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The problem of this study was to determine whether

any relationship existed between foreign students' cultural

and economic backgrounds and their attitudes toward

American advertising and advertising media.

The major findings of this study were that foreign

students had a slightly favorable attitude toward American

advertising and spent a great deal of time with American

mass media.

The stage of economic development of foreign students'

home countries and the length of time foreign students

stayed in the United States were powerful group predictors

of their attitudes toward American advertising.
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CHAPTER I

INTRODUCTION

In the American economic system, advertising plays a

unique and central role and has a great deal of impact on the

consumer's daily life. Businesses depend largely on the

effective use of advertising in the distribution of goods

and service, and advertising influence is felt not only in

the economic area, but also in social, ethical-aesthetic,

and cultural areas.

Advertising's impact on economy is provided by the fact

that more than twenty-eight billion dollars are spent annually

in advertising, and this figure is expected to double by 1985.

Advertising is the all-important connection between the world

of commerce and the news media. Without advertising, neither

the commercial establishment nor the news media could survive

in its present form. The social and cultural impact of adver-

tising is well attested to by the fact that the average Ameri-

can adult is exposed to 500 advertisements daily in television,

radio, newspapers, magazines, outdoor signs, direct mail, and

such specialty items as book matches, imprinted shirts, glasses,

1
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ballpoint pens, and the packages in which products are dis-

played so attractively, and the number increases dramati-

cally.'

The impact of advertising on culture is well documented.

Daniel J. Boorstin said of the cultural aspect of advertising:

In our nation of consumption and emphasis on
Gross National Product and Growth rates, adverti-
sing has become the heart of the folk culture, and
even its very prototype. American advertising shows
many characteristics of the folk culture of other
society: repetition, a plain style, hyperbole and
tall talk, folk verse, and folk music. Folk culture
tends to thrive in a limbo between fact and fantasy,
and it tends to be ubiquitous. Americans are, per-
haps, the first people in history to pave a centrally
organized mass-produced folk culture.

Today, Americans live in the midst of a flood of adver-

tisements. It can be no exception for foreign students who

study in the United States. Like Americans, foreign students

studying in the United States are exposed to all kinds of

advertisements every day of their stay in this country.

Through advertising, which has a mirror phenomenon, these

foreign students get to learn much about American culture

and way of life; they learn the importance of money in the

American society; they learn American humor, colloquialisms,

slangs, dialects, jokes, the domineering nature of American

1Warren K. Agee, Phillip H. Ault, and Edwin Emery,

Introduction to Mass Communications, (New York, 1976), p. 350.

2Daniel J. Boorstin, "Advertising and American Civil-
ization," Ad ertising and Society, edited by Yale Brozen
(New York, N1974)p. 22.
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women, and favorite fast foods such as hamburgers, doughnuts,

and sandwiches.

They learn that American parents are friends and guides

rather than punitive authority, that women are considered

equal to men, and that American food is nourishment. Through

advertising, they become aware of American wealth, freedom,

egalitarianism, and technology. They see American advertising

not only as a source of new knowledge and experience but also

as a medium that is humorous, casual, warm, playful, healthy,

vivacious, sporting, and tough.

The cultural setting of the advertising world--its people

and their surroundings--mirrors aspects of American culture,

American life, and American value systems probably held by

many Americans. Of course individuals are concerned with

interpersonal relations, with status, with success. Adver-

tising furnishes a vision of a type of life style which many

people will desire to emulate or identify with. Material

things, of course, give people pleasure.3

Foreign students see and react to American advertising

in accordance with their different cultural backgrounds,

temperaments, and languages; and their reaction differs from

Americans and from one another. Through advertising, foreign

3Mary Gardiner Jones, "The Cultural and Social Impact

of Advertising on American Society," Advertising Management,
edited by John G. Myers (New York, 1977), p. 385.



students are constantly exchanging, weighing, judging, and

comparing their knowledge and cultures with those of their

home countries. They realize that competition, freedom of

choice, and materialism in American advertising represent

values that are deeply rooted in American life. Their

perception of the United States and its way of life is bound

to be determined to a great extent by their reflection on

the advertising mirror that they see in the United States.

Foreign students' perceptions of American culture as

reflected in advertising and their attitudes toward American

advertising are bound to be different among themselves

because of the variety of nationalities, temperaments and

backgrounds that characterize the foreign students.

Statement of the Problem

The problem of this study was to determine whether any

relationship existed between foreign students' cultural and

economic backgrounds and their attitudes toward American

advertising and advertising media.

Purpose of the Study

The purposes of this study were (a) to determine foreign

students' basic attitudes toward American advertising;

(b) to determine whether these attitudes vary with different

countries or cultures; (c) to determine how the length of

stay in the United States affects foreign students' attitudes
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toward American advertising; (d) to determine how the amount

of exposure to American news media affects foreign students'

attitudes toward American advertising; (e) to determine which

American news medium is considered to be the most enjoyable,

informative, and disturbing; (f) to determine what aspects of

American advertising they like and dislike; (g) to determine

how foreign male and female students perceive American adver-

tising and advertising media; and (h) to determine what bene-

fits of the findings of this study could be offered to adver-

tising practitioners.

Questions

To carry out the purposes of this study, the following

questions were formulated.

1. Have foreign students from high-income countries

more unfavorable attitudes toward American advertising than

those from low-income countries?

2. Have foreign students from countries with large

annual advertising expenditure more unfavorable attitudes

toward American advertising than those from countries with

small annual advertising expenditure?

3. Have foreign students who stay longer in the

United States more favorable attitudes toward American adver-

tising than those who stay less long in the Unites States?
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4. Have foreign students who are exposed more to

American news media more favorable attitudes toward American

advertising than those who are exposed less to American news

media?

5. Have foreign students more favorable attitudes to-

ward American advertising than toward their home countries'

advertising?

6. Have foreign male students more favorable attitudes

toward American magazine advertising and have foreign female

students more favorable attitudes toward American television

commercials?

Related Studies

A survey of literature revealed that many studies of

behavioral, attitudinal, and interest patterns of consumers

and such special groups as children, teenagers, youths,

students, and farmers exist. However, few researchers have

attempted to probe foreign students' perceptions, opinions,

beliefs, attitudes, and behaviors of the highly visible

American institution, advertising.

In a study of Indian students' perceptions, a case

study focusing on changes in the international student's

image of his host and home countries during a prolonged

sojourn abroad, George V. Coelho viewed each culture globally

and differentiated his image of it as time passed. Coelho

categorized and distinguished each culture as a single,
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simple whole or perceived each to be a composition of dis-

parate parts.4

Ellis H. Newsome surveyed a group of students registered

in an introductory advertising course at the beginning of the

semester about their attitudes toward advertising and adver-

tisements. The same class with a few minor changes in person-

nel was canvassed again at the end of the semester. It was

anticipated that a shift would occur toward a more favorable

view. Reductions were noted in the "uncertain" and "don't

know" responses. The changes provided some evidence of the

effect of advertising education.5

Raymond A. Bauer and Stephen A. Greyser presented the

major findings of a comprehensive research inquiry into what

the American public thought about advertising and advertise-

ments. The finding told about how Americans felt about

advertising as an institution, for instance, as an economic

and social force in American society and about advertisements

themselves, the individual advertisements that consumers saw

and heard in their daily lives.6

4 George V. Coelho, Changing Images of American: A
Stud of Indian Students' Perdeptions, (Glencoe, 1958).

5Ellis H. Newsome, "Attitudes Toward Advertising Before
and After Taking a Course," Journalism Qudterly, XXXX, 363-366.

6 Raymond A. Bauer and Stephen A. Greyser, Advertising
In America: the Consumer View (Boston: Harvard Business
ScTho,19 19T8).
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Frank N. Pierce found a strong negative correlation

between foreign students' levels of favorable attitudes toward

American advertising and the stage of economic development in

the students' home countries. The relationship was inverse:

the higher the stage of economic development, the lower the

level of favorability.7

Tamar Becker's study in an application of foreign

students' attitudes,which predicted two distinct patterns of

attitudinal and behavioral change, found that students from

underdeveloped countries had a hostile attitude toward the

United States and an idealization of the home country. This

indicated a reason why students from less developed countries

wished to return to their home countries upon completion

of their studies. Becker's study indicated that students

from highly developed countries had a less defensive attitude

toward their home countries.8

Don L. James found that students in Fourth, Fifth, Sixth,

Seventh, Eighth, Nineth, Tenth, Eleventh, and Twelfth grades

showed a generally favorable attitude toward all news media

except newspapers. Their attitude toward newspapers was

7Frank N. Pierce, "How Foreign Students See Advertising,"
Journal of Advertislnt Research, XI (December, 1971), 26-29

8 Tamar Becker, "Patterns and Attitudinal Changes Among
Foreign Students, " The American Journal "of Sciology, LXXIII
(January, 1968), 431~32.
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neutral or very slightly positive; their attitude toward

advertising was generally negative. The correlation between

exposure time and attitudes toward advertising in a given

news medium was considerably low. This study revealed

that when students thought of advertising, they automatically

thought of television.9

An attitude survey conducted by Greyser and Bonnie B.

Reece provided both the general construct of the study and

businessmen's attitudes. Although still respecting adver-

tising as a selling tool, businessmen were increasingly

uneasy about other aspects such as its truthfulness and

social impact. This was a principal finding of a survey

of 2,600 Harvard Business Review subscribers.10

Thomas F. Haller conducted a similar attitude study

among American college students. He found that advertising

was irritating, misleading, unnecessary, and insulting to

their intelligence.

9Don L. James, Youth, Media, and Advertising
(Austin, 1971).

10Stephen A. Greyser and Bonnie B. Reece, "Business
Looks Hard at Advertising," Harvard Business Review (May-
June, 1971), 18-26.

11Thomas F. Haller, "What Students Think of Adver-
tising," Journal of Advertising Research, XIV (February,
1974), 33-38.
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Kwang Yung Choo studied students' perceptions of the

eight branches of journalism: newspaper, photo-journalism,

magazine, free-lance writing, radio-television, public

relations, journalism teaching, and advertising. His findings

showed that there was significant difference between the male

and female groups' perceptions of the concept "advertising."

There was relationship between the sex of an individual and

the choice of intervals on the evaluative dimension of "adver-

tising." And there was relationship between the sexual diff-

erences of the activity factor of "advertising."12

Lina J. Davis found that high school students had a

great deal of exposure to the mass media, because many were

regular newspaper and magazine readers, and the majority

spent three hours per day listening to the radio and three

hours daily watching television. Teenagers had favorable

opinions of mass media news. Television was constantly

considered the most objective, trustworthy, expert, and

accurate and radio was their primary news source because

13
of its conveniences

12Kwang Yung Choo, "Images of Eight Branches of Journalism
Perceived by Journalism Students at North Texas State University,"

unpublished master's thesis, Department of Journalism, North
Texas State University, Denton, Texas, 1973.

13Lina J. Davis, "Exposure to and Attitudes Toward the

Mass Media of Students at Sam Houston High School," unpublished

master's thesis, Department of Journalism, North Texas State

University, Denton, Texas, 1973.
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C. H. Sandage, Arnold M. Barban, and James E. Haefner

found that farmers basically maintained a strong positive

position in their views of advertising. Although those views

remained positive, they had lessened in strength in the six-

teen years between this study and a previous study conducted

by Sandage. 4

Paul Leonard Morigerato found that (a) public attitudes

were chiefly based on exposure to, or viewing children's

television advertising; (b) there was no significant difference

among respondents with favorable and unfavorable attitudes in

their use of available sources of information or desires for

any particular type of media regulation; (c) the personality

characteristics measured did not influence attitudes in either

direction; (d) knowledge of current regulations played an

influential role in the forming of public attitudes on this

subject; and (e) respondents with the strongest attitudes

and opinions favored increased regulation by either a broad-

cast center sponsored by the advertising industry, or tele-

vision broadcasters, or the government.15

14 0. H. Sandage, Arnold M. Barban, and James E. Haefner,

"How Farmers View Advertising," Journalism Quarterly, MIII
(Summer 1976), 303-307.

15 Paul Leonard Morigerato, "Public Attitudes Toward

Children's Television Advertising: Some Influencing Factors,"

1975, Journalism Abstracts, (1975), 148.
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John M. Planchon studied the development and accentuation

of students' attitudes toward advertising. Such factor analy-

sis as the Whole-Hearted Becker, Frighten Critic, and Aloof

Critic, were completed for the student sample. With the

exception of advertising students, factor structure did not

develop along sequence lines. The three student factors

emerged: the Whole-Hearted Becker who completely supported

advertising and did not think advertising was powerful enough

to force behavior or attitude patterns on people, all adver-

tising students were on this factor; the Frightened Critic

who thought advertising was necessary, but feared its power

to influence people; and the Aloof Critic who thought his

behavior and attitudes were unaffected by advertising, but

felt insulted by advertising's low intellectual level.1
6

Kazuhisa Fukawa studied "An Analysis of the Relationship

of comparative Advertising and Culture on Japanese Natives

in Dallas-Fort Worth." Fukawa found that Japanese natives

who resided in Dallas-Fort Worth retained their cultural

rejection of comparative advertising practices.17

16John M. Planchon, "Student Attitudes Toward Adver-

tising: Q-Analysis," Journalism Abstracts, (1976), 148.

17Kazuhisa Fukawa, "An Analysis of the Relationship of
Comparative Advertising and Culture on Japanese Natives in

Dallas-Fort Worth." unpublished master's thesis, Department
of Journalism, North Texas State University, Denton, Texas, 1978.
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A study of responses to magazine advertising by American

students, their parents and foreign students, conducted by

Stephen J. F. Unwin, suggested that cultural differences

were larger than generation gaps. Opinions differed radi-

cally, but responsiveness remained essentially the same.

Recognition that foreign males may be less responsive to

advertising than foreign female in certain markets suggested

segmentation of appeaps to men and to women.18

Rena Bartos and Theodore F.Dunn conducted a study of

consumer attitudes toward advertising. The study showed

that advertising continued to be low in salience and concern

to the public as a whole. Nor were the overwhelming majority

of Americans seriously concerned about advertising. Eighty-

five per cent of the consumers interviewed in the study did

not believe that advertising needed immediate attention and

change, even though they considered advertising as essential

in the consumer's daily life.19

18Stephen J. F. Unwin, "How Culture, Age and Sex Affect
Advertising Response," Journalism Quarterly, L (Winter 1973),
735-743o

19Rena Bartos and Theodore F. Dunn, Advertising and
Consumers; New Perspective, New York (American Association
of Advertising Agencies, 1976).
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Justification

The finding of this study would be of help to those

interested in the study of news media behavior involving

advertising. Especially, news media behavior should be able

to relate the degree of use and involvement with different

news media to attitudes toward American advertising and

advertising media and the reasons for these attitudes.

This study could provide insight into the role of adver-

tising as a cultural disseminator. The information obtained

from this study would encourage advertising researchers to

undertake research in the role of advertising in other fields

such as education, politics, and morals.

This study would help foreign-based American advertising

organizations understand three things: (a) advertising

activities in foreign lands should take into consideration

the cultural barrier to acceptance of the product, friend-

liness of people toward America, customs, habits, prejudices,

taboos, religion, and ethics; (b) the level of competition,

level of education and literacy, standard, of living (discre-

tionary income), adequate distribution in the country, state

of economic development; (c) availability of same news media

used in the United States are important variables to be con-

sidered for effective advertising in foreign lands.
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limitations

This study dealt primarily with advertising as an

institution rather than with specific advertisements. Study

of the influence of a particular advertising message and

examination of the layout techniques, message content, and

the method of presentation were beyond the scope of this

study.

This study was confined to foreign students enrolled

in the fall semester of 1979 at North Texas State University.

Another limitation of this study was confined to foreign

students from ten countries: Canada, India, Iran, Mexico,

Nigeria, Pakistan, Saudi Arabia, Taiwan, Thailand, and

Venezuela. Therefore, conclusions drawn from this study are

not applicable to countries not represented in this study.

Methods

This study employed a survey research design using the

mailed questionnaire. One hundred responses were received

from foreign students who were enrolled in the fall semester

of 1979 at North Texas State University. In this study,

a total of 100 respondents consisted of seventy-two male

and twenty-eight female students from the ten countries with

the most foreign students on campus: Canada, India, Iran,

Mexico, Nigeria, Pakistan, Saudi Arabia, Taiwan, Thailand,

and Venezuela. The ten countries represented a variety of

cultural and economic backgrounds, and had the largest
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number of foreign students among sixty-six countries repre-

sented at the university.

A Likert-type scale was employed for all attitudinal

items to allow for the expression of the intensity and

direction of the attitude; both positive and negative state-

ments were included in each set of items designed to measure

a specific attitude.

The questionnaire consisted of clusters of agree-disagree

statements topically related to advertising and advertising

media. Many of the attitudinal statements contained in this

study were similar to those in the Bartos and Dunn survey

and the questions about news media utilization were similar

to those in the James survey.

The questionnaire consisted of four major parts:

(a) overall feeling about American advertising as compared

with advertising in their home countries; (b) attitude toward

American advertising and advertising media; (c) amount of

exposure to American news media; and (d) demographic

information.

To answer the questions, these variables were taken into

consideration: amount of Gross National Product per capita

of students' home countries (question One); amount of annual

advertising expenditure per capita of students' home countries

(question Two); length of stay in the United States of foreign

students (question Three); amount of exposure to American
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news media of foreign students (question Four); foreign

students' attitudes toward American advertising and toward

their home countries' advertising (question Five); and foreign

students' preferences for advertising media in the United

States (question Six).

Mean score used in this study reflected the student's

evaluation about his attitude toward American advertising and

advertising media and his home country's advertising. Mean

scores were applied to the following interpretation of values

to determine strength of direction of attitude.

The following table was used to evaluate the scoring;

4.60-more strongly favorable/strongly disagreeable

4.00-4.59 favorable/disagreeable

3.40-3.99 slightly favorable/slightly disagreeable

2.80-3.39 no opinion/neutral

2.20-2.79 slightly unfavorable/slightly agreeable

1.60-2.19 unfavorable/agreeable

1.00-1.59 strongly unfavorable/strongly agreeable

Thus, favorableness to positive statements and disagree-

ment with negative statements are treated as equal.

Organization of the Study

This study is divided into these chapters; Chapter I,

introduction; Chapter II, assessment of students' sentiments

of American advertising and advertising media, students' utili-

zations of American news media; and Chapter III, summary and

conclusions.



CHAPTER II

ASSESSMENT OF FOREIGN STUDENTS' SENTIMENTS OF

AMERICAN ADVERTISING AND ADVERTISING MEDIA

AND THEIR UTIIIZATIONS OF AMERICAN

NEWS MEDIA

Basic Attitudes Toward American Advertising

One hundred fifty questionnaires were sent to foreign

students from the ten countries enrolled in the fall semester

of 1979 at North Texas State University. The questionnaire

were mailed on October 1, 1979, and 100 responses, 66.7

per cent, were received by the end of October. The total

responses consisted of seventy-two male and twenty-eight

female students: Iran, 16; Nigeria, 13; Taiwan, 12; Thailand,

12; Saudi Arabia, 10; Canada, 8; India, 8; Mexico, 7; Pakistan,

7; and Venezuela, 7. Students' average length of stay in the

United States was 43 months and average amount of exposure to

American news media (television, radio, newspaper, and maga-

zine) was 27 hours per week.

Overall attitudes of the foreign students toward American

advertising were slightly favorable with a mean score of 3.70.

Responses were as follows: Mexico, favorable with 4.29;

Pakistan, favorable with 4.29; Thailand, favorable with 4.25;

Nigeria, favorable with 4.08; Saudi Arabia, slightly favorable

18
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with 3.90; Taiwan, slightly favorable with 3.83; Venezuela,

slightly favorable with 3.40; Canada, neutral with 3.13;

India, neutral with 3.00; and Iran, neutral with 2.94.

Overall attitudes of the foreign studnts toward their

home countries' advertising were neutral with a mean score of

3.35. Responses were as follows: Mexico, favorable with

4.00; Pakistan, favorable with 4.00; Venezuela, slightly

favorable with 3.86; Nigeria, slightly favorable with 3.77;

India, slightly favorable with 3.75; Taiwan, neutral with

3.25; Canada, neutral with 3.00; Thailand, slightly unfavor-

able with 2.67; Saudi Arabia, slightly unfavorable with 2.60;

and Iran, slightly unfavorable with 2.56.

The students from Mexico and Pakistan expressed a favor-

able attitude toward American advertising with a mean score

of 4.29; and those from Iran, Canada, and India were slightly

unfavorable toward American advertising with respective mean

score of 2.94, 3.00, and 3.13. Students from Mexico and

Pakistan with low Gross National Product per capita, had

longer stays in the United States of 66 months, and greater

amount of exposure to American news media of 25 hours per week,

than those from Iran and Canada, which have medium and high

Gross National Product per capita and who had a shorter stay,

in the United States of 43 months, and less exposure to

American news media of 21 hours per week.
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Female students had a more favorable attitude toward

American advertising with a mean score of 3.81 than male

students, with 3.61. Male students had a more favorable

attitude toward their home countries' advertising with a

mean score of 3.49 than female students, with 3.21.

TABLE I

OVERALL ATTITUDES OF FOREIGN STUDENTS TOWARD
AMERICAN ADVERTISING AND THEIR HOME

COUNTRIES' ADVERTISING

American Home Country's
Country Advertising Advertising

Canada 3.13 3.00

India 3.00 3.75

Iran 2.94 2.56

Mexico 4.29 4.00

Nigeria 4.08 3.77

Pakistan 4.29 4.00

Saudi.3.90 2.60
Arabia

Taiwan 3.83 3.25

Thailand 4.25 2.67

Venezuela 3.40 3.86

Mean of
Total 3-7l33-0
Country
Means
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The students feel differently about the advertising they

see in different media in the United States. They like maga-

zine advertisements most and feel most unfavorable toward

direct-mail advertising. They prefer television commercials

and newspaper advertisements to radio commercials, outdoor

signs, and direct-mail advertising. Overall attitudes of the

foreign students toward American advertising media were

slightly favorable with a mean score of 3.49.

Overall attitudes toward American magazine advertising

were slightly favorable with a mean score of 3.76. Responses

were as follows: Mexico, favorable with a mean score of 4.29;

Thailand, favorable with 4.17; Taiwan, favorable with 4.08;

India, slightly favorable with 3.88; Pakistan, slightly

favorable with 3.86; Venezuela, slightly favorable with 3.69;

Nigeria, slightly favorable with 3.69; Saudi Arabia, slightly

favorable with 3.60; Iran, neutral with 3.19; and Canada,

neutral with 3.13.

Overall attitudes toward American television commercials

were slightly favorable with a mean score of 3.69. Responses

were as follows: Pakistan, favorable with a mean score of

4.57; Thailand, favorable with 4.50; Saudi Arabia, slightly

favorable with 3.90; Taiwan, slightly favorable with 3.83;

Nigeria, slightly favorable with 3.77; Mexico, slightly

favorable with 3.71; Venezuela, slightly favorable with

3.57; Iran, neutral with 3.19; Canada, neutral with 3.00;
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and India, neutral with 2.88.

Overall attitudes toward American newspaper advertising

were slightly favorable with a mean score of 3.64. Responses

were as follows: Mexico, favorable with 4.14; Thailand,

favorable with 4.08; Pakistan, slightly favorable with 3.86;

Saudi Arabia, slightly favorable with 3.70; Nigeria, slightly

favorable with 3.69; Venezuela, slightly favorable with 3.57;

Taiwan, slightly favorable with 3.50; Canada, neutral with

3.38; India, neutral with 3.25; and Iran, neutral with 3.25.

Overall attitudes toward American radio commercials

were neutral with a mean score of 3.35. Responses were

as follows: Mexico, slightly favorable with a mean score of

3.86; Thailand, slightly favorable with 3.58; Nigeria, slightly

favorable with 3.54; Pakistan, slightly favorable with 3.43;

Venezuela, slightly favorable with 3.43; Saudi Arabia,

slightly favorable with 3.40; Canada, neutral with 3.38;

India, neutral with 3.25; Taiwan, slightly unfavorable with

2.92; and Iran, slightly unfavorable with 2.69.

Overall attitudes toward American outdoor sign adver-

tising were neutral with a mean score of 3.41. Responses

were as follows: Venezuela, favorable with a mean score of

4.14; Nigeria, slightly favorable with 3.92; India, slightly

favorable with 3.88; Thailand, slightly favorable with 3.83;

Taiwan, slightly favorable with 3.58; Pakistan, slightly

favorable with 3.43; Saudi Arabia, slightly favorable with
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3.40; Iran, neutral with 2.94; Canada, neutral with 2.88;

and Mexico, unfavorable with 2.14.

Overall attitudes toward American direct-mail advertising

were neutral with a mean score of 3.06. Responses were as

follows: Pakistan, favorable with a mean score of 4.00;

Thailand, slightly favorable with 3.67; Saudi Arabia, slightly

favorable with 3.50; Nigeria, neutral with 3.23; Venezuela,

neutral with 3.14; Taiwan, neutral with 2.83; Iran, slightly

unfavorable with 2.75; India, slightly unfavorable with 2.63;

Mexico, slightly unfavorable with 2.43; and Canada, slightly

unfavorable with 2.38.

Male students favored American magazine advertising most

with 3.82, followed by newspaper advertising, with 3.67;

television commercials, with 3.52; radio commercials, with

3.40; outdoor sign advertising, with 3.23; and direct-mail

advertising, with 3.00.

Female students favored American television commercials

most with 3.81, followed by magazine advertising, with 3.61;

newspaper advertising, with 3.57; outdoor sign advertising,

with 3.56; radio commercials, with 3.21; and direct-mail

advertising, with 3.21.



24

TABLE II

FOREIGN STUDENTS' PREFERENCES FOR AMERICAN
ADVERTISING MEDIA BY COUNTRY

News- . Tele- Maga- Outdoor Direct
__unry Rad__ vision zine sign mail

Canada 3.38 3.38 3.00 3.13 2.88 2.38

India 3.25 3.25 2.88 3.88 3.88 2.63

Iran 3.25 2.69 3.19 3.19 2.94 2.75

Mexico 4.14 3.86 3.71 4.29 2.14 2.43

Nigeria 3.69 3.54 3.77 3.69 3.92 3.23

Pakistan 3.86 3.43 4.57 3.86 3.43 4.00

Saudi 3.70 3.40 3.90 3.60 3.40 3.50
Arabia

Taiwan 3.50 2.92 3.83 4.08 3.58 2.83

Thailand 4.08 3.58 4.50 4.17 3.83 3.67

Vene- 3.57 3.43 3.57 3.69 4.14 3.14
zuela

Mean of
Total
Country 3.64 3.35 3.69 3.76 3.41 3.06

Means
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Attitude Toward American Advertising Based on
Attitudinal Statements About Advertising

To determine foreign students' attitudes toward American

advertising in the areas of consumer benefits, credibility,

entertainment value, social force, persuasion/motivation,

and clutter/intrusiveness, the students were asked to respond

to attitudinal statements in each area, by stating whether

they agreed or disagreed with or had no opinion on the state-

ments.

Consumer Benefits

To determine attitudes toward consumer benefits from

advertising, the students were asked to respond to two state-

ments.

On the first statement, "American advertising, in general,

is a good information source," overall attitudes were favor-

able with a mean score of 4.00. Responses were as follows

Pakistan, strongly favorable with 4.86; Thailand, strongly

favorable with 4.83; Taiwan, favorable with 4.42; Saudi

Arabia, favorable with 4.00; Nigeria, slightly favorable

with 3.92; Mexico, slightly favorable with 3.86; Iran,

slightly favorable with 3.81; Canada, slightly favorable

with 3.62; Venezuela, slightly favorable with 3.43; and

India, neutral with 3.25.

On the second statement, "Better products and low prices

result from advertising in the United States," overall

attitudes were slightly unfavorable with a mean score of
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2.56. Responses were as follows: Pakistan, neutral with

3.29; Canada, neutral with 3.00; Nigeria, neutral with 3.00;

Taiwan, slightly unfavorable with 2.75; Venezuela, slightly

unfavorable with 2.57; Thailand, slightly unfavorable with

2.50; Saudi Arabia, slightly unfavorable with 2.30; Mexico,

slightly unfavorable with 2.29; Iran, slightly unfavorable

with 2.25; and India, unfavorable with 1.63.

Credibility

To determine attitudes toward credibility in advertising,

the students were asked to respond to three statements.

On the first statement, "Most American advertising is

worth paying attention to," overall attitudes were neutral

with a mean score of 3.02. Responses were as follows:

Thailand, favorable with 4.11; Venezuela, slightly favorable

with 3.86; Nigeria, slightly favorable with 3.46; Taiwan,

slightly favorable with 3.42; Pakistan, neutral with 3.14;

Saudi Arabia, neutral with 2.80; Mexico, slightly unfavorable

with 2.43; Iran, slightly unfavorable with 2.38; India,

slightly unfavorable with 2.38; and Canada, slightly unfavor-

able with 2.25.

On the second statement, "American comparative adver-

tising is obtrusive and irritating," overall attitude were

as follows: Venezuela, neutral with 3.29; Thailand, neutral

with 3.08; Mexico, neutral with 3.00; Pakistan, neutral with

3.00; Nigeria, neutral with 2.92; Iran, neutral with 2.81;
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Taiwan, slightly agreeable with 2.67; Saudi Arabia, slightly

agreeable with 2.40; Canada, slightly agreeable with 2.37;

and India, agreeable with 2.00.

On the third statement, "American government is not

doing enough to protect consumers against false or misleading

advertising," overall attitudes were slightly agreeable with

a mean score of 2.47. Responses were as follows: Thailand,

neutral with 3.17; Taiwan, neutral with 2.92; Pakistan,

slightly agreeable with 2.76; Nigeria, slightly agreeable

with 2.62; Venezuela, slightly agreeable with 2.43; Canada,

slightly agreeable with 2.37; Mexico, slightly agreeable

with 2.29; India, slightly agreeable with 2.25; Iran, agree-

able with 1.94; and Saudi Arabia, agreeable with 1.90.

Advertising As A Social Force

To determine attitudes toward advertising as a social

force, the students were asked to respond to one statement.

On the statement, "American advertising helps children

to mature because they learn from what they see in it,"

overall attitudes were slightly unfavorable with a mean score

of 2.73. Responses were as follows: Nigeria, slightly

favorable with 3.46; Thailand, neutral with 3.33; Taiwan,

neutral with 3.08; Venezuela, neutral with 3.00; Saudi Arabia,

neutral with 2.90; Pakistan, slightly unfavorable with 2.71;

India, slightly unfavorable with 2.38; Mexico, unfavorable

with 2.14; Iran, unfavorable with 2.13; and canada, unfavor-
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able with 2.13.

Persuasion/Motivation

To determine attitudes toward persuasion/motivation in

advertising, the students were asked to respond to one state-

ment.

On the statement, "American advertising makes people

want things they do not really need," overall attitudes were

agreeable with a mean score of 2.11. Responses were as

follows: Pakistan, slightly agreeable with a mean score of

2.47; Mexico, slightly agreeable with 2.43; Iran, slightly

agreeable with 2.37; Thailand, slightly agreeable with 2.24;

Nigeria, slightly agreeable with 2.23; Saudi Arabia, slightly

agreeable with 2.20; Venezuela, agreeable with 2.14; Taiwan,

agreeable with 2.00; Canada, agreeable with 1.87; and India,

strongly agreeable with 1.12.

Clutter/Intrusiveness

To determine attitudes toward clutter/intrusiveness in

advertising, the students were asked to respond to two state-

ments.

On the first statement, "There are too many commercials

in a row on television and radio and too many advertisements

in newspapers and magazines in the United States," overall

attitudes were agreeable with a mean score of 1.96. Responses

were as follows: Mexico, slightly agreeable with 2.29;
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Thailand, slightly agreeable with 2.25; Taiwan, agreeable

with 2.17; Nigeria, agreeable with 2.15; Pakistan, agreeable

with 2.14; Saudi Arabia, agreeable with 2.00; Venezuela,

strongly agreeable with 1.86; Canada, strongly agreeable

with 1.75; India, strongly agreeable with 1.62; and Iran,

strongly agreeable with 1.37.

On the second statement, "There are too many advertise-

ments about instant canned foods and dog and cat foods in the

United States," overall attitudes were agreeable with a mean

score of 2.03. Responses were as follows: Thailand, slight-

ly agreeable with 2.58; Venezuela, slightly agreeable with

2.57; Canada, slightly agreeable with 2.22; Nigeria, agreeable

with 2.15; Pakistan, agreeable with 2.14; Saudi Arabia, agree-

able with 2.10; Taiwan, agreeable with 1.75; Mexico, agree-

able with 1.71; India, agreeable with 1.62; and Iran,

strongly agreeable with 1.44.

Entertainment Value

To determine attitudes toward entertainment value in

advertising, the students were asked to respond to one

statement.

On the statement, "A lot of American advertising is

funny or clever," overall attitudes were slightly favorable

with a mean score of 3.86. Responses were as follows:

Pakistan, favorable with 4.43; Iran, favorable with 4.06;

Thailand, favorable with 4.00; Nigeria, slightly favorable
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with 3.92; Taiwan, slightly favorable with 3.83; Thailand,

slightly favorable with 3.83; India, slightly favorable

with 3.75; Saudi Arabia, slightly favorable with 3.70; Canada,

slightly favorable with 3.63; and Mexico, slightly favorable

with 3.43.

The first statement in the area of consumer benefits,

"American advertising, in general, is a good information

source," received most favorable ratings by students from

Pakistan, and Thailand and received no least favorable

ratings.

The second statement in the area of consumer benefits,

"Better products and lower prices result from advertising

in the United States," received most favorable ratings by

students from Pakistan, and received least favorable ratings

by students from India, Mexico, and Saudi Arabia.

The first statement in the area of credibility, "Most

American advertising is worth paying attention to," received

most favorable ratings by students from Nigeria, Thailand,

and Venezuela and received least favorable ratings by

students from Canada, India, Iran, and Mexico.

The second statement in the area of credibility, "Ameri-

can comparative advertising is obtrusive and irritating,"

received most agreed ratings by students from Canada, India,

and Saudi Arabia and received no least agreed ratings.

The third statement in the area of credibility,
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"American government is not doing enough to protect consumers

against false or misleading advertising," received most

agreed ratings by students from India, Iran, Mexico, and

Saudi Arabia and received no least agreed ratings.

The statement in the area of social force, "American

advertising helps children to mature because they learn

from what they see in it," received most favorable ratings

by students from Nigeria, and Thailand and received least

favorable ratings by students from Canada, Iran, and Mexico.

The statement in the area of persuasion/motivat on,

"American advertising makes people want things they do not

really need," received most agreed ratings by students from

Canada, and India and received no least agreed ratings.

The first statement in the area of clutter/intrusiveness,

"There are too many advertisements in a row on television and

radio and too many advertisements in newspapers and magazines

in the United States," received most agreed ratings by students

from India, Iran, Canada, and Venezuela and received no least

agreed ratings.

The second statement in the area of clutter/intrusive-

ness, "There are too many advertisements about instant canned

foods and dog and cat foods in the United States," received

most agreed ratings by students from India, Iran, Mexico,

and Taiwan and received no least agreed ratings.
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The statement in the area of entertainment value,

"A lot of American advertising is funny or clever," received

most favorable ratings by students from Iran, and Pakistan

and received no least favorable ratings by any students.

Male students were more favorable toward the statement

in the area of consumer benefits with a mean score of 4.03,

"American advertising, in general, is a good information

source," and female students were more favorable toward the

statement in the area of entertainment value with a mean

score of 4.00, "A lot of American advertising is funny or

clever."

Male students were more unfavorable toward the state-

ment in the area of clutter/intrusiveness with a mean score

of 2.03, "There are too many commercials in a row on radio

and television and too many advertisements in newspapers

and magazines in the United States," and female students

were more unfavorable toward the statement in the area of

clutter/intrusiveness with a mean score of 1.60, "There are

too many advertising about instant canned foods and dog and

cat foods in the United States."

The difference between male and female attitudes indi-

cated that the factor of consumer benefits from advertising

appealed to male student consumers and the entertainment

value of advertising appealed to female student consumers.

It suggested that segmentation of appeals to foreign male
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and female students should be considered by advertising

practitioners and that consumer benefits, entertainment

value, and clutter/intrusiveness factors of advertising

should be considered in the practice of advertising

effectiveness.

The students rated American advertising beneficial,

worthy, informative, funny and helpful to student con-

sumers with a mean score of 3.25. The area of consumer

benifits was the most frequently mentioned reason for

positive attitudes toward American advertising.

The students rated American advertising obtrusive,

irritating, noisy, wasteful and irresponsible with 2.25.

The area of clutter/intrusiveness was the most frequently

mentioned reason for negative attitudes toward American

advertising.

Overall attitudes toward the ten attitudinal statements

about advertising were slightly unfavorable with 2.75.

Responses were as follows: Thailand, neutral with 3.19;

Pakistan, neutral with 3.09; Nigeria, neutral with 2.98;

Venezuela, neutral with 2.92; Taiwan, neutral with 2.90;

Saudi Arabia, slightly unfavorable with 2.63; Mexico,

slightly unfavorable with 2.59; Canada, slightly unfavorable

with 2.52; Iran, slightly unfavorable with 2.46; and

India, slightly unfavorable with 2.20.
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Attitude Toward American Advertising Media

The students were asked to evaluate six different

advertising media--newspaper, radio, television, magazine,

outdoor sign, and direct mail--according to whether they

considered them to be the most enjoyable, informative or

truthful, and disturbing or irritating.

In response to the question "What advertising medium

do you consider to be the most enjoyable to look at, to read,

or to listen to?" the students rated television the most

enjoyable with 3.83, followed by newspaper, with 3.29;

magazine, with 3.22; radio, with 2.70; direct mail, with

2.46; and outdoor sign, with 2.40.

Television was rated by Thai students the most enjoyable

with 5.00; newspaper was rated by Venezuelan students the

most enjoyable with 3.54; magazine was rated by Canadian

students the most enjoyable with 4.17; outdoor sign was

rated Saudi Arabian students the most enjoyable with 3.54;

and direct mail was rated by Venezuelan students the most

enjoyable with 3.54. No group rated radio the most enjoyable.

TABLE IV

WHAT AMERICAN ADVERTISING MEDIUM DO FOREIGN STUDENTS
CONSIDER TO BE THE.MOST ENJOYABLE TO LOOK AT,
TO READ, OR TO LISTEN TO?.

News- Tele- Maga- Outdoor Direct
C country paper Radio vision zne. sign mail

Canada 2.81 2.29 3.75 4.17 2.50 1.98
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TABLE IV--Continued

India 3.69 2.38 3.58 3.08 2.38 2.38

Iran 3.08 2.95 3.40 2.95 1.98 2.43

Mexico 3.48 2.64 3.61 3.89 2.08 1.94

Nigeria 2.80 3.11 3.87 2.28 2.73 2.13

Pakistan 3.50 2.83 4.83 2.83 2.33 1.17

Sabia 3.23 3.02 3.64 2.81 3.54 3.43

Taiwan 2.74 2.86 4.28 3.58 1.70 2.14

Thailand 3.98 2.63 5.00 3.89 2.68 3.43

Venezuela 3.54 2.29 2.29 2.71 2.08 3.54

Mean of
Total Coun 3.29 2.70 3.83 3.22 2.40 2.46
try Means

In response to the question "What advertising media

do you consider to be the most informative or truthful?"

the students rated newspaper the most informative with

3.73, followed by television, with 3.45; magazine, with

3.20; radio, with 2.92; direct mail, with 2.61 and outdoor

sign, with 2.22.

Television was rated by Thai students the most

informative with 4.82; newspaper was rated by Thai students

the most informative with 4.82; radio was rated by Venezue-

lan students the most informative with 4.17; magazine was

rated by Thai students the most informative with 4.26; and
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direct mail was rated by Venezuelan students the most

informative with 3.80. No group rated outdoor sign the

the most informative.

TABLE V

WHAT AMERICAN ADVERTISING MEDIUM DO FOREIGN STUDENTS
CONSIDER TO BE THE MOST INFORMATIVE OR TRUTHFUL?

News- Tele- Maga- T door Direct
Country paper Radio vision zine sign mail

Canada 3.83 3.00 3.83 3.83 1.33 1.50

India 3.89 3.06 2.75 3.48 2.08 2.23

Iran 3.46 3.08 3.08 2.76 2.31 2.50

Mexico 3.61 2.36 3.48 3.61 1.81 3.06

Nigeria 3.79 3.26 3.49 2.04 1.87 2.35

Pakistan 4.33 2.17 4.00 2.33 3.17 1.50

Sabia 3.02 2.81 3.23 3.96 2.50 3.13

Taiwan 3.58 2.74 3.69 3.45 1.67 2.26

Thailand 4.82 2.59 4.82 4.26 2.97 3.75

Venezuela 2.92 4.17 2.08 2.29 2.50 3.80

Mean of
Total Coun 3.73 2.92 3.45 3.20 2.22 2.61
try Means..

In response to the question "What advertising medium do

you consider to be the most disturbing or irritating?" the

students rated radio the most disturbing with 2.55, followed
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by television, with 2.88; direct mail, with 2.95; newspaper,

with 3.09; outdoor sign, with 3.22; and magazine, with 3.48.

Direct mail was rated by Thai students the most disturb-

ing with 1.37; newspaper was rated by Thai students the most

disturbing with 1.37; radio was rated by Thai students the

most disturbing with 1.56; television was rated by Indian

students the most disturbing with 2.11; and outdoor sign

was rated by Thai students the most disturbing with 2.57.

No group rated magazine the most disturbing.

Both male and female students rated television the most

enjoyable; male students rated newspaper the most informative;

female students rated television the most informative; male

students rated radio the most disturbing; and female students

rated direct mail the most disturbing.

TABLE VI

WHAT AMERICAN ADVERTISING MEDIUM DO FOREIGN STUDENTS
CONSIDER TO BE THE MOST DISTURBING OR IRRITATING?

News- Tele- Maga-Outdoor Direct
Country paper Radio vision zinc sign mail

Canada 3.38 3.26 2.55 3.62 2.67

India 4.19 2.81 2.11 3.50 3.92 2.81

Iran 3.18 2.92 2.98 2.86 2.92 3.24

Mexico 3.77 2.81 3.64 3.92 2.67 2.11

Nigeria 2.82 2.29 3.27 3.42 3.4213.27
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Pakistan 3.33 2.50 2.17 3.00 4.00 3.50

SAraia 3.19 2.25 2.98 4.02 3.40 3.29

Taiwan 3.02 2.67 3.02 3.74 3.38 2.67

Thailand 1.37 1.56 2.57 3.03 2.57 1.37

Venezuela 2.67 2.46 3.50 3.71 3.29 4.33
Mean of
Total Coun- 3.09 2.55 2.88 3.48 3.22 2.95
try Means

Reasons Foreign Students Like American Advertising

The most frequently expressed reason for a positive

opinion of advertising was that the essential function of

advertising is a benefit to the student consumer in making

him aware of or helping him discover products. The student

consumer turned to advertising to learn what products were

on the market. The statement, "American advertising is a

good information source," was rated favorable with 4.00.

The second most frequently mentioned specific reason

for positive attitudes toward American advertising was the

area of entertainment value in advertising. The statement,

"American advertising is funny or clever,' was rated slightly

favorable with 3.86.

The third most frequently mentioned reason for positive

attitudes was in the area of credibility in advertising.

The statement, "Most American advertising is worth paying
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attention to," was rated neutral with 3.02.

Male students expressed more favorable attitudes

toward the statement in the area of consumer benefits with

4.03, "American advertising, in general, is a good inform-

ation source," and female students expressed more favorable

attitudes toward the statement in the area of entertainment

value with 4.00, "A lot of American advertising is funny

or clever."

The area of social force in advertising as a reason for

positive opinion was expressed at a slightly lower level.

The statement, "American advertising helps children to

mature because they learn from what they see in it," was

rated slightly unfavorable with 2.73.

Resons Foreign Students Do Not Like American Advertising

The area of clutter/intrusiveness in advertising was

the most frequently mentioned reason for negative attitudes

toward American advertising. The statement, "There are

too many commercials in a row on television and radio and

too many advertisements in newspapers and magazines," was

rated strongly agreeable with 1.96. Male students expressed

more unfavorable attitudes toward this statement with 2.03.

The statement, "There are too many advertisements about

instant canned foods and cat and dog foods in the United

States," was rated agreeable with 2.03. Female students

expressed more unfavorable attitudes toward this statement
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with 1.60.

Students' attitudes about the area of persuasion/intru-

siveness in advertising were strongly negative. Students

perceived it as manipulative in that they thought that it

swayed people to buy things they did not need or stimulated

them tooverspend. The statement, "American advertising

makes people want things they do not really need," was rated

agreeable with 2.10.

The problem of credibility in advertising was expressed

by students as one of the reasons they did not like American

advertising. The statement, "American government is not

doing enough to protect consumers against false or misleading

advertising," was rated slightly agreeable with 2.47 and the

statement, "American advertising is obtrusive and irritating"

was rated slightly agreeable with 2.75.

Foreign Students' Utilizations of
American News Media

In an effort to help understand whether foreign students'

personal experiences and involvement with the American news

media affected their attitudes toward the advertising they

saw in those news media, thier utilization of those news

media was examined. The students were asked to indicate

the amount of time they spent with each of the various news

media: newspaper, magazine, television, radio, and direct

mail.



Newspaper

The students reported they read newspapers 4.0

hours per week. Responses were as follows: Thailand,

5.5 hours per week; Venezuela, 5.1 hours; Saudi Arabia', 4.5

hours; Mexico, 4.5 hours; Nigeria, 4.1 hours; India, 4.0

hours; Taiwan, 3.0 hours; Pakistan, 2.5 hours; and Canada,

2.5 hours.

Radio

The students reported they listen to the radio 4.8

hours per week. Responses were as follows: Thailand, 5.9

hours per week; Taiwan, 5.7 hours; Nigeria, 5.4 hours;

Venezuela, 5.3 hours; Canada, 5.2 hours; India, 4.7 hours;

Mexico, 4.5 hours; Iran, 3.9 hours; Pakistan, 3.8 hours;

and Saudi Arabia, 3.4 hours.

Television

The students reported they watch television 13.2 hours

per week. Responses were as follows: Saudi Arabia, 19.3

hours per week; Thailand, 14.5 hours; Venezuela, 14.5 hours;

India, 13.8 hours; Iran, 13.4 hours; Pakistan, 12.8 hours;

Mexico, 12.5 hours; Canada, 11.1 hours; Nigeria, 10.2 hours;

and Taiwan, 9.7 hours.

Magazine

The students reported they read magazines 3.3 hours

per week. Responses were as follows: Nigeria, 4.3 hours
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per week; Venezuela, 4.2 hours; Mexico, 3.7 hours; Canada,

3.4 hours; India, 3.4 hours; Saudi Arabia, 3.3 hours;

Taiwan, 3.1 hours, Iran, 2.5 hours; Pakistan, 2.5 hours;

and Thailand, 2.5 hours.

Direct Mail

The students reported they read direct mail 0.52 hour

per week. Responses were as follows: Venezuela, 0.80 hour

India, 0.70 hour; Saudi Arabia, 0.60 hour; Canada, 0.55 hour;

Mexico, 0.50 hour; Nigeria, 0.45 hour; Iran, 0.40 hour;

Thailand, 0.35 hour; and Taiwan, 0.30 hour.

TABLE VII

AMOUNT OF EXPOSURE TO AMERICAN NEWS MEDIA
OF THE FOREIGN STUDENTS PER WEEK

News- Tele- Maga- Direct
Country paper Radio vision zine mail

Canada 2.50 5.20 11.10 3.40 0.55

India 4.00 4.70 13.80 3.40 0.70

Iran 3.80 3.90 13.40 2.50 0.40

Mexico 4.50 4.50 12.50 3.70 0.50

Nigeria 4.10 5.40 10.20 4.30 0.45

Pakistan 2.50 3.80 12.80 2.50 0.50

Saudi
Arabia 4.50 3.40 19.30 3.30 0.60

Taiwan 3.00 5.70 9.70 3.10 0.30
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Thailand 5.50 5.30 14.50 2.50 0.35

Venezuela 5.10 5.30 14.50 4.20 0.80

Mean of 4 .00 4 80 1 .. 3.
Total Hours 413.20 3.30

Questions

Six questions were formulated for this study.

Each of the six questions was examined in accordance with

the responses about American advertising from the various

students and their home countries' economic backgrounds.

Question One was "Have foreign students from high-income

countries more unfavorable attitudes toward American adver-

tising than those from low-income countries?"

The ten countries were divided into groups based on

the stage of economic development as measured by Gross

National Product per capita of 1976. The following groups

were established: Group I, comprising countries with Gross

National Product per capita under $500.00; Group II, comp-

rising countries with Gross National Product per capita

between $501.00 and $2,200.00; Group III, comprising countries

with Gross National Product per capita between $2,201.00 and

$5,000.00; and Group IV, comprising countries -with Gross

National Product per capita with $5,001.00 and more.

Group I comprises India with $140.00, Pakistan, with $180.00,

Nigeria, with $400.00, Thailand, with $380.00; Group II

comprises Taiwan, with $1,050.00, Mexico, with $1,060.00,
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Iran, with $2,060.00; Group III comprises Venezuela, with

$2,540.00 and Saudi Arabia, with $4,420.00; and Group IV

comprises Canada with $7,930.00.

TABLE VIII

GROSS NATIONAL PRODUCT PER CAPITA AND ATTITUDE
TOWARD AMERICAN ADVERTISING BY COUNTRY

Group I Group II
(Less than $500) ($501-$2,200)

Atti- GNP Atti- GNP
Country tude Per Country tude Per

Capita _Capita

India 3.00 140 Taiwan 3.83 1,050

Pakistan 4.29 180 Mexico 4.29 1,060

Thailand 4.25 380 Iran 2.94 2,060

Nigeria 4.08 400

Mean of Mean of
Total Total
Group 3.91 275 Group 3.69 1,390

Means Means

Group III Group IV
($2,201-$5,000) ($5,001 and more)

Atti- GNP Atti- GNP
Country tude Per Country tude Per

Capita Capita

Venezuela 3.40 2,540 Canada 3.13 7,930

Saudi- 3.90 4,420
Arabia 39 ,2

Mean of Mean of
Total 36 340 Total 31 P3
Group3.65 3,480 group 33 7,930
Means Means
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Group I, which has the lowest Gross National Product

per capita with $275.00 ranks first with 3.91 in their

attitude toward American advertising; Group II, with $1,390.00

Gross National Product per capita, ranks second with 3.69;

Group III, with $3,480.00 Gross National Product per capita,

ranks third with 3.65; and Group IV, which has the highest

Gross National Product per capita with $7,930.00 ranks

fourth with 3.13. It showed that attitudes of foreign

students toward American advertising vary in inverse pro-

portion to the stage of economic development of the students'

home countries as measured by Gross National Product per

capita.

The students of Group I said they were 42.7 per cent

more favorable than students of Group IV reported. The

students of Group II were 17.9 per cent more favorable than

students of Group IV reported and the students of Group III

were 16.6 per cent more favorable than students of Group

IV reported.

Evidently, the attitudes of foreign students at North

Texas State University toward American advertising are

affected by student's home country's stage of economic

development as measured by Gross National Product per capita.

The data tend to provide a positive answer to question One.



47

TABLE IX

EFFECT OF FOREIGN STUDENTS' ATTITUDE TOWARD AMERICAN
ADVERTISING BY STAGE OF ECONOMIC DEVELOPMENT OF

HIS HOME COUNTRY BASED ON GROSS NATIONAL
PRODUCT PER CAPITA

Percentage Deviation
Group Attitude GNP Per Capita from Group IV

Group I 3.91 275 42.7 more favorable

Group II 3.69 1,390 17.9 more favorable

Group III 3.65 3,480 16.6 more favorable

Group IV 3.13 7,930 0

Question Two was "Have foreign students from countries

with large annual advertising expenditures more unfavorable

attitudes toward American advertising than those from

countries with small annual advertising expenditures?"

The ten countries were divided into groups based on

the stage of economic development as measured by advertising

expenditure per capita. The following groups were established:

Group I, comprising countries with advertising expenditure

per capita under $10.00; Group II, comprising countries

with advertising expenditure between $11.00 and $20.00;

and Group III, comprising countries with advertising expen-

diture per capita with $21.00 and more.

Group I comprises Pakistan with the advertising expen-

diture of $ .20# India, with $ .23, Nigeria, with $ .82,
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Iran, with $1.58, Thailand, with $3.04, Mexico, with $7.71,

and Saudi Arabia, with $9.63; Group II comprises Taiwan,

with $10.36, and Venezuela, with $19.36; and Group III

comprises Canada with $103.40.

Group I, which has the lowest advertising expenditure

per capita with $3.32 ranks first with 3.82 in their attitude

toward American advertising; Group II, with $14.86 advertising

expenditure per capita ranks second with 3.62; and Group III,

which has the highest advertising expenditure per capita

with $103.40 ranks third with 3.13 in their attitude toward

American advertising. It showed that attitudes of foreign

students toward American advertising vary in inverse proportion

to the stage of economic development of the students' home

countries as measured by advertising expenditure per capita.

The students of Group I said they were 22 per cent

more favorable than students of Group III reported. The

students of Group II were 15.7 per cent more favorable than

students of Group III reported.

Evidently, the attitudes of foreign students at North

Texas State University toward American advertising are

affected by student's home country's stage of economic

development as measured by advertising expenditure per capita.

The data tend to provide a positive answer to question Two.
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The answers to the question One and Two, indicate that

the higher stage of economic development of the country the

student calls home, the less favorable is his attitude

toward American advertising.

TABLE XI

EFFECT OF FOREIGN STUDENT'S ATTITUDE TOWARD AMERICAN
ADVERTISING BY STAGE OF ECONOMIC DEVELOPMENT OF
HIS HOME COUNTRY BASED ON ADVERTISING

EXPENDITURE PER CAPITA

Adver- Percentage Deviation
Group Attitude tising from Group III

Expen-
diture
Per Capita

Group I 3.82 3.32 22.0 more favorable

Group II 3.62 14.90 15.7 more favorable

Group III 3.13 1103.40 0

Question Three was "Have foreign students who stay longer

in the United States more favorable attitudes toward American

advertising than those who stay less long in the United

States?"

Two groups were established: Group I, comprising

countries whose students' average length of stay in the United

State is longer than the sample mean of 40.6 months; and

Group II, comprising countries whose students' average length

of stay in the United States is shorter than the sample mean
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of 40.6 months.

Group I comprises Mexico with 84.9 months, Nigeria,

with 56.7 months, India, with 50.3 months, Canada, with

48.4 months and Pakistan, with 46.3 months. Group II

comprises Iran, with 36.6 months, Venezuela, with 31.7 months,

Saudi Arabia, with 26.2 months, Taiwan, with 24.4 months,

and Thailand, with 23.3 months.

The mean length of stay of Group I is 57.3 months and

the mean score is 3.76. The students of Group II have a

mean length of stay of 28.4 months and the mean score is 3.66.

It showed that the attitudes of foreign students toward

American advertising vary in direct proportion to the length

of time the students stayed in the United States.

TABLE XII

LENGTH OF STAY IN THE UNITED STATES OF THE
FOREIGN STUDENTS BY COUNTRY

Group I Attitude Month Group II Attitude Month

Mexico 4.29 84.9 Iran 2.94 36.6

Nigeria 4.08 56.7 Venezuela 3.40 31.7

India 3.00 50.7 Saudi 3.90 26.2
Arabia

Canada 3.13 48.4
Taiwan 3.83 24.3

Pakistan 4.29 46.3 Thailand 4 .2L 2 L
Mean of Mean of
Total Total
Group 3.76 57.3 Group 3.66 28.4
Means _ _ _Means
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Evidently, the attitudes of foreign students at North

Texas State University toward American advertising are

affected by the length of stay in the United States.

The data tend to provide a positive answer to question

Three.

Question Four was "Have foreign students who are exposed

more to news media in the United States more favorable

attitudes toward American advertising than those who are

exposed less to news media in the United States?"

Two groups were established: Group I, comprising

countries whose students' amount of exposure to American news

media is longer than the sample mean of 27.8 hours; and

Group II, comprising countries whose students' amount of

exposure to American news media is shorter than the sample

mean of 27.8 hours. Group I comprises Thailand, with 37

hours, Venezuela, with 34.4 hours, Nigeria, with 30.2 hours,

Taiwan, with 28.6 hours, and India, with 28.1 hours.

Group II comprises Saudi Arabia with 26.4 hours, Pakistan,

with 25 hours, Mexico, with 24.5 hours, Iran, with 22.3

hours, and Canada, with 20.5 hours.

The mean amount of exposure to American news media of

the students of Group I is 31.7 hours per week and the mean

score is 3.71; and students of Group II have a mean amount

of exposure to American news media of 23.7 hours and the

mean score is 3.71.
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No relationship between foreign students' amount of

exposure to American news media and their attitudes toward

American advertising existed for the foreign students of

Group I and Group II, because of the finding that the two

groups had the same favorable attitudes toward American

advertising and had different amount of exposure to news

media.

TABLE XIII

AMOUNT OF EXPOSURE TO AMERICAN NEWS MEDIA
OF THE FOREIGN STUDENTS BY COUNTRY

Group I Attitude Hour Group II Attitude Hour

Thailand 4.25 37.0 Saudi 3.90 26.4
Arabia

Venezuela 3.40 34.4 Pakistan 4.29 25.0

Nigeria 4.08 30.2. Mexico 4.29 24.5

Taiwan 3.83 28.6 Iran 2.94 22.3

India 3.00 28.1 Canada 3.13 20.5

Mean of Mean of
Total Total 3.71 23.7
Group Group
Means Means

Evidently, the attitudes of foreign students at North

Texas State University toward American advertising are

unaffected by the amount of exposure to American news media

of foreign students.
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The data tend to provide a negative answer to

question Four.

Question Five was "Have foreign students more favorable

attitudes toward American advertising than toward home

countries' advertising?"

Overall attitudes of the foreign students toward

American advertising were slightly favorable with a mean

score of 3.71 and their attitudes toward their home countries'

advertising were neutral with a mean score of 3.35. Foreign

female students had more favorable attitudes toward American

advertising than male students.

The data tend to provide a positive answer to

question Five.

Question Six was "Have foreign male students more

favorable attitudes toward American magazine advertising,"

and "have foreign female students more favorable attitudes

toward American television commercials?"

Male students favored American magazine advertising most

with 3.82, followed by newspaper advertising, with 3.67;

television commercials, with 3.52; radio commercials, with

3.40,; outdoor sign advertising, with 3.23; and direct-mail

advertising, with 3.00. Male students rated American

magazine advertising the most informative.

Female students favored American television commercials

most with 3.81, followed by magazine advertising, with 3.61;
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newspaper advertising, with 3.57; outdoor sign advertising,

with 3.56; radio commercials, with 3.21; and direct-mail

advertising, with 3.21. Female students rated television

commercials the most enjoyable and informative.

Evidently, male students have more favorable attitudes

toward American magazine advertising and female students

have more favorable attitudes toward American television

commercials.

The data tend to provide a positive answer to question

Six.



CHAPTER III

SUMMARY AND CONCLUSIONS

This study was designed (a) to determine foreign

students' basic attitudes toward American advertising (b)

to determine whether these attitudes vary with different

countries or cultures; (c) to determine how the length of

stay in the United States affects foreign students' attitudes

toward American advertising; (d) to determine how the amount

of exposure to American news media affects foreign students'

attitudes toward American advertising; (e) to determine

which American news medium is considered to be the most

enjoyable, informative, and disturbing; (f) to determine what

aspects of American advertising they like and dislike; (g)

to determine how foreign male and female students perceive

American advertising and advertising media; and (h) to

determine what benefits of the findings of this study could

be offered to advertising practitioners.

The basic tool of the study was a survey research design

using the mailed questionnaire. Questionnaires were sent

to 100 foreign students from the ten countries at North

Texas State University. The ten countries which had the

largest number of foreign students among sixty-six nations

represented at the university.

56
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Six questions were answered.

Question One, "Have foreign students from high-income

countries more unfavorable attitudes toward American adver-

tising than those from low-income countries?" was answered

positively. Countries with low Gross National Product per

capita such as India, Pakistan, Thailand, and Nigeria had

slightly more favorable attitudes toward American advertising

than those from countries with expremely high Gross National

Product per capita such as Canada.

Question Two, "Have foreign students from countries

with large annual advertising expenditure more unfavorable

attitudes toward American advertising than those from

countries with small annual advertising expenditure?"

was answered positively. Countries with low advertising

expenditure per capita such as Pakistan, India, Iran, Nigeria,

Thailand, Mexico, and Saudi Arabia had more favorable attitudes

toward American advertising than those from countries with

high advertising expenditure per capita such as Canada.

Question Three, "Have foreign students who stay longer

in the United States more favorable attitudes toward American

advertising than those who stay less long in the United

States?" was answered positively. Countries whose students'

average length of stay of 57.3 months in the United States

had more favorable attitudes toward American advertising

than countries whose students' average length of stay of
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28.4 months in the United States.

Question Four, "Have foreign students who are exposed

more to American news media more favorable attitudes toward

American advertising than those who are exposed less to

news media in the United States?" was answered negatively.

Countries whose students' amount of exposure to American

news media is 31.7 hours per week, had the same favorable

attitude toward American advertising as whose students'

amount of exposure to American news media is 23.7 hours.

Question Five, "Have foreign students more favorable

attitudes toward American advertising than toward home

countries' advertising?" was answered positively. The

attitudes of the foreign students toward American advertising

were more favorable with a mean score of 3.71 than toward

home countries' advertising, with 3.35.

Question Six, "Have foreign male students more favorable

attitudes toward American magazine advertising," and "have

foreign female students more favorable attitudes toward

American television commercials?" was answered positively.

Foreign male students had more favorable attitudes toward

American magazine advertising than foreign female students

by a mean score of 3.82 to 3.61 and foreign female students

had more favorable attitudes toward American television

commercials than foreign male students by a mean score of

3.81 to 3.52.
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Students from South America and North America favored

print media advertising; those from South East and Middle

East Asia, broadcast media advertising; and those from

Africa, outdoor sign advertising. Students except from

Middle East Asia, favored direct-mail advertising; and Middle

East Asian students, radio commercials; those from South

America and North America, print news media; and those from

Middle East , South East Asia, and Africa, broadcast news

media.

Those who watched television more frequently tended to

be more favorable toward television commercials than those

who watched less frequently. Students who read newspapers

for long periods of time watched television longer than

students who read newspapers for short periods of time.

Those who read newspapers more frequently tended to be

more favorable toward newspaper advertising than those who

read newspapers less frequently. There were no such relation-

ships between magazine and magazine advertising, radio commer-

cials, and direct mail and direct-mail advertising.

The major findings of this study were that the foreign

students had a slightly favorable attitude toward American

advertising as compared with the evaluation of home country's

advertising and spent a great deal of time with American

mass media.
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Foreign students' average length of stay in the United

States was 43 months and average amount of exposure to

American news media was 27 hours per week. The stage of

economic development of foreign students' home countries

based on Gross National Product per capita and advertising

expenditure per capita was a predictor of students' perceptions

of the institution of American advertising and the length of

time the foreign students stayed in the United States was

a predictor of students' attitudes toward American adver-

tising.

Students felt differently about the advertising they

saw in different media. They had the most favorable attitudes

toward magazine advertising and the least favorable attitudes

toward direct-mail advertising. They preferred television

commercials and newspaper advertising to radio commercials,

outdoor sign advertising, and direct-mail advertising. Male

students had the most favorable attitudes toward magazine

advertising and female students had the most favorable atti-

tudes toward television commercials. Students rated tele-

vision commercials the most enjoyable; newspaper advertising,

the most informative; and radio commercials, the most distur-

bing. Male students rated magazine advertising the most

informative; and female students rated television commercials

the most enjoyable and informative.
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The most frequently expressed reason for a positive

opinion of advertising was that the essential function of

advertising was a benefit to the student consumer in making

him aware of or helping him discover products. In other

words, the student consumer turned to advertising to learn

what products were on the market.

The students had a positive view of the entertainment

value in advertising they saw or heard. This shows that the

entertainment value in advertising must be greatly considered

in the practice of advertising effectiveness for advertising

practitioners.

The problem of credibility of advertising appeared to

reflect a general increase in skepticism. It appears to

serve as a deterrent to student endorsement of advertising.

Therefore, it was not surprising that credibility emerged

as one of the factors crucial to student consumer opinion

of advertising.

The students had a slightly negative view of the social

force in advertising. The way students felt about this

factor did not have much bearing on their overall attitudes

toward American advertising. However, it seems that they

gave mild endorsement to the notion of that aspect of

advertising.
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Student's feeling about the area of persuasion/moti-

vation in advertising was strongly negative.

The area of clutter/intrusiveness in advertising was

the most frequently mentioned reason for negative attitude

toward American advertising. This was apparently the subject

about which students had strong negative opinions.

It was worth noting that some students were inaccurate

and inconsistent in the evaluation of American advertising

and advertising media. For example, one student disliked

the statement, "There are too many commercials in a row on

television and radio and too many advertisements in newspapers

and magazines," and at the same time, he supported fully the

statement, "American advertising, in general, is a good

information source."

Some students expressed enjoyment about advertisement

for their favorite brands but not for brands they would not

buy. In addition, what was one student's annoyance was another

student's information, or entertainment. The evaluation of

advertising tended to depend upon the eye of the beholder.

Eleven students answered with no opinion in the evalu-

ation of American advertising and fifteen students answered

with no opinion about American advertising media. Evidently,

they had relatively little interest in the institution of

American advertising. Such disinterest might result from

the fact that they had insufficient time to use American
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mass media; some did not have access to television and news-

paper; and some might not understand what Americans talked

about on television. Students who answered with no opinion

had a low level of intensity -both favorable and unfavorable-

toward American advertising. This fact should be useful to

those who are interested in foreign students' attitudes and

perceptions toward American advertising.

Today, United States firms, both United States-based

and foreign-based, are advertising in many areas of the

world and are attempting to communicate in a greater variety

of cultures. The criteria used to determine transferability

of American advertising to a particular foreign area tend

to fall within three general categories: market or economic,

media, and cultural or psychological.

The first of these seems to be the most widely used,

apparently because more data are available and because it

fits more readily into the marketing frame of reference. It

includes level of competition, level of education and liter-

acy, standard of living (discretionary income), adequate

distribution in the country, state of economic development,

age distribution of the population, homogeneity of the

population, relative importance of use in American exports,

sililarity of product's use compared with the United States,

organization of the population and mobility of the population.

Media criteria mean the availability of the same media used



in the United States. The more available the media in a

country paralleled those in the United States, the more

likely the company is to use American advertising. Certain

television-oriented companies are likely to bypass a country,

or use only token promotion, if adequate television facilities

are not available. The relatively low degree of literacy in

some countries makes print media a poor buy, but makes radio

or cinema, each relatively inexpensive, and attractive.

Cultural or psychological criteria include cultural or psycho-

logical barriers to acceptance of the product, friendliness

of people toward the United States, price-consciousness of

the populace, religion in the culture, acceptance of autho-

rity, level of sophistication, class consciousness, attitude

of people toward the human body, political stability of the

country, subjectivity of the concept used in the advertise-

ments and attitudes toward participating in voting. In this

connection, a successful advertising campaign must work out

a balance internationalization and complete localization.20

In fact, studies of the behavioral, attitudinal, and

interest patterns of consumers should be tested by repli-

cating and expanding this study. Thus, one implication of

20 Samuel Watson Dunn, "The Case Study Approach in
Cross-Cultural Research," Journal of Marketing Research, III
(February, 1966), 29.
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this study is that it be replicated and its reliability

checked. Other implications may be suggested by the fact

that there are many questions this study did not answer.

Among them are the following.

1. Why do students from high-income countries react

less favorably to American advertising than do students from

low-income countries?

2. Why is there no effect of the amount of exposure

to American news media of students on his favorable attitude

toward American advertising?

3. Why is there an effect of a student's length of

stay in the United States on his favorable attitude toward

American advertising?

4. Are there reasons that students from South America

and North America prefer print media advertising; that

those from South East and Middle East Asia prefer broadcast

media advertising; and that those from Africa prefer outdoor

sign advertising?

5. Are there any variations among age groups with

attitudes toward American advertising and advertising media?

Among religious groups? Among different fields of study?

Between students from poor families of high-income countries

and students from rich families of low-income countries?
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In the present study, no attempt was made to ascertain

why certain attitudes are held. Knowledge of why foreign

students like or dislike American advertising and adver-

tising media would enable media executives and advertisers

to take steps to overcome unfavorable attitudes. In addition,

a study comparing the attitudes of American students with

attitudes of foreign students toward advertising would be

helpful to attitudinal studies of advertising.

However, it must be remembered that the findings of the

study do not necessarily reflect the current beliefs toward

American advertising perceived by all foreign students.

With such a small sample, no definite conclusion can be made.

The findings are only the opinions held by selected group of

subjects that could not be considered representative of all

foreign students at North Texas State University or on other

campuses in the United States.

The findings in this study apply solely to 100 foreign

students at North Texas State University who responded to the

questionnaire and the findings describe the characteristics

of only this particular group of students.

Nevertheless, the information obtained from this study

would encourage advertising researchers to undertake research

into the role of advertising in such other fields as compa-

rative marketing, cross-cultural communications, social

psychology, cultural anthropology, education, and politics.
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The findings of this study would be of help to those

interested in the study of news media behavior involving

advertising.

American news media behavior should be able to relate

the degree of use and involvement with different news

media to attitudes toward American advertising and adver-

tising media and the reasons for these attitudes.



APPENDIX

I'd Value Your Idea:

Hello, I am 0 Jeeru Chung from South Korea, a graduate
student in journalism at North Texas State University.

I am conducting a survey and the following questionnaire
is intended to get information to be used in my master's
thesis.

This survey is designed to find out how foreign
students at North Texas State University feel about
American advertising.

Won't you be kind enough to take a few minutes to give
me your opinions? PLEASE RETURN THIS QUESTIONNAIRE in
the enclosed envelope as soon as possible.

I sincerely hope that you would help me. Thank you
very much for your cooperation.

Sincerely yours,

0 Jeeru Chung

68
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QUESTIONNAIRE

There are no right or wrong answers in this
questionnaire. Please read every item and state-
ment and respond to them without omitting any.

I. Your Attitude Toward American Advertising
(circle answers)

Please read the items on the left column and indicate
how you feel about them by circling appropriate
numbers. For example, if you are favorable to an item,
please circle 4; and if you feel unfavorable, circle 2.

Strongly No Strongly
Favor- Favor-Opinion Unfavor-Unfavor-
able able Neutral able able

1. Advertising in
the United States 2 1

2. Advertising in 4 3 2 1
Your Country

3. American Adver-
tising in News- 5 4 3 2 1
paper

4. American Adver- 4 3 2 1
tising on Radio

5. American Adver- 4 3 2 1
tising on TV

6. American Adver-
tising in Magazine 5 4 3 2 1

7. American Adver-
tising in Outdoor 5 4 3 2 1
Sign

8. American Adver-
tising Received 5 4 3 2 1
in the Mail



70

II. Now I would like to ask you to indicate the degree of
your favorableness or unfavorableness, and agreement
or disagreement with a series of statements below.

A. The followings are positive statements about American
advertising. Please read each statement carefully
and indicate how much you are favorable or unfavor-
able to each statement by placing a letter of the
alphabet in front of each statement. For example,
if you are strongly favorable to a statement, write
(a) before the statement.

a. Strongly favorable
b. Favorable
c. No opinion/neutral
d. Unfavorable
e. Strongly unfavorable

( ) 1. American advertising, in general, is a
good information source.

( ) 2. Most American advertising is worth paying
attention to.

( ) 3. A lot of American advertising is funny
or clever.

( ) 4. American advertising helps children to
mature because they learn from what they
see in it.

( ) 5. Better products and lower prices result
from advertising in the United States.

B. The followings are negative statements about American
advertising. Please read each statement carefully
and indicate how much you are agreeable or disagree-
able with each statement by placing a letter of the
alphabet in front of each statement. For example,
if you are strongly disagreeable with a statement,
write (a) before the statement.

a. Strongly disagreeable
b. Disagreeable
c. No opinion/neutral
d. Agreeable
e. Strongly agreeable
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( ) 6. American advertising makes people want things
they do not really need.

( ) 7. American comparative advertising is obtru-
sive and irritating.

( ) 8. There are too many commercials in a row on radio
and television and too many advertisements
in newspapers and magazines.

( ) 9. There are too many advertising about instant
canned foods and dog and cat foods in the
United States.

( )10. American government is not doing enough to
protect consumers against false or mislead-
ing advertising.

III. Now I would like to ask you to indicate your attitude
toward advertising in specific media. Please indicate
your preference by ranking each item from 1 to 6.

1. What American advertising medium do you consider to
be most enjoyable to look at, to read, or to listen
to?

Advertising
Advertising
Advertising
Advertising
Advertising
Advertising

in Newspaper
on Radio
on Television
in Magazine
in Outdoor Sign
in Direct Mail

2. What American advertising medium do you consider to
be most informative or truthful?

Advertising
Advertising
Advertising
Advertising
Advertising
Advertising

in Newspaper
on Radio
on Television
in Magazine
in Outdoor Sign
in Direct Mail

3. What American advertising medium do you consider to
be most disturbing or annoying?

Advertising
Advertising
Advertising
Advertising
Advertising
Advertising

in Newspaper
on Radio
on Television
in Magazine
in Outdoor Sign
in Direct Mail

(
(
(
(
(
(C

)
)
)
)
)
)

(
(
(
(
(
(

)
)

)
)
)

)

(
(
(
(C
(C

(

)
)
)
)
)
)
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IV. I would like to ask you how often you watch,
read, or listen to mass media.

I. How often do you watch television a week?
(check only one)

( ) Every day
( ) 5or 6 days a week
( ) 3or 4 days a week
( ) I or 2 days a week
( ) Never

2. If you watch television, how much time do you
spend watching television?

On Saturdays __hours or minutes
On Sundays hours or minutes
On each other day hours minutes

3. How often do you listen to the radio?
(check only one)

) Every day
( ) 5or 6 days a week

) 3 or 4 days a week
( ) Ior 2 days a week
( ) Never

4. If you listen to the radio, how much time do you
spend listening to the radio?

On Saturdays hours or minutes
On Sundays hours or minutes
On each other day hours or minutes

5. How often do you read newspapers?
(check only one)

( ) Every day
) 5 or 6 days a week

( ) 3or4 days a week
) I ir 2 days a week

( ) Never

6. If you read newspapers, how much time do you
spend reading newspapers?

On Saturdays hours or minutes
On Sundays hours or minutes
On each other day hours or minutes



7. Do you read magazines? (check only one)

( ) Every day
( ) 5or 6 days a week
( ) 3or 4 days a week
( ) Ior 2 days a week
( ) Never

8. If you read magazines, how much time do you
spend reading magazines a week?

hours or minutes

9. Do you receive any advertising in the mail that1s addressed to you personally?

yes no
Do you read it? yes no sometimes
If yes, how much time do you spend reading
direct mail?

V. Demographic information

Name: Sex: Age:

Major Field of Study: e Year in Class:

Country Where You Were Raised:

How Long Have You Been in the United States?
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