisfaction with
products they receive and more disappointment over
those they do not receive. It 1s not known to what ex-
tent these heavy viewing effects hold under normal
volume conditions

Turning now to the effects of heavy viewing on
children's consumer knowledge and skills; we would
expect that if television commerciais contribute
positively to this type of socialization, heavy viewers
would be standouts within each age group. In their
study of kindergarten, 3d grade and 6th grade
children Ward, Wackman, and Wartella (1975) 1n-
cluded television exposure with 24 other variables in
an attempt to predict various consumer skills via
regression analysis. Unfortunately, the investigators
employed some recombinations of the original items
in their survey and 1t is impossible to determine from
their report exactly which items ended up 1n which
particular new or “hybrid" variable. Even 1If we
assume that the recombinations are meaningful, the
results provide little evidence that [requent exposure
to commercials facilitates acquisition of consumer
skills by children. Sixteen skiils areas were used as
dependent variables and separate-regressions were
conducted for each of three age groups. Of the
resultant total of 48 regressions, television exposure
appeared n (6 of the equations as a significant pre-
dictor vanable.!¥ However, in half the cases, the
relationships were negative, indicating that heavy
exposure to commercials was associated with poorer
acquisition of consumer skills. Moreover, there was
no systematic pattern underlying the other half of
the cases in which exposure showed positive rela-
tionships with consumer skills. Because of the rela-

~ tive failure of the television exposure variable for
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two-thirds of the “consumer skills” equations, and
because in the remaining third 1t showed contradic-
tory results, 1t 1s impossible to conclude that heavy
exposure to commercials produces any consumer
soctalization benefits

On the supposedly less beneficial side, let us
briefly reexamine the issue of materialism We may
recall that, despite the questionable validity of the
measares, both Atkin (1975gr and Ward et al
(1975) provided data suggesting that matenalism

9Ward et al (1975) tallied 21 instances m which television
exposure entered the regression cqudlmn However mspcul()n
of their data reveals that only 16 of these involved coetficients
significantly different from 0 at F(24,200) which are the approx-
imately applicable degrees of trecdom tor then study

-

decreases with age. However, holding age constant,
further analysis by Atkin indicated that materialism
was positively related to television exposure (r = .
10, pL .05). As remarked earhier, much better in-
struments are required for measuring consumer
values such as materialism, but the finding seems
worthy of mention for future investigagion.

Atkin (1975¢) also reported another set of find-
ings which cast a somewhat different light on the
heavy exposure phenomenon We noted 1n the pre-
vious section that children who are heavy viewers
express more favorable attitudes toward commer-
clals—trusting them more, liking them more, and
being more likely to respond favorably to them.
These attitudes should work both ways. It might be
expected that heavy viewers should akso respond
more favorably toward “prosocial™ cdmmercials
Atkin tést;d children’s reactions toward three public
service announcements which advocated, respec-
tively, use of seat belts, avoidance of littering, and
emphasis on nutrition rather than sugar in foods.
Heavy viewers were no more likely than light
viewers to endorse the positions advocated in the
commercials '

In sum, indications are that heavy exposure to
television commercials (within age groups) tends to
predispose cluidren to respond favorably or more
strongly to “regular” commercials, but that this does
not generalize to their responsiveness to “prosocial”
commercials. Nor does heavy viewing appear to
result in extended benefits such as fastcr acquisition
of consumer knowledge and skills.

3. Clustering Effects

Proponents of clustering children’s commercials
in blocks bétween programs argue that this practice
would help children to distingmish advertising
material from program material. Two studies have
been conducted on clustering effects. Atkin (1975b)
tested children's reactions Yo seven commercials 1n a
single clustered presentation versus the same com-
mercials distributed in four groups: once before,
twice during, and once after a half-hour program.
Duffy and Rossiter (1975) used a somewhat more
representative format 1n that the cluster condition
was taped from an actual Post-Newsweek children’s
program. Fourteen 30-second commercials ap-
pecared around this program, six 1 a cluster
beforehand and eight 1n a cluster afterward. A dis-
t.ibuted version of the presentaiion was constructed
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by distributing the comiracicials in a 3, 4, 4, 4 se-
quence before, after, and at two logical breaks with-
in the half-hour program, preserving the original
order of the commerf:lals

Neither study can provide unequivocal evidence
for or against the hypothesis that clustering aids
program-commercial separation (see Chapter 1),
because neither methodology employed “in process™
discrimination measures The Duffy and Rossiter
study attempted to infer discrimination based on
shifts 1n the children’s visual attention between the
last two minutes of program precedi#®g each onset of
commercials and the commercials themselves.
Among the youngest children in the study (Ist grad-
ers) the clustered format, which included an audio
commercial warning, actaally produced a smaller
attention shift between program and commercials
than the version with regular distribution. To the gx-
tent that visual attention 1s an indicator of dis-
crimina.on, no evidence was obtained in favor of
the hypothesis that elustering aids chsdren's
program-commercial discrimination ability. This
finding should not be accepted as conclusive,
however, in the absence of corroborating evidence
from more direct measures of discrimination

Both studies were able to proyide evidence rele-
~ant_to the “advertisers’ hypothesis” that clustering
produces poorer commercial performance Two
measures frequently used by advertisers are au-
dience ratings—a rough, relative measure of atten-

tion—and recall scores Atkin (1975b) found that .,

clustering actually produced significantly greater
visual attention than the normal distribution Duffy
and Rossiter (1975) found that clustering produced
shightly, though not significantly, greater visual at-
tention among Ist graders but significantly less at-
tention among 4th graders.2? Paradoxically, the
result for the older children seemed to be due not so
much to the commercials as to apparent irritation
with the long stretch of program occasioned by the
clustered format, perhaps older children have
become used to'commercial breaks. In any case, if

20The Ward. Levinson. and Wackman (1972) study of
children's visual attention provides a tield validation of the
Duffy and Rosstter attention measure Ward et al 's study was a
naturalistic survey conducted during in-home viewing. Duffy
and Rossiter’s study was gconducted in a potentially “artificial”
classroom setting Yet. using wdentical rating systems. the two
studics yielded highly similar attention scorés (see Duffy and
Rossiter, 1975)
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younger children are the main subject of concern, it
seems that clustering does not affect attention and
may actually increase it.

The other measure of interest to advertisers is
commercial recall. Adult research by Weik (1974)
indicated in a labrratory study that the clustering of
niore than six commercials in a series leads to a sig-
nificant drop in brand name recall for commercials
which follow the sixth. However, this finding'is con-
tradicted by field research which indicated no
differences in recall when up to eight commercials
(the maximum number studied) are clustered
together (Ephron, 1975). The children’s studies by
Atkin and Duffy and Rossiter support the no-
difference contention. Neither study found any
differencc n brand name recall for the clustered
versus distributed presentations.

Ephron also presented a Gallup and Robinson
field recall study which showed a deleterious effect
if commercials for competing brands within the
same product category appeared within 30 minutes
of one another. Since the closer the two commercials
were together, the weaker the recall, it appears that
clustering could be detrimental for competing
brands, although not for noncompeting brands.
Neither of the cuildren’s studies was in any way ex-
tensive enough to test this idea—an important one
from the advertiser’s standpoint.

Another problem 1n all of the recall data cited
above is that none of the studies investigated cluster-
ing effects for new commercials versus familiar ones.
It 1s quite possibie that, at the time zat which the
clustering effects wére measured, familiar commer-
cials could already have attained their peak recall
levels from previous exposures. In this respect, the
clustering manipulation, particularly in the experi-
mental studies might be quite superfluous since
recall may actuwally have been attained under
unclustered, or at least differently ordered condi-
tions. A totally new commercial that appeared
regularly in the middle position of an extended
cluster might well have its recall performance
reduced.

In sum, the evidence on clustering as a (short-
term) volume phenomenon is inconclusive. Cluster-
ing does not appea: to help children to discriminate
between commercials'and programs, but more vahd
measurement is needed before this primary argu-
mert.in support of clustering is settled. Similarly,
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there seems to be little evidence to support adver-
tisers’ fears that clustering will affect the perforg-
ance of individual commercials, but neither can they
put to rest since new commercials and competing
brands have not been studied 1n the clustered format
proposed for children’s advertising

4. Repetition Effects

Our final topic in the area of volume and repeti-

tion 1s repetition, which is defined as frequency of ,

exposure to a single commercial rather than to com-
mercials en masse. There are two principal allega-
tions concerning repetiticn of individual commer-
cials. One 1s that repetition leads to stronger persua-
sion effects. This 1s an allegation that interests ad-
vertisers as well as critics of advertising, and we can
review the evidence for this contention without
regard to whether stronger persuasion 1s valued as
desirable or undesirable

The second allegation is that repetition produces
“irritation.” There has been no research on repeti-
tion and irritation with children’s commercials,
although Greyser (1973) reported this to be a fre-
quént complaint about commercials among adults.
We shall regard irritation as being a secondary effect
of repetition and one that is rather arbatrarily and
subjectively defined.2! In any case, as mentioned,
there 1s no children’s research to review. Of more 1n-
terest and importance 1s the first allegation: the rela-
tionship between repetition and persuasion.

Incidence of repetition estimated from the Barcus
data earlier suggested that the average child sees
most commercials (60 to 80 percent) at a rate of
about once a week, but that some may be seen as
often as twice a day or more Does rate make a
difference? Secondary evidence from a review of
learning i1esearch indicates that “'learning proceeds
at just about the same rate regardless of the interval
of time that elapses between successive responses”
(Hulse, Deese, and Egeth, 1975). For “responses” in
our case, we may substitute “‘attentional exposures”

2For example, Greyser notes that people are far more likely
to complain about comynercials foy product categories that don't
interest them and to like equally repetitive commercials for
product categuries that do interest them People may also be
more Likely to remember commercials that rritate them despite

the amount of repetition
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as the type of response relevant to commercials.22
Pending first-hand evidence from studies of
children’s commercials it therefore seems extremely
doubtful that differences in repetition rate, at the fre-
quency that children are hkely to encounter them,
would make any difference 1n ierms of les:ning
whatever 1s advocated by the commercial.

A second parameter is the number of repetitions.
We could not estimate from the incidence data how*
many times children see particular commerc.als.
However, we may guess that 10 times is a fairly typi-
cal figure and that three or four times might be a
minimum figure unless the commercial is backed by
an extremely light media expenditure. Secondary
research in learning (Hulse et al., 1975) agatn sug-
gests that the number of exposures may not make
much difference—at least for learning. In fact, some
theorists have recently argued that the effect of
repetition is not so much to increase learning as to
prevent forgetting. That is, many of the fairly simple
responses associated with children’s commercials—
e.g., brand names and basic brand attributes such as
appearance, vitamin content, or premium offers—
may be learned in just one or two trials, and the
effect of further repetitions would be to ensure that
the child “re-remembers” what was originally
learned and might otherwise forget.

This theory has interesting implications. Besides
proposing that repetition may make a child less
likely to forget a brand name, it also suggests that
repetition would not be likely to change a child’s at-
titude toward the brand, since what would be
remembered would be the originally learned at-
titude Thus, unless we are willing to accept an argu-
ment to the effect that brand name recall is a suffi-
cient definition of persuasion rather than the com-
monly understood definition involving a change 1n
attitude or behavior, 1t 1s possible that repetition—
or at least beygnd one or two exposures—actually
has no effect on persuasion. In fact, this theory fits

the available data remarkably well. Adult research

in a number of studies by Ray, Sawyer, and Strong
(see Ray, 1973) has shown that the effect of up to six

22For the more theoretically inclined we should note that this
conclusion applies only to operant learning and not to classical
conditioning The response of paying attention to commercials,
at least beyond ininial attention, s clearly a voluntary or
“operant” response

.
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repetitions of a commercial is mainly to increase
brand name recall. Measures of liking and intent to
purchase the product are minimally affected by
repetition.

Most “laboratory” studies of caildren’s commer-
cials reviewed in this report have shown the test
commercial only once. The exception is Goldberg
and Gorn (1974) who examined the effects of one
versus three exposures to the same commercial.
They found no increase i children’s attitudes or
choice behavior Leyond the single exposure results.
Another laboratory study by Atkin (1975c) pro-
duced interesting evidence on the field effectiveness
of repetition. Approximately 100 4th and 5th grade
children were shown a commercial for a well-known
complexion remedy; half of this group saw it once,
the other half twice, a few minutes apart. Another
100 or so children from the same sample base were
not shown the commercial. Atkin analyzed the
results in terms of those children who reported hav-

ing already seen the commercial at home, versus

those for whom this was an initial exposure. Correla-
tions with the laboratory treatment variable (shown-
not shown) were as follows:

Table 8-5
. Seen before First
Etfect measure! at home Encounter
“Information 02 22
recall

Believeability .02 27
Liking of brand -07 .28
Intent to buy -.08 .27

brand

TAtkin's longer list of effects measures 1s summarized here
and appropriate correlations are averaged for convenience of
presentation (see Atkin. 1975c)

These regults indicated that the “additional” lab ex-
posure %:i essentially no impact on those children
who had seen the commercial before. In contrast,
*“first time” viewers showed significant effects.23 A
separate analysis was conducted on those who saw
one versus two lab exposures of the commercial.
Again, consistent with the theory, the only effect of
the multiple exposure was on brand name recall.

1iEstimating the degree of freedom for these correlations at
50, with bivariate correfations an r of 27 would be significant at
the 05 level
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In sum, there is no evidence that either the rate or
number of repetitions affects children’s tendencies to
be persuaded by a commercial. Number of repeti-
tions can affect brand name recall, but neither at-
titudes nor desire for the product seem to be affected
beyond one or two exposures.

Finally, there is tt ¢ issue of brand name repeti-
tion within a commercial. Incidence figures put this
at 3.65, on average, with perhaps a quarter of all
children's commercials repeating the brand name
five or more times (Atkin and Heald, in press). The
Duffy and Rossiter (1975) study examined the reia-
tionship between audio brand name mentions and
brand name recall. The correlation was effectively
zero (r=0.06, n.s.). This could either be interpreted
to mean that the recall aspect of the repetition theory
does not hold for within-commercial repetition, only
for separate exposures to a commerzial, or that with
familiar commercials, as these may have been, brand
name recall had reached a ceiling. Even if brand
name repetition were effective, brand name recall,
as an effect, would not in our view constitute suffi-
cient evidence of persuasion. It is, of course, con-
ceivable that brand name repetition affects other
responses 3uch as attitudes or intentions; however, as
discussed earlier, this seems unlikely. Also, repeti-
tion as a phenomenon “within” commercials has not,
to our knowledge, been a really controversial issue
compared with the more general phenomena of rate
and number of individual commercial repetitions.

SUMMARY AND NEEDED RESEARCH .

1. Long-term exposuré effects. Perhaps the most
impressive body of rescarch on children’s responses
to television commercials has been that which docu-
ments the dramatic age-related increase in their cog-
nitive understanding of the nature and purpose of
commercials and the equally dramatic decline in
their feelings toward television commercials as an
institution. Paradoxically, however, their behavioral
responsiveness to commercials—as reéflected by
stated desires for advertised products and by fre-
quency of requests to pareits for these products—
declines only slightly over this childhood period.
The paradox involves a real contradiction only if we
assume that commercials should not be responded
to. If most comm=icials children see are nondecep-
tive and promote bona fide products, there is no
reason why increased cognitive understanding
should reduce children’s preferences for the prod-
ucts advertised (nor why lack of cognitive under-
standing should increase them). To hold other than
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this view 1s to assume that deceptive practices and
shoddy products are the rule in children’s television
advertising. Still, part of the paradox remains: why
do children develop such negative attitudes toward
advertising as they grow older?

The answer is probably just what it appears to
be—the acquisition of attitudes toward advertising
which are currently prevalent in society. There 1s no
evidence that children generalize this attitude to the
products promoted in children's commercials.

Still unresolved is the question of whether long-
term exposure to television commercials increases
children’s consumer socialization. The studies in this
area all suffered from either inconclusive
demonstrations the role af advertising in the
socialization process and/or poor dependent
measures of consumer socialization phenomzna. The
solution to the first limitation involves more precise
“tagging” of advertised versus nonadvertised items
as well as comprehensive measurement of other
variables that affect consumer learning besides
television advertising. The role of television adver-
tising could then be assessed through experimental
or statistical controls.

The solution to the second limitation 1s to
develop more valid and reliable measures of con-
sumer socialization effects. The validity problem 1s
complex, but we could proceed well beyond the cur-
rent state of measurement by excluding measures
with questionable face validity. The reliabihty
problem is simple by comparison, since it involves
basic procedures of an item analysis and measure-
ment replication (see Rossiter, in press).

A type of research that 1s needed mainly for
theoretical reasons is longitudinal measurement of
commercial exposure effects on a single child
Longitudinal measures could then be replicated with
many children to provide a more generalizable pic-
ture. The predominant alternative, of course, 1s the
reliance on cross-sectional methodology to infer
longitudinal effects.

Indeed, cross-sectional research 1s quite satisfac-
tory for most decisions faced by children’s advertis-
ing policymakers. No one has yet mounted a con-
vincing argument as to how or why longitudinal
research would greatly improve our knowledge of
advertising’s effects on children. There is, in fact, lit-
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tle evidence 1n current research to suggest that
longitudinal studies with individual children would
yield results that are significantly different from
those derived from representative figures for the
“average” child at various age levels.

2. Heavy viewing effects. Heavy viewing effects
are somewhat different from long-term exposure
effects in vhat they focus on the effects of volume
within age groups rather than on the cumulative
volume across different age groups. ferhaps the
most 1mportant conclusion in conjunction with
heavy television viewing—and, by implication heavy
exposure to commercials—is that such viewing does
not retard children's cognitive understanding of ad-
vertising. On the other hand, heavy viewing does not
accelerate it either. The evidence on cognitive un-
derstar.ding seems to be clearly 1n favor of some sort
of Piagetian explanation in which developmental
processes are dominant and stimulus experience,
beyond a minimally typical level, does not seem to
matrer much.

However, heavy television viewers at each age
level do tend to hold more favorable attitudes
toward commercials and toward products they see
advertised. This is especially pronounced at younger
age levels, at least until Ist grade, and there 1s some
evidence that this heavy viewer difference persists at
a noticeable but diminished magnitude thereafter.
But we cannot conclude that this apparent tendency
for heavy viewers to be persuaded somewhat more
often than their lighter viewing peers has anything to
do with poorer cognitive capacity; this simply does
not differ as a function of mdlvldual viewing levels
within age groups.

A possible explanation is that heavy viewers tend
to see more products, and more products that they
like, so that their aggregate liking of commercials
and aggregate total of expectations based on com-
mercials 1s higher because of differential product-
generated reinforcement. This explanation is sup-
ported by the supplementary finding that heavy
viewers are no more favorably predisposed than
light viewers toward commercials such as public
service announcements which do not involve “lika-
ble” products. We must conclude from existing evi-
dence that heavy viewers may be more often per-
suaded, since they see more commercials, but that
this does not involve notions of deception or
deceivabilty.
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Robertson and Rossiter's research has offerec the
best measures of children’s cognitive understanding
of commercials to date because they are based on a
comprehenstve model of cognitive criteria
developed from work by Paiget and Guilford.
However, further refinement and testing would be a
worthwhile endeavor because so many policy deci-
sions 1n children's advertising have to do with decep-
tion and, specifically, with the capacity to be
deceived or misied What we need 1s a valid and
reliable test to establish this capacity.

The first study that should be conducted to
“norm” such a test should involve girls as well as
boys ‘(the latter were the subjects of the original
Robertson and Rossiter research) Other studies
(e.g.. Farguson, 1975) suggest that across age
groups, girls will not substantially differ from boys,
consequently, the preceding conclusions did not
allude to what would otherwise appear to be a defi-
cient sampling base. However, this should be cor-
roborated by studies 1n which the cognitive measures
are taken with children of both sexes

3. Clustering effects A third aspect of the volume
issue 1s posed by the question of whether clustering
of children’s commercials would benefit children—
or perhaps penalize advertisers The evidence on
both questions 1s inconclusive. The separation issue
s unresolyed because appropriate measures of
children's discriminatory ability have not been
employed 1n studies to date. The clutter issue is
unresolved becausc experiments on clustering have
used nonnovel commercials whose effects (eg.
brand name recall, brand attitudes) could have been
attained prior to the clustering manipulations 1n the
studies. A further controversy arises over the
possibility that commercials for competing brands
within the same product category may suffer most
from the greater likelihood of juxtaposition under a
clustered format

The program-commercial discrimination issue
received detailed attention in Chapter | of this
report. Recommended improvements 1n
methodology such as the use of signal-stopping tech-
niques are equally applicable to research on cluster-
ing which seeks to test the hypothesis that this pro-
posed format for children’s commercials offers a
policy-relevant benefit Regarding future studies on

Q
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the advertisers’ hypothesi. that clustering 1s an un-
fair imposition on the right of individual advertisers
to reach their potential audiences, we reemphasize
the importance of employing commercials never
seen before. Otherwise, cluster effects will be con-
fused with previously established responses to the
commercials. This research should be particularly
careful to control for serial position or order effects
stnce these are critical to the contention about clut-
ter.

As yet untested 1s a corollary to the advertisers’
hypothesis that commercials for competing brands
are more detrimentally affected by tne clustering
format than commercials tor noncompeting brands.
This corollary introduces an area of research that
goes beyond the clustering 1ssue. Competitive brand
choice has rarely been investigated with children,
especially with the predominance of single-commer -
cial samples in children’s advertising research.

4 Repetition effects We can be more conclusive
regarding the effects of repeated exposure to in-
dividual commercials There seems to be httle basis
for concern that repetition leads to greater persua-
ston—unless by persuasion we mean no more than
the ability to remember the brand name mentioned
in the commercial. A considerable amount of sec-
ondary research in learning theory and the available
primary research indicates that neither the rate at
which children encounter a commercial (1€, fre-
quency per program or per week) nor the total num-
ber of times they encounter it, beyond the first one or

* two exposures, has any incremental effect on either

their hiking of the brand or their intention to request
or buy 1it. The'effect of repetition seems to be mainly
to prevent children from forgetting their originally
learned reactions to the product

However, these conclusions about the rate of
repetition stem from secondary research. Although
the theory and findings are substantial, a replication
with children's commercials as the stimuli wouid
establish whether or not the absence of a rate effect
generalizes to our specific domain of interest. Con-
clusions about the number of repetitions derives
from both primary and secondary research.
Therefore, further research in this area 1s not a prac-
tical priority, although repetition poses a fascinating
pursuit for the theoretician



Chapter 9

.

THE EFFECTS OF TELEVISION ADVERTISING ON CONSUMER SOCIALIZATION

The term “consumer socidhization™ reters to the
continuous. on-going process by which chiidren
learn skills, knowledge, and attutudes relevant to
their present and tuture behavior as consumers
(Ward, 1974) Although there 1s httle agreement
about what skills, knowledge. and attitudes com-
prise “consumer soctalization.” 1t 1s understood
various agents have a role in this process—parents,
peers. schools. the community. as well as television
advertising

In some form. advertising surely attects chitdren’s
learning about the marketplace Parents report that
children readily learn beand names and jingles trom

~advertising Research has investigated various
aspects of children’s learming trom commercials—
e.g . sources ot product intormation (Caron and
Ward, 1975). consumer processing skitls (Ward et
al . 1976). and learming about products and pre-
miums (Rubin, 1972, Shimp ct al | 1975)

But what s the nature ot adverusing’s contribu-

tion to consumer sociahization? Does advertising”

contribute to a4 broader understanding ot the
marketplace, and does it help to develop “good™ or
“effective” consumer skills during childhood and
later years? Or, does advertising intertere with the
development of such skalls?

A prior question which must be answered 1s what
particular skills, knowledge. and attitudes comprise
“ettective™ or “good™ consumer behavior? Also, do
the long-term ctfects soctahization
supersede the short-term cttects ot specitic advertis-
ing”? In other words, it children are musled™ by in-
dividual commercials. or do not tully understand
some of them. 1s there evidence of cumulative, fong-
term harm” How do we detine harm? Finatly, how
do we compare consumer behavior tor those ex-
pused to television advertising and those not ex-
poscd. since virtually all children growing up in this
country are exposed to television trom an early age’

ot consumcr

Some of these questions were addressed an the
preceding chapter ot this report, m terms ot the
etfects ot children’s cumulative exposure to televi-
ston advertsing over time Here. we will examine
the tssues 1n terms ot television advernsing as one ot

muluiple tactors that play a role m the process ot a
child’s consumer socualization

RESEARCH EVIDENCE

In this.section, we will examine available evi-
dence on, three major policy questions relating to
consamer soctalization

I The process How does consumer socialization
oeeur”?

to

Difluences on the process What s the role ot
advertming relative to other ntluences upon
the child’

3 The putcomes What v the mipact on aduit
behavior of chitddhood consumer-related ex-
periences’

Outcontes of consumer soctalizatton Three studies
pertaining to the impact ot carly experience on later
behavior are examined below  They sllustrate the
ways 1n which the outcomes ot consumer soctaliza-
tion have been considered  Guest (1942, 1985)
simply exantined consistency n brand reterences
hetween childhood dand adult years. Arndt (1971)
attempted to examune parental impact on older
offspring. and Ward, Wackman. and Wartella
(1976) detined consumer sociahization outeomes in
terms of the development of IMtormation-processing
skills

In one of the tew Jongitudinal scudies in consumer”
research. Guest mterviewed subjects regarding
brand loyalty and then reinterviewed them atter a
I 2-year imterval At the time ot the onginal mter-
{1942). the subjeuts (3d to 12th grade
children) reported their “tavorite brands ™ The sub-
sequent intery iews 1n 1954 mndicated astrong degree
ot “brand loyalty.” sirce about one-third of the sub-
jects mantained their preference for carhier-named
brands. even when present use age at oniginal inter-
view, [Q, and sociocconomic siatus were controlied

ViCWwS

However, Guest's studies sutfer trom the comnmon
ditticultes of longnudingl studies, in that only 20
pereent ot the onigingl subjects could be located
and or returned (e mail remteryiew questionnaire,
and brand availabihty could not be controlled
Theretore, his data cannot be considered concdusive

El{fC‘ 12/ 133
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Arndt examined parental influence on ottspring’s
consumer behavior, tinding signiticant agreement
between college students and their parents regarding
favorite stores, brand loyalty. and such socal
characteristics as optnion feadership and innovative-
ness Arndt reported that college students and therr
parents dittered concerning their perceptions ot the
importance ot brand ditterenees tor various pro-
ducts, but 1t 1s not clear whether ditterent kinds ot
items were purchased by college students and thesr
parents or whether they purchased the same 1tems
but used them ditterently Arndt also reported
parent-offspring stmilarity in “behavioral variables’
(tavorite steres. opinion leadership, and willingness
to try new products). but these tindings may correl-
ate with other variables, since the students hived at
home Morgover, the small sample (55 students and
parents) dous notpernut geaeralizauons to the large
population ot college-aged students who do not Inve
with their parents

Ward, Wackman. and W artetla sought to detine
consumer soctalization in terms of the developmenrt
of certain ntormation-processing skitls  They cov-
amined data trom 615 mother-child pairs. including
equal numbers ot children in kindergarten, 3d, and
6th graders "Higher' and ~lower”™ levels ot mtor-
mation-processing skills in the children were con-
ceptualized by the authors accordimg to the cogmitive
abilities required For example, higher fevel skills
mcluded awareness ot the purpose of advertsing
and use ot multiple and abstract teatures ot products
in brand comparisons, while lower level skills in.
cluded brand comparisons on the basis ot pereeptual
attributes and awarcness of a few sources of product
information  The authors tound that consumer in-
tormation-processing skills were strongly related to
the children’s age and level ot cogmitive ability—an
indication that such skills do mmdeed develop trom
early to later childhood However, the relationship
ot television adverusing to the aequisition « these
shils was not at all dear or consistent (see chapter
&)

In summary, there are no tirm data to demon-
strate that childhood consumet experiences. includ-
ing exposure to advertsig, have a direct impact on
fater adult behavior
longitudinal studies, and we do not know which
early events have a lasting unpact . ad which do not

Fhere have been no extensive
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Cross-sectional data do exist. however, to descrihe
the average development of consumer skills during
the age span of approximately § to 12 vears

How convumer sociadization occurs Data are scant
and idirect with regard to consumer socialization
Bandura (1971) pomnts t the imporiance of an 1m-
itation theory ot learning tor studics ot consumer
socialization, and some recent research provades evi-
dence that parents expect therr children to learn
consumer skills through imiutation rather than
through directed training by parents or schools
(Ward et al | 1976}

The donmnant theory in studies ot consumer
soctalization concentrates on cognitive  develop-
ment A study by Ward. Wackman, and Wartella
(1975) attempted to integrate ideas about cogattive
development and tamily interaction Atter review-
ing rescarch on parental influences on children, the
authors identiticd tour classes ot tamily influences
which were expected to attect consumer socializa-
ton at vdrious stages chitdren s cognitive
development

ot

1 Goaly mothers have tor their children’s con-
sumer learning.,

4

2 Mothers’ behavior as consumers, tocusing on
chetr use of mtormation in consumer decisions,

3 VMother-child regarding  consumer

deciyions i both motheranitated and child-

Nteraction

tnihiated fearning situations,

4 Children’s opportunities for independent con-
stmer behaytor

Fhe specitic vartables included in cach category are
hsted 1n table 9-10 along with the socioeconomic
status of the subjects

Ditterent tamily influences attected higher and
lawer fevel mtormation-processing skills, depending
on the stage of cognitive development ot the child
For vounger children, mother-child interaction
(vaniable 3 above) was most strongly related to co
sumer itormation-processing development. whal
tor older children, the learning seemed to proceed
more through obsery ation and mitation ot mothers’

behavior as consumers (variable 2 above)
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Table 9-1

Family influences Affecting Consumer Socialization

Mother's Consumer Education Goais

Number of moné&y goals

1
2.
3
4

Mother's Own Consumer Behevior

Budget planning
Budget accounting

NGB HE N~

Number of quality shopping goals
Number of bargain goals -
Degree of opposition to children's commercials

Frequency of using contextual attributes in purchases
Frequency of using price/appearance attributes in purchases
Frequency of using advertising attributes in purchases
Relative efficiency of information use in purchases

Total infarmation use in purchases

Number of sources consulted in major purchases

Mother-Child interaction About Consumption

- R AN NI

Children’s Opportunities Variables

Total child income

LI AR R

Other

1. Family socioeconomicC status

Frequency of negotiating purchase requests
Frequency of refusal with explanation
Frequency of not yielding to purchase requests
Frequency of discussing consumption generally
Number of comments about commercials
Flexibility in responding to purchase requests

Number of different sources for money

Frequency of taking child shopping
Child power in making purchases
Frequency of exposure to television commercials

Source Ward, Wackman, and Wartelia, 1976

The authors also found evidence of three ways in
which parents influence consumer soc.alization

! By directly influencing the rate of cognitive
development of the child. which in turn atfects
consumer information-processing skills,

5

-

By influencing the child’s use vt existing cogni-
tive skills 1n consumer situations,

s
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3

3 By directly intluencing the child’s performance
as a consumer, regardless ot cognitive abilities.

A somewhat surprising, but tentative finding 1s that
some kindergarten children can idenufy the selling
purposes of advertising and display other consumer-
riated skills beyond what would be expected from
theoretical descriptions ot their cognitive-stage
abihities The most important variable predicting
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this higher level skill was the trequency ot con-
sumer-relatéd parent-child interaction (variable 3
above). It this finding 1s replicated, 1t would suggest
that parents of even very young children may have 4
major impact on relatively advanced consumer-
wiformation processing skills

Theories of learning, cognitive development, and
family interactioa all may help to increase our un-
derstanding of how consumer sociahization pro-
ceeds. But actual data do not yet exist The himited
research to date suggests that the family plays a cru-
cial role and that the process appears to change over
the course of childhood. since parents treat
different-aged children ditferently and children's
cognitive abihties change It also appears that early
parent-child interaction 1s a key .element. followed
by the increasing imporance of observation and im-
itatien n later childhood

Influences on consumer socialization, Several
studies have attempted to assess the relative In-
fluenczes of family. peers, and mass mredia on con-
sumer socialization. A tew have used self-reports to
provide estimates of family, peer, and media in-
fluences on responses to advertising (James, 1971),
on purchase acts (Teter, 1966), and on drug at-
titudes and use (Kanter. 1970) The general finding
1s that parental influence decreases, and peer 1n-
fluences increases. with age. Mass media influences
are reported to be low and constant over later child-
hood and early adolescent years Hawever, these
self-reporting measures ot influences are ot suspect
vahidity

Ward and Wackman (1971) examined the rela-
tive intfluence of parents and media on four aspects
of “consumer learning™ among jumor and sentor
high school students (1) recait of TV commercial
slogans. (2) attitudes toward commercials, (3)
matenalistic attitudes. and (4) self-reported eftects
of auvertising on specific purchases They reported
that learning of slogans 1s more a function ot in-
telligence than of TV exposure time However, atg
titudes toward advertising and materialistic at-
titudes were both found to be related to the reasons
given by the subjects for watching commercials Par-
ticularly important were “social utility” reasons—
1 e., the motivation to watch commercials as a means
of gathering nformation about life styles and
behaviors associated with uses ot specific consumer
products

Aruitoxt provided by Eic:

Younger adolescen:s talked more with parents
about specific consumption practices and acts, but
such ntrafamily communication was operative for
all adolescents 1n mediating between exposure to ad-
vertising and purchases In a partial replication of
this study, Stephens and Moore (1974) and Moore
and Stephens (1974) reported findings similar to
Ward and Wackman However, in contrast to the
earlier study, the researchers found only marginal
differences hetween younger and older adolescents
In parent-child communication about consumption,
and also found this communication to be infrequent.
This may be due to ditferent family characteristics in
their semirural sample (Ward and Wackman’s sam-
ple was suburban)

Using self-reports, Fauman (1966) studied the
relative influence ot parents and pecrs on brand
preferences and brand loyalty among 250 boys
(grades 10, 11, and 12) from predominantly work-
ing-class families. Both peer and parental influence
on brand preferences were found to decrease with
children’s intelligence, but were not related to media
exposure time While parental influence dccreased
with age, peer influence remained constant with age,
suggesting that this source ot influence 1s established
hy early adolescence, or about 10th grade. However,
the direction of influence s not clear. If a son s cor-
rect 1n reporting that he and his father use the sa- .e
brand, it may be that the son has infiuenced the
father's brand preferences, rather than vice versa.
Brand loyalty was found to increase with age but
decrease with intelngence and with increasing media
¢xposure /

The resuits with respect to intelligence re not im-
mediately clear Perhaps higher intelligence is rel-
ated to lower respect tor peers’ opinions. or with in-
creased knowledge of consumption alternatives, or
perhaps ziven the concurrent effects of lower In-
telhgen  and higher media exposure, certain
adolescents are more easily persuaded by different
brand appeals Fauman did not explore these in-
teresting possibilities

Cateora (1963) analyzed teenage consumption
patterns and relative nfluences of peers and parents
on some of these patterns Sclf-administered ques-
tionnaires were completed by 189 juniors and
seniors 1n ope high school 10 a “small” city. Cateora
found considerable homogeneity among adolescents
concerning various “consumer valuesand goals,” in-
cluding attitudes toward credit and saving, attitudes
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toward comparison shopping, relationships among
quality, quantity, and price, and attitudes toward
merchants and advertisin, These values were
relatively independ 2nt of social class.

However, inspection of the data 1« several
curvilinear relationships between social class and
consumer attitudes and practices: L.ower class and
upper class students often expressed simular at-
titudes, but these differed from those of middle-class
adolescents Such results i ay indicate that different
experiences may lead to expression of the same at-
titude For example, regarding atutudes toward
quality vs quantity 1n buying apparel, the responses
of middle-class adolescents who said they preferred
to buy one pair . < good-quality shoes rather than
several pairs of ! _ser quality shoes may reflect their
naving experienced this choice, whereas the same at-
titudes expressed by lower class adolescents may
refiect their desire to be able to make this kind of
purchase selection

It appears that the studies of consumer socializa-
:ton examined here reflect the conventional wisdom
that parents become less important and peers more
smportant as children enter adolescence. However,
studies have examinerd only a few aspects of con-
sumer soctahization, and advertising is ofien not
even considered More data are needed before
definitive statements can be mac ' abcut the relative
influence of differcat sociahzing agents In these
tuture stud:es, a major probieia will be to idenufy,
measure. and compare the degrees of influence of
ditferent sociahization agents. It may be less impor-
tant to try to specfy how much various influences
atfect behavior than to understand how sociaiizing
agents combine to atfect children. We might find, for
example, that television advertising provides nfor-
mation and a shost-term stimulus for product
desires, but parents medtate these outputs 1n their
ottspring over much longer periods of time Such a
possibiiity 1s considered 1n our next chapter. on
parent-child interaction.

SUMMARY :

It consumer socitahization 1s defined 1n terms of
development oi skills, attitudes, and knowledge
relevant to consumer behavvr, then it 1s probably
safe to conclude that television advertising is one of
many influences on the process. What is not clear
trom existing research 1s whether television advertis-

“w oo

ing contributes to “good™ consumer
behavior patterns, whet’ =r advertising merely pro-
vides consuger-related stimuh which provides a
catalyst 1n the process; or whether television adver-
using’s influences contribute to any .ong-range
sociahzation effects. v

“effective” or

Data do nof exist to support the contention that
long-term consumer socialization obviates short-
term 1ssues pertaining to children's comprehension,
of individual advertisements In any case, if one
oelieves that children have a night to be able to fairly
evaluate advertising messages, it seems advisable to
separate shor.-term and long-term effects. regard-
less of how long the effects of commercials may last.
There are also no longitudinal dat. to assess the
long-range impact of exposure to advertising during
childhood Data do support the contention that ad-
vertising contributes to some elements of “consumer
learning " However, the research emphasizes the
primary role of the family tn mediating advertising’s
effects and 1n contributing directly to consumer
socialization.

NEEDED RESEARCH

The most compelling research need 1s indicated
by the long-term nature of const 1€r socialization
effects. It 1s clear that further research 1s needed on
the extent to which early learning affects later con-
sumer behavior One view 1s that as peog "e get older,
role changes make early learning ummportant The
other view holds that « .ily learning remains a prim-
ary determinant of later patterns of cognitiun and
behavior. Both of these simple views may bc
misleading It may be that the question is not how
much early learning experiences influence later con-
sumer patterns, but which aspects of early learning

. are mmportant and which are not

. reflect something of. the

131

Derhaps the most vexing problem is.specifying the
outcomes-—just what skills, attitudes, and behaviors
comprise consumer socialization, and liow can these
“quality” of consumer
behavior? A promising approach may be an infor-
mation-processing framework, since 1t focuses on
such complex cognitive skills as selection and use of
information relevant to purchase decisions. Such
cognitive - ~erations are tundainental to purchasing
behavior and ar¢ mo.e important and explanatory
than the simple cataloging of purchases over i or
the measurement of changes 1n consumer attitnges.
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Extremely long-term longitudinal research does
not seem necessary or desirable.. Rather, research
could combine longitudinal and cross-sectional
design features (see chapter 12) Finally, research on
consumer soctilization would seem to require

O
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“naturalistic” 'kinds of data-gathering prncedures;
e.g., using purchase diaries followed by retrospec-
tive interviews, rather than simple surveys which
rely only on verbal-report data.
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Chapter 10

TELEVISION ADVERTISING AND PARENT-CHILD RELATIONS

There has been great concern about the eifects of
advertising on family relations. This concern takes
several forms.

. Consumptloﬁ requests by children, par-
ticularly those attributed to advertising, may
stramgarent-chlld relations.

e This Strain may be greatest among
economically disadvantaged families, who
presumably must deny most requests.

e Denial may be frustrating te both parent and
child, leading to guilt and resentimient.

o Children’s requests may complicate family-
consumption priorities, leading to maladaptive
practices, especially among the poor.

- Action for Children’s Television (1971) summar-

1zes these concerns as follows.
Y
In the case of children’s advertising, the pur-
pose is to use *he child as a surrogate salesman
to p ‘essure the parent intc buying the product.
This is unfair to the c'.ild . . . to the parent
and can be damaging to the parent-child rela-
tionship.
Green (1971) of HEW's Office of Child Develop-
ment offers a similar view
The child . ., 1s put in the position of an inex-
perier.ed solicitor; and the parent, an ex-
periencer! though unsolicited buyer. When the
parent denies th= child’s request for an adver-
tising product he may feel quilty or résentful at
being repeatedly placed in the position of hav-
Ing to say ‘no."

Some me.abers of the marke’ing tommunity hold
a contrary view, claiming that advertising can tesult
In pwitive interactionl between parents and-child,
teach'ne *he child intelligent habits of purchase and
consu.rtion. Fo: example, Banks (1971 suggests
that the exchange between parents and child “may
actually facilitaie the child’s ability to cope with the
realities of independent lving.” :

These concerns are addressed by the followmg
research questions:

e What attitudes do parents hcld toward
childien’s advertising? How much do they re-
sent its intrusion on family interaction proc-
esses?

e What mediation do parents exercise regarding
children’s viewing behavior” How much parent-
child co-viewing occurs and how much do
parents control the amount of televi -on view-
ing by their chlldren and the types of programs
watched?

e How much parental mediation of children’s
product requests occurs? What level of requests
do children initiate?

~ How do ﬁarents handle children’s requests?
What 1s the incidence of parental yielding vs.
denial?

e What are the outcomes of parental mediation?
How much conflict or disappointment results?
What learning occurs from these interactions?

CURRENT REGULATION

The purpose of advertising to children 1s, of
course, io encourage sale of the product or, as stated
by NAD (1975), ** .. to encourage trial and repeat
purchase.” This lnevnably involved parent-child in-
teraction of some sort, since parents are in the
pivotal role of mediators between advertising in-
fluences and trial or repeat purchases.

Nevertheless, advertising on childrep’s programs
must not exhort children to pressure their parents to
buy. The NAB code specifically grohibits advertis-

-ing-induced pressure

#

Children shall not be directed to purchase or
to ask a parent of other adult to buy a product
or service for them.

139



ERI

The NAD policy 1s essen'ually the same.

Children should not be urged to ask parents or
others to buy any product

INCIDENCE

Consistent with the NAB code, national adver-
tisers may no longer explicitly ercourage children to
ask their parents to buy a product However, even
before enforcement of this code, the incidence of
such direct urging was very low. Winick et al.
(1973),1n a 1971 content analysis of children’s com-
mercials, found that only 1.3 percent of commercials
encouraged children to ask their parents to buy.
However, advertisers are free to encourage children
to request products from parents by means other
than direct exhortation

RESEARCH EVIDENCE
Farental Atiudes Toward Children's Commercials

There are two sources of data regarding parental
attitudes towards children's commercials: (1)
parents’ complaints about children’s commercials;
and (2) survey research evidence on parental at-
titudes toward children’'s commercials.

Statistics on adult complaints about advertising
come from the FCC and the NAD. In 1973, the FCC
received some 55,000 letters commenting on or
complamning about television. Of these letters, orly
34 specifically complained about children's com -
mercials. However, in 1974 the Commission
received over 100,000 letters commenting on adver-
tising practices in children’s television, of which 90
percent were negative. The impetus for this outpour-
ing of letters was the efforts of Action for Childrer’s
Television

The second source of data on parental complaints
in the NAD, ghich in tue first year of operation,
1974, logged about 125 letters from the public con-
cerning children and advertising. On the basis of
these complaints, the NAD opened six formal inqui-
ries. The unit also opened 20 inquiries based on 1ts
own monitoring of children’s commercials
{Campbell, 1975). /,

For parents to complain about advertising to
children requires considerable initiative on their
part, since the means of registering complaints are

not widely publicized. Thus, we must assume that
the frequency of registered complaints may con-
sideratly undeistate the actual level of concern. In
contrast, it may well be that surveys of parental at-
titudes regarding advertising and children may con-
siderably overstate the amount and strength of nega-
tive sentiment. When asked, parents may feel
obliged to comment negatively on advertising—
especially advertising to children, although such at-
titudes may be relatively unimportant to them.

This issue 1s addressed in research by Bauer and
Greyser (1968). In general, they find that adults do
not regard advertising as particularly salient to
them. Although adults express definite opinions
when asked about advertising, it is not a topic which-
they spontaneously discuss or feel strongly about. In
terms of overall attitudes, Bauer and Greyser report
that 41 percent of the public is basically favorable
toward advertising, 14 percent unfavorable, 34 per-
cent m>zed, and 8 percent indifferent. About 15 per-
cent of the sample cites advertising as needing im-
mediate attention and change.

When parents are asked to express their opinions
«bout advertising to children, their reported at-
titudes are often considerably more negativ~. In a
study conducted op behalf of .\ction for Children's
Television, Yanexlovich {1970) found that many
mothers complained about commercials, especially
misrepresentadon of the product, manipulation of
the child, and strains on low-income familes.
Another survey, by Ward, Wackman, and Wartella
(1975) find the following profile of responses to
children’s commercials among 615 parents:

o Strongly negative 23%
e Negative 50%
¢ Neutral 23%
® Positive 4%

100%

These negative attitudes are most’ pronounced
among parents of younger, kindergarten-age
children, but do not seem to be associated with
social class.

Adult att:itudes toward chiliren’s commercials
are negative, but how strongly held ire they? A
survey by Atkin (1975g) suggests th... - majority of
parents are willing to pay the price of commercia!
interruptions on children’s programs in order to
havé these programs conunue. With a sample of 301
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mothers of, school-age children. Atkin finds the However, as the authors note, the phenomenon is

following more complex since parents have multiple goals for
. ' their childrem, including fostering responsibility,

e Most mothers are opposed to banning of com- education, and exposure to-different value systems.
mercials on Saturday morning television (53 Parents may feel -that the regulation of television
percent opposed, 28 percent in favor, 19 per- viewing is 1n conflict with other socialization objec-

ceat maybe or don’t know). tives. As Feldman, Wolf, and Warmouth conclude:

“Only with an appreciation of the conflicts facing
parents and an appreciation of the choices available
to them can we assess what should be asked of them
and what must be asked of the larger society.”

.o TV-advertised children's products «.c judged
to be neither a better nor a worse value than
unadvertised products.

e Only 49 percent of mothers report having seen

any Saturday morning commercials Roper (1975) conducted a study of parental at-
titudes for the Television Information Office of the
NAB. The data shown 1n table 10-1 indicate, in
general, that resistance to commercials on children’s
programs 15 much less than acceptance; that resist-
ance declined somewhat between 1972 and 1974;
and that resistance was somewhat greater among
parents of the ycungest children. We could dispute
the wording ot the questions asked as being perhaps
less than neutral, as well as the validity of single
question attitude scales. These results are, however,
consistent with the Atkin (1975g) survey cited
earlier

e Only 22 percent of mothers can cite a particu-
lar commercial which they feel 1s especially
bad for their children.

The mothers’ opinions would not seem to be
based upon much direct observations, since one-half
of the mothers have not seen any Saturday morning
commercials This raises the issue of salience of
parental attitudes toward children’s commercials.

Research by Feldman, Wolf, and Warmouth
(1976) also prcbes attitudes of a randomly selected
sample of 15G parents of children between 2 and 12

) Fi .
years old These conclusions can be drawn inally, Culley, Lazer, and Atkin (1976) ex

amined attitudes toward children’s commercials

. across a range of publics, including “‘townspeople,”
e The average level of cancern about children’s g P & peopie,

“advertising agency executives,” “Action for
commercials 15 not high , - " “
| Children’s Television spokesperson,” and “govern-
e Nevertheless, 65 percent of the sample felt ment” (regulatory agency) personnel. The sampling
some sort of regulation 1s needed in this research is far from ideal, exc=pt for the

“townspeople” respondents who were randomly

selected. The methodology also varies in that the

“townspeople” nterviews were conducted in-per-

son, whereas the other interviews were secured by

mail. We should also be aware that the “townspeo-

e Level of concern about child-directed com- ple” are not nccessarily parents of children.
mercials is not predictable from demographic Nevertheless, the comparison of attitudes among
characteristics or from family characteristics— these.groups 1s 1nteresting, os shown in table 10-2.
such as family size or age of children.

‘e There is no apparent relationship between
parents’ expressed dissatisfaction with com-
mercials and their monttoring of children’s
televisior. viewing

.

e Among the two-thirds of the sample preferring In regard to the perceived effects of televised ad-

. regulation, 65 percent would prefer regulation vertising on children, the “‘townspeople’ and
by an independent ¢t =2n’s group, such as “government” samples express surprisingly similar
ACT: 20 percent wou. prefer industry self- opinions, while the “advertising agency” sample is
regulation, 10 percent would prefer govern-  considerably more positive and the "ACT” sample
ment regulation; and 5 percent would prefer an considerably more negative. in general, about one-
etectronic device that could be attachedto the quarter of the : wnspeople feel that.advertising
television set. helps develop good consumer skills (item 1 in the ta-

ble); about one-half feel that commercials may

Thus, parentsseem to wish to abdicate the respon- arouse anxieties in children (1tem 4), two-thirds feel
sibility for regulation of censorship to other sources that commercials increase parent-child conflict
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Table 10-1

Parental Attitudes Toward Children’'s Television Advertising:

“Now I'd like to ask you about commercials on children’s television programs—and | mean all kinds of
children’s programs. Some people think there should be no commercials in any kind of children’s
programs because they feel children can be too easily influenced. Other people, while perhaps objecting
to certain commercials, by and large see no harm in them and think children learn from some of them. How
do you feel—that there should be no commercials on any children’s programs, or that it is all right to have

them?”
People who have children:
Both under
Total Under 6 years and over 6 6-16 years
Sample old only years old old only
On Children’s programs 11/72  11/74 11/7_  11/74 11/72 11/74 11/72 11/74
% % % % % . % % %
Should be no commercials 32 27 39 34 37 31 31 27
All right to have them 60 63 58 65 62 66 64 67
Don't know/No answer 8 10 3 1 1 3 5 6

“If eliminating commercials on children’s TV programs meant considerably reducmg the number of

children’s programs, which would you favor .."

11/71 11/72 11/74
Eliminating the commercials and consiuerably reducing the number ot
children’s programs, or 43 % 38 % 35 %
Keeping the commercials to keep the children’s programs 47 53 54
Don't know/No answer 10 9 11

Source Roper Organization (1975)

(item 3), and almost all the townspeople feel that
commercials often persuade children to want things
they don’t need (1tem 2).

As to level of regulation, the townspeople favor
an increase (item S5) but, as reported in other
research, do not favor an outright ban on children’s
commercials (item 7). The ACT sample was the
most regulation-oriented of all, by a substantial
margin over the government sample (items 5, 6, 7).
Given the regulatory alternatives, the townspeople
are more inclined toward industry self-regularion
than toward government - lation (items 8, 9),
whereas the ACT sample p...._ little confidence 1n
s#lf-regulation (item §)

In summary, parents do appear to be concerned
and to have some complaints about children’s televi-

[&p

sion advertising, but, for the most part, this concern
1S not so intense as to favor banning commercials
altogether. Parents do favor increased regulation,
with a preference for industry self-regulation and
some sentiment for more government regulation.
Parental opinions about children’s commercials may
not be strongly held or highly salient. Attititdes
toward children’s commercials obviously vary
across publics, from advertising agency éxecutives -
on the positive side of the spectrum to Action for
Children’s Television representatives on the nega-
tive side

Parental Medwation of Television Viewing Behavior

Here we are concerned with iwo main 1ssues: the
extent of parent-child co-viewing, and the level of
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Table 10-2

Attitudes of Consumer, Advertising, ACT, and Government Regulatory
Agency Group Samples Towards Chlldren's TV Adveniping

wampooplo Agency ACT Government
Sample Sample Sample Sample
tem ) (N=455) (N=T71) (N = 51) (N=21)
A. TV Advertising Effects on Children (Percent Agreement)
1 Advertising helps develop a child's
ability to make good consumer deci-
sions 27 © 65 2 23
2. Commercials often persuade children to
want things they do not reaily need 195 66 200 95
3. Tolevision commercials lead to an in-
crease in parent-child conflict 67 7 a3 . 64
4. Television commercials often arcuse
anxieties and feelings of insecurity in
children 51 3 76 41
B. Level of Regulation
5. Television advertising to children
should be more regulated than it already
is 77 23 100 91"
6. Children's television advertising re-
quires special regulation because of the
nature of the viewing audience 89 61 98 86 j
7. Advertising on children’s television
programs shouid be banned completely 32 3 89 36
C Mode of Regulation .
8. Commerciais to children should be
regulated by advertisers themselves 54 63 14 23
9. Commercials to children should be
regulated by the government 30 11 70 50
10.1t is up to the parents to regulate
children's television viewing behavior 93 97 81 67

Source Culley, Lazer, and Atkin (1976)

parental control over the amount and type of
programs viewed by their children A related factor
is the presence of multiple-television sets within a
household and the resulting effects on family view-
ing patterns.

Parental control over the amount and type of
programs viewed 1s a direct forn. of mediation The
presence of a parent as a viewing partner provides 4
further opportunity for mediation of program and
advertising content Parents and children may ex-
change comments, and instruction may take place,
even if it is not deliberately studied

Co-viewing levels levels of co-viewing vary by
time of day, number of sets in a household, and age

of the child Nielsen data are useful tn examining
such co-viewing levels, since the distortions of selt-
reporting are avoided and the Nielsen sanipling plan
is well developed

Nielsen data (1975) reveal considerable-
differences in adult-chtld co-viewing levels by time
of day, reaching a high of 70 pereent for prime tinie
programing (7 30 - 11 00 p m ), talling to 57 percent

. weekdays (10 00a m -4 30 p m Monday to Fri-
day), and showing a low of 20 percent tor Saturday
mornings Unfortunately, the level ot co-viewing
during the late afternoon (4 30 -7 30p m ) on week-
days, a time when children view heavily. 15 not
reported Nielsen data also reveal that co-viewng
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varies by specific program, but does not seem to
have been affected by the rise in multiple set owner -
ship from 1971 to 1975 Co-viewing is also found to
be most pronounced for younger children.

Lyle and Hoffman (1972) examineu co-viewing
patterns within a working-class community in a
small town outside Los Angeles There are obvious
limitations to these data, including the nonrepresen-
tativeness of the sample, reliance on child reports,
and failure to examine patterns by time of day.
Nevertheless, the data do reveal a broader range of
co-viewing patterns, since they include siblings The
mgst complete data, tor Ist graders, are as follows

Watch with siblings 7%
Watch with parents 8%
Watch with siblings and parents 27%
Watch with friends 8%
Half alone, half with someone 14%
Mostly alone 11%

Total 100%

These data indicate that sibling co-viewing 1s the
dominant pattern (37 percent) and that
parent children co-viewing is next most frequent (35
percent) The study also examined parental co-view-
ing by age and found a declining pattern as the child

< grows older

Co-viewing was also studied by Bower (1973)
with a national probability sample of about 1.900
households. It is subject to the same hma:tations ot
self-reporting and lack of rime-segment breakdowns,
and the data do not 1solate the incident of child-only
viewing, since the questions all refer to joint-viewing
patterns. However, Bower found that in multiset
households. sibling co-viewing 1s the predominant
pattern (in 43 percent of cases). followed by hus-
band-wife viewing (33 percent), entire tamily view-
ing (12 percent), and parent-child viewing (7 per-
cent) For sinmle-set households, the most common
Joint viewing pattern 1s the entire tam.ly (55 percent)
tollowed by husband-wite (17 percent), sibling (13
percent), and parent-child (13 percent). Mother-
child co-viewing is more common among blacks (20
percent of co-viewing) than whites (8 percent) and 1s
shghtly more common among white collar familes
(10 percent of co-viewing) than among blue collar
‘families.(7 percent). Bower also found that when
mothers and children view together, the mother
determines the program 1n 37 percent of the cases,
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the child in 33 percent of the cases. In 27 percent of
the cases a joint decision 1s made
L J

Puarental comrol Regarding parental restrictions
of television viewing, Bower reports definite rules
about children’s viewing among 46 percent of col-
lege-educated parents and 25 percent of parents with
a grade school education. Surprisingly, the amount
of viewing control is nct related to children’s age
(see table 10-3). However, the type of viewing con-
trol does differ according to age. For example,
parents of older children are more likely to forbid
watching certain programs whereas parents of
younger children are more likely to change the chan-
nel wken they considered a program to be objec-
tionable. Children from higher-education house-
holds have some influence upon which program the
family 1s to watck but children 1n households with
less education mos ¢ often decide program selection.
In these latter households watching television is
more likely to be encouraged to occupy the child’s
time—the “pacifier” role. /

Consensus of parem-'chn'd repurts. There are two
probiems 1n evaluating research on television view-
ing patterns. The first 1s that television use is often
accompanied by ‘a variety of other activities, such as
eating, reading, and studying (see Bechtel et al.,

1971, Lyle and Hoffman, 1671). Thus, the term

“viewing" can ke on a variety of different in-
terpretations, and consensus as to what constitutes
parent-child co-viewing becomes problematic. For
example, does joint viewing occur if a parent is in the
same room but engaged 1n another activity? The sec-
ond problem is discrepancies between parents and
children 1n their descriptions of viewing patterns.
Greenberg et al. (1971) found a significant lack of
agreement between reporting by mothers and
children on rules regarding television viewing.
There was best agreement on the frequency of
parents being present, good consensus on the amount
of viewing with friends, but a relative lack of consen-
sus as to the level of viewing by children alune.

Research by Rossiter and Robertson (1975) ex-
amined 253 mother-child dyads regarding television
control aad found that parents claimed less total
viewing, more co-viewing, stricter control, and
greater parent-child interaction than their children
reported. Examining social class, the study found
that upper class parents consistently seem to give the
more socially desirable responsc. Therefore. actual
parental control by better educated parents may be
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Table 10-3

Parental Control of Viewing

Age of child:
4-6 yrs. 7-9 yrs. 10-12 yrs.
(N = 197) (N=247) (N = 189)
. Rules about viewing time
" Restrict amount of viewing _
Often . 30% 39% 34%
Occasionally 27% 25% 27%
Never 43% ‘ 36% 39%
Set special hours .
Often 41% 48% 46%
Occasionally 26% 18% 22% -
Never 32% 34% 32%
Rules about program content
Decide on programs
Often 45% 37% 46%
Occasionally 28% 35% 38%
Never ° 27% 27% 11%
Change channel when program
is objectionable
Often : / 40% 27% 30%
Occasionally 30% 36% 40%
Never 31% 29% 31%
Forbid watching certain programs
Often 39% 39% 52%
Occasionally 27% 29% 22%
Never 35% 32% 25%

Soyrce Becwer (1973)

as low as that among the poorly educated, and we
cannot necessarily accept the Bower data, $ince his
figures are based only on parental reporting.

Mediation of Guving Behavior Request Levels

Children act as consumers 1n several ways. Wells
(1965) posits the following

e by making personal purchases—spending
small amounts of me¢.ney on their own,

e by making direct requests at home:

e by making direct requests 1a the store;

e by “passive dictation”—i.e., parents buying
what they know their children willingly con-
sume and avoiding what they resist consuming

Our concern here 1s primarily with request rather
than independent purchases by children, since out
focus 1s on direct parent-child interaction regarding
consumption. This section examines the incidence of
request, to parents, the next section focuses on the
process of parental mediation.

In general, the research evidence indicates that
the incidence of children’s in-family purchase re-
quests varies with the age of the child and the prod-
uct catcgory There 1s also some tendency for social
classes to relate to the incidence of purchase re-
quests

o Age of child. Requests generally decrease
somewhat among older children (Wells, 1965,
Atkin, 1975a; Ward and Wackman, 1972;
Caron and Ward, 1975; Robertson and
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Rossiter, 1976, Clancy-Hepburn, 1974) This
rmay be due to a number of factors, including
the child’s increasing sophistication 1n dealing
with his parents 1n less direct ways than ex-
plicitly asking

e Product category. Children are more likely to
make requests for products which are fre-
quently consumed by them. such as breakfast
cereals, or of particular interest to them, such
as toys. This 1s intuitively obvious but has been
substantiated 1n a number of studies. including
Wells (1965), Ward, and Wackman (1972),
and Ward, Wackman, and Wartella (1975)

e Social class. There 1s some tentative indication
of increasing request levels the higher the
social class (Atkin, 1975a; Caron and Ward,
1975, Wells and Losciuto, 1966)

It 1s, of course, difficult to demonstrate a cause-
and-effect relationship in regard to the role of televi-
ston advertising 1n encouraging purchase requests to

amount of Saturday morning television viewing
However, the author cautions that "this could be a
function ot age." A positive correlation was also
found between the child’s attitudes toward advertis-
ing and the number of requests.made.

Atkin {1975g) assessed children’s self reports of
request preferences among 738 children, from
preschoolers to Sth graders. Parallel data were also
derived from 301 mothers of these children. Consist-
ent with our earlier discussion, Atkin finds that the
younger children are considerably more likely than
the older children to repnrt requesting cereals and
toys after seeing commercials. Requests for cereals
and toys appear to be roughly equal. In general,
there is a reasonably strong consensus between
mothers and children about the level of requests.

As reported 1n table 10-4, requests are signifi-
cantly greater among heavy viewers of Saturday
morning television than among light viewers. The
correlation between viewing and requests is +.41,

parents. Nevertheless, there 1s evidence suggesting” “and drops to + 29 when age, sex, race, and

that television advertising’s impact, relatwve to other
information sources, can be fairly great under cer-
tain conditions.

Caron and Ward (1975), in a study of 84 third
“and fifth grade child-mother pairs, report that
children cite television as the source of Christmas-
gift requests in 27 percent of the cases, fcllowed
closely by friends 1n 26 percent of the cases. Televi-
sion advertising as an intormation source was also
found to increase in importance with the age of the
child. In another assessment of television advertis-
ing's impact on Christmas-present requests,
Robertson and Rossiter. (1976a) found 1t to be the
dominant information source among a sample of 289
Ist, 3d, and Sth graders. This study also examined
the “magnitude” of advertising effects by assessing
the proportion of toy and game requests versus re-
quests for ‘other generally nonadvertised presents
during the period of concentrated toy and game ad-
vertising preceding Christmas. During this pre-
Christmas period, there was an approximate S per-
cent increase 1n the proportion of toy and game re-
quests across all grade levels. Furthermore, heavy
viewers were significantly more likely to request ad-
vertised toys and games than light viewers.

Two exploratory studies by Clancy-Hepburn
(1974), of 50 and 55 children in grades 3 through 6,
indicate a significant correlation between the num-
ber of requests made for food products and the

scholastic performance are controlled. Atkin also
correlates the amount of cHfldren’s viewing, based
on a combined mother/child measure, with requests
for specific products, reporting a + 28 correlation
hetween viewing and advertising-simulated cereal
request, and a +.17 correlation for toy requests.
Again, when age, sex, race, and school performance
are controlled, the correlations fall somewhat, to
+ 22 for cereals and + 10 for toys

In summary, Atkin concludes *There 1s a clear
pattern of evidence sﬁowmg that Saturd.y morning
televigon advertising has an important influence on
children’s asking for cereal and toy products.” We
share Atkin's conclusion. Television advertising 1s
an important information source for child-oriented
products, primarily foods and toys. Such advertising
encourages requests to parents, especially among
younger children.

Process of Parental Mediation Yiwelding Demal

What are the levels of yielding or denial when
children imtiate purchase requests” In general,
yielding varies by product category and seems to 1n-
crease with the age of the child. The relationship be-
tween social class and yielding lslm‘énnsnstent across
studies. There is some preliminary evidence that
parental attitudes toward television and advertising
may be related to yielding levels.
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Table 104
Advertising-initiated Requests

Light Heavy
viewers viewers
(N = 444) (N = 284)
Many of the TV commercials are for toys—things like dolis and racing
cars. After you see these toys on TV, how much do you ask your mother
to buy them for you?
A Lot 16% 40%
Sometimes 64% 48%
Never 20% 1 4%
After you see commercials for breakfast cereals on TV, how much do you
ask your mother to buy the cereal for you?
A Lot 24% 41%
Sometimes 50% 39%
Never 26% 20%

Sou.ce Atkin (1975g)

Product category. Yielding seems to depend on the
product and whether 1t 1s primarily for the child’s
consumption. For example, Ward and Wackman
(1972) report yielding levels of 87 percent for
cereals, 63 percent for snack foods, 54 percent for
games and toys, 42 percent for candy, 39 percent for
toothpaste, 16 percent for shampoo and 7 percent
for pet food—all based on the report of mothers
from middie-class families

In"an observational study of S16 tamilies. Atk
(1975f) found that 62 percent of parents yield to the
child’s cereal “request™ or “*‘demand " In another ob-
servational study, Wells and Loscuite (1966:
reported that parents acquiesce to 69 percent of the
children’s requests for cereal and 57 percent ot 1e-
quests tor candy

Berey and Pollay {1968) also examined the rela-
tions between mothers and children in the purchase
of ready-to-eat cereals They found that the mother
1s a strong “gatekeeper” 1n children’s .ciections, a
finding that seems contrary to the Ward and Wack-
man and Atkin reports that parents acquiesce to
most purchase requests by chiidren for breakfast
cereals However, the Berey and Pollay data must be
regarded as highly preliminary due to the hmited
sample size and measurement procedures.

Examining yielding patterns for toys, Caron and
Ward (1975) found that parents yield to 31 percent
of children’s requests Robertson and Rossiter
(1976b) found that parents yield to 43 percent of
children’s Christmas-gift requests

Thus, yielding levels seem substantial for child-
relevant products For cereals, the available
research indicates parental yielding to roughly two-
thirds of requests. Further research, however,
should document yielding levels according to price
and other relevant variables

Age of child Positive associations between the
child's age and parental yielding levels have been
found in research by Ward and Wackman (1972),
Atkin (1975a), Wells (1965), and Ward, Wackman,
and Wartella (1975) Other research, however,
falled to find this relationship, including that of
Caron and Ward (1975), and Berey and Pollay
{1968) The latter conclude that the mother’s
purchases of cereals are independent of the child s
age, as well as the number of siblings, the mother’s
outside employment, and the number of trips to the
store by the child

The strength of the relationship between a;  f
child and parental yielding may logically vary as a
tfunctien of yet unspecified variables, such as social

141 147

ERIC

IToxt Provided by ERI




class and family structure Berey and Pollay, for ex-
ample, found that highly child-centered mothers
yield less often to cereal requests, prompting these
authors to speculate that ©* . given her overriding
concern for the child's well-being, she tends to ig-
nore the child and to purchase what she thinks will
do the child the most good.” (Berey and Pollay do
not, however, examine the amount of conflict cre-
ated by such overruling of child preferences.) Ac-
cording the presence of an age/yielding relationship,
Wells (1965) offers an interesting hypothesis,
“Older children are more selective and more cir-
cumspect . . . especially when the product 1s one they
are going to consume themselves ”

Social class Mixed results are obtained across
studies when social class 1s related to yieiding
(Atkin, 1975a, Caron and War ', 1975; Lyle and
Hoffman, 1971; Ward and Wackman, 1972; Ward,
Wackman, and Wartella, 1975; Wells and Losciuto,
1966). On balance. however, the weight of the evi-
dence favors the hypothesis of a positive relationship
between the two. However, 1t may well be that social
class 1s not a particularly meaningful or robust
variabie 1n this context.

.

Parental knowledge and attitudes. Research on
adolescents by Ward and Robertson (1970), suggests
that television advertising may complement intra-
family communication about consumption Com-
mercials sometimes do provoke family communica-
tions. Ward and Robertson found that adolescents in
families with high levels of communication about
consumption are more favorable toward advertising,
and aie more materialistic in orientation. Prelimin-
ary research by Clancy-Hepburn (1974) further sup-
ports the interaction between parental attitudes and
children’s attitudes—in this case, toward food ad-
vertising. Children whose mothers have a good un-
derstanding of the validity of nutritional claims ex-
press significantly lower preferences and fewer re-
quests for advertised foods and report lower con-
sumption of these products. Furthermore, mothers
with a good understanding of advertising claims
tend to yield less to children’s requests for snack
foods.

Thus, parental yielding may be a function of
product, age of the child, social class level, and
parental knowledge and attitudes. These few rela-
tionships certainly do not fully explain yielding or
denial Other variables, especially family interaction
style, are undoubtedly involved. and multivariate
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analysis is badly needed to understand their relative
impact.

Outcomes of Parental Mediation Learning, Conflict

Parental mediation of children’s purchase re-
quests 1s both an opportunity for parental instruction
regarding consumption and a source of possible con-
flict. Most existing research on children and adver-
tising has focused on intrafamily conflict and disap-
pointment. Almost no studies focus on possible posi-
tive learning outcomes.

Conflict. In research cited previously, Robertson
and Rossiter (1976b) probed children’s disappoint-
ment upon not receiving Christmas-present requests.
Disappointment, measured 2 weeks after Christmas,
is not as high as might be anticipated. Parents
“refused” 57 percent ofchil&ren’s requests, and only
35 percent of the children dicated disappointment
after denial. Of course, higher levels of disappoint-
ment might have been gbserved if measures were
taken immediately after dgnial. Disappointment was
most pronounced among nger children, children
with high television exposur&and, contrary to ex-
pectation, among children from homes with a high
level of parent-child interaction. Regarding this last
finding, the authors suggest that children from these
homes may feel more “let down™ 1f they have dis-
cussed presents but did not receive them

Atkin (1975g) focuses more on parent-child argu-
ments and anger than on disappointment One-sixth
of the children report arguing with their mothers "a
lot” and another one-third arguing “sometimes”
after denial of toy requests One-fifth of the children
become angry “‘a lot” about toy demals, and two-
fifths become angry “sometimes.” For demals of
cereal requests, the degree of argument and anger 1s
basically similar but somewhat lower

Atkin reports a tendency for arguments and anger
to increase as children grow older, and a shight cor-
relation between Saturday morning telsvision ex-
posure nd a combined conflict/anger index
However, based on path analysis, Atkin concludes
that television exposure has no direct"link on con-
flict/anger, but works indirectly through irlcreasing
the frequency of children's product requests In
parallel interviews with mothers of these children.
Atkin finds that mothers detect disappointment in
21 percent of cereal denials and 29 percent of toy
denials. Overt anger 1s reported in 5 percent of
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cereal demals and 10 percent of toy demals The
correlation between television exposure and anger is
.11 for cereals and 18 for toys

'n another study based on unobtrusive in-store
ouvservations, Atkin (1975f) recorded conflict and
disappointment over parental denials of cereal re-
quests. In the instances of demal, conflict occurrad
in 65 percent of the cases and unhappiness resulted
48 percent of the time There is some tendency tor
conflict and unhappiness to be highest among 6-8

. year olds. Atkin notes that “conflict 1s seldom 1n-
tense or persistent Displays of child anger or sad-
ness are also short-lived 1n most cases.” This
research does not attempt to relate levels of conflict
and disappointment io television advertising ex-
posure. .

However, an experimental study by Goldberg
and Gorn (1976) assessed the cxtent to which ex-
posure to a TV commercial for a toy affects a child’s
feelings toward a parent who denies a rea -<* for the
advertised toy as well as the level of d1sa  .ntment
on nonrecetpt of the toy. One hundred and sixty-six
4-5 year old children werc randomly allocated to
control and experimental groups Children 1n the
experimental groups (n=112) viewed commercials
for a toy (labeled “Ruckus Raisers Barn™) in the
context of a 10-minute neutral program A control
group (n=54) viewed the program without any com-
mercials.

Following exposure to the commercials and or
program material, children were shown pictures ot
the same boy either happily embracing his father or
walking glumly away from him. The experimenter
then asked-

I know a boy whose daddy didn't get him the
Ruckus Raisers Barn, when his daddy didn't
give him the Ruckus Raisers Barn do you think
he wanted to play with his daddy like this .
or do you think he wanted to go away from his
daddy like this .?

While about three-fifths of the control group
thought the boy would *'still want to play with his
Daddy,” only about two-fifths of those 1a the experi-
mental groups thought so. The responses remained
consistent 24 ninurs later. While some of the com-
parisons with the control group were not quite sig-
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nificant, the evidence appears to suggest that, at least
in this expertmental setting, exposure to TV com-
niercials for toys can contribute directly to negative
feelings on the part of the child toward his parent,

In order to examine the relationship between the
child’s level of disappointment upon nonreceipt of a
toy and exposure to the commercial, each child was
shown a picture of a boy watching television, with
only the back of his head visible in the picture. The
experimenter then asked

You see this boy; he didr’t get the Ruckus
Raisers Barn, so he went to watch television i1n-
stead. Do you think he was sad that he didn't
get the Rucius Raisers Barn. or do you think
he was still happy because he could watch
television””

Close to two-thirds of the control_group thought the
boy was ‘'stili happy” compared to about one-third
of those 1n the experimental groups who gave the
same response, (24 hours later the responses were
slightly but not significantly close to those of the
control group). It thus appears that direct exposure
te a TV commercial for a toy increased the likeli-
hood that children would consider failure to receive
the toy as inducing “'sadnes..” This approach to
measuring the direct relationship between exposure
to television commercials and various emotional
and social outcomes would appear worthy of
replication and generalization

Learning. Children's requests provide an oppor-
tunity for parental teaching about consumption. This
focus, however, has not been pursued 1n research. It
would seem, for example, that parents’ responses to
children’s requests could help to teach the child
about the realities of the marketplace—whether ex-
plicitly or imphcitly. In the Atkin (1975g) survey,
the most frequent reason for parental denial ot toy
requests was “expense” followed by “poor value ™
Very few parents simply said “no” without furthe,
explanation (The chapter in this volume on “Con-
sumer Socialization”™ 15 a fuller account of this
perspective )

SUMMARY AND NEEDED RESEARCH

Since the foregoing analysis 1s based on such scat-
tered and incomplete research, we must consider it
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only a source of hypothesis tor tuture studies Theze
propositions seem worthy of further research.

® Purentul concern Parental attitudes toward
children’s television advertising are generally
negative, bar are probably not very strongly
held or important 1n their lives. Parents seem
willing to pay tne price of children’s advertis-
ing 1f the alternative were discontinuing
children’s programing However, they favor
increased regulation

o Puarental ~edwation of viewing behavior Levels
of parent-child co-viewing vary by tme of day
and are lowest, as might be expected, for
children’s programs. Co-viewing 1s considera-
bly less prevalent than children viewing alone
Viewing rules for children appear to be more
common among college-educated parents.
However, parents from higher social-class
levels may be giving what they consider to be
socially-desirable responses to the questions
asked 1n research, thus, the aciual exercise of
parental viewing rules needs better documen-
tation

o Chuldren's requests to parents Purchase requests
generally decrease amcng older children They
vary by product and are highest for products
frequently consumed by children (such as
cereals) or of particular interest to them (such
as tovs) Exposure to television advertising 1s
found to be associated with children’s request
for both toys and cereals

® Purental vielding denial Yielding to children’s
purchase requests varies by product category,

L 8

ERIC o

Aruitoxt provided by Eic:

and seems to increase with the age of the child.
Yielding may aiso be associated with pare tal
attitudes toward television advertising

® QOutcomes: learning and conflict. Disappoint-
ment, conflict, and even unger are found when
parents deny requests. Television exposure
seems linked to these outcomes How parents
teach good consumer habits when responding
to chilc-initiated requests needs systematic
study.

Ali of these themes, parental mediation of the
effects of teldyision advertising i1s certainly one of
the most important topics for future research. The
existing tentative findirgs badly need replication.
New studies must be initiated to describe the nature
of parent-child exchanges about advertised products
and children’s purchase requests.

Describing and aralyzing interactions within
families is a difficult research task. Because of the
distortions of self-reports, greater use should be
made of direct observation and unobtrusive research
methods. Studies must also observe family interac-
tions over longer periods of time than in current
studies. Parent-child relations are hardly limited to
those surrounding the influence of television adver-
using on children’s purchase requests; future studies
must place family interaction a@bout consumption
into the larger context of ongoing family exchanges.
Such studies of the mediation of television advertis-
ing by parent-child interactions will be among our
most difficult research undertakings. They will also
be among the 108t significant.
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Chapter 11

SUMMARY OF RESEARCH FINDINGS

N0 one disputes the proposition that television
advertisements hae some enect on thuse who view
them, it only 1n persaadig s 1ewers to try a sponsor’s
products Given the variety and pervasiveness :
television advertisements and the many specific
1 wues we have 1denutied, 1t seems lLikely that the
“effects” o1 television 27vertising are multipie.
Moseover, even among the specital audier = with
vhich we are concerned 1n this report—chiidren 2 to
12—the range of vanation atzong individual viewe. s
1s great Children differ 1n tastes and interests, in
televisior viewing patterns, n levels of cognitive
abihity and emot onal matunity, 1n family « scum-
stances. 1n school experiences, and 1n peer group and
community influences A'l of these variables may
affect the mmpact of wlev..lon advertising upon
children

Thus, we are deall‘ng with a complex set of
stimuli, with a variety of possibie eftects, and with a
diversified populat.on. Our major effort, therefore,
has heen to identify the specific 1ssues which seem to
bem. .menabletc :searcn. We have attempted to
identiiy the hypothe_.> which link specific. definavic
stimuli witk spécnﬁr, measurable outcc nes, and
which inclu_ . where appropriate, relevant inediat-
ing variables. We have alsc tried to evaluate the sig-
nifir~nce of these possible outcomes in terms of the
b.  prmciples already established for regulating
advertising to children—that is, the FTC’s require-
ment it auvertising not be “dec.ptive” or “"unfair”
and the NAD’s mandate "t ) ensure that advértnsmg
directed to children 1s truthful, accurate, and fair to
children’s perceptinns.™

In the preceding chapt.rs, we have reviewed the
existing research in terms of the 10 key issues waich
were selected as the framework for this report. In
this chapter, we .1l step back from thi: amr >work,
which 1s oriented to currently outstand:ng is.aes, in
order to sun..narize the present state of knowledge 1n
terms of what i+ own about the links between the
stimulus props oy - [ advertising, the possible out-
comes of childi exposure to overusing, and the
role of medtwting variables in affec.ing these out-
comes We present this alternative perspective in
orfer to 1dentify aieas of relative strength and weak
ness 1n the body of existing rese . “ch and to provide a

broader background for our overall recommenda-
tions for future research, preseated 1n the next
chapter.

Thus, on the basis »f cur analysis of 1ssues and ex-
isting research, we have derived the following
schematic list of stimulus properties, proposed out-
comes, and mediating *ariables @he lList 1s #lmost
certainly incomplete, but 1t provides a nicans for
identifying the most important variables and the
possible hinks among them

I. Stimulus Properties
Amount and placement of adveriising
Program-commercial separation practices
Nature of products ad* 2ruised tc children
Commerciz.s not directed at cmildren
(drugs, etc)
Content and techniques of commerciais
I Format and audio-visual technigues
(anunation, music, pacing, special
effects, etc)
2 Characters and spokespersons
3 Product claims, disclosures. and dis-
claimers
4. Premium offers

Sow»

m

Il Possible Outcomes
A. Intended effects of advertising

1. Attention to and recall of product
brands and attributes

2. Desire for advertised products

3. “Trial and repeat purchases” of prod-
ucts or purchase requests to parents

B. Unintended effects of advertising
Short-range

I. Confusion between program and com-
mercial materials” failure to under-
stand selling inteut of commercials.

2. Failure to comprchend product at-
ributes or disclaimers (complexity of
assembiy or operation, role of a food
pruduct in a “balanced dii,” etc.)

3. incorrect ‘exaggerated) assessment of
product performance or of sa tstfaction
provided by procuc*

4 Encouragement of unsafe behav:or
through imitation ’

.
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\Mid-range

S Encouragement of “inappropriate”
standards for consumer choices
(sweetness or “tun” rather than nutri-
tional value emiums rather than
product .ttribu.es. etc)

6 Promotion >f parent-child com-
munication and or conflict -

7 Learning about workings ot
marketplace 2nd advertising (e.g .
comparing advertising clats with ac-
tual product)

Long-range

8 Encouragement or remtorcement of
urthealthy or hazardous behavior (e g .
poo. autritional habits, drug abuse)

9 Encouragement or remnforcement of
social values (e g, sex role or other
stereotyping, distrust or cynicism
toward soctety, unselfishness)

10 Development ot consumer skills

[II  Mediating Varables
! Child’s chara-cer:stics (age. cogmtive

development, sex, socloeconomic

status, 1ntelligence, etc.)

Child’s viewing patterns—volume of

exposure to advertising

3 Parent-child 1nteractions (parental
co: irol of viewing, co-viewing, con-
trol of consumption)

4 Other sources of consumer 1nforma-
aon (print. peers, school. stores, othzr
TV content, etc )

[§%)

$11MULUS PROPERTIES

The existing hiterature provides tairly detailed

d extensive descriptions of the stimulus properttes
ot television advertising directed @ children. The
two principal sources of this information are self-
regulatory codes and content analyses. The former
the NAB and NAD codes, specily what 1s anu what is
not permitted 1n children’s advertsing to children,
but, of course, these guidelines are prescriptive
rathei than descriptive of the actual content of
chuldren’s commercials. Content analyses (e.g..
Winick et al., 1973; Atkin, 1975d; Barcus 1975a &
b) a-e more analytical, typically descrifjing a sample
of cammercials according to such categories as
products, audio-visual techniques, characters and
frequency. However, 1n the process of breaking
down and coding specific attributes of commercals,

Q
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the researcher sometimes neglects the uifective
dimension of each commercial as a whole—even
though this may well bc the most salient aspect of a
commercial’s impact on viewers Nevertheless, con-
tent analyses are useful 1n defhing the nature of the
advertiser: >nts viewed by children, and there 1s a
continuing need for periodic analyses to keep the
knowledge\uf astual practices up to date

POSSIBLE OUTCOMES

Virtually all of the existing research is based on
the assumption that advertising does have an impact
on children Thus. stucies in this area have generally
b . designed to test the relative effectiveness of
speaific techniques (¢ g . premum vs no-premium
offers, male vs. female actors. ct-stered vs. dis-
parsed placements of ads) Because of the specificity
of these studies, and the swall sample of s#bjects
they typically employ. their results can be
generalized only to a bmnoj degree. On the other
hand. the broader survey-type studies, whth at-
tempt to assess the impact of advertising on actual
atutudes and behavior, raise the, question of tie
validity of self-reported data In addition, the exist-
ing survey-type studies do not always examine their
results :n terms of specific measures of children’s ex
posur? to television acvertising

With these qualificaticns 1n mind, we can
nevertheless reach some tentative conclusions about
the effects of teievision advertising for chiidren. We
will look first at what 1r known about the intended
effects of television advertising, then at evidence of
unintended effects

Intended effects Itas clear that children pay att~1-
tion to television commercials., thoagh the amount of
attention scems to be dependent upon 2 number of
variables. Research indicates that a child’s a«.voaon
1s likely to be somewhat greater to (1) commercials
for products relevant to children (Wartella and Et-
tema, 1974), (2) commercials with a greater degree
of audio complexity (Wartella and Ettema. 1974);
(3) commercials with a high level of physical action
(Rust and Watkins, 1975), and (4) commercials
shown 1n a clustered format (Atkin, 1975b). Other
research, based on television programing rather than
advertising, suggests that a child’s attention s
enhanced by the presence of both auditory elements,
including lively music, singing. rhyming, and sound
etfects; and visual elements, including active move-
ment, amimation, and visual changes in general
(Levin and Anderson, 1976)
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There 1s also evidence from a2 number of studies
about children’s learning from television commer-
cials. In a survey of mothers of preschool children, a
majority of respondents said that their children sang
commercial jingles learned from’ television (Lyle
and Hoffman, 1972) Another survey of chiidren (2
to 6 years) and their mothers found that television
advertising was the most important source of new-
product information for cereals and toys (Howard,
Hulbert, and Lehmann, nd.) A series of experi-
ments by Atkin (1975b & c) found that a majority of
the children successfully recalled products and
product attributes after being exposed to commer-
cials for those products.

The Atkin exper'ments also tested the relative
effecti _ness of ¢./ferent strategies and formats of
commercials (e.g , premium offers vs. no premums,
“rational” vs “emotional” preseniations of a prod-
uct, video disclaimers vs both audio and video dis-
claimers) In most cases, the alternatives did not
produce sy; 1ificant ditferences tn learning, although
recall was greater when'an ad made “modest” rather
than “exaggerated” claims for product performance,
when the children were exposed to an ad twice 1n-
stead of once, and when a disclaimer (“batteries not
included™) was presented both auditorially and
visually, rather than just visually. In another experi-
ment, comprehension and recall ofa disclaimer were
shown to be increased when 1ts wording was
simplified (Liebert et al , 1976)

The impac: of advertising on children’s attitudes
21qd behavior are of particular interest, since the
most basic defining characteristic of advertising 1s1ts
persuasive inten:. 1he existing evidence indicates
that adveitising 1s at least moderately successful 1n
creating positive attitudes toward a product and 1n
stimulating requests for the product In Lyle and
Hoffman’s survey (1972) of mothers of preschoolers,
87 percer* reported that their children asked for
food 1tems they saw advertised on television, and 6}
percent reported requests for toys advertised on
television. A field study conducted during the pre-
Christmas period found that requests for heavily ad-
vertised toys and games increased by S percent
(Robertson and Ross cer, 1976) Several laboratory
studies (Goldberg and Gorn, 1974, Liefield and
Norsworthy, 1974) have found modest correfations
beiween children’s exposure to specific television
advertisements and increased short-range desire for
the advertised products An experiment by Atkin
(1975b) demonstrated that children exposed to an
antilittering public service announcement were less

likely to litter than subjects who did not see the an-
nouncement

In other experinients, few significant differences
have been found 1n children’s desire for or requests
for products which were advertised using different
techmques. In the Atkin experiments, for example,
“rational” vs. “emotional” appeals for a cereal, male
vs female announce’ voices, and dispersed vs
clustered formats all c.red about equally effec-
tive 1n their persu, ness, While repeated ex-
posure to the same cou.amercial increased children’s
recall, it did not lead to an increase 1n their Liking or
desire for the advertised product (Atkin, 1975c,
Gorn and Goidberg, 1976b). However, the presence
of the “batteries not included” disclaimer 1n poth
audio and video tracks (vs. audio only) decreased
the childien’s desir= for the product at thesame time
that 1t increased their recall of the quclification
(Atkin, 1975b).

In terms of “sorrce effects,” there 1s evidence
trom a number of studies (not all conducted with
television advertising) that associating a product
with an endorser can significantly change children's
attitudes tow.rd that product (Hyams et al., 1975,
[skoe, 1976) An experiment by Atkin ¢(1975b) sug-
gests that endorsement of a product by a figure not
liked by children can actually diminish the product's
appeal Adults, in general, seem to be more effective
than children as product presenters, although .dults
shown with children are the most effective . ..l
{Robertson et al., 1975; Gardner, 1975)

Finally, the evidence regarding the effectiveness
of premur. offers 1s mixed Shimp et al (1975)
reported no differences in children’s attitudes
toward a cereal advertised with and without a pre-
mium offer Atkin (1975b) found a more positive
response to a breakfast cereal advertised with a pre-
mium offer, put he reported no differences in the
chiidren’s expressed intention to request the

.purchase of the product. On the other hand, two sur-
veys of mothers indicated that children’s actual
cereal requests are frequently based on advertised
premiums (W ard, Wackman, and Wartella, 1975,
Atkin, 1975g) Because of the inconclusiveness of
these results and the continuing debate over pre-
m:um offers in children’s advertising, this 1s a topic
that calls for further study.

.
Uninter .od effeats Certainly, most advertisers do
not deliberately set out to confuse or nuslead
children, nor to promote unsafe, unheaithy, or
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socially undesirable behavios. Nevertheless. critics
have clgimed that such outcomes may n fact be the
result of children’s exposure to television advertis-
ing, and most of the policy 1ssues we have identified
lie 1n this area of incidental leaining and other unin-
tended effects We will first consider the evidence
regarding the short-term effeci: ~f individual com-
mercials or specific techniques. then we will review
the evidence concerning the cumulative impact of
television advertising over time

Perhaps the most fundamental short-term issues 1s
the ability of children to distinguish program t-om
commercial material, and the implications if
children are unable to do so. There 1s evidence from
a number of studies that younger children are very
likely to be confused about the distinctions between
programs and commercials The evidence atso indi-
cates that as children become older. they often begin
to distinguish between programs and commeicials
merely on the basis of superficial characteristics.
such as duration or ammation Apparently, develop-
ment of an understanding of the most salient
differences—the selling ntent of commercials—:s a
process that takes time. Several studies have at-
tempted to trace the stages .n this process ard to

del'eate how children understand and respond to

televiston advertising at each stage (Rubin, 1972,
Ward and Wackman, 1973, Robertson and Rossiter,
1974).

The possibiity of chnldrén being contused or
misled by specific features of commercial messages
has aiso been the subject of a few studies For exam-
ple. one aspect of the 1ssue ot premium otfers 1s the
possibility that inclusion ot such offers makes 1t
more difficult for children to determine what 1s
being sold. and that these otfers distract atiention
from other more ymportant features ot the product
One study (Rubin, 1972) suggests that premium
offers create such confusion, at least among young
chiidren Two more recent studies do not contirm
this finding (Shimp et al . 1975, Atkin, 1975)
However. each of these studies employs difterent
measures. and so they are not directly comparable
Moreover, their usefulness is iimited by their small
samplc: Given these mixed results. more research
will be needed before this issue can be resolved

Another area of umintended effects 15 the
possibility that ¢hildren will learn unsate or un-
desirable behavior from commercial messages The
industry’s self-regulatocy codes recogmze this

possibility by prohibiting the use of violence and en-
couraging the portrayal of positive social values
Even so. the potentially harmful messages actually
beine conveyed to children by individual commer-
cials'are not always obvious For example. a cereal
commercia. which associated the product with wild-
grow ng edible plants led some children to label
similar-appearing poisonous plants as edible
(Poulos. 1975) The incidence of such potentially
hazardous messages s almost certainly quite small,
but these resuits suggest that careful attention needs
to be given to the totality of information conveyéd to
children by comn ercials

The 1ssue of the impact ot adult-oriented adves-
tising on children 1s entuely an 1ssue ot urintended
effects. since these messages concern products
presumably not ot interest to children Nevertheless.
we know that children do most of their viewing at
times other than those when children’s programing is
broadcast Research evidence on the. consequences
o1 the exposure ot children to adult-oriented adver-
tising 1s extremely limited and has tocused primarily
on the mmpact of advertising tor nonprescription
drugs The single experumental study on this topic
tested children’s responses to a commercial tor an
o ‘er-the-counter decongestant medicine (Atkin.
1975) Subjects shown this ad. along with a number
of other child-oriented ads. were reported to have
paid “substantially less™ attention to the medicine
commerctal Nevertheless. the children were found
to have bzen aftected by the ad twice as many ot the
children exposed to this ad said “they would take a
pill to combat a stufted-up nose ™ Becausce of the ar-
tificiahty imposed by the cxperimental design for
this study—immediate responses to a single ex-
posure to one commercial-message 1 a laboratory
setting—the implications of the study. and ot similar
studies by Atkin and others, are not casily deter-
mined

A final arca of possible unintended etects on
children’s advertising concerns the role of commer-
cials 1n promot:ay conflict between parents and
children We have alrcady reviewed evidence that
parcnts receive requests tor the purchase ot products -
advertised on television tor children Surveys and
direct observation of parent-child interactions indi-
cate that parents (usually mothers) deny from 3}
percent (Wells and Losciuto, 1966) to 3K percent
(Atkin. 19756 ot children’s requests for cereals. and
trom 57 percent (Robertson and Rossiter. 1976b) to
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69 percent (Caron and Ward, 1975) of children’s re-
quests for toys Robertson and Rossiter report that
slightly more than one-third of the children they in-
terviewed indicated disappointment over den:al of
their toy requests The expressions ot disappoint-
ment were most frequent among youngzer children.

Atkin (1975¢) found that one-sixth of cuildren he
surveyed said that they argue with their mothers "a
lot” after demal of toy requests, while another one-
third say they argue “sometimes " Atkin concluded
that exposure to television advertising 1s indirectly
linked to conflict by increasing the frequency of
purchase requests and subsequent denials In a study
based on direct observations ira supermarket, Atkin
(1975f) found that conflict followed 1n two-thirds of
the cases of mothers’ dznying children’s cereal re-
quests The children expressed unhappiness one-half
of the ume, although Atkin described such conflict
as being 'seldom 1ntense or persistent.” In an ¢xperi-
mental study, Goldberg and Gorn (1976) found that
children exposed to a toy commercial responded
more negatively to a parental denial of a request for
the toy than children who had not seen the commer-
cial. Children who had seen the commercial also
projected a greater level of disappoitment to the
possibility of denial rf a request for the toy More
needs to be known about the role of advertising 1n
providing disappointment to the possibility of denial
of a request for the toy. More needs to be known
aoout the role of advertising 1n providing disap-
pointment and family conflict, and whether such
conflict places significant strains on the relationship
between parents and children

In regard to the possible longer range, cumulative
consequences of children’s television advertising,
most of the questions concern the impact of commer-
cials upon children’s development of consumer
skills and their formation of behavioral patterns and
attitudes 1n drug and food usage, as well as the
development of broader social values. Once again,
these are 1ssues for which existing researci. offers ht-
tle guidance A body of research 1s available on the
process of children’s consumer socralization, but lit-
tle of 1t focuses explicitly on the contribution of
television advertising. It 1s clear that parents sull
play the dominant role 1n training their children for
an adult consumer role. Whether televisicn aids this
process, or conflicts with 1t, remawmns to be deter-
mined

Research on the long-term effects of nonprescrip-
tion drug advertising indicates that children with a
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“high exposure™ to such advertising arc somewhat
more likely to worry about getting sick, to feel better
after taking medication, and to perceive higher inci-
dences of 1llness 1n people generally (Atkin, 1975¢).
No positive correlation has been found between
children's exposure to over-the-counte: drug adver-
tising and their attitudes toward usage of 1llicit drugs
(Milavsky et al, 1975; Hulbert, 1974; Atkin,
1975e). Evidence gn children’s usage of proprietary
medicines 1s mixe¢ Atkin found no Link with ex-
posure to'advertising, while Milavsky et al reported
a moderately positive relationship

Knowledge about patterns of food consumption
and nutritional knowledge and attitude. 1s also
limited. Surveys by Atkin (1975¢ & g) provide
preliminary 1ndications that children’s exposure to
food advertising “affects generai .. nutritional
orientation.” He found that “heavy” vieweis of
Saturday morning television were more likely to eat
the types of foods advertised on television. They
were also more likely to“ask parents to tuy adver-
tised cereal brands and to eat at advertised fast-food
restaurants. Finally, these children were less disap-
proving of sugar, gave a higher nutritional rating to
sweetened cereals, and believed more strongly in the
value of children's vitamin supplements These sur-
veys also Indicated that children who watched
messages on good nutrition (both public service an-
nouncements and segments within cereal commer-
cials) were more likely to give high nutritional rat-
ings to the specific foods emphasized n these
messages and to believe that a nutritious and
balanced breakfast 1s important.

MEDIATING VARIABLES

Relatively extensive information 1s available
regarding the influence of the various mediating

“variables on the effects of television advertising on

children. In fact, more of the existing research deals
with the role of the mediating variables than with
direct links between independent and dependent
variables.

The mediating variable /wnich most clearly
emerges among the many studies 1s the ¢ 's age.
For example, the research we have re xd 1ndi-

_cates that young children (typically, belo* 1ge 5 or

6) are more likely to believe claims they hear in
commercials (Ward and Wackraan, 1973), less
Itkely to recall specific features and information
from commercials they have seen (Rubin, 1972),
and more likely to be confused or to ail to under-
stand disclaimers (Atkin, 1975b, lLiebert et al,
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1976). Perhaps most striking 1s finding that young
children frequently do not understand the selling in-
tention of advertising (Rubin, 1972, Robertson and
Rossiter, 1974) Taken as a whole these studies
demonstrate that as children grow older, they
become more sophisticated in dealing with television
advertising. This finding 1s hardly surprising in hight
of the coasiderable body of psychological literature
documenting stages of child development in other
areas. In fact. much of the research on age-related
differences 1n relation to television advertising has
been based on the prior work of Paiget and other
child-development psychologsts.

Whilée existing research firmly establishes that age
of viewers is an important mediating variable, the
significance of this finding for policymaking 1s much
less clear. From cross-sectional studies of different
age groups, 1t appears likely that children’s difficulty
in understanding and assessing television advertising
is primarily a short-term plhienomenon. However,
from a policy standpoint, the question 1s whether
negative effects, even 1n the short term, are tolera-
ble. Industry spokesmen take a positive view, sug-
gesting that trial and error learming from television
advertising provides children with experiences
necessary for developing sophisticated adult con-
sumer skills.

Even if exposure of young children to television
advertising 1> ultimately judged tn be a significant
problem, 1t 1s not easy to envision practical aad
effective remedies Action tor Children’s Television
has proposed that all advertising be removed from
children’s programs, but we have seen that children’s
programing accounts for only about 15 percent of
children’s viewing time. Thus, banning commercials
on children’s programs would not prevent children
from being exposed to advertissng The Canadian
Association of Broadcasters has banned all advertis-
ing to children during weehday hours, on the
assumption that' only preschool children would be
viewing television during those times

Race and sex are two other mediating variables

which apparently aftect children’s responses to
teievision advertising For example, summarizing a
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rumber of experiments, Atkin (1575b) found “sig-
nificant.. although modest” differences between
the responses of white and bla\:\k children: The white
subjects paid more attention to commercials and had
slightly higher ievels of recall and informacon ac-
quisition  Atkin acknowledged, however, that un-
controlled difterences 1n socioeconomic status may
account, at least in part, for these results. Evidence
on sex-based differences is mixed, but is manifested
most clearly in the attraction of boys and girls to
products (primarily toys, such as dolls or racing
cars) designed to appeal primarily to one sex (Atkin,
1975¢).

Another mediating variable 1> the level of a
child’s exposure to television advertising Heavy
television viewing seems neither to accelerate nor to
retard children’s understanding of commercials,
although 1t does appear, in general, to be correlated
with .nore favorable attitudes toward advertising
and advertised products. There 1s little evidence that
repeated exposure to individual commercials has
any incremental effect on either children’s attitude
toward desire for the advertised product. Experi-
mental studies’ (Gorn and Goldberg, 1974, 1976b;
Atkin, 1975b) indicate that the primary effect of
repetition 1s to prevent children from forgetting a
commercial’s content rather than greater persuasion.

The influence of parents clearly emerges as a final
important mediating variable As the recipients of
children’s purchase requests, parents directly medi-
ate most of their children’s consumer behavior. The
existing research on this topic has focused on paren-
tal compliance with or denial of purchase request
(Wells. 1965; Atkin, 1975b; Caron and Ward
1975) Little attention has been given to the
poss:bility that positive learning 1s provided by tnese
Interactions. Parents (especially mothers) also play
key roles 1in controlling children’s television view-
1ing, and there 1s some evidence of a disciepancy be-
tween mothers’ reports of the degree of this control
and the level of parental control reported by therr
children (Rossiter and Robertson, 1975) This find-
ing suggests the need for further study of how
parents actually monitor and regulate children’s
viewing
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RECOMMENDATIONS FOR FUTURE 'RESEARCH

As we have noted, scientific iaquiry into the
effects of television advertising on children is still 1n
its infancy. The number of studies specifically ad-
dressed to this topic 1s quite small, and a mere
handful of investigators are responsible for a ma-
jority of these. Morecver, more than three-quarters
of these studies have been published since 1974.
Considering these facts, as well as the complexity of
the issues and the limitations of current methods, 1t
is not surprising that few firm policy-relevant con-
clusions can be reached at this peint.

An even more fundamental reason for iha lack of
policy-relevant findings is that the questions which
have been asked by resezrchers have often borne lit-
tle relation to those asked by policymakers. As we
indicated.in the preceding rhapter, many of the
studies we reviewed attempted simply to document
the intended effects of advertising. However, a
demonstration that a particular commercial or ad-
vertising technique is persuasive, even irresistibly
persuasive, does not necessarily lead to any directly
policy-relevant conclusions. Similarly, what are
policymakers to do with research findings which
confirm age-related differences as a mediating
variable in the effects of television advertising? This
is not to say that such research is not useful in
developing a better understanding of how advertis-
ing works. However, future investigations must go
beyond the general lines laid down by the studies
reported to date if they are to be helpful in clarifying
and resolving the important issues in this debate.

We are proposing that new research efforts be
directed in three areas more closely linked to ongo-
ing policy concerns. We conceive of these three areas
as “levels” of generality: (1) “midlevel” research to
test specific hypotheses or premices upon which ex-
isting or proposed regulations are based, (2)
“macrolevel’ research on the role of television adver-
tising in children’s lives, and (3) “microlevel”
research to examine how children perceive specific,
individual commercials.

Q
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MIDLEVEL RESEARCH

As we have noted, one of the factors contributing
to the gap between research and policymaking i; the
fact that much policy deliberation (and many actual
code provisions) deals with, the prohibition or re-
quirement of specific advertising practices, without
identifying the specific outcomes presuined to be
linked with those practices. However, many out-
standing policy questions can be usefully addressed
using existing research methods. Each of the preced-
ing literature review chapters contains suggestions
for such research. The following listing simply il-
lustrates the kinds of specific studies which seem
likely to yield practical guidance on current issues:

What constitutes an “‘appropriate device' 1o sep-
ari.'e programs and commercials?

The NAB code requires that commercials
directed at children “shall be clearly sep-
arated from program material by an ap-
propriate device.” In the absence of any
more specific definition, each network
has created a different separation device,
as have the independent stations. No test-
ing has been done to determine whether
any of these devices do in fact assist
children in distinguishing between
programs and commercials. If some or
all ot the devices are proved to be effec-
tive, there are also the questions of how
effective they are and how the various
current devices compare. Finally, alter-
native devices, such as placing commer-
cials within a visual “frame” (a technique
now employed by some stations to iden-
tify so<called “free speech messages”),
could be tested and compared. This data
would be of nmediate use to the NAB in
refining it. Jefinition of an appropriate
separation device.
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How effective are commercial food messages in
communicating nutrittonal information to

existing evidence is sparse and in-
conclusive. ‘A single experiment indi-

children’

How do children respond to adult-oriented ad-

How much responsibility advertisers
should bear for a nutritional education
has been the subject of a continuing con-
troversy. Currently, the FTC 1s consider-
ing adoption of a complex trade rule
regulation requiring disclosure of a con-
siderable amount of nutritional informa-
tion in television and other advertising
for fdod products. Although not
specifically aimed at children’s television
advertising, the proposed regulation
would affect food commercials for
children. Industry spokesmen argue that
the brevity of television commercials
make them inappropriate vehicles for
such disclosures, and they suggest that
the addition of more nutritional informa-
tion could conceivably produce more
confusion than education among
children. Testing children's perceptions
of food commercials containing the pro-
posed disclosures could establish the
validity of these industry assertions. Ex-
periments using a variety of audio and
visual techniques could also determine
the most effective means for com-
municating nutritional information to
children. .

vertising?

Q
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While the NAB and NAD advertising
guidelines are intended to provide
special protection to children. they apply
to no more than |5 percent of all the
television adverttsing that children see.
Defenders of the guidelines argue that
chjldren are interested only in products
relevant to them and therefore disregard
obviously adult-oriented advertising
They also argue that most viewing by
children of adult commerc:als takes
place in the company of adults (parents),
who mediate the effects of such advertis-
ng,

Neither of these assertions has been
subjected to systematic testing, and the
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cated that although children’s attention
to an adult drug commercial was con-
siderably less than to child-oriented com-
mercials, the exposure produced modest
attitudinal changes in the children
(Atkin, 1975b).

One specific focus of concern about the
effects of adult advertising on children 1s
advertising for over-the-counter drugs.
However, the issue of children’s
responses to adult advertising 1s a
broader one. Studies of children's atten-
tion to these commercials, and their
effects on children’s knowledge, at-
titudes, and behavior are much needed.
Descriptive studies of the extent and
nature of adult-child co-viewing and its
influences as a mediating process would
also provide important data for ¢vaiuat-
ing the significance of children’s exposure
to adult advertising.

=

MACROLEVEL RESEARCH

The research we are prop.sing heie 1s intended to
determine, for the first time, the importance of
television as an influence on children—in com-
parison with other majur s« .ahzing factors, such as
parents, relatives, peers, school, church, and other
media. There is a pressing n. d for studies which
could help settle the prolonged controversy between
those who believe television 1s simply an innocuous
source of leisure-time entertainment, which children
quickly learn to treat with a casual and healthy skep-
ticism, and others who believe that the medium has
become a primary shaping force i1n children’s lives,
competing strongly with the traditional roles of
parents, school, and church. The research we are
proposing would nor be focused on television, but
rather on children and the shaping forces in their 2n-
vironment, including television and television adver-
tising.

Such a program of research would be neither sim-
ple to organize nor inexpensive to conduct It would
undoubtedly require the extension of current
research methods and the development of new tech-
mques of measurement, Particular attention weould
have to be given to the validity of observational and
survey measures. Despite these considerable
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difficulties, we believe that the effort would be
justified by the importance of the results, not only to
1ssues relevant to television and television adverts-
ing, but also to a variety of other 1ssues related to the
quality of children’s hives in this courtry

We are not proposing a multiyear, tongitudinal
study Following the development of a group of
¢' “!dren over an extended period of ime might well
produce the most revealing data. but the cost of
carrying out such research, and the long delay in
reporting results, make this a less attractive alterna-
tive Rather, we envision a program of research with
a relatively large and heterogeneous population of
children (and other members of their famihes). It
would employ a variety of techniques and measures
to determune the relative importance of (and the in-
teractions between) the sources trom which ch.ldren
acquire the information that influences their values
and attitudes and shapes their behavior Among the
project’s objectives would be an examination of the
role of teievision within tne context of family ex-
perience—and an examinaticn of family interactions
within the context provided by television While
some tume would be required for planning this
research project, for sohicitation of proposats, for
site selection, and for startup, 1t shoyld te possible
for this research to be carried out and reported with-
In a 2- to 3-year period

MICROLEVEL RESEARCH

The research we are proposing here 1s at the op-
posite end of ‘the spectrum from the preceding
recommendation. The objective of this microlevel
research would be to determine how well actual
television advertisements for children comply with
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the NAD's a¢murable principle that children’s com-
mercials be "truthful, accurate, and fair to children’s
perceptions " This research would resemble the type
of studies routinely conducted by advertising agen-
¢ies 1n preparing commercials It would focus on
commercials as whole entities as well as on the
spectfic techniques or component elements which
were the concern of most of the academic studies
reviewed in this report

However, the research we are proposing differs
trom that conducted by advertising agencies in
several important ways. It would be conducted
systematically, 1t would employ randomized sam-
ples of commercials as well as of children, it would
examne unintended as well as intended effects; and,
of course, it would be publicly available While the
research would concentrate on commercials n-
tended for children, it should also include, adalt-
oriented advertisements This research would not be
costly, nor would 1t require elaborate facihties to
conduct 1t

The purposes of this research would be twofold.
First. it would allow the development of methods to
identify specific commercials which are confusing or
misleading to children. Second, it would lead to the
accumulation of data about children’s perceptions of
commercials (based on children’s responses to a
range of actual commercials), which could be used
to determine the comprehensibility and fairness of

:rtising for a particular product or product
category or the effectiveness of a particular tech-
nique. Ultimately, 1t may be possible to develop a
standardized instrument to test commercials prior to
broadcast to ensure that they are, tn fact, “truthful,
accurate, and fair to children’s perceptions ™
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Developmental Study of Children’s Attention
to Television Commercials. Communication
Research, Volume 1, Number 1, January
1974.

. C. E. Lewis and M. A. Lewis, The lmpact. of

Television Commercials on Health-Related
Beliefs and Behaviors of Children. Pediatrics,
Volume 53, Number 3, March 1974.

. J. P. Liefeld, et. al., Television Advertising
and Children: An Experimental Study.
Working paper, University of Guelph,
Guelph, Ontario. 4
. R. S. Rubin, An Exploratory Investigation of
Children’s Responses to Commercial Content
of Television Advertising in Relation to their
Stages of Cognitive Development. Ph. D. dis-
sertation, University of Massachusetts, 1972
. S. Ward, D. Wackman, and E. Wartella,
Children Learning to Buy: The Development
of Consumer Information Processing Skills.
Marketing Science Institute Report, Novem-
ber 1975.

. T. A. Shimp, R. F. Dyer, and S. F. Divita,
Advertising of Children’s Premiums on
Television: An Experimental Evaluation of
the FTC’s Propesed Guide. Unpublished
manuscript. George Washington University,
1975.

. A. Caron and S. Ward, Gift Lcisions by
Kide nd Parents. Jourfal of Advertising
R: .h, Volume 15, Number 4, August
1

. S. d and D. Wr man, Family and
Meu.a Influences on ..dolescent Consumer
Learning. Ameri- . Behavioral Scientist,
Volume 14 ..+ ser 3, (January/February
1971), pages 41.-427.

. T. G. Bever, M. L. Smith, B. Bengen, and T.
G. Johnson, Young Viewers' Troubling
Response to TV Ads. Harvard Business
Review, November-December 1975.
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Appendix A
EVALUATION OF INDIVIDUAL STUDIES

. J.R. Rossiter and T.S. Robertson, Children’s

Television Viewing: An Examination of

Parent-Child Consensus: Sociometry, 1975, in

press.

T.S. Robertson and J. R. Rossiter, Children

and Commercial Pers»asion: An Attribution

Theory Analysis. Journal of Consumer

Research, Volume 1, June 1974.

.'S. Ward and D. Wackman, Children’s Infor-

mation Processing of Television Advertising,

in P. Clarke. (ed.), New Models for Mass Com-
munication Research, Beverly Hills: Sage,

pages 119-146. 1973.

M. Goldberg and G. Gorn, Children’s Reac-

tions to Television Advertising: An Experi-

mental Approach. Journal of Consumer

Research, Volume 1, September 1974,

. C. Atkin, Effects of Television Advertising

on Children. First Year Experimental Evi-

dence. Report #1, TV Advertising and

Children Project, Final Report, June 1575.

C. Atkin, Effects of Television Advertising

on Children, Second Year Experimental Evi-

dence. Report #2, TV Advertising and

Children Project, June 1975.

C. Atkin, Effects of Television Advertising

on Children. Survey of Pre- Adolescent’s

Responses to Television Commercials.

Report #6, TV Advertising and Children Proj-

ect, July 1975.

. J. R. Milavsky, B. Pekowsky, and H. Stipp,
TV Drug Advertising and Proprietary and I1-
licit Drug Use Among Teenage Boys. Public
Opinion Quarterly, Winter 1975-76.

. Howard, Hulbert, and Lehmann, An Explor-

atory Analysis of the Effect of Television Ad-

vertising on Children. Unpublished.

T. S. Robertson and J. R. Rossiter, Short-

Run Advertising Effects on Children: A Field

Study. Journal of Marketing Research,

- Volume XIII (February 1976), pages 68-70.

20.

J.R. Rossiter and T.S. Robertson, Children’s
TV Commercials: Testing the Defenses. Jour-
nal of Communications, Volume 24, Autumn
1974.

1oy




E

21

R Faberand S Ward, Validation of Mother-
Child Purchase Influence Frequency Reports
by the Multitrait-Multimeti.od Matrix Tech-
nical Report, Marketing Science Institute,
April 1975

All of the studies included in these reviews are
concerned with the relationship between TV adver
tising and some child-oriented outcome, such as
purchase behavior or cognitive iearning Since these
studies investigated a variety ot questions and used
different outcome measures, tney will be considered
independently. For the purposes of this overview,
however, it may also be informative to examne the
area as a whole, so that some tentative 'state of the
art” generalizations about the research methods
used may be made, discussing the following aspects
of the studies population, sample selection pro-

" cedures, sampie size, outcome measures, unit of
analysis, statistical tests, and experimental design

A. Populations

The populations investigated by these
studies are fairly diverse The age or grade
level of the subjects was specified in all studies
Ages of the children ranged from as young as 2
years (study 18) to 12th graders (study §),
however. most uf the subject populations were
attending preschools or elementary schools
The investigators often mentioned the social
class of the subjects, and a range of SES levels
represented in at least a few of the studies The
choice of areas of the country from which to
select the population for study appears usually
to have been determined by t"e investigators
location, as a result, several areas are under-
represented or excluded (e.g , the West Coast)

Sample Selection Procedures

(Note Since all four studies by Rossiter and
Robertson—10, 11, 19, and 20—apparently
used the same subject population, they will be
considered as a single study in this and the
following section on sample size )

Five of the 17 separate studies (5, 7. 8, 12,
17) utilized some form of random selection
procedure. Studies 7 and 12 randomly selected
individual subjects. Studies 5 and 17 randomly
selected individuals within schools, however,
the method of selecting schools was deliberate

~
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in one case (17) and unclear in the other (5)
Study 8 randomly selected ciassrooms within
schools which were not randomly selected
Several of the studies (2, 14, 15, Rossiter and
Robertson studies) attempted to include all
subjects within participating schools, in all in-
stances the method of selecting schools was not
random or was unspecified In eight of the
studies (1,3,4,6,9, 13,16, 18) the selection of
subjects was not random or was unspecified
Thus, 1t 1s unfortunate that the findings of most
oi ihese studies cannot be generalized beyond
those students actually participating One 1n-
vestigator (Ward) participated in four of the
five studies which used random selection to
some degree, other nvestigators in this area
could increase the generalizability of their
findings by incorporating random selection
procedures into their studies

C. Sample Size
=

The sample sizes used n these studies were
generally quite large The sample sizes ranged
from 30 (3)to 1,094 (8) All but five had more
than 100 subjects, and eight inciuded at least
250 subjects It should be noted that several
studies (2, 5. 7, 12) had difficulty in getting
subjects to participate or suffered from high at-
trition rates, thus reducing the size (and
perhaps reducing the representativeness) of the
intended sample :

D. Outcome Measures

-This area 1s characterized by the existence of
a wide variety of measures of the effects of TV
advertising on children It is appropriate here
to comment upon some general characteristics
of the instruments used in these studies

All but two of the studies (1. 11) utilized
nonstandard outcome measures, that is, the in-
vestigator designed the instrument specifically
tor the purposes of the particular study Of the
other two, one (11), used a modified version ot
a previously reported interview procedure,
and the other (1). used a previously reported
attention measure. The absence of standard
test instruments 1s striking, and presents
serious probiems for consumers of this
research  (a) it makes direct comparisons of
finding- -crossstudies difficuit, since it 1s often
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not possnb‘le to determine it the various
measures are actually tapping the same out-
comes, and (b) the tact that many of these in-
vestigators acsigned the outcome measures
specitically for the purposes of their studies
opens the possibihity that their expectations
may have been reflected in the design of the
test instruments or procedures and thus in-
fluenced the tindings For example, 1n attempt-
ing to detesmine how (or whether) attitudes
toward TV advertising change with age, there
1s an unlimited number of 1nterview questions
which the child can be asked even if the
different investigators all adhered to a struc-

. tured, closed-ended interview format. It1s ob-
vious that the choice of which specific ques-
tions are asked may dramaticaily alicct the
outcome of a study It would seem to be of
toremost importance to develop valid and
reliable measures ot the outcomes investigated
in these studies which can be meamingfully ad-
minsstered in diftegent experimental situations
More content-specific measures may also be an
essential component of these studies, but they
shuuld tdeally be supplemerted with more
general indices ’

In addition tc content-specific ditterences
between measures tapping similar outcomes.
the investigators adopted various formats for
gathering information open-ended s close-
ended questions, written vs verbal interviews,
behavioral vs less "active” indices, mother 13
child reports. etc Choice of form may 1n-
fluence the findings. and effortg should be
made to determire the comparability of the
various research strategies An example of
such an effort 1s provided by study 21, n which
the authors investigated the agreement between
mothers’ and children’s reports of child
purchase influence frequency The tact that
their data indicate convergent validity for the
two measures increases the contidence that can
be placed 1n comparisons between studies using
these ditferent indices

In additiofi to ditterences tn specitic content
and tormat among measures designed to tap
similar outcomes, the studies demonstrate con-
siderable diversity with respect to the out-
comes which they attempt to investigate While
this diversity may hinder efforts to make
general statements about the effects of TV ad-
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vertising on children, 1t seems to be a necessary
outgrowth’ of the realization that TV’s in-
tfluence pervades many aspects of the child’s
life. In order to accurately gage its effects,
various outcomes related to cognitive develop-
ment and consumer behavior must be investi-
gated. Short-term outcome measures predomi-
nate, long-term outcome measures are rare.

E. Unit of Analysis

There was complete homogeneity with
respect to the choice of the umt of analysis in
these studies All 21 studies considered the in-
dividual subject as the unit of analysis,
although several of the investigators per-
formed additional analyses on other units (¢.g .
products requested). Thus, the problem of at-
tempting to compare the results of studies
which utilize different analytical unitsis nct an
1ssue 1n this area

Statistical Tests

All but two of these studies (9, 18) report
statistical tests of the signiticance of their find-
ings, althoughin a few insiances (2, 7.8, 12)ail
possible tests are not specified or carried out.
The choice and use of tests generally appears
appropriate, with a few exceptions (multiple
statistical comparisons (3, 14), use of
pagametric tests when nonparametric tests ap-
pear more appropriate (6))

G. Experimental Designs

Seven of the studies (1. 3,4, 6,13, 14, 15)
utilized truly experimental designs to investi-
gate the effects of TV ads on children All of
these studies used randomization to some
degree. In studies 1, 3. 4, and 13, individual
subjects were randomly assigned to treatment
conditions Subjects in study 6 were randomly
assigned to experimental vs control vondi-
tions, however, 1t 1s unciear how subjects were
assigned to the different experimental®varia-
tions. While treatments were randomly
assigned to groups of four subjects 1n study 14,
it 1s unclear how the groups were formed; in
addition, the procedure for assigning subjects
to several mcasurement conditions 1s
unspecified In swdy 15, subjects 1 each
classroom were randomly divided into two
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groups, and one ot tour treatments was tan-

domly assigned to each group Itis commenda- -

ble that all of these experimental studies incor-
porated randomization into their research
design, thus mininuzing the possibility of pre-
treatment between group differences biasing
the outcome

The remaining 13 studies can oe cl'?skmed
as “descriptive’’. the investigator d ot ex-
pose subjects to an experimental treatment, but
simply -obtained information about subjects’
existing behaviors. While these studies offer 1n-
teresting descriptious of the relationship be-
tween TV advertising and gchildren's
behaviors, the lack of experimental controlis

does not permit causal inferences to be drawn-

from these findings. Thus, a principal function

of these studies may be to generate hypotheses

for future experimentation .

‘@

Consider 1ng that only about one-third of the
TV advertising studies are experimental. one
may be tempted to conclude that these studies
constitute a methodo!ogically weak area Such
a covclusion may not be justified, however

v eral of the questions which the experiment-
ers chose to investizate (e.g . the relationship
between attitudes toward TV and age) may not
be amenable to experimental methods In ad-
dition, experiméntal research in this area is
plagued by serious imitations It 1s not clear at
this time whether the experimental etforts pro-
vide the best or most important evidence as to
the ﬁ\-hfl‘eﬁects of TV adveruising on
childrem While experimental controls allow
causal inferences tu be drawn about the treat-
ment effects, there 1s reason for concern as to
whether the artificiality of the experimental
conditions accurately reflect actual viewing
and reacting behavior. For example, most of
these experiments were conducted in viewing
situations away from the home, which were
generally free from distractions These condi-
tions undoubtedly result 1n increased attention
to commercials. The authenticity of othker
aspects of the experimental settings, such as
opportunities for choosing desired products,
the actual material viewed, and length of view-
ing time, 1s also questionable. A very impor-
tant quahfication of the experimental studies
involves the fact that they generally focused on
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very short-term effects of TV adverusing It s
possible that these effects may, wash out over
longer periods of time (€ g . even in the time 1t
actually takes to get to the store')

In contrast, the 13 descriptive studics
sacrifice experimental gontrols for closer an-
proximations to real gonsumer activities To
the degree to which questionnaire and inter-
view responses accurately reflect subject
behavior, these studies growde valid evidence
as to TV advertising's ~ffects on children in
natural settings. Unfortunately, the vahdity of
the data collected in this manner 1s difficult to
4SS€SS . :

-

There appears to be two reasonable
strategies for attempung to integrate the evi-
dence provided by both types of research. The
first invoives comparipg the results of surveys
and experimental research. Agreement be-
iween the findings should increase our confi-
dence 1n the validity of buth types ot research
Lack of agreement would pinpoint particular
research topics on which to concentrate tuture
etforts

The second strategy invoives designing
“naturabistic experiments” which attempt to
impose experimental controls and yet masntain
a reahstic atmosphere as well Studies which
successfully meet these requiren.ents would
provide the strongest evidence concerning TV
advertising’s effects Two of the studies in-
cluded 1n this review, one experimental (3) and
one descriptive (19), have made efforts in this
direction  Study 3 investigated subjects’
purchase request behavior follawing experi-
mental viewing of commercial advertising
Subjects accompanied their mothers to a local
grocery store, where investigators posing as
employees or shoppers observed and recorded
their behavior. Study 19 attempted to assess
the effects of TV toy and game advertising on
children’s toy and game preterences by survey-
ing subjects betore and after the pre-Christmas
advertising peak While these studies have
serious limitations (e g . study 191s largely un-
controlled), they represent important attempts
to combine the benefits of descriptive and ex-
perimental studies into a single rescarch
paradigm
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A striking difference between the experi-.
mental and descriptive studies should be men-
tioned. Most (5/7) of the experimental studies
are unpublished (3, 4,°6, 14, 15), while a ma-
jority (10/13) of the descriptive studies are
published (all but 5, 16, 18). Therefore, if only
published sources had been considered 1n this
review, descriptive studies would have out-
aumbered, experimental studies by 10to 2 The
predominance of descriptive studies in the
published litérature may be a result of the
research preferences of the leading investiga-
tors 1n the field (e.g., 7 of the 12 published arti-
cles were authored by Ward et al., or by
Rossiter and Robertson), or, it may be that the

publication of early descrigtive work en-
couraged later efforts which"Built directly on
the preceding studies, and thus gained easy ac-
cess into the published hiterature. Whatever the
reason, it 1s unfortunate that many consumers
of TV advertising resedrch, whose main access
to this literature is through Journal publica-
tions. must rely almost exclusively on descrip-
'ive studies for information about the effects of
TV advertising on children In the future, 1n-
creased emphasis on experimental studies in
the published lterature would provide a
valuable supplement to the regularly appear-
ing descriptive studies .

Study 1

A Cognitive Developmental Study of Children’s At-
tention to Television Commercials. E Wartella and
1. Ettema Communication Research, Vol. 1, No 1,
January 1974

Purpose: To test the relationship between stimulus
complexity of television commercials (with content
controlled) and children’s attention to the stimul1.

Population: Nursery school, kindergarten, and sec-
ond grade students 1n an upper middle class subur-
ban St. Paul, Minnesota, school.

Sample Selection Frocedure: Unspecified
Sample Size: 130 (40 at each grade level)

Specific Tre.  unt: Subjects were free to watch
(or not watch) a television show (situation comedy)
The ociginal commercials were deleted and com-
mercials manipulated 1n terms of stimulus complex-
ity were inserted Twelve commercials were used.
grouped 1n three blocks, 1) irrelevant commercials,
composed of four commercials concerning products
of low relevance for children, 2) three relevant com-
mercials concerning foods, and 3) five relevant com-
mercials also concerning foods The commercials
varied as to visual and aud:itory complexity, as rated
by a measure developed by Watt and Krulf (1972)
Four versions of the program were used, with the
commercials rotated within the blocks so that each
appeared as the first commercial in the block 1n one
version (except for one of the block 3 commercials)
Blocks were not rotated within the program

Aruitoxt provided by Eic:

Experimental Design: Within eachi of the three age
levels, 10 children were randomly assigned to view
each of the four versions of the program. Subjects
viewed the program 1n pairs. Since blocks were not
rotated, commercial content was not used as an in-
dependent variable (due to pusstble fatigue factors).

Cutcome Measures: Attention was measured by a
scheme devised by Ward, Levinson, and Wackman
(1972) Attention was coded as full, partial, or none
at given observatjon intervals Full attention ndi-
cated that the child was 1n a viewing position wit
eyes on lise screen; parual attention indicated that
the child was 1n a viewing position with eyes off the
screen, “apparently not listering,” or verbally or
physically reacting to the television content; no at-
tention indicated that the child was ot 1n a viewing
position and eyes were not on the screen Interob-
server reliabtlity on a subsample of subjects was
90 6%

Unit of Analysis: Individuals
Statistical Tests: Yes (ANOVA)

Results: Analysis employed the obszrvations of
only the tirst two blocks. The authors predicated
that differences in simulus complexity cf the com-,
mercials should produce differences 1n attention
with the most complex commercial (high on beth
visual and auditory) receiving the most attention
and the least complex (low-low) receiving least. It
was also predicted that this difference ‘should
decrease with age An attention score (the subject’s




average attention across all observattons during a
single commercial) for each subject on each ccm-
mercial was computed The «itentton scores were
analyzed by a tac-way ANOVA (age by stimulus
complexity vith repeated medsures on the {irst tac-
tor A separate analysis was computed tor each ot
the two blocks For the irrelevant product block,
both main eftects were signiticant, while the age x
stimulus complexity interaction wa not signiticant
A comparison (not statistically tested) of the means
indicated that kindergarteners had the highest mean
attention and nursery schoolers the lowesi mean at-
tention, and that attention was highest for the high-
visual’mgh audutory comniercial and lowest tor the
high visual low auditory commercial The nterac-
tion was n the predicted drrections (although not
signmticant) the difterence in attentisa to the high-
high (h-h) and Jow-low (1-1) 1s greatest tor nursery
schoolers, smallest for second graders For the rele-
vant proauct block, both main eftects and the age x
<timulus complexity interaction were signiticant At-
ten ion to these commercialy was not ordered ac-
cording to sti-iulus complexity (l-visual, h-audito-
ry highest, 1-1 lowest) As predicted, the (h-h)
(1 1) ditterence s largest for the youngest group
the authors note that the tact that the irrelevant
block came tirst may have influenceu the msignitti-
cant anteraction tor chat block. sice the subjects
may have been adjusting to the environment during
that period
-

Further analyses were andertaben with an atten-
tion change measure, which 1s the sum of the changes
In attention trom one observation to the next for 12
observations marking transitions frem commercidis
to programs and vice versa A one-way ANOVA tor
age was signiticant Nursery school children ap-
peared to change the most 1n their attention trom ob-
servation to observation The authors teel that this
tinding supports the hypothesis that younger
children are more sensitive to shifts irom program to
commercial and vice versa Furth r data analyses
demonstrated that, tor the irrelev ¢ biock, mean at-
tentien scores ot all children wers higher tor high-
auditory than low-auditory com. .eretals 1his sug-
gests that variation auditory complexit, may pe
more important than variation i visual complexaty
(ditierences not tested staustically) In addion,
high auditory commercials exhibit more moy ement
toward tull attention than low auditory commer-
cidls and the dechime 10 attention tor the tormer s
generally more gradual
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Success: The treatment etfects partially supported
the author’s hypothesr of the cttects of stmulus
complexity on children’s attention

Criticisms: The authors point out two weaknesses
ot the study 1) the older subjects had a umitormly
high attention mean, which may have produced 2
cerling eftect depressing the ditferent scores ot these
children—thus, “theissue of whether or not the :i-
tluence of perceptual attributes declines with age re-
mains open to debate,” and 2) stimulus complexity
only accounted for 29 of the variances in attention
Thus. the absolute eftect of this variable (while Sig-
niticant) was small The attention measure appeared
to be more sensitive to the child’s visual reaction
than his auditory reactions For example. a chud
who was not :n a viewing position and wnose eyes
were not on the screen would be rated “no attention™
although he could nave bt a hstening quite atten-
tively

The biock 2 commercials dittered in length—this
tac gy have had an eftect on children's attention
scores m addition to complexaty Also, the commer-
cidls wathin blocks dittered 1n specitic content (e g .
Burger King vs Guaiorade) +-hich may have in-
fluenced attention to them—chiidren’s tamiharity or
mteres’ an the products apparently was not con-
trolled Ti would seem to be more ettective to create
ditferent versions . 1th ditrerent complexaty levels)
of one commercial and to present the difterent ver-
stons to ditterent groups ot subjects

The authors o ot state why the third block data
frepresenting antermediate raungs ot complexity)
were not reported Tt would be informative to know
it tiner gradations ot complexity did not demon-
strate a signtrcant etfect wn attention

[t would hav. been intormative to wet the specitic
contrasts within tactors with a post hoc test or, better
et to have butltplanned contrasts into the anatysis
This would have been possible since the authors had
a priort hypotheses about the cutcome

Sponsorship: Httice of Child Decelopment
Published: \ ¢«
Summary:

complexity
children’s

Ihis study suggests that the stimulus
ot commeraals and age are related to

autention, and  that the ettects ot
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differences in stumulus complexity on attention
decrease with age. The siudy’s principal weaknesses
are a possible ceiling eftect for the older subjects, the
fact that stimulus complexity only accounted tor a

L

small percent of the variance 1n attentioc, and the
potential biasing effects of differences in length and
specific content of coipmMercias w. °° Utocks

Study 2

The Impact of Television Commercials on Heaith-
Related Belieis and Behaviors of Children. C E
Lewis and M. A. Lewis Peduatrics, Vol 53, No 3,
.tarch 1974

Purpose. To study the impact of heaith-related
television messages on children

Populatior.: There were two populations under
study: 1) vmwversity lab school ttuden’s (Sth and 6th
grades) presumably of middle to upper class and
mostly white (group A), 2) public elementary school
Sth anngth grades classified as disadvantaged and
mostly novwhite (group B)

Sample Selection Procedure: Ail students were
asked to participete However, only Y0% ot group A
subjects and 54% ot group B subjects actually par-
ticipated . The method of sclecting the two par-
ncipating schools is unclear

Sample Size: School A 117 (out ot 130) actually
completed reports School B 91 (out ot 170) ac-
tually completed reports

Outcome Measures: Written student responses to
several guestions concerning health messages they
viewed on TV

Experimental Design: ‘Nritten instsuctions were
distributed to children and parents explaining that
the “n»ssignment” was part ot a social studies
program and students were to complere 1t without
assistance The torms requested data about six
messages concerning health or tliness which students
viewed on IV 1n thar home The students ap-
parently could chouse which messages to report The
students supplied information about time of viewing,
nature of the program, what the message was. it they
believed the messege, and (f they reported on 4
commercial) whether or not they had ever tried thg
product and it their parents had ever used 1t Sub-
jects had 1 week to complete the assignment This
study was not experimental since the rescarchers did
not assign subjects to groups and there was no “treat-
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ment” 1n the strct sense, the investigators were
simply interested 1n the reactions of two naturally-
occurring groups tg one condition (watching health-
related messages on TV)

Unit of Analysis: Commercial messages {advertised
products) and individuals

Statistical Teass: Yes (X2) and descriptive data;
. v tests specitied

Resulis: Most of the messages viewed 1n both
groups were commercials. There were differences
(not tested statistically) in the types of commercials
reported by the two groups A higher percent of
school B students believed the messages, used the
. oduct, and parents used the product There were
oiaer specific ditferences with respect to these fac-
tors for “various types of product there was a
statistically significant association (X?) between
children’s beliets and parents’ use of the products
advertised the child 1s more hikely to believe if the
parent uses or vice versa The authors report that
there were statistically significant pesitive associa-
tions between children’s beliefs and their use of the
products. and parent use and child use, but the
analyses are not presented tor these latter findings
Pauentdges seem to indicate that parental use was
morte influential with respect to chilaren’s beliefs
than children’s use Students attending school A
were classified as to the number of commerciais they
belived and were rate * by their teachers as to their
“critical thinkmg abihty” (rated from 1-9) There
was little apparent diftzrence between the critical
th iking ability ratirgs of “believers,” and “ingbe
tweeners,” and “skeptics” (the authors report that no
associat:on hetween those variabl s wa o 1d—test
unspecified) Finally, over 90% of stud . 1n both
schools made nterences from their descriptions ex-
actly as intended by the spnnsurs,l?nd the viewing
natterns of the two groups were sinuiar

Succeas: Not appacable, since a pmyam ot treat-
ment was not being evaluated

leo
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Criticisms: The authors point out 3 weasaesses 1)
television programs were viewed by groups A and B
at different points in time (10 weeks apart) In addi-
tion, what shows (and commercials) were actually
wa:iched and reported ¢ was not controlled, 1t 1s
possible that some subjects reported only certain
types of commercial messages—e.g., those that they

believed, 2) the data on drug taking behaviors of

both children and parents are unvaiidated; and 3) no
attempt was made to determine what types of errors
in judgment the children made (disbelieving a true
message or belieing a false one)

As was mentioned above, the response rates were
low, especially for the disadvantaged group. In ad-
dition, the authors report that certain responses were

.

incomplete and thus were eliminated. An effort
should have been made to determine 1If those subjects
not participating were different from those inciuded

Published: Yes

Sponsorship: Public Health Service

Summary: This essentially descriptive study indi-
cated that children generally believe TV health-re-
tated messages, and that associations exist between
children’s beliefs and parent’s use, children’s beliefs
and their own use, and parent use and child use Its
major weaknesses are high attrition rate and ques-
tionable validity ot data

Study 3

Television Advertising and Children An Experi-
mental Study. John P. Licfeld et al., working paper,
U. of Guelph, Guelph, Ontario, 1974

Purpose: To investizate the effects of TV advertise-
ments on selected physical and verbal behavior of §-
year-old male children

Popuiation: Mother and son pairs who were trom
whitecollar or managerial/professional families
who were at least second generation, or Anglo-Sax-
on Canadians

Sample Selection Procedure: 50 subjects meeting
the above specifications were 1dentitied through ads
in newspapers, letters to mothers of children n
public school kindergarten classes, and through
"personal references ” Questionnalre responses
allowed the investigator *o eliminate those subjects
who consumed the two cereals or owned the two toys
to be adverused in the experiment.

Sample Size: 32 mother-son pairs met the above
requ'rements and agreed to participate. of which 30
pairs completed the experiment.

Experimental Design: Subjects were randomly
assigned to two treatments. Both groups ot subjects
viewed cartoons. Subjects 1n the first group were
shown four commercials advertising each «f two
cereals “cereal subjects™, subjects in the seronc
group viewed four commercials tor each of two toys
"toy subjects” After the viewing sessions. the sub-
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jJects in both groups were ,1d that +hey could play
with some toys Eight out of the 17 toys were the
products advertised 1n the commercial seen by the
subjects 1n the second group Observers recorded the
physical and verbal behavior of the subjects for a 10-
minute period, and their observations were checked
by viewing video tape records During the toy play
period, the subjects exposed t. toy commercials
were the experimental (E) sroup, while the children
exposed to the breakfast cereal commercials made
up the control (C) group

Following the toy play session, mothers collected
their sons and pro.zeded 10 a large grocery store.
Each mother entered the supermarket and began
shopping "normally ” No more than one mother and
son pair entered the breakfast cereal aisle at one
time  Children’s reactions to the cereals -were
recorded by observers dressed 1n clerk unitorms,
and verbalizations were tape recorded (the 1ecorder
was buried 1n a cart full ot groceries which was
“unobtrusively” pushed by a woman shopper) Inthe
shopping condition the subjects cxposed to cereal
commercials were the E subjects, while the subjects
exposed to tov commer cials acted as C subjects Two
days after the 'xperiment a sanple of subjects (selec-
tion procedu.  unspecttied) was interviewed to
determine 1f the child had developed awareness of
the experiment none of the subjects indicated such
awareness

Outcocne Measures: Background intormation pro-
vided by mother, and observauons ot the child's TV

)2 1 (‘ H.
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watching behavior, shopping behavior, and toy play-
ing behavior.

Statistical Tests: Yes (t tests, z tests)
Unit of Analysis: individuals

Results: There were few differences betwee. the
groups 1 ‘background, TV viewing, playing, and
shopping behaviors not directly related to the ex-
perimental hypotheses—thus, the groups appeared
comparable. The results demonstrate that E subjects
were more likely to direct their behavior toward the
advertised toys. Also, E subjects in the shopping ex-
periment showed more “approach” behavior toward
the advertised cereals than C subjects {<he group
differences were not dramatic, however). There was
no difference beiween the groups in purchase in-
fluence attempts Differences in behavior betwe: C
subjects or between E subjects on two ditferer .est-
ing days (1 week apart) were inter preted as resulting
from differences in background variables—however,
n's were so small for these comparisons that httle
confidence can be placed in them

Success: If success 15 defined or the E subjects ap-
proaching the advertised products more than C sub-
jects, there was only shight indications that .15 oc-
curred

Sponsorship: Unspecified.
Published: No

Criticisms: The authors are aware of the study’s
major weaknesses smalt sample sizes, using multple
statistical coinparisons. failurg to ‘control for
differences 1n 1mtial attractiveness between the E
and other products, and measuring only the short-
term effects of TV advertising. The authors admira-
bly einphasize that as a resuit, these findings are only
tentative “These procedures were deemsd justifia-
ble given the exploratory nature of this study. They
are useful for developmg rypotheses for further
study and for providing tentative evidence on the
effects of television advertising on children.”

Summary: This study suggests that TV advertising
increases approach behavior of subjects toward ad-
vertised toys and cereal. Subjects were randomly
assigned to trez*~ient groups, and the investigators
attempted to observe children's behavior in a
natural setuing (grocery store). The study’s principal
weaknesses are small sample size, use ot muliipic
statistical comparisons, tailure to control for the im-
tial attractiver: ss of the E ard other products, and
measuring only short-term advems;ng effects.

Study 4

An Exploratory Investigation ot Children’s
Responses to Commercial Content of Television
Advertising n Relation te their Stages of Cogmtive
Development. Ronald $§ Rubin, Ph D dissertation,
U of Mass , 1972

Purpose: To explore TV advertising viewing as it
affects the “consumer learning process” of the child

Population: First, third. and sixth graders attending
Bondsville Elementary School within the Palmer
School district 1n Western Massacuusetts

Sample Selection Procedure: Not random. The

youngest subjects (and subjects not repeating a grade
level) at each grade ievel were selected

Sampls Size: 72

Experimental Design: The experiment tested for
the effect of six experimental conditions The six
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levels were determined by, three ievels of cognitive
development (the three grade levels) and two for-
mats of .commercial content Subjects were ran-
domly assigned to the two formats of commercial
content Subjects were randomly assigned to the two
commercial content tormats (12 subjects per cell,
6M. 6F) Subjects viewed two different versions of a
new breakfast cercal commercial—one version was
product-oriented. while the other emphasized a toy
racing car premium which comes 1 the cereal box
The commercials had not been previously viewed by
subjects. The outcome measure was recall of selected
elements of the commercials and understanding of
the commercial message, as measurzd by a flexible
guestionnaire 1nterview, designed for this siudy.
Subjects were interviewed immediztely following
the presentation ot the commerciai

Outcome Measure: Flexible questionraire inter-
view, designed for this study

Statistical Tests: Yes (X2)
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Unit of Analysis: Individual

Results: There was « significant association be-
tween the specific clements recalied and stages of
development. older children were more able to
recall detailed information The recall of specific
elements was independent of level of commercial
content presentation The amount of elements
recalled was significantly related to stages of
deveiopment (vlde: subjects recalled more informa-
tion) and to the form of commercial presentation
(children viewing the premium-oriented commercial
recalled more elements). The actic.i sequence recall
of the subjects was signific>..(ly associated with

" developinental stage (trend toward sequence recall
with increasing age), and with commercial content
presentation (improved sequence recall with prod-
uct-oriented commercial) The child’s understand-
ing of the use of the product was independent of his
developmental levels (although there was a trend
toward increased understanding with age), but was
related to commercial content (chuldren viewing the
product-oriented commercial were more often
classified 1n the “understanding” category) There
was a relationship between awareness that the; were
viewing a commercial and stage of cognitive
development (increased awareness with age) while
children’s awareness .was independent of commer-
cial content presentatior  Understanding of why
commercials are shown (selling aspects) was related
to stage of development (increased understanding
with age), but this variable was not related to com-
mercial content presentation. Similar findings ex-
isted for the child’'s understanding of why cominer-
cials are made. There was a relauonship betvreen the
child’s understanding of “what 1s supposed to be
wanted’ and stage of development (older under-
stand better) and also with commercial content pre-
sentation (product children more oftzn answersd
‘cereal’” while premium cinldren mentioned the pre-
mium). The reasons subjects gave as to why they
were supposed to want the product were related to
developmental level and commercial conwent pre-
sentation (older and product presentation subjects
were more aware of buying motive)

The author presents additional analyses concern-
Ing results using aided recail and breaking down the
stage of development comparisons into comparing
two consecutive stages of development (instead of
analyses wnvolving 1l three levels). These results
will not be presented here

Q
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Success: If “success” 15 arbitrarily defined as the
existence of a relationship between children's ability*
to recall and understand commercial messages and
stages of development or forin of commeraal con-
tent presentation, the study was generally successful
for stage of develo, ment but mixed for commercial
content presentation.

Spensorship: Uaspecified
Published: No.

Criticisms: Differcnces (e g, use of animatiun)
other than premium presentation existed between
the two commercial versions which may have in-
fluenced cruldren's responses.

Coding of responses into categori=s, such as level
of recall of action sequences, appeared to depend
somewhat on the coders judgment and thus may
reflect an unconscious bias in the dyrection of the ex-
perimental expectations, especialiy if the ages or
commercial content data were availlable while cod-
ing

In classifying subjects as o their understanding of
the use of the product, responses about the premium
were classified as reflecting lower level understand-
Ing. However, (he child may view the premium as
part of the product, failure to commen. ou1 the prod-
uct does not necessarily indicate a lack of under-
standing of 1ts use.

While the authors refer to grade levels as “'stages
of cognitive develcpment,” “age” would be a more
accirrate labe! for that variable.

This study s subject to the usual qualifications ac-
companying the use of flexible questionnaire inter-
view techniques with children.

Summary: This study indicated that theic 1s
generaily an association between children's abiity to
recall and understand commercial messages and
their cognitive jevel (determined by age), and that at
times commercial content presentation (product
versus premium emphasis) is related to children’s
responses, bui to a lesser extent than stage of
development. Subjects were randomly assigned to
types of commercial nresentation. The study’s prin-
ci1p 'l weaknesses are differences between commer-
cial types other than premium emphasis, possible
bias due to using flexible interview techniques, and
posstble coding biases. '
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Study §

Children Learming to Buy The Development of
Consumer Information Processing Skills S. Ward,
D. Wackman, and E Wartella Marketing Science
Institute Report, Mov 1975

Purpose: To investigate children’s acquisition of
buying skitts

Population: Kindergarteners, third, and sixth g«
ders in Boston (Sommerville area) and Minneapolis-
St Paul (Mounds View area). The Boston subjects
were from a predomimnantly working class com-
munity, while the Minneapolis subjects were from
middle class suburbs *

Sample Selection Procedure: 1t is unclear 1f all
available schools were ncluded; the authors ran-
domly sampled subjects from the participating
-schools, but the response rates were far below 100%
(55% 1n Boston, 87% 1n Minneapolis)

Sample Size: 615 child-mother pairs (301 :n
Boston, 314 in Minneapolis) The sample was
divided almost equally among grades, cities, sexes,
and SES levels

Experimental Design: This study was descriptive.
Children and mothers were interviewed for | hour
each In addition, mothers completed a self-ad-
ministered questionnaire. Children’s responses to
open-ended questions were coded as to “theoretical
categories of interest

Outcome Measures: Nonstandard interviews and
parent questionnaires (se> Tables Variables).

Unit of Analysis: Irdiv:duals and individuai
responses (an individual r.ey respond more than
once on certain items).

Statistical Tests: Ycs (X2, correlations, multiple
regression).

Results: The major independent variable 1n this
study is the child's grade in school, sex and SES
differences are also considered. There are many
results reported 1n this book-length study, thus, they
will not be reported in detail here. The following
summary comments describe the general findings

Aruitoxt provided by Eic:
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_Children’s consumer i.«formation processing.

“There are consistent age-related changes 1n
the kinds of tnformaticn children attend to,
select, and use te describe and conceptualize
the consumer environment. This change ap-
pears to reflect basic developmental growth 1n
children’s cognitive capabilities toward 1n-
creased awareness and use of more abstract,
functional kinds of information in consumer
information processing.”

. Children’s money use and purchase requests:

“Children’s money use skills (e g., saving) in-
crease as chiidien grow older™  however, the
aut’ ors did not find age-related changes n
nonskilled money use (e.g , frequency of
purchase requests) except for “cmid relevant
prc .cts”

The fanuly context of children’s consumer
socialization: " The family context for consumer
learning varies in rather consistent ways for
different SES leve!s” (1n par ticular, 1nteraction
with the child about consumption increases as
the mother's social status increases, while
lower status pareats appear io give their
children more opportunities to operate as inde-
pendent consumers) . . Also, “The family con-
text for consumer socialization differs substan-
ually for children of different ages™. .. (e.g,
mothers of older children are more likely to
negotiate with their child about purchases, and
to r.ovide them with greater opportunities for
independence as consumer).

Ihe relationship between the famiiy context and
children’s consumer * behovior. 1n regression
analyses with all age groups combined, “age
was the bect predictor for nearly all child
behavior variables and the family support
variables did not increase explanatory power
to any major extent In the subsequent analyses
for the three separatc grade ievels, family con-
text variables did increase our explanatory
power, but the importance of specific support
variables changed, between kindergarten and
third grade. In particular, mother-child in-
teraction variables were consistently important
for the development of kindergartener’s con-
sumer skills. On the other hand, mothers’ own
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consumer behavior appeared to be cons:stently
unimportant for older children’s skill develop-
ment.

5. Addirional finding: The relatronship betwsen
exposure to commercials and children’s con-
sumer learning 1s mixed and of rather limited
importance. Also, exposure to commercials
“does not appear to motivate children consist-
ently toward increased spending or asking for
products ”

Success: Not applicable (no treatment).

Sponsorship: Office of Child Development,
Maikeung Sciences Institute, and the Educational

Foundation of the American Association of Adver-
tising Agencies.

Published: In press

Criticisms: This study 1s based solely on survey
data, and thus is subject to the usual quabifications
accompanying survey research.

Summary: This descriptive study presents several
relationships between children’s consumer behavior,
family context, and leve! of cognitive development.
(See above summaries in results section.)

Study 6

Advertising of Child ‘en’s Premiums on Television-
An Experimental Evaluation of the FTC’s Proposed
Guide. T. A. Shimp, R. F. Dyer, and S. F Divita
Unpublished Manuscript, Gecrge Washington
University 1975.

Purpose: To empiriczlly test the Federal Trade
Commission’s position that television advertising of
premium offers to children are harmful and should

be discontinued. Two specific rresearch questions

were nivesugated. (1) does the inclusion of a pre-
mium portion in a TV commercial distract the
child’s attention from merits of © e principal prod
uct?, and (2) 1s the necessary effe .t of the premium
offer to cause children to purc ase or want to
purchase the advertised product?

Popuiation: First to sixth grade chilc = attending
a Washington, D.C suburban parc.mal school
which volunteered to participate in the study

Sampie Selection Procedure: The school volun-
teered to participate, it 13 unclear if all of 1ts students
actually participated

Sample Size: 197

Experimental Design: TV commercials were con-
structed for a hypothetical cereal product. Four ver-
sions of a 30-second TV commeraial were prepared
acontrol eommercial which only presented informa-
ton concerning the cereal and three experimental
ads wuich included both premum and product 1n-

Q
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formation. The three experimental ads differed only
as to the length of time devoted to premiurh presen-
tation (10, 15, or 20 seconds). The premium object
was a football team patch. Subjects were presented
with 2 5-minute cartoon, the 30-second commercial,
and a |-minute announcement about pet care.

N

Students within the four groups (viewing different
commercial versions) were watched on age and sex
and “balanced” on “‘cognitive ability” (memory and
verbal comprehension measures). Subjects were ran-
domly assigned to the control condition, but it 1s
unclear whether subjects were randomly assigned to
the different E treatments

Immediately postexposure, subjects’ recall of
specific features of the commercial and attitudes
towards the pruduct and the prenaum were
measured. In addition, a “simulated purchase set-
ting” was used to test the children’scereal preference
fthe advertised product versus two weli-known
brands)

Outcome Measures:

recall — subjects completed a penc:l-and-paper
multiple choice test (yes, no, not sure) There were
I5 “product” questions In addition, E subjects

answered ar. additional |1 premwum oriented ques-
fions
artitude — children selected one of five faces

(ranging from an extreme smuling face to an extreme
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frowning face) corresponding to their feelings about
the premium and the experimental product

brand chowce preference — the child sclected the
cercal he would most and second most prefer from
three cereals (E brand and 2 others).

Unit of Analysis: Individuals
Statistical Tests: Yes

Results: The first set of findings pertain to the hy-
pothesis that including premium offers distracts the
child from relevant information about the quality of
the product

A two-way ANOV A (cognitive level! by length of
commercial time devoted to presenting information
about premium) demonstrated significant main
effects Higher cognitive level subjects exhibited
greater recall of product information than lower
cognitive level subjects. Scheffe’s post hoc com-
par-ons indicated that the “10-second premium” E
group had significantly higher product recall than
the other two # groups However, the performance
of the C group was not significantly different from
the E groups “children exposed to a prod-
uct/premium ad did not have significantly less prod-
uct recall than the prodyct version only subjects™ (p.
18)

A two-way ANOVA (cognitive development x
treatment) was pertormed on the amount of product
recall (this was taken to be a measure of distraction)
The treatment differences were agaia sigmticant 1n
the same fashion as in the previous analysis’
However, the cognitive development factor was not
significant

The E groups’ accuracy in recalling ptoduct in-
formation was compured to theur premium recall ac-
curacy using t-tests for ditterences between propor-
tions These results suggest that as the length of pre-
mium presentation increases, the proportion of «.c-
curate product information recall decreases and pre-
mium recall increases Even when equal time 1s
devoted to product and premium information, sub-
jects were able to more accurately recall | -emium
information (It should be noted, howaver, that pre-

iThe authors arbitrariiy labeled children less than & years
“preoperational © and children X or older “concrete-opera-
tional
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mium recall decreased from the 15-second to the 20-
second premium presentation )

The second set of findings pertain to the hy-
pothesis that the premiwum presentations will 1n-
fluence subject reactions to the product

The E groups’ responses to the "happy face™ at-
titude measures toward the premium and the adver-
tised product were correlated (Pearson) The cor-
relations for both sex-groups were positive, they
were quite small and nonsignificant. Thus, "it ap-
pears that greater Liking cf a premium object does
not necessarily create greater liking of the product
containing the premium” (p. 24). In addition, the C
group actually displayed a more favorable attitude
towaid the advertised product than the E subjects (t-
test comparing mean attitudes) even though the E
subjects were very favorably disposéd to the pre-
mium.

In the brand choice experunent, the majority of
subjects chose the experimental product as their
least preferred cereal. While there is a tendency for
subjects to become more favorable to e experimen-
tal product as the proportion of time devoted to pre-
senting the premium increases, the results (X2) were
not statistically significant Correlations between the
respondents’ brand chowce preferences far the ex-
perimental product with their attitudes toward 1t
were significant, as were the correlations between at-
titudes toward the premium object and preferences
tor the experraental product. Although the latter
correlation 1s modest, it suggests that "the more a
premium 1s liked, the more appealing 1s (he adver-
tised product containing the premium” (p 28)

Sponsorship: The School of Government and Busi-
ness Administration, George Washington Univer-
sity

Published: No

Success: If “success” 15 arbitrarily defined as the
different treatments differentially affecting subject’s
recall of relevant commercial information and,
brand-choice preferences, the support 1s mixed, and
appears to lean toward the "not successful” conclu-
sion

Criticisms: The authors’ decision to divide the
sample according to age (less than 8 years versus 8
or older) and to claim that this division corresponds
to "level of cognitive development’ 1s questionable.
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The fact that two variables are correlated (in this
case age and cognitive level) 1s not sufticient reason
to substitute onz for the other It would have been
more accurate to refer to the variable as “age "

[t 1s possible that 1n selecting brand preferences
the child responded according to his desire for the
product, but that 1n an uctual purchase situation, he
would purchase the product one time to obtan (he
premium

The authors compute Pearson correlations when
one of the variables 1s the five "face values " While
these data are ordinal. they may not be interval scale
and thus a nonparametric analysis may hLa.2 been
more appropriate In addition, the t-tests computed
for differences between proportions of correct prod-

uct and premium recall should have been for corre-
lated samples, whether or not this 1s the case 1s
unspecified.

Summary: The results indicate that product recall
accuracy may decline as greater proportions ot com-
mercial time are devoted to presenting premiums
However, 1t does not appear that devoting relatively
short periods of time to premium presentations dis-
tracts from the child’s product recall ability 1n ad-
dition, hking.a premium object does not necessarily
insure that children will desire the product contain-
ing the premium. The study was experimental, with
subjects randoinly assigned at lcast to the control
condition The use of the “‘cognitive level” label ap-
pears inappropriate, and the use of certain statisticai
prucedures 1s questionable

Study 7

Gift Decisions by Kids and Parents Andre Caron
and Scott Ward., J of Advertising, Vol 15, No 4.,
Aug 1975,

Purpose: To e¢xamine certain aspects of the relative
influences of mass media and interpersonai sources
on children’s product desires and parental decision-
making regarding their children’s product desires,

Population: Middle and upper class mother-child
pairs in M« atreal The children were third and tifth
graders

Sample Selection Procedure: Random

Sanible Size: 84 mother-child pairs actually pro-
duced data (inttial random i :luded 54 third and 52
fifth graders)

Experimental Design: 4 wceks betore Christmas.,
subjects (children) were asked to write a letter to
Santa, telling him what they wanted tor Christ s
Children were asked where they got the idea tor cach
gitt requested “"Mothers were trained to obtrusively
record cach Christmas gift request during a 7-day
period and to note their verbal response Gt any) to
the child ™ A content analysis ot television commer-
crals directed to children in these age groups was
also conducted although not used n this study
Following Chitstmas vacation. the speatic gitts
which children recenved were noted

Q
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Statistical Tests: Ycs, but not all necessary tests
were carried out (or perhaps. simply not reported)

Outcome Measures: Children’s requests. mothers’
notes of children’s requests and their responses, and
parent’s buving behavior (not standard)

Unit of Analysis: Gitt requests. gifts received. and
individual subjects

Type of Analysis: Descriptive and X2

Results: Children requested “much the same kinds
ot items (to Santa, parents, or both) regardless of age
or soctal class ” Children most otten cited television
as the source ot gittideas. tollowed by triends Older
children were considerably more hikely to cite TV
and less likely to cite triends than younger children,
and older children were more hikely to cite catalogs
(difterences not tested statistically )

Guft requests—Younger children asked tor more
gitts than older children However, they were lesy
likely to receive specitically requested gitts Middle
class children requested more gitts than upper class
children, and they requested more gitts trom **Santa
only ™ Muddie class kids received more  grfte,
although the receipt of specitically requested gifts
{conversion rate) was stmilar”™ m both
CConomic groups
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There were significant differences (X2) in the
types ot gifts requested by children of different
social classes, and there were also significant age
ditterences Sex ditferences were not sigmificant

Parents most often responded verbally 1n neutral
terms (e.g . “we'll see”) to children’s gift requests
The age and social class differences in parental ver-
bal responses were not signiticant

There were significant age, social class, and sex

differences in types of gifts recewved. Fifty percent of -

the gifts received had been expucitly requested
either in the letter to Santa or to the parents. The
percent of specific gift requests that were fulfillec 1s
“somewhat higher” for upper class children. Re-
quests made both to Santa and to parents were most
likely to be fulfilied. Middle class families were
more likely to yield to requests for certain types of
toys, while upper class parents were more likely to
yield to requests for other types of toys

Criticisms: This was not an experimental s(udy{ll
is possible that mothers did not accurately record all
of the children’s gift requests and theirr own
responses to.the requests In addition, participatton
in the research study may have aftected parents’ gift
buying

Since there was a high attrition rate, there should
have been an ettort to determ:ne it those not produc-
ing data were atypical

The authors state that the finding that older
ch'dren more otten cite TV as a source ot product
mtormation, and that younger children are more
likely to find out about proaucts hrough sceing
them 1n stores However. their data indicate that the
store 1s as often an information source for titth gra-
ders as for third graders

Sponsorship: Grants trom Radio Canada and
Marketing Sciences Institute

Published: Yes

Success: The authors did not mitiate an actual
program or treatment. thus it 1s not possible to
evaluate the success ot the study

Summary: This nonexperimental study demon-
strated several age and social class ditterences with
respect to sources of gitt ideas. gt requests, and gitts
received, although the ditterences were gencrally
not dramatic

Study 8

Family and Media Influences on Adolescent Con-
sumer Leayming S Ward and D Wackman,
American Behavioral Scientist, Vol 14, No 3
(Jan'Feb 1971) pp 415-427

Purpose: o investigate the development ot con-
sumer learning 1in adolescents

Population: Eighth through twelfth graders in the
Prince Georges County, Maryland. school district

Sample Selection Procedure: Classrooms i 12
schools were randomly selected The 12 schools
were not randomly sclected (e g. hlack schools
refused to participate)

Sample Size: 1.094

Experimental Design: This stucy 1s deseriptive
The subjects completed selt-administered guestion-
nares

Aruitoxt provided by Eic:
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Outcome Measures: 1hc tour eriterion vaitables
recall of commercial content, attitudes toward TV
advertifing, muaterialistic attitudes. and - seit-
reported etfects of commercials on buying hehavior
These and other vartables were measured by the
quEesLIONNAIre TeSpenses except

SES tmeasured by Duncdan socoecononie index)
and
(measured by teach™ in schooh)

1Q
Statistical Tests: Ycs tor some analyses

Unit of Analysis: 1n:dividuals

Results: Subjects were divided mnto two age groups
‘or the analyses. cighth and ninth graders versus
«enth cleventh, and twelrth graders Comparisons
between the age groups indicate significant
ditterences on the tour fearnmg criterta recall, at-
titudes, materialism, and buving behavior  lThere
were signiticant (test unspecttied) age difterences on

1
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almost all of the “communication™ variables
younger subjects watch more TV, talk more with
their parents about consumption, and are more
likely to watch commercials tor “social utility™ and
“communication utility” reasons  According to the
authots, “Their results suggest that althugh
younger and older adolescents may be at the same
level in terms of consumer {earning, the processes ot
learning may difter tor the two age groups ™

Correlations (product-monent) among the cri-
terion variables tor both younger and older adoies-
cents arc “nearly all essentially zero.” indicating
that “several criteria of consumer learning are
quite independent ot cach other

The investigators conducted “step-up™ regression
analyses to study difterences sn “consumer learning
processes” across age groups Each criterion varia-
ble was predicted by threc sets of independent varia-
bles (demographic, communicationr, and reasons tor
watching TV commercials) The authors discuss
those independent variables which when added to
the regression equation increased the proportion ot
variance accounted for by at least 1% Intelligence
was the major predictor of TV recall tor older and
younger subjects Two varmables—social utility
reasons for viewing commercials and time spent
watching TV —account tor much of the younger
group vanance mn attitudes toward TV advertising
In contrast, three differcnt variables—vicarious con-
sumption reasons tor viewing commercials, tamily
communication about consumption, and SES—ac-
counted for much of the variance for older subjects
Social utility and vicarious consumption are major
predictors of materiahism tor both age groups
However, the amount of money the adolescent has
available is a predictor tor younger subjects, while
1Q was a predictor tor older subjects Three varia-
bles arc important predictors of the effects ot TV ad-
vertising on buying behavior tor both age groups
tamily communication about consumption, social
utihity reasons tor viewing 'V commercials. and cx-
posure to magazines In addition, communicatory

utility reasons tor viewing commercials is also a pre-
dictor tor younger subjects According to the
duthors, these results suggest that “simplc exposure
to advertising is not 4 sufticient condition for buying
behavior other variables involving the process-
ing of information about consumption intervent be-
tween exposure to the commercial and purchase ™

Success: Not applicable

Sponsorship: National Instutute of Mental Health,
and the Marketing Science Institute

Published: Yes

Criticisms: Since the r udy was not experimental, it
1s not possible to make inferences about “direc-
tionality”™ of relationships between varables, or
“causality ” Thus, the authors’ claims that certain 1n-
dependent variables which predict the criterion
variables arc involved in the “learning process™ for
the criterion variables are not justified For exam-
ple. it s possible that consumer learming as indicated
by attitudes toward TV advertsing influences the
amount of time spent watching TV, and not the
reverse

This study 1s subject to the usual qualifications
assoctated with obtaining data with self-ad-

ministered qucestionnaires
*

Summary: This descriptive study sugge,sts that
older and younger adolescents do not differ with
respect to consumer learming (as measured by'the
tour criterion variables), but that t+  tactors in-
fluencing the learning processes may differ across
age groups Particularly interesting was the fact that
several factors were better predictors of the eftects
of TV advertising on buying behavior than TV ex-
posure, in fact, table 3 indicates that there 1s small
but negative relationship between TV exposure and
ettects ot TV advertising on buying behavior. While
this finding 1s not discussed by the authors. it would
seern to warrant turther investigatinn

Study 9

Young Viewers Troubling Response to TV Ads
TG Bever, ML Smuth B Bengen, and TG
Johnson Harvard Busmess Review, Nov -Dec 19758

Purpose: T¢ cxanunc trends m children’s attituges
toward adverusing during the years §-12

Population: 5 12 year old children trom nuddle
and working class tamilies 1n nortkern New Jersey

Sample Selection Procedure: [ nspecitied
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Sample Size: There were 6 boys and 6 girls 1n each
of four 2-year nterval age groups (5-6, 7-8, 9-10,
11-12) for a total of 48 subjects.

Experimental Design: Subjects were interviewed
about morality, fantasy, economics, and TV com-
mercials, and the responses were tabulated

Outcome Measure: Nonstandard interviews

Statistical Tests: Nonc reported (although the
authors state 1n the introduction that some were per-
formed).

Unit of Analysis: Individuils (frequencies).

Results: The authors report 1n an anecdotal man-
ner the ability of difterent age subjects to make judg-
ments about fantasy, morality, and economics and
their reactions to TV advertising. Their reported
results generaily suggest that “children between 5
and 12 gradually learn to interrelate their under-
standing of fantasy, morality, and economics. This
integration appears to coincide with an increased
ability to deal with adverusing. . .” Six to five year

" olds “largely 1gnored advertising as being lrrelgv,a-nt

to their hives,” 7-9 year olds “attempt with great
difficulty and little success to integrate advertising
into their lives,” and at age 10, “they resolve the
conflict temporarily through an overgeneralhization
that all advertising 1s nusleading.” Eleven and
twelve year olds “resolve conflicts rore satisfac-
torily thus they can identify both the good and
the bad aspects of advertising ™ The authors con-
clude by stating that “the 10 year olds’ anger
towards misieading advertising as well as the 11 and
12 year olds’ increased tolerance of social hypocrisy
raise serious questions about the role of TV adver-

tising 1n the sociahization of children.” The only data
supphied by the authors are two histograms which
show the average number of children 1n each age
group who: 1) comprechend questions about
morality, fantasy, and economics, and 2} are able to
respond “figuratively” and/or “"operationally™ to ad-
vertising. Both histograms demonstraie INCredses
with age.

Success: Not applicable (no treatment).
Published: Yes

Sponsorship: Unspecified.

Criticisms: This study informally presents
children’s responses which support the authors’ in-
terpretation of their data. The reader needs more 1n-
formation to fairly assess the authors' conclusions.

No statistical tests are reported 1n this study and
the method of selecting subjects for participation 1s
unspecified

While the aythors cite the 7-10 year olds’ “limited
operations powers” as a major reason for their
problems in dealing with misleading advertising,
one of the histograms indicates that approxsmately
haif of 7-8 year olds were able to respond “opera-
tionally™ to advertising

Summary: This descriptive study suggested that
children’s sophistication with respect to their at-
titudes toward TV advertising ycreases with age
The data which are presented 1n support of many of
the authors’ contentions 1s informal

Study 10

Children’s Television Viewing An Exammation of
Parent-Child Consensus  John R. Rossiter and
Thomas S Fobertson, Soc ometry, 1975

Purpose: To compare parent and child reports with
respect to TV viewing and television advertsing in-
fluence, and to examine response patterns w relation
to children’s ages and parental social class

Population: First, third. aud fitth grade boys from
Philadelphia area Cathouc schools

Sample Selection Procedure: How schools and

171

subjects within schools were selected are unspecified
in this article However, this sample appears to be
identical to the one used in Robertson and Rossiter
(1974).1n which all of the boys 1n four of he schools
were included. anua all the boys 1n one class at each
grade level in the fitth school were included. The
method of selecting schools and the classes in the
fifth school 1s unspezified 1n the 1974 article Inter-
views were completed with the mothers in 87 percent
of the cases, thus eluninating 13 percent of the sub-
jects from this study

Sample Size: N-253 mother-child dyads

reg
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Experimental Design: This study was essentially
correlational 1n nature Children’s responses were
obtained through perscnal interviews at school by
trained graduate students Parents responses were
obtained through telephone interviews conducted by
the same interviewing team

Specific Outcome Measures: Parent and child
reports with respect to two sets ot variables were ob-
tained The first set (televisions exposure, viewing
supervision, co-viewing, and parent-child nterac-
tion) assessed parentally imposed television controls
with closed-end questions The second set (per-
suasive inient recogmition, hking, belieyabiln, .
motivation) assessed the perceived susceptibihity ot
children to TV commereials with closed-end ques-
tions for parents, and open-end questions tor
children The response sets for all ot the variables
were trichotomized either by utibizing closed-end
questions with three categories, mspecting the total
response distribution tor each varizble and dividing
the responses on this basis, or by coding open-ended
responses 1nto three categories

Statistical Tests: Ycs (parametric and non-
parametr:c}

Unit of Analysis: Individuals

Results: Only two ot the television control
measures and two of the commercial susceptiblity
measures show significant parent-child correlations
(Pearson r) The TV control variables producing a
significart (positive) cortelation between parents
and children were television exposure and parent-
child 1nteraction The commercial susceptability
variables producing signihcant (positive) correla-
tions were persuasive intent recognition and
behievability The reported ristor all of the variabues
are tow (all under 18)

X2 analyses tor aggregate response sumtarity in-
dicated that parents and children respond

difterr ntly, parent and child resppnse distributions
were sigatticantly different fpr all but one
«behievability) of the response variables Parents
reported exeiting more viewing supervision than the
children reported experienzing In addition, parents
appeared to underestimate their children’s commer-
cial susceptability

An analysi. of parert and child consensus by
grade level indicated that the age variable can not
account for the parent-child reporting discrepancy
Analysis of parent and child responses by parent s
education and occupation indicated tnat parents
report stronger social-class effects than their
cnildren “The added bias by social class means that’
the sound practices of more enlightened balents may
not be as prevalent as they appear™ (p 21)

Success: Not applicable

Sponsorship: Leo Burnett, Inc . Matiei, Kellogg.
Nestle, Management and Behavioral Science Center
ot the Umversity of Pennsylvania, and National

Science Foundation .

Published: Yes -

B

Criticisms: T'he principal crivwcism of this study
cencerns che questionable vahidity ot parent and
child reports without observation of children’s az-
tual 1ewing patierns, etc Also, 1t s difficult to
determine if parents’ and children’s responses are
equivalent For exampl.. when both a child and
parent report that ine child "hikes” commerzials (or
report ditferently), 1t 1s questionable whether the
concept of “likes comiiercials™ neans the same
thing tor children and alults

Summary: This correlat, nal study suggests that
parents’ and children’s perceptions ot TV control
cxerted by parents” and children’s susceptability to
commercials may ditter

Study 11

Children and Commercral Persuasion An Attriba-
tion Theory Analysts, Thomas S Robertson and
John R Rossiter Journal of Conswomer Research 1,
June 1974

Purpose: To cxamine the extent to which children
are capable of understanding the purposes of televi-

ston commercials and the eftects ot such understand-
Ag on attitudes and purchase requests

Population: First. third. and tifth grade boysn tive
schoois within the Philadelphia area Catholic school
syrem

Q (7= [P
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Sample Selection Procedure: All ot the boys in
four of the schools were included (census). whr' 1n
the fifth school all the boys in one class ac cach grade
level were included The procedure tor selecting the
classes included 1n this latter school 18 unspecified
In addition, the procedure tor selecting the tive
schools 1 unspecitiecd Only two students did not
partictpate

Sample Size: N=289

Outcome Measures: Interviewers used open-ended |

questions adapted from Ward (1972) "and moditied
in line with our conceptual tramework and question-
naire pretests”—thus. the measures were not stand-
ard

Experimental Design: This was a descriptive
study Children were interviewed using open-ended
questions by trained graduate students Subject
responses were coded blind by three judges. . the
few cases (less than § pcrceni) where the judges did
not agree were ehiminated from the study Several
variablzs were coded in this manner—for example.
whether or not @ child could discriminate between
programs and comamercials, or could rccungC the
intent ot commercials Parent-chiid interactien was
based on child reports. and pres mteraction was
based on tie child’s designation by other students 1n
the sample as a “best triend

Unit of Analysis: Indiiduals

Statistical Tests: ' cs (Kendall correlation coetti-
crents and multivariate discrinnmant analyses)

Results: An overview ot the results suggests
¢reasing!y sophisticated cognitions and less positive
attitudinal structures” toward commercials with age
(increasing grgde levels)

m-

Children’s attribution ot persuasive ntent to
conimercials was signiticantly and positively related
to age and parental education Discriminant analysis
suggested that age was the most sigmificant tactor
The child’s interaction level with parents, the pres-
ence or absence ot older siblings, and level ot peer
integratton were all unrelated to the perception ol
persuasive antent  The only factor signiticantly
associated with attributing assistive thelptul or an-
formational) intent to commercials was absence ot
older siblings—the older or only children tend to see
advertising as designed to assist

Q
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Children who are capablie of recognizing com-
mercials as persuasive 1) can distinguish commer -
cals from programing. 2) can recognize the exist-
ence of an external source or a commercial sponsor,
3) perceive the idea of intended audience. 4) are
aware of the symbolic nature of commercials, and §°
cite instances ot negative discrepancies where tne
product did not meet their expectations based on the
commercial message (correlations between each of
these 5 varibles and recognition of persuasive in-
tent were all significant, however. all are probably
highly correlated with age} Stepwise discriminant
weights suggested that symbolic perception was the
primdry determinant of persuastve intent recogni-
tion Only two ot the correlations between recogniz- .
ing assistive intent and these tive variables were sig-
nificant r cognition ot an external source or spon-
sor and per  ation of an intended audience

The two intent variables (assistive and per-
suastve) were also related to atitudes (trust, hiking,
and consumption moti ation) There are several sig-
nificant results Children holding assistive intent at-
tributions tend to trust commercials more (positive
corietations), whereas if he sees them as persuasive
he tends not to like them (negative correlation)
While abihity to recognize either type of intent 1s
negatively related to consumiption motivation, only
the correlation between persuasit ¢ intent recogni-
tion and diminished desire tor adverused prnducts 1S
significant  D1s. uminant analvses ndicated  that
persuasive intent is the dominant tactor (over assis-
tve intent) in predicting trust. liking. and consump-
tton motivation when both types are considered in
combination

Success: Not applicable (no treatment)

Sponsorship: Leo sBurnett Inc . Mattel. Kellogg,
Neostle, Management and Behavioral Science Center
ot the University ot Peansylvama and National
Science Foundation

Published: Y.

Criticisms:*As the authors point out, the sample
was himited to Cathelic boys Thus the results are
not generalizable to other groups The authors men-
tion that a pilot study 1n 4 public schoo. tound tha
religious ditterences “tended to complicate inter
view content and medsurement.” which suggests that
ditterences between »artous religious groups on the
measured variables may well exist

1
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This stud 1s subject to all *he criticisms accom-
panying the ge ot open-cnded questionnaire tech-
nigu.s—espectally the question of whether the
responses accurately represent reality The use of
three judges adds contidence te the scouing of the in-
terviews, although the subjects who were eliminated
due to lack af rater agreement may have been atypi-
cal, 17 us turther hmiting the generahizabilitt of the
resule

Summary: This descriptive study suggested the
tollowing relationships Children appcar to develop
increasingly sophisticated cognitions about comn 2r-
cials, 1ncluding attribution of persua e intent, with
dage Parent education was also positive'y rela‘ed (o

ittribution of persuasive mtent, as were tise cogni-
tive variables Children who attributed persuasive
intent to commercials, tended to like them less, trust
them less, and were less likely to express a desire tor
the products advertised Children who attributed
assistive intert tended 1 hike and trust the commer-
cials, but not necesse tly to express @ desire tor the
procacts Recognition of persuasive ntent was
dominant over recognition of assistive intentin pre
d: ting hiking, trust, and commercial motivation
The study’s principal weakness are limited
generalizabihity ot the results and the weaknesses
~~spctated with the use of a nonstandard open-cnaed
interview format Since the study was nonexperi-
mental. causal iterences dare not jastitied

Study 12

Crildres. sInfore on Processing of Television Ad-
vertising Scott Wait and Daniel Wackman In P
Clarke. tEd ), New Models for Mws Communication
Reseurch, Beverly Hills Sage, pp 119-146 -

Purpose: To examine two asecds of children’s in-
formation process:ng of TV commercials—selection
of iformation o~d cogmuive processing of informa-
tion

Population: Children of mothers partcipating in

Boswon area sc:rvncc\clubs <
L]

Sample Seleciion Procedure: A rando n sample of
the service clubs was imitially contacted From each
of these clubs, “approximately” equal numbers of
aothers ot 5-12 year olds were randomly selected
Ot 108 mothei , imtiallv contacted. 90 agreed to par-
tupate The final samyie, for which ail of the col-
lected data are ava:lable, numbered A7

Saraple Sire: N=67 —

~

Outcome Measures: Children's infdrme* on proc-
eesinz was invesugated throughsdirect interviews
v.ith the children The intervig transcripts were
¢ .aed hy two research assistangs. Children’s selec-
uon ot intormation was exam.gled through training
mothers to code their childien attentional behavior
while watching TV  Mothers completed viewing
logs which indicated when the child was likely to be
wat wung TV Specific times for observatior were
sampled from these logs Ever, 10th commercia. se-
q..2nce that the child watched was coded and :n-
cluded 1n the study.

ERIC
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Experimental Design: 1his study was completely
descriptive

Stetistical Tests: Tou (X3 tor mtormation proc-
essing data, but not for sciecaon of intormation
data

Unit of Anzalysis: Individuals and individual
responses

[ asults:

Information Process 1y of Coneneraals Most 3-8
year olds exhibited a low level understanding ot
what a commercial 15, wbne the 0 oqority ot 9.12
year olds exhibited a medivm level understanding
(significant X2 age by level of ana eness)

L )

Most 5-8 year olds exhibited low level ditterea-
tiation between commercials and programs. whercas
three-tourths of the 9-12 year «lds exhibited high
level ditterentiation (srigmiticant X2) For both ol
these vaniables (commercial understanding and
program-commercial ditferentiation) lfow love
responses wndicated a rehiance 0 perceptual cw
wiile higher level responses tndicated a greater un-
derstanding of the meaning of the message
\3 The scmple was ¢ ded mto three “cognitive

Fevels” low (children who gave low 'evel responses
“fo both of the above two guestions), meduni
{children who gave a medium or high level response
to the commerci:t undersiandng question and a
high level response to the program-commercial
diffe. entiation guestinn). and high (the pertormance



characterizing wnese subjects 1s unspectfied) These
classit.cations were related to the subjects” ages

Children’s awareness ot the purpose ot commer-
clals was shov n to increase with cogmitive level A
similar result was de.nonstrated tor the relationship
between complexity of recall ot liked and dishiked
commercials and cogmuve level The rzasons given
ter hiking or dishiking commercials dittered some-
w.at across cogrutivy levels, in particular, a thiro ot
low and medium level children based their feelings
toward the commercial on their response to the
product adverused, compared to only § percent ot
tugh level children Lower cognitive level children
are more hikely to percetve commercials as truthful,
~ judge the co:nmercial’s truthfulness on a percep-
<Jdal (as opposed to a reality-testing) basis. and to
give trusting responses {not aware of the selling mo-
tive) wher asked why commercials do or don’t teil
the truth

Chuldren’s Selvction of Information  Attention to
commerctals decreased from the tirst to later com-
mercials in a sequence, lower cognitive level sublects
showed the smallest decrease in attention fregn the
program to the first commercial, while the high level
children showed the greatest differentiation between
attention to the program and the first commercial
Low cognitive level children also demonstrated the
most stability 1n their attentional behavior toward
commercials appearing at the beginning or end ver-
<us the midd!c of a program. or at ditterent viewing
times “inldren’s attention to commu, cials was re-
lated to the types of products advertised. however,
the low level subjects did not appear to demonstrate
g-xater stability across dirferent product types thon
the higher level subjeots

Success: Not apphicable

N b+ -

-

Sponsorship: Nauonal Instutute of Mcntal Health,

The Marketing Science Insiitute, and the Anernican

Assc “tation of Adverusing Agencies |

Published: Yo

[

Criticisms: A large proportion ot the subjects ni-
ttally contacted were not included 1n the tinal
analysis  An attempt should have been made to
determine if these subjects were atypical

! s unclear if the coders ot the ntormation proc-
essing interviews were awnare of the subjects’ ages it
this were the case, the ratings ot subject responses
may have been unintentionally biased Also. one
may question the accuracy and comparabihty ot tie
mothers’ codings of their children’s viewing patterns
(e g, mothers of children ot difterent Jevels may
have ditfered i their coding behaviers)

The authors neglect to snectty the criterta tor a
“high cognitve level™ classitication

Summary: Thie descripine studs indicated  that
“children’s informaton sclection and processing s
influenced by theircogmitive devetopment’ (p 143)
Lower cogmtive level children tended to tocus on
perceptual teatures of commercials. while higher
Jdevel subjects focused on more abstrags features In
addition, lower level condren were more hikely to
trusc commercials than higher level childsen The at-
tentional patterns of the tower level children were
stable across different conditions. while the higher
ievel subjects showed more difterentiation in their
attentional behavior The study’s principal weakness
is the possibility ot bias 1n the wrding ot subject
B .5€5

Study 13

Chiidren’s React.ons to Teievision Adverusing  An
Experimental Approach M Geoeldberg and G
Gorn, Journal of Consumer Research, Vol 1. Sept
1974

\
Purpose: To determine the catent to which 1V
commercials motivate children to try to obtain ad-
verused products

ERIC

Aruitoxt provided by Eic:
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Populrlon: 8 to 10 yrdr old boys associated with a
secreation department m an kEnglish speaking upp-=r
nuddle class suburb ot Montreat

.

Sarmple Selection Procadure: Unspecifizd

Sample Size: N=131

175 154



E

RIC

P Y

Experimentai Design: Subiedts were mtroduced to
o new toys (ot vet Gn o the markeny  Baseline
ica-uivs of attitudes toward cachi o1 the two toys
were obtamed ona S pant bipolar scale (appareath
notstandard)y On another > pomnt hipolar scale with
the first tos (GO representing ene pole and the other
Loy (HW ) representing the other, the subjects
speattied which ¢f the two tovs he would rather get

b apectancy wes experinientally nianipalated by
the expermmenter ieihng the chitddren that he had
only 1 ghow exspectancy )y ¥ noderate expectancy b,
or 14 (high expectarney) CC s tor the 15 boys i each
group Subjects were told that to win the toy they
would have to solve a puzzlie o they were the tirst,
amonig the iirst 8, o1 the tirst 14 boys (depending on
level of expectancy ), they wouid win the woy 1 they
quit batoge the winners i therr group solved the
puzzle they would recenve HW S hut it they were sull
workma atter the winaers solved the puzzie they
would win nothing HW was chosen as the alterna-
rive prize hecause prlot tests (unteported) mdicated
that the chaldren had a sheht preterence tor the CC
Cheldren were ashed tor thaer percenved chences ot
winning on a S ot scale Groups ot children were
subsequendy shown a program with either 0, 1, or 3
e mserted  Atter the program
children rated thewr attitudes toward the program on

commercidls

a4 S-pomt scale The preprogram nicasures ot the
desirability ot the toys a0 P the pereened probabiiiny
of winning CC were readmunstered Children were
then remnded of the number ot toys available and
the peteenned probabiliry ot winmng was measured a
third ume Children then worked 1in separate cubi-
cles on a dithicult eaperental puzzlie When a child
deerded to stop he lett the cubicle. and the other
childien were unaware at his departure B noted the
tme cach chiid worked on the puzzice Finally sub
jects ratzd the task's mterest and dithiqulty on two 5-
point scales, and were given a set of HW to, par
Hcrpating )

Yirosunnmary, the design was a 33 tactoral (3
levels ot commiercial exposure and 3levels of expec-
tancy ) witi approximately 15 subjects cell Subjects
were rindomly assened to cells The dependent
measures aere tme apent on the task and the at-

titud mal dara

Unit of Analysis: 1ndniduals

Siatistical Tests: Yoo, ANOV AL ANCOV AL and
nost hot comparisons

Q
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Results: The manipulation of expectangy was suc-
cesstul in that the postiest results revealed a signifi-
cantmain ettect A Neuman-Kayls test revealed that
the percenved charices ot winning the CC were higher
tn the high expectancey group tnan in the other two
groups, however, the moderate and low groups we-e
almost identical

Prior to exposure to the commercrals CCand HW
were seen ds approximately equally attractive  The
program was viewed as tairiy interesting The puzzle
was perceived as  ery hard and tairly interestng
There were no significant differences among treat-
ment levels on any of these measures .

ANONV A'S were pertormed onat-
titudinal and behavioral determme  the
cttects ot expectancy and exposure
Analyses with time spent on the puzzie betore quit-
Ging (persistance measure) were medaningtul tor those
suajects who could not solve the task (n=122 Thus,
the subjects solving the task (n—11) were excluded
trom al! analysis  The Juthors pertormed a
logarithmic transtormation to normahze the ttn 1t
task data ANCOVA's on the attitudinal data were
I'he
covariance analysis was esseitial since there were
su® .tantial preprogram ditterences on the at-
titudinal measures (despite random assigniment)
The two attiiudinal measures were attitude toward
the CC and comparative attitude (CC v HW)

Two-w .y
data wo
commerctal

pertormed, covarying on preprogram scores

Ihere was a signiticant main cfect of expectancy
on both attitude nieasure In both cases, the oy sig-
nificant ditference occurred between subgects in the
high and moderate expectancy groups (the attitudes
tor low expectancy groups tetl in between)  Thus,
high expectancy ot receiving the toy enhanced it
value in comparison to moderate capectancy There
wdas also a sigmiticant expectancy effect on the
amount of time spent working on the puzzle High
expectancy subject worked significantly longer than
those 1n the low expectancy group (with moderate
expectancy in the middley Thus, persistance
behavior was related to exp ctancy

There was a signiticant - ommercial exposure
etfect on the comparative attitude measure but not
on the attitude toward the CC nieasure The in-
creases trom (0 to noth T and Y exposure: ono . com-
pale Ve measure were signiticant, but there veas no
ditfereni e between the medns in the 1 and 3 ex-
posure groups The aumber of commercials also sig-
niticantly o*tected tume worked at the tasks to win

I+l




the CC Only the difterence between v and | oex-
posures was signiticant, with T eomn _roal rosutting
inmereased time worked at the task (he datterence
between the 0.and 3 conditions was “jus' below the S
pereent level of signiticance ™)

There were no signibicant interact nocettects
tcommervial exposure v expectaney ) Thus, children
with low cxpectancy oF obtainig a “toy_are sull
Alternatively  the com-
mercidls did not ereate enough desire tor a toy to

aftected by commercials

climinate the ditterential atfeets of espectancy

Success: -\hhuugh some subhy potheses were not
supported (e g
ettect, and [hg predictad positive relationship be-
expectancty and attitude toward the produdt
was anly parually supported). the results generally
suppotted the hypotheses that expectanay and com-

. the authors predicted an interaction

tween

mercraloxposure atfect attit des and behavior in the
predicted directions Thus the study should ke con-
stdered suecesstul

Sponsorship: C anada Counail Gran

Pubiished: Yo -

Criticisms: The expermmental manmpulation of ex-
pectancy was only partially successtul, while the
high expectancy group ditfered signmificantly trom
the moderate and low expectancy groups these lat-
ter two groups had stilar perceived chances of win-
ning (expectancy) Thus, it may have been more ap-
propriate to combine these two groups tor the pur-
poses of analysis, simcee ditferences between these two
groups on the dependent variabies would appedr not
1o be caused by expectancy ditterences

The -exclusion ot the 11 subjects who actually
solved the puzzie may indicate that the brightest stu-
aents were eliminated, thus limiting the generaliza-
ton of the findings In additon, excluding these sub-
jects may have contnibuted to preprogram attitude
diftercnces between groups despite random assign-
ment

Summary: [his study was well executed  Subjects
were randomly assigned o treatment combinations,
and the data anatysis appeared carctul and eppropri-
ate The results suggest that commercial exposure to
a toy and expactancy ot recerving the toy influence
th child’s eatitude toward the toy (in comparison to
Tnother tov) and his behavior in attempung to obtam
it

Study 14

Ettects of Towevision Ads g on Childran st
Year |xper.mentat Eviaence, Charles Atwain,
Report 21,
Final Report,

Michigan State University, June 1978

Purpose:
using practices on the knowledge attitedes and
behavior o yoeung childrer

7% )

To exanime the impact of various adver-

Poputation: Flenientary and preschool duldren
the Lansing area

Sample Selection Procedure: | -
schools and two preschools s ere carctully sclected

dlementary

to provide a substantial proportion of black stu-
dent« 7 Thus they were not randomhy selected
“Most  studeats moeach -Chool narticipateu
(parents pernission reguired) While the saaple
cluded subjects of all SES levels, it was “purposi ey
skewed to overrepreseat children trom less advun
taged h:ukgrnundx "

O
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IV Adserusing and Children Project,
Department of  Communications,

Sample Size: N -s500

Experimental Design: Subjects were cxposed 1o
one ot the eight 20-ninute stimulus tapes contanung
entertainnment material, advertising, and news
Phere were mine experimental hypotheses being
testedd The basie design tor imvesugating each ot the
Hypotheses involved comparing half of the total sub-
weets exposcd to one version of the sumulus and the
ther halt vicang an alternate version (while there
were cight stimulus tapes, there were not eight
ditierent E treatments — rather, there v 're mine hy-
potheses tor ahich there were two conditiors) '

The stimulus tapes were played to groups ot tour
children at a tinie It s unclear how these groups
were rormed  One ot the cight stimulus tapes was
randomly selected tor showing to cach group One-
halt ot the subjects responded to postyicwing inter-
views while the other halt underwent a product
selecting procedure addition, one-halt of all sub-
jeets were manitored o1 responses while viewing

/& /-
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The method for assigning subiects 15 these condi-
ticny is unspecified

Outcome Measures: (oders rated the attentional
and aftective responses of halt of the subjects dvring
the tapes Attention was rated on a S-point scale
(amount of eye contact) Degr . of enjoyment and
irritation were rated on 3-step scales thigh, moder-
ate. low) V.rbalizations were c¢oded accoiding to
topic and valence Change in interest was rated on a
3-point scale (increase, no change, decrtase)

After viewing the tapes. balf of the subjects re-
sponded to-nonstandard interviews The other halt
participated n a product selection and play condi-
tion Behavioral and verbal preferences, cxpecta-
tions, and aggressive behaviors wece re o ded by an
assistant

Statistical Tests: Yes (t-tests, X7)

Results: This study ot the impact of various adver-
tising practices on the knowledge. attitudes. and
behay tor of young children reports a large number
ot findings Some are selected here

(1) P2 MIUM OFFFR STRATEGY —Children
more often desired a breaktast food when the com-
mercial teatured 4 premium toy than when a pre-
mium was rot mentioned however, they were not
more likely to antiaipate asking t.eir mother to buy
it for them

{2) PROGRAM CHARACTERS APPEARING
IN COMMERCIALS—Those viewing a Flintstones
cereal ad more otten desired the product when the
ad was shown in the context of a Flintstones caftoon
than 1n a Bugs Bunny cartoon, this did not seem to
he due to contusing the commercial with the content
of the program, but rather a heightened 1dentitica-
non with the program characters in the commercial

(3) RAITONAL MESSAGE STRATEGY—A
rastonal vitan in-orierted cereal ad wos readily
fearned and equily successtul in terms ot recall and
desire, comparad io a standard emotional presenta -
tion of the cereal '

(4) LEARNING FROM PUBLIC SERMICE
ANNOUNCEMENTS—Thrse who viewed 4an anti-
[, .ng PSA less otren exhibited lintering behavior
atterwards, compared o those who did not see this

ad

{5) MEDICINE ADVERTISING—Children
who viewed a ™rictan commercial more often mdi-
cated that they would take medicine for a cold,
thought pills were more effective, and perceived
higher levels of illnes~ 1n society, compared to those
who did not see the ad

(6) DISCLAIMERS—A toy commercial with an
cudio as well as a video superimposed disclaimer of
nomnc.uded batteries produced greater awareness
ot this qualification but created less product desire
than a video-orly disclaimer

(7) CLUSTERED VS DISPERSED STRUC-
TURE OF PRESENTATION—Shightly~greater
fevels of commerriabgttention, enjoyment, learning,
and desire werc nbtamned when commerctals were
bunched together rather than conventionally dis-
persed

Success: It is ditticult to determine it the treat-
ments were generally successtul, since a large rum-
her of hypotheses were tested In general, attention
te: and learning fm.n'l commercials were ctrongly re-
lated to the age ot the subjects, the etfects of the
various freatments or 'earning and other hehaviors
1s mived, an' ‘epends strongly on the specitic aspect
of the pro am which 15 being considered

Criticisms: The method ot assigning subjects to the
various measurement conditions is unclear In addi-
tion, whtle stimulus tapes were randomly assigned to
groups of tour subjects, the method ot assigning sub-
jects to groups 1s un lear

Ratings ot subject responses (¢ g . degree of en-
joyment) were based on obserser judgments Itis ob-
vious that these atings may not accurately represent
the subject’s underhying condition  In o addition,
coder expectations may have unconsciously biased
the results

This study focused n short-term etfects ot 1V
advertising It snformative to conduct
longer term studies to supplement these tindings

aould bhe

The authors tested the signiticance of their tind-
ings with multiple t tests, thus mereasing the proba-
bility of a difference appearing due to chanee

Published: No

Sponsorship: Otticc of Child Developm nt




Summary: This study tested several hypotheses
concerning the effects of TV commercials on
children’s (earming and other behaviors Learning
.and attention were strongly related to the age of the
subjects, while the effects of the various treatment
manspulations on subject behaviors were mixed and

,

Eftects of Television Advertising on Children —
Second Year Experimental Evidence Charles
Atkin, Report #2 TV Adverusing and Children
Project, June 17§

Purpose: Totest chiidren’s intentional and inciden-
tal learning from television commercials
Population: Elementary <. hool students (grades
2-5)1n Lansing and East Lansing, Michigan

Sampie Selection Procedure: ‘Vhile the author
states that the schools represented “varying socio-
economic neighborhoods,” how these schools were
selected 15 unspecified “Almost every student™ 1n
the s:lected grades in each school participated 1n the
experiment (with parents’ permission)

Sample Size: N=400

Experimental Desgign: Subjects viewed one of four
versions of a 15-minute videotape containing
children’s news, entertainment, and advertising
content The content ot the commercials was
manipulated across the four experimentai tapes. to
allow the testing of mine experimental questions The
students from each classroom were randomly
assigned to two groups One of the four stimulus
tapes was randomly selected for showing to each
group Atter viewing the tape, subjects responded to
a 10-page multiple citouce gquestannaire

utcome Msasure: Ten page multiple-chaice
qyrestionnatire {not standard)

Statistical Tests: Yes (X: and :orrelations)
Unit of Analysis: individual

Results: Many findings are reported, somc are
sclected here

(1) OCCUPATIONA! SEX ROLES—The oc-
cupational ro'e portrayed by a woman in an ordin-

Q

Aruitoxt provided by Eic:
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depended on the specific hypothesis being con-
sidered. The study’s major weaknesses are failure to
spectfy how subjects were assigned to groups and
measurement conditons, and the questionable
validity of coder’s ratings of subject behaviors

Study 15

ary eyeglass advertisement was varied one group
saw her dressed as a «)urt judge. another as a com-
puter programer, a third group saw her as a techni-
cian repairing TV sets, and the control group saw no
eyeglass commercial Ss who were exposed to a par-
ticular occupational model were more likely to
select that occupation as appropriate for women.

(2) RECREATIUNAL SEX ROLES—TF. sex of
children shown playing with a traditionally male-
oriented racing car set was varied one group saw
two girls playing with the racing cars and the other
group saw two boys. Not all Ss perceived the sex of
the madels. but those S who did perceive the actors
to be girls were far more likely to teel that girls
should appropriately play with racing cars and were
slightly more destrous of playing with the tcy them-
selves

{3) LEARNING FROM PUBLIC SERVICE
ANNOUNCEMENTS—One group viewed a half-
minJte cartoon message emphasizing that sugar con-
sumption produces cavities and may eventually
cause teeth 1o fall cut, the control group dui not see
this PSA Exposed subjects tended to believe that
sugar causes cav:ties and makes teeth fall out, were
more worried about getting cavities, and more often
felt that sugar was not goad for them Viewers were
shightly more likeiy to say that they ould eat less
sugar in the future ) ’ )

(4) MEDICINE USAGE—The verbal script of a
standard headache remedy commercial was altered
to emphasize moderation in usage Half heard con-
ventional claims of speedy headache relief, while the
others also heard the qualification that the medicine
should be taken only "when you reaily need 1t and
that one shculdn't take "too many” pills for a
headache. The qualified ad was just as eftective in
terms of brand awarzness and acceptance cf rehef
claims There was a shght tendency for $¢ hear.ag
the qualitied message 1o say that people shouldn t
take pills for mild headaches and that they would
personally take less pills tor headache rehiet
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(5) HERO-FIGURE ENDORSEMENT—In a
commercial promoting a cockie product, the spokes-
man was dressed either in ordinary street cfoches or
in an astronaut uniform The group viewing the or-
dinary spokesman were shight'v more lhikely to want
to cat the cookies than Ss exposed to the astronaut-
Wero figure, there was no difference in the intention
to, ask parerits to purchase the product

(6) COMPARATIVE MESSAGE
STRATEGY—One version of a chocolate bar com-
mercial emp'oyed a conventional “onc-sided”
strategy of dq;x'?nbnng only positive attributes of the
product, while a "two-sided™ version included com-
parisons with a competing brand along dunestons ot
size and nutr:tton Ssin the two-sided condition were
somewhat more likely to learn about the two at-
tributes of the advertuised product. Although many
two-sided subjects mistakenly thought that they had
seen an ad sponsored by the compeuing brand, they
were no more likely to prefer the competitor. Ss
recewving the one ded message liked each candy
brand about as well as the two-sidea 5¢

{7)MESSAGE REPETITION—One group saw 4
blemish-cream commercial once and half sav. 1t pre-
sented twice several minutes apart on the tape
Those 1n the double exposure condition were more
likely to remember the brand name of the product
and to worry about blemishes than those exposed
once, but it did not express any greater liking (o7 the
product, intention to buy 1t. or behef n effecuve-
ness

Success: Depends unon specific hvpothesis being
constdered

Sponsorship: Office ot Child Development
Pubiished: N.

Criticisms: As always, the validity ot results ob-
tained with nonstandard muluple-choice question-
naires 1s open to question For this reason. the inclu-
ston of behavioral indices would seem advisahle

The authors do not state the exact number ot sub-
jects at each age level viewing the different tape ver-
slons

This study focused only on short-ter.ai cftects
Also. the experimental setting tlack ot diversions in
expenmcntallnmm) may have artifically heightened
attention to commercials

Summary: This study used a parually randomized
design in investigating nine experimental hypotheses
concerning the ettects of TV advertising on
children’s sex-role attitud=s and personal health,
practices. and the persuasive impact ¢t ccrtam ad-
vertising message strategies and source atirthutes
The resuits differ according to the specific hy-
pothesis under consideration  The study’s major
weaknesses are questionable vahidity of the oucome
measure. and tne artiticiality of the test situation

Study 16

Effects of Television Advertising on Children —
Survey of Pre-Adolescent’'s Responses to Television
Comntercials Charles Atkin Report #6 TV Ad-
vertising and Children Project, Depart:nent of Com-
mumcations, Michigan State University, July 1975
Purposo: To descitbe patterns of adverusing ex-
posure and cvaluation 1 the naturabistic setting and
to examin’ the role of commercials in tate childhood
socialization.

Population: Fourth through seventh graders trom
Michigan schools

Sampie Salection Procedure: While the authos
states that subjects came trom ""a nuraber of schools

:n urban, »s..urvban, and smalltown dreass of

RIC
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Michigan,” the method used to select these schools s
unspecified 1t 1s unclear. 1f all availabi¢ subjects
within the chosen schools participated i the study

Sample Size: \ =775

Experimental Design: This study was purel:
descriptive An “eminibus survey strument’” con-
taning muluple chowce and open-ended questions
designad to measure children’s responses to TV ad-
vertising was admimistered to all subjects In addi-
tion, each questionnaire contained a supplementary
set of items 256 fitth, sixth, and seventh grade stu-
dents responded o a supplement contaiming ques-
tions about medicine. while 506 children (tourth-
seventh grades) recetved a food and nutnition sup-
plement

154
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assigned to subject (but. assignment apparently was
not random)

Nutcome Measure: Nonstandard questionnaire
Statisticai Tests: Yes (correlation cocfficients).
Unit of Analysis: Ind:ividual

Results: Selected findings are

(1) ADVERTISING EXPOSURE—Preadoles-
cence 1s a period of heavy television consuniption,
with respondents reporting more than 2 hours of
prime time viewing each evening They sull view
many Saturday morning programs (particularly
fourth and fifth graders) and also watch teen-
oriented music programs. These viewing patterns in-
dicate that youngsters encounter a large number of
commercials for a wide variety of product types
Across 26 specific ads, children report being
moderately attentive when commercials appear.

(2) EVALUATION OF ADVERTISING—Most
children report being irritated by commercial inter-
ruptions, the sampie 1s divided on the question of
banning Satyrday rn..rning commercials, with
younger chllxen and those who are highly irritated
tending to *fyvor removal. Preadolescents are
generally skeptical of the trustworthiness of TV ads,
tess than one-fourth think that commercials always
tell the truth. Childrei. who disbelieve commercials
tend to dishelieve authority figures such as adults
and salesmen, but attention anc hking of ads are not
related to either form of distrust.

(3) ADVERTISING AND HYGIENE—There
are substantial positive associations bet'veen e€x-
posure to deodorant/nouthwash/acne cream cot-
mercials and worry about personal hygiene, using
hygiene products, perceiving the importance aud
sacietal usage of these p.oducts, and believing that
the products work effectively

(4) MEDICINE ADVERTISING—Exposure to
ads for headache’stomach ache/sleeplessness
remedies 1s moderately related to children’s percep-
tions that people oftex become ill and rely on
medicine, and to their personal concern ahout get-
ting sick Perscnal usage snd approva! of medicine 1s
only weakly affected by aavertising There 1s no evi-
dence that ads contribute to positive attitudes
toward ithcit drugs

Q

{5) CEREAL ADVERTISING—Children wno
watch the most cereal ads on Saturday television ire
much more likely to ask parents to buy cereals and
to eat advertised brands, those fror1 families with no
snack rules are most strongly affectzd Arguing with
parents and becoming angry when requests arg
denied are mediated by increased request frequency.
Advertising does not significantly affect beliefs ot
th: value of sugar or the incidence of tooth cavities

(6) CANDY ADVERTISING—Advertising has
a modest impact on children’s eating of advertised
candy brands and quantity of candy bars consumed.
There are neghigible effects on beliefs about sugar
and development of cavities

(7) ADVERTISING AND NUTRITION—
Children most exposed to informational cereal
messages stressing nutritional breakfast habits tend
to recognize the importance of eating a good break-
fast and to give higher nutritional ratings for the
cereal, toast, and orange juice foods that are
emphasized in these ads.

Success: Not applicabic, since there was no treat-
ment.

Sponsorship: Office ot Child Development
Published: No

Criticisms: The study's major weakness 1s its total
reliance on survey research, the degree to which
questionnaire respor.ses represent the subjects’ true
behavior 1s op=n to question The author feels that
“the field setting allows more confident generaliza-
tion of the findings to the re " world 1n which the
children live " This study underscores the recurrent
preblem of choosing beiween controlled (and possi-
bly aruficial) experimental conditions and surveys

The author includes spec:fic commercials and TV
shows 1n their indices It 15 unclear how they were
chosen, and 1t may be that these specific choices n-
fluenced the outcome. (e g . «n assessing reporied at-
tention to medicir ~ commercials, a subject may at-
tend inore closely to those ihcluded in the question-
narre than to medicine con;‘mercnals in general) In
addition, 1n comparing some indices the author used
a “multiphcative technique™ which combined degree
of attention and frequency of viewing It 1s unclear
why these relationships are multiplicative

ERIC 81 185
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Study 7

TV Drug Advertising and Proprietary and Ilhcit
Drug Use Among Teenage Boys J R. Milavsky, B
Pekowsky, and H Supp. Public Opinion Quarterly,
Winter 1975-76

Purpose: To empirically test the charge that drug
advertising may be related to use of proprietary and
ilhicit drugs

Population: 7th, 8th and 9th grade boys in low and
middle SES midwestern schools The precise loca-
tion of these schools 1s unspecified

Sample Selection Procedure: Schools were ap-
parently selected 1n an attempt to obtain a sample
“balanced with respect to SES and grade and, among
the low-SES boys. balanced by race.” Target boys
were randomly selected from enrollment lists. The
target boys were then asked for names of up to eight
neighborhood friends, who were also recrunted Ad-
ditional subjects (friends and subjects participating
tn a separate study) were recruited in later phases of
the study

Sample Slze: 822 biys were present for at least one
phase {(wave) of the study

Experimental Design: The subjects were 1nter-
viewed with questionnaires five separate times over
a period of 31/; years (May 1970-Dec. 1973), while
their parents were interviewed twice The subject
questionnaires tapped the subjects’ proprietary and
illicit drug use and drug advertising exposure (note-
the authors followed an eiaborate nrocedure for
computing exposure to drug commercials from sub-
Jects'reports of TV exposure The exposure measure
tapped the amount of drug advertising the subject
could have watched ). The authors made special
efforts to insure that their measures were valid, and
they randomly selected TV shows for inclusion in
the 1mtiai (Wave [) questionnaire The guestion-
naires differed across the different measurement
tmes 4

Qutcome Measure: ' nstandard gues’ionnaires
Unit of Analysls: Individuals

Statistical Tests: Yes (nonparametr:c Tau — since
data 1s only ardinal scale)

Results: Drug advertising exposure and proprie-
tary drug use:

There 1s a small but significant relationship sub-
Jects with high exposure use more proprietary drugs
than those with lower exposure

Drug advertising exposure and illicit drug use' A
negative relationship was found between exposure
and drug use. the higher the TV advertising ex-
posure, the less are illicit drugs used. This relation-
ship remained negat've even when tne amount of
total TV exposure was partialed ou, ar.1 was nega-
tive or not significant when low, medium. and high
viewers were considered separately The authors
“searched” for subgroups 1n which the relationship
between drug advertising exposure and 1llicit drug
use was positive by controlling for many variables,
such as age, race, 1Q, SES, etc. No subgroups were
found in which the relationship was positive. The
negative relationship appeared 1n part to be a result
t- the fact that eventual users of 1llicit drugs watch
less TV (and experience less exposure to drug adver-
tising) before experimentation with drugs begins,
These results suggest that “'television is not a factor
leading directly to illicit drug use ™

Indirect links between drug ad- ertising exposure
and lhcit drug use' Subjects’ use of proprietary
drugs was not related to use of illicit drugs Subjects’
readiness to take proprietary drugs was signmfirontly
related to their use of illic:t drugs; however, tlere
was no relationship between exposure to drug acver-
tising 2nd the subjects’ readiness to take proprietary
drugs—thus, TV was not \adirectly related to use of
illicit drugs

Published: Yes
Success: Not applicabii
Sponsorship: Natonal Broadcasting Company

Criticisms: There ware differences 1n the descrip-
tions of some drugs and the number of drugs listed
between the !ast administered and the earlier ques-
tionnaires A. the authors point out, t! eretore, a cer-
tarn amount of caution should be exercised n in-
terpreting changes over time
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A tair percent of subjects responded te cuestions
about nonexistent “dummy’” shows, or reported their
drug use inconsistently  While the authors took pre-
cautions to insure thai these crrors Jdid not bias the
results. this fact 1s indicative ot the questionable
validity of survey research

It 1s difficult to determine why the N's tor the
difterent analyses vary

E 3

An Exploratory Analysis ot the Eftect of Television
Advertising on Children Howard, Hulbert, and
Lehmann (unpublished)

Purpose: To determine how children between the
ages of 2 and 6 responded to television advertising

Population: “Relatively wellto-do™ 2 1o 6 year old
children trom rural New Hampshire and urban New
Jersey.

Sample Selection Procedure: Unspccified
Sample Size: N=96
Outcome Mexsure: Nonstandard nterview

Experimental Design: Children and mothers were
interviewed

Statistical Tests: No (frequencies are presented)

Results: The authors collected data on a large
number of questions — thus, interesting findings will
te highhighted

1 Ch.dren almost never mentioned advertising
as the important reason for buving toys or
cereals

2 TV seems to be the most important source of
new-product intormation for cereals and toys

3 Most mothers teel that children distinguish be-
tween coramercials and programs, and most
claim to discuss TV-advertsed products with
their children

Summary: Lhis correlational study suggests that
exposure to TV drug advertising does not directly or
indirectly lead teenage boys to take illicit dvugs “On
the contrary, the data indicate that it 1s the hghter
viewer of drug advertising on TV who 1s more hkely
to use 1thicit drugs * Drug advertising exposure was
positively related to proprietary drug use Stnce the
study was not experimental. causal inferences are
unwarranted.

Study 18

4 Most mothers feel that TV causes their

children to ask them to buy things

5 Mothers had mixed opinions as to their feel-
ings about the value ot watching TV ads for
their children )

Unit of Analysis: Individuals. or individual
responses, frequencies

Criticisms: This study was entirely descriptive The
authcrs make several statements (rot listed above)
wnich aie not based on data presented

There s a -
which weakens

y high inaidence of “no response.”
1ese findings

The findings of tii's study would be nterpreted
cautiously e g, the fact that children did not men-
ton advertising as an important rezson tor buying
products does not indicate that it has no etfect on
purchase requests Advertising may influence the
other reasons hsted (e g . taste. special feature)

Published: No
Success: Not applicable

Sponsorship: Faculty Research Fund ot the Grad-
uate School of Business, Columbia University

Summary: This purely descriptive study presents
several findings concerning TV advertising.
children. and mothers (See results section above )
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Snort-Run Advertising Effects on Children A Field
Study’ Thomas S Robertson and John R Rossiter
Journal of Marketing Research, Vol Xl (Feb
1976), pp 68-70

Purpose: To investigate the effects of TV advertis-
ing on children’s toy and game chowces in 4
“naturalistic setting "’

Population: First, third, and tfth grade boys 1n
Philadelphia area schools

Sample Seiection Procedure: The procedure for
selecting schools and subjects within schools 1s
unspecified The study was conducted n tive
“diverse” Philadelphia area schools “to provide 4
wide range of socioeconomic backgrounds™, thus, it
appears likely that the schools were not randomly
selected

Sample Size: N=289

Experimentai Design: A two-wave survey was ad-
“ministered 1n which children were asked to nominate
their five most strongly preterred Christmas present
choices at two time periods S weeks before
Christmas and | week before Christmas Children
were alsn asked how often they had actually re-
quested each item from their parents, and where they
had seen or heard about each item mentioned

Children’s item choices were ass.ened to one of
four categories. (1) toys and games, (2) educatio
and craft items, (3j I1sure and personal items, and
{4) sports equipment The authors then traced brand
name items in TV advertising logs. this effort
revealed that caly the toy and game group received
“substantial” T v advertising support, while items n
the other three groups were adverused only “uvcca-
stonally ” On this basis, the authors conclude that
“any change in the nroportion of toy and game re-
quests {versus requests for items in the other catego-
rics) from the first wave, which preceded the peak of
TV adverusing for toys and gd'f“ﬁes. to the second
wave, which followed the peak ot TV advertising tor
toys anu games, could be taken as prima facie evi-
dence for TV advertising effects ™

Unit of Analysis: Individual

Statistical Tests: Yes (ANOV A, Kendall's tau)

Outcome Measure: Survey (not standard)

Results: Overall toy and game preferences in-
creased shightly from 45 percent to 48 percent dur-
ing the 4-week measurement period The prepost
choice changes were statistically significant
tANOVA) The authors state that the increase in toy
and game choices may be conservative since the ad-
vertising campaign had already begun by the time of
the first measurement In addition, the mean number
of toy and game category requests to parents in-
creased from 22 to 2 7 during the measurement
period The correlation between TV as an informa-
tion source and children’s toy and ga_r‘hmces was
24 (p 001, larger th‘%for several other sources

Sponsorship: National Science Foundatiun, Leo
Burnett, Inc , Mattel, Kellogg, Nestle

Published: Yes
Success: Not applicable

Criticisms: The authors feel that this study
demonstrates the short-term etfects of TV advertis-
tng on chuldren’s toy and game choices and purchase
requests However, the study sutfers from several
weaknesses First, the two different measurement
times were supposed to reflect prepeak and post-
peak TV toy . «w. advertising efforts, However,
no funmatt . the differences in percentage of
¢cooimercial. Ceanng with toys and games at the
times ¢f measvr. - ¢ .« 2nd between measurements Is
provided 3e:0onu, thesr :re many other factors
besade. TV :dvertising win h m=y have influenced
1€ 1nc easc In toy and game choices and purchase
reque 's (e g, 1ncreased conversation about
Chnis' gas by ¢ .ers and family, increased awareness
that rﬁ:ests for toys were likely to be received
favorably, storefront displays, etc ). The authors’
assumption that “the major difference in product in-
formation 1nput over the survey period was televi-
ston advertising, which was concentrated on the toy
and game category,” ts not supported with data

The increase in toy and game requests was muodes
and not tested statistically

Summary: This study suggests that pre-Christmas
TV advertising increased children’s toy and game
choices and purchase requests However, these find-
1ngs must be viewed with caution

ERIC TS TS
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Study 20

Children’'s TV Comimercials Testing the Defenses
John R Rossiter and Thomas S Robertson Journal
of Cormunicdtion, Vol 24, Autumin 1974

Purpose: To investigate “persuasion processes’ in
children’s susceptibility to television advertising

Population: Primary schoo! boys (lIst, 3d, th
grade) frcn Philadelphia Catholic schools (same as
other articles by these authors)

Sample Selection Procedure: The area was
selected 1n an effort to provide a "broad social class
profile.” Selection of schools and subjects within
schools 1s unspecified

Sampie Size; N=28y
Outcome Measure: Open-ended interviews (not

standard) were used to measure each child’s level ot
understanding of commarciais (cognition) and his

associated belief, affect, and motivational dispost-

E

tion with respect to them (attitude)

Commercial-instigated choice behavior was
measured as follows child:en listed Christmas pres-
ent selection” 1n early November and again in
December. The measure was the proportion of toy
and game requests (for which there was concentrated
TV advertising) 1n relation to o2l requests (See
Study 19)

Experimental Design: This study 1s part ot the
1976 study (Study 19) which investigated the effects
of pre-Christmas .0y and game advertising This
study focuses on cognitive and attitudinal defenses
with respect to commercials Cognitive defenses
were indicated by the child’s level of understanding
of commercials, while attitudinal defenses were indi-
cated hy his beliefs, affect, ar | motivational disposi-
tion toward commercials Children were inisr-
viewed, and the nterview protocols were scored
anonymously with respect to the child’s school and
grade level by three independent coders into
response dimensions developed a priori Cognitive
and attitudinal defenses were related to a number of
factors

Statistical Tusts: Yes (Kendali's tau)

Unit of Analysis: Individual

Q
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Results: Predictors of children’s cognitive and at-
titudinal defenses to television advertising Matura-
tional development (age and grade) 1s the most sig-
nificant dete: minant of children’s cognitive and at-
titudinal defenses to television avertising (matura-
tion results 1n a greater understanding of and a more
defensive attitude toward comimercials). The other
correlations which follow wszre computed with age
and grade partialled ou.

TV exposure was unrelated to cognitive defense
level, but was significa~tly related to the child’s at-
titude toward commercials (heavy viewers are more
favorably disposed toward TV advertising)

Children of better edu ated parents exhibited
stronger cognitive and attitudinal aefenses to com-
mercials, although parent-child interaction was not
a significant variable Children with no older sib-
lings were found to be ore cogmtvely sophisti-
cated Peers do not pla, a significant rele in the
child’s acquisition of detenses to advertising

Cogmiaive and attitudinal defense effectiveness
over the peak toy and game television advertising
period (the correlations between children’s cognitive
and attitudinal defenses and their preterence levels
for television advertised toys and garmes. both before
and after the peak of the toy and game TV ad period,
were computed separately by grade level)

Children’s cognitive and attitudinal defenses are
strongest at the beginning of the peak ad period, but
are “neutrahized” at its conclusien (children with
strong detenses to commercials selected fewer TV
promoted tcys and ganies on the premeasure than
children with weaker defenses, however, on the pnst-
measure, defenses are generally ineffective predic-
tors of preference). This is a result of increased TV
item preference among children with the mtially
strongest defenses The cognitive defenses of the 5th
graders appcarcd to be most resistant to advertising

There 1s a shift 1n importance from attitudinal
defense to cognitive defense with increasing grade
level (cognit ve defenses are minimally important
for Ist grade. , as are attitudinal defenses for Sth
graders)

Success: Nou applicable
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Sponsorship: Lco Burnett. Inc., Mattel, Kellogg,
Nestle, National Science Foundation,

Published: Yes

Criticisms: The authors attribute effects to the con-
centrated toy and game TV advertising during the

pre-Christmas weeks However, the authors do not

provide information about the level of such adver-
tising at the two measurement times In addition,
there were no contiols toinsure that TV advertising,
and not some other factor, was responsible for the
»peutralization” of cogmitive and attitudinal
defenses with respect to TV advertised toys and
games .

Study 21

Vahlidation of Mother-Child Purchase Influence
Frequency Reports bv the Mulutrait-Mult'method
Matrix. Ronald Faber and Scott Ward. Technical
Report, Marketing Science Institute, April 1975.

Purpose: To assess the vahdity ot data from
mothers and children concerning the frequency of
children’s attempts at purchase influence

Population: Mother and child (kindergarten, lIst,
and 3d graders) pairs in the Boston and Minneapolis
metropolitan arcas -

Sampie Selection Procedure: Unspecified
Sample Size: N=615

Outcome Measures: Chiidren indicated on a 4-
point scale how often they attempt to influence their
mothers to buy each of .. different products
Mothers responded to the same scale as to their per-
ceptions of their children’s purchase requests

Experimental Design: Interviews were conducted
with each mott. and child separately

Aruitoxt provided by Eic:

.

Summary: This correlational study suggests that
maturation 1s the most significant determinant of
childrea’s detenses to TV commercials, TV ex-
posure was significantly related tu attitudinal
detenses to commercials There 15 some evidence
that detenses were effective at the prepeak measure-
ment time, but were less effective at postpeak, the
cognitive defenses of 5ih graders were most resistant
to tue effects of concentrated advertising. There was
a shift from atutudinal to cogmtive defenses with
age The study lacks sufficient controls to confi-
dently attribute deterioratton of defenses to concen-
trated TV advertsing

Results: The authors use Campbeil and Fisher's
{1959) mulutrait-multimethod matrix approach to
test the convergent and discriminant vahdity of
mothers’ and children's ratings of children’s
purchase requests The data support the existence of
both types of validity

When the data was anaiyzed by children’s age
groups, the most highly correlated reports of
purchase influence attempts appeared to be those of
kindergarteners and their mothers

Convergent vahdity existed for all three age
g uaps (mother's and chiidien’s reports cotrelate
highiy) However, data for the younger children 1n-
dicated- considerably less discriminant vahdity thar
the data for older children l

Summary: This article simply tests the vahidity of
child and mother reports concerning children’s
purchase influence attempts. The results indicate
convergent and discriminant vahidity. although ds-
criminant validity s weaker for young children

7 190 o



Appendix B

RESEARCH RESOUR%E ROSTER ON TELEVISION ADVERTISING AND CHILDREN

As a segment of the comprehensive project to
study the etfects of TV adverusing to children, the
Nautonal Research Roster was compiled with tour
maior objectives in mind

(1) to denuty protessionals who have quahhica-
ttons or have demonstrated tnterest n con-
ducung research studie, 1n the area ot child
development and television advertising

(2) to sample the breadv .und depth ot the na-

' tional rescarch resources currently available
tor relevant studies 1in terms of special
populations, facihties, research modes, and
professional orientation ot investige tors

{3) to provide investgators a means for making
their anierest and  availabibty Known to
prospective research-sponsoring agencies

{4} to sohlicit mvesugator's views on 1important
areas for new resecrch

A compichensive ettert was made to disseminate
the mformatren widely regarding the roster An-
nouncentents ot the organization of the roster were
sent to 136 protessional journals, newsletters, and
other publications 1 numerous disciplines and oc-
cupational specraltres assoctated with child develop-
ment, mass commumcations, marketing and « {ver-
using, education, child care. and social policy
studirs Also, an ex.ensive literature review was con-
ducted to canvass names of wmvestigators and com-
nientators active 1in thas held  Roster questionnaires
were sent to more than 600 prospecuy e candidates

At the tie the main roster closed, 348 completed
questionnaires had been recened trom members of
numcrous professional sroaalties A statistical
profite ot the respondents and their research
The complete roster of
researchers has been wssued separately

srecralties follows

NATIONAL SCIENCE FOUNDATION
RESEARCH RE" JURCE ROSTER ON
TELEVISION ADVERTISING AND CHILDREN

Summary

Respondents; 333 n

Professional Status.
PhD 230  69°.
MS orMA 53 16%
EdD 17 5%
BS orBA 10 3%
MD 3 1%
MBA 3 1%
Others 10 3%
Not reported 7 2%

Professiona; Affiliatior
Colieges of universities 246 74%
Business organizations 57 17%
Schools 10 3%
None . 7 2°
Libraries 7 2%
Radio/TV Stations 3 1%
Others , 3 17,
O
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Summary

Professionail Discipline-

189

Psychology 20 36%
Mass Communication 93 28%
Education 30 9°
Marketing 26 8%
Sociology 17 5%
Educational Research 7 2%
Libranianship 7 2%
Advertising 3 1%
Others 3¢ 9%
Research Specialty-
Social eftects of mass c~mm 67 20%
Audtence research 50 15%
Cognition 43 13%
Consumur research 23 7%
Verbal leaming processes 17 5%
Survey research 13 4%
Information processing 1 3%
Program analys:s and evaiuation 10 3%
Others 100 30%
-
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Summary Summary
Research Faciiities n New Project Lead Time: n
© 1 month 103 31%
a Population-Age 3 months 100 30%
9-12yrs 246 74% None 60 18%
5-8yrs 243 73% Varies 27 8%
Adolescents 223  67% 6 months 17 5%
Aduits 210 83% Longer than 6 months - 3 1%
infant - 4 yrs 150 45% Not reported 23 7%
Minorities g 137 41%
Women 117 3s5Y% Open Dissemination of Findings:
Eiderly 17 35% Yes 260 /8%
Poor 103 31%
Men 50 27% Maybe 43  13%
No 17 5%
Not reported 13 4%
b Population-Source
Elementary schools 226  68% Findings:
-Colleges, universities 220  66% In the published literature 196  59%
Jgnior high schools 180 54% Upon request only 77 23%
’ High schools 186 §3% Not available, confidential 23 7%
Preschools 173 52% Not reported 37 1%
Day care centers 67  50%
Private homes 137 41% Length of Professional Service:
Communlty centers 97  29%
Librarles 97  29% Since 1970 180 54%
Business organizations 73 22% Since 1965 77 23%
Private clubs ) 80  18% Since 1960 33 10%
Since 1950 30 9%
Since 1940 ~ 7 2%
¢ ResearchMode Since before 1940 3 1%
Field experimental 270 81% Not reported 3 1%
Survey 256 7% &
Litetature review & analysis 236 71% Length of Experience in Child/TV Research:
Laboratory study - 230 69%
Case study 183  55% 1-Syrs 160 48%
Community participation 170 51% 6-10yrs 103 31%
11-15yrs ) 27 8%
16 yrs + 23 7%
d Facilitles Not reported 20 6%
Schools 246 74%
Library 210  63% Prior Professional interest:
Laboratory 170 51%
Studio 130 . 39% Social or Dev Psychology 50 15%
Home 17 38% Social effects of TV 47 14%
Education 26 8%
Radio/TV Broadcasting & Production 26 8%
e Equipment Advertising 17 8%
Standard audio-visual recorders 210  63% Cor.sumerism 17 5%
Standard audio-v ‘ual receivers 200 60% Audience Research 13 4%
Psychophysical testing equipment 23 7% Verbe - learning 10 3%
Paper and pencii type 7 2% Others and not reported 127  38%
a9
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Intereet in Research Topics:

Advertising Practices

Separating programs from commerciais
Exaggeration or distortion

Misleading comparisons

Celebrity endorsements

Host seiling

Premiums, contests

Direct pressure to purchase

Perceptual/Cognitive lssues

Visual-verbal integration

Awareness of special effects
Vulnerability to broadcasting techniques
Information processing

Child Development issues

Safety

Medicines, vitaminsg
Nutrition

Sex roles/sex differences
Health information

Values orientation

Consumer Soclalization

Appeals to self-image
Saxual connotations

Social status appeals
Cost/value emphasis

Social Policy lesues

Policy statements
Guidelines/codes

O
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Considerable
interest

1 %
93 28
153 46
113 34
53 16
23 7
43 13
90 27
117 35
93 28
177 53
196 59
83 25
57 17
96 29
153 46
83 25
226 68
173 52
100 30
157 47
93 28
183 55
167 50
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Some interest
n %
53 16
27 8
37. 11
53 16
50 15
50 15
40 12
* 50 15
50 15
23 7
30 9
63 19
57 17
57 17
43 13
60 18
20 6
20 6
47 14
26 8
50 15
7 2
0 0

No interest

n %
187 56
153 48
183 55
227 68
260 78
240 72
203 80
166 50
190 57
133 40
107 32
187 56
220 88
180 54
137 41
190 57
87 26
140 42
186 56
150 45
190 57
143 43
167 50
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National Association of Broadcasters Code News,
Vvol. 8, No. 10, October 1975

PREAMBLE

Children, especially preschoolers, are highly de-
pendent on the guidance and direction of the adult
world.around them—television included—for their
individual development. Since children, especially
when unsupervised by adults, may not in all situa-
tions be able to discern the credibility of what they
watch, they pose an ethical responsibility for others
to protect them from their own potential suscep-
tibilities. However, broadcasters believe that adver-
tising of products or services normally ‘used by
children can serve to inform children not only of the
attributes of products/services but also of many
aspects of the society and world in which they live.
Everyone involved in the creation, production, and
presentation of such advertising to children has a
responsibility to assure that such material avoids
being exploitative of or inappropriate to a child's
still developing cognitive abilities and sense of
value.

Recognizing these special considerations the
NAB Code Authority issues these Children’s Televi-
sion Advertising Guidelines de<igned to assist
manufacturers, their agencies, and broadcasters in
the preparation and evaluation of teievision com-
mercials.

Except where heremafter stated, these guidelines
apply to advertsing of. products designed primarily jor
children or to advgflising which 1s telecast during

- programs designed primurtly for children or within sta-
tion breaks between such consecutive programs.
designed primartly for children

In addition to the following special guidelines, all
such advertising is subject to review, where applica-
ble, under the standards contained 1n the Television
Code

i

Appendix C
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Children’'s Te:avision Advertising Guidelines

General

Documentation adequate to support the
truthfulness and accuracy of all claims and
representations contained in the audio or
video of the advertisement must be made
available upon request to broadcasters and/or
the Code Authority.

-

The disclosure of information on the charac-

teriscics and functional aspects of a prod- -

uct/service is strongly encouraged. This in-
cludes, where applicable, relevant ingredient
and nutritional information. In order to
reduce the possibility of misimpressions being
created, all such information shall be pre-
sented in a straightforward manner devoid of
language or production techniques which may
exaggerate or distort the characteristics or
functions of the product.

Televisior. zdvertisements shall not include
presumptions that a product or service requir-
ing material investment can be had for the
asking. Children sha’l not be directed to
purchase or to ask a parent or other adult to
buy a product or service for them.

In order to help assure that advertising 1s non-
exploitative in manner, style, and tone, such
advertising shall avoid using exhortative
language. It shall also avoid employing ir-
ritating, obtrusive or strident audio tech-
niques, or video devices such as cuts of less
than 1 second in length, a series of fast cuts,
special effects of a psychedelic nature (€8,
flashing colors, flashing hghts, flashing
supered copy, or other effects which could
overglamorize or mislead).




Any representation of a child’s concept of
himself/herself or of his/her relationship to
others must be constructively handled. When
self-concept claims are employed, the role of
the product/service in affecting such promised
benefits as strength, growth, physical prowess,
and growing up must accurately reflect docu-
mented evidence

Advertisements shall not portray attitudes
and practices inconsistent with generally
recognized social values and customs.

Appeals shall not be used which directly or by
implication contend that if children have a
product they are better thar their peeis or
lacking it will not be accepted by their peers.

Material shall not be used which can reasona-
bly be expected to frighten children or pro-
voke anxiety, nor shall material be used which
contains a portrayal of or appeal to violent,
dangerous, or otherwise antisocial behavior.

Advertisements and products advertised shall
be consistent with generally recognized stand-
ards of safety. Advertisements shall not in-
clude demonstrations of any product in a
manner that encourages harmful use or dram-
atizations of actions inconsistent with
generally recognized standards of safety.

The use of real-life authority
figures/celebrities as product presenters shall
not include their personal testimonials or en-
dorsements.

Persons who are recognized as being iden-
tified, specifically or generically, with an ad-

. vertised product’s counterpart in real-life may

Q
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not be used as spokespeople or'endorsers. This
prohibition also applies to actors representing
such persons.

Nonprescription medications and supplimen-
tal vitamin products, regardless of how taken
or administered, shall not be advertised in or
adjacent to program: initially designed pri-
marily for children under 12 years of age.
(This prohibition does not apply to products
which have been vitamin enriched or fortified
in accordance with accepted nutr:tional prin-
ciples )

N

II.
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Advertisements shall not include dramatiza-
tions of any product in a realistic war at-
mosphere.

Oversimplification or mimimization of price
such as “only” or “'just” shall not be used.

Price may be employed 1n advertising only
if 1t can be supported as the usual and custom-
ary price in a substantial number of retail out-
lets 1n the given trade area or areas where the
advertising 1s scheduled.

Advertisements shall include audio and video
disclosure when items such as batteries needed
to operate a product as demonstrated in the
advertising are not included.

Positive exposition of a product’s own at-
tributes are acceptable. However, because of
their potential to encourage dissatisfaction on
a child’'s part, competitive/comparison/
superiority claims or techniques are dis-
allowed.

Advertising shall positively and clearly dis-
cluse a product’s method of operation and
source of power, where applicable.

Advertising shall disclose when a product re-
quires assembly. There shall be no demonstra-
tion which creates the impression that a prod-
uct comes fully assembled when such is not the
case.

Products/Special Categories,

Toys

In addition to the foregoing 1. General pre-
cepts the following guidelines are applicable
to all television toy advertising and to other
advertising designed primarily for children
which emphasizes a product’s play value. Ex-
cepted are those commercials primarily
designed for and directed to adults.

1. Adverusing shall present the toy on its ac-
tual mernt as a play thing. It shall neither
exaggerate nor distort play value.

2. Audio and wvisual production techniques
shall not misrepresent the appearance and
performance of toys Any view of a toy or




any demonstration of its performance shall
be himited to that which a child is reasona-
bly capable of reproducing.

3. When a toy 1s presented 1n the context of a
play environment, the setting and situation
shal! be that which a child is reasonably
capable or reproducing.

4. The use of stock film footage, real-life
counterparts of toys, fantasy, and anima-
tion are acceptable if; (a) they are confined
to the first one-third of the commercial, (b)
no child or toy appears within them and,
(c) the commercial as a whole conforms to
the Children’s Television Advertising
Guidelines.

Any other use of stock film footage,
real-life counterparts, fantasy, and anima-
tion and any overglamorization (e.g., large
displays, dazzling visual effects) is not pe:-
mitted.

5. The originai purchase must be clearly dis-
closed in the body of the commercial.
There shall not be any implication that op-
tional extras, additional units or items that
are not available with the toy, accompany
the toy’s original purchase.

In the closing 5 seconds of the commer-
cial the original purchase must be dis-
closed by video with audio disclosure
where necessary for clarification.

6. Advertising shall not employ costumes and
props which are not available with the toy
as sold or are not reasonably accessib € to
the child without additional cost.

~

Premiums and Offers

The Advertising Guidelines for Children’s
Premiums and Offers shall be applied to all
advertising designed primarily for children
which pramotes premiums or offers. Excepted
are those commercials which are pr:manly
designed for and directed to adults.

1. The amount of time devoted to a premium
or offer stall be a continuous segment and
shall not exceed one-half of the commer-
cial or 20 seconds, whichever is less in
length. If the premium/offer is related to
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and used with the product advertised, its
incidental appearance in the product seg-
ment of the commercial will be permitted
on a case-by-case basis.

2. The premium/offer shall at some time be
displayed in a still visual presentation, so
that it is clearly depicted.

3. In the premium/offer segment, the use of
stock footage, real-life counterparts, fan-
tasy, or animation is not permitted. In
order to maintain continuity, the product
spokesperson may deliver a lead-in to the
premium/offer segment, proviced it con-
tains no endorsement or sell copy for the
premium or offer. Also for continuity, the
voice-over used in the premium/offer seg-
ment may be that of the product
spokesperson.

4. The number of items shown in a play situa-
tion shall not exceed two por ¢hild, or a
ma<imum of four with two or more
children, unless the possession of more by
.one child can be reasonably supported by
the advertiser.

5. Positive disclosure of special information,
such as the price or separate purchase
nature of the items offered, shall be made
in the audio. As deemed appropriate, sup-
porting disclosure simultaneously in the
video will be required.

6. If any conditions are attached to obtaining
a “free” premitm or offer, all the condi-
tions must be. clearly and conspicuously
disclosed simultaneously in audio and
video. The appearance of the word “free”
in a video super shall not exceed in size
that of the conditions disclosed.

7. Toy Advertising Guidelines and all
Children’s Television Advertising
Guidelines shall apply where applicable to
premiums and offers.

Food

All Children’s Television Advertising
Guidelines under I. General in addition to the
following specific guidelines will apply to
food advertising.
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1. Given the importance of sound health and
nutritional practices, advertisements for
edibles shall be in accord with the com-
monly accepted principles of good eating
1nd seek to establish the proper role of the
advertised product within the framework
of a balanced regimen. Any representation
of the relationship between an edible and
energy must be documented and ac-
curatcly depicted.

2. Each commercial for breakfast-type prod-
ucts shall include at least one audio

reference to and one video depiction of the
role of the product within the framework
of a balanced regimen

3 Special, enriched foods designed to serve
as a substitute for a meal rnay be adver-
tised as such providea their purpose and
nutritional value are featured in the adver-
tising and supported by adequate docu-
mentation.

EDITOR'S NOTE

During discussion of the new Children’s Televi-
sion Advertising Guidelines, the board offered the
following interpretive comm ents:

1. An adult product may be advertised in or
adjacent to a children’s program if the
commercial for the product meets all ap-
plicable Children’s Television Advertising
Guidelines and other Code standards and
policies,

2. The word “buy” in Guideline I-C 1s to be
understood 1n 1its broadest sense. Such
words as “get,” “obtain,” are to be con-
sidered synonymous with “buy.”

3. The word “adjacent” in Guidelines 1-L
and HI-3 is to be understood as referring
to station breaks that occur immediately
before and after programs designed pri-
marily for children.

4 The second paragraph of Guideline I-N is
not intended to cover price/cost references
in children’s premiums/offers advertising.

5. In the implementation of Guideline I-P, a
distinction should be made between non-
durable (transient/consumable) products
and durable products. A nondurable prod-
uct (product designed to be used up and
replaced in relatively short periods of
time, e.g., foods, drinks, crayons, bat-
teries) may be compared in a television
commercial to the previous version of th:
same product. Advertising for all durable
products 1s subject to review under
Guideline I-P.

6. In certain limited situations, criterion #2
under III-Adult Interpretation may be
waived. An example of such a situation is
the use of a child actor/actress in advertis-
ing for a fast-food company that is adult
oriented and scheduled in adult programs.

D. Snacks, Candy, Gum, and Soft Drinks

All Children’s Television Advertising
Guidelines under 1. General 1n addition to the
following guideline will apply to advertising
for snacks, candy, gum, and soft drinks.

1. Commercials for products such as snacks,
candies, gums, and soft drinks shall not
suggest or recommend indiscriminate
and/or immoder ate use of the product

E. Clothing

All Children’s Television Advertising
Guidelines, I. General, will apply to clothing
advertising. In addition where such advertis-
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ing references the play value of clothing, the
Toy Adverticing Guidelines 11. A. will also be
applicable.

School/Educational Supplies

All Children’s Television Advertising
Guidelines, F. General, will apply to
school/educational supply advertising. In ad-
dition where such advertising references the
play value of the product, the Toy Advertising
Guidehnes 11. A. will also be applicable.

Feature Film Trailers

Feature films, other than those appropriate
for a general family audience shall not be ad-
vertised in or adjacent to programs initially
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designed primarily for children under 12
years of age.

Adult Interpretation

Advertising of any product covered by the
foregoing categories if designed for and
directed to adults, will be exempted from the
application of the provisions of the Children’s
Television Advertising Guidelines provided:

1. The creative concept and execution of the

commercial, both the audio and video, are -

clearly and unequivocally designed to ap-
peal to adults and not primarily to
children under 12

2. Any use of a child is limited to a real-life
situation and, if th= child is used other than
as an incidental, background character,
such use 1s confined to a situation in which

the parent/adult-child relationship is
established and the parent/adult remains
the dominant character.

3. The broadcast schedule does not include
the placing of the commercial in or adja-
cent to programs designed primarily for
children.

4. The commercial complies with all applica-
ble Television Code standards.

With the exception of the section governirg

feature film trailers which takes effect January 1,
1976, the guidelines become effective September 1,
1976. Until that time current policies in each of the
applicable areas addressed by the new guides wiil

apply.

National Assc:iation of Broadcasters Television
Code - 19th Edition, June 1976 )

Selected Sections Relevant to Children

Responsibility Toward Chlldren‘

Broadcasters have a special responsibility
to children. Programs designed primarily for
children should take into account the range of
interests and needs of childrea from instruc-
tional and cultural material to a wide variety
of entertainment material. In their totality,
programs should contribute to the sound,
balanced development of children to help
them achieve a sense of the world at large and
informed adjustments to their society.

In the ccurse of a child's development,
numerous social factors and forces, including
television, affect the ability of the child to
make the transition to adult society.

The child’s training and experience during,
the formative years should include positive
sets of values which will allow the child to
become a responsible adult, capable of coning
with the challenges of maturity.

Children should also be exposed, at the ap-
propriate times, to a reasonable range of the
realities which exist in the world sufficient to
help them make the transition to adulthood.
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IX

Because children are allowed to watch-
programs designed primarily for adults,
broadcasters should take this practice into ac-
count in the presentation of material in such
programs when children may constitute a sub-
stantial segment of the audience.

All the standards set forth in this section
apply to both program and commercial
material designed and intended for viewing by
children.

ADVERTISING STANDARDS
General Advertisic.g Stand:;rds

1. This Code establishes basic standards for
all television broadcasting. The principles
of acceptability and good taste within the
Program Standards section govern the
presentation of advertising where applica-
ble. In addition, the Code establishes in
this section special standards which apply
to television advertising.

2. Commercial television broadcasters make
their facilities available for the advertising

19%
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of products and services and accept com-
mercial presentations for such advertising.
However, television broadcasters should,
in recognition of their responsibility t1 the
public, refuse the facilities of their _tations
io an advertiser where they have good
reason to doubt the integrity of the adver-
tiser, the truth of the advertising represen-
tations, or the compliance of the advertiser
with the spirit and purpose of all applica-
ble legal requirements

. Identification of sponsorship must be

made 1~ all sponsored programs in accord-
ance wiih the requirements of the Com-
munications Act of 1934, asamended, and
the Rules and Regulations of the Federal
Communications Commission.

. Representations which disregard normal

safety precautions shall be avoided.

Children shall not be represented, ex-
cept under proper adult supervision, as
being in contac. with or demonstrating a
product recognized as potentially
dangerous to them.

. In consideration of the customs and at-

titudes of the communities served, each
television broadcaster should refuse
his/ner facilities to the advertisement of
products and services, or the use of adver-
tising scripts, which the station has good

o a substantial and responsible segment of

e community. These standards should be
applied with judgment and flexibility, tak-
ing into consideration the characteristics
of the medium, its home and family au-
dience, and the form and content of the
particular presentation.

Eason to believe would be objectionable

The advertising of hard liquor (distilled
spirits) is not acceptable.

. The advertising of beer and wines is

acceptable only when presented in the best
of good taste and discretion, and is accept-
able only subject to federal and local laws.
(See Television Code Interpretation No. 4 )

8.

Advertising by institutions or enterprises
which 1n their offers of instruction imply
promises of employment or make exagger -
ated claims for the opportunities awaiting
those who enroll for courses is generally
unacceptable.

. The advertising of firearms/ammunition is

acceptable provided 1t promotes the prod-
uct only as sporting equipment and con-
forms to recognized standards of safety as
well as all applicable laws and regulations.
Advertisements of firearms/ammunition
by mail order are unacceptable. The ad-
vertising of fireworks is unacceptable.

. The advertising of fortune-telling, occult-

ism, astrology, phrenology, palm-reading.
numerology, raind-reading, character-
reading, or subjects of a like nature is not
permitted.

. Because all products of a personal nature

crcate special problems, acceptability of
such products should be determined with
especial emphasis on ethics and the canons
of good taste. Such advertising of personal
products as is accepted must be presented
in a restrained and obvicusly inoffensive
manner.

. The advertising of tip sheets and other

publications seeking to advertise for the
purpose of giving odds or promoting bet-
ting is unacceptable.

The lawful advertising of government
organizations which conduct legalized lot-
teries is acceptable provided such advertis-
ing does riot unduly exhort the public to
bet.

The advertising of private or govern-
mental organizations which conduct
legalized betting on sporting contests is ac-
ceptable provided such advertising is
limited to institutional type announce-
ments which do not exhort the public to
bet.

. An advertiser who markets more than one

product should not be permitted to use ad-
vertising copy devoted to an acceptable
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product for purposes of publicizing the
brand name or other identification of a
product which 1s not acceptable.

. “*Bait-switch” advertising, whereby goods
or services which the advertiser has no in-
tention of selling are offered merely to lure
the customer into purchasing higher priced
substitutes, 1s not acceptable.

Personal endorsements (testimonials) shall
be genuine and reflect personal ex-
perience. They shall contain no statement
that cannot be supported 1if presented in
the advertiser’'s ¢ wn words.

Presentation of Advertising

1. Advertising messages should be presented

. with courtesy and good taste; disturbing or
annoying material should be avoided; ev-
ery effort should be made to keep the ad-
vertising message in harmony with the con-
tent and general tone of the program in
which it appears.

. The role and capability of television to
market sponsors’ products are well recog-
nized. In turn, this fact dictates that great
care be exercised by the broadcaster to
prevent the presentation of false, mislead-
ing or deceptive advertising. Whileitisen-
tirely appropriate to present a product in a
favorable light and atmosphere, the pres-
entation must not, by copy or demonstra-
tion, involve a material deception as to the
characteristics, performance, os ap-
pearance of the product.

Broadcast advertisers are responsible
for making available, at the request of the
Code Authority, documentation adequate
to support the validity and truthfulness of
claims, demonstrations, and testimonials
contained in their commercial messages.

. The broadcaster and the advertiser should
exercise special caution with the content
and presentation of television commercials
placed in or near programs designed for
children. Exploitation of children should
be avoided. Commercials directed to
children should 1n no way mislead as to the
product’s performance and usefulness.

Commercials, whether live, film, or
tape, within programs initially designed
primarily for children under 12 years of
age shall be ciearly separated from
program material by an appropriate
device

Trade name identification or other ~
merchandising practices involving the gra-
tuitous naming of procucts is discou: ~~d
in programs designed primarily ior
children.

Appeals involving matters of h:althp
which should be determined by physicians
should not be directed primarily to
children.

. No chiidren’s p.ogram personality or car-
toon character shall be utilized to deliver
commercial messages within or adjacent to
the programs in which such a personality
or cartoon character regularly appears.
This provision shall also apply to lead-ins
to commercials when such lead-ins contain
sell copy or imply endorsement of the
product by program personalities or car-
toon characters.

. Appeals to help fictitious characters in
television programs by purchasing the ad-
vertiser’s product or service or sending for
a premium should not be permitted, and
such fictitious characters should not be in-
troduced into the advertising message for
such purposes.

. Commercials for services or over-the-
counter products involving health con-
siderations are of intimate and far-reach-
ing importance to the consumer. The
following principles should apply to such
advertising:

a. Physicians, dentists, or nurses or actors
representing physicians, dentists, or
nurses, shall not be employed directly
or by implication. These restrictions
also apply to persons professionally
engaged in medical servizes (e.g., physi-
cal therapists, pharmacists, dental
assistants, nurses’ aides).

e .
. Visual representations of laboratory
settings may be employed, provided

20U




they bear a airect relationship to bona viewer, the following standards are set forth1ir

fide research which has been conducted accordance with sound television practice:
for the product or service. (See Televi-
sion Cod. X. II,) In such cases, 1. Non-Program Material Definition:

laboratory technicians shall be iden- Nonprogram material, 1n both prime
tified as such and shall not be employed time and all other time. includes
as spokespersons or in any other way billboards, commercials, promotional an-
speak on behalf of the product < nouncements, and all credits 1n excess of
30 seconds per program, except in feature
films. In no event should credits exceed 40
seconds per program. The 40-second
limitation on credits shall not apply,
however, in fny situation governed by a
contract entered into before October I,
1971. Public service announcements and
promotionai announcements for the same

X1I. Premiums and Offers

1. Full details of proposed offers should be
required by the television broadcaster for
investigation and approved before the first
announcement of the offer 1s made to the

| public. program are excluded from this definition.
| 2. A final date for the termination of an offer 2. Allowable Time for Non-Program
| should be announced as far 1n advance as Material
possible.
3. Before accepting for telecast offers involv- a. In prime time on network aff liated sta-
ing a monetary consideration, a television tions, nonprogram material shall not
broadcaster should be satisfied as to the in- exceed 9 minutes 30 seconds in any 60-
tegritv of the advertiser and the adver- minute period.

tiser's willingness to honer complaints 1n-
dicating dissatisfaction with the premium
by returning the monetary consideration.

Prime time 1s a continuous pertod of
not less than 3 consecutive hours per
broad.ast day as designated by the sta-
tion between the hours of 6:70 p.m. and

4. There should be no misleading descrip- )
midnight.

tions or visual representations of any pre-
miums or gifts which would distort or
enlarge their value in the minds of the
viewers.

b. In all other time, nonprogram material
shall not exceed 16 minutes in any 60-
minute period.

5. Assurances should be obtained from the

advertiser that premiums offered are not c. Children’s Programing Time—Defined

harmful to person or property. as those hours other than prime time in

which programs initially designed pri-

6. Premiums should not be approved whi > marily for children under 12 years of
appeal to superstition on the basis of age are scheduled .

“luck-bearing” powers or otherwise. .- .
&P Within this time. period on Saturday

and Sunday, nonprogram material shall
XIV Time Standards for Non-Program Material * not exceed 9 minutes 30 seconds in any

. 60-minute period.
In order that the time for nonprogram

material and its placement shall best serve the Within this time period on Monday
through Friday, nonprogram material

shall not exceed 12 minutes in any 60-
*See Time Standards for Independent Stations p 20 minute period
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3 Program Interruptions:

a. Definition. A program interruption is
any occurrence of nonprogram material
within the main body of the program.

b. In prime time, the number of program
interruptions shall not exceed wwo with-
in any 30-minute program, or four with-
in any 60-minute program.

Programs longer than 60 minutes
shall be prorated at two interruptions
per half-hour

The number of interruptions in 60-
minute variety shows shall not exceed
five.

¢ In all other time, the number of inter-

ruptions shall not exceed four within
any 30-minute program period.

d Inchildren’s weekend programing time,
as above defined in 2c, the number of
program gnterruptions shail not exceed
two within any 30-minute program or
four within any 60-minute program.

e. In both prime time and all other time,
the foliowing interrupticn standard
shull apply within programs of 15
minutes or less in length:

5-minute program—1 interruption,
10-minute program—2 interruptions;

15-minute program—2 interruptions

TIME STANDARDS FOR INDEPENDENT
STATIONS .

Q
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1. Nonprogram elements shall be considered

as all-inclusive, with the exception of re-
quired credits, legally required station
identifications, and “bumpers.” Promotion
spots and public service announcerients,
as well as commercials, are to be con-
sidered nonprogram elements

. The allowed time for nonprogram ele-

ments, as defined above, shall not exceed 7
minutes in a 30-minute period or multiples
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thereof tn prime time (prime time is
defined as any three contiguous hours be-
tween 6 00 p.m and midnight, local time),
or 8 minutes in a 30-minute period or
muitiples thereof during all other times.

3. Where astation does not carry a commer-
cial in a statior break between programs,
the number of program interruptions shall
not exceed 4 within any 30-minute
program, or 7 within any 60-minute
program, or 10 within ary 90-minute
program, or 13 in any 120-minute
program. Stations which do carry commer-
cials in station breaks between programs
shall limit the number of program inter-
ruptions to 3 within any 30-minute

ogram, or 6 within any 60-uiinute
program, or 9 withi~ any 90-minute
program, or 12 in any 120-minute
program News, weather, spcrts, and
_special events are exempted because of for
mat.

4. Not more than four non, rogram material
announcemenys as defined above shall oe
scheduled consecutively. An exception
may be made only in the case of a program
60 minutes or more in iength, when no
more than seven nonprogram elements
may be scheduled consecutively by stations
who wish to reduce the number of program
inter~aptions

5. The conditions of paragraphs three and
four shall not apply-to live sports

# programs where the program format dic-
tates and limits the number of program in-
terruptions.

B
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CHILDREN'S ADVERTISING GUIDELINES

PREAMBLE

.

These Guidelines have been developed tor the use '

of advertuisers and advertising agencies and for the
self-regulatory mechamism wirich they have
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established, the National Advertising Division, to
help ensure that advertising direcied to children 1s
truthtul, accurate, and tair te children’s perceptions

Because trends 1n advertising are continuaiiy
changing and because research and study are con-
stantly shedding new hght on children’s develop-
ment and understanding of advertising, these

“Guidehnes will continu= to be revised and modified

on an on-going basis, as circumstances dictate

PRINCIPLES

Five basic Principles underlie these Gudelines
for advertising directed to children

+

1 Advertisers should always take into account
the level of knmowledge, sophistication, and
maturity of the audience to w «ch the message
1s primarily directed Since younger children
have a himited capability for discerning the
credibihity ot what they watch, they place a
special responsibihty upon advertisers to pro-
tect them from their own susceptibilities

I Reahzing that children are imaginative and
that make-believe play constitutes an impor-
tant part of the growing up process, advertisers
should exeicise care not to exploit that imag-
iative quality of children Unreasonable ex-
pectations of product quality or perferimance
should not be stimulated either directly or in-
directly by advertising

I * Recognizing that advertising may play an im-
portant part 1n educating the child, mtorma-
tion should be communicated 1n a truthful and
accurate manner, with full recognition on the
part of the advertiser that the child may iearn
practices from advertising which can affect his

or her health and well-being

IV Advertisers are urged to capitalize on the po-
tential of advertising to influence social
behavior by developing advertising that,

whenever possible, addresses itself to social

standards generally regarded as positive and |

beneficial, such as friendship, kindness,

Q

- 1
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honesty, justice. generosity. and
others :

respect for

.

vV Although inany influences aftect a child’s per-
sonai and social development, 1t emains the
prime responsibiiity of the parents to provide
guidance for children, and to exert necessacy
and proéer‘mﬂuences in chrldren’s exposure to
she world Advertisers should contribute to
this parent-child relationship 1n a constructive
manne;. 2 .

A.  Interpretation

Advertisers are reminded that the 1n-
terprétaticn of these’ Gu:dehnes should con-
form to and implement the Principles stated
above. The intent 1n all cases should be to ueal
farrly and honestly with children, tulfilling the
spirit as well as the letter of the Guidelines
Each individual commercial or advertis*ment
should be considered 1n thar ccntext
Tifferences 1n the nature of broadcast media
and print media should be taken 1nto account
The Guidehnes saould not_be regarded as
prescribing rigid or inflexible rules which may
deprive children and advertisers of the
benefits of innovations and new approaches

B.  Scope

The clauses 1n these Guidelines embrace
advertising designed to appeal to children 11
years of age and under. This includes
children’s advertising which 1s broadcast 1
children’s programs and programs 1n which
audience patterns typically contain more than
50% children. Commercials appearing 1
shows in which: chil\dren are a substantial au-
dience segment, but less than 50% . will be
regarded as subject 1o these Guidel.nes only
when they are clearly addressed to children. 1}
and under. Print advertising 1s subject tp these
Guidelines when 1t 1s primarily directed to or
primarily read by chi! lren

C Social Values

Advertising should emphasize positive
social and moral values and ennich the digmty
of human life, as opposed to portrayals of
violence, appeals to tear, or prejudice ot any
kind To this end )

I Advertisements should uever portray as
desirable any practices which are gencerally
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considered unacceptable from the stand-
point of social, legal, moral, institutional,
or family values. Social stereotyping which
1s demeaning or derogatory to any group
should be avoided. °

i

2. Advertisements should not refiect disdain

for parents or -parental- judgment, nor
reflect unfavorably on other genetally
recognized sources of child guidance.

3. Advertisements should never portray un-

desirable living habits Advertising should

& convey respect for others and the world 1n
which the child lives. Civility and good
manners should be encouraged.

4 Agdvertisements should encourage good
use of language. This does nof preclude In-.

formal usage. .
2

5. Advertisements should avoid the conten-

tion that, by possessing a product, a child
wil! be more accepted by his peers, or by
lacking it, he or she will be iess accepted by
his peers. )

6. Advertisements should avoid the implica-

tion that a parent or adult who purchases a
given product or service for a child 1s bet-
ter of more generous than one who does
not.

7. Advertisements should not falsely imply

that purchase and use of a product or serv-
ice’ will confer upon the user the prestige,
skills,ar other special qualities of charac-
ters appdaring in_the commercial or ad.
Material bgnefits attributed to the product
or service be inherent 1n the use

thereof. . ‘
H

Piesentation

Children have vivid imaginations. Use of

imagination enables a child to project himself
beyond his immediate capacities and reach for
his future potential. Advertisers should,
therefore, always respect a child’s imagina-
tion.

- The use of imaginative situations relevant

to the audience concerned is an acceptable
and normal communications practice. Im-
plicit in the foregoing is the concept that fan-
tasy, including animation, is an appropriate

form of communication to any audiencé, in-
cluding the very young.

However, the use of special situations and

fantasy in advertising should not suggest unat-
tainable expectations of performance.

To ® ;% ., presentations should not

exploit the child’s difficulty in distinguishing
between the real and the fanciful

Particular control should be exercised to

assure that:

Copy, sound and visual presentations—as
well as the advertisemeni¥n its totality—
do not mislead on performance charac-
teristics such as speed, method or opera-
tion, size, color, durability, nutrition,
noise, etc.; on perceived benefits s. -h as
the acquisition of strength, popularity,
growth, proficiency, intelligence, and the
like; or on the expectation of price :ange
or cost of the product.

The advertisement clearly establishes what
is inciaded 1n the original purchase of the
advertised product, employing where
necessary positive disclosure on what items
are to be, purchased separately in a way
that will be understood by the child au-
dience to which the advertisement is pri-
marily addressed. Ail "advertising for
products sold unassembled should indicate
that assembly 1s required. If any other
product 1s essential in-order. to use the ad-
vertised product- -uch as batteries—this
should be disclosed.

A clearly depicted presentation of the
complete advertised product 1s shown in
the advertisement. ‘"When appropniate in
helping to identify the product, the
package may also be depicted, provided it
does not mislead as 1o product charac-
teristics, content, or the price range fo be
expected. - .

Advertising demonstrations showing the
use of a product or premium can be readily
duplicated by the average child for whom
the-product is intended

Representations of food products should
be made so as to encourage sound usage of
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the product with a view toward healthy
‘development of the child and the develop-
ment of good nutritional practices Adver-
tisements representing mealtime in the
home should clearly and adequately depict
the role of the product within the frame-
work of a balanced diet Overconsumption
of food products and beverages should be
avoided, nor should 1t be imphed that any
one tood provides all the nutrients con-
tained 1n a well-designed daily food plan

6 To ensure accurate and truthfui represen-

tation of playthings, they should be shown
in normal play envirOnments and situa-
tions , ¢

7 A tair and equitable number of products

should be featurgd, consistent with the
number of children shown in the play set-
ting. Should a whole line of toys or more
toys than might be reasonably owned by
the average child be featured, limbo set-
tings (which are defined as nonrepresenta-
tional settings with a plain background) or
in-store settings. are suggested, as they
might providé a better context for fair
“demonstration of these products to
children. .
Promotion by Program Character, Editorial
Character, or Personal Endorsement

It 1s recognized that very young children
may not fully recognize differences between
editorial and*program content and advertising
content Hence, endorsement by characters on
the programs or in the editonal content of a
publication may confuse children There’f()re

| Program personalities or, program charac-

ters -(live or amimated) on children’s

programs should not be used to promote

products, premiums, or services tn or ad)a-

- cent to any program where the personality
or character appears .

2 In priXt maqdia, characters and per-.

sonalities octated with the editorial
content ofa publication should not be used
to promote pr()ducts, premiums. or serv-
ices 1n the same publication

3 Subject to paragraph (1) ot this section,
“product ¢har_.ters"—personalities Inve
o. afimated who_gre closely associated

»
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with or dentified wnt{’the product—may
be used as presenters for the advertised
product or service, provided they do not
do or say anything to mislead children as
to the product or service concerned.

4 Nationaly known persons may not be used

to attpebute a characteristic or quality to a
product (including a premium) unless they
are generally recognized as qualified to
speak on.the subject. All personal endorse-
ments should reflect the real experience
and beliefs of -he endorser

”

Comparative Claims
s
It 1s recognized that advertising which com-

pares the advertised product to another prod-
uct may be difficult for children to understand
and evaluate and may therefore be misun- -
derstood Therefore, advertisers are urged to
represent products on their merits without
reference to competition

In the event that a true and significant ad-
vantage may exist in a prouuct which can be
readily understood by children, this advan-
tage should be clearly explained If adver-
tisers should develop comparative advertising
to children this shouid be done with the
tollowing cautions 1in mind

1  Comparative statements should be infor-
mational and not demeaning to. other
products or to previous versions of the
same product

2 Comparative statements should not sug-
gest that the advertised product 1s superior
to another 1n individual attributes or over-
all characteristics unless such statements
can bz documented

3 Coniparative statements implying overall
superiority should be avoided when such
statements are based on attributes 1n which
the advertised product excels, and where
the competitor’'s product excels 1n other at-
tributes not mentioned

4 Comparative price statements should be
based on the usual and customary price
paid in a substantial number of sates in the
trade area where the advertising is carried
Price comparisons should be understand-
able to the average child tor whom the
product 1s intended

B
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d
Pressure to Purchase

The purpose of advertising to children 1s to
encourage trial and repeat purchase
However, children are not as prepared to
make independent decisions—or contribute to
family decisions—as are adults. Accordingly,
to. avoid undue pressure to purchase:

1. Children should not be urged to ask
* parents or otliers to buy any product.

2. Products which by their very nature are
not primarily intended for use by children
should not employ advertising directed to
children; nor should such products be pro-
moted by premiums or other means
directly to children.

3. All price representations should be clearly
and concisely set forth m a manner so as
not to exert undue pressure to purchase,
and price minimizations such as “only” or
“just™ should not-be used 1n any adverts-
ing directed to childrer. :

4. When toys or any other product can be
purchased either individually or as a col-
lection of related items, price represEnta-
tion should clearly indicate to the child
that the cost of the collection 1s greater
than the cost of the individual item.

Safety .

For the child, imitation, exploration and
experimentation are important facets of the
learning process The various media can
enhance this process, as can advertising in
each of the media which the child encounters.
Recognizing this, advertisers should guide
their advertising to contribute to the establish-
"ment of safe and sound habits 1n children.

Moreover, children, and occasionally
par'ents, may not be cognizant of hazards that
may exist through use or abuse of products.
Therefore-

1 Advertisements, except specific safety
messages, should not portray adults or
children in any unsafe acts, situations, or
conditions or tn acts which are harmful to
others.

05

2. Advertisements should avoid demonstra-
tions or portrayals that encourage misuse,
or dangerous or inappropriate use of the
product which is inconsistent with
generally accepted standards of safety.

3. Medications, drugs, and supplemental
vitamins (liquid or pills) should not be ad-
vertised to children.

Claim Substantiation

In accordance with the basic principle of =

dealing fairly and honestly with children:

1. Advertising to children should not claim
or imply any product or performance
characteristics which are not supportable
by factual data or research which conforms
to sound professional practices

2. Puffery (defined as “flattering publicity”
or “extravagant commendation™) 1S not ac-
ceptable support for an objective product
claim. Advertising claims which might be
construed as literally true must be literally
true.

Additional Guidelines for Premium Advertis-
ng

The use of premiums 1n advertising has po-
tential to enhance the appeal of a product to a
child. Special attention should, therefore, be
paid to the use of premiums in advertising. To
guard against premiums exploiting the
children’s immaturity:

1 Care should be taken that the child’s atten-
tion is focused primarily on the product
rather than the premium. Therefore, major
emphasis should be given to the product
and 1ts benefits. Emphasis on the premium
should be clearly secondary.

2. It s recognized that limitation of the time
devoted to a premium offer within a com-
mercial may not be sufficient to ensure pri- -
mary attention to the product offer.
Therefore, advertisers are urged to weigh
all factors, including time, to ensure that
the product message 1s primary.

3 When a premium offer is used, the condi-
tions of the offer should be stated simply,
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in terms which a child can understand. Ev-
ery effort should be made to communicate
so-called “mandatory” statements and dis-
claimers in terms which will be understood
by a child audience.
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