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INTRODUCT ION

»

This set of‘papers represents thé written record of the 1973 national

77 conference for advertising educators, held at Arizona State University in

March. - R

Conference Content °

—

The conference focus was on turrent developments in the practice and
teaching of advertising. Its content provided broad coverage within the
overall theme. Major areas treated included advertising and society;
operating areas of advertising, e.g., management, media, creative; production,
and research; and teaching and research issues in advertising education.

The purpose of the conference was to bring insights into these current
developments to the advertising educator community. It was addressed to all
advertising educators -- whether their teaching be undergraduate or graduate,
and whether t¥gir orientation be communications, journalism, or marketing
management . Hﬁ&\( - : g ~ ’

)
’

These Papers -

The papers themselves are divided into those presented by educators and
those by non-educators. The latter comprise the first section of these pro-
ceedings. They include perspectives on advertising regulation, views of trends
in advertiser mahagement and agency service, g review of media procedures,
analyses of the -employment and placement situation, and an overview of "adVer-
tising's next generation.” These non-educators' papers come from both adver-
tising sgency and advertiser executives, and also from a government representa-
tive. -

R 2

The educators' papers are subdiyiaed into two categories -- réseafbh
papers and papers related to the teaching of advertising. The first group
(research papers) deal mostly with consumexr behavior impacts of, and inputs .
to, advertising. The second group reflects a wide range of developments in
pedagogical approaches and methodology. ~ ;

As with any proceedings from a conference of this type, not all the
conference sessions. and speakers are represented. The complete program of
the conference (which accompanies this introductory material) reflects the
wide coverage of current developments in the practice and teaching of

-advertising. X

Special Conference Context

The confer%nce constituted the annual meeting of the American Acade%y
‘of Advertising, the nationgl association of teachers of advertising. The!
meeting, in conjunction with host school Arizona State University, was also
co-sponsored by the American Association of Advertising Agencies' Educatiomal
Foundation. The Foundation cooperated in 'the planning of the comference, in
helping to arrange for industry speakers, and-in providing financial support
for the meetings. The conference built upon the success of the Fourrdation's '
1971 conference for advertising educators %F the Uniwersity of Illiaois.

' N

»
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Thus the conference was srecial irr several ways., First, its content
hed beyond the usual rece*rch and teaching-oriented material that tradi--
icterizes Academy meetings. While the conference was addressed
¢ 2udience, much of its content came from industry representa-
d, in order to accommodate the material on current developments,
¢ research and curricular sessidns, the meetings were a full.day
- longer than the usual Aczdemy meetings. Finally, the conference was the prod-

uct of 2 .joint effort on the:part of industry and the ascademic community.
N
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The American Association of idvertising Agencies' Educational Foundation
was estzblished in 1957 to encourage closer cooperation between the advertising
industry and advertising education and research. It has provided extensive
surrort of rrofessorizl research involving doctoral candidates in advertising,
marketing communiczations, and consumer oehaVLor The Foundation's grants pro-
gramr-has surrorted the research efforts of some 2& faculty members, wogklng

) _ with <k doctoral candidates 2t 22 schools. ‘A report on the wide variéty of
the research conducted with Foundation funds, crepared bJ Spencer Tinkham of
Columbia ° nlversqu, will be rublished uhlS fall.)

-

The smerican Aacademy of Advertising is the national association of
teachers of advertlslng Its over 350 members teach advertising at all
academic levels znd in sehools with many different orientations toward adver-
ﬁlSlng . The Academy publishes the Journal of Advertising, devoted to research
and ' thlnk pieces og advertising issues. It also concerns itself with matters
C related to the teaching of advertising -- curricular, pedagogical, etc.

i

) The Academy-znd the 4A's have worked jointly on several acfivities

intended to improve the relationship between those who practlce advertising
and those who teach it%. These include faculty internships, an "adopted
. school” program, and dissemination of practitioner marketing-advertising
¢ . materials to advertising teachers.
o The conference at Aryizona State niversity constituted a major collabora-
tive effort between the Aqademy and the 4A's. A joint task/force worked on
developlng the conference program and making arrangements tp enhance academic
attendance. The 1nvolvemenf of the YA's and its representgtives thus was sub-
stantlve as well as flnancrglly fac111tat1ng ,

)
N -

’ Acknowledgments

i

In addition to the aforementioned joint planﬂ&ng task force (whose
members are listed following thi§ introduction), two individuals were
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— ‘conference. N S b : ’
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He also performed the exhausting task of chasing down the
speakers to gather these papers, and prepared and sequenced .
them for these proceedlngs.
R Professor Robert Zacher (Arlzona State Un1ver51ty), Academy
‘ past pre51dent, served as gerieral confer§nce cheirman, marshall-

'

ing his owh formidable energies and the efforts of a host of
colleagues to assure the partlclpants enjoyment both at and”
"outside of the conference sessions. .

Separately, all’ of us -are indebted to John, K Crichton, (Pre51dent
* A.A.A.A.), and John Del Mar (Vice President, A.A.A.A.), for their personal
and organizational siupport of and contrlbutlons to the conference itself,
and the publlcatlon of these proceedlngs“

. On behalf of both the Conference planning committee, and the’ Academy,
let me extend the wish that readers of this collection of papers find in it
the professionally rewarding :content that the over 100 conference partici-

‘pants experienced at Arizona.
A

Stephen A. Greyser
. President -
American Academy of Advertlslng
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- L2
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graphic Correlates with Evaluations of and Intentioné
Toward Magazine Advertised Attitude Objects

Richard P. Nielsen, Assistant Professor - ‘
niversity of Illinois, Urbana

Dlscussanﬁs:
‘Emma_Auer, Professor. - °
Florida State Unlver51ty, Tallahassee ] A

. Stanley M. Ulanoff,
The City University of New York

12:15°p.mv Luncheon
The Advertising' Person of the Future:
A Friendly Critic's View

. « Herbert Zeltner, Executive. Vice President,
Corporate Planning

Needham, Harper & Steers? Inc., New York

, 2:00 p.m. SESSION VI - DEVELOPMENTS IN BROADCAST PRODUCTION
"' Chairman: _ &
Frazier qure, Professor =~ f .
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TN Chuck Blore - -
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, . . Video pe Commercials - How They re Produced
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. o~
. +Discussapt: = ‘

.

Ediqﬁ illips, Assistant Professor
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. Coffee Break ' ) -
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Harry Ainsworth, Professor
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Richard Thain, Professor and Director of Placement
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J. Douglas Johnson, Vice President
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- .
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3
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Chairman:
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Michael Ray, Professor of Marketing
. Stanford University, Palo Alto
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Dr. Robert Wachsler, Research Director
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END OF CONFERENCE
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(Whlle this text forms the basis for Miss Jones' oral remarks,
it should be used with the understanding that paragraphs of 1t
may hdve been omitted in the oral presentation and, by the same
token, other remarks may have been made orally whlch do not
appear in the text.) ‘

It is a truism today to observe that, of all the institutions under
attack in our soc1ety, none has received such persistent criticism as adver-

tising.

Advertisers are probably more often the subject of public opiniom polls
testing the attitudes of the public towards their product than any other
industry. They are a cental object of concern of several citizens organiza-
tions and the more or less consistent target of criticism of many ethnic and
other ad hoc citizen groups. It is, therefore, not surprisi that the adver-
tising community finds itself on the forefront of the agendas not simply of
the Federal Trade Commission and the Federal Communications Commission but

more recently also of the Congress of the United States. . o

3

Adverﬁising is being asked to defend itself not simply on the question
of the fairness and truthfulness of its adwertising messages but on the much
more fundamental issues of its right to engage in certain types of advertising
. at all and on the yight of the public to know the other side of the advertis-

) 1ng message when that message ralses important controversidl matters.

Advertisers’ understandably reel from this constant barrage‘of criticism
and perhaps may be forgiven for their oc¢a51onal lapses into thinking that all
of this is due to some type of consplracy engaged in by those who want to
destroy their industry or bring down the entire economic system of which ad-
vertising is such an integral part. .

It is unfortunate that each of the major groups most directly concerned
with advertising -~ the public, the regulators and the advertisers themselves -
tend to focus their atfentions on their own concerns with particular aspects

of advertising rather than with the advertising phenomenon as a whole. Thus \

~the public tends to concentrate on those parts of advertising which they dis-
like. The regulatory authorities of ‘necessity focus their attentions solely
on those advertisements which may transgress the law. Advertisers, in what
is a wholly understandable reaction to the public criticism, tend to focus
their.public comments, as they did at the Commission's recent advertising
hearings, primarily on "The Good That Advertising Does." As a result, there
is too little effective communication be?ween advertisers, members of the
public and goverrment on the substantive matters which give rise to the

public's criticisms. \

I have the feeling that at least some of the concern with the power
and effect of advertising in our society today is inextricably intermixed?with

s
<.

.the public's concerns with the power and effect of the TV medium. We recognize ;(

that TV must be ranked today with the other significant institutions in our

country as having a major -- perhaps criticagl ~ fluehce on our culture and.
value systems., But just what this influence is’ how it does its work is a
matter of much study and debate by social scientists. We do not reallylknow

%
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whether the power of TV derives from the medium, as McLuhen has suggesJed,
or whether it lies -to a significant extent on.'the content of the messages

as well. So it is not gurnrlsing that the students of advertlslng can reach
so little consensus among thEmselves as to the role of advertising in éur
society when this role is s$6 much a part of the larger and still unkno
phenomenon of the role of TV. \\

Economists and consumer behaviorist; seem to agree that there is some
observable correlation between advertising expenditures and sales volume.
Yet while the economist tends to- see the existence of this correlation as
the end of the inquiry for his purposes, for the consumer behaviorist this
is only the beginning of the search. The studies of ecdnomists which tend
to show such a correlation (and there are many studies which do not) how-
ever, do not resolve the important question of the effect of advertising
on behavior. Their conclusions as to the role of advertising in hdghly
concentrated industries do not reach the question of causation as to whether
the role which they see advertising playing is to create sales or raise
entry barriers. There were some advertisers at our hearings who suggested
thnt in some part, thelr decisions on the size of their advertlslng budgets

25 influenced 1ess on’ any hard data they had as to [the effectiveness of
uhlS or that volume of advertising and more byvthe ount of ddvertising
expenditures decided upon by their competitors. On ghe other hand, the
exrerience of premium brands selling side by side-with ‘their competltors
+less advertised, lower-priced products would tend to|support the position
of those who believe that advertising plays an impor#ant affirbative role
in influencing buyer attitudes and hence in .inducing{sales. ﬁ

R&m
- The, consumer behaviorists are much more affirmaftive about their con-
victions that adventlslpg s effective role in the marketplace 1lFes in its
capacity to 1nfluence consumer attitudes towards the hdvertiser's product
«~ ¢ven tholgh they cannot,plnp01nt with any®precision hrw this role in fact
works.,

Prior to the advent of the corrective advertlslkg concept, advertisers
were much more.prone to be quite dogmapic about the affirmative role which
advertising played to induce sales. Today, advertisedrs and adﬁertising
practitioners are more willing to express in public vhat they may have all
along 1mnl;c1tly recognized, that there is a substanffial lack of hard data
on just what the nature of the advertising phenocmenocd is, how it works and
what parts of it are operationally effective., Hopefully, answers-to some

' of these questions will be forthcoming in the next dpcades. Certainly this
is where the efforts and energies expended on studying the advertising
phenomenon must be focused since the answers are so critical to the adver- '
tiser, the advértising practitioner, the academician, the regulator and,
most important, the members of the public Who are so dlrectly affected -~
for good or for bad -- subjectively or objectively -- by the barrage‘of
commerc1als_level%ed‘at them daily by the advertising community.

+ It is against the background of this public criticism and lack of real
knowledge about the operations of advertising that the regulator must con-
front his responsibilities. Yet there are some basic pr1nc1ples respecting
the regulation of advertising on which perhaps advertlsers, members of the
public andregulators can agree and which can provide us' with a framework
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for discussing.the directions in which regulation will be going in the &
immediate future. Members of the public expect -- and advertisers and

regulators agree -- that advertising must be honest. However, there is v
little agrsement on what this concept of *honesty really means in its fullest

sense. Members of the public insist -- and again advertisers and regulators

agree --.that a central role of advertising is to be’ 1nforpat1ve. Yet again

there is no agreement on what the nature of this information role is or should .
be. Finally, members of the public generally expect -- and advertisers and
regulators would agree -- that advertising must be fair but, again, there is
no agreement or even knowledge of what the concept of unfairness really means
when anplled to 'advertising,  much less how it should in fact be applied to
advertising.

The thrust of regulation over the coming years will be to respond to
these demands and expectations insofar gs these engage the jurisdiction of -
the Federal Trade Commission either as respects its mandate to promote com-
pétition in our economy or its mandate to eliminate unfair and deceptive acts
and practices from the marketplace. Let me then devote the balance of my
remarks to a discussion of some of the steps which I believe the Commission
is and will be taking -- as well as some of the problems which will confront
us -- as we attempt to shape our regulatory policies towards advertising to
respond to these publio expectations and to achieve these dual statutory
objectives.

Perhaps the most significant development at the Commission, and one
which I hope will ntinue to influence its regulatory actions in the future,
is its effort to.\integrate into its decision-making processes the teachings
and experience of Yhe consumer behaviorists. It is obviously critical to the
effectiveness of the Commission's regulation ‘of advertising for the Commission
to understand as much as possible aboit how advertising works. ‘The Commission
must bring its own expertise up at least to the level of that of the advertis-
ing- community so that its actions can be as fully informed as possibke by
existing data on how advertising affects consumers and influences their

"behavior. . -t . . S

(
In tng past the Commission has used essentlally two different models

“of the consiumer in framing its llablllty and remedial approaches to advertis-

ing. Thus for purposes of determining the existence of deception, the ,Com-

" ‘mission viewed the consumer as the Courts Mave commanded it to do as "the

ignorant, the unthinking and the credulow$" (Aronberg v. FTC. 132 F.2d 165,

167 (7 Cir. 1942)). Thus, the Commission h4s been faithful to the commands

of the Second Circuit Court that it "insist upon a form of advertising clear
enough so that, in the words of the prophet Isaiah 'wayfaring men, though
fools, shall not efr therein'" (GM Corp. v. FIC,%1MF.2d 33, 36 (2 cir.
1940)). However/ in framing its remedies, the Commission typically viewed

the consumer as/the rational economic man fully able to obtain a clear per-
ception of the/true appeals being communicated by advertising messages once

the advertisef inserted into his message the various affirmative disclosures .
and disclaimfgys which the Commission frequently required of him in order to .
cure his prfor misrepresentatlons. K

A . . .
The/Commission‘has always been concerned with the truthfulness of the
verbal c}aims in‘gn advertising message. It has al$o recognized that untruth
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can be conveyed indirectly as well as directly and the Courts have sustained
its function as the expert on interpreting just how an advertising claim was
perceived by a consumer. But, while the Commission was fully aware that
appeals may be made both explicitly and implicitly in messages directed to
consumers, its attentions were far more likely to be attracted to the out-
right’verbal misrepresentations. «Ité attention to the more subtle appeals

- of the total message were of necessity much more occasional and haghazard.

-

In the future the Commission's increasing integration of consumer
behaviorist research and teachings into its own enforcement activities will
focus its attention to a much greafer extent on what consumer model should
be used in identifying the message being communicated. This will create a
number of interesting issues which will have to be resolved. The Commission
will have to come to grips with such questions as whose perceptions will
govern and what percentage of the public -must hold the prohibited perception
before the advertiser should be held liable for deception. We will also un-
doubtedly be asked to confront anew the question of what standard of respon-
sibility the Commission should impose for demonstrated unanticipated percep-
tions or for perceptions acquired by a very small minority of listener/viewers.

Turning to questions of relief, the Commission today is also much more
cognizant of the casualness with which consumers perceive advertisements and
the numbers of consumers who at any one time may ignore, tune out or simply
not believe advertising messages, in whole or in part. While this fact can-
not, in my judgment, lessen the Commission's concerns with advertising, it
nevertheless is an important factor in the approach which the Commission
must take in fashioning appropriate and effective remedisl orders_once an
advertisement has been found to have been unfair or deceptive, In the past,
the Commission regularly required advertisers to make certainjdisclosures in
a "clear and conspicuous" fashion applying lawyer's standards to evaluate
compliance without ever thinking that perhaps what was clear and conspicuous
to a government lawyer looking directly at the words might not even be noticed
by a casuall reading or glance at the total advertisement such as the typical
consumer might well give the message. I am convinced that the; Commission must
review the full gamut of its thinking about relief in the advertising field
and fashion relief which can be expected to correspond more closely with the
consumer 's actual behavior vis & vis ads. '

Finally, the Commission must a&ily the behaviorist's approach to adver-
tising to its own 'planning process. t is wasteful and foolish for the Com-
mission to ehiabliéh priorities for its selection of advertising cases unless
it has some concept or framework for knowing which types of advertisements or
adyvertising techniques have the greatest potential, for influencing consumer
behavior. The Commission should not focus regulatory attention on demonstra-
tions or testimonials and endorsements unless it has some reason to believe
that these techniques are effective either in attracting consumers to a

message or in adding credibility or believability to a ‘claim. By the same
token, if in purchasing certain categories of products it could be established
that advertising is the least important variable influencing consumers' atti-
tudes towards these products, then again the Commission should place advertise-
ments of these products on a.lower priority than advertisements for products
which can be established as playing a more significant role in influencing
consumer attitudes towards these products. e

-~
L J




The believability of an advertisement is an issue which I find difficult
to come to grips with in my thinking about the selection of plarting variables
which should be considered by the Commission. It could be, and frequently is,
argued that if an advertising claim is inherently unbelievabie or patently in- |
- tended not to be believed or its truthfulness clearly not capable ‘of demonstra-
tion, the Commisssion need not and should not take action since by hypothesis
it cannot have any operational- effect on consumer attitudes or actions. T
find this concept troublesome. ILaw enforcement depends on a series of rela-

tively fragile and undefinable variables. Effective law enforcement depends . -

essentially on the credibility of the enforcement effort both in the percep-

tions of the regulated as. well as in the perceptions of those on whose behalf
regulation is effectuated. An obviously deceptive advertisement thus cannot

be ignored on the assumption that its very blatancy will nullify its ability

te influence behavior. . \

In the first place, we do not yet know enough about human behavior to <
be able to say that obvious lies have no capacity to influence behavior. More-
over, on a sheer credibility basis, I do not believe the Commission could
afford to leave blatant lies alone even if it knew that consumer action was
not affected. The respect of the citizen -- both as a member of the public
and of industry -- for government process is an important element in the
éffect;giness of its enforcement activities. Thus, for the Commission to
ignore Wlatant deceptions or claims which it regards as essentially unbeliev-
able or so patepfly-net—designed as serious product claims as to make impact
unlikely would be'to leave a large portion of modern-day advertising unregu-
lated today. I do not believe a government agency could do this quite apart
from whatever learning may exist as to the inefficaciousness of such adver-
tising. Perhaps in these areas of advertising the Commission must adopt the
relatively simplistic principle that if the advertiser expended his monies
on filling his 30-second spot with a blatantly deceptive or not-to-be-believed
message, then the Commission must challenge it if it is False quite apart from
any assumptions about its actual capacity to influence the consumer's purchas-
ing behavior. Whatever resolutions of these problems may be made in the
future, one thing is’'clear. The Commission will continue its efforts to
integrate into its decision-making process, both internally as a matter of
planﬁing and externally as a matter of proof, the techniques and research of
the behavioral .scientist whose speciagl skill it is to determine the perception
and impact of ads on the consumer mind. ol

Staff tells us that in their monitoring of éd§<%hey;note a substantial
difference in the incidence of blatant outright explicit misrepresentations
in national TV advertising. This means essentially that the areas of future

" regulatory concern in advertising will be concerned more frequently with the
more elusive, less obvious areas of misrepresentations contained in the
implied appeals of the advertising messages as perceived by the audience.
This is why the Geritol decision is to me of such critical importance. ~ I
can imagine no clearer signal than that given by this decision to make it
clear to the Iegal profession-that they must broaden their surveillance and
screening of advertising copy beyond the actual words used and must focus
their attention on the ov$rall appegl of the message being communicated.

Ad substantiation is not a feasible vehicle for grappling with these
. types of misrepresentations which are grounded essentially, not on the overt
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o words themselves butlrather on the meaning and interpretatien given %o the
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frords in the context of the total advertising message. The WOrkablllty of
the ad substantiation program in its present form depends essentially on

, there being no dlsagreement about the claim being made. Where the essence -.

~

of the deception is grounded on what the claim is which is being made, ad .
substantiation,in its present form will recede in 1mportance as a regulatony

tool ] (/ o ' g . .

Thus, in the coming years, the Commission --~"'and the advertisinhg bar --
will have to focus their attentions much more self-consciously on developing
more systematic and sophlstlcated techniques for monitoring the appeals of
adveroﬂslng messages as they are perceived by the public in order to 1dent1fy
Dotentlal advertising deceptions. I am told that it would be entlrely
feasible for the Cormission to develop a monitoring systen which would sub-
ject a critical number of advertisements per month to an analysis of the
appeal of their message as it is perceived by their audience. This .type of
testing is well-developed and I understand already in use at least on a
limited scale by a number of advertisers. It would not be too difficult to
delineate the categories of advertisements in which these more subtle appeals
are most lﬁkely to appear and to be effective and to use these more systematic
testing procedures for those categorles of ads. ) "

®

v

I am conv1nced that once the CommlSSlon expands its systematic moniter-
ing. into this area, and advertisers themselves and their attorneys focus their
attention more advertently on this aspect of their advertlslng message, it
will not be long before a new form of de facto ad substantiation respecting
the appeal of the advertising message develops as a matter of good internal
advertising agency practice and good legal counselling. For the advertising
community this will mean nothing more than a shift from using their intuitions
to a mors systematic analysis of precisely what %t is their message is saying.

As the advertising concerns of both the advertiser and his attorneys
and the regulators move ftore directly and systematically into this aspect of
advertising, heightened attention will be paid to the use of consumer surveys
as instruments of planning, premarket substantiation and ultimately of proof
in litigation. /

The Commission's recent Firestone opinion marks the most recent (I
hesitate to saj first without engaging in a more exhaustive research into
Commission oplnhins than is possible or practicable) analysis by the Commis-
sion of the requirements of competence which the Commission will insist upon
before using thé results of consumer surveys to inform its own expert judgment
in the 1nterpre£atlon of the appeal of a given advertisement. It is likely

hat the Commission will be increasingly concerned with the probative effect
of consumer surveys and with the standards used in conducting these s VS,
It will also have to confront the question of whether this new technologE
should change the Vasic pr1nc1ple of law established from Commission a
cations that the Commission is entitled to rely on its own expertise in
interpreting advertising messages. In essence this principle places the Com-
mission in loco consumer for purposes of determining how an advertising
message might be perceived. In developing this rule of law, the Courts were
mindful both of the gstablished standard of proof that the Commission need
only prove that an advertisement has the capacity to deceive and of the
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salutory principle that Commission cases should not turh into a battle of
numbers respecting consumers who obtainedethe false pergeption of the ad
as compared with those who did not perceive it as making the false repre-
sentation. It seems-to me likely, at least for the foreseeable future,
that the Commission will be permitted to rely on its own ‘expertise as to
how an advertisement is likely to be perceived, leaving it then to respon-

" dents, who are in the best position to know the appeal of their advertising
message, to come forward with whatever proof they may have of how - -it was in
fact perceived by their audience.

Increased applicability and use of consumer surveys will focus regu-
lators and the defense bar on the 1mportance of the research*standards to
be appllcable to the methodologies used in conducting the surveys and in
the appropriateness and relevance of the questions asked and hence of the
answers received to the points in issue about the 4d.., Practicing attorneys
desiring to use research as, evidence need to understand the factors.in con-
ducting the survey which will influence ‘the validity, reliability and preci- -
sion of the results, so that they can be assured-that their own evidence is
of high quality and so that they can evaluate the resiults of the survey
evidence offered by opposing counsel Again, I believe the Commission can
serve an 1mportant public function by teking the initiative in this area to
establish minimum levels of validity, reliability and-precision in terms of
the particular objectives attributed for the survey. The CommlsSLOn might
propose for public consideration some overall standards governing the con-- -
duct and use of surveys with respect to interviewer qualification and train-

" ing, call back requirements, use of experlments, etc. R

\
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Thg;e is another, closely related -- and to me perhaps tHe single most:
troubling -- aspect of advertising which has, received relatively little -
regulatory attention to date and which I believe regulators’'will be forced
to confront in the next couple of years. This relates to what I call the
"illogical or missing lipk adVertlslng message in which the potential mis-

épresentation in the messagé lies .essentially in the audience's perception
i éf the ad and in the mental leap the advertiser invites the consumer to make
Vo £il1 in ﬂh.,g@p left in the ad. These missing link messages can be of.
two general types: First, there is the message whose unspoken theme is-its

appeal to the fears, anx;etles and deepest yearninge of its audience and its.

use of these phenomena as 1its principal selllng thene.:- Thus the advertiser.
tells his aydience, "Use this product,” in the contéxt of an environment‘
greated by the message of a world of romance, popularlty, social success,

c. The Commission must ask itself the question of whether the advertiser's
words 'use this product" actually said to the audience "use this,product and
y&ulw1ll be popular, romantic, an object'of social envy," or‘nore directly,

"you will -be handsome, virile, pretty, desirable, efficient, ‘@ppreciated,

just as the people you see in this commercial who are using thesproduct "
Then there is the advertising message which tells you simply that the product
will help your digestion or meke you sleep better or what have you but which,
. also conveys the notion to you that the product will meke you look better or
act more energetically, The inference of the literal words was that if you
sleep or eat better you will look better or be less irritable. Yet the truth
of this message depends essentially on whethen if you look bggly or are
irritable this was in any way caused by the amount of sleep you geb or the
kind of digestion you enjoy.




v

' It would, of course, be relatively simple to apply ad substantiation y
principles to those-messages and insist that if a product is portrayed as
making you more romantic or helping you to be less irritable or more
energetic, the advertiser be required to demonstrate that this is the .
expérience of the product's function in the average user and that this ° ’
claimed efficacy for the product is its material function. If one can
rely-on the fregquency of these types of appeals in commercials as evidenc- ,
ing the advertiser's views of their effectiveness, then it seems to me,
clear that regulators must in the future take them equally seriously and
not apply their own skepticism as to the believability of these types of
claims. At least regulators should encourage research to determine whether
these advertising appeals are effective and do impact on their audience and ﬂ
hence whether their truthfulness must be the focus of $§gulatory attention.

4

The cultural stereotypes arnd the materialistic and instant gratifica-
tion values which perm&ate so much of advertising today constitute another . -
broad spectrum of criticism which is levelled by members of the public
against advertising. I have no doubt that legal ingenuity could develop
a theory under which these aspects of advertising might be challenged as :
unfair. or deceptive. My problem lies rigﬁep in trying to determine whether
" this is a proper area for goverrment to 4 ject itself into. If one views
the Commission's jurisdication as grounded esskntially on those‘gpfair or
deceptive practices which in somé way interfere with 'the freedom”ef the con- .,
- sumer to part1c1pate effectively in the marketplace and to exercise thelr
judgments and options without unfair impediment, then it seems unlikely
thgt .the cultural and spcial values which permeate advertising, whether -
t or false, desirable or undesirable, can or should be the subject of
the’ Federal Trade Commission's regulatory attention. . e
I have the same problems with Federal Trade Commission regulatory L
action against advertisements which are directed towards influeneing the :
publlc s attitudes towards what are essentlally political issues and
EOllthal action. . To what extent should the Commission exercise -its Juris-
dlctlon over advertisements taklng positions on the need for safety equip- .
ment or environmental actions of various kinds or on the valtes of nutrition,
to brlng the example closer to the more typical produgt claim., I believe
thls issue is an extraordiharily difficult one. So-called public service s
messages are an important communications tool. Yét if they, are not carefully
differentiated from the ordinary cgmmerc1al message, they will inevitably
invite the possibility of being treated as® ordinary commercial messages, and .
hence subject to the congresslonally mandated standards of truth and fairness.
I can only hope that 1ndustry will avoid the difficult constitutional and .
public policy considerations 1nVolved by making a careful separation in their
advertising between the typical commercial Jnessage and,the public service
commerczal , L. .

, There is no doubt that perhaps the most important challenge confrontlng
the Commission will be its development of the concept of unfeirness of adver-
tising messages as they affect flie purchasing habits and brand attitudes of
their viewers. 'The importapce of our mandate to rout out unfairness in the
marketplace was recently reaffirmed by the Supreme Court in its Sperry
Hutchinson decision. Clearly advertising is one of the most important acts
and practices going on in the marketplace and hencée must conform as much to
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this congre551onally-mandated standard of fairness as to the more famillar B

. obligation of truth, Obv1ously, in.the coming years, the development of this
- concept as it should properly be applied to advertising will constitute an

‘1mportant part of the Cammission's goals 1n the discharge of 1ts advertising
enforcement respon51blllt1es. .

s

-

-

Finhally, I see an increasingly important debat€ emerging among adver- "
tisers, regulators and members of the public with respect to the informational
role of advertising. There is llttle doubt about the reality and essentiality
in today s market of the consumer s need for solid product information which
*the advertlslng theorists -- and more recently the advertlsers‘themselves --
have’ _always proclaimed is their primary function. Now that some of the publlc .
interes groups are taking. thid proffered rationale of advertising seriously,
the advertisers are beginning to pull back and to urge what is probably a
more accurate plcture Qf their actual role today which is stmply to make known (
. the ex1stence of thelr advertisers' products and to persuade peéople to purchase

them, . .
I know that consumers must have solid hgrd data about the products and .
services yhich are available to them in such profusion in the marketplace. It o
~is abundan®™Ny obvious that without an economically literate public -- fully
informéd abbut, the price and quality of these goods and services -1 competi- .

. tion cannot play its assigned role to ensure full play to the market forces
needed to provide the internal regulaq;on requlredgfor the healthy functlon- "
1ng of our full enterprise syﬁtem.. . s

Thus advertisers are right in~the importanee they assign t&*the(role
of informdtion in achieving a healthy competitive environment, Indeed, it

ig tempting, when one is in one's pixy frame of mindy4 to taKe the advertisers >
literally in their self-proolaimed role as dlspensef’of -information and insist .
that they fa1thfully discharge this role in its truest sense and provide their
customers with full and complete information about the material performance
and ingredient characteristics of the products being advertised. Indeed I
believe this is exactly what the public is demanding of them. More and more
members of the public today are looking to Advertising -- as advertlsers
always told. them to look -- for the information they need in. order to find
their way through ard between the unbelievably rich diversity of new and
essentially unknowable goods and services daily avallabIe to them in our
affluent marketplace.

. I believe that regulators --ghharged both with promotlng healthy com-~
petltlon in our economy and with eliminating unfairness- in-the marketplace --
. must focus their attention en the publlc s need for hggd product data. I

. Am convinced that in the decades to come Hfis must become the affirmative
objective of regulatory and publlc action/, Whether advertisements are the
‘best medium for disclosing &nd communicafing Ahis data remains an unsettled
question. Nevertheless, the public's nded for' solid information provides
an important overall concEptual framework within which to formulate regula—
tory pollc1es respectlng advertlslng o

+
v

\

. This debate over the 1nformational rqole of advertlslng is integrally
related to the battle shaping up ovér counter advertising and the right of}
. the publlc to greater access.to the airwaves to counter what they see as t e R
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excess powers of advertisers to influence consumer attitudes and behavior
on important public issues through their barrage .of commercials.

. As Jefferson said so eloquently, it is only in an environment of the
free marketplace of ideas that we'can be assured that fruth can emerge and
flourish. Reaching back to-this fundamental tenent of the American philos-
ophy, the Commission, in what to some might appear to be a surprising act
of self-abnegation, put forward the proposition that some types of apparently

~

. misleading representations in advertising cofild perhaps best be countered and

dealt with through permitting the dissemination of other viewpoints and
opinions on the issues underlying the particular advertising claim, and
leaving it to fhe public to make their own ultimate judgments. The furor
which attended this statement should not obscure the basic’problem whigh
gave rise to the counter advertising proposal. Essentially, the advertiser
has it in his power to resolve the issues which ‘counter advertising seeks+to
address. Thus the advertisefs can change the thrust of their messages so that °
they no longer. raise so directly some of the controversial issues which have
given rise to specific counter advertising demands. Moreover, to sqme extent,
the issue can be expected to lose some of its potency -when the basic informa-
tional needs of -the public about the goods *and services promoted through ad-
vertising art met. When.the marketplace finds the optimum way of meeting
these neads, whether through edvertising on the label, at the retail shelf,
1n the retail department, or through some other technique geared to the
.purchaser's shopping and search habits, then in all likelihood some of the.
pressures .for counter advertising will recede. ° r

S

&

In summery, it seems obvious that the problems with advertising will
not disappear in the immediate future. Hopefully our approach to these
problems will become more and more informed and realistic as we improve our _

+regearch tools and learn how to apply them. These are the common challenges . i

" which will confront us and I remain increasingly optimistic about the ultimate

b

results as we replacQ intuition with fac%s and emotion with rationality.
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Time has a funny way of slipping by. For many of us, it was only
yesterday that we were struggling with the problem of that all-important. - -
first job or appointment. How did we gef started without_ experience? How

did we get experience without being hired?
: f)

. Today, many of us hold responsible positions in the marketing and
academic communities - assessing young candidates for positions and evaluat-
ing the career development of people working for us.

Tomorrow; we'll be elder statesmen - judging the performance of operat-
ing executives and pondering the significance of the bewildering changes and
shifts which have occurred in Americen marketing and advertising during our
careers. ‘ *

<

Let's pause for a few mlnutes now - stepping back from the deddlines
and emergengies of the moment to look at this business of ours from a broader
time frame than is usually the case. Let's look at it with an eye toward the
people who'll be running it after us. -

We're now less than thirty-four months from the start of the last
quarter ef this century - a century which has witnessed almost the entire
history of mass marketing and advertising as we kn

What will these last two-and-a-half decades of the twentleth century
hold? What will the successful and effective advertising practltloner of the
eighties and nineties be 1like? How will the professional world in which he
works be different fraom what it is today? .

-

Just ending is -a generation of modern advertising practice which grew
out of the market conditions created by World War II. This has been an era
of explosive growth in marketing technology, commercial research, and com-

" munications expertis€. It has seen the évolution of a whole new style of

advertising - more real, more immediate, more in tune with people and.the
ways in which they talk, react, cohsiger and buy.

-It has been a period during which radio reached its zenith as a massive
prime time medium and it has been & time during which television emerged from
infancy as the preeminent communications tool of a mhajority of major
advertisers,

. »‘;vf ‘

"But the forces of further charge are unmistakable. The increasingly
aggressive role of government; the emergence of an activist consumer and his
publie advocates, the fractlonizatlon of formerly homogeneous merkets into an
almost unmanigeable number of smaller targets of varylng worth - these-afe

but a few of the challenges we are struggling with now.

It has been quite a time to 1ive through, and most of us have been hard
put to stay abreast, much less pe!ahead But buried within the phenomena
we work with today are tantalizing clues to what the future msey hold - both

positive and negakive.

~

-

First of all, we continue to expect an increase in overall market size.
This phenomenon is sometimes under-appreciated because of the prominence given
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to reports of the striking and sustained decline in birth rate and the
expectation that families will continue to shrink in size. Best estimates
today suggest an overall population by 1980 of 228 million, 11% larger
than in 1970. By 1990, United States population should total 260 million,
55 million more people than just twenty years earlier. Thus, in this cur-
rent generation, our total market will have increased by an amount larger
‘than the entire population of the United States as recently as 1885,
"But aside from the overall total, there';hgs interesting and most
significant point contained in the manner in which various age groups
travel through their life cycle. We are now just beginning te experience
the full impact of the bulge in population caused by the post World War II
babies as they reach the family formation and major buying years. We
_expect an extremely strong upsurge in consumer purcha51ng of a wide variety
" of goods and services at least throughout the next decade. In' fact, by
1980, 34% more people will be in the key buying years of twenty through
forty-nine than was the case in 1970 - a market one-quarter larger than
we're used to now. !

L d

A second major opportunity lying just ahead stems from the fact that
disposable family income will-enjoy a striking upsurge - both abselutely '
‘and relativély. By 1980, median family income is-. expected to soar - in
constant dollars - from $9900 to about $14,000. TIh fact, in less than
seven years' time we will enjoy an income distribution in this country
that will have 45% of our total market in spending units with annual in-
comes in excess of $15,000, a category reserved for the rlch or nearly
rich, up until a very few years ago.

Probably the most dramatic indication of the amount of wealth avail-
able for the buying of our goods and services is supernumerary income -
that econjomic indicator which describes all the funds not needed for
essentiald¥and available for optiional spending. This essentially dis-
cretionary fund is expected to mushroom from a respectable 80 billiqn
dollars in 1970 to over'200 billion just ten years later.

"A simple straightline projection to 1990 shows supernumerary income
at over 40O billion dollars - five times what it was Jjust yesterday'

o But even this explosive growth in discretionary inccdme would not be
of such fundamental importance- to marketers if it were not coupled with
a concomitant deéire-to buy. Here, too, the outlook is positive. o

The record of recent years haé indicated 'a slow but steady decline
;in the number of hours' spent at work in the average week. The converse
"is, of course, significantly more hours available for lelsure, recreation,
‘and all the exciting buying possibilities they imply. " Legitimatizing this
tendency toward more free time has been the moving of major holidays to
Mondays - permitting a considerable varlety of more ambitious,. longer
weekend leisure possibilities.

There awe many ,studies and: observations which indicate that Americans
are using this increase in free time to indulge in a variety of pursuits,'
recreatlonal activities and self-lmprovement programs.

v
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Growth in second home ownership; participation in a whole new set of
sports interests; foreign travel; adult education courses; art and craft
uits; home entertainment devices and the like are just the most super-
fici of hints at the outlines of a $150 billion leisure and recreation
industry by 1980. Some of the major elements in American business are
moving in aggre551vely to'provide the fac111t1es, equipment and services
these new interests w1ll create.

-

The implications for advertising are obvious. People are interested
in learnlng about new, exciting and rewarding ways to occupy themselves now
that they have the money, the time, and the inclination to do things beyond
earning a living and keeping house. They will want to lkmow much more about
new opportunities for travel and tourism; about the acquisition of newer
sporting skills; about new entertainment and learning possibilities. Adver-
tising's informational role becomes. preeminently important in this search.

Still another major area of opportunity for advertising in the years
shead is the expectation that competition among major manufacturers and
suppliers of services will be intensified beyond even what we have today.
Recent marketing literature is studded with evidences of an increase in the
velocity of product life cycles. Not too long ago, major brands of con-
sumer .goods had endured for generations. A product took years to reach
maturity in the marketplace. If a brand was competitive and if its manu- '
facturer was reasonably adroit in applying his marketing and sales know-
how, that brand was relatlvely secure in its standing over a good span of
time. : .

But the picture is quite different today. The period from inception,
through market-testing, regional expansion and into national distribution

has been materially shortened.. Considering the astuteness of a manufacturer's
competitors - and recognizing the speed with which market intelligence can now
be gathered, assimilated, interpreted and acted upon -‘a given brand cannot be
considered impregnable for very long any more.

' When we couple this speed-up in life cycle with the increasingly rapid
acceptance by producers, distributors, retailers and consumers of product
‘variations, line extensions and the like, we.see great promise for strong
new growth in-advertising ahead. But that promise will not merely multiply
tqgay s techniques of selling and advertising. It will have to rely on truly
SLgnlflcant product differences - differences dlSCernlble to the consumer -
and ‘the communication of those dlfferences to the right people efficiently
and effectively.

L

These then are some of the upbeat factors we see wdrklng in our favor
for the balance of ‘the seventies and on.into the eighties. But tﬁere is no
denying that there are equally compelling problems and threatenlng clouds
ahead. A There are so many difficulties, drawbacks alld .worries - and they 've
be€n so widely and. continually remarked upon in the recent past - that it
would serve little constructive purpose to comment on them at length today.
In fact; the’pessimists in our business have been having a field day. Trade
meetings more often than not have taken on the tragpings of Russian tragedy.

‘
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. But let me note some of the more significant problems we face just to
keep in balance this picture of what may lie ahead. ,

First of all, our customer is more difficult to deal with. We see
growing evidence that skepticism regrading advertising is becoming more
pervasive. Whether the consumer has grounds for doubting the value and
truthfulness of advertising is almost beside the point. The fact that
greater numbers of those to whom we address our messages may well resent
or ignore what we say is a fact.we will have to conjure with.

Compoundlng this deterioration is & small but significant surge of
anti- materlallsm at large in our country t day. To people holding these
beliefs, advertising is barely tolerable,ﬁat best.. Will this segment of
our society grow in the future? Will thelr antipathy toward our messages
soften as they mature? .

* )

Edtirely new - and sometimes bewil rlng - appllcatlons of advertising
are becoming more apparent Those of us who have attempted to assess the
phenomenon of corporate advertising - as opposed to product advertising -
as a device to present companies in their roles as good citizens have seen
some interesting and dramatic changes at work.

Not too long ago, corporate advertising was a somewhat esoteric
specialty and much of it was clumsy, primitive and transparently self-serving.
But a lot has happened in a very short time, and it's striking to see how much
nmore attuned to society and community needs such communication has now become.
But these new skills are not coming easily and we are still struggllng with
this new - but increasingly important - role for commercial communication.

Another problem we see in the years ahead is market fractionization. I
don't label this phenomenon segmentation. Segmentation implies a somewhat
deliberate and neat cutting up of an entity into manageable components. We've
lived through this stage in our growing marketing sophistication within the
past ten to fifteen years. Segmentation was quite a glamorous catch-word
throughout the second half of the sixties.

’

But we've just about outgrown that stage now. With a total market twice
the size "it was just fifty years ago; with a multlpllcation of brands and sizes
and styles and types and competiters many times what it was just a decade past -
we are dealing with an almost unmanageable increase in complex1ty of the dis-
trlbutlon, selling and communlcatlons process,

e

-

Yhen we couple the d1ff1cult1es of dealing with hundreds of sub-markets
of varying potentlal with a continued move toward localization of even regional
selling efforts, we begin to sense a new order of magnitude to the chaflenge
of efficient marketing and advertising in the future. : N

“

Further a, gravating these problems is the continuing and intensifying
irritant of commercial clutter and the profound questions it raises about the
erosion of advertlslng effectivensss.

¢ , i
' Contrary to the op;nlon of some observers of the scene, I don't see a.
major broadening of med1a availabilities in the next ten years or so. I don't

4
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expect eable television to move stage-center as a major media category,
breaking the log-jam of pressures on existing television. I do not expect
a renaissance of 1mportant national magazines replac1ng Life, Look and the

others.

If we acceﬁt a burgeoning of advertising volume on the one hand - and
relative stability in the number of worthwhile media opportunities on the
other - then weé must expect a strong temptation for the shortsighted to
further jam an already heavily burdened media structure. We certainly are
going to haye to concern ourselves with this matter of how much advertising
is too much advertising. 2 , -

Finally, in this recital of challenges and concerns, is an area best
labelled with one word -~ a word I feel will become much more important to
all of us very soon. That word is "accountability". Aceountability used
*to mean just one thing - the ability of advertising to Justlfy its cost to

corporate management.
\

If we cut away the rhetoric, circymstantial evidence, pilot éfudles,
and obfuscation, we kmow pitifully little, in reality, about how to measure
in hard, factual, financial terms the impact of most advertising today.

We quickly retreat to that classic example in retailing where an
insertion costing so many dollars and featuring a given piece of sale
merchandise at the local store can prove its worth at the cash register in
twenty-four hours. That's where we were in regard to accountability when I
" left school and entered this ,field of advertising two decades ago. A lot
has happened since, but I still submit that a truly scientific and reasonably
applicable deyice to measure the effectiveness of advertising in terms of a
balance sheet does not exist today. How much longer will senior management
patiently wait for that evidence? Much of what they must accept today they
still have to take on faith.

As if this challenge were not enough, the concept of accountability 1s
rapidly evolving in other directions.

Whether we 1like it or not, advert151ng - both in its 1nd1vidual mani-
festations and as an, industry - is rapldly approaching'a time when its
accountability to various government bodies will become much more formalized

- and routine.,

. MUch of the excitement of the past. few years in Washington and in our
industry centers has had to do with new approaches from government about
this very matter of who is to hold whom to account for what. Now, no respon-
sible member of our business questions dealing strongly with blatantly false

or willfully mlsleadlng advertising. But many individuals in various govern- .

ment units view much essentially truthful and well-meaning advertising as
misleading, non-productive, or sinister. This antipathy indicates the
problem we have in educating each other to better ways of establishing
accountability within a changing governmental and legal context. Caving
in completely is not the answer. But acting as though the seventies were
‘like the fifties is not either. \ ‘ .

s
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Still another facet of accountability - and one we'll all be hearing
a great deal more about in the years ahead - is the matter of heightened
responsibility to the consumer.

L v

& .
This public of ours is not a monolith and consumers can sometimes be
maddeningly uncommunicative and illogical in their responses. But they
certainly are a lot less passive than they used to be and a lot less willing
to accept things as they are because of inertia or cu§tom. We'll have to
make quite an effort to assure that consumers will E%flrmatlvely accept our
messages as valid, utilitarian and moral. If not, we're in for plenty of

,trouble! [

This then.is but a quick reprise of the many forces at work as I see
them now - some promising important further growth and enhanced stature for
our business - others tHreatening some of the fundamental tenets we consider
absolutely essential to effective selling,

Let's now turn to the all-important matter of people. What are the
skills and behavior patterns which have been the clues to successful careers
until now? What talents and traits will increase in importance for those

who will join us tomorrow?

During the recent past - and even today - effective practitioners in
advertising have been characterized by a strongly developed competitive”
instinct - a drive in which a short-term improvement in market share was
felt to be the most actionable ‘and worthwhile of goals. In a pragmatic
sense, this approach has proved quite valpable in forcing a high order of
attention to the specific components of rketing problem. It has led
to extraordinary exercises in ingenui ¢y spotting ®nd highlighting those
competitive advantages which might exist for a*given brand no matter how
glight or evanescent It has placed quite a premium on the development of
executional skills - squee21ng every last bit of rating point strength from
a given spot television budget honing ever sharper the copy points in that
most constricted of commercial formats - the thirty-second commercial.

Those involved with communications analysis‘ﬁhd market research have
raised quantification to a high art. Pre-- and post- cngatlve testing now
make it possible for the more timid among us to assign mumberical values
to behavior shifts and attitude changes - factors that almost defy clearcut,
.statistical measurement, But there is a negative side to all these skills
and enthusiasms - no matter how constructlvely employed, no matter how
successful the short-term result.

" The very nature of the brand manager system - when linked with the
traditional structure of a full-service agency -~ has encouraged a narrow .
prov1nc1allsm - a.focussing on a close-in, constrained goal - attainment
of which could well damage a larger, longer term objective.

It has also led to excesses in recent yedrs in the creative sector -
the crafting of advertising which has often been 1ntu1t1ve, indulgent,
giddy and somewhat undisciplined - advertising which is powerful in gaining
attention but many times woefully weak in achieving a rational commercial

result.

i
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Of course, many of these skills of the fifties and sixties have been
of great valde and will continue to. beJ§o in the even more competitlve
marketplace of the future. .

I

[

But there are new talents and other attrlbutes which are going'to be -
needed. They glve tantalizing hints to thpsSe responsible for courses of
study in marketlng and advertising about what students will and won't be
needing later on. After all, if you merely build programs to meet today's
needs, you're really preparing students for yesterday.

I believe that one of the most ifportant elements of good future
preparation will be a truly thorough. grounding in behavioral psychology
Much greater academic attention should be given to thls matter of how
people react, and why they think the way they do. After all, we still
know scandalously little about some of the fundamental presumptlons on
which our whole business is based.

A logical out-growth of this concern will be an increasing empha51s
on better understanding the communications process and inter-reactions as
a stimulus. This area of study doesn't seem to have a clearcut name of its
own, but it certainly impinges upon a whole array of other, classic dis-
ciplines such as philosophy, psychology, sociology and the like, We will
all have to study much more profoundly about'such phenomena as attention-
getting; the art (or is it science?) of persuasion; the various manifesta-
tions of belief and disbelief; aesthetics; irritation and the murky issues
of memory and retention.

An academic subject still in its infancy as it relates to marketing -
but one whichk will certainly take on_primary importance in the years ahead -
is the study of the inter-relationship between government and private busi-
ness. Not surprisingly, this will be one of the principal arenas of con-
tention and skirmishing in the next decade or two and - because of its
newness and volatility - gives promise of being a particularly fascinating
subJect for study. If you want to verify the need, "just challenge a group .
of practitioners in advert1s1ng today - of varying experience and special-
ization - by asking them exactly what the Federal Trade Commission does in
regard to advertising and why. *

- I've done just that in the past few weeks, questioning quite a few
people who are acknowledged experts in their own chosden fields. Only in a
handful of cases did I get a reasonably correct amswer regarding the role
of the Trade Commissiom. Chances are the answers would have been even less
definitive and correct if we had talked about such other organs of govern-
ment as the Department of Commerce, the Federal Communications Commissions
the Senate Commerce Committee, the FDA and so on. . .

It .isn't too far a Jjump from a course of study on government as it
affects our business to the matter of teaching the practical fundamentals
of commercial law. More and more, the various people who make up the staffs
of advertising agencies and the marketing and advertising departments of
large companies are working daily with in-house and outside legal counsel.

l
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" Sociology - and the variety of disciplines it encompasses - will also
have to become an integral part of a proper marketing and advertising cur-v
riculum. A better understanding of the structure of our society and the
staggering number of forces at work in it will become mandatory as the some~
times antagonistic roles of business and thé various activist forces are more

,

strenuously explored. - .

( _Other possibilitiés come quickly to mind, such s the emerging tech-
nology of information management as a tﬂol to enhance the effectiveness of
business decision making.

A

- And, of course,‘a grea%er knowledge and appreciation of international
trade and its own particular complexities will take on enormously greater
importance. Not so incidentally in this respect, facility with a second
major modern language will become Just about indispensable for job entry
and personal career growth. . )

In the past few weeks, I've talked with many people in our business
and reviewed a sampling of bullétins and course descriptions to see how
closely these new needs_are reflected in today's course offerings. How
: close_g9 they come in reflecting the changes in emphasis we see ahegd?

L

Among those elements that seem to be well covered are such areas as .
introductory overviews of the marketing and advertising business; elementary
.and advanced work in pricing' and the economics of marketing; explorations of
the retalllng and distribution picture; operations research and data manage-
ment (albeit somewhat primitive in view of the state of that art today); and
reviews of the structural ramifications of our business - how advertising
departments, media and agencies are organized and function. Obviously, these
programs have been designed and positioned after much thought, assessment,
trial and error. -

But certain shortcomings become apparent even to a casual reviewer.

Ihere appears to be a striking overemphasis on the concerns of senior
management. Now some development. in this area is certainly appropriate - to -
a degree - as a building block in establishing a broad-based understanding. :

But many of the specifig. challenges to managément - and the tools it
has available to respond - will change over time. I can't help but feel that
entirely too much stress is pl&ced on teaching students how to supervise
sizeable going businesses today. By the time we could logically expect them
to assume responsibilities of this magnitude, the material will be irrelevant
in its particulars. But there is a more insidious drawback here. This in- .
ordinate emphasis on sitting in the boss' chair misleads the student about
what he thinks he can handle with little og no practical experience,.

Entirely too many applicants for entry positions wind up acting either
arrogant or sophomoric because much of their schooling has dealt with running
a department or company - not working in it - at least at the start. Granted,
this point may sound quaint and old-fashioned, but maybe the pendulum should
start 'swinging back.
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At the other extreme, there is the problem that - eyen today - many

. courses are still entirely too function-oriented to be of practical use in

a given real-lifle situatien. This, as we all know, is the phenomenon of the
"trade school" approach to advertlsing We see with increasing frequency
that applicants from school for junior positions - for instance in media -
" know how to punch out a reach and frequency result from a computer. But very .
few of these people unQerstand the concepts involved and are then able to
recognlze when the result is sensible or when it is in error. The technique
has been taught effectlvely The underlying comprehension is all-too-often
lacking. . '
l

\ A third shortcoming we've seen in many'younger people who come to us
today most likely transcends the snec1allzed undergraduate or graduate work
for which you are responsible. But it'is so vitally important that the lack
must be recognized by all of us. Some absolutely basic business skills are
woefully weak. A working knowledge of fundamental mathematical processes
and elementary statistics is many times a shaky proposition. We can only
guess that somewhere early in the game some steps were missing or insuf- ,
ficiently drilled. Probably, some students expect to Jump the lower level
rungs on the ladder in business to the point where they can then have
employees do their arithmetic for them. But I cannot stress too strongly
the fact that a weakness in math - a basic understanding of arithmetic -

c cripple a person's early career in this business. .

The' lack is even more acute and noticeablé when it comes to written

and oral communication. It*has become a cliche among my peers that many of
the junior people coming in under us are close to hopeless in their ability

to organize and properly express themselves in writing. More often than not

th ir commend of vocabulary, grammar and spelllng is atrocious. (When draft-
% these remarks I tried other adjectives than "atrocious" in an attempt to
more statesman-like. "Atrbcious" stlcks because it really is the only
prcper way to describe a lot of what we've had to live with today. Many of
us jspend. our nights an% weekends rewriting.the work of juniors.)

. Now granted, teachers of advanced specialties such as advertising and
marketing in college or in graduate school cannot be blamed for the short-
comgings of students who should have masteréd these elements much earlier.

But|maybe if we can work back down the chain we can start some corrective

action before the damage is done to later students.

’ . )
One last point regarding these problems - the matter of career guidance,
We'ne sure that some individuals or groups in your schools - formally or
infgrmally - are counseling with students who are soon to contact members

-of the business community seeking that all-important first 1-time job. We

woulfl urge that these counselors apply an 1mportant leavening of realism to

" the process.

Several people with whom f've spoken recently have been appalled by

the inadvertent arrogance and almost complete lack of understanding of where
their| qualifications place applicants in a negotiation. Let me offer you a
few ekamples - actual quotations from recent interviews - remarks which were
trans¢ribed verbatim bx the interviewer because they were almost unbelievablé:
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"I'm a (échool X) MBA. My education has prepared me for any
situatlon, problem, task that mlght arise - I do not need
training." )

"This job doesn't sound very difficult. Within one month I'1l
produce more quantity and better quality than anyone on your

current staffs" .

MIf, for example, I started out in medla, within one year I' d

be ready to be media director of any agency in this city.' ..
"I was at the top of my class in school. How many people llke -
me do you think you.ll find in this business?"

If you think these are laughable, pitfable‘or atypical - they're not.

They are cause for very real concern on the part of all of us.

So much for-some of the problems with which we have to cope today.
You may feel the whole matter is mundane - that I've overstated the problem -~
you may feel I've neglected larger issues. And, very properly, the blame.
for some of this may well lie with us actively involved in business as well
as with those responsible for earlier training. But insofar as we believe
a problem exists - that problem does exist. After all, for good or bad, we
hold the key to a high proportion of career-launching poss1b111t1es~1n this
business. . ~

Let ‘me now attempt to be more constructlve, by suggestlng some changes
we’ might think about as we all soon go back about our different daily concerns.

I'm sure the process of assessing long-term teaching objectives on the
part of your various departments, schools and universities goes on more or
less, cont1nually . .

But in 11ght of thls broader perspective I'm asking you to consider
today, let me urge a re-thinking of the fundamental role of business education
by your schools - a reassessment of ultimaté purpose. How practical and
applicable should your courses of study be overall? How theoretical sHould
they be in offering basic comprehension and a large frame of reference -
without providing the tools of the trade? <A proper balance is needed - and
very hard to achieve, \\\-/» X

* What “should be your schodl's partlcular spec1a11zat10n and emphaslsV
For instance, should you be stressing the study of marketlng as a primitive
and somewhat imperfect science; or commipications as that most pragmatic of
the arts; or this business of advertising as essentially,é social phenomenon?
Cutting to the heart, of the matter (and taking a leaf out of,the book of good
marketing practltloners), what 1s your own ‘unique product adcantageV In what
way are you to be clearly different from - and superior to - the multitude of
liberal arts institutions whose graduates almost seem .to be preferred by adver-
tising agencies, advertiser companies and the media?

A second suggestionqktems from some early thoughts on the future skills
that will be needed. Should not your curricula be completely reexamined?

-

-
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After all, we expect that some central technlques’and d1s01p11nes will
shrivel in importance or go out-of-date rapidly while wholly new types of
knowledge will soon become essential. It might "be extremely worthwhile to
deliberate at”some length about what the busines® will look like five and
ten years in the future and then assess how closely your curriculum reflects
that portralt

A third suggestion calls for all of us to do a much better, forthright
and honest selling Job on younger people than we have in the past. It's no
secret that business in general - and advertising and marketing in particular -
have suffered a notable decline in esteem and regard among younger people in,
the past generation. You and I know that there's A great deal of tremendous
worth and satisfaction in the work we do. How do we transmit that enthusiasm .
and professional pride to students before they are lost completqu to us as
recruits for the futurt? What steps can we take to talk with pre- college o,
students - both in their high schools and within their families - about the
worthwhileness of careers in advertising and marketing as a way of substan-
tially contributing to a greater publlc good? Hardly anything has. Been done
of note in this area. ) o

-
-
-

A fourth suggestion returns to my own business and the executives with
whom I work. I think we have to radically overhaul our thinking -regarding
entry practices and our own training responsibilities. We simply have to
learn to do a better job of recruiting top quality talent. We then have to
find better means of developing that talent without alienating it. When
you come right down to it, our hiring and training activities are - for the
most part - almost.medieval. More often than not we seem to hire by happen-
stance - pay a twage noticeably lower than those offered by related career
fields - and then almost inadvertently destroy ambition and regard by these
Jjuniors by losing them in some narrowly constrained, repetitive assignment.

We have to do a better job of enlarging the pool of candldates and
brlnglng openings and appllcants together. And, we certainly should work
a lot harder on improving'the interface between our own organizations and
the academic community. Maybe in this way, applicants wouldn't be as
tragically unprepared for the job-seeking experience as we seem to sense
they are. .,

These are quite a series of challenges. We can't be accused of being
anything but global. If this is where my remarks ended today,”they would
be little more than another set of pious platitudes and provocations for-
gotten by tonight. But allow me Jjust a couple of more moments to lay out
some poss1b111t1es for early thought and actlon.

First of all, much of what I'm about to suggégﬁais .even now being
worked on - a great deal of it by individual companies, advertlsing agehcies,
media entities, schools and dedicated individuals throughtout our business,
and I'm happy to ackndwledge a major new development in the right direction.
The recent work of the Academy and the 4A's in broadening efforts in secur-
ing internships, educational materials, school-practitioner interchange, and
launching the adopt-a-school program is exciting and very much needed. What .
I'm suggesting is that we all look for ways to make this work more effective.
These moves are absolutely vital to the future health of our business and

A

the quality of the people who will run it after us. ,
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I would like to respectfully suggest that a senior, appropriate
representative from each association with an interest in these matters - .
the Academy itself, the LA's, the ANB, the several media associations, and '
representatlves of retailing - that these representatlves meet to consider "

four actions,

1. The creation of a curriculum advisory un1t - ( ,
Consider, if you will, the des1rab111ty of hav1ng*§. Cos
various representatlves of individual schools er

! ‘ 'groups of schools. develop formael presentations .
. of their planned courses, of study for delivery to
a group made up of actlve, senior 1ndustry experts.‘
' These. practitioners would then comment hopefully °
~.in writing, on the strengths and potentlal problems
of the planned é:urrlculum.x

S

This approach would not interfere 'with the freedom .

of any school of department to plan its course of . :
study as it sees fit. But it would allow some of »
the leaders in our business to relate the pertipence,

emphasis and applicability of proposed courses to

their views on what would be most valuable - as they

see 1t

/ Obviously, much of this sounding-board work already
goes on informally on an individual school and 'single .
expert basis. We're simply suggesting that a more
deliberate, broadscale approach might provide tremen-
dously enhanced expertise - much more efficiently -
when courses of study are belng planned.

It's exciting to consider some ramifications of a

venture of this sort. One possibility is that of a

continuing dialogue evaluatlng subsequent experlence

which in turn would lead to further modification and

'sharpenlng up of the currlcula we all rely:on so

heavily. N

2. The formation of/a new center to solicit, evaluate and '
distribute a whgle range of educational materials - Here,
. again, theme i much laudable work being done by t
e Academy, the HA's and many individual institutions. We -
’ -are simply aéking you to consider the possibility of
‘ broadenlng he focus considerably and selling it to
,practltloners more persuaslvely. / ’ <

Among act1v1t1es th1s group might engage in would be the
solicitdtion of original texts or papers on particular ,

subjects from outstandlng practitioners in a given . °
. specialty - behavioral research, market analysis, media ¢ .
¢ . plann}ng, creative concerns, consumerism developments,
- promotion devices, and the like. Again, a great deal . ’

has been done: Lots more remains.
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This group might also seek out, collect and disseminate -

staflding as to where such material can properly be delivered

significant existing papers on various aspects of market- e

ing and advertising as supplemental Feadings for given . Sz
courses. It would &ct as a major distribution center for

the collection of worthwhile case histories. It might .
well also work with educational research organizations: -

[l

.in the creation of entirely new forms of teaching material '

uti1121ng video-tape, audio-visual technology and computex

. soft ware, among others.

Here, again, the basic goal would be to form a.central

- collection and dissemination point without provincial

restriction. This unit éould solicid teaching material
of top quality - the type too often not available because ,
of presumptions of a need for secrecy or a lack of under-

i

The establishment of a natienal cross- internship program -
~+This unit would act as an enabling mechanism for the place-
. ment of teachers of- advertising and marketing into truly

suitabI€ spots in business, Aadvertising agencies, the media ,
and other organizations - and for meaningful periods of time.

.Additionally, this office would attempt the creatién of a

similar program-in reverse - recruitment of qualified practf- '

tioners in business for appropriate teaching assignments - L
at the very least as guest lecturers for one or more appear- e . é%g
ances - but hopefully with emphasis on semester ér academic- - 2

yearnappointments.

Much of the effort in this cross-internship program would

" besdesigned to avoid haphazard, short-term, dilettante =~ .

approaches to this business of cross-fertilization. After
all, exposure of g teacher to an organization for just a few
short- weeks during’ a summer: holiday can well leave a great
deal to be desired on both.sides. .

But anything more ambitious raises problems of compensation
and expense. One of the Key areas to be explored by this
group would be. éndowment possibilities. - Costs should be quite
modest in, view of the importance of the function and I'm sure
at least a few large businesses or associations would be
receptive to at least considining some measure .of financial

support -

Y
S
~

Essential to the effective carrying out of this program'
would ¥e a meaningful program of cross evaluation and
assessment of the experience by experts-and by the partici-
pants themselves. - . X

) § ’ ) ‘:

"A fourth and final Possibility is the centralizgtion of place-
- ment and career counseling facilities on a national scale -

This clearinghouse would be brought into being to bring a wide

0:27_ .
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“ . Variety of appropriate positions to the attention of =
'interested applicants and - likewise - to,bring a . 1
K large number of qualified appllcants to the attentlon
of potential employers. - , \ . . \
4 -
‘ But we would hope this facility would offer services
. .a great deal beyond those of a glor1f1ed placement
bureau for asp1r1ng students’ : -
It could perform an 1nvaluable function ih ‘preparing
students for the\experlence of job solicitation and
%‘ﬁn helping them with realistic career guidance. An
s 1nterest1ng th ught here might be the establishment
of a modest fund to “undérwrite’ expenses for &pplicants . v
//durlng thelrpreparatlonfbr job solicitation and in - . IR Y
their search - a hunt which today may well span many ’ ’
miles, '

»

These then are four hopefully provocatlve suggestlons. They share
several characteristics: )

- Eagh calls for the :enthusiastic cooperation of a -
' larger number of interests than has been attempted
to now. Obviously, the hazards of over-reaching S0 :
. are great., But the potent1al 1n broadenlng the - - ’

\’ N + interface 1s tmemendous. : - . i ' :
23 ) . .
Each stem& “from needs expresSe& strongly.and in - rogs ’

< * very v1v1d terms by a considerable number of members . ’ .
of the advertising community ,I've spoken with in the >
past several weeks. The need is there. ‘But the : . o
action to fill that need must be. coordlnated and T
directed. N - . ' . .

7

- EBach is addressed to the centrally important matter. L
" of enhancing th@ quality of the future leadership - o )
of our business - when. that.enhancement will do the S .

_ most good. 3 . .
- P . . -

I've already sald that much of value is already getting under way. R
In that respect, conslder this a strong endorsement from the business .
community. But these proposals are new in two respects - first they Hold
out the promise of working on a more ecumenical basis than ever before and,
second, they contemplate tackllng these 'needs on a scale(not yet tried,

. Ambitious? Of course it 3s. Unrealistic? - It may seem so right now. .
But I hope the earlier comments I offered suggest to you that the JOb is \ ')g
emlnently;worth tackling - no'matter how visionary. . . - -

: Ours is ‘a buslness going through unprecedented %ravail today. ‘In

its next generatioh T profoundly believe ‘that advertising "will experience
" greater growth - enjoy a more substantlve role - .and compel a much hlgher ‘
-regaxrd than we have yet seen. A .

-
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I have the professicnal pride to work my damndest to see this com;
But more ‘so than«in just about any other field of endeavor, people

about .
We must all work harder to insure a caliber °

aré centrally important to-us.

of advertisiné rofessional for the future higher than before. 5

.4

a'e!

_—

oWe hgve all been somewhat old-fashioned and lethargic in dischargiﬂg
our responsibilities to those we educate, employ, train and develop.
¢ . 4 -, -
. . . -~ ]
The need is more ‘chall®nging now than Yefore. Our shortcomings will
become increasingly damaging if we dan't correct. them - and strenuously SO.
. \ . - B

Is the®job worth tackling? Think about your motivation in being

. .
heré today. . A .
[N ]
. , .
. " . , .
. Thank you.. . .
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This talk is bound to be a dismal failure. To be memorable & speaker

.these days has to make some Scandalous revelations about the past, deliver

spine-chilling prophecies, or.spread gloom with a baleful analysis of the
present. All I can offer you are a few crumbs of change, a few problems
that will still be problems ten years from now, and a lot of constructive

Progress. . ) -

I must tell you even at the risk of being thought complacent and
reactionary, that I'am rather fond of advertising as a trade. It provides
me with all the intellectual stimulus I require. It is always hard and .
fascinating w . It pays well,

Advertising continues to attract exceptionally able minds and unusuafég
people: a professional camaraderie flourishes amongst us in spite of the
competitive atmosphere. We really respect each other. Well, we respect each
other in the same way as lawyers, clergymen, politicians, and academics
respect each other.

. It is difficult for me to talk about changes in;the advertising
industry, because I have only worked for Ogilvy & Mather. And I am told
we are peculiar. Forgive me if I draw on Ogilvy & Mather for many of my
facts. ’ . )

Three remarkable changes have occurred in the past Tive years, It is
odd that nobody has picked them out for study. But then they are the kind
of changes you do not expect from an industry with a reputation for insta-
bility and guperficiality. . -

B, . , e .
1. The billings of the 4A"agencigs have grown, since 1966, by
about 30 percent. I# the face of a depression, in the face
of conswmerism, and in the face of -government harrassment. -
- That is an extraordinary achievement. .. -~ » -

¥
-~

K What kind of growth? Well, principally groWth of the large
. " agencies.' Ten years ago there were'eighfeen LA agencies’
-, billingover $50 million. Ten.years later there. are 35. ———
In this period the number of agencies billing between $10 ’ ’
and $50 miIlion went from 42 'to only 50. God is on the side
of the big battalions; presumably because He has known all
along about the economies of scale. . .

At Ogilvy & Mather, our ‘domestic,billings were $97 million
in 1966; and in 1972. they were just under $200 million.

. Just “over 100 percent growth.. We may be pardoned for'

© . Teéling with Mexrill Lynch not only "bullish about America,"
‘but #lso S'burlish about advertising in' America." .

S vk AN

"+ -2, Advertising Agencies a$ Multinational Corporations .

: In 1952,the UA's showed members to haye Ll offices outside
-North America’ By 1962 the hiumber ha% grown to ‘127, And
by 1972 $he’ figure had jumped to 310, - If you'ynclude offides '
-with minority. owmership the number may well be over 400. This
..frenzyof expébéidn reépresehts ax outstanding change. ;
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‘it faster. As an industry we have twice as many

Foreign billings of the 4A agencies accounted for $gk2

million in 1962, and over $2,000 million in 1971.‘ My
hunch is that by 1972 the billings of the’ LA agencies
abroad will have increased by l3O percent in five years.
Foreign billings of the 4A agendies are now equivalent
to about one-third of domestic billings - that is quite “
something when you remember that domestic billings them~/ .

selves increased by 30 percent in five years. - .

There are few.industries that are as international in ¢
scope as the advertising agencies, and none have do

employees abroa& as in the U.S.

Ogilvy & Mather's International billings grew even mére
dramatically: from $70 million in 1966 to $212 million - “
in 1972 - a three hundrgd percent increase. 3

1
H 4

The Burden of Distrust :
You would think that the advertising agencips Ftand out
in the minds of govermment as dynamic, ‘able :Ellderp of ,

the economy at home and abroad. That Wall Btreet uld'
find solace in the stable and remarkabl sion pf at
least one-of their once-touted favorite?ind stries.| And
that economists would say to themselves? good heavéns,
there really must be something to advertising a{ter all/

. The last five;years, a perlod of unparalleled growth in

advertising, has seen a mounting burden of distrust, and
dislike heaped on the ddvertising agencies. .It must be . N
close to a miracle not only that we survived but prospered.

And also met our eritics and detrdetors more than half way,
without getting even grudging murmurs of’approval. .
We rushed to sign consent orders, because the FIC is the
law of the land, and we did not want tO be labelled cheats.

Now we find'that the courts are not 1mpressed by the wind-

) mllls of evil the FIC knlghts have been trying to attack.

Ve pald attention to consumerism: some of us qu ecollected ‘
contrlbutlons for Ralph’Nader. We discovered that| consumer-+ \
ism is mot .a radical new way of life for ordinary people,, but *, |
a narrow pressure group, with special appeal po pollggc1ans

in geargh of a non-partisan cause. ‘
But we. listened and changed our ads. We hired lgwyers to . |
1nterpret what peodple in Washington were saying.’ There_were V.
many in our own ranks who urged us to reform, and we did. |

We were told it was a disgrace that we did not police our- 5
selves. -So we set up, with extraordinary speed, an organ- .
ization to do just that., Only to be told nov that we are . \
not policing; ourselves well. * A . o |
4 “ ' |
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Today, seven-of the top agencies are publicly owned --
and an eighth is waitifg for the market to improve. But
we are told we are unstable and unpredictable. Well,
well. Our earnings increases significantly out-performed
the Standard & Poor 500; indeed not many industry groups
have done as well as advertising agencies.

Even'when in the pillory, advertising agencies can operate

both professionally, and financially, with remarkable

success. We have done/mqre than most industries to try

and get ourselves out of disrepute, but to no avail. Since

we got into the mess through_a case of mistaken identity,

it will take something irrational and unforeseen to get us

out of it. . ' -

So much for the three remarkable changes. Good growth in
* the U.S. Remarkable growth abroad - achieved in a hostile
climate of opinion. Flexibility and stability.

Now I am going to talk,about a list of things I was told would interest

* YO‘U..

To my surprise, I learnt you would be interested in a 1la carte service.
You must be the only ones left! Both a la carte and full service imply a
willingness to provide the type and quality of service your client demands.
At Ogilvy & Mather our attitude is this: we are prepared to offer any of our
services, in any desired combination, provided /we can make a fair profit and
provided the service can be sensibly executed .

There's the rub. It is almost never possible to do good creatﬂ&e work
without some’research. Almost never possible to develop a creative strategy
without marketing inputs. And it is silly’to determine a creative posture
without a look at all the media implicatidns. And vice versa. The advertis-
ing process cannot be chopped up willy-nilly into many little segments., At
any rate not without a great deal of additional cost, and running grave risks
about the quality of output. ) .

T é

- You will also remember the trade reports that house agencies and
boutiques were destroying the masto ns -- the big full-service agencies.
Boutiques and house agencies.have always existed, both will continue to

exist: "you pays your money, and you takes your choice." :The share of
advertising that goes intb house ‘agéncies and boutiques - which are nothing
but small agencies - has not changed. - . . .

I was told you were partid¢ularly keen to heér'about the organization
of account service function at /Ogilvy & Mather. ’

v, The answer to-all org zational questions in a ‘service business is
this: don't fit people into jobs, fit jobs to people. This is fundamental
in an advertising agency. fThat is why we have a proliferation of the wildest
titles ever invented by » and.why no two agencies funetion the same way.
We. must be enormously flexible. We must not impose hiergrchical iayers'for
the sake of organization tharts - when all we need is one bright person.

. -35-
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If an advertising agency turns into a buréiucracy - i,e. the solemn
observation of the rite of levels by passing the buck along the chain of

command - you are indeed headed for trouble.

Beware of anyone whose title contains the word "administration,"
"co-ordination" or "group" - in an advertisin agency: he is not likely
to have a productive role. . *

2

At Ogilvy & Mather we have tried to remove all the routine and semi- J
clerical functions from account executives. The time- ~consuming compilation
of brand statistics, the regular reports, traffic, pollcing of 1nternal
costs, and the endless post-office dquties. -

In many agencies this is the job of junior account executives, or -
assistant account executiveés. Frankly, using good college graduates this
way is a dreadful waste of‘tlme and money: there is nothing more confusing
than an over-educated office boy.

We feel the job is better done by less high-powered'people, not driven
-by such ferocious ambition. We call them staff assistants. Some' are Capable
of being promoted to account executives., The staff assistants grade is a way
of tapping the potential of people without business school tralnlng \

The young account executive quickly’gets bored and disenchanted with
vrlodding routines. We believe he should be spending his time learning from
his supervisor, his client, and the creative folks he works with. In our
system we can expo§e the account executive to more varieties of business - he
is not started out on a route that ,leads to specialization.

- . The account supervisar is the pillar of the account. He is usually a
mature, fully experienced guy, someone who has been with our agéncy for four
or five years. Usually a college graduate, with an MBA, and some experience
on the client side, or in some totally unrelated business.

The up or out principle operates in all the account executive levels.
But when a man reaches the post of account supervisor he can expect - all
other things being equal - a decent career opportunity. When we promote,
we try to assess whether the person has the potential to make it to the next
highest grade. If e does not, he may neyer be promoted '

How do we know if our account men are any good? Well, there is a
formal, written evaluation system. We also ask other departments about them.
The views of our creative, media and research people. about account executives
weigh with us. We look for things beyond the line of duty. ‘And, above all,
"we ask: how good is the creative work? Yes, that is right. When we come to
evaluate the creative people, we ask: how good are the sales? For, within
an advertising agency, the quality of the work must be a shared responsibility.
We do not believe that accourt profitability should be a specific con-
cern below the level of management supervisor or department head. These
questlons require a delicate balancing of costs and quality of service, and
we do nqt want our working levels to be side- tracked from the ideal of
thorough, professional, qlgh quality service. : v '

<
.
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I am glad to say that in the last five years the exclusive male
college club rules of account service have broken down. We now have 7
women account executives, We have 9 women staff assistants with the
potential for promotlon We have only one account supervisor who is a
woman, If I were to guess about the next five years, I would say that
about 35 percent of account executives, about 15 percent of account super-
visors, and 3 percent of management superv1sors will be women,

Ten percent of our offlcers are women, including a director, Reva
Korda, who is one of our creative heads. All, except Mrs. Korda, became
vice presidents in the last three years.

The number of women in professional grades has increa%ed by 66 per-
cent since 1966, Notably in account service, art, commercial production,
media and research. Equality in numbers? No, not yet. Equality of
opportunity? Almost. Resistance is breaking down fast. Equality of pay?
Certainly in theory, and almost always in'practice.

We are often asked about training. Alas, advertising agencies are
rotten at teaching. We have neither the time, nor the resources, nor the
technical knowledge. But an advertising agency is a good place to learn.

So send me a man who wants to learn - not a man or woman who wants to be
‘taught. We find that people who are students of their craft make the best
advertising people: people who have to be taught stay second raters. How
do you learn? You are curious, ambitious, and very hard-working. And .-
these three qualities bring me to the question of recruiting.

/

It seems tb have been too readily assumed that in the new social
climate young people will not be willing to prostitute their souls by
working for advertising agencies. I would like to make the point that we
do not need a large army of recruits, but only a tiny elite corps.

For in the wake of the profit squeeze of 1970, and the consequent
Tethinking of the use of manpower in advertising agencies, the number of
people employed has declined by some 3,000 since 1966. The L4A agencies
report tHat their'total mumbers in 1972 were 2,400 less than in 1966. That * |
meaningless statistic - the number of people employed per million of billing -
fell from,7,9 in 1966 to 5.5 in 1972, and is still falling. The drive for
productivity was an international phenomenon. .

In England too, the number of staff employed by member agencies of .
the I.P.A. declined by 25 percent between 1966 and 1972. But droductivity -
doubled. . .

« kg

The story is similar in Canada, Germany and Australia.
a3
' In the case of Ogilvy‘& Mather, the*industry trends in numbers
employed are masked by our rapid growth. Altholigh our numbers grew from
765 in 1966 to 906 in 1972,. our humbers per miflion of billing feld from
7.9 to 4.6 Which is better or worse than-the industry average, depending
on your point of view. )
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So when we are talking about entrants into professional cetegories

the advertising agencies need hundreds every year, not thousands. .
’. L

Undenlably, it is more dlfflcult to get tHe calibre of .people we are
looking for. They exist all right, apd just as interested to get into our
business as ever before, but somehow it is more difficult to find them. We
have concluded that colleges and business schools are neither the sole, nor
necessarily the best recruiting ground for people who put ambition, hard
work and intellectual curiosity ahead of all other career considerations.

One of our agency's innovations was the fee system of agency remunera-
tion, back in 1960. Indeed, we prophecied that by 1970, payment by fee will
have driven odf the anachronistic commission system. Either our proposal

—Wwas not as good as we assumed, or the commission system has greater strength
"and validity than we thought: because the commission system is still: the
source of the overwhelmlng proportion of agency income - it accounts for
more than three- quarters. Even in our own case, fees amount to only half )
our income. We may have set out in a new d1rectlon but we have not exactly
started a stampede. .

There has been a fundamental changé¢, almost unnoticed by all commen-
tators, affecting the anatomy of the major advertising agencies,

) Cur business used to be run by owner- -entrepreneurs, great men, some of
them veritable tltans. Many of them have faded from the scene. In advertis-
ing, as in other businesses, there has been a managerial revolution. Nine of
the top ‘ten agencies got new presldents or chlef executive offlcers in the
lasé flve years.

We do.not’ pay enough homage. to the Titans - they built the business,
they ‘created a solid, predictable, useful new industry. And they handed to
the new managements, sound flourishing organlzatlons, with distinct corporate
reputations. . . . . K

W

I am 1eav1ng you with the 1mpress10n that we are without problems. Not
so: But the:problems I perceive dre not those that the trade press discusses
av1dly in _jits 'daily and weekly outp@urlngs. o , o

-

nd correct imagination can see the gourse, of future events

clearly. But it\always underestimates the time required for the changes to

work themselves t.- I perceive the problems that will plague U8y but I am

not prepared #6 guess %hen they will start to rock the boat. .

A vivi

Clieﬁt Conflicts. . For the large agencies, client conflicts are the x
most .serious limiting factor of growth., It ig sharpened by advertisers -
diversifying into each other's businesses. The time will come when it will
be necesséry to take a new look at what constitutes a conflict, and develop
attitudes more like those prevailing in the professions. '

Natlonallsm. The fastest grow1ng segment of the major agen01es'
business will be Internatlonal In the case of Ogilvy & Mather 1t already ’ o
accounts for half ‘of our income and profit.

! / Y - :
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N only is the multi- national corporation.we serve going to run into
increasipng dlfflcultles with the forces of economic and'social nationalism,
but we, &s forelgn ~owned advertising agencies, will come under increased
scrutiny Sanity suggests that in the long-term .extreme forms of nationalism
cannot prevaiY¥ - but in the meantime there will be many anxlous moments.

Pgoflts. Our system expects us to dellver 1ncrea51ng proflts from the

. enterprise every year. As.I have demonstrated earller, advertising agencies

have become much more efficient. But in our search for further 1mprovements
we shall look to vertical integration. Increa51ngly, you will find adver-
tising agencies reaching into work that is now sub-contracted. My guess is
that this 1nev1table process will not work itself out without a great deal

of argy-bargy.

Well so much for my review of the changing face of agency services.
Let me leave you with two paradoxical observations. I have learnt, much to
my surprise, that in our business, established veterans often, for no
apparent reason, fail to make runs, but youngsters whose style is crude and
untutored sometimes, for inexplicable reasons, hit the ball out of the park.

I have also observed from watching myself and my colleagues that when
it comes to breaking rules, innovating, and daring, the middle-aged and -
r8spectable have at least as much innocent enjoyment and fun as the youthful
and rebelllogs

The changing face of the agency business is still very much the same
face. Neither vigor nor optimism has drained from it. A few new hard lines
around the eyes, a little more grey around the temples. Quite an attractive
face really. .

Concern for the future? Oh yes.. But no terminal diseases. Indeed,
a surprisingly clean bill of health. ‘ ‘ -

.
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* The premise that advertisér management has changed in recent years is,
on the surface, true. One need only thumb through Advertising Age (any issue)
during the past few years to read about the kind and degree of change that
has taken place durlng this perlod Changes that immediately come to mind
include: ‘ ) . ‘ .

- the rise of independent services -- creative, medla, .
merchandlslng, and new product;

- the concomltant questlonlng of the role of the "full
service" agency; .

- the resulting questlonlng of the commis#ion system
and the supposedly ‘automatic’ 15%" rate of comm1ss1on, N o

-~  ‘%he so-called rise of the "house agency.
The one thing I don't ;ntend tordo here today is re- ~hagh all of the
whys and wherefores of these issues which have received much -press in recent
years. . These issues have been rehashed endlessly now, and my assumption is
that this group knows at least as much about these subjects as I.do.

‘T will simply call two points to mind; in the attempt to place these
issues ina somewhat better perspective.,

1. Since "advertiser management" is-concerned with the total
marketing mix from prodict development to distribution,
and the issues we're discussing have to.do with the more
limited (albeit important) development and placement.of
advertising copy -- even large changes in this area have
probably resulted in minor changes to the face of adver- ,
tiser management Most adyertiser managements-are continu-
ing to "plod along" much as they always have, making impres-
sive sums of money for their man&gements -- while many adver- _
tising people spend a seemingly inordinate amount of time .
’ reading about themselves and enjoying évery minute of-it.

Which brings me to the second point.

[N

A

As a Tesult of the 1ntegfal relationship between the adver-
tising business and the media, and because advertising (on
the sdrface) has always been a somewhat glamorous business,
there has always been a rather disproportionate relationship
between' the amount of press coverage and the real newsworthi-
ness of the issues and 1tems covered.

(o 28
.

What really has changed, and I believe in degree; rather than

in kind, has been the level of sophistication of advertiser
- managenment towards advertising. management. Specifically, I

attributé this change to the gradual but steady growth of the ,
number of advertiser managements that have been in part ,staffed

with personnel who have as part of their hackground, some signif-

icant agency experlence Very simply stated, experlenceengenders
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confidence, and confidence breeds an impatience, an .
unwillingness to maintain the status quo when ‘there C e ’
seems to be-little justification for so doing. Adver-
' . tiser managements have simply be more capable- of
. affecting the advertising product and the method of ‘
obtalnlng it. | . .
- I've, been asked, among other topics, to address the issue of the
changing role of the .client in advertising management. This supject gives p
me the opportunity to change the frampe of reference from the general to the - .
specific. Rather than ,speaking for the industry as a whole, I'd like to -
tell youw how The Quaker Oats Company views advertlslng management, Adver-
~"tising management is a part of our total communications effort. This com-
" munications program encompasses every area qithin which we can affect the
.consumer perceptiod of our ppoducts and their likelihood of success.. It
bBegins with predicting consumer desirexfor and receptivity to products we
are capable of manufacturing and sellingz§§ an-acceptable level of profit.
.to the company. It continues through dev&lopment of product and design of
packaging, when we are using the combination of research and development,
and design skills to optimize the product offerings. The development of the .
marketing plan culminates in the execution, of. strategies into..specific adver-
tising and promotion programs. The tracking of ‘product performance and
determination of consumer acceptance and satlsfactlon, hopefully leadlng
&ajto long- -term marketing suécess, are the next steps in this "role." Long-
term management of our product lines, including thé optlmlzatlon of the
advertising and promotion programs on a continuing ba81s, répresent the
final step in the role of advertiser management. :

3

- Stafed rather simply, we believe we have the knowledge and expertise .
to manage these functions. The critical issue is that as we have become more .
expert and self-confident in this management, we haye come to realize that we
have a series‘of options with regard to whom we call upon, for input along the .
way. . .

I've been asked if the role of advertlser‘management will change iy the .
next 5 years.  While not”desiring to avoid -the issue -~ I must answey- that it
will depend upon the development of advertlser capablllty over that period of
time. I can guess that advertisers will only become better at the tasg‘(they
have already started to perform and therefore ylll do more of them. K | &

¢ -

3

At this point it would be appropriate for me to give thls audience
somg idea of just how The Quaker Oats Company is organlzed to maximizé the
contribution- of its 1nternal capabilities. .

v

Organlzatlonally, there are, five departments (one a sub51d1ary) geareg
to make major contributions to thls advertiser's self-sufflClency. Each ,
department reports to the Vice’ President, Marketing Services. '

. ) fv.p. Marketing Services] L
T = I B ; } : Y 1 ’ !
Marketing , | Packaging Collateral . Adverdising AdCom
Information & Design & Promotion |* | Services, Inc.
) ' 2 - - N !
o oLl - !
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The Marketlng Information Department rebresen{e a full- servrce.research
< faclllty. Its 50-man size-gives us not only the' abjility to analyze the data
from any given business, which is done on a periodic basis, but also the
capability of designing and fielding product and” consumer research prOJects
with outside help limited to field superv151on. It would be a rare advértis-

g agency research department that is So well equlpped tq design and manage
our research. Even if we could find a comparable source, we have found .that
the costs would be hlgher, and the securlty more suspect. Certalnly, the day-
to-day knowledge.of outside researchers would not be equivalent to -the ex1st— e

ing knowledge and aocrmitment of our own employees. . .

.

Our Package'Desrgn and Developmentfenter works directly with our market-
ing personne? and the country's leading package design firms to develop Quakef
packaglng We ' are hard-put to fthd a reason to involve a middle man.’

-
-

* Our Collateral and-Promotion Department works directly w1th our market-
ing personnel, our Sales Department and our Package Design Center to. maximize

et the input and quality of all package cppy, and collateral material. . Here too,
we are hard-put to justify the Involvement of outside services -- unless they
can provide sémething that we are “incapable pf providing or find it uneconom- .
ical to provide ourselves. T, oL e -

>

- Quaker s advertising serV1ces department is largely a quallty contno}
department rendering service and expertise in the advertising managegent

function. As such, it attdmpts to coordinate the role of various external. . ,

and “internal services -- but does not limit or increase the1r partlcipatlont‘,°

. 4

AdCom Inc., the Quaker’Oats corporate advertlslng agency, is perhaps‘
the most unique part of this advertiser's advertising management Progran. 4
This corporate resource manages, creates, and places the advertising for
. approximately $12 million dollars worth of Quaker advertising. AdCoem is a.
full creative and media service agency. Its creative and media personnel
would, if we handn't been fortunate enough to hire them, hecld down similar .
positions in the world's best agencles. They have an established track

record which 1nc1ude# creating and plac\ng major successful advertlslng

campalgns for . . 9 ¢
LT - brands from the- concept stage through sucCessful broad . ~
* scale introduction; * . £ f"
,~ brands critical to°the company, requiring great under- ’ 20
standing:and strateéfcrcommitment tomcprporatepphilosophy;
- brands in vast trouble, in need(tf'lmmedaate remedial \
T actipn. . . . o )

- , In short, we've found that if we.can attraét the right adventlslng .

people, we are at least as likely to be successful in solving our pe

problems internally as through an ‘external source. It takes knowled@wand
sophistication on the part of advertising management to identify such . .
people. It takes gommitment to work with and hold on to them -- but we see
little reason it can't be done. ‘If done .we have reason to believe it .
leads to a very healthy situation. Forj we widl have succeeded i employ-

ing top talent whose total efforts are: applled againstsour bu51nesses, and

v
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whose rewards are completely tied to the success of»those businesses, as
- oDDosed to some theoretlcal agency "billings" numbers. ﬂ .,
* In llght of the precedlng statements, it's only fair to ask -- how
about outside services? The answer to this duestion is partially lodged
in semantlcs” and, partially in the fulflllment/need syndrome. To us, any
" service bought on the outside is an outside service. This includes services
ranging from the employment of the largest of advertising agencies, JWT, to
" the utilization of Nielsen for retail audits, or Saul\Bass,for design work.:
These are all outside servi s we use because they make direct and
- worthwhile ontrlbutlons to owr bﬁQ}ness. When theyscease to do so, they .
lose our bu 1ness. . . @ ) ) S

[
.

.* To the extent that the term "outside service" is more generally used
to-descrlbe the so-called a la carte creative serv1ce or media service, I'd
like to go on record w1th the following: - '

There aye many ways. to buy creatlve services. We're for all of them,!
38 long as they fill a need better, more effectively and efficiently -
than the alternatives. To date, we have found that we can do this best by
combining the resources of our major full-service agencies, with the great
talent and commitment from our corporate agency. ‘'This doesn't mean that we
haven t had some success with a la carte creative services, for we have.
However, at the risk. of overstating a case --' it is my opinion that most-of
the great creative talent in the business is (desplte all the pub11c1ty)
still worklng for full- serv1ce agen01es. !

. ' 1) . ,

Further‘ I mlght state that there will forever continue the dilemma
of how an adveértiser should compensate a creative service. All is well if
you get the optimal solution the first time. Knowing the difficulties in-
kerent in the dreative process -- you estimate the likelihood of such an .
event. When and how should the meter start to run again, at’ a different rate?
How many solubtions is ania la carte purchaser entitled to for a given pr1ce°
To the degree that pricing can be tied to commitment, the advertiser has got
to be better off. A very difficult ppbblem for the advertiser and an a la |
carte preatlve sérvice. Not a reagon.to never use such serv1ces -- because
if they can do for you what othe .

sources cah't at a given p01nt in time -2
they can represent a valid alternative. However, in general we have found
that the long-term relatlonshlp Ylth involved resources - whether internal
or éxternal - makes the most sense.

» 7
-

How'about media serv1ces° I'd llke to pass over tHese very qulckly .

because I believe their major impact had to do with a point in tipe. When °
agenc&es became sloppy and advertiser management lackadaisicad, sOme experts

: 1dent1f1ed 2 business opportunlty , .
~ 'As the agencies gad advertisers had this lesson'proven to them, the

media opérations within traditional agéncy media departments were refocused,
and the vast "opporturities" .presented by media services disappeared. We
have (as have other major advertisers).tested ‘such services, and have con-
cluded that we do at’'least as well through-our traditional sources.

A\ ’




Commenting on the'value of outside.;:§ product services is. probébly’ '
the most difficult thing to do. In a sense{ this kind of service represents
‘ the greatest opportuiity for an advertiser. | Since the art of conceptualizing.
new product opportunities requires breaking dut of the typical way of looklng
at consumers, markets, and existing product s utions, the fresh, creative
marketlng point of view may provide the greate opportunlty to this area.uﬁ

Howeyer, nowhere is’ there the need for more knowiedge of a compaﬂy'
istrategies and capabilities than in the assessment of new product marketlng
opportunities. Therefore, I conclude that utilizafion of outside services.,
in the new product . area can'have a high return for an advertlser if he hasy\
really come to grips with his corporate strategy and capablllty and is w1111ng
to share fthis knowledge with his outslde serv1ce.» If not, he is better off .

saving his money! . « -

In evaluating the value of "outside services" and advertiser self-
suff1c1ency, vis # vis the more traditional relationships with full-service
advertvslng agencies -~ one must questidn the inevitable effort of, changing -

methoddlogles upon the old relationships.

How have the full-serv1ce agencies

. 3reacted to the increased competltlon, and the elimination of the

clause'?

A

. I have two rather simple observations.

.

"exclusivity

Competition is.healthy for all,

Any agency would'prefer a client who has in

*.chance to judge for yourselves.
" mercials.

part been satisfied by someone eISe - than . .

no client at all! . - . . .
\ 1 y’ - . M co . s
Finally we come to the inevitable question of perfor@gnce. oo

" Has the.use of in-house capability resulted in better advert1s1ng?' A .

dlfflcult question to answer because it _requires subjective as well as objec~
tive ju ts about . adwertising quallty of course, we do have some un-
arguable” success .stories to talk about. But first,' I'd like to glve you a -
Here's a reel of. Quaker Oats Company com- ,
I'll"identify the creative sources after you've had a chance to

> v

form your own opinions.

o SHOW 'REEL =
s 60" Ken-L Ration - Chéese Stand .
. 60" King Vitaman - The Castle , . ° . R
. 30" Instant Grits - Williams Family : .
30" Life -'Three Brothers AR
’ 60" Oatmeal - Talking Tube , .
. " 2 - minute Pet Food - Stray Dog .
30" Cap.'n Crunch - I XGotcha Bird Lo
30" A.J. Cinnamon Swirl French ‘Toast - Twist ¢ e
’ - .60" Natural Cereal - Children ° o Y
. / ' < . . o . 7’ ) ' v
. < »‘/'V .
’ “u ’ -
’ .o, BN 1L © , )
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T In general, I hope yop a.pprove, because we re very proud of the overa.ll
fq\).a.lity cf these commercials. v . o

- » @

' " Now, let me ident:tf'y the créative source of each a.nd tell y;ou a word.or
" two a.bout the. brﬂ.nd's performance. ‘ : ‘

. *

Ken-L Ration Cheesebur_ger - J, Walter Thompson, Chicago ..

i

» . : .
‘ - A new product that has been a big ‘s ccess.. ’ . ot A,
~ A line extension that has started to outsell . O .

° “  the original Ken-L Ration Burger in some parts’ ) Y
’ of the country. , . , .

a

- ) 4 ‘
King Vitaman - AdCom, Quaker-Oats' house agency.
4 N ' . .

- A roaring success, .A can'fpa:.gn that" turned
around a declining business to biménthly

* . gains exceeding 20% versus year-sgo, -

-

58 t Grits - Glenn Advertising, Dallas, - o .

- ”“ ‘ *
" . " " . Successful instant version of our traditional ’
. grits product which is quickly winning acceptance. : .
e .Llfe - Doyle Dane Bernbach - New York " : I ‘ -
N - The Pigst’ cempaign i several ,ye_a.r's, which has .-
régistered measurab sale gains. I 1 ¢ A U
# . - o’ -1, ,‘.
5 .Qatmea.l - AdCom LT e T « Do
| ’\ t ’ » . \" )
. One of the highest Burke scores We ve ever record,ed .
A in the cereal category, e, Yo, . . -
hd . »~ ‘ v o . ' .' ® - ’ ]
Pet Food_ibp_e_c_ig._l_Cgmgercgal - J. Walter Thompson - . %
~’\ A ! »
- Specia.lly c1‘eated for use in corporate specials. ' . . .
.+ Difficult to measure- its success, but we have’ IR -7
; . - found its emotional impact updh pet owners to be. e ., -
, ‘ universal o . v : o ]
" Cap'n Crunch - AdCom . h e, s .,

vo- The latest commer01al in the long- starrding campaign. . VT
““‘\-.-..f'orxe of the all’ time syccessful brands in the A PR
- chil®en's ready-to-eat cereal category. ¢ ) ,

' . . - Jay Ward collaboration simpllfied through house - o v
‘ agency relationship T ‘ . _ e .




. . ~ .
“ e . i} . » . P
S ‘ ¢ * . ‘ :.
Aunt Jemima French Toast - J. Walter Thompson - _ | T
s o . . v .. . K . . . . i - . ‘
- lLatest flavor .extension in pur successful . -
e ., frozen toaster product line. . . N
e . . i \ : . - * - ~ Iy
»',.  Natural Cereal - AdCom . . T - !

~

" . .- Introductory campaign for our new 100% » . - _ :
* Natural Cereal which is .currently being oo < "
7 rolled-out across the country - and which - 7o ‘
- we can't meke fast enough - advertising or : )
. not., -Burked at a 46 - the highest cereal .
score we've ever recorded. : ' 8 ) .-
Obviously, you'll judge for yourselves as 'to whether or not this . - oox
advertiser's utilization of traditiomal resources, in combination With :
. self-sufficiency, has been effective in'the creation of superior adver- . .
tising. -At The Quaker Oats Company, we're convinced that the results . oL

heve been optimal.,
) In closing; I'd like to leave you with™“this thought:

<

. .It's not the nature of the source that matters; rather, it is the - -
- dommitment of the advertiser to accept ho less than superior advertising,

that is likely to q&ké the difference in its quality. . L .
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- MEDIA PROCEDURES
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HANS CARSTENSON & v N
Senior V.. P. & Director of Media L .
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its business. For close to 100 years all'of the-agency's work had
‘* in Philadelphia. ) ’ .
———
This move made sense from the standpoint of client service and
operatiop. But it did pose some serious probléms ag well. .

b In the media area we had to find a way to be sure that'all of our medila._
work, under the direction of Media Management in the several offices, was top
quakity, regardless' of which of the offi?es.the client might be dealing with.
. ‘o . & : .
The (Ayer Media Planning Procedure became the fundamental unifying force
throughout| all of the agency's offices. The, Procedure has a number of unique ,

features.,

1. It is applied uniformly throughout the agenc& and does
provide a sbfong discipline -- assuring that all major
fadtors are given consideration in developing the media . o
program, and that the media program is properly carried
through in the buying wund execution‘phase.

2. At several stages in the Procedure the involvement of all :

of the agency's major functions'is.required. That includes

> the Creative as well as Account Management, working directly .

: with Medig. Critical ‘decisions ?re made on such things of
importance to each of the groups/ as‘the advertising objectives,
the target audiences to be reachﬁd, the reach and frequency
requirements, and estimates of the actual delivery of the
advertising (as distinct from its mere exposure' to the
audiences reached).

3. The Procedure brovides a written, wdrking record for all to
use in their daily work. Where personnel turnover occurs,
it provides a quick reference for new ppersonnel to get up to

date. . .

b, It requires and provides gujdelines for the weighting of
target audiences in terms of their relative importance by
demogrqphic and life style characteristics. And it provides
.for weighting of various media opportunities, as well as weights
relating to the actual delivery of."advertising. All of these ' , "
welghts, of course, are designed to provide much better dis-
crimination in making judgments, as well as to provide the basis

. for statistical analysis via the computer.- ™

5. Finally, and very important, the Media Planning Procedure,
properly completed, provides the base and the ‘data bank for , S
what we hope may become a predictability model on the results
of advertising. With all the information required at hand °
(such things as the Job-advertising is expected to do; per-
formance goals against Which.adverti§ing will be measured;

- reach-dnd frequency requirements) advertising inputs can be




‘ measured against the results achieved. Ovér time
| ) this should permit deteiled study and correlation
betwéen input and result -- making us-better predictors.

[

What gﬁ the Ayer Media Planning Procedure?

4

‘ Actually it is & set of worksheets in THREE SECTIONS

. *. Planning Requirementé .

+ Selection
* Buying

* * * % *

~  So much for background'

- What are the key elements in maklng it work? We can't
cover all of them today, but we will have time to
hit the highlights

I. Basic of course is the answer to the question
What is advertising being asked to do? .

DETERMINING THE ADVERTISING REQUIREMENTS

ObJective/Purpose of Advertising
. 2. Advertising‘performance goals
o 3. Budget

™~ Simple as this may sound, it is not an exercise in writing
dovn the obvious. There are many things that advertiging
7 O - cannot bg expected to do and yet every day it is belng given
tnrealistic assignmerits. On the other hand, of course, there
; are many things advertising can be expected to do; and isolat-
ing the precise ‘one may well “be the crucial step in our entire
.- process. .The burdén here is on being specific. Increased
P “"sales" isn t much help because it doesn't specify the partic-
- War consumér. behavior wz\zant to influence. On the other hand,
if.the advertising a351gnm nt is to influence purchase of our
brand by consumers who buy other brands in the same product
class - i.e. conquest sales - we have something we can work with.
Or the.job might be to influence purchasers of our brand to use
more of it than they currently do. Again this i's something
that gives real direction.




-

.
} ' ' )
. -
* El

II.  Next question'is Against Whom do we want the advertising to work?

*

DEFINING THE MARKET AND AUDIENCES é

1. Demographic characteristics )

2. County size/geographic distribution ) Weights

A ,
’ 3. Product usage 1 .

. - - e
-

We require our Account Group and this includes Creative,
Media and Account Management to sharply define the target
audience and give actual weights to the important segments
in that audience -- - - -

And so that we don't over look tother key factors; we require
our people to think in terms of

L, Special interest factors

-
Life style, social/political interest, civic
activities, community leadership, economic .
outlook, etc. 3

.
z

5. Additional potential audience segments that could, with 3
cultivation, offer special opportunities. Young people,
ethnic groups, etc.’ . )

- 3 -

VA a
ITI. The next key question in developing the Media Program is
' What have’we got in mind creatively to do this job? .,

- Together the account group is required to
ESTAﬁLISH THE CREATIVE REQUIREMENTS
{ l. Creative Etrategy
2. Mood of the advertisiné
3. Space size/commercial length requirements -
b, ,Colo; requirement . ) (

5. Special requirements

* (Bleed, coupons, inserts, positioning)

~ 7 4

6. Other considerations

. (Reproduction,productdisplay;merchandising,demonsb ation) \

»
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This of course again is not an g¥ercise in the obvious. Rather,
it requires a careful study of.what the prospect really wartts, what ~ .
the competition is offeripg, what we have to offer, why the
prospect should want our product or service over his present
product or service, and’ finally and very important, why the
prospect “should belleve in us. ‘ ]

This all sounds pretty "straight. o Lest I be accused of "beating
the obv1ous to death," I want 'to emphaslze 2 key facts -

1) These: Judgments are the Q01n respons1b111ty of the .%
Account Group

2) They' are sét down in writing for all to use for
guidance; a discipline’ over the entire operation. “

At this stage our media staff takes over in

.

EVALUATING THE MEDIA o ‘ o

1. Identlfy all types of media that meet market . : L
objectives .

«

»

2. Evaluate their relative importance in meeting 3
the advertising objectives/requirements

3. Convert values to an impact 1ndex by Medla type -
In the process of d01ng this we ask this question to be - .
sure no competitive Opportunlty is overlooked:

Recognizing that media value can mean more than cost. per ' . “./
thousand in some other efficiency measure, is there any .
unique, competitively different use of media (with or,

without special creative material) that should be
considered° L

/

Lets take a hypothetical case to demonstrate the process
: (read from slide).

-~

Here's how you gg weight the various media possibilities
(come out with maga21ne & TV as the choices). , .

-

Next we evaluate ind1v1dual media vehicles on the same basis.'

-  Assign values for probability of exposure and impact value,

k]

- . Calculate dollar value for each vehicle to indicate
relative efficiency in terms of weighted exposures

delivered per advertising-do;lar.




Recognlzlng that’ opportunities for expasure are not r L.
synonymous with. advertlslng exﬁosures, we have examlned S -
all the research available for the last 10 years fo X '
arrive at probability of exposure weights for all med;a
and types of usage. Obviously such factors as types of
units being used, reader trafficy attentlveness, ete. are!
crltlcal . N . ..

A1l that sounds pretty compllcated - let nw show you 1n 2
series of 2 slides what we do.

Again hypothetacal ‘values. (a dlfferent 51tuat10n) but here

Dlaced against specific media vehlcles. . S '

Here simply take impact (revalued on a basé of lOO) - apply )

probablllty weights from our tables tp calculafe net -

effective weight.

Then apply target audience size & cost for a value factor. ..
5 ' ' .

That's the guts of our selectlon process.' We do.go on, of course,

to develop, ° . )

1.+ ,Alternate programs for computer analysms of . .
varlousfcomblnatlons. .

0t =

* One ke
Again,yL

-

ée Cohpute message delivery -+ Reach & Frequency.

34 Meke a fimal recommendation.

-

step does remain, of course: buying. .

.

El

V)
o leave "no stone unturned,

* BUYING GUIDELINES

2

.
. hd

we require our peqple‘te set .

. » N K 3 . - , »

Print-Broadcast - . : . v SR Co

1. Positioning requirements . S -

2. Edltorlal/programlng env1ronment desired

3. Poliecy on competltlve adVertlslng/dealer tie—ins
L, Merchandising support desired’ . . -, : )
. 5. ‘Cancellatioh condltlons o CL
+ 6. Special requlrements/condltlons B ‘

Policy on pre emptlons/make goods, dlstrmbutlon
of spots by day—part/length ete.

,7' Research

» ‘

v




Obviously what we have done here is to disciplrne the thinking of our

‘people on matters that should command their attention (indeed command the //”
attention of all media planners) in a way that requires them to think of all / ’
key factors - and Force what are’ essentlally Jqumental decisions into . Ny

. Standard format. To facilitate the process we've developed a series of
welghts that further refine the data to get closer to the "real world" of
audience size and advértising delivery. ) .

—

" I have only been ‘able to hit the ,highlights of our procedure here
to@ay. In closing, I would 11ke to make 2 additional points:

L

%

1) The procedure is still being 1mproved upon as’we gain ”.'
experience with it. I suspect we will always bé in an
evolving situation. But it has proved itself already.

- It has pulled our account groups together leading
to better decisions and direction - less wasted
effort. . i )

- "It hg% forced consideration of faetors that might
well have been overlooked.
< “Requiring numerical values in the form of weights
- -* has made useable data out of what previously were
. vague verbal statements. . . .
- . We .are a long way from our predictability goal but
data i gradually huilding up.

LN

- Most 1mportant we are doing better media work.

\ Here s an eXCerpt from a Treport on worq with oné of our clients.

¢
.

"As a start in establishing ther direction for consumer media planning,
his group took our Media Planning Worksheet s&ction of the Procedure and |
filled it in. Their conclusion was that it 1s an excellent way of getting
all the information out, and of forcing decisions and evaluations that helped .
them forus thinking more sharply than they would have done without it. Having
not only seen it, *but hav1ng worked with it themselves, they're solldly
behind the, Procedure.‘. ’ (
2) No procedure is any better than the people using it..
But with good people’ it “can help make thehn better by
the thlnklng required, and the dlsc1p11ne imposed.

b

In our buslness we always have a“'"leave behlnd " I.have~2 for each
of you today. . )
l) A reprlnt.nf én drticle on our media QperatlonS!that

appeared in- Medla Decisions magazlne last“September (1972).

"2) A copy of our Media Fact Book. ’

Thank you for- yoqr attention.and interest. ' -

"

Y
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AGENCY EMPLOYMENT TRENDS

by-

DOUGLAS JOHNSON
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. to add employees in the first quarter of '73. Last year only 12% expected

<

A Y

, Job prospeets in-the advertlslng buslness look better 1n the near
future than they have in the .past seventeen or eighteen years. This is the

~

'consensus of trade publlcatlon storles and people I've talked to in the field.

Manpoﬁgr:\Incorporated, probably the larges& temporary employment
company in the natlon, says that' 18% of the agencies they contacted intend..

i

%o do any hiring at ald. . . .

In 1971 agencies billing over 10 million -- according to' Advert1s1ng
Age -- dropped 2,963 people.' Lapt year the cut gas dnly 725 -- that's about
three quarters less than the year before.
\ b .

. Bob Coen of McCann- FErickson has predicted trends in the 1ndustry for
the last 20 years, He reported a 10, 7% volume increase in total advertising
for last year. More.than double the year before. He sees a jump in spending
for advertisihg this. year of 11.4% over 1972. And although he predicts the
demand for personnel will lag behind spending -- the long overdue expanslon
in budgets, b1111ng and eriployees is on its way.

We have been ‘floating along with limp canvas lately in terms of employ-
ment for a number of reasons. Although sales were high during the final '60‘'s,
corporate profits were squeezed -- so,the demand for advertising was ‘depressed.
There was a mild recession in 1970 so some jobs were eliminated.,: Clients
began doing their own promotion, publicity, and even media work to keep money
in their own bank’,accounts, Specialist companies developed. The creative
boutiques and the media services tended to do their work with a shoestring
staff. Agencies went public and to hoLd the profit line “they tallored -their
employees-roles to a Jack Sprat menu. And what is most ironid¢ -- the teachers

‘of marketing and advertising developed such potent graduates that they began

to do the work of two men. The thoroughness of the schools has actually. con-
tributed to the reductlon of job openlngs.. Gentlemen, my regrets and my
compllments. ’ . :

¢

Some of this s1tuat10n has changed more w111 change or become less )}
influential so "here comes, the ‘boom. " .
. N N N l . ! v
Know1ng that we were going to meet here and dlscuss employment trends,

I dld some research to flnd out where we stand presently in agency employment.
s Thitty questionnaires were mailed to agencies who are members of the
bA's Commlttee on Work With Students and BEducators. We had a 60% return

' The answers represert 937 million dollars in billing. ' The spectrum is
broad and representagive. Small agencies to dlarge -- from 1 million to -27:
million. They had a combined total of 1750 specialist employees. By
definition, these, are employees who hdve studled some form.of advertlslng
discipline in college., The ratio turned out to be almost 2 specialist
employees to each millior dollars in billing. Every agency says it expécts

. the trend to continue. There will be fewer employees' per mllllon. i I '

~ LY r - ‘4
We asked how many employees are om staff in each speclallst category.

' . : . J

- ' / te ’
:
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Looking at the whole pie: LO% of the specialists are in Account work. N
l7~ are ingdedia. 7% are in Research: ©¢n the Creative side, 17% are Art

Direchors’ and 19, are Copywriters -- ‘that is nearly one to one. Th%sﬁworks

out to bé 36% on the.Creative side and 74% on'the Business side. SO -- that - Lo
is the state of the. total staff of specialists. Next we looked at the total ’
number ' of - spec1a11°ts higed in 1972. Phis was every specialist, including .

entry- ievel employees. li} .

?

3249 of those hired'-- &lmost a third -- are in Account Serwvice. 18%
are in MedT®, 12% are in Research. That gave the Business side 'of the - . .
agencies 6 of the hiring that was done. In other words, 62% hired against ad
74% of total staff. Account service seems to be on the down-side. Media .
looks about even. Researth looks a little higher than we might expect.

387 of the people hired are on the Creative side. That is 38% hired
against 367 of total staff which is about even. 19% are Artists and 19% are

writers. ?rhat could not be moré even -- still one to one.
lNext we looked at how entry—level'people.shared in the hiring. ~20% - :

“of the specialists hired are just out of college. I'd say that's a fairly ’
encouraging number. . :
. ™ : :
Of " these, account service cQmes in. comparatively Low with 26%. 23%are in Medla .
ani 23% are\;n Research. Those departments seem to favor entry level people. }
.The hiring of  all new,specialists on the Busineg’s {}de worked ,outiwell. The ’
" total was 72% and if you'll recall -- the total number for employees on the .
Business side is presently T74%. 'That is practically an even score of hiring ~.
ngw employees compared fo the total staff specialists on the Buslness.sade.

The ratio in Creative is not quite as close. 16% are Entry-level
Artists and 12% are Cppywriters. 'Not quite the one-to-one we have seen
before. The total was 28% compared to the ‘total.Creative staff of 36%.
'nonarently more experlenced practitioners were hired to do the actual ,
+advertisements.-. . . . ) " . C
. . ‘\i .
So there'lt is: the total pie,.an Qverlay of the Total Specialists .0
hired last yeéar and a count of Entry-level college graduates among all of )
the'specialists hired. Now,,let us look at what it took for those graduates

who got hired to get hired. v ;

[N
{ .
A e > »
3 .

How important is a collbge degree? : . ;

f Véry important! . There is no way to get into this marble game on the.
Business side unless you have a degree for a shoote The response was:
- 53% say Account people must ﬂ@ve degrees. 827 s say éesearch people must
have degrees. Less is expected of‘the Media department 76% of the agencies
say a degreée is good to have but only 24% think it is a must for Media people
But note ,this -- on- the ,Business s1de not one agency says a college degree was -

unnecessary R ‘

- N » ; . R

- r'n the Creative side 53% thlnk a degree is unnecessary for an Artist B
and not one agency says he must, haﬁe oné. 18% will hire Copywriters withott*

a degree but 477% belleve it is goodi 1f the wrlter is a.college graduate.
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"What about advanced:degfees? *

.

*a

" They are not nearlJ as necessary as-I had expected. Ror the Bu51ness
51de, espec1ally the Avcount executive, an MBA is the graduate degree to have.
In Art and Copy there is no reason to be anythwng more than a Bachelor of
somethlng N . . p v

.
- ’

We also profiled the educational background needed for each specialty.
As expected, -Account and Media people should have Business, Advertlslng and
MarketlnQ A Researcher should add Mathematics to his credentials. Artists
need Design-and-Art. Not much else. Copywriters should come out of a‘Liberal
‘Arts SChool Dreferably. Journalism and Advertising were close seconds.

v

we found a trend that 937 of the agenc1es say has developed over the

" past. 5 vears. A new 'educhtional background is in demand. .

33% call it-Business. 31% call it Marketlng. Those two chalk up a
total of 64% in favor of a highly "commercial' discipline. Advertising -
almost équally commercial - scores 20% and brings the total up to 8L4%, Less
profi‘-orlented - uournallsm_ls 13% and Liberal Arts, only 3%.. )

Once we learned what educatlonal background an applicant needs to be
hired, we asked about the agency's hlrlng criteria. Does it help to ‘know
someone on the staff? Only 1% say "yes." An outstanding book/reel/or resume
is the strongest wedge with 33.3%.- That is an objectlve standard. .The next
highest score is highly subjective. 32.3% say they hire on the ba31s of the .
applicant's potential for maklng a contribution to the agency's future. Next
comes an appraisal of the applicant's apperently strqong intellectual curiosity
and 'drive. 31.2% glve that quality third honors. Then comes ‘a good inter-
view -- 28.9% -~ and finally an 1mpre551ve scholastlc background with 26. 67

« Let me make a couple of p01nts here -because I want to come back Yo
them later. ~ . . ) ¢

H

.r‘ . -

How does an appllcant proaecb this intellectual curiosity, this drive
and this po’cen’clal'P It must be done in the Interview with his personal
presence "plus show-and- tell. .That is to say -- with personal salesmanshlp
and with a book/reel/or resume. .

‘For’'a moment will you Teachers please think of your next class of
gz‘adua.’ces'P Are they dynamic self-salesmen and saleswomen? Are they going
to gradpate with good marks plus an impressive sgcrapbook and resume? That . e
is that we want to talk about later. ,

\ . .

. We took another step to identify the Entry-level-applicant who will be
successful. We asked the agencies to grade the important attributes. for
succéss in each specialty of advertising. We asked them ko weight each
characterlstlc from 1 -- of little 1mpoa\jnce -- tg L -- of great importance.

*

Account Executives are expected to have all the virtues. Practically .
every attribute was scored over three. Abethe top were  Ambitious, Fompatlble,
Dec151ve, ‘Enterprising, Logical, Leader Personality, Self-starting, Thorough,

Vital and VWell Organized. v . . . . .

- f <
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* Less is exvected from a Ved;a man. ¥e' should be Analytlcal, Cooperative o
DeCISIVé fmterprlsnng, _oglcal, €elf-start1ng, mhorough and Jell organlzed . .
.. CoN » % ‘ L] )
. Add the v1rtue of ”urwous Intellec¥ually and&you have a Research man. ..
& Art and Cqpy people hawe an entirely, diffgrent profile. Zoth should be . K
.”oooer tive, Turious Intellectuadly, .maglnatlve, Resilient and Self-starting: .
' \ . K .
‘Tn additicn, the wrlte# skould oe‘Enterprls;ng, soglcal and ﬂell- .o T .
organr;ed Acrosd the board, the vital characteristics for %dvertising em+ “‘. . e
s o 1 nloyees are to be Compathle, Cooperatlve Imagingtive, Self-starting, ¢ 3. o
“horougﬁ and Well-organized: . - ‘ » oo
’ - . & & l' ’ N ‘ ) e
v ‘”onceptual ability, Cpeaking abﬂllty and ertﬂng ability aye also im- &« - &
portant in .every srpecialty. Some kind of experlence in Advertising and some
Product knowledge are cons1defed importaft along w1th the decree

v + v A . '\,

For 21l of this --*the graduate w1ll"start at a«salary betweenws1x and -
€lght thousang dollars a year. The survey says this'is about average.
Fourteen thousand is the highest mentloned -- four *housahd is.the lowest ;o

* .. report ed -- Ddt both are gquoted otly once . . " . s
% . > LS - - .

Judgment fells me that the average figure is low. , The, g01ng rate among
the mid to larger agencies is closer to a range of 9 to 13 thousand‘dQ‘lars a
year, we believe,. : . ,

L.

Yhat about training after the entry-level employee is hired?" Only 30%
of the agencies have any kind of a formel program. T70% do no .training after .
employment : 7 N oo .
Over half of the agencies say their new people "learn asg they earn" .
with on-the-job experience. 169 each have staff lectures, superv1sed work
in departments and various in-agency courses. A few less have practice
projects. :

a
-

And, by the way, little preference is shown ‘to special éroups°in agency
hiring. JFive percent said they took some interest in helping Blacks,.bﬁt" ' .
women, the handicapped,.all others;a;e treated equally. .. ‘

.

'

As clearly as I can see, that is the employment situation and the ‘ -
prospects for the next few years. More jobs will be there. Tha properly .
educated can apply. And those who project the right characteristics will be T
considered. Now for the pivotal question:. Which appllcants will be hired? ’ :
What purchasé proposition -- what differentesthat-makes-the- difference --
what unique gelling quality will get them hired? )

¥

To answer that I would like to stop.here for a moment.

Right now I would find it useful to change my audience. I want to move
all of.you teachers and you advertising men onto my ‘side of the table and talk
to your students .... your prospective employees. Let's see 1f what I say 1s
what you mlghtc%ay. . .

« ‘
¢ - -
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. Students: The question before us is: How do_&ou get hired? One
answer is -- Have the right Doint of .view about who you gre.

) >
No matter what your college calls thé course of study you are taklng --

no matter what the title is on your text book -- advert1s1ng, market;ng,
Journallsm, copy wr1t1ng, media ~-- what you.are d01ng now is 1earn1ng to be .

a communlcator. ) ~ e s .
. . . . . . 4
‘ " That is what it is. ~ . ) . _ R
Now what does that mean?  The word COMMUNICATE comes from the Latin --" Y
commun-i-chre. Savor that word slowly -- and allow me an added touch of ‘ )

meaning of my own. QCommun-i-care. Commun -- me ing cotimunity of group. o ,

I -- the stalwart erect pronotn whlch stands fo yourself.. And Care 2- whlch

in modern ‘terms means "o give-a damn," Commun-I-Care, Maybe that is mot

exactly what the Latin' linguists 1ntended but byilt into it and ready for.©
- the taklng, is’thé new communicator's oath -~ his promise -- his'pledge --

and in the opinmiod of mayy =- the, future of the advert1s1ng bhsiness. _The <
d1ctlogary ‘goes an w1th many ampllfylng words.that shade'the word with’ - -
Jto Ampart -- to’ 1nform ~- to participate -- to share. . : -

4

In those three syllables -~ Commuh- Te Care - 1s a promlse, a respon-
) s1b111ty and &, purpose in a new era of s0c1al conSclousness, It surrounds
'}he-meanlng of what w1ll be your life's work and its meaning is huge. It -
is fllled w;th an open range of opportunlty ‘for the versatlle and the.
dedlcated . . AP . . cL
In the oplnlon of many.experts, our era is the time for versatlllty.

W
., ' .

The most valuable abllity in ‘the coming’ century is. probably the ab111ty

to change from the use of one ablllty to another ability., In our. time we will
-all need the flexibility of a” M1chelangelo or a Ben Franklin,

~

-
.

Th1s thesis suggests "the probablllty of. multlple careers I can see’a . v
., communicator's career-path moving from local retailing, to small agency, then
to television station, on to a manufacturer, to a large-agencyy to a college,
-'to.-a government office, to a consultant's job, back to a large .agency, to
public service broadcasting, to mayor of the town ---into any combination or
progress1on from area-to area where he has a phone number and »a place to hang
h1s coat, | . , ) )
. ¢ g

There are no restrictions. A communicator carries h1s tools in the

furrows of his brain. A communicator.'s growth is hampered only by‘hls ' ! '~,
ability to master nﬁﬁ?d;scrpllnes as he is exposed to them durlng his S
llfetlme.-

o T . P ~
- o

Students, I am saylng'that the narrow self-concept of advertising man,
marketer, journalist, researcher; med1a man may pinch in time, But the
roomier definition of communlcator jves ,& man wide latitude. - It contains
much less built-in frustration. M more types of jobs will be avallable,
be satisfying and be completely loglcal areas for employment .




»
P,

" ~ - . o« 4
Students, do not be hung up or desperate for a job-in adverﬁislng.
If there is a communications job open somewhere else, take i$ and keep on

1earn1ng and practicing your craft. _ L . .

Next, Students, I'would llke to see your resume. I thipk ] know what
I wﬂll flnd College grad. Okay. The right characteristiecs. 'Flne You

' were here. - You were there. The resume will show where‘you have spent your

tlme. Right? Is that all there is? You claim to be" a communicator. Did

you ever communicate anythmg‘> g i ( w e ..

¢ ‘o ¢ .- \

And the answerzotﬁell, what do you expect? I just éot‘put of college." | 7

To me,* that is nho satisfactory answer. I have yet to sée g potential
communicator who can resist communicating, I am mildly interested in where

yau were durlng your life. ,I am much more 1mpressed by what you made happen " .
&4s a communicatoer whlle you were there - .

. . S
- . »

7 have read hundreds of resumes. . They were neatly typed on one, or two:

.

’pagesk in reverse, evolutlon, dates and places -- slgnxfylng v1rtually nothing.

é Many applicants have shown me books on files. All weré collectldns of
random advertisements or story boards -- all| in.limbo. There was no glimmer’
of campaign or a- strategy) no hlnt of a sales 1ncrease or a Jump- in consumer

awarfness. - . . . . N

s v , oy
-~ a » * X o ] " V

o \ Students, if’ I could have‘reached you alyear cr two yeats earlier I

woulld have said -- Come see me or the 8th of e at 10:00. 'Come show: me

your success stories. Let me see your proaect » Yyour praétlcal works — ’
*your drum beatings -- the way -you spoke to a single 1ndrV1dual and drew a

croWd any crowd. "7 ¢ ) . . e, . .

. R§§~éxample I want to see your eyes llght up w1th exc1tement when yOu
talk about your ART FOR EVERYBODY campalgn ) .

) Open a neatly organized 'book and take e throhgh it. Stert me with the 7
first press release. It says that’all the art Bupply stores and camera; shops
in town agreed to didcount everythlng on’ the1r shelves. " Lol

» N -, i, %, c >
. Th1s was to encourage -every man,’woman and, ¢child to try some form of: ;
art. Teachers were-linéd up if people wanted ‘lessons. On the hth of July ~

LA ]

”there would be a grand judging with lots of prigzes. A .

-

‘ The Artlst s League says it hopes to make the contest an annual.event
. ‘ , Lo
. 40
‘ I want to see whdt happened next --"the press clippings., " Show mé the
80 year old woman and the 5 year old boy who both entered needlepoint. Let
me see a shot of .tlre mura; that came in on a truck alongside the oil palntlng
that was the size of a silyer dollar in the. artist's hand. Show me thé list

7

-of the ;nterv1ew shows_ and- all of the guests who appeared to talk about the

campaign -and show their art. Lét me see the advertlslng that was generated --
the booster ads that were Lcompliments of friends, and the paid pages that the
art and camera stores rén. Show me.the handbills that.were passed out. plve
me one ‘of thgse"Art For Your'Sake" buttons you had made, ‘ ) ‘1

e . "
N , . 2

u

ot ’ e R
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- “Tell me yQur troubles. Build a kinship:sq we can commiserite. Talk .
dbout ydur money raising gproblems. How tough it was to hire the hall. The
pdlitics you went througgjgo pick the judges. 1I'll understand because I
have frustrations teo. » mean as it sounds, I'll be glad you have
exnerlenced the knocks that go with our rugged art of commumnication. Your

- enthusiasm shows you are resilient. My experience gays you will have to be.
Teke me with you. Show me what you made happen., Write and talk about what
“you did and you will be artlculate -- persua51ve. Interest me and I will
want to hire you. < * :

- . . ot
-

Show me your ADOPT A STORE' CAMPAIGN.

» 3¢
L

Get me excited about Tony the Butcher. Tell me‘how, just at the start

of barbecue-time, you talked him into letting your tedm take over his com X
munications, You positioned Tony in a crowd of butchers -- in hundreds o .
maykets a1l over town. “Within days he was the prime, nrlme-meat seller. |He ..
became the top man in meat for outdoor-cooking. His advertisements were

practlcwlly written by hij satisfied customers who shared their own secret!

barbecue tricks. Tony-the-butcher chef hats were in every dackyard on every

weekend. If you flew over town it looked like a _green field littered with,
marshmallows. Tony became e TV celebrity. He held & championship cookoff *
in the, park. .The wihner's family. got .to spend the next Sﬁgday afternoon in

+

Tony's own backyard -- with Tony at the grill.

‘ Y
© Tell me aboutftpak’ And the chain of butcher shgps Tony has now --
sauce ~--and the cooking

and the recipe book, -- ,and the private brand barbecu

school he runs. . . '
. . ‘ \ - - «
Show me the mq;tipliefs you put on Tony the Butcher. ;
oW

Or Tony the Shoeshine,Man (who guarantees a two week shine). . '

N r

_Or Tbﬁy the Florlst (who gives -a corsage with-every houseplant).
i . Or Tony tHe Cleaner (who is affectlonately known as Mr. Spot because
~ he has never:/seen a stain he couldn't take out).

PR

Show me how you ‘positioned & local cominodity so it became a “specialty --
an exclusive -- that éverybody wanted.
There are a million products out there to practice on. They need you.
A small businéss needs an image that i¢ exclusive. A small manufacturer has
a device that needs demand. A Chamber.of Commerce is leadimg its town into
deeper obAitvion. A woman's club does good works but nobody even notices. Un-
leash that/'imagination of yours and you will'have ideas that maKe my sugges-
tions look anemic. Face the fact; You need apprentice expeérience --' intern-
, ship. So find a product and be its bridge to the public.

Apply every communlcatlons method y6u have learned. Writesa Competi-
tive Analysis, a Situation Statement and a Strategy. Do 4 Marketing Plan, A
a Research Study, a Sales Promotion Plan, a Publicity Plan, write copy, and - .
do'a mechanical. Gather a team and use the1r~s§ec1alt1es. Make it all work.
" Then put «&the whole record together in a book for others to see and present it
proudly. :

Y
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Bring me something that says:‘ I am so damned excited about communicat-
- ing that I can't hold myself back -- fall, winter, spring or summer. -Show me
you can activate people on, your home ground then I may believe you can move:
people on my home ground Convince me. And prove it to yourself. N

That is the ehd of my advice -- my challenge to your student and to
your future employee. I would tell him or her to expand his self-concept
to the total role of communicator. . .

Why? For more job opportunities. For more options. For more Jobs
‘that relate and contribute to the growth of his career. For more complete
-satlsfactlon in h1s total life's work.

I would tell him it is important for him to sell himself to others --
and with his accomplishments -- to himself. .

How? With communicat ions campaigns that he has created and englneered
With slngular success stories that prove his internship in the _communications
field, \Iowi what if he is willing to do all that? .

lJ

His willingness places some responsibility on his teachers and on h1s
future employers., ' .

:His teachers should encourage him to do his thing. They should not. only
teach him theory but also help him engage in many practlce experiences. They
should' .start him early to replicate the countless prOJects he will carry out
in his llfetlme I know many of you do this now and do it well. But perhaps
more emphasis should be placed on role playing and on preparing success stories

-

for presentatiomto future employers. . ' "

. Employers hgve a responsibility too, Those of us in advertising who
search for entry-level personnel must respect théir private campaign by
experiences. We should give their success stories the cdonsideration they
deserve as an important section out of each student's life. They should be
valued as highlypas our new business presentatlons or new products. BEvery
agency man knows how affectionately he hopes his new business presentatlon
will be accepted. Every advertiser knows how much hekhopes hat his new .
products will be loved and gathered in by the publlc -

¢ - . .
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’

In the area of advert1s1ng educatlon we are turnlng out more graduates
e’VeI'y' yeal‘ . '

Naturally, the placement of these advertising studeﬁrs is of paramount
importance to the student and to the educational institution.

Through 1969 -- there was little difficulty" 1n placing the new

graduate -- though the job wasn't always where he wanted it geographlcally
and it wasn't always with the exact company that he or she preferred
hY

Slnce 1969 -- the golng has been rougher -- at Bhe Missouri School

of Journdlism or placement center saw a drop from 123 visiting interviewing
teams to 55 -- slightly under:one half -- in just a year or so.

Interviewers seeking[advertising majo;s dropped from 44 to 32

Advertising graduates come from two main sources ~-- Schools of
Journalism and Cofmmunications and from Schools of Business and Commerce.
£

%

In general, both ‘of these ;nst{tutlons are turning out some good.
products., The Journallstlcally oriented graduate gets a lot more than just
writi

and creative courses. Even though he isn't in the business schoo

he gets a goodly portion of marketing, management, finance, retalllng and|
related subjects on. top of a liberal dose of liberal arts.

\

\
The business graduate gets excellent grounding in business areas and
at most schools also gets into creative courses, writing, copy strategy, etc.

~»

Today's panel consists of three experts to cover thls*method of
educating our students for advertising.

Dr. Richard Thain handles placement
at '‘the University of Chicago for business st ents, where he is a professor
ahd Assoc1ate Dean. .

Doug Johnson, McCann-Erlckson VP, is here to talk about the needs of
agencies, the L4-A's and McCanh- Erﬁckson in particular; a working "Ad Man,"
not ih personnel.

L]

L)
I'm here as an Aavertising professor and the Director’of Placement
for the University of Missouri School of Journalism.

Today, I1'11 be talklng,
about the advertising portion of our crop. Both Diek Thain and I have.
"decentralized" operations. .

S Both Dick Thain and Doug Johnson have excellent presentations.

By
getting together on the phone we_ were able to check signals and‘I hope
.that we can avoid unnecessary dupllcatlon. ) B

-

Doug Johnson did what lots of good agency men do -~ he ran a survey

»
a2

arll sent out a questionnaire.

I think you'll learn a lot from his presenta-
tion. I'm Eiyly sorry that he had to boil it to 20 minutes ... it's
worth an houwr’ or more.

‘7.




For myself, we were already sending out questionheires when I was
asked to come to Tempe for this program. Unfortunately, the timing wasn't
perfect and the results are still coming inr Some even came in todayz/

Last week.I had my staff drop everythlng that could be dropped and .
start tabulating. i .

- -

We were asking our graduates (all majors) from the classes of 1968
through 1972 where they had first gone to work and for how much money --
~and—where they are now and fer hew much money.

-

A total of 804 of our lh30 locatable graduates had responded by last
week from these.five classes. Of the h?O of these who we;e advertising
majors, 281 or about 51% responded. Our advertising majors make up about
30% of our student body. * » . .

So, we pulled out the ad majors and here's what we found. Incidentally,
these are primarily BJ .graduates. The MA graduates have been slower to
respond and we had only three PhD's answer our questionnaire. . Thain and
Johnson will have a lot to say about the MBA and MA, = °

»

[

We found that 27 men and 18 women went to work for agenc1es usually
A.A.A.A. agencies. .. e

”

’Eiggteen went to corporate advertising. T ) ) ’
Fifteen went to retail advertising. \ i

[ . .

Sixty-two went into newspaper 'advertising sales and seryice.

Thirty-thtee went into corporate public relations.f ;
About nineteen went to P.R: jobs with educational institutions,
associations, etc. .

v

- Fourteén went to mail order advertiéing.

« ¥
.

v

Eight went into advertising education. With a BJ thls is usually -
a Junlor college although not always.

N1ne went inhto broadcast advertising. ] [ (

Fifty-eight into other ... this includes OTHER AREAS OF JOURNALISM ... - .

, housewife?,.. military and jobs xeally not related to advertising...
— Y graduate school and law school. . e L

v

Media jobs were far more plentiful and popular during the 1ast two
years of the five year perlod

,

‘

’ ) .
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Flﬁ;y strayed - from advertlslng right after graduatlon o0l sometlmes
other fields of Journallsm,. or a fathef's bus1ness. We found that present
job, 1nd3_catlon was that U2 were still."missing" but this is misleading in .
that. about 15 came back but we lost a few more durlng that period

' . v

* . . PSR v - '

' . waiabgut sé,iarijes? . . ‘ y A .
- “‘Upo‘n kGrac.iu'aj;ion B . " After Five Years®’ ‘
30 . - . Ufld'er, 7,569 ' 3 o o ,
”‘. ~ 12 $ 7;soo.i $10,000 . 13
oy $10;000 - $12,500 :, ’ 16 | R
R . . $12,500 + 15 ' -7

: ' - ,
\ ! BRI L
" 7 .- $7, 500 = $10,000 . o .
. 'Sr"‘jl'. $10,000 - -$12,500 o 3.
. : ST 1 . $12,500 + ° .

« b3l
3 g ‘

In stmnnafflon, ‘and I thlnk'Dick ,will ,agree w1th me, the job, market is

up.” We have had 9 A.A.A, A, agencies (recrulting) so far thls year as agalnst

5 last year. Newspaper sa.les and service jobs are well up over prev1ous

years ... even on the editorial side'of weeklies and small dailies we' find' . ‘
“them up. For -our news editorial majors this has been ‘the best year since .
1969 .++-and we feel that advertlsing majors w111 experience even a. better (<

_ increase next year. . R . .
1 - ' - i i
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. The purpose of this exploratory study is to examine.bad taste in print,;
advertlsements from the v1eWD01nt of advertising practltloners and other
interested business persons. S . , . )

! ) ‘ |

This paper differs from other papers on advertlslng abuses in several

ways. For purposes here, the question is not 'What is wrong ﬁﬁth the adver-
.tising 1‘dustry?" That approach has been used often. The question here is
"What is grong with specific advertisements?" . This approach offfers a fresh ,
look at some of the practices that spark criticism of advertising as an
1ndustry { ' . . ‘g
) This paper also dlffers in its sources of cr1t1c1sms. In Some napers,‘
the viewpoint is representative of some level of goVernment._ For example, a
Federal Trade Commlsslon spokesman discusses advertising problems from the
view 0f the Commission.- In some papers, the v1ewp01nt i's that of an upper
management person from a major manufacturer or a major advertising agency.

He urges, "Let's put our ‘house in order" or "If we don’t do it, someone else
will." Interest here, however, is not sclely in these speech makers; interest
here is in a mix of ad makers, generally, the day-to-day advertising practi-
tioners -~ account executives, copywriters, media planners and other persons
involved in promotlon, including nonagency marketlng and, advertlslng
practitioners. ’ . . P
* @ - ~ /

other slgnlflcant differentiating characteristlc of this aper.lies
in thé attempt at obJect1v1ty. The purpose. i§¥ to report flndlngs, not to

moralize. - . c ..
Methodologz ' . . Co ) et/

{

It should be noted thaf this 1s'gh exploratory study It represents -
what could be the beglnnlng of a detailed study of advertisinhg industry con-
cern about advertising taste however,’ ﬁJlltself it is limited in its scope.
Y .. T

‘A1 advert1semehts 1ncluded here appeared in tge "Adg We Can Do Without"
segménts of the "Voice of the Advertiser" pages in Ad ert1s1ng Age in 1970,
1971 and 1972. Each advertisément was submitted’ by-a reader who was offended
in some way by the ad. All "Ads We Can Do Without" that were questioned on.
the basis of - poor taste were considered.’ “ Those ads that were duestioned be-
cause of possible plagiarism, deceptlveness or other reasons were extcluded

from this study. x

Over the three year pericd wnich was investigated, 170 advertisements
that were submitted for reasons of taste were published in Advertising Age.
In order to describe the advertising approaches that .most often prompted
readers to write to the editor, the authors identjified several catégories of
advertis ing. tactics that readers ,considered offensive. Uslng these category
descr1ptlons, the authors classified all 170 advertisements.” The test for
coder rellablllty confirmed the agreement between. coders in categorizing the
advertisements. ' Coder reliability was ‘determined by a sgystem of

2(C1,C2) : .
Ci1 + Co

+




[ * » *

where 2(Cy,Co) represents agreeffent between codérs on each item within the
category tlmes the number..of coders (1n this case, two) The Cl + Cg \ )

‘represents the Yotal number of items Dl@ced by coder 1 in the category under )

question, plus the total number of items placed by coder 2 in the same .
T category. Categories were reworked until a score of .85 was found. ., )
Findings . . .o “ o
. - Durlng the 197p - 1972 perlod Advertising Age readers who. wrote to
the editor were conce¥ned about a wide variety of practices and approaches j

: . to the promotion of goods and serv1ces. The readers were offended by mahy
tyres of print ads -- those for consumer goods Jand services, and those for -
industrial goods; those for'nationally distributed producty as well as for
regionally or locally distributed products; and those plaged by highly
respected amMi well known organlzatlons as well as those p aced by relatively
obscure organlzatlons .

-

* The stratégies evident in the'advertisements subhltted intrude into
several areas of valqes that are sensitive in American society, such as the
respect for death and dying, abhorrence of v1olence, respect -for rellglon,. . -
respect for Amerlcan 1nst1tutlons, condern over sexual behav1or, usSe of non-
sexual vulgarisms or references to subjects not typically dlscussed qpenly

. in pvlite society and conoern.over social rssues -

-

>

- Nine cptegories emerged from the study. The advertlsementB in the
first category, "Sexual Double Ehtendre," contained any double. entendré , -+
1nvolv1ng sex or sexual behavior. In the "Soclal Issues" category were \ .
advertiseéments featurlng reférences to moral and ethical questions 'of.current .
significance, such-as care for the old or Womerr's Liberation. The "Nudity"
category included those ad grtisements in which a featured male or female was
picturéd totally nnde or quresented as totally nude. This category did not
necessarily involve only sexually oriented. type of nudity; severak adver-
tisements in this categofy featured humorous use of nudity, as in the case
of" the Jov1al overwgrght male featured in a hair spray advertisement. The
"Vulgarlsms category ¢fontained advertlsements featurlng use of’ crude '
langubge or subjects geldom discussed openly in mlxed company. The "Violence"
category featured coptent possibly involving bodily harm but not necessarily
involving death; thjis contradted with the "Death" category, which contained
contenf clearly asgociated with death or imminent death. The "Religiom" ¢
category contained advertisements using any religious symbolism or any
reference to religion. In the "Symbols of America' category were those .
advertlsements featuring generally revered symbols of America, guch as the

Statue of Liberfy. The "Other" category contained all advertlsements not

f\\ cla551f1ed i the first eight groupings. -, .

Ch .
. —— L

4

’

5 , . .0 ’ - ) ‘ .
. L R M -

1 of the 1dent1f1able submltters of advertisements to Advertising Aoe, - -
approx1mately half were associated w1th advertising agehcies and half
with other firms. . ‘

- . [

- - .
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! Table I shows the~frequency of, complaints _in' each of the categories
by year. Of the nine major categor1es in this study, noticeabde trends
existed.in five categories. Complainfs in the "Sexual Double Entendre"
gategory increased during the three year perlod from 15.9 percent to 28, 6.+
percent of the ads submitted during eac¢h year. The "Social Issues” category
, declined in apparent importance over the period, from 22.7 percent to 11.1 .,
. percent. Also, the §Vlolence” complalnts fell from 11. b percent in 1970 to . ,
4.8 percent in 1972.. The "Religion" category grew from 2.3 percent' to 6. 3¢, :
percent. And criticism in the "Symbols of America" category fell from 4.5

percent to 1.6 percent.” . * ‘ ‘ . ’

n each of these cases of apparent trends; the_direction of movement e .
was constant om 1970 to 1971 and from 1971 -to 19723 that is, there Was a
continual increase-or centinual decrease of relative importance in the
categorles. This condition could refiect changing levels of usage of various .
approaches in print advertisements; or it could reflect changing vglues in
the persons submlttlng advertisements to the editor, One should @lso note .
that the editors of Advertlslng Age do, occasionally, exclude an advertise--
ment submitted for publication. The authors could not account for this
effect. { ~

’ —r N T
Future Research ‘ 4 ) . , R S

¥

* The basic find‘ngs of this study prompt several questions concernlng . .
advertising and taste. One question concerns the distribution of offensive
advertisements over the various categon;es. Ip what extent do changing; v
values account for the rise or fall in sizes of the categories over three,
five, ten, or more years9 Are readers more blase about violence than three
years ago? Are symbols of America less sanctified thanin years past? A

study of this type could reveal changlng values in a very interesting way. . ¢
The study also stimilates slgnlilcant questions-eof strategy. Were the :
édvertlsements objectionable™ to the persons to whom they were-d1rected°

To, what extent are different categories of products susceptible to criticism, Tt
advertising strategy notw1thstand1ng9' ] ) . ~ 2
Another question’ is Compared w1th other observers, how cr1t1cal of, .

advertising are advertising peopl®?" The ads considered here were.of’
unquestionably poor taste, according to the submitters of the ads. What
about other ads, less distasteful than these, but nevertheless offeyslveQ . .
What is<the threshhold beyond which the advertising practitioner is ‘suf-* '

ficiently offended to compla1n° Are persons in advertlslng any more critical

of distasteful advertising than other observers, Ssuch as consumers? The 'in- [
plications.for effective sgelf-regulation are significant. T

A4
‘ l

Summary - -, " . 3 . : ,
2

In this paper the authors have presented a view of bad taste din adver-
t1s1ng as seen by sgme readers of Advertising Age. The intent was,to con- v
sider the types of advertlslng approaches which, although they can' hardly be
considered representatlve of all advertisements, do fo art of the basis on .
which consumers Judge all advertising. ~Although the study is exploratpry
only, it seems reasonable to conclude that when g:e v1ews adyertlsements on

\




/.

: crltlclsm.

an 1nd1v1dual basis it is possible to find partlcular potential sources of
By defining sensitive areas in advert1s1ng through Dartlcular
advertisements; one can show obJectlvely where some problems exist and
verhaps work to correct them.

Y
TABIE I coe N ”»

.Published Submissions to

; "Ads We Can Do Withquigt™py Year
. >’ ,
‘ B -

R

1970 , 97 1972 Total
\ N=lly . N=63 . N=63 N=170 " ‘.
D o f % £ % ¢ f % £ o9 ..
1. Sexual Double : : . '
_Entendre 7 W5. 9o i 22,22 18 28,57 39 22.9% - .
2. Social Tssues 10 e272 - 11 1746 7 1111 e8. 1847 0 o
3. dity 5 1136 .11 1746 .10 15.87 26 15.29 l
4+ Vulgarisms L .9.09 9 14.28 .8 12.69 ' o 12.35
5. Violeride: 5 11,36 4 6.3k 3 476 12 7.05 ‘% < °
6. Death 3 6.81 5 .7.93 1 1.58 9 529 Lo o
. & ) _ i A , A ;
7. Réligion 1 2.7 37 k63 7k
‘ 8.;‘Sy~m\b'ols.of America’ '2. k4,54 2 37 1 158 . #75 b» 2, 9& ‘ A
" 9. Other . Y7150 .5 7.93 c 11’ 17.46 23 13,52
: ‘ ) . ’ . . . - ,' ." -3 N “ ,
P ’ \ . . b '1'
. ! . v » ¢ o *
| ! e ! 3 ( £ .
‘ . ., \Jw ’
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e ' , ABSTRACT .

l reruted succéss of Sesame Street in u31ng TV commercial techniques
to. enhanoe childran'is learnlng processes® seems }o suggest thet paid-for TV
advertising commercials would perform exceotlonally well in achieving the
gogls of their soonsors --, first, learanclaoou‘ “the product;, and then mov1ng
through a hwerarchy of effects -r#especially if the target audience was
' children. Although manyvstudEEs indicate that educable mentally retarded
‘chiXiren have more dlfficuhty 1n cextain asoects of, Learnlng, including .
cognitive ability, than normal I.Q."-children, many bther studies dealing
with memory, teneralization, and anc1denta7 learning show no significant’
d1fferences between the two groups o ‘children., .Since TV commercials do not
‘deal muéh with cognltlve abllltY5 it 1s-hypothes1zed that both groups are
equally: adept at learnlng information oresented to them 1n the form of TV
commerc1als, * '
e 3 . - o
‘ Accordlnglyy a ouestlonnawre was adm;nwstered to‘a random samole of
+ both sets of children to measure thelr learning of facts of - flve of the most-
presented cereal cofmércials on the three major TV networks as seen in
‘Columbus, Georgia, during five Saturday mornings (8,a.m. to 2 p.m., Eastern .
. Time) in the fall of 1972. These commercials were selected on the basis of S
" a review of local station logs. The questlonnaf%e also determlned the "degree
of insistence" for the five products _alivertiged -~ the. degree to which the two
sets of children insisted ‘that their mothérs biy the products advertised. The*
: t-test 'showed that there was. no significant difference ‘betweens+educable
mentally retarded children and "normal-I. Q. chlldren on either factual learn-
ing: (as measured by memory) or on degree of, insistence.s ThlS flndlng has many -
> implicationhs for advertising and marketing stratégy, as well as’ for educators, -. -~
. including the suppositionsthat TV commercials may have set theu”lowest common ‘L \
denominator" too low- for the "normal- 1.Q." majority segment, as well as as
“public service" supposition. The 1mp11catlons aregdlscussed in the paper.

® . € R e L

, . * ¥ % % g . . ST .
- . . ’ : ’
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Introduction . o N - .
. & . . I3
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'

+ ~ The market segment represented by’ chlldren has, been grow1nggqu1te : .

o raoidly in re¢ent years; howéver, marketeré Have only now begun to’ focus ) .
research on “tHis important “segment’ in any large amounts Melleal (1969),° P

", Cagley (1972) ang 'others®have poanted out the importance of studying the . )

‘ thild market.. These .Bgasohs jnclude ‘the fact that children are actlve,purc .. e

' chasers-of many progucts that their numbers are large.and growing, and that o,

- they learn fheir basic eonsumption.patterns-‘and.their basic attltudes toward v e

" D otional efforts at this stage of €heir lives. A relatmvely new'and qulte
;Eggftant reason for marketers to focus more regsearch on this area concerns

<, the mounting attacks made by, consumerlst groups on ehlldregzs adyertising. » /¢

e More research 1s~needed, if only far reasons of,/self-defens ‘ ', €

y Consumerist Attacksfon éhildregiﬁ'Advertisipg. . . o
Advertising messages aimed at the 1arge market segmeht characterlzed N,
children betwebkrn 5 and 12 years of age have been under attack’ recently by

varlouc consumerist lobbies. For example, consumer advocate Robert Choaté

. . < . .
N % . N
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who heads the Council on Children, Merchandising, and(Media, attacked
breakfast cereals for allegedly containing "empty calories." He also ) ' '
suggested that the number of commercials per hour duriﬁg'children's‘ ‘ . > '
programming time (Saturday and Sunday, 7 a. m. to-2 p.m., Eastern Time)
be Yreduced. Eventually, the Review Board of” the National Association of
Broadcasters amerded its IV Code to reduce the amount of nonprogram time
(1ncludrng commerclals) from 16 minutes per hour to 12 minutes per houx,
¢ a reduction of.25 percent. 'As a second example, the Actlon for Children's _ . o
Television filed & Detlulon with the FCT to .remove all advertlsing during
weekend television "children's time" slots and to require stations to carry
2 minimum of 14 hours of children's programming per week without advertising.
The loss of reyenue would be balanced oy tax breaks glven to networks and to’
local SUations. . ! < . .

) ' Because of the specidl 'status children enjoy in our society, advertis- ‘
ing directed toward them has now become an emotional issue.. Ward (x972, p.18)
has analyzed the perceptions of advertisers and ¢onsumer. advocates on three
major issues: (1) advertising's influence on children, (2) advertising tech-
niques, and {(3) ethics:of advertising to children. The two sides are pol€és
apart on the issues. ‘For exalee, consurer advocates feel that advertising
to children is morally wrong, 1nherently dlstasteful and unethical, since N
advertising allegedly exerts great influence on this relatively unsophisti- ’
cated and gullible market segment. This infRuence occurs hecause govern-
mental regulatory agencies do not differentiate between the more sophisti-
cated judgment¥.of adults and, the less sophlstlcated Judgments of‘ children
concerning TV commercialsi if they did differentiate, consumer agvocates feel
that the regulatory agencies would have forced.the cantent oi commercials to
be different. On the other hand, advertisers feel that .there is.nothing )
wrong with attempting to .influenece children or thelr\parents to Ruy products. .

- They fgel that even though children allegedly gre rarely influenced by adver-
tising, so long as advertising is riot judged 48 misleading by governmental
regulatory agencies, ™t should continue. not o because children represent
an impqortant market segment, but also because withouf advertising, children's
v programs would vanish in our free-enterprise economy. N "

3 7 ¢

Perhaps. because marketenﬁ for whom chlldren are an 1mportant target.
. * . market’ segment are worried that ‘children’ s advertising will be forced off' \
i the air as were cigarette advertlsemeots, some advertlser% have switched -«
from Saturday morning programs -- the current malnckarget of the ¢ sumerlst
lobbies -~ to the less v151ble early ,weekday evénlng time period from Srp ‘m, !
" to 7:30 p.n. The early weekday. evenlng time periofl may becomge a more visible.
target to consumer‘lobbles.when they realize that ch;ldren watch from 2.6 to
3.2 hours of TV on Saturday mornings, but 3.5 hours per week in the early
evening time period (Banks, 1971). Furthermore, more parents watch TV during
early weekday_ everrings than on Saturday mornings. Therefore, early weekday
,evening advertlslng reaches more potential consumers than'Saturday morning ,
advertising. It is f lt that sw1tch1ng from Saturday” mdrnlngs to early week-
’ day evenings is the wrong strate for children's advertlsers to,follow.
Ward (1972, p.26) suggests four defensife strategies and three offensive - .
., strategies, including ignoring the controversy, standing and flghtlng, with=-
\‘izaW1ng by either using less obtrusive media or changing the target to

others only{ incorporating relevant and topical instructional themes into
children's advertising, sponsoring quality shows, pretesting commercials with
. > | .
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mothers, and long-€un,cpnsumer education for children. It is felt that

the last suggestion holds the most promise; however, a prerequisite to
educating children is research into children's learning procésses, including
how children learn about, remember, and use mass-commmnicated information
about products.. This raper presents the results of research into the effec-
tlveness of TV commercials as a broadly-defined learning tool.

-

Tmplications of the Success of Sesame Street

.

-

Many stories have pu@licized the apparent success of Sesame Street, a
rrogram presented without ‘commercial ssages, in helping.pre-school chlldren
to learn. By the time children who hav Ehzn exposed to Sesame Street enter
school, many have appeared to be more advanced in learning than children who
had not been exposed to this pro mn Paradokically, however,the Children's
Telewision Workshop, which producés Sesame Street, has borrowed many tech-
niques from TV commercials to usel|in the content of their "commercial-free"
rrogram. Each episode of Sesame Street has many short one-minute messages, -
which are repeated continually thrpughout the programs,1 and paid-for' TV
commercials are also of ghort dura ion and are repeated contlnually over a
reriod of time. 1In fact, the Childr'en's Television Workshop has stated that
Sesame Street does use technlques borrowed from paid-for TV commercials. Some
of these techniqpes ineluder (1) short messages, (2) contlnua} repetition,

(3) realistically executed fantasy, (h) emphasis on motion rather than on
static pietures or verbiage, (5) scenes demonstrating how a reward or enJoy-
ment results from.using the "product,” and (6) scenes emphasizing the "product"
itseIf. These last four points were discovered in research conducted by Wells
(1965, p. 2), who reported that paid-for children's TV commercidls which in-
cluded*these four points were better in achieving advertisers' Jgoals than com-
mercials’ which did not include them.

- The success of Sesame Street suggests that paid-for children's TV com-
merc1als, upon which Sesame Street's format is based, ey also -be.an enhance-
meht to general (and ‘specific-product) learning, provided they incorporate
the six teqhnlques just mentioned, While the advertiser is more interested
in having his commercials perform successfully in achieving his goals--first,
learnlng about the product, andthen mov1ngthrough50me hierarchy of effectsg--,
it 35 felt that these commercials may also perform a soc1al service to the
community. This soc1a{ké?rv1ce helping children to learn Qer se, if it does
exXist, has been overlooke€d by bgth advertisers-and the community. If S0,
advertlsers could use this 1nfofmat1qn to SLlenCe certain vociferous eritics.
e On the othef hand, it may be that advertlsErs catering to chlldren have
_gone too far. For example, the content of the commercials may be reachlng too
low a common denominator. Perhaps the messages are too simple for 'normal-
I.Q." childr®en. In 1965, the American Association of Advertising Agencies
sponsored an ambitious study which summarized consumer attitudes about advers:
. tising as an institutiom in American life and on consumer reaction to indi-
vidual advertisements. In the study, Greyser-(1965, p. 15) reported the

- i
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11n psychologlcal‘terms,Aone WOuld say that Sesame" Street is u51ng the
technique of dlstrlbuted practice,«rather than massed pract1cg.

Ad '
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response of consumers to the statement that ''most %gvertising insults the -

intelligence of the average consumér." While 43 percent generally or

partially agreed with that statéement, 43 percent also genéfilly or partially
_disagreed, and 14 percent had no opinion. If children's advertising insults

the intelligence of children by being too simple, then perhaps advertising,

does not perform the socilal service of helping children to learn’after all.
+ This would depend on how manf children are helped substantially and how many

feel that commercials are too simple.

, Definitions .

Precisely what is the lbl%g}>00mm8h denominator reached by children's
advertising? How simple is "too simple"? If various market segments could
be identified, if their size were ascertained, and if the results of identi-

- cal advertisements tb these market segments were not significantly different
in a statistical sense, then it can be said that there is a common denominator
between different market segments. The common denominator exists from the
viewpoint of similar results from identical adyertisements. This study -
exrlores two identifiable market segments--'"normal-I.Q." children in the age
group 6-12 years and "educable mentally retarded" children (or EMR's) in the

Ssame age group.

Kirk (1972, p. 186%) defines the "educable mentally retarded" ézrson as
having an I.Q. range of from 50-55 to 75-79. Because of subnotmal mental
development ,) the EMR child can only develop in three levels: (l) educability
in academic subjects of a school at a minimum level, (2) educability in secial
adjustment to a point where he can get along independently in the community, - »
and (3),minimal occupational adefuacies to suckr a degree that he can later
, + +—= suppoyt himself partially on totally at the adult level. The EMR is compared
with the slow learner (¥, 80 to 90), the trainable mentally retarded (I.Q.
from 30-35 %o 50-55), and thé totally dependent or profoundly mentally .
retarded (I.Q. beldw 25-30). Mentally retarded-:children madewup 2.3 percent :
¢ of all school-age children from 5|to 19 years of age in the United States in

1968 and 1969, a fotal of 1,360,787 in the fiscal year 1969 (Bureau of Educa-

tion for the'Hand'capped, Office of Education, U.S. Dept. of Health, Educa-

tion and Welfare). - - T )

. 1

~

The operatibonal definition fused in this study for "noymal-I.Q." PR
children differs somewhatyfrom trinitional definitiofls 'ds reported by Terman
and Merrill (1960, 9. 18): They place "normal-I.Q." or "average-I.Q." in
the range of 90(to'llO, while the operational definition used in this .study, v’
« . includes all chiIdren, including slow learners, whose level of I.Q. is higher
than that of an EMR. . . - ' ,
Theory. and' Hypothesis ) - \ T '

J

The literature was reviewed, first, to find studies' dealing with how
EMR's learn in comparison with hormal children, and second, to find studies .
dealing with the simblicity or complexity~gf IV commercials.. None of the
latter were found,” except papers dealing exclusively with(unsupportable value
judgments. In regard to the first, area, Koilstoe (1972, Chapter 4, pp. 91-106) -
reports that four atpects of learning are important: (1) memory, (2) genera
ization,-(3) incidental learning, and (L) social learning. Only the first ?s <

-
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three are fef% to be pertinent to the present study. In regard to memory,
Zeaman and House (1963), as well as £1lis (1963) found that once mentally °
retarded children "caught on" to whzf was required, they learned as rapidly
and-as skillfully as normal children, especially in the long-run. However,
retarded children did waste more time in random, trial-and-error efforts
than did normal children in the initial stages of learning.® Stedman (1963),
$pitz (1963), and Madsen and Connor (1968) found that the retarded child '
used less abstract methods for clustering,” categorizing, and information
reduction than the normal child used. However, when category labels are
readily available and spoon-fed to the ch11dren,~§here is no djifference in’
rate of learning, in efficiency in reducing information, in storage of in-
fermation, and in memory. In regard to generalization, sometimes alsd called
tr@psfer, or learning to learn, Kolstoe (1972, p. 100) says this occurs

igher by rote or by using principles. Orton, MeKay, and Rainey (1964)
fourd that retarded children learn better by fote. Incidental learning,
the third area, occurs, for example, when one observes that one develops a
severe cold each time one ventures out-of<doors in cold rainstorms wearing
light clothing. Goldstein and Kass (1961), Oliver (1963), Singer (196k4),
and"Williams (1968) found that the retarded are not inferior in incidental
learning. . ‘ ’

- . v [ - L3

It is taken for granted, however, than in'iearning more complicated

things, normal children do consistently outperform EMR's. Das. (1972), for
examnle, reports that thé performance of nonretarded children_on a series
ofAcognltlve tasks was superior to those who were retarded ih each of the
tasks. Through factor anglysis, Das showed that normal and retarded
chlldren used dlstlnct modes of coding infarmation. The questlon naturally
arises, "Are ”V conmercials complicated or |simple?" Although no quantitative
“ studies dealln% with the degree of simplidify or of complexity of TV com-
mercials could'be found in the llterature, it is felt that most TV commercials
(as well as Sesame Street "commercials") arg of a selatively simple nature '
compared to other childdens' instructional edia, including school books. It
is also felt that commercials aimed at children are somewhat simpler than com-

mercials aimed at adults, althdugh this feeling cannot be proved or disproved
B quantltatlvely. Therefore, this study assues that TV commercials aimed at -
children are at a fairly simple level of do prehen51on-—so simple a leyvel that
this hypothesis was formulated: «''There is Mo 51gn1f1cant diffgrence between T
normal and EMR childxren in thelr respe:ge tof TV adverfising commercials.

"Response¥' is operationally defined in fwo whys: (1) recall of conhtent.of TV
thef,children insisted that thei; }

‘commercials, and 2)" the degree to whi
mother purchase the céredl advertised. -
This hypot£551s was adopted because of |[two reasons in. addltlon to the
assuwnption of the level.gf simplicity of children'$ TV advertising: . first, f
because each commercigld -is repeated so often for such a.long period of time;
and second, because of the findings thab (a) retarded children and normal 1
children learn labeled material équally well after an initial slow ' catchlng-
on" period for the retarded group,.that (b) both groups perform equally well
in incidental learning, and that (c) retarded children learn better by rote
than by learning principles. TV commercials do stress identification aof
products, so labeling does occur. Furthermore, becayse the 1955 American
Association of Advertising Agencies study mentioned above also found that A

.
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advertising?is not that important to the majority of Americans ' (Jreyser,

~1965, pp. 11-15), it is felt that TV commercials are incidental and not
substanttal. Finally, TV commercials seem to stress rcteé learning more so
than principles learning, whern one compares the relative scafcity of demon-
stration (principles) and the relatively large number of slogans and jingles
(rote) in children's TV commercials.

A1l of. this is leading up to the supposition that if a somewhat sophis-
¢ ' ticated message stimulates a normal child, it would probably be too compli-
cated to stlmulate an EMR, who would not understand it. Since it. is assumed,
perhaps not without Justlflcatlon, that most TV commercials aimed at children
are relatively unsophisticated, it would follow that this kind of unsophls—,x
ticated meosage is understood equally well by both normal children-and EMR' s.
If so, ¢he "lowest common denominator,” EMR's, has been reached. It would’
also follow that the unsophisticated message is at too simple allevel for
normal children. . The normal child would understand it readily, and it
probably would not stlmul*te his brain in any meaningful.manner. In fact,
it may 2ven tend fo be somewhat wasteful, based upon the normal child's ,
relatively larger capacity to. process 1nformat10n It would follow, then,
that much more waste would occur when the message is repeatedly seen by the
normal child. This waste does occur,; since. TV commercials are,repeated rela-
tively often. Presu§ably this waste would pot occur with the EMR, for the
message which is too simple for the normal child would be stlmulatlng t& the
EMR, even with repetitions. Thus, it would serve as a positive factor in the.
EMR's learning process. . ‘

‘ Even so, waste would no} be elimingted, for there are many more normal
children than EMR's. Furthermore, Grass (1968) reports” that a satiation
éffect occurs after approximately 15 identical TV commercials aré seen, after
which adult viewers actually disremember information contalned in the com- .
mercial. Up to 15 éppearances, the. recall curve had a continuous posmtlve
.slope. Sifce none of 'Grass' respondents were retarded, it can be assumed »
that TV commercials.cease being productive both to an individual and to an
advertiser after the individual has seen the commercial 15 times. Presumably,
if the commercial were more stifiulating, no waste would occur even w1th more,
repeti tzons. ‘

:
. . . .

J . ‘¢ - ‘
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Methodology . ) o ) : -

i \ . .

To test the hypothesis that theye is no significant dif'ference’ between
normal and EMR children in their response to TV commercials, based on their
recall of the content of the commercials and the degree te which the children
‘inslsted that their mother purchase the cereal advertised, a questionnaire,
consisting of 29 questions, was administered to 'a sample ofchildren \in
€olumbus, Géorgia, in the age group of 6-12 years. The sample used consisted
of all the EMR's.enrolled at two elementary schools (45) and a comparable

g numher ‘of normal chlgdren from the same two schodlg (4o%. The latter group
was selected at random, while ‘the ‘school system supplied the list of the, EMR's.
The two schogls were selected ugon the basis of availability. They contained
the largest numbers of EMR's at the elementary school, level in the country's
school system. The'EMR group consisted of 40 black and 5 whifle children, and
the normal group had 30 black and 19 white children. The latter group

.. ‘accurately reflected the actual ratio of blacks to whites in the two schools.

) . / i -
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The questions dealt with the five most advertiged cereals on_the(-
three U.S. commercial networks for the four Saturday mormings (8 a.m. -
2, p.m., Eastern time), - inmediately preceding October 21, 1972. Station
logs were examined to obtain this information. These flve products were
also the most advertised cereals on-October 21, 1972”_§ceord1ﬁg,to statlon . '
logs. Cereals were selected because it was the product category most adver- s
tised during-the chosen time period. Furthermore, Ward, Levinson, and

Wackman (1971) report that food and gum were advertised in "children's time
perfods" more than any other product category during week-long periods in

.March and Aprll 1971, in Boston, Mas;achusetts. .

¢ L

N

- research course at the chosen elementary schools-in a two-day period.

N Children at one school were interwiewed on the third day after the Saturday
morning commercials, were run,'\hlle children at the second school were inter-:
viewed on the fourth day after. The same team of interviewers were used &t
both schools. At the first school, interviews were conducted in the librawy
at .separate tables. Four separate rooms were used at the second school, with,
three to four interviewers per'room. At both schools, the interviews were,
by necessity,.conducted in close proximity. EMR class teachers were available
at each school to assist the interviewers with any communication problems
which might arise in the course of the interview, but they’ were not needed.

Fortutately, all children in the sample had watched telev1s1on programs on . Cw
Saturday, October 21, 1972, sometlme between 8 a.m. éQd 2 p'm., Eastern time. .
. J

» To measure memgry of the content of the five commerc1als, eleven -
questions such as "Do Alphabits cereals have rasisins in them?", "Does the/—\‘
Sugar Bear eat Sugar ‘Crisps," and "Did the Quangaroo lgse his map?" were
asked To measure degree of insistence, r questions were asked, including, .

"Did your mother buy cereal at the storé lately?", "Did you tell her which
one to buy?, Does*your¢mother buy the cereal you ask for?", and "If yes,
was it almost every time, sometimes, or always?" If g respondent answered 8 of
the 11 contént questions correctly, he was placed in the category of positive’
recall. If the answer to the question concerning how often. the child's .
mother bought the cereals he asked for was "always,'" ‘thé child was considered. .,
to be "insistent," and, as such, the degree of insistence was positive. If
not, it was negatlve. The t- test for 51gn1f1cance was used to tesf, the.dif-
ference in memory and degree of insistence in the two groups of chlldren.

3 B
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,Flndlng , ] ) s
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The percentsage of recall measurements for the entire population did not -
show any consistent measurable patterns, as Flgure 1 indicates. Far example,
the normal white children scored higher than ‘the EMR white children, 66 per-
cent to 60 percent, while the opposite,was true for the black children, with
. the EMR blacks scoring higher than*the normal blacks, 61 percent to 58 percént.
Furthermore, while the normal® Wiiite group scored higher than the normal black
group, 66 percent to 58 percent, the EMR white group scored about the same as o
the EMR black group, 0.percent to 61 percent. Similarly, the degree of in-
sistence scores refle ted no phtterns fer the population as a whole. , '

However, if theke criterion parameters -are examlned using a predictor
variable'other than I.Q. (for example, age), it indicates that as age
1ncrea§e§ the percentagz oE recall generally (not con51stently) increases

’
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from 56 percent at age six to 71 percent ‘at age twelve. Conversely, as
age increases, the degree of insistence generally (not consistently) decreases
from 92 percent at age six to 87 pexcent at age twelve. This is shown in
+ Figure 2. This decrease in degree of insistence as chronological age.
Increases is-in agreement with the Boston study mentioned above (Ward,
Levingon, and Wackman, 1971). Certain results from the Boston study are

given in Figure 3.

Figure L4 shows'the number and percentage of children contained in the
two groups who showed positive recall and positive degrees of 1n51stence as
defined aboye. There was no significant difference between normal’ éhlldren
and EMR's for either degree of insistence or for percentage of recall (t- test, :
T (1950. There;%re, the hypothesis was supported, If the hypothesis had been
limited to black children, it would have again been supported, for there was
no significant difference between normal black children and black EMR's for
either degree of insistence or percentage of recall (t-test, p <f05 Figure
5 shows the number and percentage of children contdined in ,vhese two groups
of black children who showed positive recall and p051t1ve degreeg insis-
tence, as defined above. (;———/’//ef* .

.
- { . . % .

/. Limitations of the Study . .

»- ' liot only was the sizé of the sample of Columbus, Georgia, children small,

. but the'percentage of black children in both groups were much larger than the
//' percentage of black’children in the total populatlon}of the U, S. Actual
mental ages and I.Q. scores would have been useful in the analysis,.but ﬁﬁese
were not available. The names of the parents were not available, either,
-which tended to limit the™ study, since degree of insistence scores, could have
been obtained from parents as a check on the children's answers. Furthermoreo -
it was implicit that the study 1ncluded degree of insistence because TV com-
mercials in some way influencé degree of insistence, but this‘may not be the
case. The use of the word, "mother," in the.question concerning degree of
insistence might be questloned, since it is possible-that another member of
the family is its- ‘chief purc¢hasing agent. The method used to judge positive
‘recall-may also be questloned Finally, the interviews, may have been conduc—
ted in too close prox1m1ty by relatlvely 1nexper1enced intertviewers, L.

<

Conclu51ons and Impllcatlons . 3 ’ -
. _ .,

o -
> r . «

. 'The fact +that th hypothe51s was supported 1nd1cates elbher that
chlld&en s TV commercials are aimed at too” low a common denomln tor and are
hence wasteful, or that these commercials .,perform brllllantlyjln helping P
EMR's td learn, bringing them up to the level of learnlng of,normal children.

- If the first conclu51on is sounder; consumerist lobbies ‘can use the resulfs
of this study as new ammunition in their contlnulng attacks against chlldren— .
directed commercials. 6n the other hand, if TV commercials do perform a ‘_Q
hithertofore unsuspected and ignored social service in helping-EMR's to learn,
they sHpuld be applauded, and advertisers should pub11c1ze this fact.’

«

’

It is felt €hat the main purpose which advertisers havefln spendlng
v millions of dollars each year on their TV commercials in the’ U.,S. is to
’.promotelthelr advertised products, not the altruistic purpose of helping
EMR's to learn.. For.the 97.3 percent oflall‘school-age children from 5 to
- ‘ . “ .
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19 years of age in the U.S. (1968-69) figures) who are not mentally retarded,
the true target audience of-children's commerc1als, it appears that the ex-
treme simplicity of the commercials, the extiemely unstlmulatlng nature as it
concerns the intellect (sometimes referred to sarcastlcally as "pablum pro-
gramming!'), and the extreme number of repetitions may in fact lead to a great
waste of resources--both the advertiser's money and perhaps even the normal’
children's mental developQE%t 2 Surely, advertising agencies' creative
o rersonnel could develop moxe intellectuaXfy stimulating commercials aimed at
Prs somewhat higher "lowest common denominator" if for no other reason than to
move the satiation Jdevel found by Grass to a number higher than 15. ‘While
the present cereal commercials do help 2.7 percent of school-age children--
the mentally retarded--to learn, they do not help 97.3 percent of school-age
. children at all, and mgy even retard their intellectual development by em-
® phasizing "pablum progr ing." The retarding of normel children's intel-
léctual development may oxr may not, be true, for this is an area for future
research, as is the question, "Does Sesame Street aim at too low & common
denom1nator°" The question, "Are advertisers aiming at too lowt¢a common
nominator with their children's TV commercials?" may have been answered
ﬁig this study--they are, but they did‘not know it until now.-

~ B

. 4
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2 The extreme. number of repetitions are, :3 course, not wasteful to
; EMR's who sperfd more time in trial-and-error before "catching on. "‘ The
extfeme simplicity is not wasted on EMR!s for the same- reason, —
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Flgure 1 -- PERCENTAGES OF RESPONDENTS EXHIBITING POSITIVE RECALL AND
" POSITIVE QEGREE OF INSISTENCE BY RACE .

~

g

hite 'Children ; Blatk Children

Normal  "EMR Total® - Normel EMR Total °

* oo ' ' . ‘

Positive Recall -~ 66 60 67 B | 61 \L/ 60
i . . .
Positive Degree ‘ : -
‘of, Insistence 82 93 8k 85 82 8 .
. SOURCE: Original
6 %aa-.----‘ ----------- - = s e e e e e e o e e a - - = me= - -

Figure 2 -- PERCEN?AGE OF RESPONDENTS EXHIBITING POSITIVE RECALL AND
POSITIVE DEGREE OF INSISTENCE BY AGE .

Ages of All Children

| o 6 - 7 .8 9 0 7 11 12,
;, A Pbs1tlve Recall 56 60 63 61 jéh 60 .71
P051t1de Degree ] _ o ’ Y : _ ‘,
’ R of Insistence %2, . 54 58 . ?3 76 5?
h + *: » + »

W e = e e e e m = m e m m e e e e e M e e e e e m e e e e e e e = e m

’ . SOURCE: Original _ .,
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Flgure 3 -- BOSTON MOTHERS' OPENIONS ABOUT HOW CEREAL ADVERTISING

Lo . INFLUENCES THEIR CHILDREN BY AGE GROUP OF’CHILDREN
) Commer01als Inf ny Chlldren reéquest products, brands
) children . . -
« Age Growps Freguently Infrequentiy"f Frequently - Infrequently |
- . » , ' ’ ' 4

5 -. T Years 91 .9 » 95 - -5 .
8-10Years" 91 . ° . 9 R 12

1I - 13 Years - g7 23 E 77 23

'SOURCE: Adapted from Scott Ward, -David Levinson, and Daniel Wackman,
"Children's Attention to Television -Advertising," Cambridge,
'“Massachusetts, Marketing Science Institute, 1971

Figure 4 -- NUMBER AND PERCENTAGES OF ALL RESPONDENTS EXHIBITING POSITIVE
RECALL AND. POSTTIVE DEGREE OF INSISTENCE BY LEVEL OF INTELLIGENCE

Number of Respondents ’ Percentage of Respondents
Total + Recall + Insistence Total + Recall + Insistence

Normal Children - L9 27 . 33 " 100 55 67 o
EMR Children ' L5 26 33 100 58 73

SOURCE: Original : -

k.'_.Flgu:z'e 5 -- NUMBER AND PERCENTAGEA OF BLACK RESPONDENTS EXHIBITING POSITIVE Lo
RECALL AND POSITIVE DKGREE OF INSISTENCE BY LEVEL OF INTELLIGENCE S

. . o - Number of Black Respondents Percentage of Black Respondents
‘ s . Total + Regall + Insistence Total + Recall + Insi'stence

‘ ) . * a s > +

'+ Normel Children 30 17 25 009, 7 58 . 8¢

P

o

EMR Children - 40 "ol .33 100 61 82
SOURCE: Original .
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Statement of Problem . - W
. : . h
The objective of this study was to investigate television audience
resistance and immunization against television advertising. Resistance was
defined 2s an overt act (affective -and cognitive), performed by an audience
. against one or more aspects of ‘television advertising. Immunization was
looked upon ag the intentional or unintentional (both as covert bepavior)

avoidance of commercials. L - ]

. Itxﬁas assumed that the psychological characteristics of individuals
are often barriers to good commercial communications. Perception and under-
standipg of any communication may be impeded by fundamental personal traits
as well as by the v&lue judgments. of the individuals who receive them. (4)
Humar, beings gre discriminatory in what they read, hear, and learn. They
also live within 2 framework of expectation based upon their cultural level.

. we were concerned in this szudy with the marketing communication system, '
Fﬂé which, in its simplest form, consists of the firm, messages, channels, and
consumers. The consumer in this _system is the objective abstraction, bperat—A
ing in a group environment .and behaving according to a set of behavioral
- propositions. The principal emphasis of the study was on attitudes reflecting .
.affections and beliefs. Only through an awareness of such can v1ew1ng acclon
be understood. (3) < . , ‘ .

There are a variety of ways in which people can react to advertising.
A change suggested by.agvertising may be tolerated, accepted or desired.
More extreme reactions are possible as well, -~ such as resistance or even
rejection of the proposed idea on ‘the negative 51de, and insistence on its .. .
1nalspensab111ty on the p051t1ve 51de. E . P o
From the point of view of the advertlser -communicator, this means that , I
one of his major problems is to maximize the likelihood that the target will
choose positive reactions as his mode of resolution, and to minimize or : A
eliminate the use of negative modes of resolution. Therefore, one of the
K. most critical factors.in any attitude-change situation is whether or not , VR
+ alternative modes of resolution aré present and, if they are, the extent to A .

: wh1ch they are used

%o 5

l

In the past decade, several'attempts have been made to show some
‘attitude and behavioral aspects. of television from-the consumer point of N
view. A relatively small part of the publlcations is ‘b¥sed on emp1rica1 s

research. (1, 1h4) :

Most studies centered either'ont the general attitudes of the~aud1ence
toward advertising or on the individual characteristics of the respondents, .
In'this study we are more concerned with the spécific variables underlying s =
the attitude toward commercials, and the structural analysis of the variables.

Research Design

The following chart illustrates the detalled steps 1nvolved in the .
design of the present study ' . ) . . o

» \ . ,‘
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Advertising is used here to denote non-rersonal persuasion from
seller to buyer.. The communicator and his products are identified, and the
messages about them are transmitted through mass media. To conform with
current usage, a definition of advertising, should include, directly or
indirectly, the following concepts: 'persuasion," "Commercial," "information,"
"change" and “communication." B ' '

] . % -

It should be poted that the terms 'persuasion' and 'information' are
not used here interchangeably. Persuasion differs from information in that
information is presumzbly oriented towards the dissemination of "facts" -
otjective and unblased. Pure information is not prejudiced; it has no slant.
Persuasion, on the other hand, is biased and one~sided. The persuader is
identified, everyone knows what his motives are;.and how he uggld like others
to act. ’ ,

Facet Theory
e '

“ne rurpose of this study was to suggest a structural theory for Qte
observed interrelations among the behavior items toward television commekcials.
The rroposed theory is structural in two different respects: its content and
its statistical form. First, we present a semantic framework within which to
view the subuniverses -- in terms of facet design. From this, we predict ‘a
- certain statistical structure for the matrix of correlation coefficients.
The empirical data are then examined to see whéther or not they reveal the
statistical structure predicted from the semantic structure. )

. Resistance and immunization to television advertising are multivariate.
Facet theory and its mapping sentence guided us in the design of the study,

the simultaneous definition of all variables, anf the formulation of questions,
Facet theory is a methatheory to overcome the problem of design and analysis
"of multivariate models. (6, 8) . . i

. v . .

The idea of facet design is that variables included in a research design
should be defined in terms of their component elements. Composite components
may be defined as Cartesian products of simpler sets, and the term facet was
used by Louis Guttman to indicate a component-set of the product. (7) As such,
& facet 1s a set involved in a Cartesian product.

. *

This aﬁproaeh to the analysis of the relationships between variables
belonging to a get and of the set as a whole suggests that. some facet elements
are specific to this set while others are not. Vartiagbles containing the
specific element are more strongly relqted to @he/éet than those which do not
tontain it. The nonspecific elements may be seen/as a 1ink between a particu-
lar area and other neighboring areas. As gych, they may prove helpful in
clarifying the relationship between different areas ultimately leading to more

general theoretical constructs. - ,

5 . /
In the terms of set theory, it is.ﬁossible to define spetial kinds of

sets where the elements are a combination of other sets: Consider a set A
of any elements‘al, ae,..f, and a get’B of any eléments bl, b2,.... Let C

be the direct product of A and B“C,é AxB. That is), a typical element of C,
say ¢, is a pair of elements ¢ ;éaj,bk), one coming from A and the other :

-




from B, If A has'm elements and. B has n elements, then C has mn elements,
We shall say that C is a two-faceted set, and that A and B are facets of C.
4 facet, then, is a set of elements. i )

Researchers recognize the need to define the components or variables
of a problem. The advantage of this approach lies in the formalization of
the process. In other words, facet design helps to present a semantic
structure within which we can view the variables. From this, we~can predict
a certain statistical structure for the matrix of correlation coefficients.
The empirical data are then examined to see if they reveal the statistical
structure that was predicted from the semantic structure (f¥he facet design).
And, as many theorists believe (2), the process from a semantic structure to
a statistical structure seems essential for relating abstract soc1al theory
to empirical research.

ot

Advertising research is usually multivariate, with two basic sets of
variables: the population (P), usually consisting of advertisers and
receivers, and a set of attributes or qualitative variables. All attributes
represent the universe of attributes or the universe of content of the inves-
tigation. Facet design provides a systematic definition of variables in
terms of their component facets. Since a researcher, in any case, has to
select his variables, it seems useful to provide him with - formal tool that
might aid and guide his intuition. The facét approach suggests a ratiorale
for accepting or rejecting variables on the basis of theoretical considera-
't%?ns, rather_ than through observation of the findings.

In a Cartesian space of facets we generally identify two facets:
1. A domain facet (D).

2. A range facet (R).
‘- -

An element in the range corresponding to an element of the domain is called
an image of that domain element. Realizing the difficulty of mapping one-to-
one isolated variables from different domains may lead to a growing interest
“in the investigation of the structure of each domein.

The unf%érse of our investigation was the attitude-behavior of televi-
sion audience toward television advertising. Our aim was to gather informa-
tion, about the respondent's attitude toward certain aspects of television
commercials, By answering questions concerning his and others' attitude-
behavior towards commercials, respondent (X) expressed the modality of his
own and others' with respect to certain aspects of television advertising.

The modality facet is defined by three elements {3, 5):

A = aq affection’
a, cognition

a3 instrumentality
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Affection - the emotion for or against the o&t,
such as’ like or dislike, satisfa -

dissatisfaction, pleasant - unpleasant.

L)

Cognition - the evaluation of the object as godd or .
bad, useful or not useful, necessary -
not necessary.

T * Instrumental - refers to overt action for or against
. the object. ‘

" The second facet defines the referent or actor behavior: What are the
relationships between the 1nd;v1dual behavior and behav1or of ' others” as
perceived by the respondent.

The second facet includes two elements: ‘%\\

B = ‘bl himself - ~
b, others™ L
The third facet defines, with four elements, the obJect toward wh1ch
‘the behavior is directed. .
} .
C = c , —
€2

influence

o _('

spending-ind&sement

.

to our investigapion (k). -

.

other face€ts in that it refers to-the universe
of the behévior - the behavior toward television advertising. Television

i as a universal set, and the elements are the
Subs€ts or subuniverses of the universal set. . .

The Cartesian product of the three fécets ABC consist of all the com-
binations of the various elements: = 3x2xh - 24. The eomplete set of
subuniverses contains 2L subuniverses (variables) By the Cartesian product
ABC is mean® the set of ordinal triples of form abc, where a is an element
of A, b is 4n element of B, and ¢ is an element of C. ABC are the three
facets of the Cartesian product ABC.

The selection of one element out of each facet produces a subuniverse.
) H

For example:

His own affection toward commercial 1nformatlon - albl 1 -

The action of others toward commercial influence - 3b2c3

0

’




.
13
.

A combination of the elements as albl 1 is called the facet profile

,of t iverse. Each variable belonging to this space is defined by a
profile over the three facegs of the form:
. a bjck (i = 1,2,3: ‘j = 1,2: k =1,2,3,4) S

Our empirical study consists of administering the twenty-four variables
to a poputation sample, say P. Operationally, each subject in the sample P
is observed as to his behavior in reaction to the aspects of ABC. For every
observation of the behavior of a subject in P toward an element of ABCy we
obtain one value of R. If the observations are responses to questions, we
have a question on each element of the content universe ABC. Each subject
in the study responded to each question by giving one value of the range.
[Real scores were then assigned to the respondents for each variable. There-
fore, the design of the entire study would be (in set-theory terminology)

(1)  PABC —) R

where R denotes the values of real scores in the Range of responses. The
empirical observations would be the entire set of the Cartesian product
PABCR.

)

The Mapping Sentence

Every possible combination of the elements from each facet can be
presented in a mapping sentence which aids the researcher in the formulation
»Of the questions. The mapping sentence, as.presented below, allows for the
formulation of 24 questions. (The number of elements in facet AxBxC).

(See Mapping Sentence Chart on Page 103)

. A

The mapping sentence directs us toward the complete statement of the
specific item; to illustrate, one question was phrased as follows: "Are you
generally satisfied with the information about products and services provided
by television advertising?" A formal definition (in terms of the facets) of
the problem stated in this question is as follows:

-“Respondent (%) manifested the satisfaction

(affectlve modality - elements &y ) of himself

13

(b,) toward television commerc1als' information
l ‘ -
(cl) 1"

The model is not specific to the .investigation of behavior toward tele-
vision advertising. By substituting another concept for television, we can
study any other object in the advertising environment -- for example, behavior
" *toward direct mail advertising.

It is-possible to use the model for studying other environments -- for
example, businessmen. In this case, we would have to change the elements of
facet P: replace viewer-respondent with buggnessman-respondent, and insert

.

”~
Y
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the specific area of the investigation into the mapping .sentence, By varying
the advertising objects and the population (the two facets that have been
held constant), our knowledge of the dynamic of people's behavior toward
advertising in general will grow. If the same model is used as the basic
pattern for 1nvest1gatlon, a comparison of different investigations and a
generallzatlon of results will be possible.

r1he 13 hypotheses of the study were d1v1ded 1nto five groups. Many of -,
the hypotheses contained sub-divisions. If each of these were stated e
Separately, there would have been 27 hypotheses in the study. In this paper
the discussion wi}l focus only on two structural hypotheses.

Results
a———

A sample-survey of 277 respondents was used. The behavior on each
variable was, observed through at least one response. The MINISSA-1 (Lingoes
& Roskom, 1970) computer program was used for the structural analysis of the
variables.

L4

Smallést space analysis (SSA) is a nonmetric method of structural
analysis of qualitative data. It provides-a metric representation of non -
metric information based on the relative distance within a set of points.

Each variable is represerited by a point in a Euclidian space of two or more
dimensions. The points are plotted in the smallest space that will preserve
the rank order of the relations. When the correlation r between the variables
i1 and j is higher than between the variables e and f, then the distance 4 will
be smaller between i and j than between e and f.

dij < dop Whenever rij>'ref (i,j,e,f£ =1, 2,...n)

In the SSA program the computer prints a plot of the total space in two-
dimensional projections. The structure of the intercorrelations can easily
be comprehended by considefring the configuration of the points. The space
can often be partitioned into regions which can be expected to reflect a
definitional frame for the variables.

The extent of "goodness-of-fit" is indicated by a coefficient of
alienation -~ which is a function of the differences between the distances
as calculated from the coordinate system, and the same distances permuted
to maintain the rank order of the,original coeff1c1ents (9). The smaller the
coefficient of alienation, the better the fit will be, o representing the
perfect fit. '

. 1
SSA requires little in the way of statistical assumptions, and the
results of the analysis are presented diagrammatically so as to provide for
an immediate visual grasp of the structure of the data.

Behavior Toward Television Commercials \ .,
r N i .

In this section an attempt will be made to analyze the correlation
between the respondent's behavior modality with respect to the referent and

the four commercial aspects.

\
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Space diagram 1 (See page 106) represents the structural relations of
thirty-two responses regarding the total behavior towards commercials. 'In
the space diagram printed by the computer, only ; points are plotted im the
space. Partition llnes have-been addkd in the course ‘of analy51s.

The coefficient of alienation for the-two-dimensional space Is .22;
for the three-dimensional space, the coefficient does not decrease (1mprove)
significantly (coefficient of alienation of .17). Bgcause of the clear con-
figuration of the points, we chose fo present the two-dimensional space. .

From space diagram 1, we see that the responses are grouped together
in the space according to the a priori facet definition of behavior towards
television commercials. Interesting enough, the clustering of the variables
in the space is independent of whether or not terms like "satisfaction" or
"like," "necessary," or "usefulness" and similar variables had been used.

In other words, we could group the variables into three regions regardless

of the wording used. In the space diagram, all emotion responses are cen-
tered in one region of the space; they occupy the central part of the diagram,
with the cognition variables grouped around them from the upper-right and
left side of the diagram. The actions also occupy a special region of the
space-~the lower part of the space. There is only one exception--variables

5 and 10, which belong to the cognition responses, and lie in the action
region. ¢

The fact that almost all behavior aspects belonging to the same sub-
universes are grouped in one region of the space supports the structural
definition of behavior toward television advertising suggested earlier,.

A Circumplex Structure of the Attitude-Behavior Elements: *

. We predict that it is difficult to designate which one of the attitude-
behavior element (emotion, cognition, and instrumental) comes first and which
last. The total behavior may begin with the cognition of an advertising
stimulus, followed by emotions of desirability or undesirability for the
viewer, and then by action toward or away from the object. However, the
instrumental may lead to further cognitions or affect the emotions, and so
on. Therefore the relations between the three elements would appear to fall
in a circular order without beginning or end. In a circle it is possible to
start from any point, and to advance untll the point of departure is reached
again,

- -

The possible combinations of the three elements of behavior are:

1. affection - cognition - instrumental o
2. affection * instrumental - cognition .

3. cognition - instrumental - affection - '

b, Eognition - affection - instrumental . ‘,,}

5. instrumental - affection - ésgnition ‘ ’
6. instrumental - cognition - affection

v
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In our case of adult telev1sion audience, where the observed behav1or
is their responses to written questions, the most 11kely order aeemg’to be.
that of cognition - affecpion.- instrumental. For the consumer, the eval-
uation -- the perceived instrumentality in commercials seem to'be the most
important; the cognition will affect the emotion toward the obJect and will
be strongly related to actual behavigr. The questions usually refer to past
actions, while the emotions -and cognitions continiue into the present.

H,: The attitude-behavior elements of the

,1 referent (himself and- others) are of
a ciprcumplex ‘structure in the order of . ‘
* cogniti®n - affection - inktrumental.
Note: A circumplex is deflned as a c1rcular order of sizes of the correla-
A tion coefficients., The circumplex order is described as follows (lO)

"It is an order jwhich has no béginning and no end, namely, a circular
order. A set off variables obeying such a law w1ll be called a circum-
plex to designatie a circutar order of complexity." (p.260).

’, I

4

. : * 3 \ 3
a. . Behavior toward commercial information: -

Y
’

Questions were asked regarding the total universe of behavior toward
commercial information. The results of SSA appears in space diagram 2
_(See page 108). . It turns out that this body of data may be adequately
represented in two dimensions with a coefficient of alienation of .05k.
The coefficient for m = 3 is .048. The coefficient doe% not decrease L
(improve) much for m = 3 relative tom = 2.1 . )

1 . -

-

\ I \ »

Upon analysis of the space diagram from left to right, it appears .that
the space is divided into three regions. The emotion items occupy one region
in the left side of the space. Close by are’ the cognitions grouped in a half
circle somewhat surrounding the emotion varlablqs The instrumental responsese
are located in the upper and lower right region of~the space dlagram Thus,
it is ppssible to partition the space into regions that reflect the 'a priori
definition of the subuniverses. This lénds support tp the structural_theory'
of behavior towards)eommerc1als. ' B

i

Most important. is .the fact that the variables in the space dlagram are
spread around 1n a circular or ellipse pattern in the lower half of the,space.

‘A simple inspection of Table 1 (See page 109) suggests-that the
coefficients tend to follow the typical circumplex'pattern: asg we move
away from the main daagonal the size of the coefficients decreases and
then.increases again towards the corners of the matrix. |

..,"
~ l V ’
In all the follow1ng cases, a two dimensional space gives a very good

«
-

fit, therefore, all our d1scu551on will be concerned with m = 2.

-~
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TABiE 1l: CORRELATIONS BETWEEN'THE BEHAVIORAL ITEMS TOWARﬁ‘INFORMATION

Item 33 137 -9 12 11 . 2 .
33 == .39 .35 89 .05 .32 9 N
13 .39 -- .46 .39 -.08 .32
-9 . .35 .46  ~-- .58 =-.03 .26
N © 12 .+ .39 .39 .58 . -- =-,01 .18 ,
1, . .05 -.08 =-.03 =-.0l - .03 .
2 .32 .32 .26 .18 .03  --

Item # 26 22 21 25 23 - 38 -
26 . -- .35 .34 -.21 .16 .41
22 .35 -- .34 , .13 ..20 .31
21 .34 .34 -< .24 .15 .30
25 .21 .13 .24 -~ .16 - .20
23 .16 .20 .15 .16 -= .20

38 . ) .41 .31 .30 .20 20 -

TABLE 3: CORRELATIONS BETWEEN THE BEHAVIORAL ITEMS TOWARD INFLUENCE

o o e o W e e o e o T e e e A m e o o o S T ST s e e R e m o o o o e S o T . e o . T e e e e e . o e e e =

r

Item 7 S 17 16 . 15 14 18 37 * 1
17 - .26 .25 .21 .00 .19 e .
16 .26 - $ 22 .14 -.01 .12
15 .25 .22 -- .17 .17 .22
14 .21 - .14 .17 - <17 .23
18 . .00 -.01 .17 .17 -- .24 ‘
: 37 .19 .12 $ 22 .23 .24 --
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The highest correlations exist between the cognition and the emotion
variables, and between the cognition varizbles and the action variables.
Lower correlations were found between the emotion varlables and the action

variables.

The pattern of the correlations corresponds to the predlcted structure,
supporting the suggested theory of- behav1or towards television advertising.

s

b. Behavior toward change:

In space diagram 3 (See page 111), the smallest space analysis of the

relation between eight items concerning the behavior toward change is presented,
* / . . ’

SSA reveals that the responses to the cognition items occupy the lower-
right corner of the diagram. The instrumental items are spread out in the
middle section of ti.e space. The emotion items are located in the middle-
right half of the space diagram. Again,.the variables are located in a quasi
circular order in the space. Teble 2 (See page 109) reveals a circumplex
order of the correlation coefficients.

a
c. Behavior toward influence- : . -

In space diagram b4’ (See page 112), the smalIESt space analysis of the
relations between eight items regardlng the'behav1or toward commercial's
influence is presented. The varlables in the space reveal a circular pattern
and the space is divided into three regions.’ Also, in this case the correla-
tion coefficients reveal a circumplex,strUC%ure (Table 3, See page 109).

d. Behavior toward spending-inducemgnt:

Space diagram 5 (See page 113) shows the structural relation of nine
responses regarding behavior toward television commercial's inducement. A
point indicates the position of the response in the ‘space. .

Analysis of the diagram from its upper end toward its lower end shows
that the responses are grouped in three main regions according to the
predicted structure. 0

Table 4 (See page 109) reveals a circumplex order like in the previous
cases. o s -

A Simplex Structure of the Aspects Relationships

The simplex is a statistical structure of intercorrelations which reveal
a "simple order of complexity" (10). Variables that are closer in their

'structural relations should also show closer statistical correlations.

A correlatlon matrix is called a simplex matrix when it revesls a
simple gradient of the correlations. "The largest correlations lie along
the main diagonal, where the features are closer together in their a priori
order] and taper off toward the upper right and lower left corners of the

"matrix -- where there is the greatest difference in a priori order" (11,

p. 220).

-
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H1 : The relations between the four aspects
of television advertising will form the

.

follawing simplex structure: information - v
change - influence- - spending inducement.
: ’ A
a., Emotions toward commercial's aspects:

Each subuniverse of the emotions toward commercial's aspects was

observed through several responses. In space diagram 6 (See page 116)
is presented the smallest space analysis of the relation among ten responses

regarding the emotion toward television advertising.

It was possible to partition space diagram 6 into regions that reflect
the a priori definition of the subuniverses. This fact supports the struc--
tural theory concerning commercials.

The influence variables are located in the lower-right side of the
space; the information items are clustered in the middle of the lower-left
corner of the space; the spending items are correlated in the left side of
the space; and, the change items are found in fhe middle and upper-left side
of the space diagram. . -

The matrix of correlations for space diagram 6 is presented in Table 5 <
(See page 115). ‘ ¢

The table illustrates an almost perfect simplex structure. The four
' aspects yielded a correlation table in which the largest correlations were
next to the main diagonal and tapered off towards the northeast.
- [

4

b. Cognitions toward commercial's aspects: e

In space diagram 7 (See page 117), the responses to eleVEn'iaestidﬁs
regarding cognitions toward commercial's aspects are presented.

Space giagram 7 reveals that all the inducement items occupy one region
in Ehe lef't~hand corner of the space. The information items are located in
the ' right-hand corner of the space, surrounded by the change responses. The
ipfluence items occupy the lower-right region of the space diagram.

The four factor-aspects of television advertising can be ¢learly dis-
tinguished; and the space can be partitioned into regions, according to the
definition of the universe. The order of the aspects in this area is:
Information, change, influence, and money-spending inducement.

The correlation among the four aspectE variables are presented in
Table 6 (See page 115). This table reveals a perfect simplex structure.

c. Instrumentality toward commercial's aspects:
In space diagram 8 (See page 118), the smallest space analysis of the

relations among eight responses regarding action toward television advertising
is presented. .

‘ _ ’-111+-




In the space diagram, the responses to the information items are located
the left-hand section of the space. The influence items occupy the r1ghﬁ~
hand. The change and money-inducement responses are spread w1thin the upperw
middle sectlons of the space diagram.

Table 7 (See below) presents the correlations among the four aspects-
fédctors. Thé table reveals a perfect simplex structure., ' This pattern corre-
sponds to the predicted structure. '

Table 5

? CORRELATIONS AMONG THE EMOTION RESPONSES
| TOWARD THE COMMERCIALS ASPECTS
|

Item Number 9 21 14 3

9 e 45 .30 .23

21 b5 - < k2 .27

1k .30 : A2 -- 17

3 .23 ‘ .27 .17 --
Table 6

CORRELATIONS AMONG THE COGNITION RESPONSES
TOWARDS THE COMMERCIAL ASPECTS

Ttem Number 13 22 5 .16
“ 13 - T -.38 .20 .15
22 .38 = : .21 ] 16, .
5 .20 .21 -- o 16 *
16 .15 .16 .16 -
Table 7
. \x CORRELATIONS AMONG THE ACTION RESPONSES
TOWARD THE COMMERCIALS' ASPECTS
~
Ttem Number 2 18 3 23
2 -- .2k 21 .18
18 2,24 .- .33 .25
34 .21 .33 -— .38

23 . .18 .25 .38 , —
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DISCUSSION

The findings concerning the structure of the variables suggest, in
essence, that.the different modes of behavior are interrelated; and that
the emotional, cognitive and instrumental aspects of behavior cannot be
dealt with independently. This interdependence may explain, in part, how
conflicting needs presented by television commercials require mediating
and 1ntegrat1ng mechanisms within the audiences themselves. The lack of
origin in the 1nterrelatlonsh1ps among the behavioral functions may well
explain the phenomenon that different individuals might follow the adver-
tising communications process through different mental routes either through
the attitude change or fhe hehavioral change. All this may lead to an accel- |
erating pace whereby an attitude change might follow a behavioral change.

; ~——

-~
3

The concept of circular relations among variables -- the circumplex --
is used here as a substittke for the concept of "hierarchy" of effects .in the
advertising process; for, as Guttman indicated, "..., in trying to apply this

hypothesis of hierarchy to observed data, it was found that it didn't work ...
the data often could not be regarded as anything near a hierarchy" (10, p. 264),

Cne major conclusion that follows is{zﬁatfizgﬁercial communication pro-
ceeds on several tracks simultaneously, and not g 'a unidimensional
cognitive-affective continuum. .

Under the prevailing market conditions of mass information, persuasion

g{oduct dlfferentlatlon, a buyer's decision-making is extremely compll-
cated He is faced with 'several offerings, each a little different from the
others in terms of physical attributes, availability, etc. Under these )
circumstances, a buyer must face the formidasble task of weighing the informa-
tion in terms of ‘his evaluation of the satisfactions or values to be derived
from the alternative offerings. Since most buyers cannot program such a
multi-variable problem, they must go through some mental process whereby
they choose the particular offerings that seem to offer the best value and W
resist the others. . ) / ' . R

. . e

The results of this study would seem to 1nd1cate that variables whlc -~

"have been studied from the point of view of att1tu7ﬁ change researc? may
t

also apply to the ppoblem of increasing resistance [to persuasion. \

N

‘

The concept of resistance is integral to the|concepts of inforﬁatio
. influence, persuasion and change. Advertising messages intend to change,
evaluate, and refine behavior; therefore, they encounter unfavorable p edi
positions in the receiver. Consequently, change must take place in an inher-
ently resistant atmosphere. Consumers must be stlmulated to convert somﬁ\of
.this;resistance to change. o .
e
%oy Thls investigation certainly supports Krugman s series of studles (12)
which conclude that television is popular, interesting and time- consumlng,
but that it is a low involvement medium. It seems#hat’ the nymber of personal
connectiong between the commercial's stimulus ahd the, viewer's awareness is
substantially low. Advertising use of the televisionmedium has limited im-
pact. Consumers do not pay attention to all advertisements to which they are
physically exposed. The evidence is that a great many of the consumer's

\
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physical opportunities for exppsure to advertising do.not result in the,
engagement of his attention. Any impressions received from advertising
are assimilated in a complex set of interconnections according to relevance,

importance and expected use.
[

In this investigation, facet design has led to the correct prediction
of empirical results. These variables of respon$e comprise the immediate

cognitive response level in the proposed model. ) ,
!

In conclu51on, the advertising communication process is qualified and
modified by certain interrupting and interacting variables. Variables like
perception, attention, and intention, for example -~ all germane to how
advertisements are formulated, transmitted, received and resisted.” These
variables must be taken into account when analyzing the advertising process.
An adequate analysis of this process considers not only what advertising
does to people, but also what people do with advertising. 4

L]
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_ ABSTRACT
- —_—
Relationships among perceived marketing communication content
dimensions, evaluations of and.intentions towards products advertised,
and the psychologicz2l and sociodemographic characteristics of adult con-
sumers are explored. Certain content dimensions are related to evalua-
t¥ons of and intentions toward products advertised. The results indicate
that perceived advertisement content explains product attitude formation’
more than the nﬁychological and sociodemographie characteristics of con-
sumers, but that the psychological and sociodemographic characteristics
are also important. In addition, it was found that the sociodemographic
and psychological characteristics of consumers influence how they per-
ceive advertising content. »

+
-

* * R a¥

The purpose of this paper is to explore relationshilps among perceived
marketing communication content dimensions, evaluations of and intentions
towards products advertised, and the psychographic and sociodemographic
characteristics of consumers. . .

The guestions asked are:

.
-

1. VYhich content dimensions of advertisements are related
to consumers' evaluations of and intentions towards products
advertised? :

2. Do the content dimensions of advertisements, the psychographic

characteristics of consumers, or the sociodemographic charac-
teristics of consumers explain more consumers' evaluations of
. and intentions towards products advertised? '
¥ ) . ¢ < .

3. How much do consumers' psychographic and sociodemographic .
characteristics explain their perceptlons of the advertising ’
content dimensions most related'to their evaluations and
intentions towards products atdver’clsed‘7

-
z’q.
[y

Methodology ~ _ B

b4
. . -

Two hundred adult cggéumers from central Illinois particibated in a
field experiment. Each subject was shown eight different advertisements
and asked to evaluate, the product in the advertisemehts on seven point

"semantie differential very bad-very good scales. Each subject was asked

to indicate his intention toward buying or trying the products in the
advertisements on-seven point gemantic differential very unlikely- -very ,
likely scales. One hundred different magazine advertisements from twenty
different magazines were responded to. Advertisements were randonly )
assigned to consumers. Subjects evz&ﬂated each adverti§ément'onathirty
different content dimensions measuré on seven point semantic differential
scales. Thirteen psycthological needs of consumers were .measured with.a .
short form of Stern's Activities Index (1). Seventeen sociodemégraphic
characteristics of consumers were measured. After subjects were presented

-with each advertisement and their product evaluations and intentions were

L , . ’




measured, they responded to the advertisement dimensions, psychographic, and
sociodemographic questions in random order. See Table 1 on page 131, for the
list of variables considered in this study. .

Analysis C -

Relatlonshlps between perceived content d1menslons of advertisements,
and -eonsumers' .evaluations and inténtions fowards- products ‘advertised were
analyzed with Pearson product correlations’ (2).

-

-

Relationships between each of the dependent variables of COnsumers
evaluations and intentions towards products advertised with the sets of ¢
independent, variables of content dimensions of advertisements, the psycho-
logical needs of consumers and the sociodemographie consumer characteristics
were analyzed with linear step-wise multiple regressions (3).

Relatlonshlps between each of the dependent varlables of advertising
content dimensions hlghly related to product evaluations and 1ntentlons with
the sets of independent variables of psychological needs and soclodemographlc
characterlstlcs were analyzed w1th linear step-wise multlple regressions.

% v

Step-wise regression was used in order to determine the order of
" independent variable importance among Dotentlally intercorrelated independent
variables and to avoid artifically high RC's which oceur when the number of
independent variables are increased indefinitely.

! ¢

Results

1. Which content dimensions of advertisements aré related to, cénsumers'
evaluations of and intentiohs towards products advertlsed?

Advertising conteht dimensions correlated hlgher than / 25/ with
evaluations of products are:

A2

>

.
%
l/'

Conterit Dlmen51on§ - "'Evaluations‘of Products’
‘A is 1nterest1ng I "< (o G
Ad is believable ' %3956 ’
: . Ad is lying ) - L -.3490 £
L Ad attracts attention : .3394
"+ Ad explains benefits of product _ * . 2799 )
Ad is mlsleadlng . -.2569 ot

3 Advert151ng content dimensions correlated higher then e 25/ with .
,intentlons to buy or try products are:

I

!

Content Dlmen51ons Intentlons Toward Products
Ad in interesting S . 2811 L R
. Ad attracts attention - ) . .2729 '
' Ad’'is believable S S

Ad is misleading St +,2528




A@i correlations are significant.v
greater than /.14/ are’ significant at p

rith ﬁ less than .00l., Correlations

less than .05,

T all dimensions'

See Table 2 on page

L Y

B correlations.
2.. Do the content dimensions of adver
: terlstlcs aof consumers, or the sociodemo
explain more consumers' evaluatlons of g
advertised?

Results of step-w1se multiple regn
the sets of content dimensions, psychogi]

~

tlsements,ithe psychographic charac-
graphlc characteristics of consumerg
nd intentfons towards products

essions of product evaluations against
aphic, and sociodemographic charac-

teristics are:

Dep. Order - Ind. Cum., F P less Direction of
Var. Var's Entered RS Ratio than Relationship-
4
Evaluation Ad Dimensiongy ¢
of Product Set 3
Believable L5565  88.h4 .01 positive  _
Misleading .6000 15.% .01 negative
' Interesting .6335 13.5 .01 - positive o
Explains benefits 6640 6.9 .01 positive
Dep. Order Ind. Cum, F P Iess Direction of
Var. Var's Entered Re Ratio than *Relationship
- Socio-Dem’'s ' .
* ) L4
Religion .2066 8.8 .01 (
Entertainment i
Spending . .2582 5:0 .01 negative
Sex : . .2947 4.3 .01 Female more
. Race .3408 6.4 .01 Blacks less
.~ DPsych Néeds
' Egoism i‘ » 1566 7 4.9 .05 negative
. Intellectual ° .190k, 2.4 .10 negative . ]
J ) l % , ‘ A .

-t

- Oﬁiy varzables which contribute more—than three percent to the cumulatlve

R ’s are presented among the 1ndependent varlables.

TN,
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‘Results *of step—w1sé regressions of intentions toward products
against the sets of content dimensions, psychoégraphic needs, and socio-
demographic characteristics ,are:

Dep.  _ Order Ind. Cup. F P less  Direction of
.Var. " ' Var's Entered . . R%.  PBatio _than . Relationship

Intention Ad Dimensions’ , ‘ )

ﬁ?g:ﬁgt expert testimpnial  .3070  20.6 .01 . positive
_ misleading 4039 16.2 .01 negative
irritating . 4340 6.0 .01 ¢« negative
., « interesting .4sh2 4.4 .01 positive
, Soc-Dem's . .
Race ' .1455 4.2 .05 Blacks less
Liberal-Conservative .19k0 3.3 .05 positive
Political Perty .2635 6.7 01 - ~
Social Class . 3000 Lk .01 negative
Psych. Needs .
Audacity-Timidity .1220 . 2.9 .10 negative

3. How much do consumers' psychological needs_and sociodemographic
characterlstlcs explain their perceptions of the . advertising content
dimensions most related to their evaluations and intentions towards
products advertised? ) .

v
1

Results of step-wise regressions @f advertising content dimensions
against the sets of sociodemographic and psychological characterlstics and
needs are:

-~

Dep. ) Order Ind. . Cum. F ‘é less- Direction of
Var. Var's Entered’ " R2 Ratio:  'than .+ rRelationship
Ad Soc-Dem's ) )
Int?feStlng Income .16k0  11.0 . .01 negative
] : Age .199% 5.3 .01 positive
*. . Psych. Needs ,
*  Fatalism’ 167 1LY .01 positive
Closeness .2207 8.6 .01 positive
Believable  Soc-Dem's
Liberal-Conservative .1228 6.1, .01 positive
Océupation . .1580 4.0 .025 executive less
s i .
- 128 -
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- Dep.
Var.

Attention

Misleading

Benefit
Explanation

Ad Lying

Seﬂz:lusness . llQQ k.9 .05 T
Eg e L1655 T 6.1 .01 negati
‘Intellectual .1861 2.9 .05 ;
‘ Es

Spc-Dem’s ' )
- Income ‘ 1246 . 6.2 .01

Race ‘ 158k 3.9 .p25

Psych. Needs d

positive

t

Order Ind, Cum, F P less Direction of
Var's Entered R Ratio than

——

Psych. Needs

Self Assertion .0825 2.7 .10

Soc-~-Dem's

Education " .1607 10.5
Expectation of
Future Economic

positive

¢

Conditions
Good-Bad .2054 6.79 .01 positive
Occupation 2326 , 4,98 .01 executives more

Psych. Needs

Sensuousness .1308

. .01 . negative
Motivation .1955 el .01 positive
Submissive .2289 5.9 .01 negative
Soc-Dem's ‘ .,

Expectations of
Future Economic

.Conditions ¢ \J
Good-Bad .1 6.6 .01 negative
Occupation , 6.6 .01 executives less

Psych. Needs

Closeness 6.2 .025 positive
Orderliness 1511 - 2.9 .10 negative
Fatalism .1820 h,2 .01 positive

A4

Soc-Dem's

Education 21737 . 12.3 .0L, positive
.2375 6.5 .01 negative
2524 3.0 .05 'Blacks more
.2985. ",11.0 .01 Rent more

2

8.7 .01 positive
.1856 " 5.2 .01 negative
3.7 .025, .positive

1 ]




- - ﬁ ,
A1l the results wére first analyzed with two groups of one hundred

randomly selected consumers, There were no significant differences. The
data presented above is for the two hundred subjects ﬁaken together,

Conclusions .

The results presented above indicate that certain perceived marketing
communication content dimensions are related to evaluations of and intentions
toward products advertised. In particular, interesting, believable, expert
testimonial, attention attracting, and benefit explaining contents are posi-
tively related to product evaluations and intentions. Advertisements per-
ceived as misleading and lying were negatively related to product evaluations
and intentions.

The results indicate that perceived advertisement content explains
substantially more product evaluations and intentions than consumer socio-
demographic and psychological characteristics. This suggests that the
advertisement stimulus is more important than the characteristics of the
consumer. ‘ ‘

.The results indicate that the sociodemographic and psychological
variables explain perceptions of advertising content. That is, the charac-
teristics of the consumer influence how he perceives stimuli. The socio-
demographic variables explained slightly more content perceptions than the
psychological need characteristics.

These.results suggest that ‘the bbjéctive advertisement stlmulus
characteristics explain more response variance than the consumers' charac-
teristics, but that the consumer characteristics are also important.

Areas for future research include investigating: what it is about
advertisements that induce consumers to perceive them as believeble, in-
teresting, or misleading; and, which market segments respond most to which
advertising content dimensions. After objective characteristics of adver-

‘tisements which explain particular market segments' content perception are

determined, these characteristics should be tested in a laboratory or field
experlmental situation to reduce the problem of confu51ng correlation,
explanation, and causation.
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Table 1

S
.- Variables
Content Dimensions Sociodemographic Psychological Needs
1. attention . 1. sex 1, self assertion
2. easy to read 2. age ‘ 2. 1audacity
3. 1long text 3. family income - 3. intellectual
4, colorful 4, occupation "4, —motivation Y
5. use of color pleasing - 5. marital status 5. .applied interests
' 6. pleasing arrangement 6. number of children 6. submissiveness
’ of picture and text 7. own-rent home +« 7. orderliness
7. entertaining 8. education 8. closeness
‘>§’g 8. interesting ) 9. race . 9. sensuousness K .
9. shows product in use 10. religion 10. friendliness )
10. funny 11. 1liberal-consv. 11. expressiveness
11. recommended by celebrity 12. political party 12. egoism
12, recommended by expert preference 13. fatalism
13. Dbelievable 13. number of times
14. price factor in ad moved in last
15. hard-soft sell ten years
" 16. suggests conformity 14, number of times
17. confusing ' expect to move . \
18. emotional in next ten years
19. good impression.of 15. expectations of
. company X future economic
- 20. misleading P “conditions .
21, appeals through few 16. intentions to buy
22, shows product as in next six months .
innovative ’ 17. perceived social .
23. shows product as new class .
24, picture and words . ' - T
. related to product ‘ .
25. explains product :
benefits . “
26. exaggerates product
benefits
.27. 1lying . . )
28. benefits in ad func- Product Attitude Variables
tionally related ;o 1. evaluation
product 2. intention
29. number of benefits ~ )
claimed

30. benefits in ad irrel-
evant to functions
product can perform —

- . ’
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Table, 2

-

Content Correlations With Product Evaluafions and Intentions

k]

Perception that advertisement is:

J

attracts attention

- d
easy to read
has long text
colorful
use of color pleasing
pleasing arrangement of picture

and text

entertaining
interesting
shows product in use
funny
product recommended by celebrity
product recommended by expeft—
believable - -
price factor in ad

’»

- hard sell-soft ‘sell ™

suggest -conformity

confusing

emotional

gives good impression of company

misleading

appeals through fear

shows product as ihnovative

shows product as new

picture and words in ad related to
product

explains products benefits

exaggerates product's benefits

lying

benefits shown in ad functionally
related to product

number of benefits claimed

benefits in ad irrelevant to
functions product can perform

]

.

Product

Evaluation

339
.2459
.0295
.0655
.1362

.2486
.1366
4307
.0898
.0880
.061k
.01k
.3956
.0185
-.1986
.0945
-.1986
.0105
.3193
~-.2569
-.1104
.1101
.0546

.1821

2799
-.2098

-.3490

.2069
.1455

.0024

Product

Intention

.2729
.2402
.0208
.2130
.1816

.2099
.1627
.2811
.1435
.151k
.1997
0426
L2614
-.0254
-.0611
.0468

" -.1505

.1687
.1873
-.2528
-.0499
.0101
-.1199

.0520
.0988
-.1473
-.1850

.0953
.0605

.0556

Correlations greater than/.14/ are significant at p less than .05.

A
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FOOTNOTES

;: George Sterﬁ, People in Context (New York: John Wiley and Sons, .Inc., J —
-1970). ~ !

2. Paul E. Green and Donald S. Tull, Research For Marketing Decisions
(Englewood Cliffs, New Jersey: FPrentice-Hall, Inc., 1970);
W. W. Cooley and P. R. Lohnes, Multivariate Data Analysis -
. (New York: John Wiley and Sons, Inc., 1971).

3. . Ibid.
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This is certalnly .a diversified selection of )esearch papers to
critique. Since I have twenty whole minutes in which to evaluate four, I
-will assess each on the basis of its greatest strength and its greatest
weakness in terms of: 1, theoretical basis, 2. methodology, and/or
3. analysis and implications.

t
Hendon

This paper's greatest strength lies in the fact that it attempts
research in an area which is genuinely in need of investigation.

There are some methodological wealnesses in the paper which may
be based in part on at least one assumption (theoretical in nature) on
which the study is based. I think we have had evidence here this morning
that the hierarchy of effects assumption is no longer tenable. Your own
data may be indicating something like that to you. You got a higher per-
centage of "insistence" rate than of "recall" rate. My guess is that you
should go back to the drawing board on designing an "insistence" measure,
as a minimum. You may need a better "recall" measuré™ If all of your
questions had "yes" answers you do need a new one.

Nielsen

I was quite interested in Dr. Nielsen's safari into perception land
as I think that is the way we have to go on future heuristic investigation
of consumer's views of advertising.

I am. surprised that as a native of Osgood territory, Nielsen did not
take more than good/bad or evaluative dimension data on his products. I'd
like to see him try, for at least the three main dimensions of meaning of a
product to censumers in subsequent research. We take as many as seven down
my way. Three are the most important--no question about it.

One point is not clear in your study. You say "Subjects evaluated
each ad on thirty different content dimensions measured on seven-point
semantic differential scales," I question the use of the word dimension
if you are using it in the usual factor analytic or Osgood "meaning of
meaning” sense. Are you saying you evaluated thirty different concepts of
content on 1dent1cal seven-point good/bad scales or are you saying you put
. the thirty "dimensions" on the polar ends of your semantic differential
" scales? If the latter, how did you get seven kinds of answers out of "use
celebrity” or "shows product in use?” Either an ad "did" or "didn't" in
either of those cases: Is this not so? '

Hornik

Hornik's study is certainly an ambitious one and from a theoretical
standpoint an elegant one. As a fellow toiler in the field, I take’'my hat
off to you for this presentation.” You have explicated in most lucid form
a kind of research which could be of great value in an area of investigation
which this morning s d1scussion proves is still subject to controversy in

the advertising fraternity

' - 137 -
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Fletcher ‘

vy . J
4 . '

I believe that it is upon the' foundation of the type of research
that you have shown us, that we may begin finally to build v1able theory
in the consumer attitude ‘and behavior area.

While Al admits this is a fIedgling explorétory study, it has .
potential. Tt fits in with one of my biases so I register & high "Geiger
count" on this one. In this day and age of social indicators, we may well
wish to develop a rigorous use of the more highly sensitized or empathic
conmunicators or bell weather types in the advertising. arena as an early
warnlng system in changes in perception in taste in advertising communica-
tion. I think that professional advertisers realize that they are that
1ntu1t1vely--therefore, why not research the system in organized fashion.
Maybe we should start 2 Fletcher Poll of advertlslng people.

+
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A LT INTRODUCTION »

The College of Journalism and Cémmunications at the University of
Florida is one of the largest and fastest growing in the country. In the
ten-year-period between 1950 and 1970, thé number of undergraduate majors
sdared from 126 to 825 -- an increase ‘of 555 percent. In 1972 for the third
consecutive year, Florida led all other universities 1n the number of under-

) graduate degrees granted, 383; if only juniors, senlors, and graduate students

are counted, Florida was the natlon s second largest college in the total
number of majors enrolled with 945.1 (Statistics for ‘the Winter Quarter 1973

showed 305 students majoring in public relations and technical writing,
240 in advertising, 205 in broadcasting, 175 in news/edltorlal and 62
graduate students for a total of 987, )

£

* * * *

Associated with this rapid growth and large number of students in the
College are several problems of correspondlng magnitude. They fall into three _
major classlflcatlons .

1. Administrative , ’

Keeping accurate and up- -to- date records for nearly 1,000. students -
requires the sérvices of a number of full-time staff members. Administrators,

ipate the needs and interests of their students, determlnlng the specific

faculty, and staff all spend a large portion of their time attempting to . ,
\i'!ac

tent of the necessary courses, scheduling students effectively into con-
tinually more crowded classrooms and other fac111t1es, and keeping adquate °
records of their progregss throﬂgh the several sequences of instruction being
bffered.

. - . .
As student-to-faculty ratios continue to mount, the effective budgeting
of professorial time for teaching, for developing new or additional course -~
materials, ;br counseling apd student guidance, and for research becomes more
complex, v _ ) . -
. < . —— . ..
2. Academic - T b . ]
Heavier emphasis in educatlon today continues to focus on recognlzlng
individual dlfferenceSFEmong students and attemptlng to individualize instruc-
tion to meet these percelved needs. Saalberg commented astutely on the range
of individual differences among Journalism School students at the master's
degree level when he wrote that o ,/"> - ‘
M
+ A March 1970, ,survey taken at Kent State Un1vers1ty s School of
, Journalism ... shows that- the percentage of students without ‘° ) !
. ' Journalism background pursuing an MA or MS degree in Journallsm re \
., at ... 43 (graduate journalism schools) ranges fyom O to 90 |
* percent. The average percentage was 42, The spread is . :

tremendous ee..2 . . , -
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. ing to arrange the "best-fit" matches among teachers and students. At,

L3

With close to 1,000 students at the undergraduate and graduate 1evels,
even if individual deferences can be ascertained dccurately, the mere
Jogistics of sorting out students' requirements and planning the best
instructional mix to meet the needs of each as effectively as possible
place an increasingly heavy burden on an already over-burdened staff. Far
example, in a2 beginning Advertising Copy and Vlsualizatlon 1aooratory
enrolling 18 students where ten objectives are to be taught within each
of four magox content areas (such 'as magazines, newspaypers, direct mail,
and outdoor), there is & possiBility of 720 étudeqt and Xearning unit
combinations. . ’ ‘ -

A neglected area of individual differences--one which further com- T .
rlicates the problem--is that of determining instructor profiles based upon
the teacher:s compentencmes, 1nterests, and motivations, and then attempt-

Florida, we take as a given the premise that a sizable proportion of our
students are self- actuéllzlng and achievement motivated.. We expect that
they will function best when they are matched with 1nstructors of like
motivation.3 ‘A problem in the past has been our inability to determine .
exactly which match -ups would “be most helpful to each student.
3. Logistical ) & ‘ - L

, Assigning classrooms, scheduling the effective use of equipment’ such
as projectors, recorders, and tapes, 4nd procuring and maintaining supplies
consumes a great deal of .staff and faculty time. 'We have said that we .
believe there is a trend towards individualizing instruction and placing
more reliance upon using a variety of equipment and instructional materials;
if thls is so,-the loglstlcal problem can only increase with swelllqg enroll-
ments such as we have experlenced at Florlda. -

Paradoxically., however, there are tlmes even now--early mornings, even-
;ngs, and weekends--when classrooms are largely empty and equipment is not
used for hours atha time. But at other times--Monday through Friday during
the late mornings and early afternoons--instructors in various sequences or
even tlle same one often-find themselves in strong compétition for these
facilities and resources. .,

"In the remainder of this paper, we will discuss how an integratéd
systems.approach directed at ipndividualized advertising educatién can be
used to help, solve these problems. We hope- that at ledst a portlon of the*
following discussion w1ll urove useful and releVant o your situation as
you assess it today. ' : e N

-
.

¢
B

The Role of CMI in the ‘System ' . .+ ° - 3 T )

'

Computer-managed instruction {CMI) is an administrative tool not unlike
computer-based systems'used in industry and the advertising agency'bu31ness.
Data bases are provided to the' system, usually in the form -of student ‘records
and teachlng input such as testing materlals and learning obJectlves.




- it '. . ',. ' -~
CMI is more than Just an administrative tool however. It 1mp11es a- .
teaching philosophy that emphasizes recognizing 1nd1v1dual differences and - . .
providing individuelized instruction. It implies also motivation,"fegdback, , . |
recognition, and rewards to capitalize on the self- -actualizing needs of the' T
students involved." = . . ] . ",

>

In a fully 1mplemented CMI situation, ‘details such aS'administratien, .
testing, allocation of resources and even, to a great extent, guidance and .
counseling are taken over by the system. Faculty and staff are thereby .
allowed more time to concentrate on individual problem solv1ng and the more .
’ abstract areas of instruction. - T

-

The College of Journalism and Communications has under development two
experimental CMI courses--one related to editing and print media production,
and the other in communication theory and introductory research as related
“to advertising. Robert E. Simmons, who is associated with the advertising
“ and journalism faculties, has received grants from both the University's e ) ‘
. Office of Academic Affairs and its Office of Instructional Resources to .

" support work on the modules.. Modules from the CMI courses are being tested
in existing courses, as the development of the new units permits. The
modules are integrated with assigned .readings, programmed instruction units,
slide/tape materials, or cassette tapes. For experimental instruction, the
College's Communication Research Center has a computer’ terminal for program-
mlng and students' testing of the modules; a self-study carreI with. a rear- ¢
screen proaection unit and a cassette tape unit which will control a slide
projector; -and several profe551onal quality cassette tape players. Also, ;
the College is participating in a grant proposal that is expected to %ain a

cathode-ray tube computer terminal (CRT) and a color cassette v1deotape o
recorder and playback unit that would be used in development of the CMT ]
projects next year, X , . L N
‘ [
It is, p0551b1y of interest that other areasgpf the dniversity of. e !
Florida also are working on CMI projechs or tompuler-assisted instruction . A

(CAT) projects that-~could be adapted to CMI. The Colleége of Dentistry.hds.
developed a CMI module called MEDEMRG (for "medical emergency"). It-is
expected to be part of.a larger CMI curriculum structure, provided that’ .
adequate support can be obtained. The College of Education is working on .
_a CAI-sequence on Bloom's Taxonomy that could be conzerted to CMI‘ -
The computing system that: supports the work at the Univer51ty of Florida
*is an IBM 370/165 Access is obtained presently either by time- sharing T
through, IBM 2741 communications’ termindls or by batch-mode processing. Courses-
using time -sharing dre written in IBM' s, Coursewriter III, a relatively easy,~
‘to-learn author 1anguage which is used to prepare CAI materials. Prégramming
. can Ve established to collect data automatically on each student's performance .
each time he or she types a response to a computer- generated question or : !
problem These data are then used as feedback to appropriate "module develop-
- . ' nfent teqms to refine and 1mpr0ve the, system. . - ;

4 .
- Al %

-

JLIY
.

. Figure 1 (See page 144) shows an overall block diagram of a CMI system g
as it is envisioned for the College of Journalism and Communications. You -
will .note, however, that it is not disceurse- spec¢ific ang might be applied to
any 1earh1ng 81tuat;on~where 1nle1dualized instruction is the goal . . ,

f ~
3

.y
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‘Several of the components of the diagram are examined in this section
to show the role of the computer in initializing, evaluatlng, and 1mprov1ng
. the system. ,

Student and Paculty Profiles ° . ’ : ‘.

1+
.

Instruction in the advertising sequence (or any other sequence) should
reflect ¢ndividual student requirements. The system we are describing antic-
ipates these needs in its provisions. - . ' -

For example, it should be possible for a student to by-pass various -
modules of instruction if he is qualified to do so. The CMI approach allows
this by administering tests based upon the terminal behavior expected of the
student. This means that.if entry behavior for a particular module equals
or exceeds the terminal requirements the student should be able to by-pass
tHht module and proceed to more challenglng work.‘ . . :

On the other hand, prerequlsltg testlng would show whejher or not a,
student is prepared to enter a partlcular module of instruction.

‘ Figure 2 {See below) shows a branching and looping ‘system used in
mathematics. ,The ‘originators--Suppes, Jerman, and Brian--use the model in
their CAI program.” The seven objeetivés shown are related to a given

module of instruction, and each must be met with a given level of competency
before passing on to the next one. Levels A, B, C, and D indicate depths of
instruction for each objective. Thus, students can by-pass instruction
entirely (Level A), be given, increasingly deeper instruction (Levels B, C,

and D), or as usually is the case be given a mlxture of .these as they proceed
throligh the module. Suppes' model is not presented here as the best possible
one for advertising instruction, but it is an example of the kind of plannlng
necessary to individualize and optlmlze instruction 1n this field. ’

The dynamic characteristics'of 1nstruct1&nal needs as shown in Figure 2
occur at a micro-level of learning. At a macro-level, are needs such as self-
actuallzaplon and other psychclogical characterlstlcs “desires, intellectual
and voqgtlonal interests, techn}cal skills, cgpaﬁa&\ﬁles, and limitations.

M .
- . i .

-
» N N

Objectives:

FIGURE 2. ° CAI'Braﬁcpipg and Looping}ﬁystem. ..

N
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These neéds,‘skilis, aﬁa,interests can be stored as a permanent part
of students' records in the system (in computer money) and provide the raw
data for a "best-fit".instructional mix at every level of instruction.

Féculty profiles can also be given to the system so that a student,
for example, who is not a "self-actualizer" and who may hot function well
if left mainly to self motivation can be given a great deal of interaction
with a teacher whose interests and even personality type best match his or
her own. Options can be provided, of course, when personality clashes occur
or when the theoretical "best- flt" fails to provide the desired learning

behaviors.

-

Record keeping such as we have suggested here and the large number of
possible student/learnlng combinations are nearly an unmanageable task for
humans--but they are trivial for a third-generation computer.

.

Instfuctional_Objectives

We want to make a distinction here between educational goals and
instructional objectives. Educational goals are dynamic entities which
reflect changing institutions and changing student and faculty requirements.
All of.us are preparing our students to the best of our ability to live and
work in environments both as we see them today and as we think they may be
in the near future. If our educational goals do not reflect changing institu-
tions and environments, we are not providing our students with the best

possible eduecations

. The work in the field of technological or computer-based instruction
has relevant 1mpac¥ Already, computers are being used in marketing 4nd
advertising for research, media-buying, and market simulation; data f¢r
market analysi's are being retrieved ‘through computerized data banks; computer-
linked optical character readers and CRT terminals are being used in hot-type
and cold-type systems in the production of advertisements} and professionals
have along made use of self-instructional cassette tapes, film-strips, and
mov1es, and now use self-teaching materials utilizing programmed instruction, .
such’ as does the Interpublic advertising lecture series (from Simon and

et g,

“Schuster), or videotaped instruction. It would appear that an advertising

student leaving college in the 1970s without at least a minimal understanding

© of computers and allied technological media of 1nstruct10n is not fully pre-

pared to relate to the needs of sophisticated clients. . .

" Instructional ‘objectives reflect educational goals, Each major content
area is dissected to identify those parts which taken together constitute the
goal. By dissecting, identifying, grouping, and regrouping, modules of
instruction are formed. Modules are further broken down into instructional
units_and instructional objectives are establlshed at various levels of cogni-
tion. Here are three examples:

. ADV 306 (Elements of Advertising) students, after studying an
audio tape-looseleaf notebook instructional unit on advertising
terms, will score at least 90 percent correct on a multiple-
- choice test on-these terms. The test will be given at_ the end
,of the week in which the material is to be covered (Knowledge level).

-
-

Vo
«
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ADV 410 (Advertising Copy and Visualization) students, given
a client fact -sheet for this exercise in the laboratory, will
correctly identify and state in.a copy platform: (1) the
primery (target) audience; (2) the "secondary" audience;

¢ (3) the "unique selling proposition," and (4) four copy
points that can be developed in support of the USP (Applica-
tion level). - .

>

ADV 507 (Public Opinion Theory and Advertising) students,
given a problem in which a research designer proposes to use
cluster sampling design with three interviews per block in a
situation in which there is a great degree of homogeneity
witHin blocks in respect to the most critical demographic
variable, will be able to (1) state that the homogeneity may
be a problem, and (2) state that the expected effect would be
a reduction in the precision of the data collected in the
population (Evaluation level).9

Enffy and terminal behavior tests for most modules of aosystem can
be stored in the computer and updated as the need arises. Machine-reddable
data cards and CAI can be used to combine record-keeping and test administra-
tion.

For behaviors not readily adaptable to machine presentation and evalua-
tion, levels of performance and evaluatioy criteria may be kept in computer
storage as part of students' records and retrieved as th%y are needed..

. When instructional objectives are carefully laid, out,.there is nearly
a one-to-one mapping of these objectives into thé CMI model. The student
either masters the objective and is allowed to move to the next area of
instruction, or does not master the objective and is given remedial work
and retested.

' Clearly, preparing instructional objectives is not a small or insig-
nificant task. Rather, it is one of the most time-consuming and important
parts of the CMI system. Stolurow has pg}nted out that objectives must meet
these thrée minimum substantive criteria;l0

1. Every unit of 5ehavior must be described. .

2. The conditions under which the behavior is to
- occur must be specified.
3. Thé minimum level ofy accepté%le performance -

must be specified. ,

. In addition to these criteria, certain psychological ones are wften
stated, such as rate of learning, amount of retention, and degree of transfer
to other areas of learning. )

Ease of refining objectives and their associated criteria in lighﬁ of
Btudent experience and feedback is a major advantage of CMI over traditional
instructional systems. This is due to the enormous amounts;of data that can

. -1&7- ) , ° i
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be collected and analyzed and to a characteristic of the CMI concept:
dynemic alteration 'of modules as educational goals—evolve.

Instructional Mix.

As we have indicated, the appropriate 1nstruct1bnal mix for a given
student under given condltlons depends a great deal upon student profiles
and the instructional'objectives. Once these matches are obtained, there
are a variety of teaching aids from which to choose, and the results of
numerous studies provide indications of what particular kinds are most
appropriate for various types of learning.11

<

Examples of the aids available include audio and video tapes, instruc-
tional television (ITV), films, slides, programmed texts, CAI, conventional
texts, end traditional istruction (lectures, labs, etc.).12 Of these, con-
ventional texts and traditional instruction are the two most widely used in
present-day classes. They may, however, be the least effective methods of
teaching the current generation of young men and women. Robertsl3 has
analyzed relationships among learning objectives and teaching aids (his
term for the latter is "media,"” which is understood quite differently in
advertising). Roberts rates conventional texts and oral presentations as
medium-to-low for the following objectives: learning factual information;
learning visual and audio identification; learning principles, concepts,
and rules; learning procedures; performing skilled perceptual-motor acts;
and developing desirable attitudes, opinions, and motivations. , Certain of -
these conclusions have been corroborated in the advertising.teaching area .
by one oE the authors of this paper (Pierce) and, an earlier collaborator,
Pisani.l . .

In addition to the teaching aids mentioned above, group discussions,
one-to-one teach/student dialogues, field trips, individual research, and -
other nbn-teaching-aid methods can be applied effectively to certain learn-
ing situations. g -

The p01nt is that CMI compels us to examine closely the learning
activity we wish to take place and to’bhoose the teaching methods and aids
best suited to that activity.

We have indicated in Figlre 1 that the instructional mix includes
facilities other than teaching aids and non-teaching aid resources. Such
facilities are the administrative ones which are aided or performed by the §
computer and inclvde effective manpower utlllzatlon time and?space alloca-
tion, record keeplng, counseling, report generatlon, immediate and. over-
,time program evaluatlon, and program generatlon. Cf:'

Qu

One of the obvious problems in self-paced instruction is the record’

keeplng that is necessary tb determine whether the student has met content 3
smastery requirements for'graduation. Oné might consider an extension of a,
computerized-self-counseling system used at, The University of Tepss at

Austin, vhere one of the authors (Pierce) taught before joining the Florida

staff. A student's transcript serves as a data base and a report is generated

for the coﬁgselors and the student showing the number of major and minor

credits needed for graduation and the requisite and recommended courses that

B .
¢ . .
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will fulfill these requirements. This system could be adapted to direct
or to monitor the progress of the student as he goes through CMI sequences,

The full calculating powers of the computer can be used in a CMI system
to prepare and generate reports. Correlation or other statistical processes
are easily implemented in a CMI system since constantly-upgraded student
records constitute a part of the data base, and cases can be selected for
analysis based upon a wide variety of specific characteristics.

CMI also allows subsystems to be incorporated into the instructional
mix as they become available. For example, the University of Florida's
Computing Center has implemented the Basic Information Retrieval System
(BIRS) that was developed for Michigan ‘State University. This system, if
1ncorporated into CMI, would give students, administrators, and researchers
access to a powerful 1nformatlon storage and retrieval system. :

b4

CAT as a Component of CMI . -

° Computer-assisted instruction, CAI, can be a component of CMI and we
- make a distinction between the two. CMI, as we have described it above, is
the overall management system used to achieve individualized instruction.
CAI, on the other hand, implies a student/computer dialog relating to a N
spec1f1c discourse or area of instruction.

We might, for example, use CAI to teach students the basic elements of
radio or television commercial writing or common copy-editing symbols.

€AI is nérmadly used in much the same way as the familiar programmed
instruction (PE) books in that instruction is given in.small bites, feedback
is immediate, and branching and looping techniques can be used to skip
material or to provide remedial work. Two major advantages of CAI over PI
are greater flexibility for branching and looping, and the ease* with which
changes-in the material can be made. Also, response data are automatically
collected as the students use CAI and analy51s of these data facilitate
course revision.

1]

CAI 'for actual advertising copy.must be viewed as & more complex one
than others han through languages such as Coursewriter III. Critiquing
ad copy and vidipg immediate feedback to the writer means that g large
amount of text must\be analyzed rather than a One- or two-word resppnse as
in conventional CAI. . .

[y

B:Lshop16 has used a set of syntactical analy51s programs to critique
certain news stories for which he has already stored in computer memory
certain key words and phrases. (This can be used in advertising although

» we have not yet tried it at Florida. ) Another of Bishop's programs-~-and
one which is discourse- 1ndependent--checks students' stories for eertain -
stylistic errors such as the everuse of passive verbs or adverbial clauses,
lengthy sentences and paragraphs, and common spelling and abbreviation
errors. Similar programs can be developed for critiquing advertising copy.

One of the authors of this paper (Moore) has worked to implement CAI
at both the syntactic and semantlc levels; the assumption is made that

4
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development and cohesion are two very important characteristics at the
sentence, paragraph, and entire-text level. Experiments have been con-
ducted to help define what is meant by .development and cohesion, and what
their indicators are in journalistic'writing. (There has not been any
activity of a similar nature in the advertising curriculum at Florlda to~

date ) : . .

Specifically, Mobre created a 1,000-word- concordance and a rapid
qlctlonarX search algorithm for the most commonly used words in the English
language. 7 This concordance and search algorithm have been used to detect
word-occurance similarities between an instructor’'s and his student's stories
(all of which were written about the same set of facts) and whether or not
this similarity plays a part in thefinstructor's\gicding.

In later research, semantik evaluation of stullents' stories would
involve a "beyond-the-sentence" analysis--initially at the paragraph level
and later at the entire-text level. Moore and others have been working to
define. and formalize those journalistic "rules" of writing that are used
by students in their -assignments and to critique their use of those roles.
Intuitively, it is expected that such rules will in de transltlon, develop—
ment (going somewhere), cohesion (unity), and certair! logical relationships,
(such as temporal; spatial, and causal). ‘

. The efforts of an advertlslng professor at the University of Florida
should be mentioned here. ' Donald R. Holland, the former owner of an adver-

+  ‘tising agency in Connecticut which still bears his name, has two programs

: under,way. The first involves his course in basic copywriting, in which he
requires his studerits to study Rosser Reeves' book, "Reality in Advertising.’
After reading the book:, students use Holland's CAI testing program, which is
designed to aid them in assimilating the concepts involved. The system is an
ungraded examination which includes a number of multiple-choice questions
plus several others in whick the student may reply with a sentence./ The

- computer allows the student to" proceec with re1nforcemept; until the test,

is completed successfully or an error 1s made. If the latter occurs, the
-computer immediately refers the student to the chapter and page where the
correct answer can be found--and requires a‘sign off "study break" of at
least an hour. This shufdown is designed,to encourage careful studying of
the assigned material. ©nce %the hour has'passed--and the student presumably
has reexamined the area in questlon—-access may again be obtainmed and the test
w1ll be resumed. ! Yy

1

‘ Holland first began work oR the program last summer, which he spent
learnlng and experlmentlng‘w1th Coursewriter III computer language. During
the fall Quarter, hé desrgned and wrote the examination. He tested it during
the winter quarter, with. eight' seledted students, all volunteers,’ During the
sprrng quarter he will conduet a formal evaluation of the program by dividing
His classes into Matched samples to determine whether the learnlng which takes

’ place ‘among CAI students is superior to, equal to, or inferior to that shown
py students who use traditional methods of study.

. J N
Holland also is planning-to develop a CAI unit for use in JM 201
(ertlng for Mass Communlcatlon) a course that serves students in all majors
within the College, to help train students in the use of basic llbrary

4
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CMI in College Relationships with Professionals

resource materials relevant to the communication fiéld of study. As
envisioned, the program would include discussion of basic references, give
assignments in data-searching that require use of the materials, and conduct
testing of students who have completed the assignments. In the first and
third stages mentioned, the CAI program would conduct a dialog to eliminate
misunderstandings or clarify the instruction. Additionally, there is a
possibility that the program may include a key-word information retrieval
feature, to be made available to the student after he completes the instruc-
tional section of the program--the student could specify Key-words identify-
ing his interest and the computer would print out the most relevant research
source, as a starting point for his research.

A second advertising professor at the University, Robert J. Rice, has
been using another form of CAT: a computer "game" simulating the processes
involved in the winning of a market share in a competitive advertising media-
buying situation. The program, ‘called ADMAG, was developed at Michigan State
University and programmed for Control Data Corporation computers. Three of
the authors of this paper (Moore, Simmons, and Kent) managed the programming
conversion so it could be used on IBM computers. .

Newspaper executives were asked in a regent nationwide study, undertaken
by a University of Florida graduate student whether journalism education
news/editorial) had given its‘graduates adequate instruction about how new
technology such as computers might be utilized in the medium. Nearly 63 per-
cent of the respondents said it had not. Only about five percent said that it
had. -

-

-

A pressing problem in the newspaper medium, as expressed to one receént
job-hunting-student, is that "We need people who can tell us how or where we
can use computers.” The emphasis in all sectors of the communication industry
seems to be on the need for innovations, not just the recognition of the \
obvious computer applications such as in payroll processing or machine manage-
ment. A probable fringe benefit of CMI is that students themselves are likely

" to project applications of the systems that are being used in instruction.

-

Another aspect is that educators may develbp CMI applications in exten-
sion education serVices. Here are a few that might be possible: oo

CMI courses in advertising that are designed by a university for under-
graduate or graduate use might be challenged" for credit by examination by
professionals who are working for, either basic or advanced degrees and hope
to shorten the time required. 1,/ .

N .

Under a new typetof extension education department of a university, an
employee working in an advertising organization that has a computer terminal
and the necessary equipment for a lorg-distance hookup to a university
computer (e.g., through use of an acoustic coupler--a type of signal cen-
verter--and an adequate phone line) could take a course for credit in an
office hundreds, or even thousands, of miles away. One might think, for
example, of upgrading or training ‘on the job for such work as media-buying
that involves mastery of basic skills such as 1nterpreting Standard Rate and

3
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Data Service. Publications or analyzing demographic information. Or a candi-
date for a creative position who shows promise as a writer but is viewed by
the management as being in need of selective backgrounding in advertising or
marketing processes might be helped efficiently in a situation where theé

management ordinarily might not be able to assign a staff member as a tutor.

' Unique author numbers are assigned to the author to protect his

computer-stored materials from being altered by another. Authorized authors
can easily update their courses through the central computing center; there’
is less danger of being the acknowledged author of an educational work that

- has all-too-soon become outdated.

The general idea of extending CMI and CAI t® professional organizations
has beeh broached to some Florida newspaper executives, but no such effort
has been made w1th1n the advertising communiity in the Southeast. Among news-
paper men the response has been generally favorable with "When?" being the

main question.

Some dlscusslon of other applications has focused on spec1al language—
skills training for members of minority groups or persons who show promise
as communication professionals but have langudge- skllls deficiencies. Other.
discussion has focused on the development instructional units dealing
with specialized reporting tasks--e.g., reading and interpreting financial
reports, census and other government documents, and relatively technical
materials. At a very pragmatic level, a CMI seguence might be developed for
students, advertising personnel, and executives about the functions and
editorial operation of computers in advertising. -

. It is expected that the needs of the mass media will result in major
leaps in production technology--such as that exeppdified in Media General's
Financial Daily in Richmond, Virginia. However, it is likely that journalism
educators' interests.in the analysis by computers of wrltlng ‘and, the develop-
ment of other CAI programs will not duplicate those other efforts, but could

make valuable new contrlbutlons. . s

Advertlsrég ‘Research Poss1b111t1es Uslng CMI T

A w1de varlety of research poss1b111t1es is suggested by the CMI format
described above. Some of the most relévant hére concern theoverallcommunlca-
tion process. ' A few notions along these lines will .be 1nd1cated brlefly, and
then some other types of research will be suggested .

. One llne of posslble work is a systems approach.to the communications
.processes, as related to student learnlna Among the questlons that mlght be
studied usefully uslng the data gatherlng and evaluation potentialities of

CMI are ‘the following: What are the optimal mixes of information teaching
alds for different advertising learning Situations? When do information over-
loads start to impede useful advertlslng communication? Within the framework
of allowance for individual differences in rates of progress through instruc-
tional materlal are there optimal levels ,of psychological pressure on the
student so far as’hig or her advertislng learnlng is concérned? How.would
these optima vary by “psycholegical characteristits of the stﬁdentsV , What
"effects would varying admlnlstratlve structures have on communlcatlon feedback
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processes withinlfhe CMI system? Is it possible to apply the principles of
statistical linguistics fruitfully to machine evaluation of student adver-
tising production? - T

The match of student and teacher profilé;?as a basis for assignment
of "mentors" raises & number of interesting questions, both theoretical and
methodological. What types of psychological, professional, and other informa-
tion should be considered? How should these matches be made? What- are the
effects of developing different. forms of relationships between the students
and the faculty, for example, mentor, advisor, or colleague?

Characteristics of teaching messages offer another field for research.
Would one-sided or many-sided arguments be preferable? Should materials use
humor, and if so, how? SHhHould there be ap attempt to make the student-computer
relationship appear to be/a personal one, as if the student were communic§ting

with an instructor on a terminal in another.room? ’ &

.

., Since it is now possihle to store, invéisily retrievable form, an
unprecedentedly wide variety of entry and progress evaluation data on each
advertising student, the area of testing +s open to mnew approaches. - How
should advertising students be evaluated? How can success on the job after
graduation be iused as an input for feedback to instructional and evaluation .
strptegies.and materials? Is it possible to develop "early warning" indicators

glating to post-graduation professional advertising performance? What is the
relative importance of advertisiﬁg psychological and work-habit factors, as
compdred with ability to negotiate traditional éésting and evaluation proce-
dures successfully? - ’ ’ .

. [

One of the more subtle, but also more importént, areas of research that .
can be developed in relation to computerized instruction is that of evaluation
‘of curriculum behavioral objectives. Superior prograqging of content requires
extensive planning and testing of behavidral objectives. This forces a con-
tinuing review of the behavioral objectives in very precise terms. One bene-
-fit of such work may be to reduce the number of "fuzzy" areas in curriculum
development, perhaps bringing about an improvement in the areas of account- -
ability and relevange. ‘ ‘ i .

. ¢ . X . .
It is visualized that cathode-ray tub& (CRT) terminals will be an im#
portaﬁf-modg of student-computer interactioh, among others. This opens the
possibility of programs of research in application of these devices to pro-
fessional situations: ‘adver;iéing copywriting in various media, 'library
searches, gathering of data from governmental agencies, and other activities.

CMI in advertising as viewed here will also require considerable +«
research in computer software and hardware. While the résults may not be as
important for advertising teaching, theory, and professional work as the !
research activities suggested earlier, the possibilities for computer science
and administrative applications to advertising and all communication educa-
tion are'exciting. Among the approaches that would have interest are, for
example, optimizing strategies for on-line interactive systems that require
sophisticated information éfpragesand retrieva%!funcpions. 1
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-most cursory fashion. - It is important to realizes however, that the CMI
approach brings with it such_ opportun1t1es for t advertisiag education of

\

the future. *
t - - \ .
. * ‘* * * N A\ . -
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" These flgures may._be compared with those of other journalism ‘schools

.
.
5.
s

oY
These are only a few of the many possiﬂilities,‘presented in only the , «

», £
in Journalism Educator, Vol. 27, Ng. 4, January 19%3, pp. 4-5, 56-60.
Syracuse ‘Teads:in total enrollment l 155) _vhen freshmen and sophomores,
“declaring a Journallsm majgr aré counted. Missouri reported 1,007

majors and Georgia 982, although the former, like Florlda, counts only
Junlors, seniors, and graduate students in its total. ,

Saalberg (1970), p.22. -

-~
. .

This combination may or may. not be a "best fit," but the poinf is
Still made that teacherfstudent profile matchlng can result in better - .
interaction and better teaching than if this selection 1s left to chance.
I"
Maslow (1954) 1dent1f1ed self- actuallzatlon as the most important neéd
satisfier. 1In‘descending order following self- actuallzatlon ate esteem,
belonglng/love, safety, and bagic phys1ologlcal needs. McClelland | .
(1961) identified a tr1angular relathnshlp gmong @chievement (Maslow's .
self-actualization), power, and affiliatidn. Lafferty (197Q) added
securlty/av01dance to form-a quadrangle of needs. - X

Cooley (1971) has described resource allocation, data bases, curriculum
scheduling, student mon1tor1ng, and teacher roles in a CMI system.

~—— ¢

‘e

Another authaqr language falled A Tutorlal System (ATS), developed at 4
Cornell Uanersity, also is Yeing tested at the Un1vers1ty of Flbrlda.

The model shown,here is actualLngladaptatlbn ofﬁﬁﬁppes more, complex
model’ (1968). His model is used for CAI atithe elementary school level,
but the approabh/éan be used at any grade level as a technique-for
branchlng and looplng.
. See Mager (1962) for preparing instructional obJectlves and Bloom 1556)»
for levels of cognition. -~
These examples are partlally based on a handout "ertlng Behavioral
Objectives," prepared by Kurt Kent, Communlcatlons Research. Center,
College of Journalism & Communlcatlons, University of Flor1da (1971).
Advertising course examples have been contributed by Plerce and Sipmons

¢ N

in this paper. . .

Stolurow (1970), p. 1019. . ‘ ~ .
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15.

) Florida.32601,

. Instruction in Communications Education),

Personal correspongdence,

hatural-language text (Kucera & Francis, 1967).

Bennett (1971). ' "

¢ L. .
* \‘;\_\
.

" v

A gepd overview of these .studies and CMI in general is éiven by ' .
Brudner (1968). Seé also Rossi’and Biddle (1967) fo? a discussion
of the "dew mpediz and edugation.” Note that the word "media" is not

‘‘used in_an advertising sense here.

Several programmed and computer-assisted instructional units have

been developed for our teaching use at the Urdiversity of Florida's
College of Journalism & Communlcatxons, Stadium Building, Gainesville,
Information about these may be obtained by writing to
Professdrs ‘Kent or Simmons at the above address. We' also publish a
quarterly newéletter, CAFRICE (Computer-Assisted and Programmed

by which, we, attempt to keep
readers ikformed of the latest developments in individualized instruc-
tion for journalism. If you would like to receive copies regularly,
write to Editor, CAPRICE, at the above address. ’

Undated, untitled handout prepared by Dayton,Y. Roberts, Institute of
Higher Learning, University of Florida. The bibliography section of
this. paper lists another work by Roberts deallng with humanizing learn-
ing through the’systems approach. : . '

4

Pierce and Pisani (1971).

.
. L4

A recent survey by Stolurow (1971) deseribes CAI languages, systems,
response types, research, modes of instruction, behavioral objectives,
instructional materlals, and testing. -

t

See b}bllographid ent;ies'aleo. e
o (4 o l\. 4 Q.‘) ¢
This concorlance was created from a corpus of 1,014,232 words of

The words were taken
from 500 samples representing 15 genres. Eighty-eight of the- samples
were taken from three preé% genres reportage, editorial-:and reviews.

-

.
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Bishop, Robert L. "Computer Analysis of Language Text for Style and Content
in the Context of Instruction in Writing." Department of Journalism, )
Unlver51ty of Michigan, Ann Arbor, Michigan fundated). - v

Bishop, Robert L. "Learning to erte——From a Computer." Quill, May, 1971,\
pp. 22-23. R . 5

. Bloom, B. §. and D. R. Krathwohl. Taxonomy of Educational Objectives.
: New York: David McKay, 1956.

g -
Brudner, Harvey J. "Computer-Managed Instructlon Science, 162,

Novemher, 1968, pp. 970- 6
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Zhe 9031tlon’ng of educational preparation for careers in advertlslng
within the unlvers;oy community has Iong bteen a matter of cOntroversy. For
m,ny years oara_le and' somewhat competitive, programs were offered’on many
. campuses by he cchool of Journalism and the School of Buysiress. To a degree,
the o?ferings were diffefentiated with the journalism school orientation lean-...
" ing mere to-the creative side of advertising, while the 3-S¥heol emphasized:. '
the managerlal function in the advertising rrocess. There was often no inter-.
' dﬂscﬂnllnary communication between the two rrograms. Students enrolled in one
’ sequenee dld not . venture across campus for work in the "other advenzlslng
" department.” Faculty 1nterchange was also rare, .

~ - - z

! "bis am01guous situation cleared somewhat .after 1950. rT‘wo,e:,chaus’clve

studies of education for business were _published in the 1960's. Critical

in tone, the studies hi¥ hard at the "vocationalism" foupd in most business
programs, and Schools *of 3usiness embarked on a long perlod of soul-searching
and curriculln reV1slon,‘ The upshot Jwas that several courses' such as sales-
_manshic, reoalﬁlng, credrts -and- col}eculons, and advertising, were either '
el;mlnaoed from~market1n jrrograms, or became free'electives. The idea of a
major in gdvert%sing within the business school cpntext became nearly extinct.
Alert journalism sqhool administrators saw a market*ng opportunity.and sterted

to expand and, rromote their advértising major. TIn many Schools of Journalism
today ad, majars equal or overshadow those maJorlng in the editorial side of
. + %the currlculum - ‘ g -

A B

. ”hus, one cremlse of| this paper- 1s ﬁhat most adver~1s1ng degrees pursuegd -

. ’ today rp Amerlcan cqlleges and. uniyversities are-taken under the aegis of

2 * Schools of Tournallsm, or as they are sometimes labeled, Schools of Communica-

tion. .From & total of 30 years of college teaching of advert1s1ng, including

one’ %hree -year and one four-year stint with different Schools of Journalism,

we would like to share our views respecting what ad majors should knoi&about

*  -budiness. Thid is-done with humility, for it is a complex subJect Our‘goal
".is to start a.dialogue ‘which may lead to currlculum re- examlnatlon and

_+ ‘possivle revision. . , . )

3 .

Y

,Business Today oo ] . oL ‘- »

, First of all, let it be shid that ‘most young people in the United States..
today do not know much about business. There is 2 backlog of antlpathy toward
business -activity, especlallj among those youth whose father has had a success-
ful career in buslness.. ourprlslngly this negative attitude is to be found in
business ‘and adVert1s1ng majors, ag"well as among those majoring in “the liberal
arts and sciences. But.the advertlslng major will be’a Qusiness practitioner,
or,at least will be interfacing with businessmen. Thus, a thorough understand-

w1ng of how the buslness system operates’is essential.

o ‘ ' 5,

) * Today, buslness is a hlghly complex. system of intérreélated activities..

‘ Tn addition to the art of Administration itself, business involves three major
- functlons marketlng, flnance, and production (manufacturlng)' The underlying
premise of this paper’'is that advertising majors dre not, adequately learning '
the relevant doctrines of moderfi business phllosopﬁy 4nd practice. This paper
airs the authors' ideas, of what advertlslng majors need to kmow about, business
.admlnlstrablon 1n qraer to function effectlvely as advertising practltlonens.
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‘in advertising curricula. However, little attention is placed on the produc-

Why the Advertising Major Needs to

» other business functions. This in turn should lead to Better management of

-
-
-

" First of all, it is essentla. that a stu nt ha understanding of
bus1ness structure and of how the various communications and organizational .
systems relate. This must be followed by an understanding of the managemeht

process.: planning, organizing, motlvatlng, and controlling.

addition,.an unders%anding of marketing,bfinance, and productionNis
critical. The importance of the marketing function is sometimes recognized

tion .and financial functions. The success of any firm is often related to
product development, and advertising students must be able to work with
product 'and brand managers when school'ﬁays are over. Many of the new *
product and brand managers now hold MBA degrees from prestigious business
schools and have been trained .in the fields which are discussed in’this paper;

To aceomplish these obJectlves, it may be necessary for journalism
schools to generate an eclectic course in business admlnlstratlon, which not
only covers the line management and business support functions, but which also
integrates and shows the relationship between these functions and the advertis-
1ng subsystem. An alternative to this approach may be that journalism schools
will have to begin to work more closely with the School of Business Admlnlstra-
tion, who do offer courses in these areas. * ‘

£ . -

4
Given these premises, this paper .provides ideas. on the following topics:

1. Why advertising students need to understand the.bﬁsiness system. o °
rd . f}
2. VWhat students need to know. :

3." How these concepts can be taught.
4% When they should be taught. ) .

+

5. Who should teach’them.

Understand the Business System'

] .

One operatlonal perspect;ve through which business is currently belng
studied is via.the systems approach. The complexity of today's business
environment has made the adoption of the systems approach to business quite
appropriate. This new approach to the total business environment affords the,
“advertising educator an opportunity to develop materials whlch allow the
student to become more familiar with the relationship of advert1s1ng to the

the total advertising operation. As such, there is an opportunlty for the
educator to serve as a catalyst with the objective of teaching students how
to develop, position, and manage the advertising operation within the frame-
work of a comprehensive business system. . .

Traditionally, advertising education has looked at its own dlscipllne
only in terms of its own functlonal units, . It has treated the functional
areas--media, creatlve, productlon, and research--as 1ndependent and somewhat

\ “~“
>
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mutually exclusive events. It has fafied, in most gases, to provide an’

“veffective linkage between these units. As a reésult, the product of an

advertising curriculum has been what We might call "technician oriented."
It is not wrong to suggest that we sho¥ld continue to, supply the advertising
industry with technical specialists. Hdwever, it is wrong to limit these
specialists to only the technical or fundtional aspects of edvertising.
WHat is needed today is an understanding on the part of the student as
to how the advertising subsystem affects and is affected by the other busi-
ness. subsystems Such things as copy wrltlng, media plannlng, pre- testlng
copy, etc. are only teclinical ingredients which comprise the framework of
only ‘one business subsystem~-~advertising. True, advertising~faces its own
rroblems and must find its own solutions; . however, it must interact with the
other business functions or subsystems to reach its goal. Perhaps it is
necessary as educators to decide that we should be developlng ‘people for
higher- order positions’in the managerlal hierarchy.

In order to develop adVertlslng systems analysts, it 1s necessary to,
femiliarize the student with a structure of the total business system. The ’
major elements, again, 1ncludﬁ the fUnctlons of production, finance, and
marketing. Other functions such as personnel administration, accounting,
research and development, and operations research would be considered as
subsystems which support the three basic functions. Within this framework,
advertising then becomes a tactical subsystem supporting the strategic system
of marketing which in turn supports thé total corporate. system. As such, °
advertising in terms of its objectives, strategies, etc. is.governed by the
objectives of the total corporate system. For the advertising manager to
effectively operate within these: parameters, he must understand his relation-
ship and the impact of his decisions on the other parts of,this total system.
In order for this type of organization to survive and growl it must obviously
achieve some level_of symblos1s (i.e., the mutually beneficial 11v1ng together
of -two organisms).

-

What the Ad Major Needs. to Know
/7 4

In addition to work in the organizational systems area, there should
be a solid understanding of economics, both macro and micro. The case for
macro-economics can be made on the grounds that it is essential for a person
to be a well-informed citizen. When a Republican President states, "I am a
Keynesian," it is time for every American to know what that- phrase implies.
It ig our belief that, as American Government became a required course two
generations ago, macro gconomics should be a part of the educated person's
kit of tools. .

A .

Recently micro-economics-~-the economics of the firm--has experienced a
revival of interest partially because the New Economics hasn't worked 'as’
smoothly as its supporters had hoped. ‘But aside from this fact micro-
economics contains many of the key concepts underlylng an understandlng of

v

1Telles, Seymour, "The Manager's Job: A Systems Approachi” Harvard
Business Review. Vol. 41, No. 1, (Januarquebruary, 1963), pp.

73-81,
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how businesses operate. Advertising majors should be required to take both
forms of economics instead of being treated in such-ambivalent fashion as
this phrase from one eatalog reads, "Strongly:recommended.”

With a grasp of econdmics and the business system firmly in hang, the
ad major is ready for grounding in what may be caXled the "business skills.
Certainly, the elementary concepts of accounting -- profit and loss, ‘break-
even analysis, ratie analysis--are needed by the account executive and-the N
advertising manager. The same can be said for the1511ent concepts from
flnance--budgetlng, cash flew, ROI, and so forth. If the advertising execu-
tive has a leadership role, he’ should understand manggement fundamentals such’
as planning, organizing, motivating and controlling.

However, the greatest contribution can come from the marketing
dlsc1p11ne The typical marketing major ‘today w1ll take, after & basic
course in the subject, at least two essential'courses: marketing research
(sometimes called marketing information systems) and consumer behavior. It
is submitted that all ad majors need the knowledge that the basic marketing,
marketing research, and consumer behavior courses provide. Whether further
work in marketing is needed depends on the individual needs of the student.
Many ad majors will want to take a course in retailing, one in personal sell-
ing, and so forth. N

In order to show why it is necessary for the student to have an exposure
to the various business skills, some examples are provided which demonstrate~,
how idvertising affects and is affected by these other business functions: - At
this point, we offer an inventory of tools along with a brief discussion of
some elementary business concepts, decision-making models, and management
techniques appllcable to the advertising' operation.

.

Marketing Functlon

-

—

The adoption of the marketing concept implies the coordination of all
company activities which focus on the consumer. Given this truism,® an unter-

'standing of the consumer and his/her behavioral patterns and attitudes.becomes

necessary prior to the-development of either advertising messages or media
strategy. 'Traditionally, marketers have used demographic factors, i.e., age,’
income, sex, etc. to isolate relevant target markets. Recent research has
indicated, however, that there may be more effective ways—to segment markets.
Such concepts as soc1al class, life-cycle, life style, personality, reference

group behavior, etc. "have been developed and used as explanations for behavior.

This has led the advertiser to develop more effective segmentation strategies
which have included both message and media plans. Obviously, the rising cost
of most media, partlculaxly television, suggests that the concept of market
segmentation or even market fragmentation be. adopted by most companles As
such, the advertising manager needs to be aware of th® behavioral theories
and concepts which have application to market segmentation. !

" New prodict development-is, perhaps, the key to survival of the firm.

It incorporates a number of marketing activities necessary for product success.

These include: sales forecasting, marketing research, market' segmentation,’
test marketing, the'setting of marketing objectives, et. al, .

’

«
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A forecast of the market pgtentlal 'ig’ essential if R & D is to plan
effectively. Identifying the optimum consdaer requlrements, and ‘then trans-
lating these into engineering spec1fapatlons is’ then required. This leads
to the testing of product ideas in the market place to determine consumer
Rxeactions. As a result of this process, marketing objectives are then set.
These objectives include: 1) a description of the target market, 2) a
spegific_sales or market share goal, and 3) a statement of the time period
in which the goal is to be accomplished. Given these marketing objectives,
it 1s now possible to determine advertlslng obJectlves, message and media
strategy, scheduling, and budget requirements, -

ﬁinally, most organizations attempt to blend personal selling with’
advertlslng. Thus, it is necessary for the student to understand how the
salesman merchandises the company's advertising. Knowing how to effectlvely
integrate in-store advertising with mass consumer advertising can go a long
way to accomplishing the marketing objectives. Media advertising can also
be used primarily to support retail promotions such as coupon drops, cents-
off labels, and special packages. Due to.the high cost of personal selllng,
it is necessary for the advertising manager to know specifically which selling
tasks can be performed by advert;51ng

Production Functioq

The success of a firm is often closely related to product development.

As such, the constraints_implicit in the manufacturing process should be
realized. The major concepts to be con51dered within the production function
include:

oﬁtput level

product technical specifications

. production processes
< . " production scheduling
' production cost2

Each of these factors can have an impact on the advertising operation.
For example: as far as output level is concerned, a number of madels are
available for determining optimal output level. One of these is the.break-
even chart. -

Management obviously should plan an _output level above the break-even
point and below the point of diminishing returns. Advertising managers,
however, are heavily burdened with the anxiety about their "share of market,"
"~ "a matter on which considerable prestige is thought tb depend. ' In reality, it
may be too costly to operate &t higher levels with their present productlon
capacity. The benefit of the break-even model is that it can actually lead
to a reduction in advertising expenditures while stlll producing greater
corporate profitability.

[y
P
>

2lems, H. L. and Pholen, M, F., The Productlon Function in Bus1ness,

Irwin Company, Homewood, Illinois, 1970, p. 137.
J
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Production scheduling also becomés a critical factor. Inefficient
schedu;ing may lead to out-of-stock conditions which can result in the
development of negative attibudes on the part of consumers ‘and mjddlemen. .
On the other hand, inefficient scheduling may' also lead to an over supply
in inventory., thus reducing a company's flow of funds which may result in
a total reduction in marketing budget.  Better planning throughout' the
entire corporate system can help correct these problems. As one can see,
firms must economically control® their output as well as develop a product
lineé which reduces the fluctuation in load on the plant which may have
occurred as a result of the variability in. demand of the firm's products .
throughout the year. Advertising as a tattical component of the marketing ’
system can help correct these situations.

Finance Function T - ’ 3
[ , .

The financial plans of a firm. also have great relevance to its adver-
tising operation as well as to its production function. Much of the fihancial
operation of a business 1s tied t6 its product life cycle. Applying this con-~ *
cept, sales and profit margins tend to rise in the early years after introduc-
tion. This is-followed by ,a sharp rise in profit margins during the growth
period when custoher acceptance is rising. During maturity, sales. volume may
continue to rise while profit margin falls. This is dué to the introduction
of competitive products which force price down and promotional costs up.
Eventually new products will be required if the profit margin curve is ever
to rise again. At this »oint, it is necesgary for a company to have a large
‘cash flow which will allow it to change direction into néw lines or ddopt new .
technlqueo without much new flnanclng In this case advertlslng, when effec-:
tively tied 1nto the product life cycle,. can play a major factor in 1ncreas1ng .
the company's cash flow which allows for new product development. ..

3
.

Other factors which also influence-the cash flow of a company include:
inventories, accountg receivable, and ‘accounts payable. . It would seem neces-
cary for the advertising manager to understand how each of these affects the s
flow of funds and how each is affected by advertlslng.

. ~ther concepts of 1mportance within the f1nanc1al operation ihclude:‘
capital budgeting, payback’ period, and return -on-investment. It is necessary
for the‘advertising manager to operate w1th1n the framework of the investment .
decisions that management must make. In the case of a new product introduc-
tion, it is first necessary to compute the net return that the product is
expected to yield. Next, compute the cost of raising the funds needed to
purchace’ the investment goods, to' convert them, and to 1n1t1ally sell the . 2
finished product If the expected Tate of return exceeds the cost of” capital,

then the investment will be profitable. At this p01nt, it i$ now.necessary \\\
to understand the concepts of present value and the rate of d1scount since we

are actually dealing with future cash flows from the inve$tment and current -
cash ‘outlays for the project. Of ‘importance to the advertising managers is

that advertising will. have an effect on the net return due to itsinfluence

on sales. Understanding these concepts allpws ‘the advertising manager a

method for selectlng various alternative programs. In addition; kiowing the !
relationship between advertising and sales allows for a more accurate Judg-

ment of the various pet returns. . X . )

. . 4 ]
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As far as payback is concerned, it Is a technique practiced in busi-
ness but, perhaps, not discussed at length in most advertising courses.
Payback has its strong points, but also its limitations. It is primarily
used since.it is easy to measure, to compute, and to explain to others.
However, it usually gives some very misleading return figures. It remains )
the most popular method of capital budgeting but must be-considered inferior
to the discounted flow method.'

In conclusion, the basic objectives of the finance function are to
have' funds available to go out when there is a need and finally to achieve
a paftern of flows that keeps the ma¥gin of revenues over costs as wide &g
possi le. What is néeded from advertising is some knowledge of what adver-
tising contributes to cost and to revenue. Answers to these Questions go
part of the way toward helping both financial managers and advertising
managers accomplish tpeir.objectives. .

L

Integrating Marketing, Production, and Finance

-

From the previous discussion,"one can see that a great deal of inte-
gration is required betWeen these organizational units. Goods and services
must be produced in advance of certain marketing efforts. Production schedul-
1ng makes cert%in quantities ‘of goods available at spevified distribution
points at selected times. Sales forecasting, the basis for production plan- ..
ning, allogs the production manager to determine the proper amount to be
produced. Given the specifications, production people'can then deal with
the problems of inventory, plant size and locatioh and equipment and men-
power requirements. . .

The finance group must, at the same time, consider the effect of the
marketing plan- on cash flow. Marketing, on the other hand, must be ablé to
evaluate its contribution to corporate profits. Finally, advertisin& as a
component of the marketing plan, must be able to know its effect on sales,
cash flow, and must be able to evaluate its own contribution to the total, o

corporate systemn. ) )
- ? .8
>

Decision Models and Management Techniqueb .

Now that we have'prov1ded a framework for the interaction ‘of the maJor
business subsystems, it is necessary to superimpose a decision-making philos-
ophy on the total system. Focus should be on educating advertising students-
in systems design, analysis and operaﬁions. It will be necessary-to stress
integrated, components, feedback interaction, and the d&gustment of elements.

- - -

In recent years, the behavioral as well as quantitative disciplines

‘have generated tools which allow the advertising manager to betome a more

. effective dectsion maker. These tools have been.developed as a means of

handling the explosion of information, whlch for the businessman comes in
the form of accounting data, production statistics, sales data, marketing
research data, etc. A bhrief 1listing and description of only a few of these
techniqués is provided below. Important m@thematical market behavior models

inciude ,

« ~
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o Brand share models -
‘ Brand loyalty models s Lo *
* Learning models
Diffusion models . .
. ' . Adoption models,

Market behav1or models g}llow the advertising manager to analyze buyer‘g
behavior through mathematical modeling. These can be of assistance 1n~

evaluatlng advertising plans and in predlctlng sales. -

Statistical techniques applicable to advertising include:
< " Correlation Analysis '
Regression Analysis
' Analysis of Variance
. Inference Techniques ‘ ' N
. Bayesian Analysis = ¢
. , Probability Theory !

These techniques allow the advertising manager to effectively design’
research proaects, analyze the resultlng data, and make more meanlngful
advertlsing decisions. o, ) ‘ 3

v

_Aaditional management and research techniques include: ' . ) R

Simulation » - S
, ' - Experimental Design T -
- ‘ ' Network Analysis ("CPM" and. "PERT")
‘L . N Game -Theory: . ¢ .y

.Management by ObJectlves

P W

Proper appllcatlon of\these tools can prov1de for more effectlve
, messages, media comblnatlons, and budget leme}s.

How, When and Whoe Should Teach These Concepts ‘

‘

What‘we are saying 1n effect 1s that the advertlsing major really reeds .
exposure to numerous concepts and phllosophles. This, perhaps, should take - .
the form of a mini-major or minor in business admlnlstratlo? ’

o+ .’ .
A maJor constralnt, of courseh, is that of the traditional four year .
" collegiate time frame. In an era where the pressures ‘for. shortenlng the
undergragduate experiences are great, it would be very difficult to lengthen
the “time needed for completion of the ad degree. How can the dilemma be

. solved? s ’

.
I

At least two alternatives come to mind. One, the collegiate advertis-
. ing department may design its own special courses into.which the relevant
information-from econom1cs, accountlng, finance, production, management and ,
- marketlng may be compressed. Stafflng would be the most  serious limitation,
as’ finding one”or two people who ‘could man such omnibus courses would be
difficult, although the challenge would be exhilarating for the instructors.

v
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The other route would be to establlsh a worklng relatlonshlp with the
School of Busimess so that alvertising majors could take the necessary work
in the cross-campus location. Hopefully, some of the prérequisite-hurdles .
could -be set aside, or if numbers warranted special sections could be offered
to adVertisipg majors. In either case, this wo hould be taken prior to
the student taking his functional work in advertising. Finding room in
students programs might be "accomplished by eliminating some of the tradi- °
t;onal journalism (editorial) courses now found'in advertising curriculum,
i.e., history of journalism, copy-ettiiting, and so forth. This approach may
,be hard to sell, but 1t is warranted on the basis of that much-sought charac-

teristic these days, "relevance." .

The goal is an advertising graduate who deaves the ivy-covered halls
ready to work effectively in the world of business. The graduaté& should have :
some sense of the idea that business is a system of 1nteract1ng act1v1t1es, e
and that advertising is one of the components of the system. “The new worker
in advertising, regardless of his job title--copy writer, media buyer, or
account executive--will be more productlve if he understands how it all hangs
together. "Thus, we urge you to 1ook at your advertising curriculum with these .

broadly-stroked. ideas in mind.

.

About the, authors: ;

. Professors Steilen and Wright are faculty members with the Market1ng
Depardment, Georgia State Un1versrty. Both hold doctorates in business
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. . éYNOPSIs OF THIS PROPOSAL

-
[

1. The, study of media- and advertlslng -- the way it ussgs words and the
" way it affects society--is becoming an 1ntegral part of Amerlcan
secondary and college education. -,

2. In the media classroom cgrtain key documents and principles remain
unchanged, but the bulk of the day-to-day materials a teacher must

‘use do change. Few good ‘teachers have the time to read, to' choose,

to review, in the ever-changing field of media, while their compatriots
"in other language disciplines deal with a much more stable cgrrlculum

3. There s a need, then, to assist thousands of English, Soecial Studies,
and Home Economics teachers in designing their curriculums, and in

" making their presentation of advertising and 1ndustry accurate, objec-
tive, and topical. = .

b, To this end I am proposing the creation of a National Clearinghouse
for Education in Mdss Media. TIts functlons and the anticipated benefits’
for business and educatlon are detailed in the proposal which has been
dlstrlbuted to you.

5. What I am asking from advertising, business, and education, if it feels
the proposal worthy, is moral and financial support for establishing the
Clearinghouse on a regional or national basis. The letters, publicity
reprints, and artlcleswhlchare in your packet demonstrate that my work
has been well-received by advertising, business, and education who I
hope, w1ll lend their reputation, expertise, and backing to an enter-

. prise which will offer gregter understanding of each other at a time
{ © when mutual understanding seems an unattainable goal.

IN SHORT: " TEACHERS NEED A LOT OF HELP TO DO THE BEST , - -
. POSSIBLE JOB OF TEACHING ABOUT ADVERTISING '
\ AND MEDIA
5 - YOU MAY BE IN A -POSITION TO OFFER THIS HELP °
- TO EDUCATION IN A WAY WHICH WILL BE MUTUALLY
. .  BENEFICIAL '
) ' THE CLEARINGHOUSE PROPOSAL IS ONE_WAY TO FILL
0 THIS NEED .
' IF YOU AGREE WITH THE NEED AND THE APFROACH,  ° |
' PLEASE HELP
. . . "8
y —‘J = ’\:
. ‘
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T, . SOME Courses ‘called "Mass Media and ETopaganda,"‘"Communica-
" BACKGROWND ;| tlons, "Commuriication Arts;" or just "Media" have. been
among ‘the most numerpus and popular of the language arts
. ’ electlwes during. the past few yeéars. The study of the
£ ' . impact of advertising-=the study of the impact of tele- N
. Vision--tHe study of our semantic environment--have been .
more and, more a part of courses not only in language
‘arts, but also in Business Education, Social Studies, .
- Home «Ecoriomies, and Consumer Education. As with anyone
- ? on the cutting edge’ of a new fleld these teachers are ) ia
, faced with prdblems ‘and frustrau;ons not faced by those . )
vteachlng in.more establlshed courses

While excellent’ teachlng materiels, lesson plans, realia,
ete,, exdst for such courses as American Literature,
World History, and Home Econdmics, the nevness of "media"
courses kas caught publishers and curriculum people off
guard A lot of the teaching materials that have become

-7 wvailable resembles the glut exper:.ence'q by all teachers
when overhea&’transparen01es nominated themselves as-the
.savior of eduﬁatlon, it is slick, and without ev1dence of
solld planrlng Too many of the books which have been
published have for .the most part put together a fascinat-
ing ‘montage of pictures, calligraphy, and_typography--
which, misses the basic.concepts and practices necessary

’ for students to come to grlps w1th a conoept as broad as

"media."”

' ) Many of the new texts.and courses which purport to deal
, with "Media" are in fact great experiences in phofography, .
often designed more for a teacher's ego trip than for -
' enhancing the student's understanding of free speech,
" bias, advertising, or communication skills. :

THE NEED FOR A Because of the great need. for asslstance by so many teachers ‘
CLEARINGgOUSE "from all dlsc1p11nes, it is evident that help must be forth- .
coming. I suggest therefore, the following step be takeh by

- representatlves of business, advertising, and educatlon
FORMATION OF Representatives of advertising, business, and education meet
THE and confer regarding the establishment of a nation-wide

CLEARINGHOUSE  ¢élearinghouse for education in the mass media.

»

" s

FUNCTION OF The clearinghouse would:
" THE c .
CLEARINGHOUSE a) Assist teachers and administrators in developing curricula
for local school districts in all areas where media instruc-
tion is 'called for; .

¢ T b) Hold regional meetings with teachers, students, and ‘adver-
@ tising .and business people,>so, that all threé groups could
hear new ideas, make presentations, comment to each’ other
alout the general quality of consumer goods, advertising
] ’ claims, and the educatioh of students; .
‘ - . ‘\\ LY

- 17h - . .
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. 6) Wire Service copy

c) Produce. 2 newsletter far ﬁeachers and other subscrlbers
to the clearlnghouse, advising them of mnew publ;catmons,
good idess in teaching, sources‘of free or’ 1nexpen§1ve
aids, etc.; 9 . : .

.
Vo
.

d) Supply, in coordination: w;tﬁfa local business and
* advertising people,: Speakers, films, tours, video tapes,
' charts, brochures, etc.y in response to 1nqufr1es from,
teachers or students; a.‘nd~ jf .o - vt

_e),Malntaln and furnish a dlrectory of advertlslng agencles -

‘.businesses, and media willing to supply réalia necessary in
any class studylng the medla as a part.of 1ts work, such ‘as:
| ’
P 1) Spot commer01als on l§ m fllm no longer»
. used by rpV statlons . ‘ . :

»
’

2). Advertx51ng tear sheefs ) '
3)'Slugs veloxes, linb tapes, etc.,. o
from printlng plants*b\
4 h) Video tapes of certain network or non-
network programs available for c0py1ng
- y ey
d 5) Audio commercial spots . Cow .

1 AT . . . > ‘a ) H
» L}

:f) In the same dlrectory furnlsh the followmng 1nformatlon' o

! 1) How to obtain copies of Newspaper Rates .o

_and Data which-supplies names and ad€resses .o
of thousands of .newspapers' ;ll over he U.S. . -,
oo 2). How to obtain copies of prev1ous year's ~
Standard Directory of AdvertlsErs (for,

. ' addresses of adyertising agenq;es and '
- manufacturers) . S ‘.
3) How to obtain Engllsh language newspagers ¢

from consulates, legatlons, embaSsles, ete,

M) How to obtain schedules. and wavelength§ of
»~ English-language-broadcasts from forelgn T .,
' ~propaganda outlets as well as’ VOA
wg) Act as a clipping service for articles from éll media,
d reproduc1ng thém 4nd making them avallable to sub-, '
scribers on a regular basis. - TN
h) Funnel pertlnent information to the' classroém from
government regulatoryjagencies. . . :

v

N » g
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<: Som
. ANTICTIPATED
RESULTS FOR
EDUCATION °

SOME

ANTICIPATED
. RESULTS FOR
. BUSINESS

\

SAE - ,
ANTICTPATED
RESULTS. FOR
. BOTH GROUPS

business. . .. R

.~ age market,
‘number of market surveys, consumer, oplnlon polls, etc,, from

'6_ . . . '

i . .

ot 7 -

1) Rev1ew books and ‘texts. ' . f. ‘.x ’,

) Work closely'W1th profess1onal organlzatlons in the ~- ~ o
fields of educaetion, advertdsing and buslness. . . .

k) Assist both education and business in maklng the ad N -
claim’ testlng idea function ‘smoothly for thé greatest .
benefit of all parties- concerned ) ) - . o

- ' : {
The clearlng house would be funded by subs&rlptlons to the '
newsletter and services \by Support from relevant profes31onal T
organizftions (NCTE, AAAA, NAB, etc.) and by Underwrltlng from P

0

1. Heawy use oy teachers of sources of free or inexpenslve 3
classroom aids which would be supplied either d1rectly by the
¢learinghouse or.from sources whlch the clearlnghouse would

, 1dentify for the teachers.

2. Heavy use of dlrectory and clipping services.
. L

. 3. Clearinghouse would enable teachers 'to get top=notch

lesson plans; study guides, bibliographies, etc., from a ok
"bank" of such plans maintained by the eleafinghouse.

‘

. &, The ad testing idea, as it becomes .circulated through the

various disciplines, will increase the opportunlty for 1nter-
disciplihary use of English, Sciencé, Home Economics, Consumer
‘Education, Politieéal Science, Mathematlcs-—all of which are
called; rnto play by the student who is testing an ad clauﬂ, .
and who w1ll receive held from the’ clearinghouse. °

o!

K

l Currlculum trends, especlally,ln areas of concern to busi-
ness and advertising, would be evzdent more rapldly than noy,
where business appears to take on falth that schools are o
"telllng it like it is" "and that-students are,getting as’
accurate*and complete a pigture of Amerlcan Business as
posslble.

. -
H M . ‘ .
. . .

2. The clearinghouse can become a vehicle whereby advertising

and industry can gather information from an identified-teen-
Business should‘be able to request a limited

partlclpating classes. = ) R

3. A chance to perform 4 serviée for the gommunity and the

_schools which will pay dividends for all segments of society.:

x‘ »

1. ‘A tremendous increase in contacts between the-schools and
business, advertising, politics, and the news media, contacts
which can work towards increased‘understandlng between all
parties.




. - w2, A resultant decrease 1n the prevalent badmouthlng of
o - students and education by buslness, and of business by s )
L . students and education. . ) R

P 3. A.better- educatpd consumlng PUbllc-q )

. .SOME | . 1. A start at tha national level mlght be ill-advised;
" ANTICIPATED - perhaps-a reglonal clearlnghouse would be begter to
PROBLEMS FOR  establish a "track:record." * ) -
'CLEARIN?HOUSE KO

2, Organlzatlon by one person is 1mposs1ble but getting
',,groups together is even more so (sic!). 'While no respondent
to date has knocked the concept ;.- {Over, 30 businesses and

advert1s1ng agencies have ‘complimented the ad claim testing

¢ . unit and the, clearinghouse idea--even when their product was .

- ‘ " found wanting!) getting all interested parties together,

ready to connnlt cash and support, is f“rustratlngly hard v
; 3. Bu81ness, on whom a large part of the expense would - fall,
" may be' looked on,with suspicion by teachers, who then look
| w1th total distrust on "the system."

A . *The elearinghouse would be devoted to helplng teachers teach .-

FINAL - ‘better. If in so doing it fostérs trust between the buslness
NOTE . and eflycation sector of this country, -1 would pay added
d1v1dend§ . .
: . ™ . s
! 4 ’
- v \ K v ' ’
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.. Course Qutline
‘ " Mass Media and Propaganda - ,

)

PHILOSOFHY In order to be a more intelligent consumer of ideas--and goods

and services, too~-an American citizen should understand both
the techniques of persuasion which are practiced on him and the

mass media through which they are most often practiced.

" Mass Media and Propagdnda will'enable the student: - |

3

1.

1

, in advertising and propaganda.

——

To become famlllar with persua51ve technmques used

2.. To appreciate’the power for good/évil inherent in the
mass/media, and methods used in exercising that power.
3\ To gain practical communication skills.- . -
¢ v
b, To gain insight into the general areas of freedom and’

control ofainformation.

OBJECTIVES By the end of the course, as measured by teacher observation and .
teacher-made tests, the student will be able to:

<

1.1 Identify the techniques of persuasion common to adver-
tising, as measured By-the production of a satisfactory
notebook. ‘ :

1.2 Identify the exponents most commén to advertising.

1.3 Iaentify methods used in reporting news in all media.

1.4 Demonstrate that he. has tested the claim of at least
one advertiser--completed project to the sgtisfaction

< of the teacher, using scientific method.

1.5 Identify techniques of propaganda in use Qurrently,
as well as 1n ‘the past.

1.6 TIdentify and apply basic logical fallacies. '

1.7 Identify. particular political biases of various ,

. newspapers, cartoons, news reports, and the methods
.used to acheve the bias.’
- i % :

2.1 Demonstrate an awareness of the growth of "information

explosion.” ? .

) 2.

Demonstrate an awareness 6% the: financial, social, and
economic strengths and weakness -of "baronies™ of méa*a.

- . ‘ . ¢




OBJECTIVES
cont'd

-

. .

v

2. 3 Li'st and discuss arguments pro and con TV a& a medium

for kids. .
! ' ~ .
2.k TList and discuss argumenfs pro and con TV as an ‘
objective, dependable source of news and social . - .

commentary , v -

-

2.5 Demonstrate an awareness of the 1mpact of cable TV on

the broadcast;ng industry and its ultimate effects on .
the publlc.'“ o L .

z

2.6 Demonstrate an awareness of the bearing which the
growth of TV has had and is having, on the avallablllty
of information for the American public.

2.7 Demonstrate an awareness of similarities and differences
in media? and o¥ uniqueness of each.,
- - N
2.8 Demonstrate an-awareness of the functions of the news
services, and their’ 1mp11§at10ns for the consumer of.
ideas. :

bd

4 . L3

3.1 'Demqpstrate and apply knowledge. of business letter form
* and’ conventional wording by corresponding with a manu-
facturer, ad agency, and newspaper, as directed by teacher.
/

3.2 Demonstrate knowledge of rudimentary, s01ent1f1c analys1s
by successfully completing progects.

3.3 Demonstrate ablllty to interpret simple graphs and charts,
and apply the informatioh to- problem solving, and show
awareness of how "figures can lie." >

3.4. Demonstrate a grasp of exposition and argﬁmentation by
reacting in writing to a number of articXes presented
by the teacher. . \

3.5 ‘Démonstrate an ability to organize material and present
it orally to the class, and field questions regardlng the

report to the satisfaction of the teacher.

3.6 Demonstrate enough self-control to guide himself through
" the semester with little no teacher-prodding, in an
environment where pressures,. deadlines, gquality, etc.
are self-induced. .

3.7 Demonstrate the ability to organize and execute a simple
advertising and propaganda appeal, 'such as might be used
in a small business, a club, or or zation or charity.

I

»

-
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H

OBJECTIVES 4,1 Demonstrate awareness of the hlstory of freedom vs.
(cont™d) control in United States and the world
4.2 Demonstrate understanding of the functlon and character
of pertinent regulatory agencies. . ,
4,3 'Demonstrate awareness of the function and character
! of self-regulation in advertising and media. .
. ,' . . . .
4.4 Formulate.a personal philosophy which he can use as
a touchstone to guide him in his dealings with mass
*media and its voices of persuasion. .
- - * * ¥ ¥ ) A
SOME SUGGESTED ACTIVITIES :
QUARTER ONE QUARTER_TWO
1.1 Student identifies aoceptabie 1.1 Student applies knowledge of per-

examples of each technique of
persuasion, after introduction:
by teacher, and prepares them
properly;for his notebook.

Suasive techniques when construct
ing ad or propaganda campaign, as
demonstrated in a major project.

’
3

"1.,2 Student identlfles consumer i.2 He also demonstrates awareness of

exponents accompanylng each of
the above techniques, labels

exponent power and techniques whe
consuming both propaganda and

as such, and demonstrates . advertising.
awareness of the power of the
exponent:. Yy
1.3 Student, after teacher introduc- 1.3 Student aoquires paper from out-o

tion, shows familiarjity with all

state and analyzes it for regiona

* facets of NP makeup and the most- biases as well as for excellences

common methods for slanting the
news, using Bay Area papers as-

examples,

intonation, themselves, striving
, for biased, ‘straight, etc., im-

press:Lons .

in make-up, reportage, editing, e
If it is possible to get all pape

Students practice vocal with the same date, obtain AP or

‘copy for that day, and compare an
contrast wha§ happens to the wire

Use of facial ‘gestures, service copy.
etec, compared with radio and TV.

1.4 Identifies testable clalms, 12k Use this knowledge as 1n 1.1.
puffery, etc. Choose a claim, * Comtinue tesflng process.
test, and report, as described s . ) . .
in project .
i e oLl e ' ,‘ S
, \ 3 ) )
y » ' i : “ . .
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QUARTER ONE
* 1.5 Examine the 9 techniques of 1.5
propaganda, as well as Communi-
.cations Principles; practice .
.them on each other; obsérve
them at work, at home, etc.,
. Read at least one piece‘of
; propagandistic literature during
the quarter. Compare and con-
trast methods of propaganda used
+.in the literature with those of
advertising, including exponents.

* 1.6 Study basic’ fallacies of logic 1.6
to whi¢h our flesh is heir.
Demonstrate knowledge of same.

1.7 Bring in examples of poli#ical ' 1.7

cartoons showing djifferent
blases--and newspaper broad-
{casts, etc.
2.1 Sfudy the history of communi-
- cations. °

Read such articles as Media 2.2

Barons, Medialand, Update,

2.2

Read and discuss articles deal- ‘2.3
ing with TV and impact on

‘ . children. ’ . ‘

2.4

2.3

2.4

Read and discuss articles ie:

TV, news objectivity (Agnew).

Read and discuss articles re: 2.5
Cable TV, FCC rules and regu- |

’ lations. Guest Spesker. . ‘

. 2.6 Compare charts, statistics, 2.6

etc., of sales, profits, etc.,
for all major media, to see

who is succeeding, who is
~failing.:
Teacher lectures; students 2.7
analyze difference and similarity
between all media 'in general, and
o print and broadcast in particular. -

[ +

14725

2.1

. what is history of local; etc.

vo- 183 -, - ‘ .,

QUARTER TWO ' -

Listen to foreign attempts at
propagandizing and compare with .
ours. Read:at least one piece

of’ propagandistié¢ literature.

(When appropriate) Follow cam-
paigns, stratagems; etc., of .
politicians in election to

detect their approach.

-

\
1

»

Apply in analysis. ' .

’

Correspond with media.

-r

! '

Plot possible future expansions.

of information explosion with

implications.

Report on status of local media ' ':'
outlets. ’

anduct surveys and in-depth
Q-sessions with young 'children,
teenagers, etc.

Analyze specific programs, by
preview, tape, review.
M f

Investiggte local situation re:
Cable (CR.8)--can we get on,

Compare and, contrast media
coverage of same story. Tie in
with wire service. (See 2,8) .




- QUARTER ONE QUARTER THO .

2.8 Read and discuss articles re: . 2.8 Contrast and compare handling S
Wire Services, and possible -of same wire service copy in
implications for consumers. . newspapers from all over the
: nation. . .
. . . , )
T 3. l Study forms’ of business letter; '3.1 Continue business letter prac- .
demonstrate ability to do so with- tice by writing to businesses,
out fgult, Practice this with ad -ad agencies, etc.
claim and other projegts. . v
" 3.2 After introduction. by teacher, " 3.2 Use scientific method of attack-
use_form for ad~-claim success- ing any problem-of analysis. ,
fully <. , ” . -
, 3.3 Graph and chart exercise. T -3.3. Continue. practlce w1th advanced ‘
: " ! ' : proaects. : .
| . .
3.4 React! 4in writing to givén 3.4, Tbid. o -
_situation; demonstrate grasp R . . ..
of thesis and support. X . O :
. ) ) - T/\ - ’ . . o
3.5 Report on ad test claim and 3.5. Continue oral reporting ‘on all - )
second project; answer questions,- - projects. .
etc., to satisfaction of teacher. . . . . .
Attend public meeting--compare ey - ) / ’
: your coverage of the event w1th . . . :
that of the "real" media. ¢ ﬂ ’ T

-

3.6\Establlsh due dates if necessary °3.6 Tbid. ' "
for reports, etc. (other than ‘

major 2) T L .
3.7 T , ? 7 Put together ad campaign as
. _described in proaect ) v
3.8 Demonstrate ability to usé the 3 8 ;9 . ’ ' <

Red Book and other sources of
information for direct contact - y
with appropriate parties.

3.9 In addition to 3.3, study .3.9 Conduct survey. .- -
" - rudimentary statistics, etec., - - _ . / .
for survey preparation. o ' .




QUARTER ONE /
— .

4.1 Study Press Theories, etd.
Read 1lish language foreign
papers and identify the press
theory involved.

4.2 Read and discuss lectures and
film strips on regulatory

- agencies, What implications, or breaking of the rules:.
source of power, etc. Write. ' .
. ' - . v
4.3 TV Code, AAAA Creative Code, etc. 4.3 Exaniplés of cooperation with, or
Read and discuss. (Guest breaking of rules ‘all media.)’
Speakers) s~ ’ Write, . .
\ ~ . v 4
4.4 Philosophy A4 Philosophy ©
‘ e .
el . v . L
. ]
. . . , "
. . ” . ,‘
oy
o A
> N . , '
W ¢ LY
