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The research efforts of commercial advertisers, televi-

sion networks, and academicians have virtually ignored the 

effects of television commercials on the attitudes of preado-

lescent children. This disregard is due primarily to the fact 

that this age group has not been regarded as an important mar-

ket segment* The child market, however, has three important 

facets. First, preadolescent chiJLjiren represent a substantial 

and significant consumer market for many product categories. 

Second, they represent an influential force in the purchase 

of products directly consumable as well as those which are 

used by the entire family. Third, they represent a future 

adult consumer market whose attitudes toward products adver-

tised and toward television commercials are in the process 

of formation. 

From a questionnaire survey of 266 preadolescent children, 

valuable information has been obtained regarding the existence, 

direction, and intensity of preadolescent children's attitudes 

toward television commercials. Secondary data, gathered from 

various periodicals, journals, and books, are used for com-

parative purposes. 

The study is organized into four chapters. Chapter I 

introduces the nature, purpose, hypotheses, and research 



methodology. Chapter II, based on secondary data, examines 

tvo aspects: research on the effects of mass media on chil-

dren and research on the effects of mass media advertising 

on children. Chapter III presents the survey findings of 

preadolescent children's attitudes toward television commer-

cials. Following an overview of the survey findings, preado-

lescent children's attitudes toward television commercials 

are related to grade level, amount of television exposure, 

socioeconomic status, and cognitive development. Chapter IV 

consists of data analysis from which conclusions and recom-

mendations are drawn. 

Based on the findings of this research study, it is con-

cluded that preadolescent children have slightly negative 

attitudes toward television commercials. From a marketing 

research viewpoint, a useful relationship exists between atti-

tudes and grade level, between attitudes and socioeconomic 

status, and between attitudes and cognitive development. No 

significant relationship exists between attitudes and amount 

of television exposure. 

In addition to providing valuable information regarding 

the relationship of attitudes and child characteristics, i.e., 

grade level, socioeconomic status, cognitive development, and 

amount of television exposure, the findings of this research 

study provide further insights regarding preadolescent chil-

dren and television commercials. First, preadolescent chil-

dren are active television viewers during non-school hours. 



Consequently, these children are being exposed not only to 

advertising of child-relevant products, but also to advertis-

ing of products consumed or used by other members of the 

family. More importantly, these preadolescent children are 

paying attention to these commercials, they exhibit a rela-

tively high ability to recall these commercials, and they 

are forming attitudes toward the products being advertised. 

Second, the predominant reasons for either liking or 

disliking a particular commercial concern the entertainment 

value of commercials. In addition, preadolescent children 

like for commercials to be in tune with reality, to be in-

formative, and not be shovn too frequently on television. 

Third, a significant proportion of children doubt the 

validity of television commercials. Only one-third of the 

sample believe that television commercials generally tell 

the truth. Validity of commercials is judged according to 

reality criteria, which may be based on evaluation of the 

product message or on experience with the product. 

If television is to continue as an effective communica-

tion medium for advertisers, and if television commercials 

are to stimulate desired consumer behavior, appropriate action 

must be initiated by advertising strategists. Negative atti-

tudes already in existence must be counteracted, and more 

positive attitudes toward television commercials must be 

cultivated. 
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CHAPTER I 

INTRODUCTION 

Advertising is a basic marketing tool of virtually all 

manufacturers and marketers* The role of advertising is 

communication, a term vhich "comes from the Latin communis. 

common* When ve communicate ve are trying to establish a 

'commonness* with someone. That is, we are trying to share 

information, an idea, or an attitude."^ 

Vith automation so prevalent in the manufacturing sector 

of today's economy, perhaps a more apt description of adver-

tising vould be that it is automated marketing communication. 

C. H. Sandage and Vernon Fryburger are among those to reflect 

on the role of advertising in our present economic system: 

An economic system that depends on the choices 
of millions of consumers in many widely scattered 
markets requires a highly developed communication 
system. Every buyer cannot transact business di-
rectly with every seller nor can every buyer exam-
ine every product offered for sale. Both buyers 
and sellers depend on advertising to carry the news 
of available products and services, to establish 
them in consumers' minds, to interpret their want-
satisfying qualities. Through advertising consumers 
are able to anticipate satisfactions, to compare 
values, and to do much of their shopping before they 
ever leave home. Consumers tend to choose products 
they know and trust. Advertising creates awareness 

^Vilbur Schramm, "How Communication Vorks," The Process 
and Effects of Mass Communication, edited by Vilbur Schramm 
TUrbana, Illinois, 1955), p. 3. 



and builds confidence. Consumers forget. Advertis-
ing reminds.2 

From a large-scale study sponsored by the American Asso-

ciation of Advertising Agencies and conducted by a group of 

professors from Harvard and M.I.T. in the mid-1960's, an in-

teresting combination of attitudes emerged. The public, in 

general, vas "very favorable to advertising in terms of its 

economic functions, but critical of its social impacts and 

questioning with regard to aspects of its content. What the 

public seems to be saying is that they like what advertising 

3 

does for them, but dislike vhat advertisements do to them." 

John Kenneth Galbraith, one of advertising's chief crit-

ics, disagrees vith the economic contribution of advertising: 
The control or management of demand is, in fact, 

a vast and rapidly groving industry in itself. It 
embraces a huge netvork of communications, a great 
array of merchandising and selling organizations, 
nearly the entire advertising industry, numerous 
ancillary research, training, and other related 
services and much more. In everyday parlance this 
great machine and the demanding and varied talents 
that it employs, are said to be engaged in selling 
goods. In less ambiguous language, it means that 
it is engaged in the management of those vho buy 
goods.4 

The social value of advertising has also received its 

share of criticism. David Potter's People of Plenty. 

2 
C. H. Sandage and Vernon Fryburger, Advertising Theory 

and Practice. 8th ed. (Homevood, Illinois, 1971), p. 36. 
3 
Raymond A. Bauer and Stephen A. Greyser, Advertising in 

America: The Consumer Viev cited in Otto Kleppner, Advertising 
Procedure. 6th ed. ("Englevood Cliffs, Nev Jersey, 1973), p. 42. 

4 
John Kenneth Galbraith, The Nev Industrial State (Boston. 

1967), p. 200. 



Vance Packard's The Hidden Persuaders and The ¥aste Makers, 

and John Kenneth Galbraith's The Affluent Society are only 

illustrative of the charges being made against advertising. 

Hovever, the power of advertising has been overestimated and 

the power of the consumer underestimated. In the following 

passage, Sandage and Fryburger put advertising into proper 

perspective: 

Observers holding these views of social influ-
ence are making various assumptions about the power 
of advertising, about the wisdom of people, and about 
the importance of the individual. They assume that 
the power of advertising is so great it can get peo-
ple to do what they don't want to do—that people 
are not capable of making choices in their own self-
interest. They assume that individual free choice 
should be superseded by authoritarian control. 

The power of advertising is not that great. The 
audience's predispositions, their attitudes, beliefs, 
motives and values largely determine the media they 
select, the advertisements they see, the messages 
they accept and the products they buy. Instead of 
forcing a response, advertising elicits responses 
the audience was predisposed to make* Advertising 
succeeds when it gives people what they want. Con-
sumer responses in the marketplace are free and 
voluntary. Caveat emptor (let the buyer beware) has 
given way to caveat venditor (let the seller beware).5 

Admittedly, advertising has proved to be such an effec-

tive technique that in some cases it has been used unscrupu-

lously. To insure that advertising continues as an effective 

tool of communication for manufacturers and marketers, it is 

imperative that commercial advertisers and the media employ 

advertising sagaciously. Optimal use of advertising as a 
5 

Sandage and Fryburger, Advertising Theory and Practice. 
p. 48. 



marketing tool can be achieved only if it is based on sound, 

reliable information. Therefore, meaningful research needs 

to be conducted to add to our store of knovledge regarding the 

attitudes of the various public and business sectors tovard 

advertising. 

Nature of the Problem 

The research efforts of commercial advertisers, televi-

sion networks, and academicians have virtually ignored the 

effects of television commercials on the attitudes of preado-

lescent children. This is in sharp contrast to the plethora 

of published research studies concerned with the effects of 

television programs on preadolescent children. These research 

efforts, rather than investigating the commercial portion of 

television programming, have focused on television's program 

content and its concomitant effect on children's activities 

and personalities. 

The effects of television commercials have been investi-

gated, but the primary focus of attention has been on the 

adult market. Although not totally defensible, concentration 

of research efforts on the adult market may be explained by 

the fact that most commercial advertisers do not regard pre-

adolescent children as an important market segment. 

^ The child market, however, has three important facets. 

First, preadolescent children represent a substantial and 

significant consumer market for many product categories. 

Second, they represent an influential force in the purchase 



of products directly consumable as veil as those vhich are 

used by the entire family. Third, they represent a future 

adult consumer market vhose attitudes toward products adver-

tised and tovard television commercials are in the process of 

formation^ The child market is not a nev phenomenon. Over 

two decades ago David Riesman noted its importance in The 

^Lonely Crowd: 

As we have already seen, in the era of incipi-
ent decline of population children begin their train-
ing as consumers at an increasingly young age. In 
America middle-class children have allowances of 
their own at four or five; they have, as opinion 
leaders in the home, some say in the family budget. 
The allowances are expected to be spent, whereas in 
the earlier era they were often used as cudgels of 
thrift. Moreover, the monopolistic competition 
characteristic of this era can afford, and is in-
terested in, building up in the child habits of con-
sumption he will employ as an adult. * . .6 

During subsequent years, other writers and researchers 

have concerned themselves with the growing and increasingly 

significant child market. In his study Children as Consumers, 

James U. McNeal concluded that children play an active consum-

er role, attributable to such factors as industrialization, 

urbanization, increased family income, more leisure time, and 

7 

more permissive child-training. In a later study, McNeal 

noted that the child market is sizable, that it has the de-

sire and ability to buy, and that it has some degree of 
6 
David Riesman, Nathan Glazer and Reuel Denny, The Lonely 

Crowd (Garden City, New York, 1950), p. 120. 

7 
James U. McNeal, Children as Consumers (Austin. Texas. 

1964), pp. 29-34. 
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understanding of money and the purchase process. It must 

also be recognizsd that "young people are acquiring maturity, 

knowledge, and independence at a much earlier age, thereby 

making them even more important to the marketplace than their 
9 

numbers would indicate." 

^ There is a general consensus that,the child market notLonly 

plays an active consumer role, but is also an influential agent 

in the purchase decision for many products. The very strong 

direct and indirect influence that children attempt to exercise 

in the purchase decisions for products directly consumable is 

revealed in the research findings of Villiam D. Y e l l s , L e w i s 

A. Berey and Eichard V. Pollay,11 and Scott Vard and Daniel 

12 

Yackman. Findings from the research of Ward and Yackman in-

dicate that the strongest purchase-influence attempts by 
8 
James U. McNeal, "The Child Consumer: A New Market," 

Journal of Retailing. XLV, No. 2 (Summer, 1969), 15-22, 84. 
9 
Charles P. Adams, "Myths of the Youth Market," Manage-

ment Review. LV (April, 1966), 25. 
^Villiam D. Yells, "Children as Consumers," On Knowing 

the Consumer, edited by Joseph Y. Newman (New York, 1966). 
pp. 138-139. 

11 
Lewis A. Berey and Richard V. Pollay, "The Influencing 

Role of the Child in Family Decision Making," Journal of 
Marketing Research. V (February, 1968), 70-72. 

12 
Scott Yard and Daniel Yackman, "Television Advertising 

and Intrafamily Influence: Children Purchase Influence At-
tempts and Parental Yielding," Television and Social Behavior, 
IY, edited by Eli A. Rubinstein, George A. Comstock, and John 
P. Murray (Washington, D.C., 1971), 516-525. See also Scott 
Vard and Daniel B. Yackman, "Children's Purchase Influence 
Attempts and Parental Yielding." Journal of Marketing Research, 
IX (August, 1972), 316-319. """ 



children are for relevant food products and durables, such as 

games, toys, clothing, bicycles, and record albums. It is in-

teresting to note in addition that children attempt to influ-

ence, although to a lesser degree, the purchase of notions, 

toiletries, automobiles, gasoline brads, laundry soaps, and 

household cleansers—products vhich are used by all family 

members. 

Not only should commercial advertisers of children's pro-

ducts be concerned vith the child market, but all advertisers 

vho use television as their advertising medium should viev 

their commercials from the perspective of the type of image 

vhich is being projected to all viewers, including children/ 

Although children may not represent the marketer's present or 

immediately potential market, it is during these early forma-

tive years that attitudes and behavioral patterns have their 

genesis* According to Vard, 

Television advertising is . • . one input in devel-
opmental processes by vhich young people acquire 
knowledge, attitudes, and skills relating to consum-
er behavior# Among young people such consumer be-
havior can be relatively immediate, such as the 
expenditure of allovance, earnings, etc. In other 
cases, the behavior may involve attempts to influ-
ence the purchases of others, such as parents and 
friends. Still other outcomes of early consumer 
learning may not occur until adult life vhen great-
er consumer activity is demanded.13 

It is obvious that research is needed to fill the gap of 

information regarding the effects of television commercials 

^Scott Vard, "Advertising and Xouth: Tvo Studies," 
Sloan Management Reviev. XIV (Pall, 1972), 65-66. 
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on the attitudes of preadolescent children. This information 

is of vital importance to commercial advertisers and to tele-

vision networks. În addition to the necessity of recognizing 

the importance of children as present and future consumers, 

the effects of television commercials on the attitudes of pre-

adolescent children is becoming a controversial issue. For 

those who would regard this issue lightly, consider the fol-

lowing observation of Scott Vard: 

The issue on advertising's effects on children 
and adolescents is a controversial one among market-
ing managers, government officials, and consumer 
advocates. For example, the Federal Trade Commision 
listed the topic as one of its primary areas of con-
cern at the recent Commission hearings on modern 
advertising practices. 

The interests of government regulatory agencies, 
marketers, and consumer groups are in policy determi-
nations. Government agencies must determine which 
Advertising addressed to children should be regulated, 
and howj consumer groups need to determine their po-
sitions concerning what aspects of promotion to -
children should be changed, and how. Managers must 
determine what kinds of promotional efforts will 
achieve desired effects, while avoiding criticism 
from consumer groups and government officials.14 

Purpose of Study 

The purpose of this research study is to provide commer-

cial advertisers, television networks, and academicians valu-

able information regarding the existence, direction, and 

intensity of preadolescent children's attitudes toward tele-

vision commercials. Approximately 80 percent of all televi-

sion commercials viewed by preadolescent children are for 

14Ibid., p. 63. 



products not directly relevant to children. Consequently, the 

findings of this study could have important implications for 

television advertising strategy. 

Furthermore,^ government officials and consumer advocates 

are beginning to concern themselves vith television advertis-

ing vieved by children and are suggesting possible regulations. 

Therefore, commercial advertisers and television networks need 

information regarding the effects of television commercials on 

the attitudes of preadolescent children. Hopefully, this re-

search study will partially fill the information gap that now 

exists. 

The findings of this study will no doubt suggest the need 

for additional research. For example, variables other than 

those investigated in this study may be found to have rele-

vance in the formation of children's attitudes toward televi-

sion commercials. 

Hypotheses 

Hypothesis I.—Preadolescent children's attitudes toward 

television commercials are a reflection of their stage of cog-

nitive development. At the lower stages of cognitive develop-

ment, there will be more positive attitudes toward television 

commercials. At the higher stages of cognitive development, 

there will be more negative attitudes toward television 

commercials. 

Hypothesis II.—Preadolescent children's attitudes toward 

television commercials are a reflection of the child's 
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socioeconomic status. Children in the lover socioeconomic 

classes vill havs more positive attitudes toward television 

commercials. Children in the higher socioeconomic classes vill 

have more negative attitudes toward television commercials. 

Hypothesis III.—Preadolescent children's attitudes to-

ward television commercials are a reflection of the amount of 

exposure the child has to television programs. The greater 

the amount of exposure to television programs, the more posi-

tive attitude the child vill have toward television commer-

cials. The smaller the amount of exposure to television 

programs, the more negative attitude the child vill have 

toward television commercials. 

Research Methodology 

Through a questionnaire survey of preadolescent children, 

valuable information vas obtained regarding the existence, 

direction, and intensity of preadolescent children's attitudes 

tovard television commercials* Statistical tests vere run to 

ascertain if a change in attitude tovard television commercials 

might be associated vith changes in child characteristics, i.e., 

grade level, stage of cognitive development, socioeconomic 

status, and amount of exposure. 

Sample 

The sample used for this study consisted of fourth— and 

sixth-grade children from five schools located vithin the Salt 

Lake City School District, Salt Lake City, Utah. The schools 
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vere selected in such a manner as to be representative of low, 

middle, and high socioeconomic areas of the city. Of the 282 

questionnaires administered to children included in the sample, 

only 16 questionnaires were considered not usable* The anal-

ysis of the data gathered in this survey is based on the re-

sponses to 266 questionnaires. 

Measurement Tools 

A Likert-type scale, empirically derived through factor 

analysis from a pre-test of twenty-six descriptive sentences, 

was used to ascertain the direction and intensity of preadoles-

cent children's attitudes toward television commercials. The 

pre-test was conducted with fourth-grade children from a school 

not included in the survey sample. Through factor loading, ten 

descriptive sentences were selected for construction of the 

Likert-type scale. Children in the sample were asked* to rank 

the descriptive sentences of television commercials on a 

facial-expression scale. The scale consisted of five cartoon 

facial expressions ranging from extreme pleasure to extreme 

displeasure* Although the idea of a facial-expression scale 

for use in surveying children came from an article written by 

15 

Villiam D. Veils, it has been used by other researchers in 

other situations. The facial expressions represented a five-

point scale. A score of 3.0 indicated neutrality; a score 

below 3.0 indicated a negative-tending attitude; and a score 

15 
Villiam D. Veils, "Communicating with Children," 

Journal of Advertising Research (June, 1965), pp. 2-14. 
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above 3*0 indicated a positive-tending attitude. Intensity 

of the attitude -was measured according to the proximity of 

the scores to the tvo extremes. 

To measure the amount of exposure a child has to televi-

sion programs, a one-week listing of programs broadcast during 

non-school hours was obtained from Stations KUTV-NBC, KCPX-ABC, 

and KSL-CBS* The week of television programming selected for 

this study was March 11 - 17, 1973. This was a representative 

week in three aspects. First, there was a minimum number of 

regular shows pre-empted by special programs. Of the 273 tele-

vision programs shown that week, only 9 were "specials." 

Second, there was no unusual holiday or seasonal promotion 

activity during this particular week. Third, this was a week 

of normal telecasting, not distorted by "re-runs" or by holi-

day or vacation periods. 
* 

The Duncan Socio-Economic Status Scale (1961) was used 

to determine a child's socioeconomic status. Based on aggre-

gate data on the average income and education level of persons 

in each occupational category from the 1950 Census, Duncan 

devised a scale of over 500 occupation scores by which an in— 
16 

dividual*s occupational group can be categorized. To ascer-

tain the child's socioeconomic status, the only requirement 

was knowledge of the father's occupation, which each child was 

asked to indicate on the questionnaire. 

16 
John P. Robinson, Robert Athanasiou, and Kendra B. Head, 

Measures of Occupational Attitudes and Occupational Character-
istics fAnn Arbor, Michigan, 1969), pp. 335, 343-356. 
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To determine a child's stage of cognitive development, a 

modification of the measurement tool developed by Vard, Reale, 

17 

and Levinson vas used. Vard, Reale, and Levinson constructed 

an open-end questionnaire based on conceptual categories iden-

tified in an exploratory study conducted by Blatt, Spencer, 
18 

and Vard. The questions used in the questionnaire for this 

study followed closely those developed by Vard, Reale, and 

Levinson. However, rather than rely on the fragile memory of 

children, a closed-end type of questionnaire (based on the re-

sponses of children in the Vard, Reale, and Levinson study) vas 

used. The children in the sample for this study answered the 

questions asked by checking what they felt was the appropriate 

response. Por clarification, the following "conceptual cate-

gories" of response to television commercials were investigated; 
1. Reality—referring to children's judgments 

about "what a commercial is" and "how real they are" 
as compared to cartoon (fantasy) and news or documen-
tary (reality programs.) 

2. Purpose—referring to children's ability to 
perceive the intent of "message" of commercials, and 
the reasoning they use in making this judgment. 

3. Degree of discrimination between advertise-
ment and product advertised—referring to children's 

17 
Scott Vard, Greg Reale, and David Levinson, "Children's 

Perceptions, Explanations, and Judgments of Television Adver-
tising: A Further Exploration," Television and Social Behavior. 
IV, edited by Eli A. Rubinstein, George A. Comstock, and John 
P. Murray (Vashington, D. C., 1971), 468-490. 

18 
Joan Blatt, Lyle Spencer, and Scott Vard, "A Cognitive 

Developmental Study of Children's Reactions to Television Adver-
tising. " Television and Social Behavior. IY, edited by Eli A. 
Rubinstein, George A. Comstock, and John P. Hurray (Vashington, 
D. C., 1971), 452-467. 



14 

ability to differentiate the product being adver-
tised from the advertising message itself. 

4. Classes of products recalled—referring to 
the kinds of products and/or advertisements spontane-
ously mentioned or recalled. 

5. Complexity of recall—referring to differ-
ences in children's ability to perceive and recall 
details of commercials. 

6. Perceived validity and credibility of 
advertisements—referring to the degree to which 
children at each age level perceive television 
commercials as "true" and/or "trustworthy." 

7. Affective responses to commercials—refer-
ring to the emotional reactions, likes and dislikes, 
expressed by children about commercials.19 

Analysis of Data 

All of the primary data gathered from the 266 preadoles-

cent children included in this survey was edited and then key-

punched for computer analysis. The statistical technique 

which was used for analyzing the data was correlation analy-

sis. The calculations of the correlation coefficients were 

performed by the computer program. 

In the analysis of the data collected, tests were first 

calculated to determine the central tendency of attitudes 

toward television commercials among fourth-grade children and 

sixth-grade children. Second, tests were used to ascertain 

if there was a significant difference between the attitudes 

of fourth-grade children and sixth-grade children toward com-

mercials. Third, tests were run to measure the change in 

19 
Ward, Eeale, and Levinson, "Children's Perceptions, 

Explanations, and Judgments of Television Advertising," p. 468. 
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attitudes tovard television commercials that might be associ-

ated vith changes in child characteristics, i.e., grade level, 

stage of cognitive development, socioeconomic status, and 

amount of exposure. 

Limitations 

First, due to time and monetary constraints, the sample 

used in this study was confined to schools within the Salt 

Lake City School District, Salt Lake City, Utah. The findings 

of this study are specifically applicable to children vithin 

the Salt Lake City School District. These findings, neverthe-

less, may be applicable to other geographical areas, vhich 

have comparable socioeconomic characteristics. 

Second, preadolescent children's attitudes toward televi-

sion commercials were limited to those commercials televised 

on Salt Lake City's three national network stations. * 

Third, examination and explanation of how attitudes are 

formed was beyond the scope of this study. Social scientists 

attribute attitude development to such social forces as cul-

tural environment, the family, the school, the church, and 

peer groups. However, there is little specific knowledge re-

garding the interaction of these social forces and their con-

comitant effect on attitude development. 

Fourth, to examine the influence of a commercial's compo-

nent parts, i.e., the setting, the message content, and the 

method of presentation, was beyond the scope of this study. 
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Fifth, there is some controversy regarding the degree, 

if any, that attitudes are a mediational activity betveen 

advertising (the stimulus) and purchase behavior (the re-

sponse)* It was beyond the scope of this study to resolve 

this controversy. 

Conceptual Framework of Study 

The Concept of Attitude 

The concept "attitude" has been imbued with a plethora of 

definitions in contemporary social science* A review of the 

vide variety of interpretations of the meaning of attitude, 

however, reveals areas of substantial agreement: 

First, there is general consensus that attitude is 
a predisposition to respond to an object rather than 
the actual behavior toward such object. The readi-
ness to behave is one of the qualities which is 
characteristic of attitude. 

# 

A second area of substantial agreement is that 
attitude is persistent over time. The rather large 
body of literature on attitude clearly indicates 
that while it is amenable to change, the alteration 
of attitude, especially that which is strongly held, 
requires substantial pressure* Consequently, the 
persistence of attitude contributes greatly to the 
consistency of behavior which introduces a third 
area of agreement. 

Attitude produces consistency in behavioral 
outcroppings. Attitude as a latent variable gives 
rise to consistency among its various manifesta-
tions whether they be in the form of verbalizations 
about the object, expressions of feeling about the 
object, or approach or avoidance of the object. * . • 

^Fourth and finally, attitude has a directional 
quality. Not only does it imply a routinization of 
behavior in the form of consistency in outcroppings, 
it has a motivational quality. There is a general 
agreement that attitude connotes preference regarding 
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outcomes involving the object, evaluations of the 
object, or positive-neutral-negative affectations 
for the object. . • .20 

For purposes of this study, Osgood, Suci, and Tannenbaum*s 

definition of attitude vill be used: 

Most authorities are agreed that attitudes are 
learned and implicit—they are inferred states of 
the organism that are presumably acquired in much 
the same manner that other such internal learned 
activity is acquired. Further, they are predispo-
sitions to respond, but are distinguished from 
other states of readiness in that they predispose 
tovard an evaluative response. Thus, attitudes are 
referred to as "tendencies of approach or avoidance," 
or as "favorable or unfavorable," and so on. This 
notion is related to another shared view—that atti-
tudes can be ascribed to some basic bipolar continu-
um with a neutral or zero reference point, implying 
that they have both direction and intensity and pro-
viding a basis for the quantitative indexing of 
attitudes. Or, to use a somewhat different nomen-
clature, attitudes are implicit processes having 
reciprocally antagonistic properties and varying 
in intensity. 

This characterization of attitude as a learned 
implicit process vhich is potentially bipolar, varies 
in its intensity, and mediates evaluative behavior, 
suggests that attitude is part—to some authorities, 
the paramount part—of the internal mediational 
activity that operates between most stimulus and 
response patterns. . . .21 

Attitudes and their formation are complex. "Attitudes 

come about as a result of personal experience, external authori-

22 
ty, and culture." The elements in personal experience which 

20f 
• 

21 

Gene F. Summers, Attitude Measurement (Chicago, 1970), 
p. 2m 

Charles E. Osgood, George J. Suci, and Percy H. 
Tannenbaum, The Measurement of Meaning (Urbana. Illinois. 
1957), pp. 135=155: 

22 
C. Glenn Walters and V. Paul Gordon, Consumer Behavior 

(Homewood, Illinois, 1970), p. 301. 
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affect the formation of attitudes include the individual's 

needs and motives, the amount, type, and soundness of informa-

tion which the individual has accumulated, the individual's 

selective nature of perception, the individual's personality, 

and the individual's aspirations. External authorities which 

affect attitude formation include parents, teachers, friends, 

ministers, and mass media. The extent to which these external 

authorities can affect attitude formation, however, is depend-

ent on the authority's credibility. Cultural environment, 

past and present, is a third influential force in the process 

of attitude formation. "The influence derived from customs 

and mores, traditions, and social exposure condition attitudes 

23 

toward new situations." 

There is some controversy in the literature regarding the 

relationship between attitude and behavior: 
* 

Most proponents of attitude measurement have agreed 
that attitude scores indicate only a disposition 
toward certain classes of behaviors, broadly defined, 
and that what overt response actually occurs in a 
real-life situation depends also upon the context 
provided by that situation. . . . Attitudinal dispo-
sition itself accounts for only part of the inter-
vening state which mediates between situations and 
behaviors, albeit perhaps the dominant part. . . . 
Attitude is one—but only one—of the dimensions of 
meaning, and hence provides only part of the informa-
tion necessary for prediction.24 

To draw an analogy, attitude measurement is akin to body 

temperature measurement. Attitude measurement reveals favorable 

23Ibid.. p. 302. 

24 
Osgood, Suci, and Tannenbaum, The Measurement of Meaning, 

p. 198. : 
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or unfavorable dispositions. It does not explain the "why" 

aspect of these dispositions nor is it a guarantee that cer-

tain behavior will result from these dispositions* Body tem-

perature measurement reveals normal or abnormal conditions 

vithin the human body. It does not indicate to the physician 

wvhatM is wrong, and it is not an infallible indicator of 

body conditions. Just as the physician continues to regard 

the thermometer as a valuable instrument, so must behavioral 

scientists continue to regard attitude measurement as a valu-

able instrument. As ¥alters and Gordon write, 

Consumers generally act according to their predispo-
sitions. These attitudes provide cues as to the type 
of decisions a consumer vill make and the courses of 
action he will take. . . . Even so, attitudes are not 
infallible guides to behavior, and consumers do occa-
sionally go against their customary attitudes in 
buying.^5 

Joseph Klapper, an expert on the effects of mass communi-
* 

cation, shares essentially the same point of view: 

The existing opinions and interests of people 
or more generally, their predispositions, have been 
shown profoundly to influence their behavior vis-a-
vis mass communications and the effects which such 
communications are likely to have upon them. By 
and large, people tend to expose themselves to 
those mass communications which are in accord with 
their existing attitudes and interests. Conscious-
ly or unconsciously, they avoid communications of 
opposite hue. In the event of their being never-
theless exposed to unsympathetic material, they 
often seem not to perceive it, or to recast and 
interpret it to fit their existing views, or to 
forget it more readily than they forget sympathet-
ic material. The processes involved in these self-
protective exercises have become known as selective 

Valters and Gordon, Consumer Behavior, p. 303. 
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exposure (or, more classically, "self selection"), 
selective perception, and selective retention.26 

Attitudes are only one of several consumer predispositions, 

and attitude measurement is not infallible. Nevertheless, atti-

tude measurement is a valuable indicator of consumers' percep-

tions of advertising messages. 

Concept of Cognitive Development 

During the past half century developmental psychologists 

have focused much attention on a theory of cognitive develop-

ment. Perhaps one of the clearest statements describing cog-

nitive development is that of Jerome S. Bruner: 

The development of human intellectual functioning 
from infancy to such perfection as it may reach is 
shaped by a series of technological advances in the 
use of mind. Growth depends upon the mastery of 
techniques and cannot be understood without refer-
ence to such mastery. These techniques are not, 
in the main, inventions of the individuals who are 
"growing up"; they are, rather skills transmitted 
with varying efficiency and success by the culture 
—language being a prime example. Cognitive growth, 
then, is in a major way from the outside in as well 
as from the inside out.27 

According to Bruner, intellectual growth depends upon the 

emergence of two forms of competence: representation and inte-

gration. The techniques which aid growing human beings to rep-

resent the recurrent regularities in their environment are, in 

essence, three systems of processing information: through 

26 
Joseph T. Klapper, The Effects of Mass Communication 

(New lork, 1960), p. 19. 
27 
Jerome S. Bruner, "The Course of Cognitive Growth," 

American Psychologist. XIX (1964), 1. 



21 

action, through imagery, and through language. Integration 

is the development of the ability to transcend momentaneity 

into the future. In other vords, integration is "the means 

whereby acts are organized into higher-order ensembles, making 

possible the use of larger and larger units of information for 

28 
the solution of particular problems." Bruner points out, 

hovever, that intellectual growth is not a smooth continuity: 

Like the growth of technology, the growth of intel-
lect is not smoothly monotonic. Rather, it moves 
forward in spurts as innovations are adopted. Most 
of the innovations are transmitted to the child in 
some prototypic form by agents of the culture: ways 
of responding, ways of looking and imaging, and most 
important, ways of translating what one has encoun-
tered into language.29 

Vithout question, the chief contributor to the development 

of a theory of cognitive development is Jean Piaget. To gain 

proper perspective of cognitive development, or Fiagetian 

theory as it is sometimes called, it must be recognized that 

although both developmental psychology and psychometric theory 

are outgrowths of the study of intellectual status and growth, 

each places different values on quantitative and verbal 

statements. 

Psychometric theory has come to involve increasingly 
sophisticated mathematical formulation of interrela-
tions among test scores; developmental psychology 
has come further toward making a common cause with 
experimental psychology than it has with mental 
measurement. . . . 

Certainly, most developmental psychologists 
have been more prone to use these tests [intelli-
gence testsjto study intellectual growth than they 

28Ibid. 29Ibid.. p. 13. 
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have been to spend time in questioning the rationale 
of the instruments* After all Binet and his succes-
sors chose those tasks most clearly related to age, 
and in any case, until a theory came along vhich vas 
sufficiently explicit to be translatable into a real-
ly different sort of measuring instrument, one could 
hardly demand that such tests be built. Furthermore, 
there has been a lot to be learned from the use of 
extant tests (these possibilities are not yet ex-
hausted) even though these instruments were devel-
oped empirically and without any clear theoretical 
bases for the selection of their items. 

There is still, in fact, little reason to claim 
that the composition of current intelligence tests 
is based on anything but the fact that similar items 
have proved useful in the past. For psychometricians, 
as for developmentalists, tests vere for checking 
theories, not vice versa. Theorizing about intelli-
gence among psychometric scholars has been largely 
devoted to questions about the structure of abili-
ties and traits. Psychometric models have rarely en-
abled one to say much about the course of intellec-
tual development, although they are based on the 
assumption that the components of intelligence grow 
in quantity during childhood. Test theory has made 
dramatic progress in the last 50 years, but it has 
not concerned itself vith the mechanisms of intel-
lectual growth. 

However, the effort to understand that topic 
has been the central theme of Piaget's work. Piaget 
also started in psychology with Binet, working on 
the standardization of traditional test items in the 
Binet laboratory, but he early became interested in 
understanding how children responded to these items. 
He was led by this work to abandon the use of such 
items and the whole testing enterprise in favor of 
his "methode clinique," which was less concerned 
with quantification than with the meaning of chil-
dren's answers to questions. Nevertheless, his 
work has stayed closer to measurement than that of 
many, and after more than 40 years, he has now de-
veloped a description of cognitive development which 
may offer a new basis for developing standardized 
tests of intellectual functioning. 

Thus it is not coincidental that his theoreti-
cal formulations now seem to offer the greatest hope 
of reestablishing a functional working partnership 
between the two areas of psychology. Because his 
theory of intellectual growth specifies a sequence 
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of development of cognitive abilities, there are 
clear possibilities of benefit to both fields if 
instruments based on the theory can be developed. 

For those interested in the theory, the bene-
fits should be obvious: the refinement and systema-
tization of the whole elaborate Piagetian framevork 
vould become immediately practicable. Developmental 
psychologists, like other kinds of psychologists, 
have not found it easy to come up with directly rele-
vant criterion measures; a comprehensive set of stand-
ard scales plainly based upon the theory could meet 
that need. 

Perhaps, however, the greatest potential bene-
fit accrues to measurement because of the fact that 
such a test offers the possibility of avoiding two 
very serious pitfalls in the use of current measures 
of intellectual ability. A test which could place a 
person on a scale of intellectual development not 
based solely on norms would have a kind of meaning 
intelligence test scores do not now have but which 
is sometimes erroneously attributed to them. That 
is, one could say something about where an individu-
al or group stood in relation to a standard of devel-
opment which would give a real indication of what 
that meant he could do intellectually; present tests 
cannot really do this. At the same time, it would 
not be necessary to say anything about whether the 
person was better or worse than anyone else. It 
would still be possible to do so if one wished but 
it would no longer be a requisite feature of a de-
scription of his abilities. Since the invidious 
and sometimes inappropriate comparisons which are 
part and parcel of our current norm-based tests have 
become, quite properly, major objections to their 
use in schools, the potential value of what would be 
essentially a criterion-referenced test of intellec-
tual ability is substantial. In short, Piagetian 
theory appears to be an ideal context for a meeting 
of minds among psychometric and developmental 
psychologists. . . .30 

Basically, Piaget's theory of cognitive development postu-

lates invariant sequences of stages based on structure formation. 

30 
Donald Ross Green, Marquerite P. Ford, and George B. 

Flamer, editors, Measurement and Piaget (New York, 1971), 
pp. 214-216. 
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In studying intelligence, Piaget and his collaborator, Barbel 

Inhelder, postulated four major periods in development: 

First there is a sensorimotor period vhich occurs 
before the advent of language. This period is char-
acterized by what ve call "sensorimotor intelligence," 
vhich is a type of intelligence resulting in a number 
of performances, such as the organization of spatial 
relationships, the organization of objects and a no-
tion of their permanence, the organization of causal 
relationships, etc. After the sensorimotor period, 
at around the age of 2 years, comes another period 
vhich starts vith the symbolic or semiotic function. 
This is called the period of "preoperational thought" 
since the child is nov capable of having representa-
tional thought by means of the symbolic function. 
At this stage, though, the child cannot perform op-
erations in the vay I define this term. In my 
terminology "operations" are internalized actions 
vhich are reversible; that is, they can be performed 
in opposite directions. Finally, they are coordi-
nated into overall structures, and these structures 
give rise to a feeling of intrinsic necessity. 

The third major period starts at around the age 
of 7 or 8 years and is characterized by the incep-
tion of operations. Initially these operations are 
concrete; that is, they are used directly on objects 
in order to manipulate these objects. For instance, 
the child can classify concrete objects, or order 
them, or establish correspondences betveen them, or 
use numerical operations on them, or measure them 
from a spatial point of viev. The operations remain 
concrete until the child is about 11 or 12 years of 
age. Then, at approximately this age, the fourth 
major period begins. This period can be character-
ized by formal or propositional operations. This 
means that the operations are no longer applied 
solely to the manipulation of concrete objects, but 
nov cover hypotheses and propositions that the child 
can use as abstract hypotheses and from vhich he can 
reach deductions by formal or logical means.31 

There is some disagreement over the necessity of charac-

terizing stages in terms of overall structures. There are 

those vho feel that characterization of stages by dominant 

31Ibid., p. 2. 
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traits is sufficient. Although Piaget agrees that some stages, 

Freud's for example, can be described in terms of dominant 

characteristics, he does not feel that this is adequate for 

the cognitive function. 

If ve were to remain satisfied with the notion of 
dominant characteristics for the cognitive functions, 
it would always be somewhat arbitrary as to what ex-
actly is dominant and what is not. This is why we 
are trying to discover the overall structures in 
cognition rather than specify the dominant charac-
teristics. This means that we are looking for total 
structures or systems with their own laws, systems 
which incorporate all their elements and whose laws 
cover the entire set of elements in the system. It 
would be these structures which become integrated 
with development. . . . 

Despite their formalization, these structures have 
essentially a biological meaning, in the sense that 
the order of the stages is constant and sequential. 
Each stage is necessary for the following one. . . . 
Naturally, the ages at which different children 
reach the stages may vary. In some social environ-
ments the stages are accelerated, whereas in others 
they are more or less systematically retarded. This 
differential development shows that stages are not 
purely a question of the maturation of the nervous 
system but are dependent upon interaction with the 
social environment and with experience in general. 
The order, however, remains constant.32 

Further elaborating on stages and their structures, 

Piaget explains, 

The stages result in a certain number of overall 
structures which become necessary with development, 
but are not so at the beginning of life. For exam-
ple, the formal structures become necessary once 
the child possesses the concrete operations. As 
soon as he can perform the concrete operations, 
sooner or later he will begin to coordinate re-
versibility by inversion with reversibility by 
reciprocity and hence construct the group of four 

^Ibid«. pp. 3, 7. 
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transformations. Similarly, once he is able to ma-
nipulate the classifications, sooner or later he 
vill construct a classification of all the classi-
fications, and thus he vill end up by producing the 
combinatorial, vhich is a necessary form of formal 
thought. 

Thus stages are characterized by overall struc-
tures vhich become necessary but vhich are not so 
initially. Formal structures become necessary vhen 
the concrete structures are complete? concrete struc-
tures become necessary vhen the structures of identi-
ty, of functions, etc., are complete; and these in 
turn become necessary vhen the sensorimotor functions 
are complete. But nothing is given in an a priori or 
innate fashion. . . .33 

Piaget's theory of cognitive development is still in the 

experimental stage, lacking precise or standardized tests of 

measurement. This does not, hovever, lessen its value. Meas-

ures of cognitive development used in this study are those 

developed by Blatt, Spencer, and Yard in an exploratory study 

and further investigated and substantiated in a second study 

by Ward, Reale, and Levinson. In arriving at the initial con-

ceptual categories, Jean Piaget's "clinical examination and 

critical method" vas used. 

33Ibid.. p. 9. 



CHAPTER II 

THE EFFECTS OF MASS MEDIA ON CHILDREN 

Research on the effects of mass media on children's 

personalities and behavior is not new. There was a concerted 

research effort in the early 1930's to assess the effect of 

motion pictures on children. The criminal theme content of 

comic books and television and its effect on children was 

investigated in the mid 1950's. And, since television came 

of age as a mass medium in the early 1950's, there has been 

a continuing interest in the effect of television on children* 

The common denominator of these research efforts is their 

focus on the content portion of these media and its concomi-

tant effect on children. The 1970's are ushering in a nev 

focal point of research, that of television advertising and 

its effect on children. It is expedient that past mass media 

research efforts and their findings be briefly reviewed to put 

current research efforts and findings into proper perspective. 

Payne Fund Studies 

The first systematic research designed to assess the 

effects of mass media on children's personalities and behav-

ior was the Payne Fund Studies, initiated in 1929 and pub-

lished in 1933. The Payne Fund Studies were in response to 

an aroused public concern during the 1920*s when the motion 

27 
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picture industry was experiencing rapid grovth and children 

vere viewing one or two movies a week. The series of studies, 

conducted by a group of eminent psychologists and sociologists, 

concentrated on the effects of motion pictures on social atti-

tudes, on emotional responses, and on delinquent behavior. 

The findings of the Payne Fund Studies were published in 

twelve volumes with a thirteenth volume, V. ¥. Charters' 

Motion Pictures and Youth: A Summary, summarizing each indi-

vidual study. These studies revealed that movies did have 

significant impaet~BH^IiL^^3^en, s personalitier~̂ ^̂ *Beftar5FiÂ  

However, the amount of impact produced by exposure to movie 

was an individual matter, dependent upon what the child brought 

with him to the viewing situation. In other words, the child̂ sT 

susceptibility to influence by motion pictures waiS "determined / 

by pre-existing characteristics. These characteristics in-

cluded personality, ijatelligencef interpersonal adjustment, 

set of experiences, strength of beliefs, values, and atti-

tudes, and the available opportunity to emulate what had been 

viewed. It was suggested that a child's interest in certain 

movies was a result of pre-existing characteristics rather 

than a cause of their formation. 

Resurgence of Interest in Mass Media Research 

Following the Payne Fund Studies, little mass media re-

search was conducted until the early 1950's. Renewed interest 

in the effects of mass media was generated "from the concern 

that rising rates of juvenile delinquency might be traced, at 
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least in part, to the widespread reading of crime and horror 

comic books and viewing of crime programs on television.""^ 

An accumulation of substantial evidence revealed that the cen-

tral theme of mass media offerings for the juvenile audience 

was criminal activity. In addition, it was revealed that 

young delinquents were the primary consumers of such fare. 

However, a causal relationship cannot be drawn between the 

criminal activity theme of mass media offerings and young de-

linquents. "Obviously, the young criminal's interest in crime 

comic books and crime TV shows might be a result, rather than 

35 

a cause, of his antisocial tendencies." 

In response to an outraged public, the comic book indus-

try initiated self-censorship and established codes to miti-

gate objectionable content in its publications. This action 

seems to have alleviated public anxiety. Consequently, since 

the mid-1950*s little research has been conducted regarding 

the effects of comic books on children. 

The program content of television, not as sadistic or de-

praved as the content of comic books, changed very little. 

Public interest in the effects of television on children has 

continued, with research efforts being channeled in several 

directions. Evidence of the substantial amount of research 

in this area can be found in four annotated bibliographies 
34 
Eleanor E. Maccoby, "Effects of the Mass Media," Review 

of Child Development Research, I, edited by Martin L. Hoffman 
and Lois ¥. Hoffman (New York, 1964), 324. 

35Ibid. 
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published within a twelve-year period: Children and Televi-

sion. Dale B. Harris; The Effects of Television on Children 

and Adolescents, edited by Wilbur Schramm; The Consumer Be-

havior of Children and Teenagers, compiled by Robert 0« 

Herrmann; and Television and Social Behavior. C. K. Atkin, 

J. P. Murray, and 0. B. Nayman. Areas of concentrated inter-

est include the effects of television on academic achievement, 

on aggressive behavior, on attitudes, beliefs, and values, on 

leisure time, and on physical, emotional, and cognitive prop-

erties. Other research efforts have focused on correlates of 

televiewing habits such as age, sex, state of emotional and 

social adjustment, needs and experiences, intelligence, socio-

economic status,, and parental permissiveness. 

In their comprehensive study on television and children, 

Schramm, Lyle, and Parker maintain that the effect of televi-

sion is an interaction between television variables and user 

variables. Television variables include opportunities for 

fantasy experiences, opportunities for reality experiences, 

different degrees of violence and sex, different intellectual 

levels, and different value cues. User variables include 

mental ability, social norms, social relations, and needs and 

experiences of which age and sex are partial indicators. Not 

only are there striking differences in the television variables 

to which children may be exposed, but there are dramatic differ-

ences in the user variables which are brought to television. 

Consequently, what children select from television and what 
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they do with it is a reflection of the intermeshing of differ-

36 

ent user variables and different television variables. 

Prior to what is now referred to as the television era, 

there were a very limited number of research studies on the 

effects of radio on children. Currently, the radio audience 

begins with adolescents and public concern has not been 

aroused over the effects of radio on this age group. Like-

wise, there has been a lack of public concern over the effects 

of magazines and newspapers on children. This is probably due 

to the fact that the public does not consider children to be 

heavy consumers of printed media, except for comic books. 

Historically, mass media researchers have investigated 

the effects of motion pictures, comic books, and television 

on children. Interest in motion pictures and comic books was 

relatively short-lived in comparison with that in television, 

which has sustained a continuing interest for two decades. 

The effects of mass media on children is summarized by Maccoby: 
It would be a mistake to assume that the impact of 
the mass media would be constant, or even similar, 
from one child to the next. The child is not a pas-
sive entity, simply absorbing like a sponge whatever 
is offered him. He is an active selector of what 
mass media materials he will expose himself to in 
the first place; and even during exposure . . . he 
deploys attention selectively, and what he remembers 
varies accordingly. Furthermore, what a child does 
take in has a different effect, depending on his 
preexisting level of information, the nature of his 
needs, and the quality of his adjustment to his life 
situation. So when we ask about the effects of the 

36 
Wilbur Schramm, Jack Lyle, and Edwin B. Parker, Televi-

sion in the Lives of Our Children (Stanford, California^ 1961), 
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mass media, ve must not phrase the question in terms 
whether the media have an effect, but rather how 

rouc!h effect on what kind of children, and under vhat 
circumstances will the effects be exhibited. The 
mass media may teach children skills they will never 
perform . . . or attitudes that will never be elic-
ited. . . . So the effects depend in some degree on 
the probability that situations relevant for the 
application of the content acquired from the mass 
media will occur in the real life of the child.37 

Mass Media Advertising Research 

Yhile the past has been dominated by concern about the 

effects of mass media content on children, concern about the 

effects of mass media advertising on children is currently 

gaining momentum. The focal point of concern is on one medium, 

that of television. Until 1971, research on the effects of 

television advertising on children was sparse. However, in 

1969, research resources and forces were mobilized. By Con-

gressional request, the Department of Health, Education, and 

Velfare authorized a Surgeon General's Scientific Advisory 

Committee on Television and Social Behavior to investigate 

television and its impact on the viewer. The findings of more 

than fifty scientists were reported in five volumes, which 

were published in 1971* One of those volumes includes several 

studies on the effects of television advertising on children. 

As an outgrowth of this government-funded research, some of 

the researchers involved in the original investigation are 

currently engaged in additional research studies. 

37Maccoby, "Effects of the Mass Media," p. 327. 
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Research on Television Advertising in the 1950's and 19601s 

As television came of age in the mid-1950's, the public 

was fairly oblivious to effects of television commercials on 

^ildren. According to Florence Brumbaugh, 
\ 
] Many adults laugh indulgently when children sing the 
/ commercials they have heard or repeat the slogans of 

advertisers and give little thought to the effect of 
advertising upon children unless they are annoyed by 
their requests to purchase useless or inferior pro-
ducts* Occasionally they are concerned when a child 
expresses a sense of guilt if he does not use the 
articles recommended by his favorite entertainer or 
the sponsor who makes it possible for him to view a 
particular program, but few parents are aware of 
the impact made upon a child's memory by products / 

in which he has no immediate interest.38 

The indifferent attitude of the public toward the effects 

of television advertising on children during the 1950's may be 

due in part to its concern over television's program content 

during this period. Part of this public indifference, however, 

must be attributed to changing patterns of life between that 

of the 1950's and that of the 1960's and the early 1970's. 

For example, there has been an increasing number of mothers 

entering the work force, there has been an evening out of in-

come distribution, and there has been an increasing amount of 

discretionary income. 

f Research on the effects of television advertising in 1954 

J revealed several interesting facts. First, children had ex-

cellent recall of products advertised on television, most of 

38 
Florence Brumbaugh, "Yhat Effect Does Advertising Have 

on Children?" Children and TV. edited by Constance Carr 
(Washington, D. C., 1954), pp. 20-23. 
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which were not for children's consumption. Topping the list 

was a detergent, followed by beer, cigarettes, cereal, drugs, 

cosmetics, and automobilVs. Children's excellent recall of x, 

/^advertised products is substantiated further by the correct 

spelling, capitalization, and hyphenation of trade names, many 

of which "were non-phonetic, had several syllables, and were 

far more difficult than words in spelling lists. This accura-

cy points to the efficacy of simultaneous presentatioji^by^ 

39 f 

^sight and sound combined with much repetition." Second, 

children stated reality reasons for both liking and disliking 

commercials. Third, evidence was inconclusive regarding wheth-

er or not advertising affected children. In summary, research 

data revealed that, 
The degree to which televised advertising is 

conditioning children is difficult to determine, 
since the same articles are usually advertised on 
radio and in newspapers and magazines. It is un-
likely that they will remember or know which of 
the media influenced them, or whether their atti-
tudes were changed because of television. It is 
possible that propaganda ignored or rejected at a 
particular age will be recalled later and accepted 
then, but so many other factors would need to be 
considered that it is not safe to prophesy the 
effect of any advertising at a future time. 

Children are often impressed by the methods of 
salesmanship in terms of their own needs or preju-
dices. . . . The same stimulus is accepted by one 
and rejected by another, so that the best solution 
at the present time appears to be to help the chil-
dren develop a sense of discrimination in regard to 
the exaggerated claims that may be made by some 
advertisers. . . .40 

39Ibid.. p. 21. 40Ibid.. p. 23. 
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Florence Brumbaugh's report on the effects of television 

advertising on children leaves much to be desired. The re-

search methodology is not explained, the analysis is rather 

shallow, and the conclusions are rather "inconclusive." Also, 

the statement regarding exaggerated claims by advertisers vas 

not substantiated in the report and, perhaps, reflects the 

researcher's own bias. Nevertheless, Brumbaugh does provide 

some useful insights regarding children's recall of products 

advertised on television and their reasons for liking or dis-

liking commercials. 

Apparently the Brumbaugh report was either unheralded or 

overlooked by later researchers. In his study in 1964, Glenn 

Thompson stated that to his knowledge there was no prior re-

search on the commercial portion of television programming.4^ 

Thompson set out "to show how children differ in their 

knowledge and understanding of the commercial on their favor-

ite programs, their acceptance, as fact, of the argument of 

the commercial, and their use or desire to use the advertised 

42 

product." A representative sample of third-grade children 

from a semi-rural community in Pennsylvania were individually 

interviewed. Knowledge of televised commercials was studied 

by ascertaining if the children could correctly identify the 

products advertised on their three favorite programs, and if 
41 
Glenn Thompson, "Children's Acceptance of Television 

Advertising and the Relation of Televiewing to School Achieve-
ment," The Journal of Educational Research. LVIII (December. 1 7 u 

Ibid. 

1964J, 171. 
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they had a fair knovledge of the commercial content* Under-

standing the meaning of the commercial's argument vas measured 

by asking the children to explain the argument. The children 

vere then rated by the complexity of their explanation. Accept-

ance of the commercial's argument was measured by the children's 

varying degrees of belief or disbelief. Product usage or de-

sire to use the product advertised vas measured by asking the 

children if they used or had used the product, or if they had 

asked their parents to buy the product for them. The children's 

responses vere related to intelligence, socioeconomic status, 

school achievement, and amount of television vieving. Four 

conclusions vere dravn from Thompson's analysis: 

1. A child's knovledge and understanding of 
television commercials appears to be largely the 
result of an in+.p-rftr+.-inn hft-fcwon -in+.pl "L-Lflpnnp nnd 
hours of vieving. 

2. Intelligence appears to have played very 
little role in determining acceptance and use of the 
advertised product, vhich vere significantly related 
only to the number of hours a child vatched television. 

3. The negative relationship betveen total tele-
viewing and achievement reported in many studies, vas 
partly discounted by the finding that less intelli-
gent children tend to spend longer hours vieving. 
Thus lov achievement is not caused by televieving 
but is simply related to the fact that the less in-
telligent child prefers to vatch television. 

4. The number of hours spent televieving ap-
pears to exert very little effect on the relation-
ship of knovledge, understanding, and acceptance of 
the commercials, to the actual use of the advertised 
product. . . .43 

43Ibid., pp. 173-174. 
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Until the publication of Television and Social Behavior 

in 1971, the studies of Brumbaugh and Thompson are the only 

two research efforts, to this writer's knowledge, with the 

primary purpose of studying the commercial content of televi-

sion and its effect on children. A survey of the literature 

did reveal, however, one article and three additional studies 

which included some reference to the effects of television 

advertising on children. 

In an article for Sales Management in 1964, A. J. Vogl 

wrote that television advertising is losing some of its im-

pact. The medium is no longer a novelty to children and is 

viewed more discriminately. In addition, children's programs 

have deteriorated, and there is heightened competition between 

44 

commercials* Vogl's observations have important implica-

tions for advertisers. 
* 

In his study Children As Consumers, James U. McNeal de-

votes brief attention to the attitudes of children toward 

advertising. The purpose of this study was "to explore the 

attitudes, knowledge, and involvement of children in selected 

aspects of the consumer role and to find the extent to which 

these factors vary with chronological age and sex roles."4'5 

The sample was comprised of sixty children, divided equally 

among three age groups of five, seven, and nine years. These 
44 
A. J. Vogl, "The Changing Pace of the Children's Market," 

Sales Management. XCIII (December 18, 1964), 35. 
45 
James U. McNeal, Children as Consumers (Austin. Texas. 

1963), p. 2. ' 
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children represented either the upper-lower or lower-middle 

class of the Warner social class system. Individual inter-

views were conducted using the guided-interview method* One 

of twenty questions posed to the children pertained to tele-

vision advertising. In analyzing the responses to this ques-

tion, McNeal reported the following: 

All of the children in this study reported watching 
television, and, with the exception of two five-
year-olds, all indicated a keen awareness of TV 
advertisements. There was increasing dislike and 
mistrust of TV ads as the children increased in 
age. This finding is contrary to one by Thompson. 
^Reference to Glenn ¥. Thompson, "The Effectiveness 
of Television Advertising on Children and the Rela-
tion of Televiewing to School Achievement," previ-
ously cited in this study.3 Half of the five- and 
seven-year-olds and over three-fourths of the nine-
year-olds reported negative feelings toward televi-
sion commercials. They believed that the ads are, 
in general, "untruthful," "annoying," "silly," 
"repetitious," and take too much time from the pro-
gram in progress. The children who liked TV ads 
thought them entertaining, particularly musical 
jingles and animated cartoons, and informative 
when they were of a public service nature such as 
announcing forthcoming p r o g r a m s . 4 6 

The main thrust of McNeal*s brief analysis of children's 

attitudes toward television advertising is that with increas-

ing age there is an increasing dislike and mistrust of TV ads. 

It is noted that this conclusion differs from that of Thompson* 

This discrepancy may or may not be significant. In the analy-

sis of his study Thompson stated that: 

The child*s acceptance of the argument of a commer-
cial as fact appeared most closely related to the 
number of hours the child spent televiewing. . . . 
No statistically significant correlation between 

46Ibid., p. 21. 
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acceptance, and intelligence, socioeconomic status, 
or total achievement were found. These factors ap-
pear to exert little effect on whether or not the 
child will accept as fact what is said on the tele-
vision commercial. . . .47 

This finding seems in contradiction with Thompson's ear-

lier statement that, "There was some tendency for those who do 

more viewing to come from lower socioeconomic levels, to be 

48 

less intelligent, and to do more poorly in school." One 

would need to go back to the raw data to explain what appears 

to be a contradiction. Perhaps the "tendency" revealed by 

the data was not "statistically significant." 

In attempting to understand the differences between the 

findings of Thompson and McNeal, the sample composition used 

by each must be considered. Thompson's sample consisted of 

100 third-grade children in contrast to McNeal's 60 children, 

divided equally among the three age groups of five, seven, and 
* 

nine years. The average socioeconomic status of Thompson's 

sample was lower-middle class, but overly weighted in the pro-

fessional and technical group. McNeal*s sample, on the other 

hand, represented either the upper-lower or lower-middle class. 

Perhaps part of the difference could be attributed to the fact 

that Thompson used one age group, ranging from low to high on 

the status scale, while McNeal used three age groups, repre-

senting the middle class on the status scale. 

47 
Thompson, "Children's Acceptance of Television Adver-

tising," pp. 172-173. 

48Ibid.. p. 172. 
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Vithout having access to the raw data, one must rely on 

further research studies to prove or disprove McNeal's conclu-

sion that vith increasing age there is an increasing dislike 

and distrust of TV commercials. It should be kept in perspec-

tive that McNeal's conclusion is based on the responses of 

approximately fifteen children. 

Villiam D. Veils, professor of psychology and a consul-

tant to a large advertising agency, conducted a study with a 

two-fold purpose. First, he set out to study children as re-

spondents in advertising research. Second, he wanted to study 

the reactions of children to TV commercials. Although the 

sample consisted of several hundred children between five and 

twelve years of age, no sampling plan was used. Furthermore, 

"The kinds of questions asked, the topics covered, and the 

nature and setting of the interviews were varied deliberately."^ 

Veils describes the interviewing procedure as follows: 

Every Saturday for about six months a carload of 
interviewers arrived at a home in some suburban 
neighborhood. The interviewers (college students 
who liked children) set up tape recorders and mo-
tion picture projectors on piano benches, card ta-
bles, sewing cabinets, kitchen chairs, dog beds, 
toy chests, sinks, and sofas; and talked at length 
with youngsters recruited from the neighborhood. 
They talked to children individually, and in twos, 
threes, fours, fives, and sixes. They talked about 
TV shows and commercials. . . . They talked about 
products liked and not liked, about things children 
bought for themselves and things they asked their 
parents to buy for them. They showed the children 
storyboards and finished commercials and asked for 

49 
Villiam D. Veils, "Communicating with Children," Journal 

of Advertising Research. V (June, 1965), 8. 
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reactions. They tried out half a dozen different 
kinds of questionnaires and rating scales.50 

The sample may not be considered representative, and the 

interviewing procedure may be considered unorthodox and statis-

tically unreliable* Nevertheless, some general impressions 

emerged* These generalizations "stand out in spite of differ-

51 

ences in respondents and variation in research technique." 

Although children between the ages of five and twelve 

years exhibit a major change in their preferences for televi-

sion programs, "this change is not accompanied by a similar 

change in reactions to TV commercials." According to Veils, 
It may be that the age change in reaction to commer-
cials is minimal because commercials are less vari-
able than programs. The most juvenile commercials 
are less juvenile than the simplest of the cartoon 
shows; and, at the other extreme, many of the com-
mercials designed for adults are so lively, tuneful, 
and graphic that young children enjoy them, too. 
However, it is also true that children do not put 
quite the same demands on commercials that they put 
on programs. Programs must be sufficiently complex, 
and sufficiently relevant to the child's current con-
cerns, to sustain interest over half an hour and 
from week to week. But because commercials are apart 
from life, as life is defined by the program, and 
because they are so short, they need not provoke in-
tense identification to be interesting. They can 
just be informative, or just be fun—or, preferably 
both.53 

A second important generalization drawn from the Veils* 

study is that, "Although children are ready to accept almost 

any premise, no matter how fantastic, they are alienated by 

unrealistic execution.The constraints of reality which 

5QIbid.. p. 3. 51 Ibid., p. 8. 52Ibid*. p. 10. 
53Ibid. 54Ibid.. p. 11. 
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children impose upon television commercials applies to reali-

ty as established by the situation and as perceived by the 

children* 

A third important generalization which emerged from Veils* 

study is that children are especially reactive to motivating 

scenes. Included as motivational forces were promises of ex-

trinsic reward, news about something which children regard as 

desirable, implications of "magic power" inherent in the pro-

duct, seeing someone want the product, seeing someone enjoy 

55 

using the product, or seeing the product demonstrated. 

These generalizations are important to commercial adver-

tisers and to researchers who are studying the attitudes of 

children toward television commercials. Studies on children's 

reactions to television commercials in relation to age, on the 

reality factor deemed so important by children, and on the 
m 

motivational or attention-getting aspects of commercials con-

tinue to occupy the efforts of researchers. 

Research on Television Advertising in the 1970's 

In 1970, Don L. James conducted a survey among 1,485 stu-

dents in grades four through twelve. The purpose of his study 

was to ascertain the students' media habits, their attitudes 

toward media, their attitudes toward advertising, and to ascer-

tain if there were any meaningful relationships between these 

factors. Closed-end questions were used in the questionnaire 

administered to the youth in their classrooms. 

55Ibid., pp. 12-13. 
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James reports that, "The mean attitude score, over all 

grades, toward television advertising was more unfavorable 

than toward any other medium. Generally the higher the grade 

level the more unfavorable was the attitude toward television 

• . 56 

advertising." To put attitudes toward television advertis-

ing into proper perspective, two additional factors need to 

be noted. First, James* analysis revealed that the higher 

the grade level, the lower the frequency of exposure to tele-

vision. "It is possible that the decline in exposure to tele-

vision, with the corresponding increase in exposure to other 

media, is part of the maturing process in which a fantasy-

oriented medium (especially children's programs) slowly gives 
57 

way to more reality-oriented media." Second, "television 

viewing time steadily declined with increasing grade levels. 

The decrease between the sixth and the eighth grades was 

quite sharp, representing more than 4 hours per w e e k . I t 

can therefore be concluded that the higher the grade level, 

the lower the frequency of exposure to television, the lower 

the amount of time spent viewing television, and the more 

unfavorable the attitude toward television advertising. James' 

findings are generally in accord with those of McNeal, except 

for one aspect. McNeal based his conclusion on the responses 

of five—, seven—, and nine—year—olds, and James' conclusions 
56 
Don L. James, Youth, Media, and Advertising (Austin. 

Texas, 1971), p. 77. 
57Ibid.. p. 53. 58Ibid.. p. 63. 
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are based on the responses of children from grades four through 

twelve. Although the negative attitude emerged in the James' 

study, it did not become a significant factor until the seventh 

grade, or until the youth were approximately twelve years of 

age. James' study indicates the existence of several trends, 

but no attempt was made to ascertain the "why" behind such 

trends. For example, it is shown that negative attitudes do 

develop toward television advertising with maturation, but 

the reasons why are not explored. 

In the spring of 1969, the Department of Health, Educa-

tion, and Welfare initiated a special program to assess the 

relationship between televised violence and the attitudes and 

behavior of children. This scientific inquiry was placed 

under the supervision of the Surgeon General's Scientific 

Advisory Committee on Television and Social Behavior. The 

independent work of the participating researchers was pub-

lished in five volumes in 1971. Volume IV, Television in 

Day-to-Day Life; Patterns of Use, contains four reports on 

the effects of television advertising on children. 

An exploratory study was conducted by Joan Blatt, Lyle 

Spencer, and Scott Ward "to observe and attempt to identify 

cognitive developmental trends in children's perceptions, ex-

planations, and judgments of the content and purpose of tele-

59 
vision commercials." As explained by the authors, 

59 
Joan Blatt, Lyle Spencer, and Scott Ward, "A Cognitive 
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tising," Television and Social Behavior. IV, edited by Eli A. 
Rubinstein, George A. Comstock, and John P. Murray (Washington, 
D. C., 1971), 452. 
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The investigative approach used . . . was Jean 
Piaget's "clinical examination and critical method" 
(Piaget, 1965). In its simplest form, Piaget's 
method consists of asking children direct questions 
about their perceptions and explanations of the ex-
istence of things and feelings; of careful clinical 
"probing" to determine the precise basis of a child's 
reasoning; and then of categorizations of these 
"reasonings." 

Cognitive developmental theorists assume that 
all children progress through discrete stages of 
perception and cognition. Lower stages of reason-
ing are more concrete, literal, and undifferen-
tiated; higher stages are more complex, involve 
greater degrees of "abstract thinking" in symbol 
recognition and analysis, and in general show more 
differentiation and integration of perception and 
cognition. . . .60 

The sample for the Blatt, Spencer, and Vard study con-

sisted of twenty children, divided equally among kindergarten, 

second-, fourth-, and sixth-grade classes. The children were 

"primarily white, middle-class, and slightly above average in 

61 

intelligence and verbal ability." One day prior to the in-

terview, the children were shown an hour-long videotape of a 

typical Saturday morning children's television programming. 

Approximately fifteen commercials were included. The five 

children from each grade level were interviewed as a group 

for one hour. Following the group sessions, which were taped 

and transcribed, the research data were "organized by a 'con-

tent analysis' procedure which attempted to identify the model 
62 

or 'stage' response for each age group." The conceptual 

categories identified from the study include the following: 

(1) The perceived reality of television commercials; 
(2) their perceived purpose; (3) the degree of 
6QIbid. 61Ibid., p. 454. 62Ibid., pp. 455-456. 
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discrimination between the advertisement and the 
product advertised; (4) classes of products and/or 
advertisements recalled} (5) complexity of recall; 
(6) significant others responded to in the commer-
cial; (7) perceived validity and credibility of 
advertisements; (8) affective response to commer-
cials; and (9) cognitive-affective (ego level) 
basis of response to commercials. These concep-
tual categories were derived empirically from in-
spection of the data; vhile not exhaustive, they 
appear to capture most of the meaningful informa-
tion in the transcripts, constitute dimensions on 
which clear cognitive developmental trend progres-
sions take place, and provide a framework for pre-
liminary theory construction.63 

Each conceptual category described above summarized the 

findings of the exploratory study according to their applica-

bility to particular grade level groups. Cognitive develop-

ment theory takes into consideration many factors, such as 

cultural and social environment, intelligence, and varying 

degrees of maturation. It thus has great potential value in 

studying the effects of different variables on children. Con-

ceivably, in future research efforts, it could replace the 

traditional measures of mental maturity, which have been under 

attack by academicians regarding their discriminatory nature 

and, hence, their validity. Furthermore, measures of mental 

maturity yield relatively stable scores for children over a 

period of years. In contrast, cognitive development is con-

tinually developing and appears to be a more meaningful 

correlate. 

The relation of cognitive development to grade level 

groups raises two questions. First, does this truly reflect 

63Ibid. 
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varying rates of maturation? It seems plausible that children 

within a particular grade level would vary in their level of 

cognitive development because of different cultural and social 

environments, different sets of experiences, different levels 

of intelligence, and varying degrees of maturation. Further-

more, for the same reasons, it seems plausible that children 

in different grade levels might have the same level of cogni-

tive development. Second, if cognitive development is to be 

related to grade level groups, then why should researchers be 

concerned with the complex measurement of cognitive develop-

ment? Grade levels are more easily and readily ascertainable. 

From this writer's perspective, a particular grade level can-

not be positively associated with a certain level of cognitive 

development, although some generalizations can be made. In 

studying the effects of television commercials on children, 

level of cognitive development seems to be a more reliable 

indicator than grade level. 

Blatt, Spencer, and Vard acknowledge that due to the na-

ture of their study, the results are highly tentative. "How-

ever, the data do suggest 'developmental' trends in the ways 

children perceive and react to television advertisements."^4 

These trends are described in terms of four dimensions, which 

appear to change in relation to increasing levels of maturity. 

The four dimensions identified and defined in this study are 

as follows: 

64Ibid.. p. 462. 



48 

Cognitive-affective focus refers to the kind 
or quality of physical, emotional, or intellectual 
stimuli which are most likely to appeal to (be per-
ceived by, remembered by, or reacted to) members 
of advancing age groups. . . • 

Mode of assimilation refers to the ways in 
which children recall and use the information they 
receive from television advertisements. . . . 

Differentiation refers to the degree to which 
children can distinguish fantasy . . . from fact, pro-
ducts advertised from advertisements themselves, and 
elements of commercials from an "undifferented" to an 
abstracted or "gestalted" integrated whole. . . . 

Level of .judgment refers to the stage of cogni-
tive or ego development at which a child judges or is 
susceptible to appeal to a commercial message. . . . 

As elements increase in complexity, abstraction, and 
judgmental relevance, their importance can be seen 
to decrease for younger children and increase for 
older children. 

These developmental trends are not rigidly age-
sequenced. Any less abstract element or mode of rea-
soning can occur at any later age, but it is likely 
to occur less frequently and be less important as a 
focus or basis for perception and judgment as indi-
viduals increase in maturity. . . .65 

Blatt, Spencer, and Vard suggest that the findings of 

their study have many implications. "It should be possible, 

for example, to develop a rating system for commercial mes-

sages (and their constituent elements) on the basis of the 

cognitive developmental level of judgment they appeal to and 

to develop norms for the differential affects of these appeals 

on various age groups. 

As a follow-up to the Blatt, Spencer, and Vard study, 

Scott Vard, Greg Reale, and David Levinson set out "to gather 

65Ibid.. pp. 462-464. 66Ibid.. pp. 464-465. 
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additional data using personal interviews, relevant to several 

of the categories of responses to commercials suggested in the 

67 

exploratory research." The sample vas made up of 28 children 

between the ages of five and seven years, 19 children between 

the ages of eight and ten years, and 20 children between the 

ages of eleven and twelve years. The children, representing 

the middle- to upper-middle socioeconomic classes, were per-

sonally interviewed in their homes for a period of one hour. 

Open-end questionnaires were used to obtain data on six of the 

eight categories of responses suggested in the Blatt, Spencer, 

and Vard study. The categories of responses explored in this 

study included reality, purpose, discrimination between pro-

duct and advertising, classes of products recalled, complexity 

of recall, and perceived validity and credibility of adver-

tisements. Vard, Reale, and Levinson conclude that, 
m 

The data generally confirm the findings of the 
exploratory research. lounger children exhibit low 
awareness of the concept of commercials, frequently 
explaining them as "part of the show" or simply nam-
ing a category of products. Older children exhibit 
greater awareness, explaining commercials in terms 
of their purpose (to sell) and occasionally in 
terms of the concept of sponsorship. Similarly, 
older children show greater understanding of the 
purpose of commercials, and more readily discrimi-
nate between programs and commercials, than young-
er children do. 

When asked to recall both their favorite com-
mercial and the one they "really don't like," most 

67 
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children spontaneously recalled food advertising 
regardless of age* . • . Other than food advertis-
ing, children's "liked" and "disliked" advertising 
choices are quite varied* 

Children cite "entertainment" reasons as ex-
planations for liking or disliking specific commer-
cials. They liked commercials seen as humorous, 
containing good music or cartoons, and disliked 
commercials seen as "boring" or "dull." lounger 
children, however, often said that they liked 
specific commercials because they liked (and/or 
possessed) the product. 

\ Complexity of recall increases vith age: older 
.children are more likely to recall several images 

from advertising in a coherent, unified sequence. 

Most children do not feel advertising always 
tells the truth. lounger children, in particular, 
feel many commercials do not tell the truth because 
they contain elements vhich do not match the child's 
literal perception of reality. Older children often 
reason that since commercials are "trying to sell," 
they do not tell the truth. The extent of generali-
ty of this feeling is not made explicit by the data, 
hovever. 

While the study has extended the earlier data 
generated in an exploratory study, the sample size 
does not permit broad generalizations. . . .68 

The Vard, Reale, and Levinson study did extend the find-

ings of the Blatt, Spencer, and Vard study by further substan-

tiating the conclusion that older children exhibit higher 

levels of cognitive development than do younger children. 

Older children show a greater awareness of the concept of com-

mercials, a greater understanding of the purpose of commercials, 

and can more readily discriminate between programs and commer-

cials, than younger children. Furthermore, older children 

68Ibid., pp. 486-487. 
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have a greater complexity of recall and are more suspect of 

commercials than younger children. 

It is logical to generalize that with increasing age, 

there is a corresponding increase in cognitive development. 

Both the Blatt, Spencer, and Vard study and the ¥ard, Reale, 

and Levinson study support this general tendency. There are 

exceptions, of course. For example, in the Vard, Reale, and 

Levinson study, 15 percent of the eleven- to twelve-year-olds 

exhibited a low level of awareness of what a commercial is, 

while 10 percent exhibited a high level of awareness. Further-

more, in analyzing complexity of recall for liked and disliked 

commercials by age group, four children in the five— to seven-

years-of—age group, as well as four children in the eleven— 

to twelve-years-of-age group, exhibited the highest level of 

complexity of recall. These two examples clearly demonstrate 

the necessity of using cognitive development as a correlate 

of the effects of television commercials rather than age groups 

or grade levels. Susceptibility to influence by television 

commercials is closely related to a child's level of cognitive 

development. However, while there is a general tendency for 

levels of cognitive development to correspond with age groups 

or grade levels, children within the same age group or grade 

level may exhibit different levels of cognitive development, 

and the same level of cognitive development may be exhibited 

by children from different age groups or grade levels. Cogni-

tive development is, therefore, a more reliable measure to use 

in evaluating the effects of television commercials on children. 
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Traditionally, researchers have used age groups, grade 

level, or IQ score, which represent single measures, as a de-

pendent variable. There is no single measure for cognitive 

development. As demonstrated by the Yard, Reale, and Levinson 

study, a child may score low on reality and high on complexity 

of recall. Hopefully in the future, developmental psycholo-

gists will be able to devise a single measure for stage of 

cognitive development. Until that time, researchers working 

with cognitive development must recognize that different 

stages of cognitive development exist for different aspects 

of a phenomenon under investigation. 

Further investigating the effect of television commer-

cials on children, Scott Vard, David Levinson, and Daniel 

Wackman conducted an impirical investigation of children's 

attention to television commercials. From these authors' 
* 

perspective, 

Vatching television commercials would seem to 
be a necessary condition for learning from them, al-
though the low-involvement nature of commercial view-
ing may mean that this learning is relatively gradual, 
subtle, covert, or "unconscious." . . . Nevertheless, 
young children may form attitudes and impressions of 
products, of services, and even of people, as a func-
tion of viewing television advertising. Further, 
they may begin to acquire cognitive orientations and 
consumer skills. Such learning becomes increasingly 
important during adolescence and early adulthood, 
when young people assume roles which require consum-
er behavior. . . . Thus, early learning may have 
important effects on later learning. 

Vatching behavior has several dimensions and 
characteristics. One dimension is the extent or 
amount of viewing of commercials. A second is the 
degree of attention to the commercials. A third 
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is the alternative and/or coterminus activities a 
person engages in while viewing commercials, such 
as walking around the room, talking, and so on. 
(Talking about the commercial and/or product can 
be vieved as a short-term consequence of watching, 
or it can be discussion of other matters, an al-
ternative to commercial watching.) . • #69 

The focus of Vard, Levinson, and Vackman's study is on 

the latter two dimensions: commercial watching behavior and 

alternatives to commercial watching. Specifically the re-

searchers were interested in: 

(a) The frequency of occurrence of different kinds 
of watching behavior while commercials are being 
shown; (b) changes in behavior when a commercial 
is broadcast; (c) elements in the stimulus sequence 
influencing these behaviors (e.g., place of the 
commercial itself like length, position in a se-
quence of commercials, type of product advertised); 
(d) characteristics of the child affecting these be-
haviors (e.g., age and sex); and (e) elements in the 
viewing situation influencing level of attention 
(e.g., time and day of watching, who the child is 
viewing with).70 

The sample was comprised of 29 children from five to 

seven years of age, 18 children from eight to ten years of 

age, and 18 children from eleven to twelve years of age. 

Observations were conducted as follows: 

Mothers who agreed to participate in the study 
were trained in the use of observation sheets to 
record the various parameters of the viewing situa-
tion, the child's watching behavior, and subsequent 
behavior. . . . After training and practice periods, 
mothers were instructed to unobtrusively watch a 

69 
Scott Vard, David Levinson, and Daniel Vackman, "Chil-

dren's Attention to Television Advertising," Television and 
Social Behavior, IV, edited by Eli A. Rubinstein, George A. 
Comstock, and John P. Murray (Washington, D. C., 1971), 491. 

70Ibid., pp. 491-492. 
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particular child during normal viewing periods se-
lected to represent the child's distribution of 
watching during a typical week. • . . 

Mothers were instructed to code watching be-
havior. Variations in attention were coded accord-
ing to whether the child's eyes were on the screen 
consistently. Overt behavior included such verbal 
responses as annoyance or pleasure, and such actions 
as leaving the room. If comments were made about a 
commercial or a product, the nature and the object 
of the comment were also noted. . . .71 

The research findings of this study revealed that, 

The most general conclusion that can be drawn 
from the data is that children of all ages clearly 
exhibit differential behavior in viewing programs 
and commercials, with attention decreasing during 
commercials. The development among older children 
of greater immunity to commercials in the form of 
lower attention and more critical reactions to com-
mercials is also clearly indicated. Finally, com-
parison with Steiner's data on the commercial viewing 
behavior becomes more like that of adults as they 
grow older, major contrasts with adult behavior oc-
cur among all three age groups studied. Consequent-
ly, children's commercial watching behavior and 
attitudes toward television advertising are phenom-
ena requiring independent research.72 

The finding that with increasing age, children tend to 

| develop negative attitudes toward television commercials is 
) 

consistent with previous research findings. McNeal noted a 

negative reaction among nine-year-olds. The development of 

negative attitudes among children of eleven and twelve years 

of age was also noted in the studies of James and Yard, Reale, 

and Levinson. Thompson is the only dissenter. The only sig-

nificant correlate to children's attitudes toward television 

commercials that Thompson found was the number of hours 

^ Ibid., p. 494. ^Ibid., pp. 510. 
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children spent televiewing, an area not explored by Vard, 

Levinson, and Vackman. 

Vith knowledge of Ward's previous studies concerning cog-

nitive development, it would be interesting to know if chil-

dren's attitudes toward television commercials are related to 

stages of cognitive development. In the Vard, Reale, and 

Levinson study, children's positive or negative attitudes 

toward television commercials were not related to stages of 

cognitive development, but were related to age groups. Per-

ceived credibility and validity of commercials was explained 

in terms of three kinds of reality tests: (1) in terms of 

children's experiences with the products advertised; (2) on 

the basis of the message content; and (3) on the basis of 

interpersonal experiences. These reality tests could prob-

ably be related to stages of cognitive development. It would 
* 

also be interesting to know if children's attention to tele-

vision commercials and alternatives to commercial watching 

are related to stages of cognitive development. 

The fourth study investigating the effect of television 

commercials on children under the auspices of the Surgeon 

General's Scientific Advisory Committee on Television and 

Social Behavior was conducted by Scott Vard and Daniel Vackman. 

The focus is on the influence of television advertising on as-

pects of mother—child interaction: children"s attempts to in-

fluence mothers' purchases, and mothers' yielding to these 
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73 

attempts." Influence of three sets of variables on chil-

dren's purchase influence attempts, parental yielding, and 

mothers' perceived influence of commercials on their children 

vere examined. These variables were: (1) demographics, which 

included age of child, number of children in the family, and 

social class} (2) variables relating to parent-child interac-

tion, vhich included parent-child conflict and restrictions 

on viewing; and (3) variables relating to mothers' mass com-

munication behavior, which included mothers' time spent with 

TV, mothers' recall of commercials, and mothers' attitudes 

toward advertising. 

Self-administered questionnaires, which required one hour 

to complete, were filled out by 109 mothers. Represented in 

the sample were 43 children from five to seven years of age, 

32 children from eight to ten years of age, and 34 children 

from eleven to twelve years of age. "Each mother was asked 

to indicate the frequency of her child's purchase influence 

attempts for 22 products. The products were all heavily 

advertised, but they varied in price, frequency of purchase, 

and relevance to the child (direct consumption or use by the 

child rather than by other family members).11^ In addition, 

73 
Scott Vard and Daniel Vackman, "Television Advertising 

and Intrafamily Influence: Children's Purchase Influence 
Attempts and Parental Yielding," Television and Social Behavior, 
IV, edited by Eli A. Rubinstein, George A. Comstock, and John 
P. Murray (Vashington, D. C., 1971), 516. 

74Ibid.. p. 518. 
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mothers were asked to indicate the frequency of parental yield-

ing to children's purchase influence attempts and the estimated 

frequency of influence of commercials on children. The findings 

of this study revealed that: 

Mothers feel that commercials influence young-
er children more than older children, and they ap-
pear to gauge this influence by the frequency of 
purchase influence attempts for particular products. 
Vhile influence attempts may decrease with age, 
yielding to requests increases vith age, probably 
reflecting the perceived increased competence of 
older children to make purchase decisions. 

Aspects of parent-child conflict are related 
to influence attempts and yielding. The data sug-
gest that influence attempts may be part of more 
general parent-child conflict; furthermore, mothers 
vho restrict viewing are likely not to yield to 
purchase influence attempts. Finally, mothers' 
time spent watching television is positively re-
lated to influence attempts, yielding, and per-
ceived influence, while recall of commercials is 
related to influence attempts and perceived influ-
ence* Mothers with positive attitudes toward adver-
tising are more likely than mothers with negative 
attitudes to yield to influence attempts.75 

The findings of the Vard and Vackman study indicate that 

intrafamily interaction is a more accurate predictor of the 

effect of television commercials on children than are demo-

graphics. This is especially interesting in light of previ-

ous studies which related the effects of television commercials 

to age. 

The four preceding studies, which were supported by the 

Department of Health, Education, and Velfare, have received 

additional attention in current journals and have generated 

75Ibid., pp. 523-524. 
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additional research. Scott Ward's "Children's Reactions to 

Commercials," published in the Journal of Advertising Research. 

Vol. XII, No. 2, April, 1972, is the same study discussed pre-

viously entitled "Children's Perceptions, Explanations, and 

Judgments of Television Advertising: A Further Exploration." 

Scott Vard's "Advertising and Youth: Two Studies," published 

* n Sloan Management Review, Vol. XIV, No. 1, Fall, 1972, en-

compasses the same study reported in "Children's Attention to 

Television Advertising." Scott Vard and Daniel Wackman's 

"Children's Purchase Influence Attempts and Parental Yielding," 

published in the Journal of Marketing. Vol. IX, August, 1972, 

is the same study reported in "Television Advertising and 

Intrafamily Influences: Children's Purchase Attempts and 

Parental Yielding." 

Research studies conducted, but not yet published, in-

clude Daniel Yankelovich's, "Mothers' Attitudes Toward Chil-

dren's Programs and Commercials," sponsored by Action for 

Children's Television, 1970, and F. Earle Barcus' "What You 

Think of Children's TV," jointly sponsored by Parade and 

Action for Children's Television, 1973. In addition, Scott 

Vard and his associates are currently in the field investi-

gating the effect of television commercials on the develop-

ment of children's consumer buying skills. 



CHAPTER III 

PRESENTATION OF FINDINGS OF PREADOLESCENT CHILDREN'S 

ATTITUDES TOVARD TELEVISION COMMERCIALS 

To investigate the attitudes of preadolescent children 

toward television commercials, 282 children from the fourth 

and sixth grades of the Salt Lake City School District vere 

surveyed* The sample respondents were from five different 

elementary schools, representative of the low, middle, and 

high socioeconomic areas of the city. Permission to admin-

ister questionnaires to the children included in the sample 

was secured from Dr. Earl Jay Smith, Administrative Assistant 

to the Superintendent of the Salt Lake City School District. 

Selection of the schools to be included in the survey was 

based on the recommendation of Dr. Smith. Cooperation of the 

schools involved in this study, and of the school which was 

used for pre-testing, was secured through personal contact 

with the principals of each school. 

The questionnaire used in this study was concerned with 

several aspects. (See Appendix A.) First, to determine the 

children's stage of cognitive development, several questions 

were asked. Closed-end questions, based on the work of Ward, 

Reale, and Levinson, and the responses of children included 

in their study, were used. The conceptual categories 

59 
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investigated were reality, purpose, degree of discrimination 

between television programs and television commercials, classes 

of products recalled, complexity of recall, and perceived val-

idity and credibility of advertisements. Rather than rely on 

the fragile memory of children to test their complexity of re-

call, three television commercials were shown to the children. 

The television commercials did not depict products particularly 

relevant to children, but contained elements with which the 

children could identify. The commercials used were supplied 

through the courtesy of Et A1 Advertising Agency, Salt Lake 

City. After viewing three 30-second commercials, the children 

were asked to describe as many details as they could remember 

about the first commercial which was shown* 

Second, to ascertain the existence, direction, and inten-

sity of attitudes of preadolescent children toward television 
m 

commercials, respondents were asked to rank ten descriptive 

sentences regarding commercials on a facial-expression scale. 

Five descriptive sentences were negative in nature, and five 

descriptive sentences were positive in nature. The five facial 

expressions used for ranking purposes ranged from extreme agree-

ment with the statement to extreme disagreement with the state-

ment. The faces used on the scale were drawn by a Salt Lake 

City artist expressly for this study. 

Third, to determine the respondent's socioeconomic status, 

the children were asked to indicate the occupation of their 

father. With this information, the Duncan Socio-Economic 
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Status Scale was used to rank the children according to low, 

middle, and high socioeconomic levels. 

Fourth, to ascertain which television programs were 

viewed by preadolescents and the number of hours per week 

preadolescents spent televiewing, a television program check-

list was given to each respondent. The checklist consisted 

of a listing of all television programs broadcast by KUTC-NBC, 

KCPX—ABC, and KSL-CBS during non-school hours for one week 

prior to the survey. The children were asked to check each 

program which they had watched the previous week. 

The questionnaire used for this study was pre-tested on 

March 12, 1973, one week in advance of the actual survey. Two 

fourth-grade classes from one school located in a middle socio-

economic area of the city constituted the pre-test group. Two 

methods of surveying were used in the pre-test. One fourth-

grade group, which consisted of 34 children, was asked to 

complete a closed-end type of questionnaire. Included in 

the questionnaire were twenty-six descriptive statements re-

garding television commercials, which the children were asked 

to rank on a facial-expression scale. The responses to these 

twenty-six descriptive statements were factor loaded, result-

ing in the ten descriptive statements used in the actual sur-

vey. The second fourth-grade group, consisting of 33 children, 

was interviewed orally as a group. Essentially the same ques-

tions were asked of both groups, although there was probing 

for additional responses among the second group. In an 
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informal atmosphere with children answering the questions oral-

ly, ideas expressed by one child generated additional responses 

from other children. These oral responses were tape recorded 

and later transcribed. The responses from both groups were 

used in the preparation of the final questionnaire. 

The survey was conducted on March 19, 1973. To minimize 

bias created by memory lapse in remembering television pro-

grams viewed the previous week, all ten grade groups were sur-

veyed during one day. Two graduate students assisted the 

writer in the survey. Other than initially explaining the 

nature of the questionnaire and explaining the importance of 

the children's cooperation, further instructions were neces-

sary only after the viewing of the commercials. At this 

point the children were asked to describe in as much detail 

as possible the first commercial they had viewed. 

Survey Findings 

Of the 282 children surveyed for this study, 16 children*s 

questionnaires were considered not usable. The survey findings, 

therefore, are reported on the basis of questionnaires com-

pleted by 266 children. Of the 266 children surveyed for this 

study, 144 children were fourth graders and 122 children were 

sixth graders. In determining the socioeconomic status of 

these children, class intervals from the Duncan Socio-Economic 

Status Scale were formed as follows: rankings of 01 to 29 

formed the low socioeconomic class, rankings of 30 to 69 formed 

the middle socioeconomic class, and rankings of 70 to 99 formed 
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the high socioeconomic class* On this basis, 94 children, or 

35 percent, were from the lov socioeconomic class; 132 chil-

dren, or 50 percent, were from the middle socioeconomic class; 

and 40 children, or 15 percent, were from the high socioeco-

nomic class. This is relatively comparable to Duncan's find-

ings in his study of occupational rankings based on data from 

the United States Bureau of Census in 1960. For example, 

Duncan reported that approximately 10 percent of the total 

population were categorized between the 70 to 99 occupational 

rankings. Vith a fairly even distribution of children between 

the fourth and sixth grades and a distribution of children 

among the three socioeconomic levels which is reasonably rep-

resentative of socioeconomic classes in a typical metropolitan 

area, the sample used in this study can be considered to be 

representative. 

Number of Television Sets in Home 

The one criterion for inclusion in the sample for this 

study was access to a television set. Five of the 16 question-

naires considered not usable were rejected on the basis that 

the children did not have a television set in their home. Of 

the 266 children whose questionnaires were considered usable, 

113 children, or 42 percent, had at least one television set 

in their home. Ninety—two children, or 35 percent, reported 

having two television sets in their home; 44 children, or 17 

percent, reported having three television sets in their home; 

and 17 children, or 6 percent, reported having four television 
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sets in the home. The mean number of television sets per home 

is 1.9. As can be seen from Table I, sixth-grade children re-

ported more television sets per home than did the fourth-grade 

children. The mean number of television sets per home is 1.7 

for fourth-grade children and 2.1 for sixth-grade children. 

Also, the number of television sets per home increases with 

each successive socioeconomic class. The mean number of tele-

vision sets per home is 1.7 for the low socioeconomic class, 

1.9 for the middle socioeconomic class, and 2.1 for the high 

socioeconomic class. 

TABLE I 

TELEVISION SETS PER HOME 

Number of 

Television Sets 

Grade Level Socioeconomic Status Number of 

Television Sets Fourth Sixth Low Middle ̂  High 

1 48# 36 io 54io 

00 
r°i 25# 

2 36 33 27 36 48 

3 12 22 10 24 17 

4 4_ 9 9 2 10 

100# 100$ 100$ 100$ 100# 

Amount of Television Exposure 

The number of hours per week children spend televiewing 

ranges from 5 to 69 hours, with a mean of 34.2 hours. As is 

shown in Table II, sixth-grade children spend more hours tele-

viewing than do fourth—grade children. The average number of 
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hours spent televieving per veek is 35*3 hours for sixth-grade 

children and 33.5 hours for fourth-grade children. The amount 

of television exposure is greatest for children from the 

middle socioeconomic class. The average number of hours spent 

televieving per week for children in the lov socioeconomic 

level is 34.5 hours. Children in the middle socioeconomic 

level spend an average of 35.2 hours per veek vatching tele-

vision, vhile children in the high socioeconomic level spend 

an average of 32.1 hours per veek televieving. 

TABLE II 

AMOUNT OF TELEVISION EXPOSURE 

Number of Grade Level Socioeconomic Status 

Hours Vatched Fourth Sixth Lov Middle High 

1-9 3# 2# . 6# 0# 5# 

10-19 12 8 3 16 8 

20-29 24 19 24 18 30 

30-39 27 39 37 29 30 

40-49 21 20 18 21 17 

50-59 12 10 10 13 10 

60-69 1 2 2 3 0 60-69 

100# 100# 100# 100# 100# 

Television Programs Yieved by Preadolescent Children 

In revieving the tabulations of television programs vieved 

by preadolescent children, several factors are obvious. First, 

children are selective regarding vhich programs they vatch. 
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This is illustrated by the consistency with which they view 

particular programs that are telecast Monday through Friday. 

This consistent daily viewing pattern is shown in Table III. 

TABLE III 

CONSISTENCY PATTERNS OF WEEKDAY TELEVIEWING 
(Expressed in Percentages of Total Sample) 

Program 
Days of Veek 

Program 
Monday Tuesday Wednesday Thursday Friday 

A 58 49 52 51 45 

B 69 68 64 65 66 

C 68 70 63 67 66 

D 65 64 63 62 59 

E 24 24 24 26 23 

F 61 59 58 61 58 
* 

G 61 56 51 54 48 

The average percentage of children watching Program A, tele-

cast between 6:45 a.m. and 8:00 a.m. is 51 percent. Program B, 

telecast between 3:30 p.m. and 4:00 p.m., has an average audi-

ence of 66 percent; Program C, telecast between 4:00 p.m. and 

4:30 p.m., has an average audience of 67 percent; and Pro-

gram D, telecast between 4:30 p.m. and 5:00 p.m., has an aver-

age audience of 63 percent. Program E, an hour-long program 

competing in the same time slots as Program C and Program D, 

also has a loyal following with an average audience of 24 
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percent. Program P, telecast between 5:00 p.m. and 5:30 p.m., 

has an average audience of 54 percent, and Program G, tele-

cast between 6:00 p.m. and 6:30 p.m., has an average audience 

of 61 percent. 

Second, in addition to consistently watching particular 

weekday programs, evening televiewing is quite high. Broken 

down into one-half hour segments, there are only 6 of the 35 

time segments between the hours of 6:30 p.m. and 10:00 p.m. 

from Monday through Friday when less than 50 percent of the 

sample are not watching television. Only one of these 6 time 

segments is viewed by less than one-third of the total sample. 

As can be seen in Table IV, the percentage of children tele-

viewing varies among time segments and among days of the week. 

Again the tabulations indicate that children are selective in 

the programs which they watch. 

TABLE IV 

NIGHT TELEVIEWING PATTERNS: MONDAY THROUGH FRIDAY 
(Expressed in Percentages of Total Sample) 

Time Segment Monday Tuesday Wednesday Thursday Friday 

6:30-7:00 54 70 71 71 50 

7:00-7:30 15 82 71 88 91 

7:30-8:00 43 52 41 88 53 

8:00-8:30 57 52 33 80 53 

8:30-9:00 57 52 33 80 53 

9:00-9:30 55 73 60 77 82 

9:30-10:00 55 73 60 77 44 
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Third, Saturday has a large audience ranging from 19 per-

cent to 97 percent, except for one time segment, 4:30 p.m. to 

5:00 p.m., which has an audience of only 5 percent of the sam-

ple. As shown in Figure 1, beginning vith an audience of 56 

percent of the sample at 6:00 a.m., the percentage of children 

vatching television increases, with two minor exceptions, to 

a high of 97 percent at 9:30 a.m. After the 9:30 a.m. programs, 

the percentage of children watching television starts declin-

ing. Although the early evening and night programs have an 

audience ranging from 43 percent to 56 percent, it is obvious 

that the prime viewing hours for children on Saturday are 

from 6:00 a.m. until 10:30 a.m. 

Fourth, Sunday televiewing behavior among preadolescent 

children is erratic, again indicating their selectiveness of 

the television programs which they watch. The percentage of 

children watching television by half-hour time segments is 

shown in Figure 2. 

Amount of Exposure of Preadolescent Children 
To Television Commercials 

The code of the National Association of Broadcasters 

stipulates that during non-prime time, not more than 16 com-

mercial minutes may be aired during a one-hour time segment. 

During prime time, not more than 9.5 commercial minutes may 

be aired during a one-hour time segment. A television sta-

tion is limited to three hours of network prime time per day, 

which is generally regarded as 6:30 p.m. until 9:30 p.m., 
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Sunday through Saturday* A commercial minute may be broken 

down into smaller segments, such as 30-second announcements, 

20—second spots, or 10-second spots. Theoretically a one—hour 

time segment during non-prime time could have from 16 to 160 

different commercials. A one-hour time segment during prime 

time could have from 9.5 to 95 different commercials. The 

typical pattern is for a station to use either 30—second or 

60-second announcements, although some stations do use a fev 

10-second or 20 second spots. 

The television logs of KUTV, KCPX, and KSL revealed three 

interesting facts* First, all three stations use less than 

the maximum number of commercial minutes per hour permissable 

under the NAB code* Second, the number of commercial minutes 

per hour and the number of commercials shovn varies from one 

time segment to another. Third, except for Saturday morning 

programming, which consists primarily of animated cartoons 

and advertising directed toward children, the commercial con-

tent of all programs is fairly representative of the product 

offering in the marketplace. Some products are relevant to 

both children and adults, and some products are relevant only 

to adults. 

Understanding of Television Commercials 

Freadolescent children were asked to check one of six 

responses to the question, "What is a television commercial?" 

This question was designed to measure the children's concept 

of reality* Based on the work of Yard, Reale, and Levinson, 
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the responses "it names specific products," "it is part of the 

television show," and "it interrupts the television show" were 

classified as low levels of awareness. Low level of awareness 

indicates "confused perceptions, based on coincidental reason-

76 

ing or affect." The responses "it advertises things" and 

"it informs people about products, shows, things to buy" vere 

classified as medium avareness, which indicates "judgment 

based on reality of object or person portrayed (i.e., similari-
77 

ty to objects, persons or events in the real world)." The 

response "it sponsors or pays for the television show" was 

classified as high awareness, indicating "judgment based on 

understanding nature of sponsorship, basic purposes of adver-

78 

tising." As is shown in Table V, 39 percent of the sample 

were classified as having low awareness of what is a televi-

sion commercial, 53 percent of the sample were classified as 

having medium awareness, and 8 percent of the sample were 

classified as having high awareness. 

Grouping the data according to grade level, 13 percent 

of the sixth-grade children indicated a high awareness of what 

is a television commercial. This is in contrast to only 4 per-

cent of the fourth-grade children who indicated a high aware-

ness. Indicating a medium awareness level were 45 percent of 

the sixth-grade children and 60 percent of the fourth-grade 
76 
Vard, Beale, and Levinson, "Children's Perceptions," 

p. 472. 
77Ibid. 78Ibid. 
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children. Indicating a low awareness level were 42 percent 

of the sixth-grade children and 36 percent of the fourth-grade 

children* 

Grouping the data according to socioeconomic levels, the 

survey findings reveal that 18 percent of the children in the 

high socioeconomic class indicated a high avareness of vhat 

is a television commercial. This is in contrast to 10 percent 

of the children in the middle socioeconomic class vho indi-

cated a high avareness level and 2 percent of the children in 

the lov socioeconomic class vho indicated a high avareness 

level. The medium avareness level contained the largest num-

ber of responses, vith 47 percent from the high socioeconomic 

class, 56 percent from the middle socioeconomic class, and 

50 percent from the lov socioeconomic class. Indicating a lov 

avareness level vere 35 percent from the high socioeconomic 

class, 34 percent from the middle socioeconomic class, and 

48 percent from the lov socioeconomic class. 

Understanding the Purpose of Television Commercials 

Freadolescent children vere asked to check one of five 

responses to the question, "Why are commercials shovn on tele-

vision?" This question vas designed to measure children's 

understanding of the purpose of television commercials. The 

responses "to help and inform you" and "to entertain you" 

vere classified as lov levels of understanding* The responses 

"to make people buy things" and "to sell products" vere classi-

fied as medium levels of understanding. The response "to get 
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people to buy things so that the advertiser can pay for the 

show" was classified as a high level of understanding. A low 

level of understanding indicated that the children were con-

fused, unaware of the selling motive or of the profit-seeking 

motive of television commercials. A medium level of under-

standing indicated that the children had some recognition of 

the selling motive and some awareness of the profit-seeking 

motive of television advertising. A high level of understand-

ing indicated that the children had a clear recognition of the 

79 

selling and profit-seeking motives of television advertising. 

As shown in Table VI, 25 percent of the sample had a low level 

of understanding of the purpose of television advertising, 58 

percent of the sample had a medium level of understanding, and 

17 percent of the sample had a high level of understanding. 

Survey data grouped according to grade level reveal that 

13 percent of the sixth-grade children indicated a high under-

standing of the purpose of television commercials, while 20 

percent of the fourth-grade children indicated a high under-

standing. Indicating a medium understanding were 62 percent 

of the sixth-grade children and 55 percent of the fourth-

grade children. Indicating a low understanding were 25 per-

cent of the sixth-grade children and 25 percent of the 

fourth-grade children. 

Survey data grouped according to socioeconomic status 

reveal that 20 percent of the children from the high 

79Ibid.. p. 473. 
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socioeconomic class indicated a high understanding of the pur-

pose of television commercials. This is in contrast to 15 per-

cent of the children from the middle socioeconomic class who 

indicated a high understanding and 17 percent of the children 

from the low socioeconomic class who indicated a high under-

standing* Indicating a medium level of understanding of the 

purpose of television commercials were 65 percent from the 

high socioeconomic class, 57 percent from the middle socioeco-

nomic class, and 58 percent from the low socioeconomic class* 

Indicating a low level of understanding of the purpose of 

television commercials were 15 percent from the high socioeco-

nomic class, 28 percent from the middle socioeconomic class, 

and 25 percent from the low socioeconomic class. 

Differentiation Between Television Programs 
And Television Commercials 

* 

Preadolescent children were asked to check one of five 

responses to the question, "What is the difference between a 

television program and a television commercial?" This ques-

tion was designed to determine the children's ability to 

discriminate between television programs and television com-

mercials. The responses "a commercial is short, a program 

is long" and "a commercial is before or after a television 

show" were classified as low levels of differentiation. The 

responses "a television program has a story, theme, moral" 

and "a television program is supposed to entertain you" were 

classified as medium levels of differentiation. The response 
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"television commercials sellj make money" vas classified as a 

high level of differentiation. A lov level of differentiation 

indicated that the children vere not able to clearly distin-

guish a television commercial from a television program* Yard, 

Eeale, and Levinson grouped the latter three responses into 

one level which they explained vas differentiation based on 

reality. This writer disagrees, however, on the basis that 

many television commercials, like television programs, have a 

story, theme, or moral, and are supposed to entertain you* 

Therefore, these two responses were classified as medium levels 

of differentiation, while knowledge that television commercials 

sell and make money was classified as a high level of differ-

entiation. Prom this writer's perspective, this was a clear 

and distinct differentiation between television programs and 

television commercials. 
* 

As is shown in Table VII, 47 percent of the total sample 

had a low ability to distinguish between a television program 

and a television commercial, 41 percent of the sample had a 
> 

medium ability of differentiation, and 12 percent of the sant-

ple had a high ability of differentiation. 

Viewing the responses from a grade level grouping, it is 

interesting to note that 12 percent of the sixth-grade chil-

dren and 12 percent of the fourth-grade children indicated a 

high level of differentiation. Indicating a medium ability 

to differentiate between television programs and television 

commercials were 48 percent of the sixth-grade children and 
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36 percent of the fourth-grade children. Indicating a low 

differentiation ability were 40 percent of the sixth-grade 

children and 52 percent of the fourth—grade children. 

From the perspective of socioeconomic status, 15 percent 

of the children from the high socioeconomic class, 15 percent 

from the middle socioeconomic class, and 7 percent from the 

low socioeconomic class indicated a high level of differentia-

tion between television programs and television commercials. 

Exhibiting a medium ability to differentiate were 53 percent 

of the children from the high socioeconomic class, 44 percent 

from the middle socioeconomic class, and 32 percent from the 

low socioeconomic class. Exhibiting a low discrimination 

ability were 32 percent of the children from the high socio-

economic class, 41 percent from the middle socioeconomic class, 

and 61 percent from the low socioeconomic class. 

Classes of Products/Advertisements Recalled 

Freadolescent children were asked first to name their 

favorite television commercial and then to check the reasons 

why they liked the commercial. In addition, they were asked 

to name their least favorite commercial and to check the rea-

sons why they disliked the commercial. The reasons for liking 

or disliking commercials were developed from the pre-test of 

the questionnaire. Data in Table VIII reveal that 62 children, 

or 23 percent of the total sample, named food or gum as their 

favorite commercial. Ranking second as. their favorite commer-

cials were drugs or patent medicines, with personal products 
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commercials ranking a close third. Food or gum advertising 

also ranked first as the most disliked commercial, followed 

closely by personal products, drugs or patent medicines, and 

cleansers. 

TABLE VIII 

CLASSES OF PRODUCTS/ADVERTISEMENTS RECALLED 

Classes of 
Products or 

Favorite 
Commercial 

Least Favorite 
Commercial 

Advertisements Frequency Percentage Frequency Percentage 

Food, Gum "/ 62 23 41 16,/ 

Toys, Games 5 2 2 1 

Soft Drinks 4 1 2 1 

Program 
Announce-
ments 15 6 10 4 

Cleansers 18 7 25 9 

Personal 
Products / 36 14 32 

* 

12 ̂  

Drugs, Patent 
Medicines / 41 15 27 10^ 

Automobiles, 
Gasoline 12 5 14 5 

Public Service, 
Local Adver-
tising 5 2 9 3 

Tobacco 6 2 11 4 

Other 15 6 11 4 

Can't Remember 47 17 82 31 

Total 266 100 266 100 
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Data in Table IX reveal that the overwhelming reason for 

liking a particular commercial is that "it is funny." 

TABLE IX 

REASONS FOR LIKING COMMERCIALS 

Response Frequency Percentage 

It is funny. 139 43 

It tells you something about 
a product or show. 44 14 

It shows real people, objects, 
actions. 60 19 

I have tried the product advertised. 27 8 

I like the product advertised. 49 15 

Don't know. 4 1 

Total Mentions 323 100 

Data in Table X reveal that the overwhelming reason for 

disliking a particular commercial is that "the message is dumb 

or stupid." Both the reason for liking a particular commer-

cial and the reason for disliking a commercial concern the 

entertainment value of commercials. 

Complexity of Recall 

From a series of three 30-second television commercials, 

the children in the sample were asked to describe as much as 

they could remember about the first commercial shown. The 

responses were categorized in one of the four following levels: 
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TABLE X 

REASONS FOR DISLIKING COMMERCIALS 

Response Frequency Percentage 

The message is dumb or stupid. 113 40 

I don't like the people in the 
commercial. 45 16 

It shows unreal people, objects, 
actions. 24 9 

It is shown too often on television. 51 18 

Product isn't like the commercial 
says it is. 41 15 

Don't know. 7 2 

Total Mentions 281 100 

I—unidimensional recall, where the respondent remembered a 

single picture or image; II—multidimensional recall, vhere 

the respondent remembered several images, but there was no 

unified recall, and the sequence of the ad vas not remembered; 

III--multidimensional recall, vhere the respondent remembered 

several images in a coherent and unified sequence; IV—recall 

centered on the commercial message, not on the descriptive 

elements of the commercials.®® 

Data in Table XI clearly shows that over one-half of the 

respondents had a low complexity of recall, while almost one-

fifth of the respondents were categorized in Level II. It is 

80 
Ibid., p. 483. 
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interesting to note that a slightly higher percentage of chil-

dren were categorized in Level IV than were categorized in 

Level III. 

TABLE XI 

COMPLEXITY OF RECALL 

Level of 

Recall 

Total 

Sample 

Grade Level Socioeconomic Status Level of 

Recall 

Total 

Sample Fourth Sixth Low Middle High 

I 57# 59# 54# 60# 55# 52# 

II 19 19 19 21 16 25 

III 11 10 13 10 13 10 

IV 13 12 14 9 16 13 

100# 100# 100# 100# 100# 100# 

Overall, a slightly higher percentage of the sixth-grade 

children demonstrated a higher complexity of recall level than 

did the fourth-grade children. From a different perspective 

it is interesting to note complexity of recall according to 

socioeconomic status, A slightly higher percentage of the 

children from the middle socioeconomic class demonstrated a 

higher complexity of recall level than did children from the 

high socioeconomic class. Level III contains 13 percent of 

the children from the middle socioeconomic class in contrast 

to 10 percent of the children from the high socioeconomic 

class. Also, Level IV contains 16 percent of the children 
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from the middle socioeconomic class in contrast to 13 percent 

of the children from the high socioeconomic class. 

Perceived Credibility and Validity of Commercials 

Children vere asked, "Do commercials generally tell the 

truth?" Data in Table XII reveal a fairly even percentage 

distribution between the fourth-grade children and the sixth-

grade children who did not believe that television commer-

cials tell the truth. However, more sixth graders believe 

that television commercials tell the truth than do fourth 

graders. 

TABLE XII 

DO TELEVISION COMMERCIALS TELL THE TRUTH? 

Responses Total 

Sample 

Grade Level Socioeconomic Status Responses Total 

Sample Fourth Sixth Low Middle High 

Yes 36# 33# 40# ' 29# 42# 30# 

No 45 45 44 51 36 58 

D o n H know 19 22 16 20 22 12 

100# 100?$ 100# 100# 100# 100# 

There is an erratic pattern of responses according to socio-

economic status. The highest percentage of responses believing 

that television commercials tell the truth was from the children 

in the middle socioeconomic class, with an almost equal distri-

bution of responses from children in the low and high socioeco-

nomic classes. The highest percentage of responses believing 



86 

that television commercials do not tell the truth came from 

children in the high socioeconomic class, with 58 percent re-

sponding "ho." However, 51 percent of the children from the 

low socioeconomic class also answered "no." 

Respondents were asked to check the reasons why they felt 

that television commercials did or did not generally tell the 

truth* It is clear from the data presented in Table XIII and 

in Table XIV that children use tests of reality as a means 

of determining the believability of television advertising. 

TABLE XIII 

REASONS WHY PREADOLESCENT CHILDREN BELIEVE 
COMMERCIALS GENERALLY TELL THE TRUTH 

Reasons Frequency Percentage 

Most of the products and objects 
shown exist. 27 15 

I see the products advertised in 
the store. 33 18 

I have tried some of the products 
advertised. 53 29 

The commercial seems realistic. 25 14 

Commercials must tell the truth or 
they will get in trouble. 20 11 

My parents say that commercials 
generally tell the truth. 17 9 

My friends say that commercials 
generally tell the truth. 3 2 

Don't know. 3 2 

Total Mentions 181 100 
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The predominant reason for believing that television commer-

cials generally tell the truth was, "I have tried some of the 

products advertised." 

The most frequently mentioned reason for believing that 

television commercials generally do not tell the truth vas, 

"Products are not like the commercials say they are." Paren-

tal influence and peer influence were the least frequently 

mentioned reasons for either believing or not believing that 

television commercials generally tell the truth. 

TABLE XIV 

REASONS ¥111 PREADOLESCENT CHILDREN BELIEVE COMMERCIALS 
GENERALLY DO NOT TELL THE TRUTH 

Reasons Frequency Percentage 

Commercials show unreal people, objects, 
actions. 18 8 

Commercials don't show everything. 39 17 

Commercials are general exaggerations. 38 16 

My parents say that commercials are 
not true. 12 5 

My friends say that commercials are 
not true. 13 6 

I don't see things advertised in the 
store. 22 9 

Products are not like the commercials 
say they are. 60 25 

You must buy the product advertised to 
be sure. 33 14 

Don't know. 1 

Total Mentions 236 100 
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Children* s Attitudes Toward Television Commercials 

Ten descriptive statements regarding television commer-

cials were included on the questionnaire. The children were 

asked to describe their feeling or attitude toward each state-

ment on a facial-expression scale, ranging from strongly agree 

to strongly disagree# Five of these statements were favorable 

descriptions of television commercials, and five statements 

were unfavorable descriptions of television commercials. The 

favorable statements were scored from "511 for "strongly agree" 

to "1" for "strongly disagree." The unfavorable statements 

were scored from "1" for "strongly agree" to "5" for "strongly 

disagree." A high score represented a positive or favorable 

attitude toward television commercials. A low score repre-

sented a negative or unfavorable attitude. 

The responses of the children for each statement are 
% 

shown in Table XV. Of the favorable statements, the one re-

ceiving the highest agreement was, "Television commercials 

are generally informative because they tell you about a pro-

duct or a show." Also receiving high agreement among the 

children were two unfavorable statements: "Television com-

mercials are irritating because they interrupt the program 

I am watching" and "Most television commercials are exaggera-

tions because advertisers just want you to buy their product 

and not others." 

The responses of the children for all ten statements were 

totalled. Vith 266 respondents, the minimum possible score, 
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CHILDREN'S ATTITUDES TOWARD TELEVISION COMMERCIALS 
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Attitude Statements 
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Favorable 

Commercials are interesting to 
vatch because they are funny. 12$ 20 fo 38# 20# 10% 

Commercials are realistic be-
cause advertisers want to help 
people. 11 21 36 17 15 

Commercials must be truthful or 
advertisers vill get in trouble. 11 18 29 25 17 

Commercials are generally in-
formative because they tell you 
about a product or a shov. 20 34 31 9 6 

Commercials are educational be-
cause you can learn about pro-
ducts that are being sold. 13 21 34 19 13 

Unfavorable 

Commercials are false because 
products are not like commer-
cials say they are. 21 23 32 13 11 

Commercials are boring because 
they talk about things I'm not 
interested in. 27 24 26 14 9 

Commercials are dumb or stupid 
either because of the actors 
or the product message. 22 20 32 14 12 

Commercials are exaggerations 
because advertisers just want 
you to buy their product. 38 18 26 9 9 

Commercials are irritating be-
cause they interrupt the pro-
gram I am watching. 38 21 20 10 11 
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which would represent an extremely negative attitude, was 

2,660. The maximum possible score, which would represent an 

extremely positive attitude, was 13,300. A score of 7,980 

would represent neutrality. The total score for this study 

was 7,473, representing a slightly negative attitude. This 

is equivalent to approximately 2.8 on a 5-point scale, with 

"1" representing an extremely negative attitude and H5M rep-

resenting an extremely positive attitude. 

Individual attitude scores were calculated for each child 

included in the sample. Each child's score could range be-

tween 10 (representing an extremely negative attitude) and 50 

(representing an extremely positive attitude). A score of 30 

would represent neutrality. 

Data presented in Table XVI reveal two modal attitude 

scores: 26 and 29. Both of these modal values represent 
* 

slightly negative attitude scores. The median value was the 

attitude score of 28, also representing a slightly negative 

attitude. 

Categorized in the range of 10 to 19, which indicates a 

strongly negative attitude, were 29 children, or 10.9 percent 

of the total sample. Categorized in the range of 20 to 29, 

which indicates a negative attitude, were 122 children, or 

45.9 percent of the total sample. Indicating a neutral atti-

tude were 17 children, or 6.4 percent of the total sample. 

Categorized in the range of 31 to 40, which indicates a posi-

tive attitude, were 92 children, or 34.5 percent of the total 



TABLE XVI 

INDIVIDUAL ATTITUDE SCORES 
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Attitude 
Scores 

Frequency Percentage 
Cumulative 
Percentage 

11 1 .4 .4 
12 2 .7 1.1 
13 1 .4 1.5 
14 2 .7 2.2 
15 1 .4 2.6 
16 3 1.1 3.7 
17 5 1.9 5.6 
18 1 .4 6.0 
19 13 4.9 10.9 
20 8 3.0 13.9 
21 10 3.8 17.7 
22 9 3.4 21.1 
23 13 4.9 26.0 
24 10 3.8 29.8 
25 9 3.4 33.2 
26 20 7.5 40.7 
27 12 4.5 45.2 
28 11 4.1 49.3 
29 20 7.5 56.8 
30 17 6.4 63.2 
31 16 6.0 69.2. 
32 14 5.2 74.4 
33 17 6.4 80.8 
34 15 5.6 86.4 
35 4 1.5 87.9 
36 6 2.3 90.2 
37 2 .7 90.9 
38 7 2.6 93.5 
39 5 1.9 95.4 
40 6 2.3 97.7 
41 3 1.1 98.8 
42 1 .4 99.2 
43 1 .4 99.6 
44 0 .0 99.6 
45 1 .4 100.0 

sample* Categorized in the range of 41 to 50, which indicates 

a strongly positive attitude were 6 children, or 2.3 percent 

of the total sample. 
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The concentration of responses was between the attitude 

scores of 19 and 34. This interval represents the attitude 

scores of 204 children, or 77 percent of the total sample. 

It should be noted that 6.4 percent of this 77 percent rep-

resents neutrality, while 23.2 percent of the responses fall 

in the positive attitude range and 47.4 percent of the re-

sponses fall in the negative attitude range. 

Attitudes Belated to Grade Level, Socioeconomic Status, 
Amount of Exposure, and Cognitive Development 

The preceding discussion was concerned with an overview 

of the survey findings. First, the sample was categorized by 

grade level and by socioeconomic status. Second, the number 

of television sets per home, the number of hours preadolescent 

children spend televiewing, and various aspects of cognitive 

development were reported by grade level and by socioeconomic 

status. Third, the programs viewed by children in the sample 

and the children's viewing patterns during a typical week were 

examined. Fourth, the attitudes of preadolescent children 

toward television commercials were scrutinized. 

This section will focus on the relationship between pre-

adolescent children's attitudes toward television commercials 

and grade level, the number of hours per week spent teleview-

ing, socioeconomic status, and cognitive development. Since 

there is no single measure of cognitive development, attitudes 

will be related to the following aspects: concept of reality, 

perception of the purpose of television commercials, ability 
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to discriminate between television programs and television 

commercials, perceived validity of television commercials, and 

complexity of recall. Correlation coefficients will then be 

presented to show the relationship between attitudes and child 

characteristics, i.e., grade level, socioeconomic status, 

amount of television exposure, and cognitive development. 

Attitudes Related to Grade Level 

The data in Table XVII reveal that sixth-grade children 

have more negative attitudes and fewer positive attitudes 

toward television commercials than do fourth-grade children. 

However, neither group of children indicate extremely posi-

tive or extremely negative attitudes toward television commer-

cials. The responses are clearly concentrated in the "somewhat 

negative" and "somewhat positive" attitude ranges. 

* 

TABLE XVII 

ATTITUDES RELATED TO GRADE LEVEL 

Attitude Ranges 
Grade Level 

Attitude Ranges 
Fourth Sixth 

10-19 12$ 10f* 

20-29 38 56 

30 9 3 

31-40 35 28 

41-50 6 3 

1005$ 100?S 
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Attitudes Related to Socioeconomic Status 

The relationship of attitudes to socioeconomic status is 

shown in Table XVIII. Vith increasing levels of socioeconomic 

status, there is a corresponding increase in the percentage 

of children indicating negative attitudes toward television 

commercials. Also, with increasing levels of socioeconomic 

status, there is a corresponding decrease in the percentage 

of children indicating positive attitudes toward television 

commercials. This would seem to indicate that attitudes are 

inversely associated with levels of socioeconomic status. 

The concentration of responses, however, are in the "somewhat 

negative" range and "somewhat positive" range, with smaller 

percentages of responses in the extreme attitude ranges. 

TABLE XVIII 

ATTITUDES RELATED TO SOCIOECONOMIC STATUS * 

Attitude Ranges Socioeconomic Status Attitude Ranges 
Low Middle High 

10-19 10% 11% 12% 

20-29 39 46 59 

30 9 7 0 

31-40 34 32 27 

41-50 8 4 2 

10055 100% 100% 
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Attitudes Related to Amount of Television Exposure 

Data in Tsble XIX reveal a somewhat erratic relationship 

between attitudes and amount of television exposure* There 

is a positive relationship between favorable attitudes and 

the number of hours spent televiewing. The more hours a 

child spends televiewing, the higher the percentage of chil-

dren expressing a favorable attitude. The 62 percent re-

ported in the column of 1-9 hours spent televiewing represents 

only five children and is not considered significant. Like-

wise, the 40 percent reported in the column of 60-69 hours 

spent televiewing represents only two children and is not 

considered significant. In contrast to the positive rela-

tionship between favorable attitudes and the number of hours 

spent televiewing, there is not a consistent relationship 

between negative attitudes and the number of hours spent 

televiewing. From 1 to 29 hours of televiewing, there is 

an increasing percentage of negative attitude responses. 

From 30 to 69 hours of televiewing, the percentage of nega-

tive attitude responses declines. The 60 percent reported 

in the column of 60 to 69 hours of televiewing represents 

only three children and is not considered significant. 

The concentration of responses are in the "somewhat negative" 

and "somewhat positive" ranges, with smaller percentages of 

responses in the extreme attitude ranges. 
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TABLE XIX 

ATTITUDES RELATED TO AMOUNT OF TELEVISION EXPOSURE 

Attitude Hours Vatched 

Ranges 1-9 10-19 20-29 30-39 40-49 50-59 60-69 

10-19 0 % 14% 12?$ 8% 15% 10% 0% 

20-29 38 43 56 50 33 39 60 

30 0 18 5 7 4 3 0 

31-40 62 21 22 28 44 45 40 

41-50 0__ £_ 5 7 4 3 0 

100% 100% 100% 100% 100% 100% 100% 

Attitudes Related to Concept of Reality 

There appears to be an erratic relationship between atti-

tudes and children's concept of reality, as is shown in Table 
* 

XX. Indicating negative attitudes toward television commer-

cials were 64 percent of the children from the low awareness 

category, 47 percent of the children from the medium aware-

nexx category, and 83 percent of the children from the high 

awareness category. Indicating positive attitudes toward 

television commercials were 31 percent of the children from 

the low awareness category, 44 percent of the children from 

the medium awareness category, and 17 percent of the children 

from the high awareness category. These findings would seem 

to indicate that there is no relationship between attitudes 

and a child's awareness of reality. 
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ATTITUDES RELATED TO CONCEPT OF EEALITI 
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Attitude Ranges 
Concept of Reality 

Attitude Ranges 
Low Medium High 

10-19 14$ 9$ 10$ 

20-29 50 38 73 

30 5 9 0 

31-40 25 40 17 

41-50 6 4 0 

100$ 100$ 100$ 

Attitudes Related to Understanding the Purpose of Commercials 

There also appears to be an erratic relationship between 

attitudes and children's understanding of the purpose of com-
* 

mercials, as is shown in Table XXI. Indicating negative atti-

tudes toward television commercials were 55 percent of the 

children with a low understanding of the purpose of commer-

cials, 62 percent of the children with a medium understanding, 

and 54 percent of the children with a high understanding. In-

dicating positive attitudes were 52 percent of the children 

with a low understanding of the purpose of commercials, 30 per-

cent of the children with a medium understanding, and 38 per-

cent of the children with a high understanding. These findings 

would seem to indicate that there is no relationship between 

attitudes and children's understanding of the purpose of 

commercials. 
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ATTITUDES RELATED TO UNDERSTANDING 
OP PURPOSE OP COMMERCIALS 
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Attitude Ranges 
Understanding of Purpose 

Attitude Ranges 
Low Medium High 

10-19 5# 12$ 16# 

20-29 40 50 39 

30 3 8 7 

31-40 46 26 34 

41-50 6 4 4 

1005$ 100# 100# 

Attitudes Related to Differentiation Ability 

There is no consistent relationship between attitudes and 

children's ability to differentiate betveen a television pro-

gram and a television commercial. As exhibited in Table XXII, 

46 percent of the children with a low level of differentiation 

ability indicated a negative attitude toward television commer-

cials, as did 67 percent of the children with a medium level 

of differentiation and 59 percent of the children with a high 

level of differentiation. Indicating positive attitudes were 

45 percent of the children with a low differentiation ability, 

29 percent of the children with a medium level of differentia-

tion, and 35 percent of the children with a high level of 

differentiation. 
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ATTITUDKS RELATED TO DIFFERENTIATION ABILITY 
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Attitude Ranges 
Level of Differentiation 

Attitude Ranges 
Lov Medium High 

10-19 2$ 16$ 25# 

20-29 44 51 34 

30 9 4 6 

31-40 38 27 28 

41-50 7 2 7 

100# 100# 100# 

Attitudes Related to Perceived Validity of Commercials 

Data in Table XXIII reveal that 50 percent of the chil-

dren vho believe that television commercials generally tell 

the truth indicate a negative attitude tovard television 

commercials. In comparison, 43 percent of the children vho 

believe that television commercials generally tell the truth 

indicate a positive attitude toward television commercials. 

This is not a strong mandate for either attitude. Of those 

children vho believe that television commercials generally 

do not tell the truth, 66 percent indicate a negative atti-

tude tovard television commercials and 27 percent indicate 

a positive attitude tovard television commercials. 
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TABLE XXIII 

ATTITUDES BELATED TO PERCEIVED 
VALIDITY OF COMMERCIALS 

Attitude Ranges 
Perceived Validity 

Attitude Ranges 
les No Don't Know 

10-19 5# 17# 8# 

20-29 45 49 42 

30 7 7 4 

31-40 36 26 38 

41-50 7 1 8 

100# 100# 100# 

Attitudes Related to Complexity of Recall 

As was observed in relating attitudes to other aspects of 

cognitive development, there is no consistent relationship be-

tween attitudes and complexity of recall levels. Denoting 

negative attitudes were 52 percent of the children with a 

Level I complexity of recall, 62 percent of the children with 

a Level II complexity of recall, 57 percent of the children 

with a Level III complexity of recall, and 65 percent of the 

children with a Level IV complexity of recall. Denoting posi-

tive attitudes were 39 percent of the children with a Level I 

complexity of recall, 34 percent of the children with a 

Level II complexity of recall, 37 percent of the children 

with a Level III complexity of recall, and 35 percent of the 

children with a Level IV complexity of recall. 
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TABLE XXIV 

ATTITUDES RELATED TO COMPLEXITY OF RECALL 

Attitude Ranges 
Complexity of Recall 

Level I Level II Level III Level IV 

10-19 

20-29 

30 

31-40 

41-50 

11# 

41 

9 

34 

5_ 

100# 

56 

4 

28 

6 

100# 

50 

6 

33 

4_ 

100# 

21# 

44 

0 

29 

6 

100# 

Correlation Coefficients 

The primary objective of correlation analysis is to 

determine the joint relationship betveen two or more varia-

bles* In this study, correlation coefficients were calcu-

lated using attitude scores as the dependent variable and 

child characteristics, i.e., grade level, socioeconomic sta-

tus, amount of television exposure, and cognitive development 

aspects, as the independent variables. 

The correlation coefficient for attitudes and grade level 

was -.12. The correlation coefficient for attitudes and socio-

economic status was -.17. The correlation coefficient for 

attitudes and amount of television exposure was .08. 

Since there is no single measure of cognitive develop-

ment, separate correlation coefficients were calculated for 
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each of the conceptual categories investigated in this study. 

The correlation coefficient for attitudes and children's per-

caption of reality was -.06. The correlation coefficient for 

attitudes and children's understanding of the purpose of tele-

vision commercials vas -.09. The correlation coefficient for 

attitudes and children's ability to discriminate between tele-

vision programs and television commercials was -.09. The 

correlation coefficient for attitudes and children's perceived 

validity of television commercials was -.03. The correlation 

coefficient for attitudes and children's complexity of recall 

level was -.01. 



CHAPTER IV 

ANALYSIS, CONCLUSIONS, AND RECOMMENDATIONS 

The preceding chapter presented the research findings of 

this study. This chapter vill consist of data analysis from 

vhich conclusions and recommendations vill be drawn. 

Analysis of Research Findings 

Relationship of Preadolescent Children*s Attitudes Tovard 
Television Commercials and Cognitive Development 

The responses of children in the lov and high ranges of 

each conceptual category investigated tend to support the 

hypothesis that attitude is a reflection of stage of cognitive 

development. However, the responses of the children in the 
* 

middle ranges distorted the relationship in each instance. 

Furthermore, while there was a consistency of the direction 

of attitudes among children in the low and high ranges, there 

was no consistency of the direction of attitudes among chil-

dren in the middle ranges. For example, children with a 

medium level of understanding of the purpose of television 

commercials expressed a higher percentage of negative atti-

tudes and a lover percentage of positive attitudes tovard 

television commercials than did children with a high level 

of understanding of the purpose of television commercials. 

Also, children with a medium ability to differentiate between 

103 
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television programs and television commercials expressed a 

higher percentage of negative attitudes and a lover percent-

age of positive attitudes toward television commercials than 

did children with a high ability of differentiation. On the 

other hand, children with a medium concept of reality ex-

pressed less negative attitudes and more positive attitudes 

toward commercials than did children with a high concept of 

reality. Also distorting the pattern were the large percent-

age of children who were undecided about the validity of tele-

vision commercials and the children in levels II and III of 

recall complexity who vacillated in their attitudes toward 

television commercials. Because of the responses of children 

in the middle ranges of the conceptual categories investi-

gated, no statistically significant correlation was found be-

tween attitude and cognitive development. 

The inconsistent pattern of responses from children in 

the middle ranges of cognitive development may be due to the 

use of only three categories. Vith a range of only three 

levels, the middle range is naturally a composite of children 

who could perhaps be more closely identified with either the 

low or the high range, as well as children who are truly in 

the middle range. In other words, the middle range itself 

has three divisions: low, middle, and high. Vith a refine-

ment of cognitive development measures using perhaps five 

levels of categorization, a more consistent pattern of re— 

spouses vould probably be observed# 
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Relationship of Preadolescent Children's Attitudes Toward 
Television Commercials and Socioeconomic Status 

The inverse relationship between attitude and socioeco-

nomic status which emerged from this study tends to support 

the hypothesis that preadolescent children's attitudes toward 

television commercials are a reflection of the child's socio-

economic status. The correlation coefficient of -.17 between 

attitude and socioeconomic status is not considered adequate 

to prove a statistically significant relationship. However, 

marketing research specialists consider a correlation coeffi-

cient of -.17, which is significant at the 90 percent confi-

dence level, as acceptable for practical marketing applications. 

Therefore, the consistent trend of attitude change correspond-

ing to successive socioeconomic classes has important implica-

tions for advertising strategy. For example, information 

concerning attitudes toward the advertisement and its 'component 

parts, as well as toward the medium used to transmit the mes-

sage, is vital to the advertiser. Vith socioeconomic status 

as a useful factor in measuring attitudes, the decision-making 

process of advertising strategists is facilitated. 

The direction of attitude change associated with increas-

ing levels of socioeconomic status is negative. However, the 

intensity of attitudes held by the children in the survey for 

this study is "somewhat negative" rather than "extremely nega-

tive." This intensity of attitude pattern is also character-

istic of the positive responses. It should be recognized that 

preadolescent children are still in the process of forming 
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attitudes. Consequently, a "somewhat negative" attitude should 

be viewed from the perspective that it could develop into an 

"extremely negative" attitude in the adolescent years. 

Relationship of Preadolescent Children's Attitudes Toward 
Television Commercials and Amount of Television Exposure 

In each category of hours spent televiewing, the percent-

age of negative attitudes was higher than that of positive 

attitudes. However, as was expected, as the hours a child 

spent televiewing increased, the percentage of children ex-

pressing a favorable attitude toward television commercials 

also increased. It can be theorized that the user variables 

of children with high television exposure would cause these 

children to be more favorably inclined toward television com-

mercials. For example, in previous studies it has been proved 

that some children view television excessively as an escape 
* 

mechanism from reality. These children are not viewing tele-

vision programs or commercials critically, but are viewing 

them as a more palatable expenditure of time than coping with 

reality. 

It had also been expected that the fewer hours a child 

spends televiewing, the higher the percentage of children ex-

pressing a negative attitude toward television commercials. 

However, such was not the case. For example, the percentage 

of children expressing negative attitudes increased with the 

number of hours watched up to the 20-29 hours-per-week range 

and then started declining. The data thus reveal a perplexing 

phenomenon which warrants further study. 
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The relationship between preadolescent children*s atti-

tudes toward television commercials and the amount of televi-

sion exposure could perhaps be better explained if the quantity 

and quality of children's commercial vieving behavior had been 

studied* This variable was not investigated in this study. 

Additional Insights Regarding Preadolescent Children 
And Television Commercials 

In addition to providing valuable information regarding 

the hypotheses under investigation, the data gathered and ana-

lyzed for this study yielded further insights regarding pre-

adolescent children and television commercials. 

First, sixth-grade children expressed more negative atti-

tudes and less positive attitudes toward television commercials 

than did fourth-grade children. This increasingly negative 

attitude toward television commercials among older children 

may be explained by their experiences with the products adver-

tised, by their extended sets of experiences, by interpersonal 

relationships, or by their more sophisticated and critical 

appraisal of television commercials. 

Second, all 30-minute time segments telecast during a 

typical week between the hours of 6:00 a.m. and 10:00 p.m. 

have a significant audience comprised of preadolescent chil-

dren. Since most studies in the literature are concerned with 

Saturday morning viewing by children, it is significant to 

note that the data from this study reveal a large viewing 

audience of preadolescent children during all weekday 
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non-school hours. From previous studies concerned with chil-

dren's televiewing behavior, it must be inferred that children 

are watching television for long periods of time for entertain-

ment reasons, as an escape mechanism from reality, or because 

of a lack of parental restrictions. 

Third, the four classes of products recalled most fre-

quently as either liked or disliked commercials were food or 

gum, drugs or patent medicines, personal products, and cleans-

ers. Only food' or gum can be considered to be child-relevant 

products. Preadolescent children are exposed not only to 

child-relevant product advertising, but also to advertising 

of products consumed or used by other members of the family-

adolescents and adults. More importantly, these preadolescent 

children are paying attention to these commercials, they ex-

hibit a relatively high ability to recall these commercials, 

and they are forming attitudes toward the products being 

advertised and toward the commercials. 

Fourth, the reasons for liking and disliking television 

commercials must be noted. Although the predominant reasons 

for either liking or disliking a particular commercial con-

cern the entertainment value of commercials, preadolescent 

children are also concerned about other aspects of television 

commercials. For example, preadolescent children like commer-

cials that are in time with reality and that are informative. 

Children dislike commercials which are not in tune with reali-

ty and which are shown too frequently on television. The 
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reasons preadolescent children cite for either liking or dis-

liking television commercials are essentially the same reasons 

mentioned by adolescent children and by adults in other re-

search studies* 

Fifth, the fact that 51 children, or 19 percent of the 

total sample, did not know whether or not television commer-

cials tell the truth should be of concern to commercial adver-

tisers* This indicates some doubt in the minds of these 

children regarding the truthfulness of television commercials* 

Stated differently, with 19 percent of the children surveyed 

undecided about the credibility of television advertising and 

45 percent of the children believing that commercials general-

ly do not tell the truth, only one-third of the sample believe 

that television commercials are truthful. There is always the 

possibility that some of these children have not formed an 
* 

attitude regarding the validity of commercials. Regardless of 

whether these children either have not formed attitudes re-

garding the validity of television commercials or have a rea-

sonable doubt concerning the validity of commercials, these 

children represent a significant percentage of the sample. 

Sixth, from the data gathered and analyzed for this study, 

it is obvious that preadolescent children cite tests of reality 

as their criteria for determining the believability of televi-

sion advertising. These reality criteria may be based on 

evaluation of the product message or on experience with the 

product* Parental influence and peer influence were the 
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least frequently mentioned reasons for either believing or not 

believing that television commercials generally tell the truth. 

It must be recognized by those who are interested in children's 

attitudes toward television commercials that preadolescent 

children may hesitate to acknowledge that parents or peers may 

be influential agents. Preadolescent children are anxious to 

demonstrate their ability to make independent decisions and do 

not always admit the influence of interpersonal relationships. 

Finally, the successful execution of the research method-

ology and technique used in this research study should be 

noted. This is the first time a closed-end type of question-

naire has been used to ascertain the attitudes of preadoles-

cent children toward television commercials. The closed-end 

questionnaire, which was based on previous research studies 

by Scott Vard and his associates, was readily comprehended by 

the children. They demonstrated no difficulty in answering 

the forced-choice questions regarding conceptual categories of 

cognitive development or in ranking the attitude statements on 

the facial-expression scale. In checking the reasons for lik-

ing or disliking a particular commercial, the preadolescent 

children obviously answered each question carefully and with 

forethought. The same quality of consideration was evident 

in their indication of the reasons why they believe television 

commercials do or do not tell the truth. A review of the tele-

vision program listings indicates that the children had excel-

lent recall of the programs they viewed the previous week. 
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Furthermore, the children experienced no difficulty in describ-

ing their father's occupation, on which the child's socioeco-

nomic status vas based. 

Administering the questionnaire to the children in their 

classrooms had two distinct advantages. First, the children 

were removed from their home atmosphere, where questionnaire 

answers are sometimes influenced by the presence of other fami-

ly members. Second, interviewing children in group sessions 

permitted a larger sample from which conclusions could be 

drawn. 

Conclusions 

From the preceding analysis of the survey findings, 

several conclusions can be drawn. 

First, it was hypothesized that preadolescent children's 

attitudes toward television commercials are a reflection of 

their stage of cognitive development. An inconsistent pattern 

of responses from children in the middle ranges of cognitive 

development, however, resulted from this study. Statistically, 

no significant correlation was established between attitude 

and cognitive development. Nevertheless, from this writer's 

perspective, it should be noted that at high levels of cogni-

tive development, there exist more negative attitudes toward 

television commercials than exist at low levels of cognitive 

development. Correspondingly, positive attitudes are more 

prevalent among children with low levels of cognitive develop-

ment than among children with high levels of cognitive 
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development. In this writer's opinion, therefore, the varia-

tions in attitude responses between these two groups of chil-

dren has important implications for the marketing strategy of 

commercial advertisers and for the television medium. 

Second, it was hypothesized that preadolescent children's 

attitudes toward television commercials are a reflection of 

the child's socioeconomic status* The survey findings of this 

study revealed a consistent trend of attitude change corre-

sponding to successive socioeconomic classes and a correlation 

coefficient which is significant at the 90 percent confidence 

level. Statistically, a 90 percent confidence level is not 

considered adequate to prove a statistical relationship. How-

ever, marketing research specialists consider a 90 percent 

confidence level as acceptable for practical marketing applica-

tions. In this writer's opinion, therefore, socioeconomic sta-

tus is a useful factor in measuring attitudes of preadolescent 

children toward advertising strategy. 

Third, with no consistent relationship between attitude 

and amount of television exposure and with a correlation coef-

ficient of only .08, the hypothesis that preadolescent chil-

dren's attitudes toward television commercials are a reflection 

of the amount of exposure the child has to television programs 

must be rejected. It is concluded that preadolescent children's 

attitudes toward television commercials are independent of the 

number of hours a child spends watching television. 
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Fourth, from the survey findings and analysis, it is con-

cluded that there is a tendency for negative attitudes to in-

crease and for positive attitudes to decrease with advancing 

age groups* The low correlation coefficient between attitude 

and grade level is not considered adequate to prove a statis-

tical relationship. However, in this writer's opinion, the 

inverse relationship between attitude and grade level which 

is apparent in the frequency tabulation of responses has im-

portant implications for the marketing strategy of commercial 

advertisers and for the television medium. 

Fifth, it is concluded from the data presented in Chapter 

III and in this chapter that preadolescent children are active 

television viewers during all non-school hours. Except for 

three 30-minute time segments, all programs telecast during a 

typical week between the hours of 6:00 a.m. and 10:00 p.m. 

were viewed by at least 20 percent of the total sample. No 

longer is there a clearly defined distinction between chil-

dren's programs and adult programs. Like the adult viewer, 

preadolescent children view any program, which is entertain-

ing or interesting, regardless of the time which it is 

presented. 

Sixth, from analysis of the survey data, it is concluded 

that preadolescent children are exposed not only to child-

relevant product advertising, but also to advertising of pro-

ducts consumed or used by other members of the family-

adolescents and adults. As mentioned in the analysis of the 
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survey findings, it must be recognized that these preadoles-

cent children are paying attention to these commercials, they 

exhibit a relatively high ability to recall these commercials, 

and they are forming attitudes toward the products being ad-

vertised and toward the commercials. 

Seventh, it is concluded that a significant proportion 

of children doubt the validity of television commercials* In 

addition to almost one-half of the sample who believe that 

television commercials do not tell the truth, approximately 

one—fifth of the total sample are undecided* These children 

who are undecided about the validity of television commercials 

must be regarded with the same degree of concern as those 

children who believe that television commercials generally 

do not tell the truth. 

Eighth, it is concluded from the analysis of the survey 

data that preadolescent children like or dislike television 

commercials for essentially the same reasons as do adolescent 

children and adults* While the entertainment value of commer-

cials is cited as the primary reason for either liking or dis-

liking television commercials, preadolescent children also 

like for television commercials to be in tune with reality, to 

be informative, and not be shown too frequently on television. 

Ninth, preadolescent children's perceived validity of 

commercials is judged according to reality criteria, which 

may be based on evaluation of the product message or on ex-

perience with the product. This conclusion is drawn from an 
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analysis of the reasons for believing either that television 

commercials generally tell the truth or that television com-

mercials generally do not tell the truth. Interpersonal rela-

tionships with either parents or peers were not acknowledged 

by most of the children in the sample as being influential 

agents. 

Finally, this study proved that fourth- and sixth-grade 

children have the capability of handling a closed-end type of 

questionnaire effectively. Also, administering the question-

naire in group sessions proved to be effective. This survey 

technique and methodology can be applied to any area of in-

vestigation where the attitudes of children are desired. The 

work of Scott Yard and his associates and other researchers 

have provided us with tentative conclusions. This is due to 

the nature of their survey technique, which used open-end 
% 

questionnaires. It is generally expedient to administer such 

questionnaires to only small samples. Use of closed-end 

questionnaires, which can be feasibly administered to large 

groups of individuals simultaneously, would permit the cor-

roboration of tentative conclusions drawn from exploratory 

studies with conclusions obtained from large samples. 

The preceding conclusions are based on a sample which is 

representative of socioeconomic classes in a typical metropoli-

tan area. Although these conclusions are specifically applica-

ble to children within the Salt Lake City School District, they 
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are applicable to other geographic areas vith a socioeconomic 

class structure representative of the total population. 

Comparison of Survey Findings With Related Studies 

Relatively few studies have been conducted regarding the 

effect of television commercials on preadolescent children. 

From these few studies, however, emerge some areas of consen-

sus. First, this study concluded that with increasing ajje, 

thereis a corresponding increase in the development of nega-

tivê  attitudes toward television commercials. This trend was 

first noted by McNeal in his 1963 study, and further substan-

tiated by James in his 1970 study and by Yard, Reale, and 

Levinson in their 1970 study. This study attempted to extend 

the findings of earlier studies and ascertain if increasing 

negative attitudes could be related to other child character-

istics, i.e., socioeconomic status, amount of television ex-

posure, and stage of cognitive development. As reported 

earlier, the data gathered and analyzed for this study reveal 

a useful relationship between attitude and socioeconomic sta-

tus. No significant correlation was established between 

attitude and stage of cognitive development. However, it is 

this writer's opinion that the variations in attitude re-

sponses between children with low levels of cognitive develop-

ment and children with high levels of cognitive development 

have important marketing implications. No significant rela-

tionship was found between attitude and.amount of television 

exposure. 
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Second, it was concluded in this study that children like 

or dislike television commercials primarily because of their 

entertainment value, although reality, information, and fre-

quency"of shoving were also considered to be important cri-

teria. This conclusion is consistent with that of McNeal in 

his 1963 study. It is also interesting to note that Brumbaugh 

in 1954 cited reality reasons as the predominant explanation 

of why children liked or disliked television commercials. In 

his 1965 study, Wells concurred by stating that children were 

alienated by unrealistic execution of commercials. Although 

the children interviewed in the Vard, Reale, and Levinson 

study, as well as the children surveyed for this study, were 

concerned with reality, the predominant reasons cited for 

liking or disliking commercials centered around the entertain-

ment value of the commercial. 
* 

Third, the products recalled most frequently in this 

study were food or gum, drugs or patent medicines, personal 

products, and cleansers. This is consistent with the findings 

of Brumbaugh, although Vard, Reale, and Levinson noted a high-

er recall of toys, program announcements, and soft drinks 

than was evident in this writer's study. 

Fourth, it was tentatively concluded in this study that 

younger children have a lower awareness of reality, a lower 

understanding of the purpose of television commercials, and 

a lower ability to differentiate between t e 1 evi s i-on- pr o grams 

and television commercials than do older children. This is 
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consistent with the tentative conclusions of Vard, Reale, and 

Levinson* 

Fifth, it was concluded in this study that preadolescent 

children use reality criteria to judge the validity of televi-

sion commercials. This is consistent with the conclusion of 

Vard, Reale, and Levinson. 

Implications for Commercial Advertisers 
And Television Networks 

L' The findings of this research study have important impli-

cations for commercial advertisers and for television networks. 

First, preadolescent children are active viewers of television 

during all non—school hours. This means that they are being 

exposed to advertising of all products typically found in the 

marketplace. In addition to being exposed to advertising of 

products which are not specifically child-relevant, preadoles-

cent children are forming attitudes about the products being 

advertised and about the commercial content. For commercial 

advertisers, this means that television commercials must be 

planned and executed intelligently and in good taste. The 

commercial message and its setting should be of interest to 

the entire family. It will be if the commercial is entertain-

ing, interesting, informative, and sincere. Except for the 

Saturday morning cartoon programs, commercial advertisers 

must recognize that most programs have a hetereogeneous audi-

ence of age segments.^ Therefore, television commercials must 

be designed to appeal not only to current and potential 
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consumers, but also to younger age segments who are developing 

consumer skill 

Secondf- commercial advertisers must not casually dismiss 

the negative attitudes that are prevalent among^readolescen^ 

children* These children represent a future adult consumer 

market whose attitudes toward products advertised and toward 

television commercials are in the process of formation. This 

potential market must be carefully cultivated. Sales volume 

will eventually experience a decline and the value of televi-

sion as an advertising medium will diminish, if appropriate 

action is not taken by commercial advertisers. Negative atti-

tudes already in existence must be counteracted. In addition, 

more positive attitudes toward the products being advertised 

and toward the commercial material must be cultivated. 

Third; the conclusions derived from this research study 

will have considerable influence on the use of television as 

an advertising medium. Historically, advertisers have reduced 

the amount of their advertising in media when a credibility 

gap developed. As the credibility of television advertising 

becomes increasingly doubtful among(preadolescen"p children 

and extends on into the adolescent and adult years, advertis-

ers will seek more effective means through which to communicate 

their advertising message. This reduction of television adver-

tising could adversely affect commercial television, which is 

currently financed entirely by advertising. Within the next 

decade, commercial television could conceivably experience a 
/' 

demise, with pay television taking its place. 
/ / ' 
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Recommendations for Further Research 

The findings of this research study suggest the need for 

additional research. First, there is a definite and pressing 

need for a standardized measure of cognitive development. 

Marketing researchers need a measure of children's ability to 

process information. Since cognitive development is essential-

ly a criterion-referenced test, it is a better measurement of 

intellectual ability than current intellectual tests vhich are 

norm-based. Because current intellectual tests are norm-based, 

there is much objection to their use in the public schools. 

In fact, many schools are discontinuing their usage. This 

means that for many geographical areas marketing researchers 

are without a measure of mental maturity, unless they adminis-

ter the test themselves, and, in many instances this requires 

vritten parental consent. 
* 

Second, information regarding the developmental process 

of attitude formation toward television commercials is needed. 

In addition to ascertaining vhen these attitudes start forming, 

the causal factors need to be determined. Only when commer-

cial advertisers and the television medium have reliable in-

formation on the developmental process of attitudes toward 

television commercials can they initiate appropriate action. 

Third, information is needed to assess the effect that 

television commercials have on the development of consumer 

buying skills. In other words, the informational and educa-

tional impact of television commercials must be investigated. 



121 

This is the ultimate concern of advertisers. If television 

commercials are not stimulating the desired consumer behavior-

al patterns, either the commercial must be changed in its 

method or time of presentation, or a more effective medium 

must be selected for the advertising message. 

Fourth, reliable information regarding the effect of 

television commercials on preadolescent children is necessary 

in order to meet effectively the growing concern and criti-

cism of government officials and of consumer advocates. If 

the criticisms are just, then appropriate action is necessary. 

If the criticisms are unfounded, as this study would seem to 

indicate, then evidence must be presented in support of the 

commercial advertisers and of the television medium. 

As noted previously, relatively fev studies have been con-

ducted regarding the effects of television commercials on pre-
m 

adolescent children. This represents a serious omission in 

the research efforts of commercial advertisers, television 

networks, and academicians. Preadolescent children represent 

a significant present and future consumer market, whose atti-

tudes toward products being advertised and toward television 

commercials are in the process of formation. These children 

are also influential agents in the purchase of many products 

consumed by the entire family. Furthermore, the effects of 

television commercials on preadolescent children is becoming 

a controversial issue among government officials and consumer 

advocates. 
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If television is to continue as an effective communica-

tion medium for advertisers, if television commercials are to 

stimulate desirod consumer behavior, and if government regu-

lation of television advertising is to be avoided, immediate 

action is necessary. Effective advertising strategy can be 

planned and executed only if it is based on sound, reliable 

information. Therefore, additional research must be conducted 

to add to our store of knowledge regarding the attitudes of 

the various public and business sectors toward advertising. 
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