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. INTRODUCTION
/%.,;
In October of 1979, the Educat1ona1 Film Center (EFC) nas

. awarded the POWERHOUSE prOJect by the' United States: Off1ce of

Education, now Department 4Af Educat1on Phase I of the two

phase prOJect entailed the deve1opment production and eva]uat1on

of a series p11ot program. This report covers the evaluation g

activities associated with Phase L. Audience Profi]e,Services,r,ﬂ
7’?nc (APS) prov1ded these serv1ces to EFC as a sub- contractor

POWERHOUSE has been des1gned as a mofivational telev1s1on

ser1es to help eight to twe]ve year old ch11dren take act1ve,

0

. personal responsgb111ty for their own hea]th and well being. The

“ﬁs-program series will brovide more than heglth and fitness

intormation; it will encourage a positime attitude in-viewers ¥
that will he]p them reach their full menta] and phys1ca1 potential --
help them become POWERHOUSES ‘ ' -

Near]y a year of research and eva1uat10n took place before

)
production of the series pilot program was completed. Early-in

the project, EFC dec1ded on an act1on adventure (with a health *
message) format as the bas1s§for the series. This adventure story
will have a centinuing cast of characters -- the POWERHOUSE kids, *
amd a continuing fogal pOint; an urban commonity center ea]led h
POWERHOUSE. Interspersed throughout the story will .be commercial-
type inserts called POWERHOUSE Program Inserts (PPIs) carrying

. , o
health information and motivational messages",




ks

."During- the pilot production\étage, it Was necessary to fine
tune the deve]op1ng program by obta1n1ng spec1f1c 1nformat1on on

the interests and sensibilities of e1ght to twe]ve year olds, both

¢ =

ezalyat1on acarv1ties“reported here provided EFC with

from the 11terature and d1rect1y from the target aud1(2ce The ‘ -
comprehensive

aSsessment of the reaction of eight to tweltve year olds of various
. ' o~
ethnic, geographic and economic backgrounds to pre-production Ve

¥

elements of the POWERHOUSE series and to a rough cut‘of the piiot a

<

- =, program.’ - A S oo

I am gratefuf'to the many people who helped design'and imple-
ment - the, POWERHOUSE ‘Evatuation “Plan. Among’ them, the ?GQEQHOUSE

Executive Committeé and¥EFC statf inc]ud{ng Ira K1ugerman,

o Execut1ve Producer, Dr Char]es F]atter Chief Content Consu]tant

e

‘Ruth Pollak, Head Wr1ter, Noe] Izon and Robert’ Crowther of. X e

Contact Media, Inc., Judith Angerman, Project Adm1n1strator Anhe .
. \vr

H1nk1e Product1on Assistant, and Nicole Alleyne, Adm1n1strat1ve

Aide. . o ‘ v,
" .
" To APS staff Katherine Hammond Frances -A. Bell, Nancy M.

Neubert (Charleston, Nest-V1r inia), Dorothy R. M1dd1etond§Oak1and,

4

. California), Maxene Balkema (Romney, Indiana), and Ann Redmgn

(Seattle, Washington), I extend my ‘deepest gratitude for a job\ ? N

e . - . ‘ =4

well done. Without their help .this project would have been

-

{

* -
«

. impossible_to complete.

o

. N [t . . | ;ﬁ '
~__! @Jso wish to thank Tom Williams of the Adency for Instruc- oy

o

tional Television for his prompt'and efficient assi§tance(during

“v.5

‘the imp]ementation of non-broadcast materials evaluation. , e
’ - PR A ‘

.
— R
R - . . S e .
- n 4 . T . 3
. o .
. N .




ER

Aruitoxt provided by Eic:
5

s

13

. ‘ 1

. Last but not.least my keartfelt thanks ﬁo'DdrotAy Kilgore, . :
EFC's Ch1ef F1nanc1a1 Officer, for her pat1ence and assistance -
over the years and to Dr. Jack Hunter EFC's Genera] Manager, “for '
his support and'conf1dence 1n me and my company \ : ~
. 3 . . R \. £ .k
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Monica Dignam e,
President N .
Audience Profile Services, Inc. .

November, 1980 - . g ‘
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INTRODUCTION TO THE WRITERS' NOTEBOOK
— ek

One of* the first research tasks was a major 1iterature _review -

of persuasive techniques used in creating Lommercial messages
\

-

directed toward the s-i? year old audience. The result of the

@

© 1iteratureé review is the POWERHOUSE Writers' Notebook completed

in Decembenfof-1979 This reView contains information on TV ‘
2 L]

v1ewing habits, 1earning styies, and consumer preferences of

./ A - e

childrén in the target age range. It also’ details the ‘ways in

which the- persuasive and atteﬁtion getting powers of ‘commercials

are maximized. This information was vital in producing effective
=

PPIs.. The Notebook %a$ made avaiiabie to the producers and to

prospective writers of the pi]ot, and the information it contained

w®s discussed in two Writers Con%erences he]d on the weekends of
N ’ >

Januar7“26 and February 2,-1980.

A Y
"< The Notebook is a comprehensive reference document in three.

sections as follows: -

Section I: A Profile of the Target Age Chi]d

Section II: Research Findings froni the Advert151ng

- - L1terature J .
. ¢ .

Section FII: Suggestions for POWERHOUSE -

\_’ The first section of the Notebook describes the 8-12 year

-

old child as television viewer), 1earner and consumer. - This back-

ground information on POWERHDUSE S intended audience prov1ded a
> .

useful starting point for the series’ writers, enabling them to

direct their effortg toward "the knowiedge base and interests of

"

.

Py




the target age child. o t

Section II addresses advertising 1ssues re1evant to POWERHOUSE,

.

including the des1gn of appeal, se]ect1on of format the role of
‘the endorser, and the context 1n_wh1ch the advertising segment is

placed., This section was particularly important in thé production

of the progrdm inserts. «

A

The third section synthesizes sections I and II in the form '

-

of suggestions. for POWERHOUSE. It 1s fo1Towed by an appendix

: prov1d1ng\a dev lopmental overview of the target age child, tele-
"3

vision prefere ces as reported in rat1ngs, a brief descr1pt1on of ~

some locally produced programm1ng, and a comprehensive b1b11ography§
.4
The Notebook was designed §bec1f1ca11y as a guide for the .

" POWERHOUSE writers and producers, but its potent1a1 for use

2

extends to other situations in which knewledge of the interasts of

-

eight to twelve year olds, and an understanding of te1evision

<

advertising techniques as applied to children are .needed.

.

M - '
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) 1.7

fne Target Age Child As a Consumer Of Television

With" the- help of the established ratings services and original

-

Y ‘_'~ .
research conducted for other products, we have a fairly good idea

M

of what ch11dren watchh

'—')

"

-
L3

id

.

Cartoons are big; -of the top ten synd1cated shows, seven are

S

an1mated. However -a recent “Arbitron Synd1cated Program Analys1s

‘ in dlcated that the rat1ngs of some 6f the mdre estab11shed cartoons
TS

have dropped a little; especially among older ch;]drenx Situation
" comedy/family shows, along with cartoons, seem to make up the bulk

- M B

of viewing choices of the target age child when %atching non-prime-

/
time programming.

The November 1979 Nielsen Sweep of orﬁmetime programs also

]

"showed a strong interest in cartoons. Thrée cartoon gpecials

were -among the top ten for tﬁe.gfllzage group.

.

cWOrld of Disney was a1so among the top ten. Other favorites

were act1on/adventure and comedy offen1ngs such as Dukes of Hazzard,

The often animated

’ L1tt1e House on the Prairie, Mork and Mindy and Buck Rogers in

.
e L

the 25th Century.

v

tron, CTW recent]y surveyed viewing interests among 8 to 12 year
"61ds in preparation for prodiction of the science series, 3.2.1.
Contact. Chi]dren were asked to indicate ‘their interest in watch-
_~ontact
“ing shows from‘a se1ected 11st of twenty Act1on and comedy were

-+ king. Char11e S Ange]s, Happy Days and the\S1x Million. Do]]gr

St1ence and information shows did not do-

Man headed the 11st.
. - ! {

AN

In addition to the 1nformat1on prov1ded by Nielsen and Arb1- .




. - ) _ g -
.well. An impressive 9vera11 result was how similar the reports
: were, reggrdless of regioné], ethnic, sex or grade differencés.

Science related shows (Wild Kingdom, Animals, Animals, Animals,

In Search 0f, Jacques Cousteauy and Nova) did have somewhat heavier

P

viewing reported among bo;s.than girls. Good Times was ranked
highér by Black respondents thaq by other}ethﬁic groups. The'
Towest agreement in ﬁrogram choices betwssn ethnic gréups wq;
between Latinos and Blacks. '

When the children Mere'askéd to namé their one favorite pro- - - .
gram - with no restrictive list this time - one hundred sixty-six . -,(
shows were nomiﬁated. Herver,\bn1y seven sﬁows'aq;ounted'for 50%
of the néminations. Thesé seven shows we;e: Charlie's Aﬁﬁéls;

. \ ' . s
Happy Days, Incredible Hulk, Hardy Boys, Baby, I'm Back, Good Times,

.and Three's Company. These shows fall into two\Eategories, comedy

‘ and mystery/adventure. No cartoons were mentioned until the 20th

> ] -
ranked program. ) /PR

® Differences, along .stereotypic lines, emerged between the

“favorite yiewiﬁg choices of boys. and girls. Little House on the” °

. Prairie, Eight is Enough, Love Boat, I Love Lucy and other shows.

' with family/human relationship themes and/or with leading ?ema]ég‘

3 .  characters were chosen ‘more often by girls. Boys chose action/

. - ad¢énture, physical endurance and competition in Séiderman, sports
~ . : ;e s

'shows, Star Trek, Black Sheep Squadron and othérs of that ilk. .

v/
\; "When questioned on what they actually viewed on a particular . ’
- - déy,;poys and girls agreed much more than on what they considered
O l -4-




) éheir favorite proggam. Moviés, were in the top programs viewed

every weekday, and Bradx Bunch was near the top on all weekdays.

Happy Days, Laverne and ShTr]ey and Three s Company were also
faror1tes of both boys and girls. '

| Minority children were attracted- to shows with same ethnic
‘group 1eads; but were not necessarily attractedito different
minority group ieading, characters, i‘e Black respondents showed

greater interest. in situation comedies about B]ack urbap families:

Good Times, What's Happening, and Baby, L'm Back Among ethnic groups

'
} surveyed, Latinos were 1ea4t interested in these shows. (52) In

another study, it Was found-¢hat 1dent1f1cat1on was strongest w1th°

characteps of 11ke sex, ethn1c1ty and soc1a1 s1tuat1on, especially
e

[y -

if this character acted and spoke 1u*ways appropriate to his_or her ‘
w - a,, a.‘:-

" situation. It was “found that girls did, s, upoN occasion, identify

.

«
.

. w1th‘ha1e characters Boys did not exhgbnt th{s cross-sex 1dent1fi:

~.cation. (26) . |
Another study asked a group of 6-12 year olds to name their

- favorite programs. Choices tended to be in the cartoon, fantasy,

situati n comedy and drama categories. Preterences.differed between"
'bo&s and §4rls and between younger and older children. For-all

boys but the;]]—]? year olds; cartoons were a clear favorite.
Mystery-sdspense dramas Were the.favorites of the older boys. Situa-
. tion comedies (Targely of the ¥amily type) were’the first choice of
girls in all age groups. The\results seem to support Arbitron's

findings that interest in cartoons fades for older children.

“

| r A
15
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* . ’ e . o M . .o
; . Few specific showé were mentioned as é%Sﬂyked., Instead, dis-
- * s
1
. 1ikes were generic: /ove movies, news, talk shows and children's

ﬁk programming such as Captain Kanggroo\(considered babyish). (68) =

\
’ Simi]ar‘resulfs were found in a fifth grade population. Girls .

-

! \ .
liked human interest and fantasy, boys liked sports and action

Brograms, pokh realistic and fantastic. (25) . »
HAnotheﬁ'resgﬁrcher found {ncreasjng interest ir news and -
* - ¢

inform%}ionfﬁrogréms‘as children approach 10-11 years. The

favorites of°both boys and girls were news features concerning

.i crimes, d1sasters,“1oca1 soorts and about children. The next two
Afavor1tes for boys were space and sports; fox girls, humdn-interest
N ‘\stor1es /(21) ' o .
H! A]th%ugh there Ls var1at1on in research findings, there seems

'ito be some consensus about themes that are genera]]y attract1ve to

-
\ e g < %4

8
’the 8-12 year old v1ewer Tée attractnonvﬁr appea] of a program

- T

‘theme, however, is-often closely gﬁljed with e]ements affect1ng

N |

ﬁ%‘ ’compreheAs1on and 1dent1f1cat1on. “CTH has obtained gome interesting

_tinfdrmation:on this from the test shoW/Lygluétion of 3.2.1. Contact:

1. A.strong storyline, c]ea%]y fodﬁs1né‘on a central problem, -
v is .appealing to this age group “A fambling rhetorical
style leaves children feeling-that "nothing was happening."
. . Topics with emotional appeal (touching on the health or
> . well-being-of living things) serve well as a structure

; onto which factual information can be added. A plotted
.drama has more appeal than the magazine format. .

& Action, movement, theiuné;pected, the novel are well ¢ .
attended to and understood, especially when sthey are
handled with strong visual interest.” Visually presented’
information is remembered better ‘than orally presgnted
information. Visually clear animation is an excellent /~7
device for reinforcement. SEI

. 3123 L




LI
o .
°

P ¢
. 3. The 11ve11ness that humor and music givera program is a
. ) definite ‘positive e]ement The participation that 1aughter
8. and s1ng1ng along creates also created an interest in
viewing the show.

4. An "adult expert" character ‘does not work well in the
documeptary setting. ~ An information exchange between kids
is much more interesting to this age group.

5. Stating the major concept up front may seem overly obvigLs
to the adult, but can actually raise the interest level of
the child. CTW research found that lacking a clear stateé-

- ment of the overall concept of a program, ch11dren were
not abke to identify it. (9) .

A final informational note comes from the reaction to a British
) :
series on health for the child over eight. It is called Good Health
and its aim is to increase children's awareness of themselves as

4 n

they grow, and to emphasize their own responsibilities for personal

AN

. " - ) &
health. he focus is Tess on biological information than on the

-, .

\\i::>~=:><::yays personal choices inf]uence hea1th. The settings are closely .
- re]ated to the everyday 11ves of children and their families. It

. has been viewed extens1ve1y in a school setting and the producers .

Q\\ report enthus1ast1c response. In their view, some’'of the reasons. -

for this,are: “Yﬁ ' ‘
1. Material was prov1ded in an area children thought was
important. .

I

2. Viewing children found 1t easy to 1dent1fy with the
) characters and settings presented.

3. Children were shgwn behaving. natura]]y in their e\h ' ‘.'
enviroments.. . ‘e

\ -
4. Format d1ffered from show to show ranging "from documentary
to scripted drama. This. var1ety was'fe]t to provide-appeal.

t (29) ' " .
X - ’
o
" Q.l?’ P :
-7_ -
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"2. The Target Age Child As A Learner . B S

»

It has.long been. recognized thatechildren of different—ages
respond differehtly to the same stimuli.' Theories of cognitive’
development, primarily those of Jean Piaget, go a long way-toward

-

const;ucting a developmental picture of how a child SErceiv?s and
intéracts with the environéent. More ‘to our point, it sheds some:
1ight on how children of different ages respond to te]evisiogs

A cognitive state or structure is a pattern of action that
orders and defines what a child perceives. A child develops grad-

ually through a series of states during which his ability to think

and understand is being developed. Most of these stages depend

B p
primarily on maturation, but they are also affected by experience.

In the area of perception; for example, a child aged two,£o
seven (the preoperational stage) tends to focus on one dimension ’
of an object or situation and cannot take other dimenSions into

account. Therefore, jie cannot see the relationsRip between two -

—

dimensions. -
< S ——— S,

The older child (concrete operational) can focus on several

. -

dimensions of a situation or problem at the same time and can 3ee

relationships ameng E?Eg,/qu can decenter his attention to consi-

der a greaésr number of physita1 aspécts: . He can_perceive objects
‘\ '\\ - - -

not only in terms of physical chgracterisﬁics, But can also begin .

3

. \
to figure out how unfamiliar objects might be used.

- -

In the fpllowing section on the target age child as a consu-

mer, we will show that, with inéreasing agezgghe child is better
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3

able ta tell the difference between brogramé‘and commercials, and -

that the o]gér child is better able tQ understand the purpose of

commercials. . .

Two other areas in which-the younger and older child differ
‘ . \
greatly are in the conceptual grasp of temporal order and in re-

call of thiﬁgs they have, seen. \

The youngef child has a Very‘intuitive sense of time. Oura-
tion of time, speed and dystance are not real concépts for him.
The older child, who can isolate the changing dimeésions of events,
is able to understand‘ relations txetween tenipiora]l order~(before a’nfl
after) and duration (Tonger and shorter). He can begin to relate
past events to the present égd to the'futuré. (74) \

’ Cont%nuity thus becomes very important to the’understaqding

of TV plot by children who are not fully into the concrete_opéré:‘

.

tional stade, (the younger children in our target aUdiepce). Tn,

Q

one instance, thirq, sixth and tenth graders were shown an_aggres-

sive action show. Half of each group viewed the show straight
, R !
through. In the other half, ;he-motive§ of- aggression were sepa-

<:3§$d from their consequences by four minﬁtes of commercials.

<+ .

Responses were essentially similar in both versigns for the older

subjects. However, the commercialg interfered with the tffird

3
4

graders’ compréhengjons of the negative motives and consequences

of aggression. (74) . i .
In the area 6} conceptual processes, thére are §reat dif-‘
. ! _ A # -
o
L9- 5
" 19,
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ferences between the o]der and younger child: Dn[ﬁ by age-11 or

e

12 cdn the ch11d th1nk abstract]y about 1déas To cite one ex-
amp]e. second f1fth and eighth graders, v1ewed one of four ed1tay

. vers1ons of ° an act1on:adventure program that varied in number of
27 s ! g\\.

scenes and degree pf organ1zat1on " Memory fOr Jdmplicit informa--
; - N t1on, as oppdﬁﬁd to facts ~about ‘the plot, was h1gher for fifth
and eighth graders (137 The older child can also test 1deas

. .and think about rea1 orrposs1b1e consequences of a s1tuat1on ‘.

This 1ncreases a ch11d S ab111ty to understand mot1ves in pre-

Voot

sénting comméﬁtt&JS - . , - ‘ p

The ab111ty to reca11 pro- -social messages and other 1nforma—

tion has a1so been the subject of-. study The 0ff1ce of ch1a1 Re- h

,search at cBs has done a Ser1es\of eva]uat1ons of severa1 Satunday B '

morn1ng TV shows (Fat Albert, Shazaam, Is1s, u.s. of Arch1e angd ' .

the Har]em GIobetrotters Popcorn Mach1ne) Many of—the resu]ts. ) y
are in 1qne with’ cogn1t1ve deveﬂopment theory. - - . _

Ch11dren rang1ng in age from 7.to 11 were 1nterv1ewed about

the Fat Albert Show. Overall, 9 Qut of 10 ch11dren«rece1ved one’

or more specific pro-social messages. More 9 and 11 year olds
. . ‘ ..
received qessages than 7 and 8 year olds. White lower class children

-,

" received more.messages (90%) than Black lower class children

(8317%). Reception of messages was not related to frequency of
. . — ~
viewing Fat Albert nor to liking the particular episode viewed. *

More than 90% of fhé“éﬁé&%??é messages were derived from the stories

v, .. v . -
.

e




older children, rather thamsin response levels:

Al
v

L ! -

of theLepisodes, as compared with reception of messages from the
remarks of Bi11 Cosby or the song about the -episdde.

as a better source of a gener1c message such as "you may Tearn

something" than a pro -social message. e
Findings concerning the other™ shows were similar, with a few
. ’ ‘ ". . )
exceptions.’ : "

+

In U S. of Arch1e, recept1on of at least one factual message
¢

about h1story was equa]]y likely across sex, -race and. soc1aL_c1ass.

In one ep1sode about George wash1ngton Carver, black ch11dren were
moré likely than white tp comment on his b]ackness.
<
pattern was observed in other stud1es showing B]acks in humorous -
A

“That s, Whites were more 11ke1y than B]acks to spon-

Theﬂreverse

s1tuat1ons
- taneously mention the b]ackness of the character

Reaction among seven and eight year o]ds~to Shazaam, a super-

-hero story, indicated that lower class children recejyed signifi-
' - b <5 .
cantly more pro-social messages than middle c]ass:chi]dren. Thi
‘was not- so among 10 and 11 year olds. . N

. ¢
Th1rteen and 14 year o]ds were a]so 1nc1uded in this studyqﬁ

'
’ A

The1r react1onsvwere found to closely resemb1e the reactions of
the 10 and 11 year olds. Age differences were pr1mar11y in the
greater degree of soph1sticat§on'and abstraction iniresponSes of
The messages
they received were subtler -- "Don't let others lead you astray,"

~a

and "“Accept’yourself as you are.” (14)
. N o

2l ¢

l11-

«Cosby served.

"i

b
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In other wdrd's-;“mder-—el‘é]dren received thje samé* number of
. - . LN
pro-social mes$ages but they reﬁbrted\more abstract interpreta-

- . .\\,d\ Q '
_tions. Younger children's reports were more literal and concrete. .
B . , o :" - oﬂ‘ -o‘“ \.\
. 3. The Target Age Child As Consumer | o S

~ v ™~
The target age child watches lots of television and television
- ’ 4 -’ ’ i 2 . ° ‘:
has lots of commercials. How does the child react to them - cogni-

- LN R

t1ve1y, fmot1ona11y and 1n terms ot/hlszehav1or?
-Once a child 1s 7-8 years old, he-has a pretty good, understand-

-fﬁg of the codes and convent1ons of advert1s1ng W1th very little

&

gu1dance children becoﬁe aware of the phys1ca1 and funct1ona1 fac-

tors wh1ch d1fferent1ate commerc1a1s from programs 63) By fourth

»
gfade, students’ can comment on techn1qJ§§ emp]oyed 1n the;construc-

- [}

< +, tion of commerc1als (6) This ab111ty_to "4ecode”'COMmerc1a1s in-

. ~ ° '- "I"'<\

creases with age, re]at1ve‘cogn1t1ve deve]opment'and exper1ence with
g

. the med1um. For examp]e 99% of the f1fth graders 88% of the th1rd ™

. ., graders and 50% of the f1rst graders in one study showed some under-
N standing of the persdas1ve,@ot1ve of commeré1a1§ (84) . R

With age “comes an increasing d1senchantment w1th commerc1a1s

2 At about,age five chifldren begin to characterize advertising in
PRI . v _“ e <t
; geperal _as ' annoy1ng," "t1me consum1ng" and "untruthfu] (10) ‘
. . LI} 1

.'K\” One study 1nd1cates that ch11dren s ant1pathytgs baseg.sn the
manner in which commercials intrﬁde&jnto'theicéxiewing, particu]ar]y

@ _at peaks of<ténsion or-Susperise.  (68), Another study showed that,

a ~ ’

i ) @ ' . ':'I",

22 i
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56% of the fifth graders, 68% of the third graders and} 50% of the
f1rst gradersbattr1buted an "ass1st1ve 1ntent“ tQ commé§q1als, i-e.

Jthat commerc1a1s "tell you about th1ngs - (84) i -
P ‘.
Thus, th1nking of commercials as providing. informa ﬁ 11 <

-

1ncreases w1th age to a peint, then beg1ns to dec11ne 5Th1s f1nU1ng
\ |
i

Lo
“,.
¥
“ -

) supports phg.data on ch11dren s-gfow1n9 d1strust of commerc1a1s

)
-

with age.

0
LT IO

4

Interv1ews w1th 5-12 year olds that asked Qh11dren‘tp reca11

E
1
i
o their favorite commerc1a1 showed most children recalled food ad- E
i

vertising. Entertainment (humor, good music,’ cdrtoon) was cited

8 as a reason foroliking a copmercial. Disliked commercials were ;=
.- e ce o~ . . - v
-

o considergd boripg‘and dull. Most of the children did nd% beligve

.., . that ads always tell the truth. Older children (M- 12)'often SUS-

p

e C pected the motives of commercials, i.e. to sell means ta resort

.to untruth. (51) v

t ) . : . *
SO . Observers of 5 &hrough 12 year.olds found thatfattention to

'
\thzed
[

‘commercjaTs was highest at the beginning of a program. ;At'the

commeéE?ET—Bhset; 11-12 year olds were more\]iﬁgﬁy to méke a dis-
1Lke response, while: ch11dren under 10 would say things;like "no ﬁqn
watch this, this is a good one.™ (63) ;
Actual comsumer behavior is somewhat counter to exéectatibnsi

According to one study, children's desire for products ihey see ad-*

vertisgd and their requests to par ts to buy these probUcts, hardly

decline at all with age. Heavy vie ers ask for advertised products

b
et

]
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—--more—-often than their lighter viewiné peers. (59) (10). Another
;.hesearcher found a decline with age in attempts by chi]dren ta L\ -
influence paréntia] purchases (food purchases*were the on1y pro-
ducts considered in this study). Still, 36% of the third graders
) anu 28%.0f sixth graders tried to influence parental food pur-
_ chases. Onejthifﬁ of the third and sixth greders ﬁrequent1y‘re-

-

quested sgecific brands. (74) . ] N
Whethen they &1ke commercials or not, it seems that children
" dre persuaded - at. 1ee~t‘entkeeq - by them. )
Evidence shows ‘that much of the concern about the 'duping" 4
of the ch:1d by commerc1a1s is more ;toper1y d1rected toward children
'younger than the POWERHOUSE target age. By 8or 9, a ch11d is very 41\
suspicious It s very quortant to him not to apDear foolish by
not understand1ng what is going on. Watching th1s age group watch—
ing a magician is a good ﬁ]]ustratjon of this point. They cha11enge
)his every move: "Oh, I know how you do that." If they are elose
enough, they will even attempt to look up his sleeéve or under "his
jecketifor a vanished object. Once a child hgs\this basic capacity
to distinguish fentasy from reality and‘his perspectives:from those

of others, he has a reasonab1§ chance of appraising the trustworthi-

ness of particujar information or influence.

"
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Advertising, the most familiar form of persuasive programming,
» ’ . ® >
‘has two functions- . . =5 . e

=

1. to 1ntrease and ‘reinforce what a person knows about
a product;. and ; .o P

i K4

-

2. .to foresta11'forgetting'(or decay). (28) | , EE

?

~€hanging a person's attitudes or behavior, as opposed to rein-

0’4

forc1ng present'att1tudes oc activating those alreadysored1sposed
s beyond the scope of most advertising e;cept when: N

"The attitude or’ behav1or is of 11tt1e importance to the
‘ Jnd1v1dua1 . Co v

b . 2
-

People may be affected by {3
they have not yet formed ne
product.

.

The_ factors that norma]]y favor maintenance of the status -
quo, favor change. If our friends begin buying color tele-
visions we are fiore likely to be influenced by adwert1s1ng
for color televisions. (16)

“

* o

" Much of the advertiser's  approach to the atdience is based upon

4,

. g ; . R
instinct. However, there appearsto be some basic rulas of thumb
. ‘ . . ) P
that most agree shoy1d~oe recognized before designing a message.-
. Ihe'ipportance of agreement between audio and video; the need

for simplicity and the communiogﬁggn of a singTe message; -the

issue of "be]ievabi1ity4? ané\the‘te]ationship betneen "1iking" and -

w%ffectivenéss are some-of the most freqhentﬁy mentioned factorst

; Other issues that may be broadly defined %s ones ofpapproach
are she design of the appeal, the selection of format; the role of

the endorserfor talent, the functionof'music and the use of color.

.o




' ’ ) .
//,A discussion of each of these approach.variables *s presented

* next. Inan effort to minimize jargon, each variable is introduced

-

by a simple de;]arative statement. This is usually followed by a
.discussion supporting the statement. Some issues, like the purRPse ’
e and design of the humorous appeal are discussed in maﬁy facets
because references to the use of humor in advertising are abundant
in the literature. Others, like that of the quiz show format, are
included because it was felt the information might have some use-
fulness to the POWERHOUSE production team. A discussion of program
environment factors -- length, position and repetition -- concludes

& hY
2 Section II.

- . 0

1. The'AQVertisers Approach

- ’ When the video and the audio jllustrate an identical
point in a message, recall is improved.

A
- There are four variables present in television programming:
picture, print (written words), voice and sound. Eacb one can be
manipﬁ1ated by the producer in obvious ways. There is general
' \:\\\ agreement that video, paéticu1ar1y pictures, is the most power-
. N N i ‘3
ful of the variables, as illustrated in the anecdote below:
A television commercial for a proprietary remedy said
that it neutralized acid in the stomach and showed it
dissolving a beaker labelled "stomach acid." The voice-.
over clearly stated what was going on. However, most
respondents thought it had been dissolved in water and . .
r - concluded that it was recommended to be takep, in water.
In descending order of thgir ability to genérate recall, the
- four variables rank as follows: '
. ! . < - . - - . l_
O ’ 27 -16-




/ *picture - the image ;; the screen;

°print - the use of printed words or letters;

. ®voice - the actual §poken line;

®sound - all audio except voice (i.e. music)
Among combinations of three, picture, print and voice obtain the
highest ranking. Voice, print and sound rate lowest. Effective-
ness is enhanced when pic;ure, print apd voice illustrate an
iééntica] point in a message. ‘(5) </Dd

§1earTy, non-Qerba]lcommunication playsﬂa most imporéant ro]g
in adverfising. It can work powerfg]ly to associate a product with
‘desirea (or undesire&) connotations. In addition, it can sometimes
avoid the risk of arousing explicit object?ops to a?récf claims
which verbal communications may face. (4) ’

Loading the commercial with a lot of words and little

visual interest is the equivalent of putting all the
fine print on the front of the package.

°

No ﬁ;tter'how straightforward or oversimplified the presenta- N .
tioch of a commercial may seem to those preparing it, the average .
viewer cannot be expected to gain more thén a generﬁ] impre!ngn.
® of what the message is about. (6) !
The commercial should, therefore, be designed for high visi-
b%]ity and°distinctiven%ii;"gg§e of péoduct identificatiPn should

be the objective. The need is not to abandon words but to use them

Tess indulgently than pictures. (73) A good 60 seconq‘commercial,

v ~




ey

+

for exémp]e, may have only 25 seconds of copy. The rest of ‘the

«

L. . . ¢ .
time is used to set up a situation, to get interested, to 1ead\the

e -

viewers gently into the.ff;ry and leave them with something memor- .
able: (39) - -

ve been identified as good pwedicatoré

)

. Four key elements

«

of memorability. Each‘one is associated with s%mp]icity:

-

‘Pictoral value - To what extent,does the picture assist .
the sound tract in getting the copy message across?

Empathy - Dogs the message speak-to the viewer personally?

Interest - How well does the commercial resist boring the
viewer? . f

7
Clarity - Does,tﬁé Commercial speak straight rather than
imply, and avoid talking in riddles? (30)
Comp]exity~of presentation and a great-variety of visual cues
may distract the viewer from the main principles of the presentation.

There are times when distraction is-used effectiyely, but this is

a]ways'mani ulated by the pfoducer...not an unexpected outcome. (62)
P g

§

¢

In general,:"1iking" is probably not positively
associated with effectiveness.

There is some evidence that there are Eyp aspects of interest:

stimulation and enjoyment. Stimulation is represented by such

descriptions as: "imaginative," "startling," "novel." Enjoyment

is represented by descriptions such as "entertaining, p]eaéant,"

*or "amusing." Some studies indicate that the former group --

stimulation -- is more strongly associated with effectiveness than

T -

-/

- | ~
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-

the latter, which has more to do with liking. (41)
’ a
Unpleasant things may be tearned as readily as pleasant things.
" The most ineffective stimuli are those which.arouse no emotional

response. (7) L,

[N

L Y
7’

¢

Wholehearted belief of advertised cfaims is Hot expected .
- ""\_ . o

There is some evidence that viewers look upon advertising as

-

a "game." Descriptions and claims are expected to be somewhat L

I

exaggerated and are not to be taken iitera]]y. However, there are
clearly established boungs within which the advertiser is expected

to stay in order to p1‘

fairly. It is assumed that both advertiser
igd the viewer undergtaml the "rules." What matters to the advertisér .
is whether the conslimer believes what it is-intended he should
believe about the product, not @hat the claims literally say. The
advért{ser's ultimate goal is tb stimulate the cpnsumer's "curious
non-belief," (i.e. "I don't know wheiher the claim is true or not,
but I am interested to ‘try the product.")

One pe}suaSive device used to stimulate curious non-belief is
the use of statements or arguments wjth which the consumer will )
a]host‘certainly agree in order to get him in the.right frame of.
mind to -receive new information or arguments. .

A The first fimé the consumer is exposed to fhé commercial he

makes a very general "what's this all about” jadgment. At this stage,

the ad Toses any chance of being believed upless it is somehow related




, R B * o ’

A

to previously developed beliefs, interests or attitudes. (31)

: \\\ * a. Design of Appeal ) ) ‘
Match appeal with group predisposition, if known or
assumed. . -
—_— - - A

® . - - - . . -
Presenting both sides of an argument is more effective
if the target audience is initially opposed to the
issue. ‘
The one*sided argument is more effectjvé/with those
initially favoring the communicator's position.

. When the distance is small between the viewer's own stand and

Y

- i
the position advocated by the commercial, the viewer is Tikely to

see the message as being fair and factual and to think it is even
closer to his own stand than it actually is.

Factors which interact to make an individual more or less
predispoéed to be inf]uenced by any particu]ar communication gre:

1. The phys1ca1 and economic rea]&ty that an individual
experiences;

-~

) 2. The 1nd?v1dua1 s Bgrsona11ty; and

1%

3. The social environment in which he Tives. (16) )

. " Once the viewer focuses attention on an ad, the message must

. fina jts way to the viewer's already existingké?tftudes tgward the
product without being side-tracked. No single Tdvertisement is Tikely
to be believed if belief requires the viewer to change his mind ‘

about a product. Unless the consumer is already "so]d?"_adoptioﬁ

; of products (or behaviors) can take months, even years.




A |

v . -The consumer should be(ab]e to recoghize easily that the message
relates to the advertised produc% in a way that is rélevant to his

<

own needs and interests. (31) (41) )

The - rat1ona4&gppea1 shou]d be be11eVab1e *
The advertiser must not promise more than a potent1a1 user ~
o thinks the product will deliver. As an illustration:

A product performs exceptionally well in tests.

The only problem is that the test results are so
= remarkable that very few people believe the claim¢
enough to try'the product. The advertiser is
unable to convince potential customers of the 4

exceptional, performance of the product, he might
be better advised if less were claimed for the
product. (16)

The minimal fear appeal is more effect1ve than the
strong fear appeal.

When fear is strongly aroused but not adequate]y relieved by
the reassurances contained in a gommerc1a1 the aud1ence may ignore
y or minimize the {mportance of the information presented. . (16) xIn
one research study the authors suggested\that one reason for this
reaction is thgt subjects exposed to the strong fear appeal showed
more resentment toward the comhunicator gnd were more likely to
reject the whole message.

~ The experience -of ,early anti-drug public service cahpaigng

isupports»this researth. When “the strong.fear approach was used,
personal experiences\or first-hand reports by peers to the contrary
served to seriouslyreduce thé credibi]ity of the producer. If

. b ®
* Being believable and being believed are distinct.




T

~
people can rationalize their rejection of an'angument by saying

"That isn't how things afe at all," or "He doesn't have.-my problems."
% . 1 .
communication will be impeded. (4”L§

~

!

Humor is emotion..

There is evidence to suggeét that attention, learning and’
comprehension are all affected by the émotional environment in which

S )
a message is preéfnted. (34) Some advertising strategists believe

~

that emotional appeals are superior to rational appeals; and that

humor -- to the -extent that it functgpns as a positive reinforcer --

is more effective than fear. (66) .
In general, however, humor in advertising is like seasoning’
13

in food. A 1{tt1e\enhances the flavor, too much applied with a
heavy hgnd overpowers without improviné. Further, when used in
advertising it‘should be in tune wfth any major emotion that is ‘
inherent in the-nature of the product. Humor is  inappropriate when
the message iﬁxo]ves an element of fear (i.e. thé discussion of
disease). (37) )

Exaggeration, éven though not soliciting conscious belief from

the viewer, can sometimes put a poipt more dramatically tham any

" other means. Humor is ong_form of exaggeration. (81)

+
- . 4 .
LN 7

The first job of humor is to attract“attention and .
- theén impart.pleasant information leadding to a 3
soft sell. ‘ \ -

- r \

Humorous advertisements have been defined as those ‘containing:




X

A pun - the humorous use of a word or phrase in a way
that suggests two interpretations

~

Understatement - represent1ng someth1ng as less than
is the case. - ~

Joke - speaking or acting without seriousness.

. ’ . N ’ e .
Something ludicrous - that which is laughable orjpidicuﬂous.
Satire/Sarcasm - used ‘to expose vice or folly.

Irony - the use of words to exprefs.the opposite of what:
one really means. (42)

A successful comedy spot makes the audience empathize with the

s

3 .
situation or characters; it has a ﬁgrong point of identification.
RY

»

]

Evither the characters must‘bé real, recognfzab]e peop]e who reaqt

in a believdbly human way to an absurd or 1ncongruous s1tuat1on,

or the situation must be ord1nary and e11evab1e but involve -

slightly daffy characters whose reac ons are amusing or ironic.

(71) / | ~..
A funny voice doesn't flake a spot funny. What makes a spot

funny 55 a real voice saying’funny'things or react{ng to a funny

premise. (71) ' ¢

v

N

Humor for the sakexof humor is ,not-thought to sell.
- L ¢

There is a considerable debate on the effectiveness of humor

in perayasive communications. While most advertisers agree that

if used correctly, humor enhances attention, the degree of message

R ' /
comprehension is questioned. However, even proponents of -humor

caution that a humorous appeal must be relevant, perceived as -
- . g
o
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_ sense of humor.
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funny and difected“at the product not the potential user. . (66) (42) ¢

This does not mean that a humorous commercial, sHou]d make fun of the

product, rather it should have fun w1th the product. (71)

Few advert1s1ng “fates cou]d be worse than to wind, up establish-

ing the product mere]y as be1ng mgde by‘g sponsor with a wonderful

-

Humor is on]y helpfu] when it 1s woven .nto the .'

& -

product story. . s
» 3

-

When humor fails it is usually because it tries too hard and.

becomes too forced to be funny; it makes the mistake of making

°
-4
q

‘fun of the produc% or diverts attention from the §a1es story raéher .

than emphasizing it. (37) - . - .
.' . | . ‘ T &
Humor that induces a smile or chuckle js far® I
more effective than humor which results in a -
belly Taugh. P :

If the viewer gets lost in the laugh, the product is obliterated

by the comedy. Even if the product is not the object the humor,
q Y ’ ' % @
it should always be the object of the spot, the pivotal element.

Product awareness is the key. It's-a sure sign of failure
A g

. K] ’, t *

when the listener laughs uproariously and later repeats the spot's

+#ilarious lines, but cannot remember what the product was. (71)
) ™

Further, i# commercials are to repeat, it must be remembered

v » < so.

" that the bést jokes don't bear much‘retelling,

(81) Commercials .
whose single ooint of humor is-a gag or punch line appear %o wear
out quickly. (28)*Humorolis commercials that tell a story build up

L
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a constant sense of anticipation.:

~

>

e

Humor mdy enhance source cr

(36)

In one study, a dull communication was presented 1n both a

humorous and serious vers1on.

&

The spurce was more h1gh]y rated when

he presented the humorous rather than ser10us vers1on of the appea1

3

If it ‘is agreed that-most commerc1a1§‘are perce1ved to be duT?,

then the addition of humor mayrenhance the audience's oerception

of the message source. (66) If it's do

the advertiser as modern, wise and not

.

Humor is effective in driving

ne well, humor can

-~

stuffy. (81)

<, @

home the rtdicd]ou

establish

-

s
-

qhess,;t

of outmoded practice. (37)

Humor is effective in telling

a simple story. (

N 3
-

Humor‘djgtracts an audience.

humorous apped1s.

L

y7)

This is one reason some advertisers are ofposed to the use of.

However, distraction‘%lso inhibits those’audience

members who’1n1t1a11y oppose the arguments advanced in a commerc1a1

" In one study, 1ncreas1ng the 1eve1 of d1stract1on thrqugh

humor caused "a decrease in counter-argumentation and,an\1ncrease

in persuasion.: (66)"

@t
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Humorous messages may, detrimentally affect
- comprehension. (66) .

4
-

While humorous commerEa]s are recalled more frequently than -
non-humarous, recall of the preducts or services promoted is much

higher for non-humorous ads. (54)

. . J .
Humor is subject to a high rate of failure.

2 =
ﬁLmor is not the eas1est of‘sk1]1s and is apt to misfire more
an a serious approach. It tends to befnghly se&ect1ve, steering

a course between being over some viewers' heads and be1ng too corny

for others. _ Lo

r

It‘\én\lggxe the 1mpress1on with the viewer that the advert1ser

is apologetic about his brand and doesn t feel h1s story is worth
presenting on its merits. o .

Humor seems less Tikely to go awry in animation. (81) This
may be one reason why humorous advertisements are more likely to

contain animation. (42) A

Use of a variety of appeals to communicate the same
message improves the chance of;persuad1ng;greater
numbers of peogle ) P

The use of a Ygr1ety of appeals for the séme méssage provides

the advertiser two advantgges&(\\\__\\j7ﬁ/> N
"~ 1. It incfeases the,possibility 'triggering off one or

more predisposing attitudes.
/7
It allows the advertiser to repeat the product story
several ways without arousing the wrath of the listerer™
who might be jirritated by constant repet1t1on of the
same appeal. (16)

’

s
m
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Regardless bf the type of appeal selected, two ‘elements
' are necessary: “belongingness” and "satistTers.”

"Be]ong1ngness" means that thq‘f1ements to be learned must seem

to belong together, must show some form of re1at1onsh1p or sequence.

For example, it is easier to Jearn 2, 4,6, 8 which seems to belong
together, than to learn 2, 1, 4, 7, 43, wiich do not,-

. ) e
“Satisfiers" are real or symbolic-rewards, as distinguished

-
-

" from annoying consequences that may be present in the learning

process.

°

In many 1earn1ng experiments, it has been demonstrated that, |

mere]y to say the word “right" when the person is making the correct

response he]ps.to speed up the learning process.,,

\

it ' *

b. Selection of Format .- : , .

Animation attracts ‘children the way a por;h 11ght at-
tracts bugs. .

Animation appears to have undeniable visual appeal just because

it creates something‘fantastic -- unreal. It seems to prompt the
e 1 .

audience to respond with-a fred™®8ociation 8f images. It is able
'\,Q"
to ‘achieve a balance of fantasy and ‘realism that often sets the

appropr1ate tone for a sales message. (1)
Animation can be used effectively: ' \

. To portraysphenomena unphotographable from rea] 11fe
(i.e. the inner workings of an atom.

-To exaggerate someth1ng fﬂ% filmmakerdwants the audlence
to not1ce .

- e




. " e

s N To depict a setting that would be cost]y or
. impossible to build. .
To make a dull or possibly embarrassing supject .
e digestible. (8)

@

Some product types that have benefited from animation are:

The low interest product - here the cartoon can .
stimulate attention to cloak the story in more -
interesting terms. . \
o The fun product - "brand persona11ty is tailored
along with the technique (i.e. LeV1 Jeans)

The® new Jook at an old product.
Selling services - i.e. "wa]king th}odgh the yellow -
pages.” (50)

’ -

Using animation as a teaching tool reguires some
© thought yabout how children- learn. R : ,
. | ..

‘s Some thoughts or animationm as.a teaching -tool:

An unfamiliar object is more 1likely to be seen, and
understood when it is presented in drawn amimation in a
‘position ,in which it would normally be seen, than when
it is displayed at an unusual angle.

An object framed by Tines that are not parallel to the
‘ television screen will result in the child viewing the
. object as 'tipped at an angle, and .therefore may be °
confusing to the learner, especially if the object is
unfamiliar to begin with.

Children will be better -able to distinguish an object
as a figure in drawn animation when shading and
gorners are used to emphasize the re]evant obJects but
not the irrelevant background,

When sev@N objects are depicted in drawn animat §§~ o
the brightest (most well illuminated) ones will X
dominate. _

-

Animated elements will assist learning when the ele-" -
an - - - .

. ’
-
- ~ - \_
- ‘ ‘
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&
ments-aré .cues relevant to the léarning task. Con- ’
,versely, when irrelevant elements are animated, they act
. as distractors ‘and therefore inhibit Tearning.

Drawn an1mated sequences that begin with rea11st1c but

s1mp1e pictures -and then progress to more abstract

visualizations will facilitate concept learning. (8)

' =Ly . y -

An1matlon that is drawn, as opposed to p1x11ated or
. rotoscoped, may be best for prov1d1ngﬁgenera11zed

visual examples. < e Y

. 4

An animated dog, for example,” is non-specific. Cartoon dogs

(Pluto for example) epploy features that make them distinguishable

Qas‘dogs without resembf%ng any specific real dog. The learner is

-

<

not distracted by features and distinguishes oheﬂspecffic example
from all o&hers The animated sequence shouyld include many genena-

lized examples of dogs to fac111tate the- 1earn1ng of the concept

"dog" to a greater degree. ~(8).
2

L
H
¥

Young persons, 1ike adults, generally beljeve that
television.news is credible. (157

?

! Th1s is supported in the focus. 1nterv1ews Conducted for POWER- -

&
HOUSE. gyery child indicated that the news was, "true" and that

they "would believe" it if they were told a fact on. the news:

- Furthere the: news and 1nformat1on format appears to be a

-

b]ossom1ng category in the ch11dren S f1e1d - part1cular1y on the -

S

local lavel. (65) T

-

Based on a survey of 6-11 year o]d ch11dren, news watch1ng and

1nfonnat1on gain ifcreased w1th age. _Twenty-three percent of the

¢ ., .

49
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sixth graders reported.frequent news watching. Crimes, murders

and disasters were among the news topics chi1dran checked'most | >
frequently. The least popu1ar topics dealt with government stor1es
and "What the Pres1dent said." The children tendeé to see tele-
vision news as being about bad or'sensational events rather than
good or neutral events.

Béys preferred stories about sports’and.spage shots more often
than gir}s. Girls preferred stories about doctors helping people,
and other human interest topics. However, crimes, murders, disas-
ters and children were the most frequently checked topics'for boghc
sexes. | )

At 1east 75% of the ch11dren in all grades ranked te1ev151on

as the first or second choice as the best place to gét news.. (21)
' ) ~ ~

_Quiz shows are useful for transmitting hard,
objective facts. .

Quiz shows might be well used as summaries or reviews for cere
" tain courses of étudy. 'TheyAare also effective -in giving up-to-date

facts on changing phenomena. (72) -

,/‘ —~ . - . v . - 4
L. .
. >

-,

Most commerc1a1 programs dea11ng with health exp1o1t
the dramat1c potent1a1 of medical crisis.

" . Thesg programs te Jto reinforce thé notion that all health
problems can be so1ved simply by going to the doctor or hospital.
Th1s retards.ihe efforts of health educators to. make the public un-

derstand ;hatia haa]thy'11festy1e is the best method of maintaining
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good health. ‘ .S
JIn a study of health information during a week of television

it was found that only 7.2% of the time was devoted to health material

and that 70% of the information presented was misleading, inaccurate

" or both. Nonetheless, 48% of the people questioned felt they got ‘.

something useful from watching health programs. (47)
% [N ) ‘

Learning is aided by active bractice. (28)

Where possible, practice should be/distributed over several-
periods. Brief, concentrated and temporari]& high pressure tac-
tics should:be avoided.- p

Practice in sma]]ﬁhmoﬁnts sp;ead out over longer periods of
time is also more effective for learning of verbal material. (32)

,

When teaching people' to master skills, it is better
to show the performance in.the same way as the learner
would see it if he were doing the job himself.

When illustrating a sequence of acts the viewer is expected,

to repeat, it 'may be better to employ a subjective camera angle so D

that the viewer can see the demonstration in the same way they would

see it .if they were doing it themselves. (7) .
. . A .

A researcher (Gagne) suggests‘a meghod ofteaching
concrete concepts., g .

1. Present-an example of -the, concept and te]] what the

concept is veﬁba]Ly o ., . X -
‘a"\, - 9° 5" )
P . :"@{6 N ¢ ;o‘
. P ° ® - e i »,
Tw ¢ % ” -
a 4 - ~ » '
. e - * » ; [
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2. Show another example and repeat the concept.
]

3. Give a negative example and say -this is not an ex-
ample of the concept.

4. Give another negative example.

5. Show an example that includes both positive and
negative instances of the concept.

4
6. Test the learner with an example and ask her to
derive from it the part that indicates the concept. (8)

¢. The Role of the Endorser

IdentifiEat?bn with television characters seems to
change around eight years old.

. With young children, children's programming seems to be pre-
ferred; adult shows watched by younger‘children reflect the family's

taste and habits rather than the. child's. Some results indicate

that children begin to take a personal interest in adult programming °

N &
at about age eight. .While they still] view children's shows,’ they

become more critical of them. Both the child developmental litera-
ture and the results of the focus interviews conducEed for PONERHOUSE
support the idea that children in our target age range, while still
watching children's programming, are more Jikely to cite adu;z\\f'/f

programming as "favorite." ‘(26) = //

I . .

e

Two types of identification with television characters
seem to operate: similarity and wishful identification.

.

Both are dependent upon the individual characteristics of the

child, and factors sugh as sex, ethnicity and social situation are

\, ! "o
. L I8

+.
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important. However, it‘has been shown that children identify with
mass media figures Tike themse1Ves. Boys identify with boys, children
from vérious socia]'c]asses identify with figures representing their
social cless. One exception fo this pattern is that girls will,
on occasion, identify with male characters. Boys do not normally
display this flexibility. . . A
Wishful identification is based on the child's desire to be
like the'hero or heroine. Results indicate tﬁgt simi]drit iden-
tification is more characteristic of realistic programming, while
wishful .identification is encouraged by clearly fictional or fantasy
programs. (26) . oot

t

~

There are different types of endorsers.

[

: . & Lo
Three types of endqrsers are frequently used in advertising:
i

1. The cilebr1ty - an individual known to the public for his
or her achievements in areas other than that of the pro-
duct endorsed. .

- 2. The professional pr recognized expert - an individual or
- group possessing superior know]edge regarding the p(oduct

3. The typical consumer - an ord1nary person who is’ expected
to have. no special know]edge of the product except that
acquired by norma] use. .

2

; The effectiveness of the_spokesman ghould-be evaluated in terms
of his or her ability to inducé consumers to 1ike the'product, not
in terms of his or her personai Tikability or popu1arity. (43) .

One recent study found support for the following conc]usionss.
If'the major risk inherent in the product is social and/or

psycho]og1ca1, the ceTebrity would be’the best endorser,
- i.e. Farrah Fawcett for a shampoo

s

|




For complex products high in financial, performance or phy-
sical risk, the advertiser should selett the expert endor-
ser, i.e. E.F. Hutton on financial matters, Billy Jean King
for tennis racquets.

For produhts with 1ittle inherent risk, the advertiser
should choose a typical consumer endorser, i.e. Oscar Meyer
franks, most children's cereals, snack foods: (27) :

Regardless ofhthe‘endorser selected, a rule of thumb is thaf models
" should handle and/or be invglved with the product. (42)

It should ﬁe noted that messages attributed to persons hefd
in high esteem influence change in opinion more than messages from
persons not so well known, but after several weeks both messages

seem equally -effective. The imp]ication here is that it may not be

¢+

essential to employ high priced, well known talent in testimonials

when trying to build a long range favorable climate for a product.

A7)

£

Andther study found that details of character's appearance are

b 4

. not as important as qualities of action and story. (60)

Ey

-

An endorser shoyld project a trustworthy image.

Some‘attribut?s that an endorser should possess in order to in-
duce attitude change are)trﬁstworthiness, expertise, simifarity,
attraqtivenes% and lik&bleness. The most important of these is
tru;tworihiﬁess. Without it, any other quality possessed.Py the

communicator is not effective in producing attitude change. (27)

[ -34- .
45 _ -
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. Sex and race are factors in identification and
appeal of endorser.

‘For females, recall is enhanced when a commercial affords fema]o
idontification. (6) Yet unlike boys, girls have afso been persuaoed
by opposite sex endorsers. (26) (31) ) S,

Girls who saw a coomercial in which girls were playing with tra-
ditionally male-oriented toys (cars) were far more likely to feel
that it was appropriate‘for girlhs to be playing with them and were
slightly more desirous of doing’oo. (18)

While both sexes respond to’ooth types, boys respond better

- to purely physical treatments, girls to more social or interpersonal

13

ones. (60) , ' . . :

* L}

B]acks who viewed a commercié] where white chi]dren were. pfay-
ing with a product choose to p]ay with it more, often than B]acks who
viewed a b]ack child playing with the toy. (18)

Further, the" degree of persuasiveness of a humorous commercial

-may be Ggﬂéndent upoo ethnicity. In another stoqy, comméﬁcia1s

rated as "very funny" by white children were not considered funny
*r . .
by black children. (56) - 5 R

>

Products that are advertised as conta1n1ng a;prem1um
_or pr1ze are effective.

3

Three vers1ons of the same commerc1a1s are tested. Each was
‘identical in terms of talent and se111ng points., The role of the

endorser was manipulated as follows:

(RN

c3

&

.
‘




+ Host selling - the program ta]ent also advertised the N
- product. .

~

Announcer - an unseen voice.

LN Premium - a gift or prize was offered with purchase of
) the product‘

$ . Children consistently selected the product that promised the
V4 : N
prize, with youngder children more likely than older ones .to select
the product on that basis aldne. The host-selling appeal was next

most effective, with the announcer appeal least effective of the
*, N

three. (34)°" . ’

ke

Children 1ike animals.

,Childrew's;interese in and identification with animals is well
docume;ﬁed.
Anjma]s in the mass media are often portrayed as k{ne, inte11igent
and‘elightly mnschﬁevous creafures who are sometime®y threatened by,
but helpless against, danger. Lnoother’words, animals are given
the same rqle ‘in relation to the child as the child often-has in’
relation to adults. Identification seems to occur when‘the animals
are perceived to be'persandfied. (26)'
x,'.\ ‘

Cartoon animals generate pleasant ‘associations.

Cartoon animals’ alone are thought to be more effective, on the
‘ V4
average, than cartoon peop1e or cartoon peop]e and an1ma1s together.

Three ppints may\be useful ﬁo bear in mind:

47 -3
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1. A number of commercials were tested in which animated crea-
) tures were subjected to gunfire and other forms of harrass-
ment. This approach proved ineffective. (This is contrary
to full length animated programming where animals are sub-
ject to poundings, long distance falls and smashings with
regularity.) . -

-

’ Lend - *

2. Cartoon,aﬁimals should not be tnvolved jn a hard sell.

3. Like everything else in the message, cartoon animals
should be involved iA the action. (Don't use the ani-
mals just because they are "cute.")

On the negative side, cartoon animals generate low remembrance

- of sales ideas. But, they are usually extremely well liked, so/
their motivating power asride, they may create an attitude of good
will toward the message. ' ‘

3

A
t -~ K <
d. Use of Mus1?§%“

Jingles with melodies borrowed from old or new folk

» songs, and with words that are fun to sing will- give
~ * the message long lasting bounce and a life of its own.
. , Xy o ' "
\ . ‘ ’ R

Follow the bouncing ball may be effect1ve*

i

‘\SQ::1ng the words to a commerc1a1 J1ngle on the screen has been

used successfully. Even if the children do not sing along,’ this
technique may aid.g%tention.. (See "When the video and the audio @
g . illustrate an iden{ical point in a message, recall is Jimprbved,"

»Rage\f‘abiﬂe') ' T

~

e Guess the last line of the jingle is another effect1ve
, technigue. .

Use of this approaeh will get the child thinking about the ad-

(-3

*"bounicing ball" is gxserietary..
T \ . T

o - -37- A
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* vertised product as long as the jing]e)is directly relatéd to the

product.

e. Use'of Color

Br1ghter colors get more attention,.than softer colors.
8
Research seems to bear out the theory that the red end of the

spectrum has the higher attention value. However, greens and elues
have more soothing effects and } higher preference record in ho]d::
ing continding interest. o ' ~ : -
‘ Color, balance and weight Should also be kept in mind, and the
following chart may be used as a gu1de in selecting co]ors when no

other bas1s is ava11ab1e LI

LY

Cdlor Positive Factors Negative Factors Complementary Color \\ .

Red _-warmth ) _danger L green
. excitement anger : , @ '
Yeltow cheerful. : dfshOnes%y purple (blue) B
: light . sensational « . <o
Blue cool debressing yellow (ora;ge) :
. serene metancholic . ;
Green nature-youth ) enyfint " red (pink)
' - cool in the - | tm¥ure -
-~ lighter hues . ' 2 :: B .
S 1 Napt e .
When legibility is a factor (3s in captioning) various colors
. » ; » ’ 3
have been ranked as follows: DU ,
1. .black on yei]ow 7. white on rea\\\,\,,;/y
2. green on white 8. white-on orange ) =
3. -blue on white 9. white on black ) '
4, white on blue — - 10. red on yellow - .
5. black on white 11. "green on red
6. yellow on black 12. “red on green (80)
! -38-- ’ N
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2. The Program-Environment s ' B

K

-
-

: » » ‘ 3 ) I3
-Program environmental issues are frequently discussed in the
literature. The research covers three broad categories:

Repetition or the number of times. a commerc1a1 can or . .
shouTd-be shown. . = L .

4
2= N

Position or placement of the commenc1al for opt1ma1
. effectiveness. s

. Length or the amount of time' devoted to the message.
v\.‘ * :

w

5 C]utter creatﬁs“tonfu51on. . :

~

i v C]utter gs a%ﬂy consists of the c]os1ng b;]]board of one pros

_gram and the op n1ng cred1ts of another, spot commerc1a1s, station

1dent1f1cat1od and PSAs 78L The effeé? f clutter appear to be

?§%§u ent1on reca]] and ¢o n1t1ve se. (79
e o 9 ‘ﬁ‘b% )

gh’ th1s implies that the s1ng1e commerc1a1 1n an island

SR

'd be more egfect1ve th1s 15 not neceésar11y the case

It seems that the seasona@m .metaphor app11es to cluttgr as it did

.r w‘\*.

ﬁ’w,.
A little enhances the flavor tBo much %§p11ed w1th a heavy hand
s q_’ L _
overpowers without. )mprov1ng, RS §~ (:: ;% . -

E

- ‘_,‘ 5’%
Contrasting the program env1§3hment and*the ad may
pos1t1veT9?affect attention. §$’* :
8,

Humorous commert1a1s were recalled @dreé§requent1y than” non-
humorous when presented within both a doquﬁﬁnggry«grd an actdon-
Q

adventure program format. - Converse]y, non- humg;ou commercials
- AN

-
" « -
&

N - T

'ﬁ -3.9—. O‘t} N R

]

‘.&..

"to humor. ‘Nen pgogram mater1a] (clutter) fs 1$ke seasoning in food.
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8. . \ —
had a_higher recall rate when shown\Wﬁthjn a situation comedy program.

[N

. This suggests that ads may be more effect1ve when they-contrast
with the program env1ronment within which they appear This would
at least partja]]y exg1ain why pu@orous ads are recalled more fré-
quently in the seeious docuﬁentary ang action-adventure setting than

\ * .

il the humorous, sjtuation comedy setting. (48)

[N hd

a.. Regetition"

Each insert may be repeated three times for maximum
effectiveness.

: There is general agreement that repetition of.the same commer-

cial results in stronger effects than a single exposure. A varie;y

.
! -

of research procedures shggest that three exposures may provide
R ? - -
optimal effectiveness. : ’ ) \

_ )
4 - .. Exposure number one is un1que Like the first Xposure
) “*" x’of anything, the reaction is dominated by a "What is it?"
response. Exposuré number two replaces the "What is it?"
with "What of it?" That is, having appreciated the nature )
. . of the new information the viewer can now.shift to a ques-
tion of whether or not it has personal re]evance. Another .,
unique response to the second exposure is "Ah ha, I've seen
this before." The virtde of this response is that it permits
the viewer to pick up where he left off before. -Th;s\way
., be’where the "sale" occurs. : / _
4 .
The third exposure is the reminder. That is, if the second
was successful in relating information of some personal
.- consequence, this is also the beginning of withdrawal of
- attention. (44)

-

.

This three exposupe phenomenon is only operational when the
viewer is ablle to see how the information provided in the first
exposyre is relevant to hih or her on a personal level. Members

/ :
( - "

o{b" i"y/“ -
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6f the audience must interpret or perceive corréct]y what action
or attitude is desifgg by ppe communicator or-they may not remember
the mess;ge even aftgr seeing the commercial many times. (83) (79)
(35) , o
b. Position - T
The pattern of breakshshou1d vary.

—\ g
Viewers seem very well "attuned to the pattern of breaks on their

favorite shows. Results from two studies showed that viewers dis-
played Less attentien, recall, cognitive respon%e and attitude

response when the commercial patterﬁ is typical for the program. -

This sense of program pattern allows viewers to avoid being 'strongly

affected by commercials. (79) (57) (85)

In another study, commercial breaks were varied between program

materiai of 1.5 and 23 minutes. They found that the re]ations@ip

between the length of a preceding program inter;al and the viewing
of the following commercial break was inverse: That is, the longer .

the program was on, the more likely it was for the viewer to be
)]

oL inattentive to the ,material presented in the break. (35)

. T .

A

Position in a commercial string is critical. —

Onci/ﬂgdiﬁ) the magic number three arises. In one study, com-

parisons/between commercial breaks with one and three commercials .

, and two and' three commercials found that breaks of three commercials

4

A .
were more effective than breaks consisting of either one or two

commercials. (35)°




28

. ‘ "
The first position produces the highest recall and attention
. ‘ C | .
scores in almost all cases. Both scores decline somewhat for the

AN ’

second, with another increase evidept for the third and final

- , \ .
announcement. (79) (57) ) ‘ ) 7‘\\\
. c. Length [+ T .

~ Length of the commercial is dependent upon the product

Logicaliy, it should be easier to hold someone's attention for
ten seconds than for %jxty seconds, and sone evidence supportéﬁ%he
logic. (4?)1(67) In addition, some igvertising nract}tipnefs main-
tain that short commercials are not only ideal as reminders of

famous brands, but can do anything a minute can do, end dq,gk more
. N . - ., s \
efficiently. ~ . : o

One ad man's explanation for this is %hat the shorter commercial,

by necessity, tghtains fewer copy points; so that the viewer has
less to temember The viewer will perce1ve more copy points in the
longer mes;age but the po1nts perceived tend to be those that are
less 1mportant in the purchase decision. -L§2

On the other hand, the longer.(60 secqnd) commerc}al may create

a better impression on the consumer, particularly when time.is used

~

to create«a mood rather than to 1ncrease the amomet of information
Wt s A v
proy1qed.‘ (82) (78) In add1t1oh the 1onger commercials are more

etfective when the'purpose is to impart new information and when

learning (particularly demon?tratiOn) is necessary. (49)




¥ . / -

~

The longer comméFgg; enables the advertiser to fubly - t
. demonstrate a concept.

g/dévﬁbod often needs time to be developed, and the longer commer-
1

cjal may be more effectiye”in promoiing a high priced product. Fur-

ther, the longer commercial can help the advertiser take a ‘demonstra-

ion from one step to the next in a more leisurely fashion.- (82) Y .
Another advantage of the 1onger spot isithat, by itscvery .-
length, it helps to avoid clutter. (78)
« ) . )
) P ) *
y \\:: . . .
The 80-120 second break is more tolerated. . _ - ke

Three lengths of commercié] breaks weré\tested} short (60'secon¢§

or less); medium (80-120 seconds) and long (1gO-or more seconds).
The medium length was superior to either the 1on§ or the short bréak
, 3 .

in terms of both attention’and recall. (35) *. .= "+
. I .
Another study supports this point, finding that "commercials

. 4 '
in the 71-90 second graup average éfgécia1ﬁy well.'™ (39)

L4 M » -
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. ‘reject our inference.

’
~ - ] ~ - N

=
‘.,///

* The fb}]owing suggestions for bQWERHOUSE are written as simple
decﬁarative statements.  The researchers felt that the POWERHOUSE,
production team m1ght find th1s format an easy way to take a ‘second
1ook at the information prov1ded in the two sections above.

Each statement is accompanied by page numbers that refee the

reader to the text for further information. Many of the sté%ements )

are direct quotes from the text and‘can be easi]y identified. How-

ever, some are inferences made by Audience Profile Services' staff, (

and the reader is asked to read the'statement and either accept or

L

Once agaiﬁ; the reader is asked to use this info%mation as it

has been 1ntended not as a prescr1pt1on for programm1ng, but as

fue] for the creat1ve fire. - '¢ - -

] v, -
»

Suggestiors “for POWERHOUSE

. e

e

£
- v

A e1ear, simple statement of purpose, focusing‘on a

central problem, must be made. .- o 6 .

A strong story]iﬁe is appealing to this age group. 6, 9
Continuity is important. s . .9, 27
Visually presented info?ﬁefioh is better ;emehbered- . ’

than orally presénted'ﬁnformation 3 6, 16

The audio and video shou]d agree Tor max1mum effec- . |, -
tiveness. , - - . . ) -, .-t 16-18
Non-verba] communication can help to avo1d the risk R

of arousing exp11c1t obJect}ons to-direct claims. - 17, 18, 25 -

> « . -
- ]
S

>~

-




§&he written word is more effective than the spoken

word. Effectiveness is improved when the picture,

the written word and the spoken word g illustrate |

an identical point.

As a rule of thumb, the spoken word in the commer-
ciak should be limited to less-than half the time
of the ad,-i.e. 25 seconds, of copy in a 60 second®
spot. ’

7
Young children are more 1ikely to remember concrete
examples and specific statements. Older ones are
better able to make generalizations. .

The message must speak to viéWers personally and
show how the product can affect their lives today.

Ease of product identification is the objective.
There myst be a product. ) N

“

- Ads should not try to change attitudes or behgvior.

They should concentrate upon reinforcing what is
already known and believed, or activate those al-

~ ready predisposed toward the message. °

Liking is not necessarily & prerequisite for effec-
tiveness. Children don't {'1ike" commercials.

‘Exaggeration is expected. ‘;

Claims should be believable. o

Begin by using arguments with which the viewer will'
almost certainly agree, i.e. You want to be strong
don't you?’

Use a one sided drgument when the viewer is:1ikely
to agree with your position, .

Use a two sided argument when the viewer is likely
to be initially opposed to your position.

S . ¥ '
Topics with emotional appeal serve well as a struc-
ture onto which factudl information can be added-

Emotional: appeals may be more effective than rationa¥
) appeals. -

<

-—

Text Page

16-17

-17-18

11-12
18, 21)°40

17, 24, 33,
35, 37-38

.

J

' 20, 26

12-14, 18-19

19, 22
" 21-22, 22-23

19-22
20-21

20 .

22

-

A}

e
~
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The appeal must be in tune with the major emotion -

evoked by the product. It may be inapprdpriate to

use humor when discussing a disease: '
1Y N

If fear appeal is selected, it should not be strong]y

aroused. - .

Humor should be directed. at, the product, not the
potential user. It should portray having fun with
the product, not make fun of the product.

v I'e

Variety of format will help increase appeal, avoid

alienating those who. are "turned off" by a particular .

appeal and increase the possibility of triggering
predispoSing attitudes.

The chi]d is able to distinguish fantasy from reality.

See discussion of animation as a teaching too].

'/Mﬁnmt1on may be more effecfive for the younger child

in our target audience than for the older ones.

Quiz shows are useful for transmitting hard, objective.

facts. )
~
Learning is aided by active practice.

_ When you want the viewér to learn something, bu11d
in a rewagd.

See discussion of Gagne's method of teaching con-
crete concepts »

Contrast the ad and the program for increased
attention.

The subjective camera ang]e is best for demonstra-
t10ns

" The news format is belijevable and of interest to the
target age child.
To the extent that humor acts as a positive rein- .
forcer, it may be more effective than fear.’

Humor should involve an element of believability.
.. &

Humor that induces a smile or chuckle is more

‘effective than humor that results.in a belly laugh.

-
=0
AU D

" / -46-

., 1ext Page

22

) &
'21-22 ,

23-24

7, 26-27 o
8-14 / '

21-29 4 /

3-5

30 ¢
31-32 -

22, 27
31-32
39-40

31

6, 29-30

22
22-24




Humor'cah distract the audience and ‘prevent their
rehearsing counter arguments.

Recall for product or services is higher for
nop-humorous messages.

Humor is‘subject to.a high rate of failure,

Personified cartoon animals alone may be more

effective than either cartoon people or cartoon «~ ,

animals and people together. :
The well known person is more persuasive in the
short term than one not well known, but over time

both are equally effective. -

The product should be the most important factor
in selecting the endorser. -

There are three types of endorser:
celebrity, expert and average consumer.

Wishful identification operates when the viewer
" wants to be like the hero or heroine. .

Show kids, rather than adults, teaching specific
concepts. If present at all, adults should always
be secondary characters. )

Show Blacks and other minorities involved in pro-
social situations, avoid_using them’in humorous
situations. ‘

v

Endorsers shoulqﬁhand1é the product.

An endorser should project a trustworthy image

over all‘other attributes. Other attributes
important for endorsers are: expertise, similarity,
attractiveness and likableness.

Make it easy for the viewer to identify with the
characters and the sjtuation.

Characters should behave in a normal manner in
their own environment.

4

l—“
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Text Page

25

26
24-26

36-37
\

34

33, 35

33 N
32-33

7, 10-11, 32-33

5, 11

34

34

5, 7, 23,
32-35, 36-37

5, 7, 32-33, 3
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effectiveness.

’

»

The target age child's preference for television
programm1ng is largely that produced as. 1ight
adult fare. S . <

Singing along helps to create interest in the
program. - v

- See "Use of Color" for two color effect1veness
charts. .

Inserts may be repeated three times for maximum

!

Three‘messages per break have been shown to be
effective. :

The pattern of breaks shou]d vary.

.The 80-120 second break has been shown to be

“effective. )
Avo1d c]utter Clutter usua ; e

closing billboard of one ‘program and the opening
credits of another, spotycommercials, station
identification and PSAS. -

The first position in a commercial string should

contain the most important message. The last

position should contain the next most important
4message. ,

Attention to commerc1a]s is h1ghest at the be-

giming of thg program

Length of the insert should depend upon the pro-
duct. A well known one requiring no demonstration
+is best kept short.

The longer (60 second) commercial should use the
additional time to create a mood, not to increagsh
the amount of information presented.

Some_thoughts on Captioning
(not referenced in the text)

21

Text Page

40-41

41

43
39 - h

41-42°

13

42

17-18, 42-43

Captions deserve visual prominence. A 1arge (28 scan line)

caption with easy to read characters is essential.




1 4

If the voice is off jcamera, show the words on the top of the
screen. ' ) oy .

Don't. caption more than 120 words (about 15 captions) per
minute. .

Limit caption lengths-to two lines.

°

Caption in thought units. .

Eliminate unnecessary punctuation. (19) (699

. _49_

Positjom-captions on the screen according to who is speaking.
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INTRODUCTION TO PONERHOUSE ORIGINAL RESEARCH

LV

,During the per10d preced1ng the actual production of the

POWERHOUSE_p]]nt, the program went tRArough a ser1es of develop-
P

mental stages.. At each of these stages, decisions on content and -

form were made, and at each of these stages, formative research

)

c]arified the parameters on which these decisions were based.

! v

A series of focus 1nterv1ews with- target ag&g children

established the hea1th knowTedge information base that these

children would br1ng to their v1ewnng of POHERHOUSE Feedback from

both adults and ch1]dren prov1ded 1nformat1on on the strengths

v

.and weakness of ,various approaches to the scr1pted d;\ma\port1on

of the program “and on the various 1deas that were be1ng proposed
. vy

¢

for program inserts, . . L
React1on to’ PONERHOUSE pr1nt mater1a1s for parents and
a,ch11dren, an eva]uat1on of a c]osed caption vers1on of PONERHOUSE
a f1e1d test of a rough cut of the p110t, and f1na11y, the broad-
cast of the program with a test market evaluat1on were all part

_of the year-long evaluation process.
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Children's thouéhts expressed in children's language were needé¥

~\\\\\-’;/,to establish a realistic overview of the target age child's under-
standing 6f.and interest in health re}ated issues. To this end,

two sets of infor@ation gathering were conducted with a nationwide

¥

sample of children. TRe first involved four-hour in-person‘focus
i;te/NieWS on génera] nutrition and health habits, maturation,
phys1ca1 conditioning and exercise, and drugs Four different ver-
.s1ons of the fo]]ow-up focus quest18\na1re were administered, each
emphasizing one of the maior topics covered in the focus interviews.
Taus; the personal interviews'provided depth of information, the
follow-up questionnaires provided the breadth oBtainab]e in a larger

sample. .

»

1. Method ' .

4

Se]ect1on of children for the focus interviews was made by
°ask,mg teachers ‘in six 1ocat1ons nationwide to identify from their
c1asses‘a Zbeer opinion leader" in/the area of health-related
':activitjes For this purpose, theedefinition of health included ~»
physical and mental health, nutr1t1on, physical fitness, drug'akuse,

sex education and human biology. An oral questionnaire was
administered to each teacher to guide the selection of an op1n1on

)

'1eader. The eight. ch11dren se]ected were from Washington, D.C.

.Fairfax County, Virginia; Los Angeles, Ca11forn1a; Lafayette,

Indiana; Chety Chase, Maryland; and Seattle, Washington. An

.

!




equal number of boys and girls were selected, ngpging in age from
nine to twelve. Three of the réspondénts were Black, the rest
were White. A1l focus interviews were conducted in December, 1979.-

The interviews were one-to-one between researcher and
J

réqundent. A total of 52 questions were asked, some written in.by

«

_the child and somg completed by the’résearcher. The first hour of
@ ~ . » a .
. . . .
each 1ntervlew took place over lunch at Trestaurant of the child S

choosing. This provided a relaxed atmosphere and a natural oppor-
.tunity for discussion. The remaining hours took,p1ace ad/d nearby
quiet setting such as a local public library. Some o% the topics
~ included in fhese interviews were: a description of tHe cH?1d'§
Fxpica1wdqy; knowledge of drugs, body systems and sex; what they
idid and did not 1ike about themselves; what they felt was good:

about being a man and being a woman.

In January of.1§80,,fifty—five children in Silver Spring,
. Maryland, and Oakland, California and groups of chi]dfen in member- .
-sh§p organizations in Char]eéton, West Virginia compieted the

follow-up questionnaires. Regional evaluators contacted principals

-

-and youth ‘group leaders by phone, and made arrangements for
- specific testing dates and times. . ‘
‘ ¢

The topics that had been tovered in the focus .interviews were
o A 5

divided into four categories: sex education, grugs, physical edu-

_cation, and general health and nutrition. Thus, there were four

) ' SR 1 &

-§2- ,
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versions of the questionnaire, each w1Eh,a.common beginning (asking

about the child's daily activities, eating habits and TV viewing)

A

and common’ ending (an'open—ended,request for suggestions pertaining
';;ﬁﬁowERHOUSE). The children were alsq asked to name their favor¥te

azines?\music groups and radio stations.”

The versions of the questionnaire were random]f distributed

' among groups. Each‘Ethﬁ"EﬁﬁpTétéd”ﬁﬁ]y one,questionhaire.

" 4 . ‘ ‘ » ™ .

Ay

2. Highlights From The Focus/znterview. v

. a. Demographics ,
Eight target aged children, selected as described in the method
ove, pant1c1pated in the focus 1nterv1ews They were evenly
z?v1ded between ma]es and females, and included four nine year olds,
éwp teh year olds, one eleven year old and one twelve year old.
/Four pf phe'chi1dren.were froﬁ‘the Washington, D.C. metro-area, twd
f from Seatt]e; Washington, one each from Lafayepte, Indiana and

Los Angeles, California. Three were Black.

b. Family Background ' g

Five mothers were-employed, three full-time. One father was
\ not present Families appeared to be‘a range of middle income

profess1ona1, and ranged in size from one to four children.
X -

‘ /

W
- .

c. Membersh1pgjn Youth Groups

2 ¢ H91f of the ch11dren belonged to méﬁﬁership organizations.

. . 8.?3_




o . ‘__“ 3
~ ) . B ‘.
N Three of' 'the. girls.belonged to 4H, YWCA and Gnﬁ Scouts One boy )
T be]onged to the YWCA . o i |

d. Feelings and'AsE‘rations = o ,\
" We asked children to complete thred "if" statements. iThe o T
results are shown be10w¥
If. they want to be successful they w1H o .
, try, try hard, work hard, concentrate, 1eern, think ©
. \v and ' put the price low." .o ) i
- If they want to show the1r 1ove ( they will: o
‘ show others love, help peop]e be happy, help. and
be nice, be k1nd, not be mean and "buy a present.. "o 2

If they want to take good “ of themselves, they will:
+ / > i
a eat, sleep and exercise right, not do dangerous things,
eat and exercise, brush and floss teeth, not get-into
accidents, eat right and stay 1n shape, keepchean and
"do everything I need to." = B ’

- ' . A - )
- e. Know1edge of Drugs - '
° f\»a'/ L. L ‘:
-Children were asked to n\me drugs they had heard of and where
they heard of them first. Twenty-two drugs mentioned two or more
times are: S ~ . . o
%am’juana or pot— 5% aspirin 3 ‘ .Y
, Angel dust 3 _ ‘nose medicine 2
PCP, 2 g allergy pills 2,
. . cocdine 2 , ‘
. L A
v » é t
, 6o T “ )
\ v v
g - ~54- - ®




L U
. ‘ .
Other drug; mentioned once: S e e !
& ’
. . Y : » -

opium : . pen1e1111n ‘ «

bongs (paraphernalia) . - a+pills
) , .alcohol = ; o cough medicine )

dope L _ *nervous pills” -

snuff ¢ 1iquid cold'medicine

LSD - ‘ e , - sugar cube vaccine

. ‘ : o v1tam1ns

- .
4 ‘

Parents and TV were most frequent1y the p1aces tequndents first
. ~ &

-~

heard of the drug they mentioned. .

. Tov s N @
;‘ - 5

. . .v ’&1’ - ' - . |
f. Amount of Sex Information e

A.list of "statements about re]ationships'Eetween'men and women"
was shown to the chilaren. They were asked to indicate pow much 18- ' R
formetion they felt they had on each subject. On various levels :
of sexual\;ctivity (hugginé, kissing, showiﬁg fee]ings'toward opposite )
sex and "where babies come from"), most respOpdents felt they "knew
edough. " 'THis'is;&tstinct from "know a lot" which was defined as
fknowieg eﬁough'to tell your friends about it.?#
‘ Chi]dren were a1so°asked what changes they may expect in their .
bodies over the next ‘few years Most cited 1nformation that 1ﬁdi-
ated they possess at‘]east a vague understand1ng of the phys1ca1
.deVe1opments of ado]eSceﬁce. ‘Cemments were ef thrée- varieties:
physical, soc1a1 .and em6t1ona1 Table 1 be]gw shows these commehts.»

Fina]]y, a]} h11dren, regardless of sex, were asked to list what

_ they thoug t was "good about be1ng a man “and ”gdbd about being a.

‘e

woman. " Aga1n, three broad categor1es of comments emerged socia],

2 4

appearance and physical. These are shown in Tab]e,Z Below.

« e,

e o

i




Female

. Responses
M )

Male

Responses
~\
- N
v -
(1‘ i
. Py

3

- TABLE 1.

". - Get taller, strong.

Anticipated Changes During Adolescence
' Social
« W

T Phxsica]

‘Get bigger, start
ménstrual cycle

»
* Grow, get more like
a woman

\

Will get hairy in
~ certain places. Can

help a woman have a
JDaby. My body will
mature.. I will grow
more :

~ More hair. You get .
_bigger,.get stronger,

-

" Get strong, get hair Be

_grow bigger

“Hands and “feetybigger,

more coordinated.” Face & ‘ .
'will look different. .
Pqnch harder,. 01ger v -
Grow taller, stronger. - Can drive Get’smarter

- Get different looks . .

a little bit., . ~
- - “9
g
, o
7
PV
, -56--
J

Harder work

responsible

Q ]
&
'y
»
dy
Emot-ional
- M ‘.b

_ You feel more -’ = ¢

being needed,
* Change ways,
feel different

]

'z.a
S

s You mature more
than you are now .

, Understand@ore




Female
" Responses

* Male Responses

Y

Female
Respon§es

|

(

Gy

4 [
k] v ‘
TABLE 2, >
“What is good about being a woman?
Y
Social ;Appearance . Physical
Have children Get to wear . More" flexible
" nice clothes. bodies like
) Get to have in gym A
long hair 2,
Don't have to o
play football )
Don't havé to Can put on Don't have t6
work if married make-up. Make .take punishment
. ~yourself look ) :
.+ pretty .
Things men -can!t - Girl's baseball
do .
g L 4 ,
Nothing Could go to the
“\ YMCA
']
What is good about.being a man? 0 )
In earlier times men N ' >
had more rights, wo- . =
men had‘rights like a i
child. Its more . ) ’
equal” now except in - S - *
religious countries. e ,
In some parts Qf the US .
» women are still dis- y .
criminated. . .becayse S, .
they arg differe:& ‘
g .
. ) Nice clathés -Strong, like
.t -7 father
Could run for ‘ « -~ You can be
President. More el - strong. You can =
chances to do . - - . play football
‘things c You can be a ‘ 3
jockey. You .
: : can be tough
. ug

Can. play major
Teague baseball
ro More sports .
/3 U ~
‘_57.. ! . "‘ . ! - t’ :




At least I'm.not
agirlt Boys get more

chances in sports

Stronger, taller,
‘o more sports to
take part in

y.

.
. o
\
>
o
o
© .
L3 3 L3 ? N

g. Participation In Sports

@

Three of the boys and’tﬁb girls play team sports. Soccer and .
track are played by both sexes. Bicycling is ci:;d all but once as the

most frequent physical ac@ivity,-fo]loﬁ!d by jogging or running,
s ‘ : L.
h. Illness

(1f they fael'sick, six turn to mother, This is d;spiteJthe fact
that %ive of the six mothers work. AN 111nesses mentioned are norma]
cﬁildhodé diseases and accidents. Two_ children have a]lergpes

Most know what th;y would do if they felt sick and were. a]one
go*to bed or lie down. Only tyo say they would take aspirin. One of o

. those says he would also "take a cherry flavored medicine."

[ " f e o Py

s
¢ .
o N 7‘) . .
. . &~ . . .

y S -58- ~ ‘ I

o @
P 5 . k
‘ 4 TABLE 2 coqt'd .
. . What is good about being a man? .
Social Appearance Physical
Male © + Being boss of Don't have Compete in sports.
Responses family to wear Can take punish-
: dresses and ment
( - skirts
Can do things” :
girls can't Be “on certain
(read and write teams. . Men's
‘faster) football, volley-
' ' ) ball .
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i. Eating Habits

,

.Only one child thinks he has control over what he eats during
the time he is in school. Uﬁfoftunéfe]y he is also the only child to
omit a good source of protein from his diﬁner menu. This took place
after a lunch of a hot doQ: french %ries and a coke. His dinner menu
consists of "lima beans, corn, vegetables and water." v
- : When-asked to select a place %or Tunch, McDonalds was selected
thrée times, by girls. The remaining girl picked a Chinese restau;ant.
The boys made a variety of selections: Burger King, Red Robin (a
‘burger chain a cut abpve M¢Donalds'), Hamburger Hamlet (similar to
ﬁed Robin) and Red Lobster.
A1l but one respondent knows what the basic four food groups are.
A11 but one of those learned it in schqol in first,.second or third
grade. | : v
& . Mother buys and cooks the food régard]ess of her working status. ;”

A11 children accompany mother, and in‘£WO cases fathér‘;oo; to the

market ang get to pick some foods, mostly déssert.

"3. Highlights from Follow-Up Questioning L "

2 N -~

a. * Demographics 3 B N
Fifty-five target aged children ‘completed four different ver-
sions of the follow-up questionnaire as described in the method

/
section above. Thirty-four were males and 21 were females. Fourteen

’

-« were ten years old, 32 were eleven and nine were twelve.  Twenty-one

" of the children were from the Mary]ang’suburban area, 21 fromcqifiand,
_ \

‘¢

N ) .
O ) . : '59" ‘' J
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California and 13 from Charleston, West Virginia. No racial demogra-

phics were soli¢ited, but just under a third were Black.

b: Family Background .

In Maryland, 13 of the 21 mothers work outside the home. The
fathers are_a]i‘employed. Fami]ies appear to be a range of middle
gncome professiona1,° In Ca1{onnia, 12 of the 21 mothers.work outside
the home: One father is unemployed and one is deceased; thé other
fathers"ork. Twelve respoqfents said "don't know" or did not answer
all or part of %he question about parenta1 emp]oyment Fami]ies

seem to be blue co]]ar. In West V1rg1n1a, six of the 13 mothers work
.

outside the home, one father is ret1red and one not present. Fam111es

e

seem to be blue collar with three exceptions: 'bacterio1ogist, CPA

Al
v

'aand Boy Scout executive.

P

‘c. Membership In Youth,Gfoups
In Maryland, 13 respondents belong to hembership o%ganizatibns, -

about evenly d1v1ded among ma]es and females. - Bb} and ‘Girl Scouts-
are the most frequent]y ment1oned then 4-H. Pioneer Girls and
Tr;11b1azers are each ment1oned onge In Ca]gfgrnia, all 21 res-
pondents belamg to membership organizations. Thirteen'be]ong to Boy
Scouts, two Ekp]ore: Scoqts, foer belong to Girl Scouts and two to
.Campfire-Girls. Two girls a]ag belong to the church choir. In West

Virginia, all 13 respondents belong to Boy Scouts, one also belongs
<

to Methodist Youth Fellowship. ' .
LA .
N 7 4
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d. Feg]ing§7and Aspirations

"
statements, three of

pe

Children were asked to complete four "if"
which were the same as those asked during the focus interviews. The

results are shown below: 3 -
w
[f they want to be successful, they will:

practice things I'm good at, work hard in school
get A's. Keep going. to school...I can get an
education, be good, play, practice and have
confidence. Get lucky, win a prize, go to college,
111 be smart, study. I widl/have the khowledge.

[f they want to show their lqve, they will:

'Y

be kind, comb my hair, help my\\friends, be good
show-it, I will be a good man, \ove my mother,
father, brother and others. Kiss that person’,
she will 1ike me better. Be kind, talk to .him,
be nice, act polite.

If"they want to take good care of themselves, they will:

exercise,.diet, steep, eat right, have "good health
habits;, keep clean, take vitamins, eat three meals a
day, don't stay up late. Be strong, be good, stay
. healthy and eat the right foods, take a bath, put on
. good clothing. . * .

’ ®
K

if they want to feel safe, they will:

+ stay out of scary places, lock doors at night,
wear things according to the weather, I won't get
sick, be careful. I won't get hurt, not play
dangerously. Keep a qun, I can protect myself.
Go and.hide, not falk to strangers.” I wén't get
kidnapped, defend myself, keép a gun with me.

AY 4

Children were asked to list what they 1ike and.do not like
about themselves. Both boys and girls mentioned "1ikes" such as be-

ing nice,.getting along, and 1iking friends and family. °
< N . e \i‘ .
Boys made numerous ‘mentions “that rglgte'to physical characteris-.
L] : - ’ -»
% 7;
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tics. They 1ike swimming, healthy arms, strength and big fists. One
girl mentioned her "dancing ability."

Boys also made more mentions of "1ikes" that concern the intellect:
“proud of myself," "good in school" and "kind ofvsmart."

Most dislikes are of a social nature. A boy méptioned hafing

[y

his -sister; ano;her dislikes himself when he doesn't obey. Girls

mentioned disliking themselves when “I am sometimes bad," "don't obey"

and "get into fights."

e. Knowledge of Drugs

Vg
Children were asked to name drugs they had heard of and-where-

4
they heard of them first. The drugs mentioned two,or more times are

shown below with the f?ﬁﬁﬁch& cited. Some are different names for

¢

the ssye thing. P
. marijjuana 10 beer 3
- k" heroin 7 aspirin 3
h opium 5 angel dust 3
- cocaine 5 dope 2
-, ¢ PCP 4 sherm pA
weed 4 . ripple 2
speed 4 LSD 2
Jdalcohol, 3 pot 2
P L .
Other drugs mentioned once are:
o [ . .
uppers synthetics »
narcotics redlines
Vicks 44 /. . Pepto Bismol
short aspirin ¢ Robitussen - .
wine castor 01l
Tylenol ‘ . Anacin
Alka Seltzer -~ cough ‘drops
5 star ° ; l )
%.\
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QJhe'sources of drug information vary somewhat aniong the three grodps.

Teachers ‘are. the ptimary\sougces of drug information for the Maryland
éﬁi]dren, followed by TV, reading, and parents. In both California
and West Virginia, TV is the prime source of information. Friends

and parents are tied as seéondary sources of information in Ca]ifor;ia,

while teachers are second in West Virginia'ang~friends are third.

-

N\ -

f. Amount of Sex Information

A 1ist of "statements about relationships betweew'men and womeh;”
was shown to the children. They were asked to indicate how'much
infonnatian they had on each §ubject. On various levels of sexual
activity (huggiﬁg,’kissing, showing fee]iﬁé Ib&ard thevobposité sex),
most respondeﬁts feel they "know enough." This is distinét from

"knowing a lot" which was defined as "knbwing enough to tell your

friends about it." Two Maryland girls feel they need to know more
- . . d ‘ 0

-

about pregnancy ahd a Maryland male and female feel tﬁe} néed§;0 know

more about marriage and divorce. A wést'v%rginia,T§1e wqgted to knod
more about all aspects of sexuality. -In.Cq1i?ornia,-this and other
questions on sex were wemoved from the qqe§%ionnaire because there i
was no parentar’hermissidn'for’"sex educaiio;" in the school. '

L 4

Children in Maryland and West Virginia were atso asked "What is,

good about being a woman?" and "What is'good=about being a man?"

-




The results are shown in Table 3 below.

°

L TABLE 3
What is good about being a woman?

Social . Aggearanée, Physical

Female " So many clubs Variety of Get to clean
Responses Women-are treated  clothes house
a little more '
respectfully You can carry
' .a purse and
.wear anything

You can wear
high heeled
b Shoes and
R dresses
Male . Leaning over a . ' Get to do work
Responses . picket fence and @ - ) around the
i gossiping all day _ ‘ , house

Giggling

Stay home and -
relax

What is good abowt being a man?
Female Can spend more .
_ Responses money on the A
house -, . Get to do. mong_
: : things (sports)

Being stronger

Gaod tunner and
strong - ey

]

Mal Clubs, Boy Scouts . Hunting, archery r .
Rdsponses . .
Get .jobs easy Strong .,
Paid better .
' ¥
Do what you want,
get a job, drive
a car ~t =

’

N
b,
)
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% g.- Sports and Recreation
L ~

Ch11dren were asked how often they enjoyed a variety of activities,

with choicdes ranging from "anytime I can" to "hardly ever.' aThe

five most favored activities in a list of eleven cho1ces are: visit

2

friends, watch TV, play outdoors, go to school and play on sports
teams. The‘1east often enjoyed activities are playing 1ndoors.and
talking on the te]ephone. \A number of activities seem to.be enjoyeéﬁ
very often by close to half of the sample, and enjoyed very se]dom_
x ‘\'b§-the rest. These activities, with less than ten points between
“eﬁ}oy often" ané "enjoy se]domJ are: visit relatives, go to the
. ‘mOVfés, read, listen to records and listen to the. radio ' o '

) Respondents were given the opportun1ty to mention any other
frequently enjoyed activities. The act1v1t1es mentioned are:, model
building, dancing, que11ng, playing with dog, sewing, growing
plants, cookinﬁ, cleaning, ,playing cards, eating ice crsiﬂf helping

‘Mom and f1x1ng th1ngs<\ Sports mentioned are: skating, biking, football,
track, bow11ng, basketball and catch. S -
y S
h. Health, Fitness and Illness \

’, - R ! ,
Children were asked what kinds of things they would like to know

. abog; their health. Most of the answers are fairly general: "What

do” I né%d to do to keep hgg]thy?“ or "What makes people s1ck?"'

Spec1f1c concerns ‘mentioned involve smoking, brain damage, drugs,

4

drinking, sex, disease, "What I look like inside?" and desire for

information on various body parts (heart, eyes, arms aﬁ3.1egs). .




<]

i. Eating Habits (
Most of the sample eat breakfast regu1ar1y.i The children seem to

¢

have a good understanding of what constitutes a well-balanced meal.
Y ,

Their reported breakfast menus are we]]-balanced, although a few res-

L . : } )
‘pondents mention unusual breakfast food such as pipeapple, cake and

"pizza. . N o

2 " ‘a“ ‘
The\mother in the family is the usual purchaser, and preparer y

M !y L ¥ i’
of food.' The majority of the ch11dren accompany their mother when ~

.

she shops, but assist in the se1ect1on<3f:§iacks, cerea1zand desert o

’

only. . e

-

j. Media Preferences . . - - : “a

1

An overwhelming majority of respondents 11stens to records and

4
rad1o A]most all radio stations ment1oned as favor1tes have a

MTop 40" format: A group called "The Sugar“H111 Gang" was the number

one recording artist wjth both the Maryland and California respondents.

The West Virginia favorite was -the rock groub)"Kiss." Althaugh. a v
[+]

‘nifnber of regording groups wds méntioned by the respondents, it is

quite clear that there is a strong, if .temporary, favorite that N

preva11s in each area. : - "
. .

A specific quest1on concern1ng the be11evab?ytty of various

3

teiev1s1on formats and/or shows was asked Children were given a

_nutrition statement and asked on how many.of the twentj’three TV

[

shows 11sted,they wou]d\f1nd the statement believable. hespondents

cou]d answer with "I'd be11eve 1t" "I wouldn't believe it",. . R

"maybe I7d believe", "I'm not-sure", or "never heard of that shOw.f“ N

.

A ;
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The News was -the most believable show. The Dukes of Hazzard was

¢ .

. ) & . i
the second most believable, followed E]osé1y by Big Blue Marble,

x . - t .
Today Show, Afternoon Specia]s, Mork and Mindy, and Little House on

y »

the Prairie. Only ten children said that they would believe thee

nutrition statement if it appeared iﬁvg commercial. This is in line
. . 3 .
with current research on children's belief in advertising. (See page 13

of the Writer's Notebook). e

It is a 1ittle more difficult to explain the high believability

of shows like the Dukgéigf,Haizard. Apparently believability and

"1ikirig" (Dukes of Hﬁizard is one of the top rated $hows for this

age group,see page™3 of the Writer's Notebook) are closely
ddentified in the minds of these chi]dreh.

S
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Treatment eva]uat1on provided an opportunity to assess the

N,

. reactTons of both target age children and teach1ng profess1ona1s
to .three d1fferent script treatments. These narrative versions Qf
scripts dea]t,with the underlying theme, of taking carefu]]y‘p]anned:

risks; 1nvqu1te d1fferent ways. A brief’description of each follows:
k‘Treatment #11 is t1t1ed "Someth1ng Ventured." One of the
PQH?RHOUSE gang, Bobby, takes a box from a.group of tough
guys whose respect and friendship he seeks. It ‘turns out that
.this favor is ill- advised, the box-eontains stolen loot. The
~ POWERHOUSE gang‘f{1es to solve the burglary and prove prby's
. innocence. / ; : . .

¢ «r .

Trgatmént #2 is called "Running." POWERHOUSE badly needs °
fimancial-assistance for new equipment :The- POWERHOUSE gang
feels the way to get the equipment is to ain recognition for
POWERHOUSE by winning .the city- -wide" cbmmunxty center &thletic
meet. Kevin, suffer1ng from a knee injury, risks’permanent
damage to win the meet. The Jther POWERHOUSE kids® find out,
and try to distourage his foelhardiness. A surpgise*move On’
the part of one‘if the qgher POWERHOUSE ‘kids ‘saves the day.

~

Treatment #3° is "Cﬁ§nce A]]ey 4/ Bobby s cousin, Cosg?qve
E

Smith, is vanda11z1ng POWERHOUSE, and 1t ds in danger of
closing. Bobby, a@POWERHOUSE regular, suspedjs Smith:¢ He
wants to protect his family, but loyalty to Pg%%RZQUSE“wins
out. The POWERHOUSE gang catches Smith try1§%§;e et a fire
. in PONERHOUSE and he' is sent to a mental in ation. &
J % e .
At the same t1me script treatments were tested p1ctures and

-’

br1ef character descr1pt10ns of pote Jal series regu]ars were a]so
-3
] ‘ N Al

eva]uated by the target aud1ence These p1ctures were d1sp1ayed{; ;.
o . N

dur1ng the reading -of tréatments

0 <2

Method

a., S1te and Samp]e Selection

»

Five areas, representing major geograph1c regions of the

.- country, were selected to test the three treatments. Five classrooms




.

- after hearing the story.

of children, each from a different region and representing a range

of ages, heard and responded to each treatment. ' |

\ Participating schools were selected by APS regional evaluators

in Washingtdn state, West Virginia, Indiana, California and the ‘

-

District of Co]umbfa.

~

bT Design of Instruments

A<questionnaire, developed in consultation with EFC staff, was
desigﬁed to measure the appeal of each story line and the characters,

, .

ag well as to find out children!s attitudes on risk taking behavior
b

A\l

- The questionnaire was pre-tested on a classroom of third gradei

o
-

urban children. It was’thén revised in order to make it;siﬁbie':
enough for the yohnéyét children in the sample to understand easily.

The questionnaireé ‘was comprised largely of iruerfalse,anqb

miltiple choice questions. A few questions were in an open-ended

-

fofmat. A separate Teacher's AnalysTs questionnaire asked the

«

[ %
teachers' opinion of the charadters and content of the story, and

solicited their.suggestions for improvement.
/

8

c. Site Management

Testing sessiong were held during regularly scheduled c]assl
room perfods. - Photographs of the main characters in the story were

Jfaped to the blackboard for the children to observe while the story

.




. was being'read to them. . The story was read by the regional evaluator,

-

and in each instance took about qng}ha]f hour. Questiannaires were .
then pqssed«out. Brief démograph{c data were filled in."‘$£e_eva1uator -
a then read g]oﬁd each questiomw and multiple choice answers where

: app]fcab]e. It took- the children abouf,twenty minytes torcoﬁplete ‘

the quéstionnairé. Teachers filled out the Teacher Analysis ques-
, ct ©

tionnaire during the testing session. ,

After completion of data gathering, regional evaluators wrote

v 1 - - o ‘ R
a narrative report of the evaTuatigp procedure, their perceptiop of :
the treatments, and their observations of childrens reactions during

) the session. o ' ' ‘ — .

’

’ v
- ,

e
4

3. * Results et e ' .
a. Demographics . . ; ,
. s Py P . . - . , " .. ¥
Respondents to all treatments were divided evenly between males. ot

‘and females. The group that heard "Sdmethih& Ventured" was 55% Black

and 45% White, The.sample was drawn from gradés three through seven.
"Running" was heard bx a group that.was 27% Black, 67% White and 6% ‘ —'R

ofhef. Children wer€ in bradés four through!s;x. The "Chance A]]ey" .

oq

group was 24%'B]ack, 67% White and 9%.other. These were in grades . L

A}
- . . 5 - .

four through seven. e ® ‘ . . .

- e ‘ - ¢ n V‘ -

P . -~ b. -Ratings . g Co
e . Respondénts were shown a five,point'Likert Scéﬂs and asked to :\ Tl
¢n . . ' . ’ . . N, \ ’..-
4 rate the show as'a whole.- The Scalé had alternatives ranging from.

-~




a

¢« & - . .

) Q : \é. . -
great (fivé po1nts) to terr1bTe (one point). $ .
. ‘

"The overall rat1ngs were: LR N TN
. R . Somethmg Ventureg ©3.63
. . Running ° 3.55
' Chance Alley - 3.31. ‘ ‘
» = ~0Over 90% of both males and females said they liked the stubies.

The characters were also well liked, although a relatively Tow 88%

of the boys’ said. they liked the chaf:acters\'g'n "Change\AHey " When
‘asked wh1ch they preferred, the characters or the s}ory, a maJor1ty
p1cked the story: . Over 90% of the respondents said they would watchf‘»
K telbvision show .about the story they heard with'the following
e'xcepgionS' E1ghty slx percent of £he males wou]d watch "Ruhmng Ao
and 82 of the females wou]d watch "Chance AJ]ey ', . o ;
‘ In sum, although all the“'5cr1pt treatments were rated h1gh1y, $
8 "aSomethmg-.Ventured" was the most cons1stent g&the three
Lo o
c. Theme Eva]uati'on A R ‘

~ » &
14 T . ot . K

vy
One purpose of the scr1pt eva]uat1on was to-ascertain how -

.QI

o : c1ear1y the conceptfof PONERH@USE as a p1ace was percewed by the

R w \ . ’

e place?" . Between 57% and 80

PURREN chﬂdre‘n.. The"chﬂdren were asked. "I‘s the PONERHOUSE a real
% them fe]t it was a rea] p1ace

aGiven J\e tendency towkrd pos1t1ve responses in this type of -

eva]uat1on, th1s was cons1dered to-be-a lTow, 1eve1 of understdnding -
¢ ¢ ! . ﬁ ~ < !
. t , .

of, the concept. s : .. ' L : .

) -

3

” . . v . ¢ oy
Unders.tanding of the major theme, taking risks after thinking -

¢ -

what might happen te you or others ’~was tested in se\°/era1 quitions.

Agreéement that\thi,“theme g\:Ias what the stor1es were, most]y
‘ m
Ju

& . .
" .. ’ -'71— .
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- about was also low:

< . oo M-

' Running 7% R : 1
. Something Ventured 67.5% :
“Chance Alley . 55%

+

. . @ , ’
+ Children were asked "Do you ever worry about taking risks
* . ¢
like those in the stpry?“ Female response to all three,scripts on

this question was relatively even. Between 72% and 77% d1dawoﬁry\\\\\1>

* about taking risks like those in the story. Ma]es felt similarly abou

4

v .

‘the risks in ;%unning" but indicated {ess 1dent1f1cat1on with the risks
7in otherfscripts (47% in "Sohething Veptured" and 35% in "Chahce Alley").

After hearing the scripts, agreement with the statement that , %
"a risk was something, dapgerous" was very high, between 92% and 96%:
Re%pohdentf were also ésked‘to agree or disagree with the statement,
"A risk\was a challenggjor edventure.” Highest agreement came ~from
thosf who heard "SOmeth1ng yentured" [95%) and lowestgagreement camez
from the "Chance A]]ey" group (76%). Thehe was generally low agree-‘

% .
ment from\a]l groiips for the following statements: "A risk was done wz

on"a dare, a risk was fun to take, and a risk was always taken.,"

w vN
The three questions that assume the most iMportance in this’
ot ' ¢ . ) ¢
sectidn are (1)  the degree to which the treatments conveyed the Ll -
[ , ‘§

intended interbretation of risk taking as a ehdflenging process
requiring careful .preparation, (2). the degree to which ch11dren cou]d ¢\'

relate risk taking in the story to tHe process ‘of meeting challenges

R L .ot L "4
1n their own exper1ence and” (3) the’ degree to wh1ch the é;:EEEt\\N\___"‘,_- ’

cg”; e\HOUSE as a rea11st1c p1a;e is conveyed A

A . ~

~ [N - ' RS T~
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L0 e ce TR ® = ‘
TR ] . b ',
. . . L ° .,
[ - &
. . * » > «
- '72— * . & mY)




oa

P,
-
g
*
4
- s 3
.2
.
s
4
> ‘- .
N

"<

"
w “l &

- The risk taking theme was‘the Teast successful in "Chance Alley."
As;far as relating the risk taking in the story to real life ex-
pertence, children who heard “Running".respondéd mote oositiVe1y N

" than the-others.‘ Males who heard fSomething Ventured" and "Chance e

. Al]ey" showed -a very low identification with the risks ‘in tnese |
etories F1na11y, of* the three treatments, “Running" mosg power-
fully portrayed the PONERHOUSE as a rea] place. ‘

Upon initial examination of the data on script treatments, the
PONERHOUSE-oroduCers felt that the two most viable scnipts'wene" o

- N

"Somethjng Véntured" amd "Running." Some further analysis was done \“*\\\\

s

comparing the reactgon to these two stories. Chi]dren\had“been

giVen an opportunity to make open-ended comments about the characters ~ 1
.in each story, and £B tel1 why they felt the show was gofng to, be ' B S
catled POWERﬁbUSé. This process yielded iarge amounts of qualitative
" data in children's 1anghage, ‘fhese'statements‘were then given'a ) !

.rating of ejthém positive (favorab]e toward the show or character),

‘o negatige (unfavorab1e toward the show or character), or neutral.

Of the total comments made , 58% of them were directed toward =

¢
4 \ s oW

"Somethtng Ventured " | '/; ‘ "

"SomEth1ng Ventured" shows a sf?gnt1y higher oroportion of .

Ki/og;ﬂtwe responses, but th1s measure does not show a clear cut 7 4

b

d1fference between the ‘two treatments - . . A e
y : Ihe decjsion to produce "Something Ventured!'’ as the pilot was
« hased upon the POWERHOUSE Executive Comm{ttee's~reconmen3ation that

s

-3 . ’ .
- ’ - - . R -

,J. J o ° . B ’
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"Something Ventured" would fit the pilot format mgre closely. "Running" 2
B - may be reconsidered as another theme in the series.
. ' . ] '
L * . N . A {

. L
d'i Character Evaluation
C

® : '
. -7 . v ‘
'1dren were 3sked to name their’favorite of the main characters,

on the bas1s of h1s or her role in, the story and a still black and

& .

white Qhotograph. The boys' favorite character in all three treat-

ments was Kevin, the B]aek 1eade? of “the POWERHOUSE gang. The girls

,1~ > &

: p1cked B1zzy in "Someth1ng Ventured” and “Chance A]]ey -Bizzy is
an over]y cur1ous, busy body, full of fun and charm. Jennifer and
Kevin were %ied for favorite charagter in-the "Runn1ng“‘gr9upl

\

Jennifer plays a 1arger role in this script than the-othesktwo; Like
. 4 @ > . - .

’ N *
“Kevin,, she is a mature, attractive 1eader. - t~\\ 3

4
€ Bobby is also named frequent]y as a favorite character ig

%

»

"Running”" and "Chance Alley. if both stor1es he is a strong, tough

—o

character caught in a d11emma, part1a11y of his own mak1ng A lot

~

of the 1nterest of both these stories Fenters on-him. (

¢ -~
»

> Clearly, preference for character is strong]y 1nf1uenced by

sex. ﬁgysg]ike male.charatters, g1nls‘the femate roles. However, 14
‘ ' & - - )
* Kevin, a very strong, sympathetic character is alsga-favorite -~
with the girls. o /// . e

o Children were asked if they knew anyone in"real life like each
8 .- . ..
,of theqhain characters. The most positive response to this question
» ’ / ) .
is shown toward the characters in "Something Ventured". Kev?h and 2 '

! .
r -* ‘ A

| - 8 |
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~ ! A
‘Jennijfer are the characters in all three treatments that the most.
respondents know someone like. Brenda is also a "high, reality"

character, . ' - . '
‘ .

A 11st of words that might apply to each character Was shown

>

to the childrén. " They were asked to check the three words that

.

\ best describe the character. Responses,show that the characters,

as conce1ved by the treatment wr1ters, were clegrly and-accurately

@

perce1ved by children in all three test groups.

-
»

e. Adult Ana]ysks of Script Treatments — f«

Teachers wh rema1ned 1n the c1assroom while the treatments
were read,’'were aXked to provide comments on the variousgmajn

c.haractersaand on the story.

a *

' Responses were genera]]y pos1t1ve ° A11 teachers felt the
' H-. 1]
story commun1fated the main risk- tak1ng message Féservat1ons

about characters were strongest for Brenda and A] in "Ruhning."

’

Several teachers felt Brenda‘s character was too weak and undefined,

that Al does nbt come across as "a strong r%end" to'PONERHOUSE.
.P

Another commented théthhevch11dren do nbt seem to Tike A] as he

Y]

¢

appears in “Something Ventured " o . ‘
One teacher's response to the young characters in "Runn1ng"
v was that they are "sugar coated" - not rea11st1c Criticisms of ~
some young characters in the other scripts, ‘were generh]]y that their
ro1e in the story does not allow their persona11ty to be well defined.

This ‘applies to Kevin and -Jennifer in "Chance Alley," and Bobby in

' : ) J

-{.4 ,
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"Something Ventured."

When teachers were asked to give suggestions for impr&Ving'the
treatments, the most -substantative criticisms come in responsé to
YChance Alley." One teacher felt that the anding was abrupt, and

(
\E that the children wd%]d not comprehend all that wa$ involved in’ &

ocommitting someone to a mental dnstitution. Another‘feat that fhe
.risks\ﬁpe children take for the center would be more believable if
PGH%%HOUSE itse]f'were'depigted more cieariy. Anot;er teacher felt
that the JRunnfng" tredtment gets off to a slow start. HoWéQer,“all

but one teacher, who didn't like "Something Yéntured," felt that the

-

scripts were basically sound. Criticisms mostly involved emEﬁEéis

and detai].f . N K
- A N ,

The prbject‘regiona1 re§éar¢bers'whp collected on-site data,

- were then asked to make a script and character. analysis for the two

a

treatments that producers felt were mhst promisipg for the pilot,
"Something Ventured" and "Running.” The researghers' comments were

-based on their professional exp®rience and on the reactions they

v

o 7 qpservéd during administration of the evalyation questionnaires.

- ’

Again, the overall feeling about the treatments was positive.

There is general consensus that it was importanj-to make Lolo a
‘ *
. 0 v, . - P
moreiT?&eab]e character (not' too “cautious and too brainy), and
* . .

¢ that Al waé,not'perceTVed in a bosifiye,ﬂyy by 'the children because
: : § -

of his auth&YitaF%énism and Jlack ofwarmth.” The need ?or supportive, \

-
3

guidingradult roles was strong?y récommended.z. R .

,

-

‘Q * ) / . "o
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One researcher saw the need to focus the risk-taking tEem& in

“Something Ventured."

Bobby is supposed to be the focus, and the =

-

+

LY

others urge him tostake a chance.

J find it

“obvious first choice. , , J
+ - ' “ K .

+ confusing as to exactly what they're urging
him to do - go to the po]1ce confront Keeno ’
or what? ...

Another maJov cr1t1c1sm “this time directed at "Runn1ng,
was that some of the r1sk taking ﬁnvo1ves 111ega1 and dangerous acts.
Although these gctivities are reprimanded 1nnthe story, there are
no seriou§jconséquences gor fhese dangerous qpts.

In general, all reséarchers found positiaé and negative features
in bbth tgeatmehts. Only one researcher exbressed a stfong_scripi; B}
preference. The West Viréinia researcher felt that_“Rupning" was a
"richer" and more “provocatiVe" story, allowing for generation and .
discussiqn of é greqéer number of impon;ant i§§ue§. . i

‘ -
The inforTed opinions of both the teachers and researchers

P

provided aﬁdit%ona] Viewpbints and specific recbmmendations to the
project producers.r This was a particularly useful protess to go
througH, becausé the relative merit§ and démerits of the sgripts

L

The selection to be made did not involve a clear and

were subtle.
- ‘ . -

<
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* STORYBOARD & CHARACTER
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_ A.  STORYBOARD EVALUATION : :
. “Thé storyboard evaluation provided a method to present a variety:

. “of ideas’for POWERHOUSE Progyam Inserts (PPL%) to, a cross section of

h

¢

T the target aud1ence. A]thoygh,the ideas were in rough form {several

- - hd

‘ s]1des and an aud1otape) the fee11ng, tone, Consept and message, of

»
. .

]
o the 1hsert were c]ear]y conveyed to the target aud1ence.-

"look before he_]eaps.-

©

The PPLs tested were:

e

L

¢

. .

P

Daring Don - Dar1ng,Don a swimmer, gets 1nto trouble because he doesn t

Y
LN 4

Merit Award - Jose Garcia’ﬂhg§ﬁa'merft,award for "race walkipg," an

‘

-
%

o

-

- of f beat way to keep fit. —-

- Celebrity Organ - An animated "What's My Line" format with’a pair of

lungs as the quest.

ce]ebr1ti _
Think Before You Act": Henry Madsen and Vicky Vanderkloot demonstrated

N E

the safety precaut1ons stunt dr1vers take. -
h" ‘ R < .

Powerfoods - A "nice" k1d mixes with a motorcyc]e gang and. coﬁés up

B

@ winner -because he_eats Powerfoods (ra1s1ns, nuts, bran muffins).

Ask, Answer, Act - A ventriloquist and h1s puppet discuss the pat1ent s L2

responsibility when visiting the dpctor

¢ -1 Want To Know - Dr. Sidney. Greenspan shows how biofeedback can reduce

tension.

.
¢ —

-

‘e

A storyboard of the program's standard opening sequence was als

+ tested. *

-
P

Q

vo— * d .- . J ’ '
ot . Reaction to these storyboards enabled ptoducers to choese the

¢

mdst viable ideas in terms of both appea] and teaching value for the

pilot. .

24
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for future segment and measured the appeal of the insert.

1. ° Method PR v
. o . '
Site and Sample Selection - The\e1tes; representing,major u.s.

‘(x
geograph1c regions were the same as those used for the treatment

evaluations. (See page 68 above ) . -
M 4- PR
To obtain the sample, a grade Tevel assignment was made for
. R
each storyboard in each s1te, so that each 1n%ert was seen by children

w6 T
of a variety of age levels”“within thg,target a range.
Most of the samp]e was drawn from elementary school c1asses
within the assigned regions. Eva]uators se1ected the part1cu1ar

schools on the basis of representation and w111nngness to part1c1pate

rPr1nc1pa1s(were contacted by telephone and the project descr1bed{

fact sheet way sent to those who expressed interest.. Then a firm
‘e

date and time for the eva]uat1on was set with ‘those who agreed to .

o

A

part1c1pate Ly

The sample in West V1rg1n1a and part of the Seatt]e samp]e was

obtained from 4-H groups (W. Va.)égnd neighborhood groups (Seatt]e).
- - \ : o ,

Design of Instruments ) )
\ .
Each PPI questionnaire. consi

2.

’ : )
§§éd of several <items that measured
8 N s

understanding of the primary 1n§trﬁctiona1 goncept, asked for ideas
Because

of the format and content dif?erences among inserts; it was not pos-
k] o R . »

-

sible 'to ask all the same questions for each PPI.’:There were severa

questions in common, howevér, notably the Likert Scale which méasured

.
a
-

9’-79— .

A . .
o . ~
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A

-

. . . A :
appeal. This "smiley face" scale was used repeatedly throughout the
evaluation.

A Teacher Analysis quest1onna1re was also qev1sed, ask1ng 1f -

v *

the teacher felt the main message "of the 1psert was understood by her

studentg, which aspects of the Zhsert were appea11a7,and which were’

~

not,- and request.ing ideas for futureTnserts.

G

Reg1ona1 eva}uators also filled out the above qUest1onna1re,

- sot

-

©as we]] as a Researcher's Group Report, descr1h1ng the§ezalfat1on

procedure-and setting. ] R ‘
s SN

§

+ 3. Eva]uatioﬁ&Management‘

* -
. -

| Most storyboards were evaluated in pairs. Regional evaluators
f1J

R
st read an- 1ntroductor7 statement "about the value of the ch11dren s

-

opinions in mak1ng a good te]ev1s1on program Each storyboard, which

cons1sted of a simultaneously presented audio tape and series of

. -

Tolor slides, was shown to the childrgn, Eva]uators then read the

questionnaire tq\the chi]dren 1eav1ng t1me between gach quest1on for

the children to mark their answérs, Dur1ng th1s time, teachers f111ed

™ s’ o 4 < o

out the Teacher Analysis forms. Eva]uators filled out their ana]ys1s

L

form after completion of the test1ng sessron.. In genera] test1ng

sessions lasted abolt one half hour.

Resu]ts

3 Demograghfe

)




They were approximately evenly divided between males and females. Be-
tween 96 and 118 children saw each PPI; one hunhdred: forty-two children
saw the Standard Open. Whites, Blacks, Hispanics and Asians wére

included in the sample. ' '

b. Ratings.

“Think Before kou Act" was the insert highest in overall appeal
as ‘tested on the Likert Scale. "Celebrity Organ" was also very

popular. Table 4 betow gives a comparison of the Likert ratings for

the seven PPIs and fo; the Standard Open. . '
3 ' TABLE 4 R T
Storyboard Likert Scale Ratings S
. N\
. . Storyboard Rating
o - . .
Think Before You Act L4003
Celebrity Organ . 3.81" ¥
Powerfoods . . 3.75 .
Standard Open 3.68
Ask, Answer, Act . : - 3.63
Merit Award \.3.43 ’
Daring Don % 2.99

¥,

I Want To Know v 2.90

Faad

.

Highest Possible 5

“c. Theme Evaluation J ‘ .

. .One of tH; important functions of the storyboard evaluations
was ‘to find out how well the main theme of each PPI was understood
by the &?i]dren. This questién was ﬁosed in different ways. ﬁor
example, the children who viewed the "Dar%ng Don" insert wereigsked

what Don did right and what he did wrong. Sixty-five percent of the

L
¢ © - :
\
)

: ° : Y /
) . .
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‘e

respondents were able to articulate the main theme, and a large

probortion of the remaining responses indicated an understanding of

-
N »

pa}t of the message.™
| In "Ce]ebﬁjty Organ," the question on theme asked, "What aawice S

dqes the Qelebrity organ give ébout taking care of your_]ungs?" Children

égemed_to miss the general message of fung care; instead they res-

pbnded with- "don't smoke" or "have good posture" (only small parts of

/fhe messade) -and "don't sleep underwater" (one of the 1qu‘s little ; \

‘jokes.) )
In "Think Before You Act" and "Ask, Answer,'Act," children were

asked why they thought the feature was titled as it was. Most of ;he

responses to "Think Before You Act" showed a good understanding of the

message (think things through before ;ou ac}). Although about one

half of the answers in the "Ask, Answer, Act" group showed understandjng.

of the use of the title, the most frequent single response was "don't

know" (25 cites). L ‘ ; g

On the other hﬁnd? in response to "What information would-a

POWERHOUSE who was sick tell a doctor," most of the answers showed

. an understanding of the kinds of information necéssary to te{lifhe

doctor during an examination.

These data'ihdicate that, although a large nuéber of fhe"chi]dren
may not have understood the.generic message "gsk, Answer, Act," they
did understand the specific mes sage of giving complete information to

the doctor and following his other instructions.




) V1ewers p? “Powerfoods" understcod quite well the 1mportance of '
a good d1et ‘and were able to give examples of nutritious foods.
In‘:{ Want To Know," over half the respondents expressed an s

unders;aﬁddng of the particular problem being addressed (nervousness),
. by *

‘

= but, gédn't clearly pnderstand how biofeedback, the technique discussed

;.9 )y . . e
' - iq;the insert, could cope with this condition. ,
of '
f The theme expressed in "Merit Award" was of a different nature
i
'than the other program inserts ./ The idea of the storyboard was to
¥

1ntroduce;the children fo.the idea of a Merit Award that they or
3” _someone they know might win. When asked "Could you win a Merit

) Award?" 34% of the respondents said yes, 6% said no, and 60% said -
E T

they. didn't know ' ' ‘ .

, The Standard Open consistéd qf the POWERHOUSg theme "song and
L " a series of.slides illustrating the concept of children comgng to-
gether at a-clubhouse to form a group. The major focus of this
evaluation was to test the opening's ability to identify the program
(98% of the respondeénts correctly.named the show), the nature of the
P@ﬁkRHOUSE‘(GO% were able te identify the tocus of the show'as a
community-center) and the appeal of the'song (rated 3.91 out of-a
4 . poss1b1e five on the Lifrt Scale). 3
‘ An under1y1ng theme of POWERHOUSE 1is that every 1nd1v1dua1 . -
has a store of resourcéscwithin his/herself. This is expressed in
. the theme song'as "having a POWFRHOUSE deep down inside." When
asked ,what that phrase meant 627 of the children gave self-’

d1rected responses, such as -"energy deep 1ns1de you," "you can

+

~ . . N ‘ —83— " . 3
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be.your own self" and "you have.a lot of pewer in your ideas ™

d. Commitment to Viewing S b L
Respondents were asked, "If'(insert name) were a regu]ar
hee
part of a te]ev1s1on show, do you th1nk you would watgch it?" poL e
¢ - ~ .
’ TABLE 5.
- / Comm‘itment io Regular V1ew1ng .
Insert Name WOu1d You Watch It “ RN
1 Yes May Be Mot AtAl 7 '
I Want To Know 249, a0% 3%
— Powerfoods - B4k . 59% 7% o .
Ask, Answer, Act 31% 55% 14%
* Think Before You Act 38% 50% 2%
£ Tp1s type of ‘question was not asked for tne "Merit Award" a ind ..
"Dar1ng Don. "Ge]eba1ty Organ respondentsawere asked° "Would you -
| w -
like to see more."Celebrity Organ" commercials that show what other
parts of the body do?" Fifty-six percent said "yes," 39% said flaybe,"
" and 5% said "no." .
. ’ . ;.' Ce Ny - -
For the "Standard Open," two questions were-asked. "Would fyou’ -
L .
watch this TV show with friends?"” Seventy one percent sa1d Jyes.,. .
. sSecohd1y, "If you saw this as the standard qpen1ng of a’ TV show, do o
you think you would watch the rest of the show?" E1ghty two percent : '\:
<~ .
said "yes" and 18% said "no." - ’
L
. \ " >
Iy i . ) , ‘?
- - e. Ideas For Future Segments - . "
Storyboards were, in, genera], conceived. as part of a- ser1es
K-
“Celebrity Organ,“ for 1nstance was 1ntended to present segments . ' o
s o~ * ‘ L
2. <
f’ <
I R I
O -84~ N ' 4
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X featuring different parts’of the body. Ch11dren\were given p Tist -

from which they were asked to choose the two subJects they wou]d be
' s

-

"~ most 1nterested in seeing in the future ' The first choice was the

l

heart fo]]owed by the brain and musc]es

-
-

. ,
' Ideas for future "I Want To Know" segments were obtained from’

an open-ended " question aeking for topics they would 1ike to see dis-

o .o
-cussed. .The most frequent anstwers were:

A ]

. *what to do about problems w1th fr1ends, AR .
: " *getting a]ong, ' Sn
'how ‘te go ‘on a diet, keep s]1m get in shape;
*growing up; and

? Qé;} *health . .ot e o,

Chi]drén 1£ the "Th1nk Before You ACt" group were asked what kinds,
Vs \

of act1v1t1es require %hought before act1on Most CJted answers in

{.
¢ order-of frequency were:
p]ay1ng w1th fire/matches/buyning trash v o e L.
umping off high places; .
¢ *Taking drugs/drinking/smoking; .-
- . swfmm1ng/d1v1ng/sky diving; . . v

'h1k1ng, camping;’ - i ‘ ) '
*playing Wwith knives or qun;

o : 'dr1v1ng, . . . ' .
S *playing/using tools; -and.
. g ) *bike riding/racing
' . . . ’ AN
o Children's answers to "What other things might Daring Don dare

ce N . : Y.
to do" fell into four main categories as follows: '

" 29% Jump dnswers such as jymp of f bridge ) -
23%." Answers relating to any swimming activity . N
20% -Silly answers such as stick head in lion' s/bu]] s mouth or - ,

eat worms

L

28% Real possibilities for future segifents. Such. as:
y | ,
. 101
Q -85-
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A .
. LN . A . '\)./
b » « s ! ‘ R ¢

*Ride a bike on a busy street/fast; - ’ ' -
*Save a persori/animal; " 7 N

*Go somewhere déngerous (h1gh vo]fage) » .y .
*Run across/play in.street; . . :
*Skate on thin ﬁte/skateboard r

*Water ski; Tk

*Climb very high .in a tree; and < .
'Dr1ve a car without a license U e L >

‘ L

. “w . . o b

~f. Adult Analysis - Ce

| ’ RN

-~

Bpth'teecher énd researéhers provided comments on each of the - ( .

program inserts. A summary of their reagtions shows a genera]]y .

pos1t1ve Fee11ng gbout what they saw. Spec1f1c criticisms and

\j

~ 1

‘.
A4 ° - v t

" praises are §b%wn below. _ . -

.
Voo ' o .

1 Wamt To Know,- Al1-nine respondents felt itwas a viable - g

. idea. Particularly attractive elements were the concept of
haviny children ask questions about themselves and their con-

‘cerns, and encouraging vieWers to write in with their own- ideas.’

On the qeghé}ve side, it was fe]t‘that‘the idea of bi@feedback

was too §comp1i"ca°ted %or the lower'range of the target audience.

Two respondents’fe]t the message of the PPI was understbdd,‘
five‘said'it was nat, éﬁé two.were not sure. OQOther top%cs sug- .
ge;ted for futdre inserts in.this series were: sex imfgrmation,

péer pressure, astroﬁomy; nature, eccidents and illness, v ‘
chedtherapy, surgery, social behavior and drugs. o

Think Before You Act - All. %ight respondents thought the idea.

of the insert was-a’ good one. ~However,‘two respondents had

reservat10ns about the stunts performed 1n the sequence; they

fe]t that ch11dren might try to imitate some\g?ngerous tr1cks

AP i

B |

o
R .
- L
_86_ —
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Four of the respondents felt the "Th1nK’BeforihYou Act" m/;sage.

- -

was c]ear]y understood. Other subjects mentioked for future |

inserts were: the risk of f0110w1ng the Jlead of your peers,
-"

bicyc]é safety, e]ectr1c1ty, rEspect-for property and peop1e, and’

“traffic safety. _ , - ‘ g

+ /? '
Powerfopds - Eight of nine respondents ‘felt that a "Powerfoods"

‘feature would be interesting to chi1dren.. Al felt the'ihsert,

»

message was understeod. The use of humor was felt to be a good

way to get this topic acress. jgome other "Powerfoods" topics *

.. suggested were: care of the body, med1cat1on, smok1ng, tooth

>

decay, cooklng, vegeta(1an1sm snacks and grow1ng one's own

food. ’ x . .o ‘
| ; , @ ¢
Ask, Answer, Act - AN respondénts felt the insert idea was a

« -

,good one, and that ghe message was understood Some other

topics suggested were: *ee11nés, §@tt1ng a]ong w1th ﬁarents, 3

safety, drugs, a1coho],'se1f concépt and self contro] T

sy

Celebrity Organ - A1T eight respondeénts felt a ;haracterllike

-the Celebrity 5dﬂ§ was viable. Most thought the apgsarance and

manner oﬁkthe'animatéd figure was appealing. -, Two respondents

" thaught the lurigs were not realistic enough. Six respondents

.
>

. " B .
. felt the message was well understood, and noted bodily. res- ,)

ponses such d@s pulting up into dood posture, andjexaggerated
breath1ng ' ‘ o
Mer1t Award - A1l adult respondepts thought the idea of a merit,

award .was a v1ab1e one. The use of “"real® children as/rec1—
. .. . - » ] * .

pignts was cited as.an important aspect, and ways to involve

) N . . 4
100 -g- - .

A




. the~audience a$ much as possible were seen ag crugial to ;he
seghents' success. A1l but two respondents EE]t the award
should be tangib1e a cup, cert1f1cate medal or tee sh1rt
Seven respondents felt the ch11dren understood the purpose of
the merit award\as it was descr1bed in the slide/tape. Other
activitiés or ab111t1es tﬁat_were mentiqned as deserving of a
mérit award were: poetry, artwork, creative writing, sports

and community contributions. ‘

Daring Don - Nine of tne\eteven respondents thought a oharaoter
. like Daring Don was viable.- Attractive attributes Of the -
¢ character were his vulnerability and foolisfess. There was
A ‘ some concern that he might be too dumb or sfhp]e for the older
children i#'the ‘target age;rangel' A1l but two respondents
‘fe1t the message was well understood. -Other suggested "daring".
adventures were: wuse of alcohol and drugs; use of bjkes, *
skateboards, sleds, weapons;, sports and cheat1ng ' .

'

- Standard Open - Six of eleven respondents felt the segment

.. . \ (
.illustrated that the program will take place’ in an urban com-
‘ A munity center.~A11 but one felt the children moved in time
with the music, and otherwise indicated their enjoyment. AIT

- respondents felt the opdn was appropriate_forﬂthe age group,

////’/ﬂw'but‘on1y six -felt the key phrase, having a "POWERHOUSE deep -
/" %  down inside" was understood by the children, .
£ , ) .

.
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§. Lharacter Evaluation
1. * Method T i ‘ -, "

. . //
In order to asce:ta1n the target aud1ence S response to the

main characters, an add1t1ona1 measure of the1r percept1ons was

made, 1ndependent of the treatment eva1uat1on descr1bed in Section

\ .

II above i
1 7 ) o

A three to five page description of'each of the seven main S
characters was read 'to children in classrooms {n the five, geographic

\regiops. A picture of each of the characters-was taped to.the,
blackboard durtng°this reading. Ch11dren then rated the characters,

and responded to severa] other questions about them, i. e what do
AN 1]

xdh remember best about the characters, do you know anyone like the

[ ;
character, and what words-best describe the character. Lt
L “
“An adult ana]ysis (teachers and researchers) of the characters,
- ¥,
asked op1n1ons on the realism and appropriateness of the characters,

and also asked for suggestions for 1mprovement ~]
- . ~ . ) . b -_.’

- v
.

\ » « ~
-, - . . Y
2. Results , .

a. DemograghicS' T N &
.. - SR 4 . i
Seventy ‘boys and 72 Njrls between the ages of 8 and 12 responded !

to.questions about the characters. - Blacks, Qispanics and
. - . [} . *

P

., L J
Asians were included in the samp]e)//’ a :
. ! ’
b. Ratings '
‘ ;————Jl- . . ' e | \
Characters wére rated on a Likert Scale wheré a rating of five -

N o / . * !
M .
B
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Al

-

was "great" and a rating of one was "terrible.” 'The results are

’

shown in Table 6 below. . e~
. I TABLE 6 - )
g . ' Character Sketches \ <
Overall Rating of Character : .

. >
’ Jenni fer 4.22

o * Kevin 4.02 ~
. Brenda 3.86 ) \\\\\\»

, N 3.63
o Bizzy ©3.49
- < ,Lolgp - 3.39 -
? Bobby 3.29 .
P Highest Possible 5

c.  Adult Analysis

AT1 six teachers :and tourcof the five researchers fe]t.that
_the children got a goed sense of the characters from the sketches
that were read. One researcher thought the deve]opment of Detect1ve
‘Al 's character was coﬁfu51ng '

- A11 teachers and three'bf the five researchers -felt the mix of
characters -was realistic. Reservat1ons expressed were that the
character1sat10n of Al as a "tough cop but n1ce guy" and of Kev1n
as the—Black athletic star* seemed stereotypic. One~researcher~~

: - Co v B .
felt that there.should be more Black characters in an inner city

- community center. o

‘ . . N * . ’ ! "
. .-
A P ' .- S i.
C. Curriculum Review Board Review. of PPIs '
1. - Method LT )
The EFC‘staff fe]t the need for add1t1ona1 adult reict1on to
. \
¢ . . 1'—)'(‘ e
u
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[

- the proposed program inserts. Members of the Gurriculum Review Board

: ¢ : .
were asked to provide this infornfation. Scripts of five of the

. ~

seven PPIs that had been %ie]d tgsteﬁ ("Daring Don"-and ?Merit~Award"
werelﬁnzthe process of‘revis{on.) p1ﬁs twQ adﬁitiona] inserts that had /

been developed later were sent to the Board Members. These inserts

4 -
were: -

Growing Up - A young girl playing volleyball on the beach is

”

sel f-conscious about her'deve1opiqg body .

Play Your Body - A young man, "Body Sounder," plays his body.
- . . . 4

’

2. Results
£

In general, the CRB'S review of the five ffe1d\tqsted PPIS $up-

1

.'ported Ehg conc]usions gleened from the fie]d.testing.
' Messages,werélfe1tvto be appropritte for the térget age audience.
Two~Board Members thought that "Qg]e?rity Organ" and "Ask, AnsWer%,Agt“

were é 1ittle young for the target age. Thg-primary’messages we#e
c]ga} in{most‘céses. A{though reactions were genera]]y'positive;‘
there were criticisms. - They Eenebréd oﬁ the degree to which thé 7/
Board Members thought intended fiumor was 5ucqg§§fU1 (“Ask,(ﬁnswen,'.
Act,"” "Celebrity Organ”){ the need for a 1arger amount of ﬁsefu]
infbrmation ("8e1eb}ity Orgaé;)ﬁ and possibie ﬁ?s]eadiﬁg effects '
(“?owerfood;," "Think Before You Act"). \

On the two new QRlé, "Growing Up" was ‘considered effective in

presenting the'issue of puberty and the deye1opment of the female

L) " ¢
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body. Mike Lenigan's (Director Youth ServiEes, Red Cross)
. -~ R 2
’ illustrative of ‘the general concensus about ”Gnowing Up:*
- It bresents (the). real situation of discomfort and physical
. e, change in a possiblessetting w1th which we can all identify.
##[ts natwrgl for a girl to look for advice from (an) alder
youth . »
, * "PlaysYour Body" on the otﬁer hand, was not considered messade
s .1adenf"“I don't know" was the most frequent response from CRB b
~ e .
. members responding to the question requesting theiy conception of
. * A ' ‘ [ .
the primary message.
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PRINT MATERIALS
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. - . . .8 -
Part of the process of getting cht]d(@n active]y involved in
PONERHOUSE wgs the des1gn of print materials that reinforce and
expand the content in the PONERHOUSE television series. The Agency
_ for Instructional Television was re§ponsib1e for the qevelopment of.
the materials. Two different guiaes,were ptepared for evaluation.
A brief ‘description of each is provided bé]oﬁt
; 1. The "POWERHOUSE Activity éook“ was a spiral bound booklet
of twelve short art1c1es and puzz]es ﬁqr children.” Included

were:

'Harry Houdini - Master'of Magic - Houdini uses care and
planning before doing his  dangerous feats.

At 2 Y

*Snack Search - A word find puzz]e of nutritious snacks.

*The Windmill - An exercise to: do while you're watch1ng
V. ! ’ - «<://7

\ _
*The Case of the Arduous\Alibi - Follow the clues to solve
the .mystery.. Thg clues 1nvolve .physical exercise. R

*Do These Things and 906'11 Be Past Tense - Relaxation
tips and a fill-in-the blanks quiz.

*Getting Around with You - _ Power - B19yt]e safety. 1nforma-
tion and check Tist. .

N~ 4

*Graham Cracker - The Galloping Gastronome - what to look
for ot food labels, and a chicken soup, recipe.

*Bet You Didn't Know - Facts about the body, -a multiple
choice qu1z i . N

*One Breath at a TJme -A breath1ng exercise.

*Exercise Your Choice - How to des1gn and chart a fun
fitness program.

*Hop Skip and Jump to Hea]th - Jump rope technique and

games. .
_ .




*Going Bananas - Banana facts and recipes

2. (Eight articles directed toward adu]ts were included in
"POWERHOUSE for Parents !
" *Fiben, Food and Fitness.- why fiber is 1mportant in the
A diet. Recipes included.
*Learning to Choose "Power" Foods ‘- Nutritious snack ideas
. that chi1dren Tike.
*Never Take a Fat Chance - Facts about body fat; and some
- ~ Tow fat; rec1pes N ..
*Healing Life's Hurts - Th1ngs that children find stress-
ful and some tips on dealing with their anxiety.
~Take a Step Towards F1tness - Wa1k1ng for fun and good
héalth. :
\ y ]
"T1nker1ng - IntErest1ng uses for discarded 1tems
, é
. *Who's in Charge,- A story about a mother, ch11dren and
d1etkng .
*BOWERHOUSE Quiz - A “know]edge of wellness" test.
'3‘- . s ’ '
Method &

o

.@l

A rough draft of both the parent and-child book]et was d1str1buted

to a nat1onw1de sample wh1ch 1nc1uded 50 ch11dren and 31 parents in~

the Washington, D.C. Tetro area; Ok]ahoma C1ty, Ok]ahoma, Uafayette,

Ind1ana,

Oakland, Cdlifornia; SeattTe wash1ngton, and Char1eston,<

West Virginia. Responqents were selected from neighborheod groups b}

days.

g .

., ’ R
.tﬁé;regibna] evaluators, and.given the booklet to take home for four

| The booklets briefly described POWERHOUSE and .asked that the

®, .,
111~
7 A N

-
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respondent 1ook through q11~the articles and do the activities that : .
yﬁterested him or her. They were then asked to fill out a short

questionnaire at the end of each article-they read. The children's

questionngire asked whether. the article/activity had, been feadf what .

had beeB learned and whether it was interesting. The child's interest

rating was optained on gus-po?Nt "Smiley the"’Like}t‘Sca1e similar

to that used in the f%eg}meht and storyboard evaluation. < ‘

[ ]

The parents Were asked whether eaéh'artic]e read contained,

new information, whether they agreed with the information presented,
N . &

and were they likelysto use the information in their daily lives. A

° &

namerical Likert Scale was provided for the adiNt's qualitative

pY 4
rating. . 1/1\ | o
2. Results T ' \ ] ®
. . - " ' ) *
. a. Demographics ) ’ . .
—v % ) \‘
The fifty respondents to the children's questionnaire were evenly o
divided by sex. There were eighteen 8/9 year olds, twenty-six 10/11 |
\
year'olds and’six 12 year olds in the s&mpl:; The thirty-one reg- DY
. . . ’ - . ——
‘pondents to the adult questionnaire were. all” female,parents pith ¢ . NG
children in the target age ranée. o <
b, Ratings ; . )
In'general, the articles_were rated more highly by the younger
children in the‘sagg]e. However, thereawas general agreement across
sex and age as to the most and least we]]-]iked\artipﬁes. The two - '
. ) ” 3
N
£ 14 .
SRS § S R .
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favorites were "Snack Search," ‘a. word search puzzle, and "Bet You

-~

Didn® t.Know," a health facts quiz. "Graham Cracker " which showed

children how to read, Tabels and make their own chicken soup, received

an extremely low rating.

c. Completion Rate

Although ydungeh,chi]dren were more 1ihe1y to report‘favpréb]e
ettitudes toward the articles, the older chitdren were mohe‘like1y to
comglete them. With the exgeption of "Graham Cracker" (37.5% completed |
activ%ty), the artic]es were comp]eted by virjua]]y all the twelve
yean‘o]ds. Completion rate for 8/9 year o]ds\was between 55.5%, for
“Exercise Your Cho1ce which was one of the 1ast art1c1es, nd'95.5% ‘ -
for ™Houdini" whichewas the first gft;éle and "Bet You D¥dn't Know" g
Which<had ; 100% completion rate among 8/9 year o:Ls._ Although there
is a definite trend toward fewer completions in the 1atter part of
the’ booklet 'articles’of real interest do very well. CA

The most’11ke1y 1nterpretat1on of these data ‘may be that the

) themes were too 1mmature for the older ch11dren wh11e the reading

¥

Jeve1 and complexity of 1nstruct1ons were a source of d1ff1cu1ty‘for

the younger ohes: | \ . i .
The mpst highly rated perent materiqls weré'lhose that, in the ’

parent‘s perception provtded some new information. The highest ranked

of all was "Food, Fiber and Fitness," which talked about the 1moortance o

of fiber»in the diet, The lowest rated was a story called "Who's in

Charge," This story had a style that many respondents. found irritating.
' ~ ’
i . e

1ra %
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a

It seemed to ramble on to no conclusion and contained a number of
unacceptable banalities: i.e., ﬁfat dad, fat lad" referring to an
overweight child's overeating problem; "It's not what I can do, but

~ what you can do" (about obesity), and "...when your teeth®fall out

b

* -

in the pr1me of your life -~ all because you failed to- pract1ce good

denta] hyg1ene in your youth -~ you 11 remember the w1se words of

-

/

(Mom) ' . .

A1though the recipes irfTudeq were well received (most respon-
dents sa1d that they were 1nterested in trying them), the data show
‘thgt the mater1als were perceived as lacking in new information.and

- applicability to everyday life. -




11

SECTION V

PARENTS AND YOUTH
LEADERS ON SEX
. EDUCATION
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During the second Cyfriculum Review Board meeting in February,

1980, the subject of Z7§ educatian arose as an issue in need of (

reso]ution APS was asked to deve]ob a quest%onnaire that would

ggrner'aata about “gatekeepers" attitudes toward the 1nc1us1on of

. <

sex education 1n a program Tike POWERHOUSE, as well as the.kinds of

topics {hey would find usefu] and acceptab]e in such a program. For

" the purpose of,th1s_study, sexuality was defined as follows:

The development of the body during pre-adolescence, certain

aspects of repgyroduction and the re]at1onsh1p between people ™

_» Of the same séx and the opposite sex in.the deve]opment of
attitude toward human relationships. -

;. o oy

-

1. Metod - . .
3
Regpondents were given a questionnaf¥e in which thay were asked

. 3 \ e 3
whe ~they felt sexuality should be treated on any 1evel in a com-

.prehensive health series like POWERHOUSE. If they felt it should not,

they were asked to explain their reasons. If they replied “yes" or

"ves, with reservations" further questions on the types of information

\, . .
they felt were needed and appropriate'wgﬁe/asked. Space for any

additional comments was provided.- R
2, Results _ . - v

- 7%1’ - A ‘-\\ 0
‘ ] ‘ ;,’«? .

Y. - -

-

The questionnaire was developed and aqminfgzered to a groub of.
. e ‘e

_ thirty-eight adults. Most were parents of target-age children: In

éddition, twelve were teachers, three clergy, two church vo1unteers,

s 110

”




. X ‘ ; . )
two membership ~graup leaders and the.remainder schoo] emp]oyees in

some capac1ty, i.e., counselors, coaches, 11brar1ans etc. Respondents

i were 1ocated 1n the eastern, soﬁthern and western portions of the
United States. o ‘ '
A]k but one respondent felt that sexua11ty should be treated

™~ on some, level -~ but two th1rds of them had some reservations.

Respondents were first given a set of n1ne quest1ons fked by
5 I
. 12 year o]ds during’earlier research and asked to rank each as a

o

possible POWERHOUSE topic. Most of them supported agstraight tacts‘
approach (i.e. Why am’'l so moody? - Who do I ask about sex? -- Why
“do girls grow up’faster than boys?). But, wﬁen any of the quest1ons
approached mo¢a11ty or values deve]opment 1ess support was evident
(i.e+ Is eleven too young to make out? -- How far shou]d I-go [w1tn
-sexual exper1mentat1on]7)- T ;i ‘ !
A Jun1or h1gh schoo]~counse10r Wwas the one re;pondent who T 1t

that sexua11ty should not, be treated_ at a]i in POWERHOUSE H
appeared more concerned w1th qge precedent that wou]d be set rather
tANTWith the issue of POWERHOUSE prov1d1ng 1nformatlon " Q§It is
- the homosexuaJs, the *kee sex and abort1on advocates, and the “Unisex

. segments of the popu]at1on WHo use every opportun1ty presented by
s any opefi door (that is the reason for my oppos1t1on) o
S ~ ATl of the others;ﬂqn an open ended question, provided fheir

ey N .

op1n1ons on what they fe]t were the pressing 1nformat1on needs of theu

¥

»

target age popu]at1on Aga1n, issues that involved conveying informa-
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tion, rather than deve1op1ng vqgues, were predom ant. .

-

>

. BN
When asked what sbec1f1c questions 1nvo1v1ng growth and develop-

1

ment target age chileren would 1ike answeréd, mosthofathé respondents

- \ g - » . 3 i y - i
in favor of the’ inclusion of some sex education made syggestions

4

©

- such as: o N A

Information on puberty and bodily changés
-Process of birth ,
Emotionalygsgi€hological changes -

Anatomy and bod®y functions

1.

2.

3.,

4’
. Non-sexual love % .
. gontraception ‘* T

F1na11y, an "other comments” soLyE?tat1on resu]ted in thirteen

~

N

s €

homprehens1ve and varTed responses, 1nc1udfﬁ§' . o - .
The kids don't need sex 1nformat1on dr111ed into them use-
. lessly, what they do need is factual frank 1nformat1on in
J moderate doses‘ : . . .
.t b3 \/-r L3 - ..
1 TV can probab]y address this issue; -however, the tohd W
should not be judgmental or clinical. The subject “needs -
to be treated with sens1t1v1ty and taste - .

.I.sincerely hope that PONERHOUSE 1nc1udes*t is information

\tbut I suspect that it will he the object.of, heatéd controversy, "™

ESPECIALLY..in West Virginia. The idea that sex.is a perfectly
natural thing and that kids have a lot of sound" quest1ons

that need-straightforward answers is a“rea} prob]émato most
peop]e here 2 - T

4 .

The' quest16n "How far should I go?" (w1th sexua1 exper1men-
tation) presupposes that sexual activity is accepted as
.morally OK. While+I believe we need to--face facts-I think
_many parents would consider thTs an 1nfn1ngement over their .
r1ghts . .

.,(\ .ﬂ

. Though sma]] in number and above averaoe %naieve1 of educa%ioh,
the: respondents seemed to represent'the range_ of opinfon on the issue

of sex education. It appeared that ‘the consensus opinion about the

! . 4 \ Yo T N

>
4 4 4

3

(@)




a . -
teaching of morals and values is the more volatile issye than the y

. )
straight facts approach. Nonetheless, the one"opinioq completely .
a@éinst sex education voices a position-that may Be held by a larger

proportion than 1/38th of the popé?ation. A sma]],,well.educatéﬁ sam-

-+ ple may'fepreséht "gatekeepers,” but the possibilify that the hegt

of this, issue may be “felt more strongly among the less educated

< -

?

A s, . ] .
segments of the population was seen.as an impoftant factor in planning

the production-of POWERHOUSE.

2
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A nationwide sample of nearly 500 was surveyed to measure the

~—

aphea] and instrugtional .attributes. of the pi1ot‘grama and .eleven
PPIs (two additional PPIs were added after completion of .the story-

board and CRB evaluations). .Because specif%c program ideas had
1 . : '

atready Been tésted in the treatment and‘storyboard evaluations,

the main purpose of the pilpt study was'to proviﬁe information that

‘ - J e R @ .
would help 1"makgng decisions concerning,future programs, in .order

" to maximize the appeal and instructional value of the series.

- -

summer camps and youth groups.

5

1. Method

¢ a. Site Selection’ T w

.Se]ection of five testing'éreés for. the National Survey was

made on the basis of geographftc diversity.and access to the population ‘

of 8-12 year olds of varying socioeconomic backgrounds “Tests sites

2

1nc1uded centra] Ind1ana, San Franc1sco/0ak1and Ca11forn1a Washing-

o

tog D.C. metro area, Ok]ahoma City, Ok]ahoma and the Char]eston, )
A

v

West V1rg1n1a area. . : . ™

Data co1]ectionswas scheduled for the weék of July 7¢ Because

this was after the c1ose of the school yéar, s1te selection w1th1n

4

geographic areas was determxned largely by the 1ocat1on of cooperating

L

b. Sample Selection '~ S : ‘ '

i ‘ -

In order to-obtain the natioqal sample, it was necessary,to”

-

obtain the support of Teaders of major national youth §roups. A°




~

t

" general actéptance of POWERHOUSE by youth organﬁzatidns on the

s 122 . 4

. . X -
. . » —cen
h L4 Pt C~ :

nat1ona1 Tevel was fe]t to be 1mportant 1n ga1n1ng the Cooperation N\

<

“of local XS“th groups 1n assemb11ng children for the pilot test Y

On May‘15 1980, APS fet w1th New York City based 1eaders of

“r

Girls Scouts, Boys C]ubs, YMCA-and Girls C]ubs. The fo]jow1ng week,

a meeting was arranged with Nashlngton D.C. representat1ves of 4- H - 3

“and the Red Cross. Most of these groups yere aware of the PONERHOUSE" B

:

project and‘sgpported the eva1uat1on effort by prov1d1ng names\ of /v .

Tocal leaders _in the se]ected test s1tes, and wr1t1ng Tetters to .

,them encourag1ng the1r part1c1pat1on . . . o *

2 L 4

These local leaders w then contacted by phone and sent a
y ) ‘ .
PONERHOUSE fact sheet. A]] were 1nterested in participating. The

. ,dec1s1on whether or not to work thh a group was made on the”basis »

of ma1nta1n1ng d1yers1ty of soc1oecenom1c status ahd of availability

13

of sufficient numbers of target aged ch11dren during the data co]]ec— ‘
.tion period. ™ ' L o
N ~ @ A . . i P .
' After initial telephone codtact was madi, regional eva1uators ) a

“Wisited the sites in order to determine if thegsize and location

- - . .
°

» ~ @ .
were adequate for testing purposes. Arrangements,fpr data and time -

°

of testing were:then finadized. ,
Th?\major'exception of this‘procedure took place in the 0K1 ahoma

Cityfarea.‘ The régional evaluator there warked directﬁ& with local

contacts and families of Nattve American and Hispanie ehildren in

obtaining the-samb]e for that region. A Native American herself, ° &L

. y
. - . -
6

.
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she felt this to be the most successful way to approach the Native

~ . L

American group in particular.

4

2.. Instrument Design ’ . .

s The measures designed to collect data about the POWERHOUSE pitot

program included reported measures in which the respondent was asked

to report attitude toward and understanding of the program, and

T .
observed measures used to augment and clarify reported measures.

°

The reported measures used were:
—~/ .

Appeal and Comprehension Questionnaire - This instrument was developed
Ed . (a:

in consultation with EFC staff. Its main purposes were: -

1. To determine the extent to which children understood the
primary learnings of the drama and the program inserts.

2. To determine the extent to which children might change
their attitude regarding risk taking behavior as a
result of watchigg the pilot. .
< ) - 3. To determine appeal and sa11ence of primary and secondary

characters in-the drama.

4. To measure the relative interest in a number of heaTth \\\

‘ ‘topics planned for future shows.
N 5. To measure the overall appeai of the drama énd program
) *‘\\9\\ ,inserts.

Because of the number of PPIs to be evaluated, two versions of
the questionnaire were developed. . The first part of both questionnaires
contained a combination of multiple choice,'true/fa1se, short angwer

open-ended questions and a five-point "smiley face" Likert Scale on .

; B | «

i -10edley




t “ » bl
the'.drama. The second wart of the questionnaires varied according to
‘“/ ‘ which PP}s respondents got to see. Version I, given to approximately
half of the respondents corresponded to the videdtape showing the

following six PPIs: =~
~J§
Version I ) .

Frontiers of Science - A boy is shown how biofeedback can help
¢ him relax ;
Accident of the Week - Hidden dangers exist in swimming areas.
An amusing illustration of these pitfalls is made by the lead-
ing character

Boys Talk ABout How to Get Girls to Like Them - Excerpts from -
interviews with teen-aged boys and g1rl;/ Emphasis is on regard-
ing members of the opp051te4sex as people, with feelings and
thoughts s1m11ar to one's own.

Celebrity Organ - A cartoon character (remarkably Tike Fon21e in
"Happy.Days") gives tips on tare of the- 1ungs

The Sugar Connection - Cartoon adventure story in which sugar,
The Horr1b1e Hostess, is zapped by the good guys.

Stunt Drivers - Profess1ona1 stunt drivers show the p1ann1ng and
safety measures that go into the1r work. , .

r\ N , ,\
& : The second version contained -the following PPIs:

. < ~

Version IT : o«
Accident of the Week . - s

Frontiers of Science Vo

Body Sounder - An upbeat, rhythmic piece in which a ydung man makes
music by tap1ng‘nls/gﬁest, cheeks, and so on. Others join in. )

PONERHOUSE Achievement Award - Award winning student radio broad-
casters are shown at work. .

Playing Voll2yball on the Beach - Young girl learns adjustment
. to growing up by consulting someone a little older.

The Ventriloquist - An ;ﬁﬁsing illustration of how to be ahgood

o~

L)
.

o-~ N 12‘1
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patient: ask quest1ons, provide complete information, and
follow the doctor's "instructions. s

_Powerfoods - A young boy shows a tougﬂiﬂg;orcyﬁle gang the
: advantages of nutritio%:;:nacks.

at

"Afcident of the Week" “d "Frontiers of Sciente" were included

~in both versions so that the first PPI could serve as a baseline for

comparison and so tha% the ré;bbndents cou1d have én opportunity to

(A practitce the proceﬁure on one PbI without affectﬁng its rating. :
The quest1onna1re was pre-tested on a group of ch11dren from

the Metro wash1ngton DC area. . . \\

Focus Interview - A small group ‘interview was designed in order to

T

ob?ain in-depth information on attitudes toward POWERHOUSE and its
. - characters. Vo{unteers were askéd for at the end of the written
evaluation pértion in @ se]sctéa\humpe} of test sites (ten interviews
per region). Five.children per group_ﬂsre %elected S0 as to provide
a represehtation of Sex, age and ethnicity. Interviewees we;e askgd'
how they felt about the program and what, if anything, they would ~ C
changé Information abdut appea] of the characters was gathered, as

’

we]] as information about TV v1ew1ng habits.

L.

The observed measures used were:

Attention Profile - Two observers are responsible for recording the

eye direction (toward or away from thé television set) of ten viewers

per group. Before screening, each observer selects five viewers, then
at alternating ten second intervals, the observer records the, eye

direction of the five selected viewers. The final output of this
L. . » ' T -

'
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™! *
o > r

measure is an attention line graph by scene. It illustrates the
segments of the program that céeture or flose the attention of the

viewers. . .

Researchqg;iézroup Report - ‘In addition to providing demographic

. data, this report allows the researcher to give anecdotal information

| I . .
ahout the evaluation procedure, interesting reactions to particular

scenes in the drama, andﬁgenera] groub reaction to each of th program

inserts. ’ R
. o

X

3. Evaluation Managément

Two evaluators were present at each testing session. One intro-

°

duced the program, emphasizing to the children the real ?ﬁlerest that

.

the, program producers had in Tearning their honest re&bfion to the:

.pilot. MeanwhiTe, the oth%r evaluator set up the tape, gathered

demographic data and distributed questionnaires. The written demo-

-

graphic portion of the que§tionﬂaire and the pre-test were then '

administered. Each pre-té;t question was read aloud by the evaluator.
The}drama was shown, dur?ng which time éhe atteqtion measure

was takep by the'eva1uato}s. After viewing the dﬁama, children were

asked to respond to questions about it. The evaluator read aloud

eash post-test queétion, allowing time between them for completing

»
-

the answer. .

The PPIs were shown next. Ten seconds of blank tape were left

between each bPI to ieave time for making the Likert Scale rating

/.

.

>

. ‘.) n '
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immediaté]y after viewing the inseft. The remainder.of the PPI'por- y
tion of the questionnéire was theqﬁread to the children. -

At the end of the testing session, volunteers for Focys,Inter-
views were requested. In-some instances, thesé interviews were done

in another room during the administration of the PPI portion of the

questionnaire.

L

N

4, Results Drama

a. Demographics
S1ightly more than half of ‘the respondents were male (53%).
Sixty-nine percent were White, 21% were Black with the remainder

either Native American or Hispanic.” Within the eight to twelve age -

_range, 23% were eight, 22% nine, 25% ten, 18% eleven and 10% twelve.  *

The table below illustrates the regional demographics.

. TABLE 7 -
Regional Demographics .
Washington, D.C. 96 19
Charleston, W. Va. 118 - 24
Oakland, Ca. 89 18
. Lafayette, In. 158 32 .
Oklahoma City, Ok. - 3 . 7

b. Ratings

A five point Likert Scalefwas used to determine how well the'
children liked the action-advelture story.” Fifty-six percent said

it was great, 25% rated it good, 13% said it was ok, 4% and 3% A

c e 10427

~




A\Yrqted it bad or terrible, respectively.. The overall point score was
4;29 out of a possible 5. There were no,significant differences in

answers due to race, age or sex. The end was named the best part of

the story (65%). Forty percent said no part of the story was boring.

Fourteen percent: said the beginning was most boring.

It was a]§0 apparent ffbm the high LikertsScale ratings that
the action-adventure. format holds a 19t of appea]z}or the target
age'chi]é. Clearly, the fo;%at str{kes a respbnsive cord ang holds
the viewer throhgh.the entire program.

>

c. Series Theme ~ ' , ' - \

Two areas wére.seen as especially importani in evaluating the
effectiveness 6f «the series theme; 'the'perceptiﬁn of the POWERHOUSE
kids as a positive close knit group and the ability Sf the proéram
in commqnicatiné the concept of being a POWERHOUSE as arperéonal
goal. )

fhe respondents were asked why the.PONERHOUSE kids 1iked being
toqgther. Responges.show a clear understanding of the group as
friends who enjoy working,thavihg f“”,ﬂﬂf selving prob]ems‘togethgr.

Over 70% of the responses were in this vein. Apparently,’aégbite
: A

differences in age, sex and race, the POWERHOUSE kids form a group - :

that- is perceived as natural .and realistic.
N P4

After viewing the program ifSerts, as well as the drama,

children were asked severat questions ébout being a POWERHOUSE.




T

~ ' .
: -
Seventy.point five percent of all respondents replied yes to the

_ question, "Would you like to be a POWERHOUSE." Further when asked "Do

you think you are a POWERHOUSE," 59% of the ansWer§ were affirmative.
The kinds of things cited as "making you a POWERHOUSE" (an dpen-ended
question) were mainly eating good foods aﬁq eiercising, but one of
‘the most frequent responses was "I don'"t\know." The idea of what
makes a p?}§on a POWERHOUSE does not appear.to be well defined in tHe
minds of the respondents. | B |

Iberé‘may also be a gap in the taFget audience's understanding of
the POWERHOUSE concept. ‘Is POWERHOUSE a place or a state of being?

; - )
Aside from eating the-right foods,- how does one.get to be a POWERHOUSE?

. This issué is central to the development of the series. 6 If, the sum,
. / +

.

' 7 A , . . .o .
total of eXposuré to all programs in the series is to be the recogni-

tion that "we al1 have a POWERHOUSE deep down inside," then that

overall concept must be communicated in each individual program. This

concept did not appear to be effectively communicated in the pilot. .

-

®
d. Characters
The appeal of the primary characters was measured in several ways.
First, a picture of the five POWERHOUSE kids was shown in the ques-

tionnaire bookTet;‘g§h11dren were asked to pibk their favorite

character. Bizzy was chosen mo}t‘often (34%), followed by Lolo (28%),"

Kevin (19%),. Bobby (14%) and Jennifer (62). There were clear sex

differences in choice of favorite character. Girls overwhelmingly

\
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T
chose a female character, Bizzy (54%),while boys chose Lolo (36%)
and Kevin (27%).
X

Children were also a%ked to rec¢all-the names df‘the POWERHOUSE

kids in the picture. The most remembered charactér was Boaby (49%),

.followed by Bizzy (57%), Lolo C30%),'Jénnifer (6%) yand Kevin (4%).

Bizzy and Lolo Were strong chafacters on both meésures. Part
of the reason may be that they p1a¥.centra] roles in the pilot-story.
However, they are clearly well liked. Resbondents were asked to
state why they 1iked a character best. Words most frequently used
for Bizzy were daring and funny; for Lo]ol smart, solved problems i
and funny. Kevin appeared as a charactér worth developing more.
Though he played.a reiative1y small ro]é'hrfhe pi]ot, he was rated\
highly, and de§cribed as smart, a leader and coo].‘ A]thoﬁgh Bobby
was most remembered, his appea]ﬂraéing was relatively low. Jennifer
was described as good and n{ce. She was ;ot particu]ér]y,memorab]e
by the majority of respondents, but she may be a good foil for the
other characters.

Of the secondary chacgc%ers, Brenda, the adult leader of
POWERHOUS@, was chosen as the favof%te (40% ovéra]], 63% by éir]s).
Al; the detective was the second favorite ;vgra11~(20%gf
the ‘first choice of the boys (41%);'f0110weé by Breﬁda (25%) and 1

He was
Keeno, the hood (19%). Keeno was the thira favorite overall,
followed by his pals, the fence's §irlfriend and the fence.
¢ I}

Unquestionably, the characters, both indiyiduaWIy'gﬁd as a

group are oné of the strongest attributes of POWERHOUSE.  Post

Ly

1 \l)) !
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Further, the overwhe1m1ng f1nd1ng that "the PONERHOUSE k1ds Tike
being together because they are frttnds," 111ustrates the visceral
‘1eve1 of acceptance of the group despiie the obvious disparjty
between t;em on\aTl levels (age, race&ﬂsex, etc.).' Both target age
.cht]dren aad adults identify in a pos?tive way with the characters.
In general, therefore, the conc]usionuts supported that the char- "~

* o
acters are well conceived and likeable.

g. Learnings
& e 3 T
There were several primary learnings to be conveyed. by the »

series’pilot. Each is provided below, foliowed by the eva1uation

L4
3

findings: ' ‘

’The decision to take a growth producing risk may require
some adult help and guidance.

The question that addressed this ledrning.was: "Aftar Bobby
‘was caught in the alley, what did Brenda do?" SixtyttWEéﬂ.lcént
responded with the preferred answe;tf"Sha helped thém to thiné
before taking changes." Only 5% and 16%, reépeetjve]y, said she
ignored or tunished them.™ Brenaa was seen as a he1ptu1,'qariag

figure, and an inference can be made that seeking adult assigtance

' \\\335 viewed as helpful and positjve Toe

s

*Before a risk’ is taken, one should stop, take adequate time ~
to think about it and consider possible consequences, and}
then decide whether the r1sk is worth it. -

A pre-post test question on risk tak1ng was askéd ‘before and

) M “' . - - t. . '

< , N ‘
13;
A
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viewing recogn1ttbn is h1gh and 1dent1f1cat1on by name is 1mpre551ve.
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. more ﬁikely to "take chances that are fun and exciting" than either

'v . ) ) ) o - * B
, L C é/ : T,
after viewing the drama. In the ‘pre-test, childrén were asked to check

one of Athe following (percent of.res.gonses for @ach of the choices Ais

. . A A, . 3
also shown): : » o S
Question: ,
You should take chances that are exciting o (259)
You should take chances after thinking« - : (59%)
You-should -not take chances, _ . {16%) . o
s - ' " h
. In the post-test, the alternatives were;\
The drama is about:- S .
‘ . ®
~ Quéstion: : r . )
Taking chances that are exciting " (8%) N
Taking chances after thinking - ; . (54%) | »
Should not take chances ' o 7%) -
How to catch Jewe1 thieves . -~ o (29%),

- -

Tn both pre and post-test s1tuat1ons,,"tak1ng chances after th1nk-

o~

P
ing" was the most frequent answer. However, the percentages of respon-"

. - . ‘ -
ses in this cateoory does not increase after viewing the drama . Further-

more, the post -test response receiving the second most frequent answer.

s "How to catch Jewe1 thieves." A«superf1c1a1 1nterpretat1on of the

story may be foremost'1n the respondents minds after vieéwing the p1lot

The only statistically s1gn1f1cant d1fference in responses due to socio-

econpmic factors, occurred in the post-test. "Other" m1nor3t1es were

. 2 :
» .. 4

"Whités or Blacks. N . e s el ‘

X

\
€ . .

*Taking risks always elements of persona) ga1n and 1oss,
and you cannot be blingéd by one or the other. , - N

.. A series of quest1ons allowed children to react to risk sftuations

sthey might encounter in their own lives. - Their response to the dagree

of risk they were willing to take were measured before and after viewing

~

XS] % : foog
10~ * . . "
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nqi appear to be a result of viewing the drama.

. .
- . \3
t

. « '@ 4
“
the drama. 'For each of fdur statements, children were asked to check \
ofie of these five choices: "I wpu1d not do that," "I would probably

not do that,“’"I don't know," "I .would probably do that," "I would do

that." &

-
/\

The work1ng hypothesis was, that Viewing the drama- wou]d cause

change from f1rm1y he]d "wou]d" or "would not" positions to "probab]y"

. positions, indicating a tendency to think before taking chances., This

did not occur. Learning to weigh the pros and cons of risk taking does

h 4

TABLE 8 ~—
. Pre-Post Test Change In Reaction To
' Risk Situations
Pre-post % of % 5robab1y %\ddﬁ't - % probably .
Change Quest1ons % would would know - not °  %not

. k
pre post pre post pre post pre post pre post

- -~

54% ‘keep a box without .

knowing contents 14 10 12 6 25 21 47 16 .32 48

42%  help a friend who
is in a lot.of 64- 53 19 21 10 15 2 4 6 7

trouble— . A [A
40% - stand uptoa , - \\\ . \
tough kid who 38 35 - 27 27 20 24 3 4 .11 10
'{s ‘picking on a _ : .
Tittle kid ' // ' P
7 - 1 g A - 3
" 38%  tell on someoéL' . SR t

eaﬁéhough he . .

or she has 500 49 24 . 19 17 20 3 3 7 10
threatened fo — T

g beat you up




-
\
- ) i
! ' .

« _In order to maxjmize learnings, a series-wide concern should be relevance.

To motivate the target audience in some direction, there must be some
. - ‘ ~ . >

tlear parallel between the story and events that might be occurring
in the child's life. This is d“bto say that fantasy‘cannot or should
not play a large part in the development of the story, but that some

sub-plot should be developed to reinforce the concept the program is
- , - ) /

‘ aiming to teach. ' o — Y :
‘ As aﬁ.ﬁllustration, tHe original script contained a sub-p ot'aBout
Bizzy<Erying out for a talent show. This is an‘idea.that children
of this age group can understand.. As a comparison, 68% of the children
; wh0’1istened to this story as a script treatment agreed that°®"the

Etory was mostly about §aking risks after thinking qboht what might

-

happen to you or others." (62% of the males$ 73% of the females.) ]/‘

»

Yet, upon seeing the completed program, without Bizzy's sub-story,
- N R Y

only 55% of the children agrégd that the point of the story was think-
ing before taking risks. While there are, no doubt, other’variab1és _

at Qg}k,here, the absencé of Bizzy's sub-plot could very conceivably -

. -

have had a negative effect upom the basic 1earﬁing.

Another technique thatJj#we been found to enhdnce learniny with

1 -

~ , 9~ . . s .
. this age group (see page 7 of the Writers' Notebook) is to state the

- 2
-

message directly in a number of ways. In the pilot program, the only
( time the T§§sage wds clearly stated was when Brenda toqk the k{ds
bdﬂk‘fo PQWERHOUSE after Bobby's, arrest. There,wa{ a brief reference
to a ﬁpTan“ by Bobby in the vigroutside Mi]]ie.anq’Alfs,'but this -«

wds not a direct statement like: ‘"we're taking a risk, we should e

think about what might happen.” It might also be worthwhile to

~ °

[} .
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, state the 1earniqgs at the outset,~maybe'as a subtitle (i.e. Chance
Alley or “"Taking Risks After Thinking"), or as a 1ighthea}ted, funny
.bi]]board: fhere is no reasoh fo-be subtle with this age group. If

the viewer knows what he or she is looking for, its so much easier

~to find it. ‘ \ T .
E ] . N
Finally, some aspects of the pilot program are inconsistent, \

particularly Bizzy's behavior. Although there is a process by which

the c6nseqyences_of risk tgkiné are evaluated, Bizzy, right up to

[

the end, does not learn the lesson. Even in the .epilogue she's tak-
ing foolish risks and rewarded for it. ,She's always caught just in -

time, is subject to no punishment, gives everyone a big-laugh and, .

.

almost as a bonus, is the centeyr of everyone's attention. Surely

>

this is an aspect ofoher behavior that makes her an appealing T

o

’ ! &
character, but there is a danger of overdoing it to the detriment
. fu -
of the learning. i -

f. Attention Measure "

’

©

The Attention Méasure, described in the Design of Instruments
Section, showed a high attention Tevel throughout most of the program. a
There were several scenes, notably a scend where the PON@RHOUSE kids

wait outside Millie and Al's Restaurant, and‘a\scgne inside Detecpive

Al's office, where the level of attenfion drops considerab]y.agigsse
»

¢
‘.

were regarded as areas where“editing could improve interest. -
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above average and 1s “included be]ow . ) )
! TABLE 9 - .
. Suggested ToE?EE_?_r POWERHOUSE
)
Subject r ’ % of Viewers #:
dating - 55 .
making friends . 55 - .
growing up. - Q&~ 53 ,
moving into a new neighborhood 51 -
the importance of practice . 50 .
family problems ° .47
- taking responsibilities ' 43
© @ competition . 42 . .
' being a boy ° 42 Y
L/ge’ctmg along with others - " 4]
- making decisions . K 40 . - \
drinking alcohol . 40 o . °
2 what to do in free time ) 39 S ’
having babies ~ 39
physical handicaps .39
being small for a?e 38
marriage and family life , 37 .
taking care of body .ot 37 N
. TR .
3 -
5. Results - PPIs
. 8 . .
a. Demographics )
v * PN . . . o ” ~ e
. Fifty-seven percent of the children who viewed Tape #1 were
male. Sixty-four percent of the respondents were White, 2¢% Black, ) -

\q é . . o
g. Ideas #or future programs :

N N ~

Children were asked to check the topics which théy would be very
“~

interested in séeing on future POWERHOUSE shows. The mean frequency

y
of se]ecgﬁon was 36.4%, therefore anything 37%or over was

and 14% either Nativemerican or Hispanics. Within the eight to

twelve age range} 28% were eight, 22% were nine, 23% were ten, 16%2e

yere’e1éVen andﬁTO%gﬂ?{e twelve. - ' ' . t
L 135 - .
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Of the children whe viewed Tape #2,-52% were male. Seventy-four
percent of the respondeneé were White, 19% were Black, and 7% either
Native American or Hispanfc. Within the 'target age range, 13% were °
gfight years old, 26%. were nine; 27% were ten, 21% were e1evep'and 9%.

.

were twelve s

b. Ratings
As a broup, the PPIs were ndt as enthusiastically received as
' ; .4
the drama. Only "Powerfoods," with a 4.8 rating oh the five point

scale, was considered "great” more often than the drama at 4,29,

Other high rated PPIs were "The Ventriloquist' at 4.1, "Stunt Drivers"

at 4 0 and "Ce]ebr1ty Organ" at 4.1.
Rat1ngs for the 1nserts 1n Tape 1 and Tape 2 are shown below.

T%BLEIO
Ratings dof Tape 1 PPIs .~

" In Descending Order Of Appeal
,

Rating on 5
Point Scale

Powerfoods o

Celebrity Organ

The Ventriloquist

Stunt Drivers

Accident of the Week

Accident of the Week

Body ‘Sounder '

Playing Volleyball on the Beach

The Sugar Conpection

Frontiers -of Science

Bpys Talk About How to Get G1r1s
to Like .Them

«Frontiers of Sciénce ~

PONERHOUSE Ach1evement Award

o

Ny

1]
W W W W W W S
NN DOO—I—-© -

www
SOV

Some of the: common e1ements of the four most successfu] PPIs

might be he]pfu]wto consider. As might be expecied, both "Powerfoods"
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and "Stunt Drivers" appeal ﬁoré to boys; ﬁi thi§ age, this is a more
difficult group to satisfy. The high ratings here may be largely
due to boys' enthuéiasm for "wheels." c
. Another factor to consider is the appeal that three of these PPIs
‘had for children on the yOUnchide of the target age range and the
fact that there were more young children in the éamﬁ]é. The median )
age of respondents was 10 years. "Powerfoods," "Stunt Drivers" and’
"Celebrity Organ" were ranked "gregt" most often by a child of the-
average age 9.8 yea;s; 'just lower than the median. "The Ventroloquist,"
on the other hand, was appealing td° the-10.14 year old, or just hjgher
than the median age. This ffﬁding j§_in keeping with the research
literature indicating fhat_théfyounger child's sense of humor is more ‘
responsive to animation and the older to sight gags and spoken hd;or
of the type used in J}he Ventriloguist."
In keeping with the discussion of age as a vakiabje we find that
1on1y ih}ee other PPIs appealed to older children: "Boys Talk About
How to Get Girls té Like Them" (]0.4 years); "Playing Vo]]exba]] on
the Beach" (10.5 years) and the "Achievement Award" (the highest at
Jo.é year§). The.reésons(fo} thé first two are obvious. The older

the.chi1d (male or female) the more likely they are to be interested

in PPIs that deal with sexuality i some way. The finding3

"Achievement Award" are a little more difficult to explain.

this result is supported®by the results shogn during testing o
"Achievement Award" -as a,storytbard. Then as now, the "Achievement
s . & ‘ % ° . N

Award," while not universa]}g%thé mogt°b6bu[ari’is the best liked

», PPL by the glder <hildren, particularly 12 year olds. This is

()v,: . “
- \ 1 (Y C)) -t " '
.? . N . °
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interesting because wheﬁ a]} scores are averéged together, "Ach}eve-
ment Award" is only surpassed by "Front{ers of Science" as the least
effective PPI on'rating, recall and message identification. Tﬁis
finding may indicate that the topic of.the particular "Achievement
Award" evaluated ip the national field test has more to do with its
“poor performance than with the ideg of an "Achievement Award" itself.

y o, —

-
<

c. Recall v

After viewing PPIs assigned to their condition, children were
given a list of-a11 e]gten PPI titles, both thoge they had seen and
those they hadn't. They were asked £0 place a check in front of each

%o title fhat they remembered seeing.

. The PPIs éhi]dren were most likely to remember were "Boys Talk
About How to Get Girls to Like Them" and "Stunt Drivers" on Tape 1
and.“P1aying Volleyball on the Beach® ;%d "Body Sounder" on Tape 2.
Once again, consistent interest in emerging sexuality is apparent.
"Body Sounder" ﬁerforms well on recall as well as appeal. The action-

~

. adventure in "Stunt Drivers" may account fer its memorability.

~ One interesting ffhding is that the "Acﬂjevement Award" is
remembered by over 90% of the Tape 2 respondents a1thbugh both(its
rating (3.6) is not spectacular ané'ité message identification (49%) /j
is very poor. One hypothesis ;é tHat the idea‘of'an "Ach}evement

Award" is more appealing than the particular group of award recipients

on the tested PPI.

-




d. Message Identification

A list of the main messages in the PPIs viewed was given with
a list.of the tit]es‘pfﬁa11 eleven PPIs. Children were askéd to
match each message to theléorrect title.

Except for "Accident of the Week" (86% message identification),
no PPI message was clearly ideqt;fied by the target group. This
mdy point to one of the mogt important omissions.id these PPIs.
There is a lack of ”producf" identification. Even }f the product
in question is an idea, it must be clear what.the'idea is supposed
to be. Liking and recall are not nearly as important as message
identification to a commercial advertiser. Even when the advertiser
is trying to sell an idea;’the viewer 'is 1e%t-with a clear conception
of that idea. when we look at the pa?ﬁicu]ar]y}]gw reports of N
message identification, "Frontiers of Science" (Z;%) an& "Achievement

Award" (49%p for example, we see this phenoménon cleanrly jllustrated.’

What is being sold in the former? Biofeedback? Relaxation? How

"about the latter? A radio‘show on health? Maybe.® Health and beauty

. oo \
tips? * Perhaps. . . . -
. - N .
"Accident of the Week" on the other hand has a clear message,

[4

"look before you leap." Another clear méssage was reported by
. . 4 *
viewers of "Body Sounder" =- Play your body. While the "Body

Sounder" message is not one of the most valuable, it is an attefition
b : .

'

§etting, fun piete.
>
. If, as future) PPIs are written, a clear three or four word

- 3
-p . ™

1 . ' ¢

-121-,

v
LN [N
Lt.

" : »




-~

message is stated before the PPI is developed, a good deal of viewer
s
confusion may be eliminated.
/
]

Researchers Group Report
The Group Report was designed to provide observed data on.

children's reactions.to both the drama and the PPIs. It also provided

—

some demographic data that was not obtained from the children's ques-

tionnaires, specifically, the researcher's estimation of the socio-

economic standing of th;/;ammunity in which the testing took place,

and the "environment" of the test site (urban, suburban, etc.) Des-

1

criptions. of the tést facilities themselves were also part of the

S
- ¢

report.

t

The reports”showed an even representation between working and
LY %

middle class communities, with one instancé of’'an upper middle class
- »
]

group. Environments included three urban, three rural, four suburban,

t

, four inner city and two small town lecations.  » .

Observation o} the children while viewing the drama’showéd a
generally high level of attention. One exéeptionfwas a West Virginia
' group that'hap just returned from swimming and was not ready to
switch gears to % quiet activity. . |

4 r
Children were quite responsive in their viewing. There were

overt expressions of tension during the scenes where the POWERHOUSE
kids were in danger, and there was considerable laughter at the

appropriate places (when Bizzy bites the thug's hand, when the thugs‘

.

» -




&

fall on their faces beEause the deor’knob'has beeg.1epsened, etc.).
There was ene group (Washington jnner city) which was not overt in
T its react%ons, although the th]dren did watch carefully.

Overall reported group reactions ﬁo the PPIs were categorized

as positive, negative or neutral. The results are shown below.

TABLE 11 °
Group Reaction to PPls

Name

|+
!

Neutral

Accident of the Week (both tapes) 8
Frontiers of Science (bofh.tapes) 5
Get Girls to'Like Me 2
Celebrity Organ 3
Valiant Vegetables . 1
Stunt Drivers 3
0
3
5
6
6

C

Achievement Award i
Volleyball“on the Beach
Ventriloquist

Body Sounder

Powerfoods .

COO—=W—W—MNAW
OO — NI W W W WA N

[y

The clearest results are the\uniformly positive response to

’"Body Sounderh and "Powerfoods." The response to "The Ventriloquist"

. S c ’ * - - - ‘ -
was also very positive. There were no positiye overt responses to

-

"Achievement Award" and only one to "Va11ant Vegetab]es "
Data from th1s measure reinforce those which were obtained from

4 1

\ N
the viewe:\huestionnaire.

7. Focus Interviews

The primary purpose of the Focus Intehviews was'to provide.
anecdota] 1nformat1on from ch11qren who viewed the p11ot program.

Each 1nterv1ew group of f1ve ch11dren was asked the word they




~ felt best described the show. Responses were uniformly positive
(gré%t, exciting, friends, scary, eté.). .
; When asked what one part of the show they would like to see
b changed, most ‘children replied "nothing." Other responses involved
minor rea?rangement of plot and, in two cases, a desire for a /

'

V4 .
character of the same sex as the respondent to.play a part that was
. L]
' found particularly appealing.
Respondents were also™ asked the first word that came to mind

in describing each character. Words were positive, except those . "

applying to the hood, Keeno (bad, careless, bossy), and some of the
words applying to Bobby (dumb, careless, he steals). A1l the descrip-

tors were "in chiracterl" ) ' "
. 'The most frequently cited characters in response to the q%estion

v

"Who is your first choice to play a main part in future shows?"
were Bizzy and Lolo, followed by Kevin and Brenda. Reaipns given

were along the lines of "I liked him/her," "funny,““exciting,“
.. o ) . . -
“smart."

Finally, respandents were very positive in their expression of .

interest in watching other:pgggrams ﬁnxjhe”POWERHOUSE series.
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A full-scale market-test wgs'conducted in Toledo, Ohﬁo: In‘
order to study\the pilot program's performaﬁce in a "real world"
environment, the program aiked on the public statioh (WGTE-TV) in
the market. Ohfreach activities planned for the series were also
conducted. A randomly se]ecpég sample of 1420<households were
called to determine: '

1. The effectiveness of the outreach activities

-

2. The potential audience willihgness to view
the pilgt. Lo
A school evaluation was also performed to determine if children,
asked to watch the brogram in their c1as§§s, would watch; R segoridary
'objective for the school evaluation was to determine if the availability

of print materials would facilitate wi]iingneSs to watch and,ynderstanding\\ .

of the purpgge of the program.

‘1. Method . , o : L
. o &

a. Sité Selection

Theﬁiity of To]edo was selectedy for two reasons? first,_ because ‘
the city' S demograph1cs close1y rg& gﬁt the demographic characteris-
"t1cs of the U. Si?popu]at1on and sgcond iache EduCat1ona1 F11m Center
has had a close worklgg re]at1onsh1p with the genera] manager of WGTE-

TV for a number of yéars - He was w1111ng ‘to coooeratq\gi\i:iii?_the L. .

program on four consecut1ve days.

The POWERHOUSE pilot -program was aired at the following times: N
. . .




. Thursday
Friday
Saturday
Sunday )

b

b: Sample Selection

(1)

Survez

P

Noyember 20 1980

- 7:30 p.m.. .
“November .21, 1980 - 3:30 p.m. -
quembeéjgz, 1980, - 9:30,a.m. *
Noveber 23, 1980 - 8:30 a.m. .
" N, Y -

L) »"

!
A total of 1420 househo]ds were random]y selected’ us1ng the ran-

dom digit d1a11ng techn1que

telephoning on Fr1day even1ng, November 21st

dver that weekend unt11 5: 00

Th1rty exper1enced 1nterv1ewers began

Telephoning cont1nued

<m. on Sunday, November 23rd.

: °(i) Schoo]s e L s ? 2
The s hoo]s«samp]e Wassselecteggby Ron Sako]a, the Phxs;,al Edu-

W .

cat1uu;sgredtor of To]edo s pub]rc scho Js. He se1ected tw0°schools

é,t‘,‘\q«,thjat‘"he c0ns1dér€35representat1Ve o? To]edo § population. H%rVard

a_l‘ﬁﬂﬁry 5choo1 and Martin Luther.King %ﬂenentary School. . Three

each schoo] wereyse1ected one’ each bf 4th 5th and 6th

¥

% ”a &Kg’“ o ™~ . . « .
gr‘ade.» - " 4o E’ "R
‘» ‘ - A "-‘tﬁ' 5:;4”*" x;‘ \)I \' - .
Pr1ng1pa1s of the%egschoo]s were»contacted and agreed to a]]ow ..

a POWERHOUSE researchernto enter eégp se]ecte@,c]assroom on Tbursday,
day of the f1rst a1r1ng on:§h ne1 30 A return visit the fo]]ow— .

:f;)Monday (November 24th) was agggkrequestéﬁ end approved On the

“first v1s1t egch student was g1ven§% note to take home stat1ng the ,‘

t1mes POWERHOUSE would be aired ang., §§kéﬁgah1m/her to watch one of the

3

four times. The note also included AEB'jteT one numbér so that
a, .
parents cou]d call to ver1fy the purpose %; ﬁa request. (No p s
. <)
2 . :
« Oy - B
145
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caf#ed.) Two classesof children, King's 4th grade and Harvard's
B hd s s ‘
6th grade werg also given print materials in draft form for their :

’

use. The samé questionniare was administered to both the “print"

and "no print" sample on the second visit. ) .
2. Instrument Design _ N
,\ a. Survey

Two different questionnaires were developed for the telephone

[

survéy. The first was designed for those respondent's who answered

"no" to the question: "Have you ever heard of POWERHOUSE?" The second

for "Xes" respondents to the same question. Obviously, this sorting
question separated those who had beeﬁ reached by the newspaser and s
radio ads and other outreach activities.from‘thBEe who héd not been7
reached. Thus; we are able to determine the reach of the advertisin
indépendent of viewing the program. A1l questions Were—§§grt answers.
“b. *“Schools L. s\\ o

.

One question was developed for the school version: Quest%ons

asked of those who viewed POWERHOUSE were similar to the telephone
survey instrument questions. In aéﬁifion, specific questions athf
PPI recall and message jdentification were also asked.

4 . \\ .

3. Evaluatjon Management

The telephone survey was ménaged by Dr. Rebecca Klemm, Assistant
Professor‘bf Business, Gg;;getown University. Dr. Klepm was present

on all 3 days. A1l calls were made from the Georgetown University

“Alumni House'using’the{r,ZO;té+ebhone bank. Interviewers were

s

. . e '1 4 ’;’ & s .
’ S | Y S v
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t

required to keypunch all data that they cof]eeted,aﬁﬁJsebMie cards to
Dr. Klemm by 5:00 4.m. on Sunday evening. |
’ “The schools resedrch was conducted and managed by Monica Dignam,
the principal investfgator. T
- N
Results

a. §gr¥gx
-~ \(1) Demographics g N X

Of the total sample of 1420 householdsl/ 62.3% of the first
responqents were female; 37.4% male. Eirst~respondent ages ranged -
froﬁ a low of 6 years to a high'of;96 years. The average age of’
the first reépondeht (i.e. the person who answered the phone) wes
38_years. Forty-five po1nt six percent of the househo]ds had at
least one child under sixteen living within. Thirtyeone point four
of them have at least one child between 8 and 12 year olds, our tar-
get range. The average number of ch11dren per household 1; 1.94,

Four hundred thirty nine 8-12 year o]ds were present in the 1420

househo]ds in the sample.

-—{2) Recall of?Outreach Activities
Qutreach activities deve]Pped by Contact Media, Inc. inciuded

the following: N )

P

pub11cat1o S:

- - Plagement é% print and advertisements in the following

~1/ Throughout this section "househo]ds" and "viewers" will be re- -
ferenced. The reader is reminded that a "household" normally con-
tains more than one individual. A viewer, on the other hand, re-
fers to an .«individual person within a particular household.

1.




»1

telephone respondents-the presort question° "Have you ever heard of

244

‘ﬁ

*Sunday, November 16th Toledo Blade

- — .
*Thursday - Sunday TV Tabs (supplement to the Blade
“*Thursday - Saturday daily edition of the Blade

¢

* *The CatholicvChronicle ®
Broedcast advertisements on the t01lowing stations:’
*WOHO - AM AN
*WLQR - FM

*WGTE - TV (the station airing POWERHOUSE in the market)

’ N
Community outreach efforts includinmg personal visits and/or

mailing series factsheets and broadcast information, to the
following groups oy

*Boys C]ubs
*Boy .Scouts

*Council of Churches , S ¥ ]
*4-H , ¢

*Girl Scouts "

*PTA ' LT //>

*Public Schools ¢

*YMCA ~ 7 ,

As discussed in the Instrument Design $ection above, an effort

to determine the,Qost effective outreach methods was made by asking

BF
A )

PO ERHOUSE?" This question was followed-up for "yes" respondents ~,
by the quest1on. "Do you remember where you heard of POWERHOUSE?"
Results show that all outreach activﬂties_yie1ded 17.2% recall of
the series title. This means that of the 1420 households 244 re-

~

cal)ed at least one element of the outreach activies. Of these
\ T v
24% of the households reported at 1east one viewer.

The table below illustrates the re1at1ve effect1veness of each

outreach element.
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/ TABLE 122 ¥ .

Comparison ot Reach and Viewersh{p
by ATl Qutreach Elements in Raw Numbers

. .
4 M e "
. \ N

‘ . Total AT 8-12
_Element Reach Viewers — - Viewers .
WLQR - FM 12 1 1
WOHO - AM 17 14 1 -
Sunday Blade 23 8 4
" Weekday Blade 79- 15 7
TV Tabs ’ 30 T 4
Channel 30 . .. 63 15 10-
Catholic Chranicle 4 ‘ ~1 1 7/'
School 2« - 4 3 - .
Membership . . - 7 .
) Organization 2 1 1
L N

) . . - v !
. - .

)
As this table illustrates, one of the most effective promotiona]

media was Channel 30. Oné 1nfe7€ﬁce that may be drawn from this f1nd—

ing is that regular v1ewers of Changel 30 are more 11ke1y to watch a

e

program carried over the station.

»

" It is apparent that advertiséaénts‘directed toward parents are
more effective in: pr1nt than either.broadcast advert1§ements or mem--

bersh1p group d1ssem1nat1on However,- it 1s also ce1ar that for what-

M

ever reason, parents were not effective as conduits of' 1anrmqt1on

‘about the program to their children. When those parents\who had been

q

2

= ‘ 1 (/'u’ . .
. - n *
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-availability of Channel .30 on the,home television.

/ ‘ . ) \ ) . ) - \
reached by any outreach element were asked if they told their chil-

dren to watcb, only 14% reported informing or encourag1ng their - »
ch11dren to-watch. when the rema1n1ng 86% of them were asked why, -

they d1d not inform their children of the ava11ab111ty of POWERHOUSE,

most said that they'd1d not know why“ they djdn't mention PONERHOUSE

to ttsir children. Other reasons were that they forgot, or don't
monitor their children's television viewing. ~ The remainder -varied -

between not a]]owing'television at all, conflicting plans and un-

- (3) ~Viewership
) ¢a)’ Survey '
'As'Tab1e 12 illystrates, 27% of the households that had heard

of POWERHOUSE through one or more of the outreach elements actually

-

: .tuned in on one of the four days the program was broadcast There

was at 1east one target .age child in 48% of these households. A

_ grand total of.107 indiv?dua1s, 4¥hging in age from 2 to 68 years

watched the program, 44 of themr were in the target age range.

€

The inverview schedule ca{led for a second respondent if either

- L -

“of the fdllowing conditions applied: - , .

. 1. there was an 8-12 year old- v1ewer available
the' household; orn~ .. W\"//

2. the first respondent was not a viéwer but a -
viewing househdld member was ava11ab1e ‘at the : ﬁ!
1 t1me of contactv L T

-

o This téchn1que a]]owed us to maximize responses from'actuaT view-

ers.' It also-allows us to compare responses of. 8 12 year o]ds with

L4 ﬂ

all other respondents for a se]ected group of quest1ons
4

.'v - ' s -
.',¢' . L

S e




Viewer respondents.were asked why they watch the program. Their

LY

responses are illustrated in Table 13 below. .

-

" $ABLE i3

N . . - -

- Why Viewers Watched POWERHOUSE .

-, 1n Raw’ Numbers L ¢
8-12 Year ATl

Reason 01d Viewers ' Viewers .
. heard through {
ye ’ +school , 10 11
) parents told me .5‘
to watch 8' 11
- ‘ nothing etse on 6 .25 .
] S e o %5 saw brinttad‘“ + 5 20
. friends to1dqme ,. s o

.- - to watch 3 8 .

3 ~

.

re reliable it would

:It the results of so small a sub ample

er. is a dial turner and selects

-

3 te1ev1s1on programs based upon the "1east objectionable" theory,‘the :

appear that, while the average vi

target age ch11d can be motivated by adu]ts (or adult contro11eo insti=

tutions) to at -least samp1e the program It is unfortunate that this

*

research also 1nd1cates that parents are not 11ke1y to exerc1se the1r )

influence (see discussion regard1ng outreach act1v1t1es d1rected ‘to-'

ward parents above) .. o - I y
. ] \

The "least objectionable” v1ew f1nds support in the v1ewer/respon-

v

-

dent's reply to the duestlon. ”Why d1d you watch POWERHOUSE?“ /Twenty-

R
.
~ ~ -
- . ) - .
.ot . ’ , ! . i
: . - N N
- A ) -1.5’) ) ' ) i
N . \ - to L RN . .
. ,

¥
—
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, .
five percent said "because, there wa§ nothing else on." Twenty per-
cent were motivated by a print ad. ﬁarents and. schools were equa]
at 11% qgg‘fr1ends were responsible “for v1ew1ng in 8% of the cases.

“ Nonetheless, it appears tpat the schools cangglso have an in-
fluence OQE;’the target ag§ child's television viewing.. If the sup-
pgrt for POWERHOUSE in the Toledo schools is indicative of the level
of support that can be expected on a nat{onal level, increased out-
reach activitiés in the schooi% may result in increased vié;ership.

0f the four broadta§t opportuniiibs, Thurgday at 7:30 p.m. was

preferred almost two to one over all other times. * This preference
LY

was constant for both categories of viewers exam1ned (target age

v1ewer and non- target age viewer). When asked the follow-up ques-,
N~

‘t1on: "Would there be a better time for you to watch POWERHOUSE?" .

most respondents.said "no." Of those who answered "yes" to this

question another prime time weekday evening was suggested.

N

(b) Schools ‘ .
0f the fwo conditions 75% of the print materia1‘recipients
- watched the program, 60% of the children that did not receive print
materials watchedfi &ot surprisingly, possession of print materials
enhanced viewing./ - ‘ ‘
As in theﬁsdrvey¥,schoo1'respondents in both conditions were
mbtg 1ike1y to watch th; prodgram on Thursday.evening,a]tboﬁgh they

were more likely to watch on Saturday morning than suryey respon- ,

dents.




In all other respects; the schoo]xvieWership results support the

s

. survey results. ! .
\ . & i Y N .
5. Program Content - 5
(a) Survey _

Three survey questions concerned program content. The first ,
asked‘"whaf‘uas the best part of the program?" Four alternatives®
were given: the story, the commercials (PPIs),-the kids in the show,

thefgrown-ups in the show. As in the national field test "the kids in
the show was" number one (37%). The story was a close second at 35%, / ’
.- followed by the adults, 13% and the commercia]s, 10%. /ﬂ
//f The second content quest1on concerned the message "What did
*POWERHOUSE teach you, about tak1ng r1sks7" Sixty perCent of the viewers '
" selected the alternative: "It's not OK to take risks because they
could be dangerous." Nineteen percene‘se1eEted: "It's OK to take risks
if you think of ways to do them safely." Twelve percent didn't remem-
ber and the remaining seven percent se]eeted "takino risks is fun:"
One qugstion clarified an issue that arose in the field test.
Did chiTdren understand that "we all have a Powerhouse deep down in-
s1de?"‘ The f1e1d test results indicated that that message may have
N been garbled. The survey results i]]ustrate that a c]ear majority
(67%) understand'that'everyone can be a Powerhouse.
(b) Schools .
Again, the schoo]s testing supported the Survey results in con-

tent area with some exceptions. School respondents were roughly

. B
equally divided between the risk alternatives: "It's not OK to take

1]

<




risks because they could be dangerous," and "It's 0K to take risks

if yoy th1Lk of ways to do them safely," 43% and 44% respect1ve1y

Possesstpn of print materials did not affect results on\this

tion. . | '

A{few additiognal content‘questions were asked in the schools

‘vers%on They dealt with recall of commerc1a1s (PPIs) and mess-

ages. Here possess1on of print materials pos1t1ve1y effected

bofh recall and message identificat}on. Table 14 below illustrates

tpeSe findings.

TABLE 14 —

Recall -and.Message Identifjcation
of PPIs in Percent

RS Print » No Print
PPIs ' Recall | Message Recall Message
Accident of the Week il 35 22 : 19 9
Celebrity Organ® . 60 38 21 27
- .Ask, Answer, Act ‘ 76 20 ° 46 9
© Body Sounder . 69 33 34 27
Grow Up 67 20 75 20

'Tab]e 15 provides data on Likert scale ratings and readership

of print materials by grade. . y

- [}
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TABLE 15

Print Ratings

6th Grade

Rank 4th Grade"
% %

Read Read

1. Nutrition Maze 4.83  (71) 4.75  (91)
2. Bonus Snacks 4.60 (71) 4.52 (86)
3. Puzzle , 4,75 §(71) 4,27 (82)
4. What's Up, Doc? .4.60 *(65). 13.83  (82)
5. Harry Houdini 4.09, (65) 4.26  (86),

" 6. Exercise Choice , 420 (71) 4.10 (73)
7. Arduous }1ibi 3.85  (53) 3.95 (86)
8. Bapanas 4.09 (65) , 3.94  (86)
" 9. Way to-Grow 4.08 . (71) 3.87 (82)
. 10. Power in Your Hduse 3.92  (71) 3.86 - (823
11. POWERHOUSE Reports 3.60°  (59) 3.78  (91)
12. Past Tense 3.8 (65) 3.70  (91)
) 13. Make Habits Work: 3.40  (53) 3.654 (91)

¢

Finally, two questions dealt with the children's perceptign of
the program's appropriateness for their age and a comparision of

POWERHOUSE to the following highly rated programs.

White Shadow
Tom & Jérry .
Brédy Bunch
World of Disney
Vegetable Soup
Little House

T

3.2. Contact
Happy Days
Charlie's Angels
Good Times

Big Blue Marble
M*A*S*H*

[3




L2l £
Eighty-stx percent of the respondents found POWERHOUSE age appro-
priate and rated POWERHOUSE equal to or better than‘a1J;shows to which
it was compared.

A1} children said they "Tiked" the show and would watch another

program in the series.

6. Conc]dsions
It appears that the bulk of-outreach activities should be
d1rected toward the child rather than his or. ﬁgr“barents,, The ma-
jority of parents do not seem to recommend tha he1r children watch
certain prog/ams even after they have heard "about the benefits of such
programm1ng. {o\he sure, many parents did not know why they didn't

tell their children about POWERHOUSE but the fact rema1ns that they

.

. did not. . ' - !

.

Membership groups are equally unre]iab]e In this study; both
membership groups and schools were given the same 1nformat1on at the
same tune, yet hardly anyone heard about the program from membersh1p
groups. Ten targef age children, one fourth of/these who watched,
heard through sthool. 6ther direct advertising to theitarge; age ’

child can be placed on "bubble gom" radio stations, The Weekly Reader,

Saturday morning or prime time'access_programs favored by the target
age child.
On distribution, it has been observed over the years that ch11-

dren associate “public” television with "educational" te]ev1s1on and

L57
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equate "educational" with b9r1ng. Except for the in-school gervice s
~ the Public Broadcast System has not' been effective ip appealing to , )
. children. Commercial distribution during’the prime time access period
might improve viewership.ignificantly. -
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A N RS
1 ‘ ‘ / ‘ . . N
~— T - o
. “1. Method : T,
A small group of hear1ng 1mpa1red or deaf ch11dren students at
the Nash1ngton(Hear1ng and Speech Society's schoo] watched the cap-
t1oned program. After v1ew1ng all that: were capable con/) ted a
brigl questionniare. The quest1onna1qe was 1nd1v1dua11y adp i
LT tered by teachers. ' ‘ “
' D/( N o | “
‘ 2. Instrument Design - . : i o .
A ten-question,short-ansner ouestionnaire was developed. The ] s
questions concerned prograhlappea1; comprehension and reca]]l All ,
ﬁuestione_had been asked of hear?ng‘chi1dren in earlier research. )
, S
3. Eva]ﬁation Management - Y _
. The sample was recru1ted and the plan implementad by the gr1n-
c1pa1 investigator. A tele- capt1on television was donated by Sears
Roebuck and Company for use in this evaluation. The National pap-
‘t1on1ng.Institud§Ef{nc. captioned the pilot program. B ‘Q‘ ,
4. Results "
A discussion of the quality of captioning may put'the results :

*

into contexts -The head teacher at the school, Linda Carter asked

« « to see the program before agreein%‘to cooperate. During this pre-

—

liminary viewfﬁg,a few captioning problems were apparent as follows:

.

{




P
* Some words were mispelled. hd

'/Artic]es Tike "the" or "a" were frequently absent
making it difficult to make sense of some phrases
»
* Some” captions blinked on_and off in less than % or:
3 seconds making them a distraction.

* Some cébt1oned words were more complex than the
actual dialogue.

* The captioning moved altogether too quickly.

Because of thgse‘prob1ems'is. Carter was initially reluctant to

allow us to use her students. Fortunate]y, after seeing the whole

.

"program, she felt it would.bé beneficial for those that could follow
it and not detrimental to those that could not.
Ms. Carter was correct, of the 12 children in the group, only

*

6 would complete the questionnaire. Although most felt that cap-

bl N . N
tioning was superior to signing forgtelévision, they suggested that
the captions mo;ed too quickly. Exactly half felt the captions en-

hanced understanding, the other half did not. -

It was apparent that not’Lll of the children were reading the
captions. However, the responses given by the 6 children who Jilled

_ out.a questionnaire also indicaté that the message "It's Ok to take

risks if you plan ways to do them séfe]y," was communicated. Five
* )
of the six responded in this way.
AN

In the PPI recall question, nﬁ“Eﬁ?ld reported seeing a PPI that

was not shown. Recall of the PPL's was as follows @




'

PPI NO. RESPONSES

Celebrity Organ

Growing Up

Body Sounder

Accident of the Week )

Ask Queszoqs/Get Answers - N

o

a

A1l of the children said thej.ﬂiked the- show and would watch
anothé&f Five of them agreed that everyone can be a POWERHOUSE.
In general, these children relied more on the pictures &hén

the printed word to.decipher the meaning of the program.” Because

\EEiSiZTp]e is extremely small and the'captioning of poor qua]ity,a
it

- ifficult to proffer conclusions. However, it's obvious that
’heéring impaired and deaf children understand and enjoy television:
with or without captioning. It would seem that well executed cap-

tioning could enhance their comprehension.

—— . '/.
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1) , x

\a-“\ .
+ The evaluation of‘POHERﬁﬁUSE was divided into two major sections,

 the Nriters’ Notebook and original formative research.

Al - ‘&
- 1%e wr1ters Notebook, a 11terature rev1ew and‘%na]ys1s, prov1ded

the POWERHOUSE writers and producers W1tb background 1nformat1on on

the tar t age child's: television preferences, response to cammerc1a1s

-

and learning sty]es. Research showed a, gtrong preference for cartoodns .

4

among the younger memBers.of‘the target age range giving way in the
older children to interekt in action/adventure:and comedy shows. Some
sex differences appear, with girls preferring human” interest themes

over action and sports. Attraction and appeal of a program was shown

' "to be related to elements affect1ng comprehens1on andf1dent1f1cat1on

':uch as emot1ona1 appea], v1sua11y presented 1nformat1on and peer

information sources. f S

~

Bectause the POWERMOUSE Program Mts PPI;s) were to be modeled
e
on a format s1m11ar to commerc1als, relgvant findings from ‘the adver-

-.3'3

tising research ]ﬁterature were prov1ded Response to commerciais ‘was
found to be related to a child's intellectual maturity. The chj1d~in
the target age range is genera11y able to’understand ehe intent‘of/a
comper€ial and is eware of the\ehysica1 and functional faetors which
differentiate commercials f}dh programs. A.number of elements that
produce effective commercials was described, inclnding issues of nro—
gram environment (repetitiqn, Tength, position); the use of gplor, °
hufior and music; the role of the endorser and the design ef appeal.

. The ¥1irst task accomplished by, the original research conducted
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for POWESﬂOUSE was to estab11sh ‘the health’ know]edge 1nformat1on base -
that.starget age children wou]d br1nd to the1r v1ew1ng of P@WERHOUSE
a A series of focus 1ntery1ews wdth oh11dren and fo]]ow -up quest1on- ) v
naires, us1ng a 1arger samp]e, prov1ded 1nformat1on on knowledge of 7
drugs, sex and. body svstens and general heaith and nutr1t1on It
was found that the, superf1c1a1 knohledoe ievej‘on\these top1cs was
generaHy high, however the depthqoﬁ uh,derstandw was uncerta1n ' ,

A]though respondents knew,the names a ]n1cknames of a variety.

of drugs, . for exampTe there is no reasons.to be11eve that this.repre- l

. -

sents an understanding of the use and danéers of these substances. -

Quest{oning ahout self-conceot‘and sex ro1espproHUced tesponses ,

' that weré, on the who]e;.stereotypic in naturef' Men were seen'as ‘Zin
\—e—‘ — . strgnger and more productuve by both males and females. Advantages o
of womanhood were seen primari]& in terms of physica1hapoearance, D

™A w

‘childbearing and housekeeping. “ [ - o

Additional information,fnc]udingVrecveation, media and food pre;.t
:ferences was also cata]ogued in this section : ‘_ S

The next evaIuat1on procedure was to assess the reactions of 4 -
children, teachers and youth 1eaders to narrat1ve versions of three
diffegent scr1pts all w1th the under]{ang theme of taking on1y care-
fully planned risks. At the same time that the script treatments
were tested, pictures and brief character descriptions of ootential
seri sgreéulars were also e\}aluated¥ A quest1onna1re measured ‘the

— . IS

appeal of each story11ne and the characters, and of ch11dren s

"

V!
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- 7 attitudes on risk taking behavior after hearing the script.

Y

. @ . . y *
{he/script names and their overall ratings (5 is the highest

3 .
[

. possible score) were:

Something Ventured "3.63 ‘ 4
Running - ’ 3.55 "
Chance Alley ' 3.31 s

A]though all three scripts were h1gh on apﬁeal, understand1ng

\

. of the main r1sk tak1ng theme ‘was Tow. The least successful script
in communJcat1hg the theme was "Chance.Alley." -fhis*Script was also
the most criticized by the adults who responded ' ) ~

In general, both pos1t1ve and negat1ve features were found in
. & "
all treatments. -&There was not a clear and obvigysd"best" script.

In all three treatments, the favorite character of the male, re-
~t ) o .o -
spondents was Kevin, the Black leader of the PONERHOUSE gang. Femi®les
picked Bizzy, a female character in "Someth1ng Ventured" and "Chance -

“Alley" as a favor1te Jenn1fer _a female’ 1eader and Kevin were tied

¥

for the fa¥0r1te of the g1r1s who heard "Runn1ng o C]ear]y, preference

for character fa]]s along sex 11ne§ , ' & . ' '

»
[

The storybord eva]uation of the rough Jform Program Inserts (co]or

@

\

slides and tapes) allowed for the se]ection of the most viable _concepts

\
|
’ !
. .

in terms of both appeal and teaching value.  The seven“tested PPi's

R . - ’ . .
!,and the Standard Opén are shown with their rating by tdrget age respon-
. . - ’\ - .

dents. (See Table 4, page 80.) - ) T~_ .

7/
As with the script treatments, ratings were high, but gaps in
' * . 1

7
understanding of the main message of the PPI's was shown.

v l"(\
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An additional measure of thé scripted drama character appeal was

made at th{s time. After hé%ring descriptions of the seven main char—‘

.acters and seeing their pictures, children rated the characters on a

five point Likert staie. The characters and their ratings were:

& Jennifer o 4.22 ' . ,‘a <
Kevin 4.02 o o :
Brenda . .3.86 . <
Al ! 3.63 "

Bizzy . 3.49
Loto 3.39
Bobby " 03.29

Comments by teaehers and researchers in&icated that they:fe1t that

~

the mix of characters was rea11st1c and appea11ng

Add1t1ona1 adult reaction to the PPI's was so]1c1ted from the Curri-

wCulum Review Board. Although reactions were ﬂenera]]y' positi\fe, criti-

?

cism centered:on the degree to which 1ntended .humor was fe]t to be suc—

cessfu] the need for a 1arger amount“of useful 1nfonnat1on and possible-

mtsieading effects. - ' Lt C +

ceow £’ d
" Drafts of print materdials for children and adults were distributed
. ’ N P

Q&to a nationwide sample, wgth‘gnstructions to‘]ook’through the articles,

. - o :
do the activities of interest, and rate the §rtic}es on a five point

sca]e‘ Results showed that the chi]dren‘s artidles were rated more

'h1gh1y by the younger children in the samp1e>' The most we]] liked art1—

cles by a]] ch11dren were a wordssearch and a hea1th facts quiz. In
}

general, responses to the adu]t art1c1es showed they contained a lack

of new information and qpp11cab111ty to everyday life.

\ﬁ’
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During the secéhd Curriculum Repdew Board meeting in February, .

1980, the subject of. sex education arose as an issue in need of resolu-

tion. As a'result, a questionnaire for "gatekeepers" was devised by 0
- A&S,to gather"data about attitudes toward inclusion of sex education
in POWERHOUSE, and about useful and acceptable topics. Most of the .
respondents did favoh inc]usion of sex information, but using.a
"straight facts" approach, rather than focusing on morality or values
development. ‘,

A full-scale nationwide sdrvey of 500 target age ‘children was

made in July of 1980 to measure reaction to a rough cut’of the ni1dt

program. Respondents were sampled from cooperat1ng summer ¢amps and

<

youth groups. The main purposes in the data gathering were:

1. To determ1ne ‘the extentf/to which ch11dren understood the
primary 1earn1ngs of the drama and the program inserts. ’
2. To determ1ne the extent to which children might change ¢
- their attitude regarding risk taking behavior as a
result of watch1ng the pilot.

3. To determine appea] and salience of pr1m;2y and second-
ary characters in the drama. .

‘ 4. “’To measure the relative interest in a number of hea]th
topics planned for fiuture shows.

. 4 . )

5. To measure the overall appeal of the drama and program
- Thserts

~

Respondents rated the drama 4.29 out of a possible 5 points.
\ 7

Post v1ew1ng recognition and 1dent1f1cat1on by name of the major
characters was high, and the majority of respondents felt that the

POWERHOUSE gang likes being togéther "because they are friends." ‘The

ﬁ'\‘ ' . -
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action-adventure format 'held a lot of appeal for the respondents and

,

data on the characters show them to be well cbnceived and likeadble.

-

However, the pilot did not provide a clear conception of how to
become a POWERHOQSE, nor did it ‘strongly transfer‘the idea of becoming _
a POWERHOUSE as a personal goal.

ThPre were several primary léarnings to be provided-by the series

pilot. Seeking adult ass1stance was viewed as pos1t1ve and he]pfu] by

a large percentage of the respondents, but viewing the drama did not
positively effect the number of responders who felt that taking chances
should be done only after careful thought.

In short; the appea1 of the drama and its characters was high, but
there appeared to be some difficulty in translating the appeal of the
story into positive guidelines for real-world activitijes.

As a group,. the PPI'S“HS:S not as enthusjastica]]y received as

the drama. Only "Powerfoods ;" nith a score of 4.8 was more highyV’

-

‘rated "than the dramas Some age and sex variation\was‘found‘ﬁn appeal

of the inserts. Except for."Accident of the Week" and "Body Sounder"

the central'messages of the)sif's were nat c]early identified by‘tne

target group. . - a
fn'November'of'1980, a market test. o§§the p11ot was conducted

in a representative denographic market, Toledo, Ohio. The program was

aired on WGTE TV and oytreach and promot1on act1v1t1es (i.e. placement

.

of print and broadcast advert1s1ng, ma111ngs and v1s?ts to community

" groups) were conducted

cJ
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Over one thousand households were telephoned to determine the
effectiveness of the outreach activities and potential audience will-,

ingness to view the pilot. A school evaluation was performed to see

if children who were asked te watch would do so, and also to see if

the availability of print meterials would facilitate wiTlingness to
watch and undersfehdingqof program purpose. ‘

The most effective overa]i promotional medium was WGTE. One
inference that can be drawn is that regular viewers of a channel are
more 11ke}r to watch a progracharried'over the station. Advertise-
ments directed,toWard parents are most effective in print, however
only 13% of parents:reached by any outreach e%sment reported eneeur—:
aging their chi]dren‘to wateh PONER&OUSE Tabu}ation of responses on
whx viewers watched PONERHOUSE indicated that the target age ch11d can

be motivated by adu]ts to at lTeast sample a pngram However,_both

meerrsh1p groups and parents were unreliabl® conduits of informatjbn

to children. Direct advertising to children would appear’to be the |,
y T
more effective,approach.

N

In the schoo] survey it Wassshéwn that:the‘possession of print«

mater1als 1ncreased v1ew1ng 1evels
A Y

The schopl children generally

' found POWERHOUSE age appropr1ate (86%) and rated It better or equal

. " to a.list of twelve other shows to which it was compared.

*

In contrast to the field test results, a majority (67%) of the
respondents Understood the centn@l message that everyone can be a

Powerhouse.

S \ 179
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The final evaluation procedure was a field test of a closed ;

s

éaptioned version of POWERHOUSE for the hearing impaired,conducted

in December, 1980.

.
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