Edith Cowan University
Research Online

ECU Publications Pre. 2011

1978

A survey on children's ability to distinguish television commercials
from programme material

Churchlands College Of Advanced Education

Follow this and additional works at: https://ro.ecu.edu.au/ecuworks

6‘ Part of the Public Relations and Advertising Commons

Churchlands College of Advanced Education. (1978). A survey on children's ability to distinguish television
commercials from programme material. Churchlands, Australia: Churchlands College of Advanced Education.
This Report is posted at Research Online.

https://ro.ecu.edu.au/ecuworks/6873


https://ro.ecu.edu.au/
https://ro.ecu.edu.au/ecuworks
https://ro.ecu.edu.au/ecuworks?utm_source=ro.ecu.edu.au%2Fecuworks%2F6873&utm_medium=PDF&utm_campaign=PDFCoverPages
http://network.bepress.com/hgg/discipline/336?utm_source=ro.ecu.edu.au%2Fecuworks%2F6873&utm_medium=PDF&utm_campaign=PDFCoverPages

Edith Cowan University

Copyright Warning

You may print or download ONE copy of this document for the purpose
of your own research or study.

The University does not authorize you to copy, communicate or
otherwise make available electronically to any other person any
copyright material contained on this site.

You are reminded of the following:

e Copyright owners are entitled to take legal action against persons
who infringe their copyright.

e A reproduction of material that is protected by copyright may be a
copyright infringement. Where the reproduction of such material is
done without attribution of authorship, with false attribution of
authorship or the authorship is treated in a derogatory manner,
this may be a breach of the author’s moral rights contained in Part
IX of the Copyright Act 1968 (Cth).

e Courts have the power to impose a wide range of civil and criminal
sanctions for infringement of copyright, infringement of moral
rights and other offences under the Copyright Act 1968 (Cth).
Higher penalties may apply, and higher damages may be awarded,
for offences and infringements involving the conversion of material
into digital or electronic form.



A S/}IRVEY ON CHILDREN'S ABILITY TO
DISTINGUISH TELEVISION COMMERCIALS

FROM - PROGRAMME MATERIAL.

CHURCHLANDS C.A.E.

A Report Prepared for an Independent

Study in Library and Media Studies.




This research paper on the offects of television commercials
on children is divided into twn major sections,

1. The first section deals with topics such as - childrens!
ability to distinguish television commercials {rom programue
material, source effects and self~concept appesis in
childrens' television advertising, violence and unsafe
acts in television commercials directed to children, the
effects of the volume and repeltition of television commercials
and television advertising and parent child relatio
This section is bas efq on my readings and from nonmprin%
information sources.

Much work and research on these toovics has been undertaken
Ly Richard Adler in his book, "Research on the Effects of
Television Advertising on Children', and Charles Atkin in
"The Effects of Television Advertising on Children". It is
from these works and okhers that the first section is based,

2, The second section of this research paper presenis the
findings of a questlonaire administered to 83 Perth primary
school students. The guestionaire anestlga and compares
high socioeconomic child rens! attitude 1o commercials and

low to middle socioeconomic childrens® attitudes to conmers

cials.,




It is clear from the avalleble evidence that televicion
advertising dees nave an influence on children. Numerous
research studies have demonstrated thait children seem to lna”n

U e

from commercials, and that advertising is at least moderate 1;

successful in creating positive “attitudes comardc and the des-
_ire for ‘products
perceptlon of

‘advertised. A strong determinant of children's
clev1qlon ud&crt1s11 is the child's age. Res-
lea

t
earch studies ¢ rly establish that children become meore skilled
to .

in evaluating
that )LO tJ.i ot

ant, perhaps crucial

as they grow older, and

bt
n from 2 -~ 12 as one group makes ilmporte

The questlon of the effects of television advertising on
children has %tsken many forms, but it seems to be based upon
four fundamental concerns (1).

i) That children may be exposed to advertisineg for products
or categories of products (such as drugs and hesavily
sugared foods) which may be hazardous if misused.

ii) That any advertising directed at children is de facto
'bad! because it exploits thelr valnerability.,
1ii) That specific technigues used in television advertising

may be deceptive or misleading to children who lack the
skills %to evaluate them properly

iv) That long term, cumulative exposure to television advert-
ising may have the adverse consequences on the develop -
ment of children's values, attitudes and behavicur,

Part One of this research paper has heen divided into six
chapters,
1) Children's Ability fto Distinguish Television.Commercials
from Programme Materizal.
r

e
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fecte and Self-Concept Appsals in Children s




Children.

on Children
of the Volunme

Commercials.
Television Advertisging and Parent Child Relations.




CHAFTER ONE

CHILDREN'S ABITITY TO DISTINGUISE STON COMMERCIA
ROM_PROGE VI \‘Qlﬁ?ql
There are two different, butl related kinds of viewer comprenensic
The first involves the abillty of a viewer simply to see commercials
as senerate material from the adjacent programming; the second deals
als.

with *re viewer's understanding of the selling purpose of commerci
For adult viewers, we can generally assume that perception of a
y g I

television advertisement ic accompanied by an understanding of its

We cannot make the same assumption if the

promotional purpose.
That 1ls, some children may be able to correctly

viewers are children.
identify a television mess

stand its purpose.

age as a commerclal and still not under-

2

spe of comprehension wahen guestioning
k5
U

{

We must look at the o
whether a child's inab 1llty
between commercial and programme
with an unfair advantage. (2).
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o make the accurats distinetions
raterial may provide the advertiser
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1) Do children see commerclal messages to bLe dis
different from programme ccntent?
What conditions act to blur children's perception of the
separation between commercial advertisements and programn

s

[2]
B

content?
To the extent that children do not spontaneously separate
commercial and programme content, whal can be done to
assist tnem in making the distinction.

11} To the extent that children do distinguish commercials from

programme content, are they able to assign differ
intentions to the two? Specificially, do children ideatify
the selling of a product as the intention from the intentic

~of programme intent? Pinally, to the extent that childres

perceive commercials to be distinct from programwes

(Adler, 1977 p 34)
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ave able to understand the sales intentlon of the commercial

Qa

Ex
does this awareness acl as a mediator between commercial messages

arsausive effects?
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and thelr resu

lape
’U

ty to distinguish between programme and

—

Childrents abil

abilil
was only been measured indirectly, using either yerbol

—

commercial
or attentlonal measures,

s it e, St

Studies vsing verbal answers to general questloning hav

(s
el ]
Yode

L O

a positive relationship between age and children's vergsal abi
to differentiate belween programmes and commercialeg. | Younger

children, below elght or nine, either express confusion or hase
their discrimination of commercials on affect or cn superficial

preceptual cues, such as a commercials shorter lengt hnj Older
children are able to tell the difference between programme and

d

commercial material on the khas

T
O

s of an overall understanding of
each message's meaning.

e
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Studies of visual gltention pmtterns have ftendsd to

PN

nf
discrimination of commercial and programme material from cohserved

)

changes in children's attention levels between programmwe segments
and commercial announcementis. However, there is also evidence
suggesting, alternatively, that these changes in attenlicn are
caused by audlo-visual changes taking place betweern advertising
and the programme,

A large number of children, especially those below eight years,
expregss little or no understanding of the persuasive intent of

commercials, ! Development of this understanding may depend on

children's general level of cognitive functioning as well as tneir
ability to make a nuwmber of specific prior distinctions aboul the

4

nature of commerclals, arting with the discrimination of comuercial
as distinct from programmes.
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Younger children whe are v
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elling motives o
television advertising tend to express grester belief in commercials

It

and a higher frequency of purchase requests for certain advertised
products than do oclider children who unde

=
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ommercials. These differences suggest that a wore mature concent

of the nature and purgose of advertising acts as a medialting

iy

influence belbween comwercials and their efffectiveness as persuss

Y

-
NeSSages.




§
%
.
z
§

.
-
.

CHAPTER TWO

SOURCE RFFRCTH Al

Charscters of all rtg- human and non human, live-action or animated-

product pvesentpﬂo or product users in most children’s
commercials. Their dealingswith the product being advertised ranges

from a co-incidental presence in the commercial to opewr =ndorsemxent,
The term sgurce effect refers to the impact of these cimracters

appear as

on the television audience,

Critics of television advertislng for chil
use of such characters creates source effects thaet ftake unfair
] hﬁimg from Adler

s

advantage of the young viewer. The following
defines a number of these alleged negative sourc

i) Certain ftypes of characters in commerﬂ'AJs, notavly programme
personalities and cartoon character, may contribute fo

children's confusbn between programmes and adverf{isements,
This is termed the Confusion Effect. The confusion effect

may be heightened when the programme personalities and
carfoon characters appear in commercials shiown within or
adjacent to their own programmes. This is ecalled the
Adijacency Effect.
i1) Celebrities or authority figures, such as a policenan, an
astronaut, or a mother, can lead children to attribute to
the endorsed product qualities it does not have. This is
calleld the Endorsement Effecct.
Certain characteristics of product presenters or users -

- notably their sex, race, occupaticn, or social tehaviour
cen contribute to children learning sterectypes. This is
called the gSocial Sterentyvoe Effect,

iv) Certain types of advertising appeals, usually but not always

|
| ot
| maid
p g

involving product presenters or users, may effect a childfs
- self~concept. This is called the Self-Concept Effech.

Personal enhancement appeals, social stabtus appeals,

ated or unrealistic product usage portrayais, and compet

appeals fall into {this category.

P




Let us now look at the Confusion Effect, &ndorsement Effect

cial Shtereotype Effect in more debtall.

S

Atthough a large munber of young children experience confuslon
mmes and commercialg, there is no evidence to support

beLWﬁen progra
the hypothesis that the use of programme characters in ~ommercials

contribute to this confusion. 4 true test of the confusion effect

would require a more instant measure of children's ability %o tell

g
.
-
%
.
,k

i~ -

the difference between programmse content and commercial content,
 Otherwise, it is not clear whether you are testing children's
memories or their aciual perceptual inability te discriminate.

e

Endorsement Effect,
One study of the endorsement effect actually found negative

endorsement effects, The subjects did not like the endorser and
gave the endorsed product lower ratings. At least four siudies
have shown that a significant change 1n rated affect toward the
cendorsed product can occur with even a passive or "mere appearancet
endorsement.

Social Stereotvoe BEffect.

e

It is almost impossible to determine whether or not commerci
contribute to the formulation of social stereoctypes. Ratio figures

of social cue conte in coumercials (young-old, male-female)
Children's

suggest that they at least have tne potential to do do., Chi
sormeraials are biased towards adults on the age ratio arnd towards
[

males on the sex ratic., II the ratios can effe childrents beliefs

ct
about the real world - an there is evidence from television prog-
ramme research that they can - an extremsly complex and value laden
igsue is ralsed, The issue is whether commercisls should be expzacted
to maten real world ratios or whether some kind of over-compensation
is justified. (More of tnis is investigated in the second section
i this research paper.)




S e

TSR SR R SRR i e IR

OLENGE ALD UNGAFE sCTS I

Although violence and unsafe acts do not oceour very often in
commercials directed to children, this lssue warrents special
attention hbecause of the seriousness of the effechts thal wmay be

involvzd. There aie three and they sre important because their

(H),

1) Fantasy violence in commercials

When violence is shown in adveritisements it is most likely to
be in the form of fantasy i.e. in a cartoon or other nake heliev
presentation,

ii)  Commercials adjacent to Violent programmes

An lncreasing number of sponsors are withdrawing coumercial
support from certain television programmes that they consider to Le
excessively violent., This moralisftically mobtivated action hides a
more seriocus consicderation for advertisers: that commercials may

actually interact with viclent programme content fto affect viewers;
s toward

and specifically children's, behaviour and attitude
violence, '

Unsafe Ackts in Safaeiv Messages

)
There has been little said regarding the idea that unsafe actls
should noc% be shown in children’s commercilals. However, public
service announcements wnich attempt to teach children not to engage
in unsafe behaviour have generally been considered exempt from this
propositio The issu

(o)

is whether the very portrayal of unrecomm-

r

|45}

ended or dange rous acts might lead to children's imitaticn of the

acts,

Wow let us examine these three effects in more detail.

ntasy Violence,

- most children's programmes) is almost always

Sl

(Adler, 1977 p 82).

e
effects largely invelve a common mechanism among children = imitation

The type of vicence employed in children's commercials (and in
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the iapact of the violent portrayal varies accord iingly to the number

¢ fanbasy cues present in the portragyal: Cartoen violence usually

of )
has three cues to indicate fantasy (animatlon, humour, and a remote
setting); make believe violence generally has two cues {(humould
and a remote setting); and realistic, acted violence generally has
only one cue (the viewer's knowledge that the portrayal is fictional).
Lins)

Real~life violence (e.g. footage of actual violence, as in newsfilns)

has, of cource, no cues to suggest fantasy.

There is evidence from one study that a lot of children as young

as four years can distinguish these four levels of violence.

However, about a quarter of Tour to eight year:olds define cartoon

violence as depictions of violence per sej about a half of this age

group also see make-belleve violence in this wayj and over nall of

four to eight year olds see reallstic (acted) violence as violance.

C‘()l

¢hildren appear to make these distinctions solely on thg b
there is no support for the idea that children,
1

physical fantasy cues:
especially young children, can differentiate types of violence in &

more cognitive or rational basis.

Commercials in Violent Programmes
Tt has Leen suggested that violent programmes may produce
aggression only if they are shown with (i.e. interrupted by) commercia:
Also importanﬁ is the contrary possibility: that commercials
may provide a socially valuable function by toning down or defusing
excitement generated by violent or otherwise highly arousing scene

O
w

in televigion shows.

Unsafe Acts in Safety Messagss
The trouble with unsafe acts is that their depiction may lead to
dangerous imitation by children. The evidence indicates that

iliustrations of unsafe behaviour, even when punished in the

commerclal message, may make that behaviouf more salient and possibtly
dren than it would normally be.
ashould emphasise

more &
are that safety commercials

.
3

only the ; ing consequences of safe behaviour. FPreventlen o

c
£t to direct in-homs or in=-sco




Criticism of feood advertil 1g on telavision nas been dirccted
Loth at the quality of the food products and at thelr methods of

resentation televicion commercials.
pl esen il lﬂ o

It has bsen claimed that what a child's develepliri sense of
what our culture deems fit to eat is influenced by the foods that he
or she sees in television commercials. Otner important influencing:
factors are also involved, of course, such as ethnicity, socio-
cconomic status, and nutriiional education bty parents.

Critics of food advertiéing say that the pregence of television
advertising of ready-to-~eat cercals, lollies,; and otner sweetenad
snacks suggests to children that these products are appropriate and
desirable to eat,

Critics of food advertising also take issue that the relationshi
of good balanced eating habits to bealth is rarely included or
emphasisied in children's food commercials, and nuiritiona

l(_.:
=
5
o]
5
ES
1

ation about the advertised food products and servicdes ig seldon

.Thus, questicns have besn raised about whether food advertising
has an influence on childrents nutritional knowledge ard attitudes
towards food and good nutrition, ftheir eating habits, and even their
physical health. Critics have “rgued as well that food commercials
ray be disruptive %o pa“ent ~cnild relationships, in that confliects
may be precipitated when parents refuse children's requests for the
advertised foods.

Characteristics of ¥ood Commercialgs

ood comierclals appearing on children's programmnes

ific brand pspme
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particularly in the case of cereals, with praiiuvws and animated

'present ' characlters., Food advertisements dirccted to children

offer lititle nutritional inforwation.

Mediating Variableg
Children respond differently to food advertising according to

their ages. 4 number of studies report an increase with age in
t

B
the product information (e.g. hrand names) that children retain
from food commercials as well as in their knowledge about the
validity of nutritional claims, '



Volume refers to

3

This section deals with the effects of felevision advertising
esulting Trom the frequency of childrens! exposure ta cormercials
ne frequency of exposure to commercials in

general. The term repetition refers to frequency of eruvosure

to a particular commercial,

According to Adler, fgur main issues are apparent, three
relating to volume and one to repetition (5).

1) That long term effe cts may result from chilldrens' expcosurs

to commercials. Alleged effects include a greater susceptibility

to persuasion, development of materialistic values and, more pog-
itively, certain consumer soccialization effects such as appreciation
of the marketing and economic environment,

ii) That certain effects may result from fregquent exposure %o

commercials through 'heavy viewing! within age groups. Susceptib-

ility to persuasion is the wmost common of these alleged effecis, To

“distingulsh these more immediate effects from the previous long-term

1)

category they will be called hesvy-viewing effects.

iii) That volume effects are also relevant in the short term via

the tclustering! of commercials in blocks betwsen programmes versus

distributing them between and during programmes. Proponents of
clustering allege that it helps children to discriminate between
programme content and advertising content. Opponents allege that
clustering leads %o 'eclutter' and poorer individual commercial
periormance, wnich unfairly penalize the adveriliser,

iv) That epqtig Lon of the same commercilal resulis in stronger
effects than a single exposure. Most often, the allegation i
increased susceotlbllity to persuasion results Trom such repet
but alse inciuded are other potential effects such as tvirrits

(Adler, 1977, © 116)
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Long-=Term Pxposure Wifects
LOURILE, i, 2.3

A lot of research on childrens! regspongas to television commercial

{0

has heen that which documents the dramatic age-relalted increase in

thelr cognitive understanding of the nature and purpose of commercials
and the equally dramatic decline in their feelings toward television
commercials as an institution. However, their behavioural respons-

ivencss to commercials-as reflected by stated desires for advertised
products and by freguency of requests to parents for these products-
declines only slightly over the childhood period.

This paradex involves a real contradiction only 1ii we azsume
that commercials should nek be responded teo. If mosi commercials
children see are non~deceptive and promocte bona fide preoducts,
there is no reason whny increaéed cognitive understanding should
reduce cnildrens! preferences for the products advertised (nor why
lack of cognitive understanding should increase them)., To hold othes
than this view is to assume that deceptive practices and shoddy
products are the rule in childrens' televisiovn advertising. £ill,
part of the paradox remains: Why do children develop such negative

attitudes towards advertising as they grow older?

Heavy Viewlng EfTects

Heavy viewing effects are somewhat different from long-term

£ 2

exposure eflects in that they focus onh the effects of volume within

age~-zroups rather than on the cumulative volume across different age
groups. Perhaps the most important conclusion in conjunction with
heavy television viewing~ and, by implication heavy exposure to

.

commercials- is that such viewlng does not retard childrens' cognitive
understanding of advertising. On the other hand, heavy viewin

not accelerate it either,

However, heavy television viewers at cach age level do

to hold more favourable attitudes toward commercials a

products they see advertised, This is especially pronounced at

younger age levels, at lesst until six, and t
c
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that this heavy vieswer difference persists at a noticeable but
Aiminished magnitude thereafter,
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A possible explanation is thet heavy viewers tend to sec move
products that they like, so that their aggregate liklng of commercial
and aggregate total of expectations based on commercisls 1s higher

secause of differential product-generated reinforcement.

Clustering RBffects

A third aspect of the volume issue is posed by the questilon of

whettiwr clustering of childrens'! commercials would benefit childrene
or maybe penalize advertisers. The evidence on both questions is

"

nconciusive, The separatlion issue has not been resclved hecause
prepriate measures of childrens' discriminatory ability have not

been employed in studies to date. The clutter issue 1s unresolved
c pntlmenf on clustering have used non-novel commercials

whose effects (e.g., brand name recall) could have heen attained

prior to the clustering manipulations in the situdies.

Repeliting Effects

There seems to be little basis for concern that repstition
leads %o greater persuasion-unless by persuasion we meap no nore
than the abllity to remember the brand name menbioned in the
commercial, A considerable amount of secondary research in learning
theory and the available primary research indicate that nelther

i 3

the rate at whicn children encounter a commercial nor the total

&

number of times %they encounter it, beyond the first one or two
exposures, nas any incremental effect on either their liking of the

3

brand or thelr intention to request or buy it.

Gorn and o‘dherg, Krugman (1972) suggests that first

fn
]

f’i

to a commercial message produces a mainly cognitive

C‘!\
o
[z
(\

Ipos
es

y

()

nse of attempting to comprehend a novel stimulus The response

™M
pel

c+‘5(3‘

D!
o the cond exposure is predominantly evaluative with the person
dctwrmlnlng the personal relevance of the message, and with the
third exposure he bhegins to disengage from what 1s perceived as a

complebe task.



Thers has been great concern about the effecls of advertising

o

on family relations. This concern takes several forams,

i) Consumptlon recuests by children, particularly those

attributed to advertising, may strain parsmé-child relaltions.

}Jn
“LJQ
S’

This strain may he greatest among economically disadvantaged

2

fami

’

lies, who presumebly must deny most reqguests

it
o
Tude

) Denial may be frustrating to both parent and child, leading
to guilt and resentment.

iv) Childrens' requests may complicate family consumption

priorities, leading to maladaptive practices, especially

among the poor,
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CHILDRENS' ATTITUDES TOWARD THLEVISION CObM
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- Part two of this research paper tries %o investigate the
attitudes of children toward television commercials. To do this
I have developed a hypotheséss

=That childrens! attitudes toward
television commercials reflect the childrens' socloeconomlc statug
Children in the lower socioeccnomic classes have more positive
attitudes toward television commercials; those in the nlgher
sociceconomic classes have more negative attitudes. It is also
agsumed that the greater the amount of exposure to television
programmes, he more positive the attitude of the child toward
televisicn commercials.

The attitudes of children to television commercials are signii-
icant for three important reasons according to Clara Perguson., Firstl;
she recognises that children represent a substantial and signific

consunmer market for many product categories. Second, s
are an influential force in the purchase of products di
consumable as well as those used by the entire family. And 1u3rdlv
she says children represent a future consumer market whose attitudes
toward products advertised and toward television commercials are

in the process of formation. (7)

The sample used for this study consisted of year 6 and year 7 stud-
ents from Graylands Primary and Mount Pleasant Primary. The schools
were sclected in such a wmanner as to be representztive of low %o
middle and hign socioeconomic areas c¢f the city. o©f the 83
questionaires administered to children included in the sample all
were considered to be usable. The analysis of the data gathered in the
survey ls based on the regponses of the &3 questiocnaires. 0f the
83 children, 25 children were in year seven and 58 were in year siX.

(Clara Ferguson,

}ﬂ_l
0
~3
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The quesbionaire used in this study was divided into two main

parts, and was based on a guestionaire used by Clara Ferguson in
‘Ereadolescent Childrens! Attitudes Toward Television Commercials'?
(Paru 1) The children answered questions by tlcking what they
felt was the appr% iate response, The categories studs

were reality, purpose, degree of discrimination betw

television programmes and television commercials,

clagsses of products recalled, complexity of wrecall, and

perceived validity and credibility of advertisements.

sen

(Part 2) The children were asked Lo rank the se
television commercials on a five point scale, A score
of 3.0 indicated neutrality; a score below 3.0 indicated
a negative - tending attitude; and a score above 3.0
indicated a positive~tending attitude.

In the third part the children were asked to take home a

television listing of snows belng broadcast thai night and
tick the shows they watched. The day of the survey wag the
31st of October, 1978,

I JZH.LJCmL.LO“

First, owing to time and limited money, the sample ussd was
limited in size. Obviously 83 children is not a large sample,

i

Second, childrens' attitudes toward television commercials
were limited to *h"“e commercials televised on the twe commercial
stations in Perth.

Third, only one day's sample of childrens' viewling patterns
was possible,

Four, for simplicity all children from Graylands Frimary were

c¢luded as being from low to middle socio-economic homes and all

s

éhildren from Mount Pleasant Primary were included as telng from
high socio-economic homes. A look at the occupations of the
fathers' tends to varify thi

5t

3 @

14



NUMBER OF T.V. sils AN Tk HOMES
R E T SR

PV, Sets
ECRILE .

Ty c T
dign 2 il
0 2 1.8 3 3.6

2 9 - 31.0 25 kb2 3k 1.0

3 6 20.7 5 9.2 11 13.2

L 2 6.9 0 0 2 2.4
Total 29 100% 5 99.8% 83 100%

Survey Findings

The first questionasked in the survey was how many television sels
were in the childrens! families., As can be seen from Table 1 most
homes have at least one or two television receivers,

L1 percent of the surveyed children had two television sets and

39.8 perceni had one television set. It was also interesting to note
that 3.6 per cent of the children did not have a television receiver.

When comparing the two socio~economic groups it can be seen that
3Lk,5 percent of the high socio-sconomic groups compared to 42,6 percent
I t iy 3 oo~ 2 i ‘
of the low to middle socio-economic group had one television seb,
and 31.0 percent compared TT ” 2 perceni had two te¢cwis‘o: roceivers,




7

A noticeable difference oceurred in the percsntage of children
with three televisions. 20.7 percent of high socio-economic
families had three televisions compared %o 9.2 per cent of low to

‘middle soclo-economic families,

LARL
UNDERGTAIDING OF TELEVISION COGIERCIALS

The children were asked to tick one of the six responses %o the
question "what 1s a television commercial™? The responses, "it
names specific products', "it is part of the television show" and
it interrupts the ftelevision show", were classified as low levels
of awareness, or indications of "confused perceptions, based on
coincidental reasoning or affect.® The responses "it advertises
things" and "it informs people akout products, shows, things fto buy"
were classiiled as medium awareness, which indicate "judgemsnt based
on reality of object or person portrayed (i.e. similarity to
objects, persons or eveanls in the real world). The response "it
sponsors or pays for the television show" was classified as high
avareness, indicating "judgement based on understanding the nature
of sponsorship and basic purposes of adveriising.
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It names specific
products 0

It is part of the
T.V. show 1.2

It interrupts the
T.V., show 19.3

Low Awareness

g

total 20.5
It advertises things  33.7
It informs people

about products, shows,
‘things to buy. b4
Medium Awareness

total 7.7
It sponsors or pays

for the 7.V. show 4.8
High Awarensss

total 4,8
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Ag Table 2 shows 20.% percent ol the sample were classified as
having low awarenesa of what 2 television commercial is, T, 7 percent
were classified as having a medium awarcness, and 4,8 percent were

-

cclassified as having high awareness.

Grouping of the data according to soclo-economic levels reveals
that 3.4 percent of the children in the high socioc-economic class
indicated a high awareness of what a television cowmercial is,

o

And 5.5 percent of the cnildren in the low to middle socio-ccononic
c¢lass indicated a high awareness level, The medlum awarencss level
contained the largest number of responses, with 75 percent from
the high socio-ecconomic class and 74 percent from the low to mi
so¢lo-economic class. 20.0 percent from the nigh socio-~econonmic
class and 20.4 from the low to middle socio-economic class indicated

a low awareness level,

UNDERSIANDING THE PURPOSE OF PEL@VI S LON
COMb ARG TALS

The children were asked to tick one of five responses to the
question, "Why are commercials shown on Television?'" This question
was designed to measure childrens' understanding of thes purpose
of television commercials. The responses "to nelp and inform you"

and "to entertain you" were classified as low levels of understanding.

‘The responses "to make people buy things" and "to sell products! were
classified as medium levels of understanding. The response "to get
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 confused, unaware of
the selling motive of the profit-seeking motive of television
commercials., & medium level of understanding indicated that the

children had some recognition of the selling motive and some awareness

of the profit-seeking motive of felevision advertising, A4 nigzh
level of understanding

o

ted that the children had a clear recog-

,_7-
o

iale

t-seekking motives of television

s
ey
Jo

5
proil

nition of the selling anc
advertising.
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To help and inform ' :
you 7 ‘ 24,1 20.7

N
i
[

0

Te entertain you 3.6 3ok 3.7
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To make people buy 4
things 48,2 55,2 Ll b

To sell produchs 21,7 20,7 22,2
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ALs shown in Table 3, 27.7 percent of the sample had a low level

=

of understanding of tne purpose of television advertising, 6G.9 per
cent of the sample had a medium level of understanding and 2, b per

“cent of the sample had a high level of understanding.

Survey data grouped according to socio-economic status reveal
that 29.6 percent of the low tn middle socio-economic children had
a low level of understanding cu=pared to 2hk.1 percent of the high
socio~-economic children. 4 medium level of understanding of the
purpose of television commercials was demonstrated Ly V5.9 percent
of the high socic-economic children and 66.6 percent of the low to
middle class children. A Dhigh level of understanding was displayed
by 3.7 percent of the low to middle socio-ecconomlc children compared
to O percent of high socio-economic children,

DIEFE ENTIATION BETWARN TELEVISION PROGRAMMIS
AND TELEVISION g VM ERCTALS .,

L}

The chilldren were asked to tick one of the five responses %o
the question, "What is the difference between a television programme

atid a commercial?" This question was designed to determine the
childrens! abilily to discriminate bhetween television programmes and
teievision commercials, he responses "a commercial 1ls snort, a
programme ls long" and "a commercial is before or after a teleVLSiun

show were classified as low levels of differentiation. The responses
"a television programme has a story, theme, moral" and "“a television
programme is supposed to entertd in you" were classified as mediunm
levels of differentiation. The response "television commercials sell;
make money" was classified as a high level of differentiation. A
low level of differentiation indicated that the children waere not abls
to clearly distinguish a television commercial from & television
progranme,

n Table %, 34.9 percent of the total sample had
Lstinguish between television programmes and a

kdt

Ls is shown

o

a low ability to d

commercial. 60,2 percent had & medium ability of differentiaticn,
and 4.8 percent had a high abi ility of differentiation.

T

Q\



prom the pe QEPP”bIV“ of mouclo-gconomic status, O percent of the
high class, and surprisingly 7.0 percent from the low to middle
cless dndicated a high level of differentiation.
Eﬁaﬁbiiinv a medium ability to facxeuxiate were 62 parcenit
socio-economic class and 59.2 percent
Prom the low to middle sceio-economic class. 37.9 percenit of tne
chlldren from the higa soclo~e2-nomlc class and 33 3 pefcemt frow the

TABLE %
DIFFEREITIATION BRTWEEN T.V, PROGRANMES
AND T.V. COMMERCIALS

Responses Total Socin sconpmin Staltus
Sample High Low to Milddie
A commercial is short, .
a programme is long. 34.9 379 33.3
A comnercial is before .
or after a T.V., show 0 0 O

H.
4]
c+

Low differentiation
total ©3h.9 37.9 33,3

= S .
A AR i o - arer ST

A T.V., programme fas a

story, theme, noral., 32,5 31 33.3
A T.V. programme ls ’ ,
supposed to entertain you 27.7 31 25.9.

Medium differsntiation .
total 60.2 2922

SRS T neseT phr
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TABLE O

REASONS FOR L N;, CO"““ Q" ALS

Frequency

It is funny 20

It tells you something about

a product or a show 5

Tt shows real people, objects,

actions 16

I have tried the product ~
advertised 2

I like the preduct advertised 12

Don't know oo ‘ 22

Data in table 6 reveal that the major reason

a particular commercial is that "it is funny".

TABLE 7

REASONS FOR DISLIXING COMMAERCIALS
Frequency

The message is dumb or stupid 29

"I don't lize the people in the

commercial 14

1t shows unreal people, objects,

actions. L

It is shown too Ofuen on T.V, 12

Product isn't like the commercial
says it 1s 8

Don't know

e
ON

Data in Table 7 reveals thalt the over

Yo

d*sliking a particular commercial is that
D oth

2
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the reason

given for 1il

Fercentage
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Porcoived Credihb

“hildren were asked "Do commercials generally tell tne fruthed
31 percent of high socloeconomic children answered yes, and 27.8

percent of low to middle

ocioeconomic cnildren answered yes. The

EN LL'&

—
jav)
=
g
o
w0
ot
o))
i_)
[
H
o
"S
D
D
[0
o T 0
o
I}
j
L]
(4]
oW
=
E__\
o
p
f]
o
[
o3
C

response.

TABLE 8
DO L.V, COMEAC

!(3

PALS TELL THE TRUTH

ﬂilﬂ.te
e

Pt earae:

Yes ol 31 27.8

Don't know 6 10.3 5.6

66.6 percent of the low to middle sociocconomic grr
that television commercials don't tsll the truth, a
high socioeconomic group thought that comuercials dor
. truth.

Respondents were asked to tick 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 9 and Table 10 that childrer

A

use tests of reality as a means of determining the believability

of televisicn advertising, The predominant reascn for kelieving that
televislon commercials generally tell the truth was, YI have trie
some of the products advertised!,

_Qa




TABLE 9

RE AOOHE WHY Ol

GENBRALTY TBLLWEHE L3UTH

Reasons

e e A

Most of the products and objects shown exist
I see the products advertised in the shops

I have tried some of the products
The commercials seem realistic

Commercials must tell the truth or they will
get in trouble

My parents say that commercials
the truth

My friends say commercials generally tell tne
truth

Dontt know

generally tell

Total

The most frequently
commercials generally do

womerr
e e ey ke S A

10
10
12

2

5

(0%

43

mentioned reason for believing that televisio

v
not tell the truth was, "Products are not

like the commercials say they are". Parental influence and
influence were the least frequently mentioned reasons for ei
believing or not believing that television commercials tell
truth.
_ TABLE 10
REASOUS WHY CHIIDREN BSLTEVE COMMERCIALS
GENERA ¥ DO NOT TELL THE TRUTH
Freguency

Commercials show unreal people, okbjects,

sactions.

S 2%

Commercials don't show everything

A T T 7
pommeluiais are generally EXaggerated

pear
ther

the



Table 10 {conkd)
Reosons Frequency Percents
My paro ts say bLhalt commerclilals are
not Lrue 2 2.1
My friends say Lndt commarcials are
not true , 2 2.
I don't see things advertised in the
shop : Iy h,2
Products are not like the commercials
say Lhcy are 3k 354
You must buy the product advertised )
to be sure 6 6.3
Don't know & _ 0 0
Total 96 100

R AN, A e

CEBITDRENS! LTTITUDE TO THE AMOUNT
OF TIME SPENT ON TEIEVISICOH COMMERCIALS

Children were asked to tick the response they ftnought should be
the maximam time allowed for commercials each hour. They were told
that the present time allowed per hour was eleven minutes. 83.1 per
of the children surveyad indicated that tney would like to see a

s

maximom time allowed per hour of 5 minutes or less. 2And not surpr
1y O children indicated tnat there should be more than 11 mirutes of

commercials per hour.

TABLE 11
MAXIVIM TINME_PER_HOUR OF COMHMERCIALS

et erk

Responses Iotal Socio-economic Status
gample High %  Low %o Middle
o advertisements 31.3 2k, 1 35.2
1 -4 minutes 31.3 34,5 29,6
5 minutes 20,5 1742 22.2
& -~ 8 minutes 12 17.2 9.3
9-10 minutes 2. 3.5 1.8
11 minutes 2.k 3.5 1.8
Kore than 11 minutes 0 0 O




PART 2

Ten descriptive statements regarding television commercials
were lncluded in the questicnaire. The chlldren were asked to
descrice their feeling or attitude toward each statemert on a
scale, ranging from Y“strongly egree" to "strongly disagree!. Five

of these slatementis were favourable descriptions of television

commercials and five statements were unfavonrable descriptions of
television commercials. The favourable statementis were scored from

5 for Y“strongly agree” to 1 for "strongly disagree". The unfavourable
statements were scored from 1 for "strongly agree' to 5 for ¥strongly
disagree’, A high score represented a positive or Tavourable

attitude toward television commercialsy a low score represented a
negabive or vnfavourable attitude.

The responses of the high sociceconomic children are shown in
and the responses of the low te middle are shown in Table

13. Also shown on eacn table are the total scores for eac

oy

statement (i.e. the 5 point scale already mentiocned).
TABLE 12
HIGH SOCTORCONOMIC CTITIDRENS! ATTITUDE TOWARD

RN T R R T PR T R R = e
COnBRRCOTALS
‘},‘,‘-,‘ Q ak ;7*1‘ T 3 O ey [l N m .{.;:‘
Attitude slrongly Agree Updec. Disagree Stronely Tote
statements - Agree Disagree
ST G B N T (Y oY e e s

FAVOURABLE

Commercials are

~interesting to

wateh hecause they

are funny 6.9% 10.3% 34.5%  W1.4d 6.9% ©268.9

Commercials ars
realisiic becau
advertissers wan

to help people. 3.5 13.8 51.8 17.2 13.8  275.8
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2

Lt

Commercials must be

trutnful or advertisers :

will get in trouble 0 £.9 27.6 L 8 20,7 226.7
Commercials are gener-

ally infermative bec-

ause they tell you

about a vroduct or
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20.7 20,7 o cuian




Takle 12 (conitd)
Attitude St“nnwlx Azreg Undec.  DRisggres Strengly fLotu
utatem@nth ng
Cammerc1als are
gducational hLec=-
ause you can learn
about products that
are being sold 0 10.3 20.7 20.7 48,3 193
UNFAVOURABILE
ommercials are false
ecause products are
ot like commercials . ) P
ay they are 34.5% 24, 1% 13.84% 20.7% 6.9% 2h b
ommercials are boring
because they talk about
things I'm not interest- ' \
d in 37.9 ba,l 13.8 3.5 3.k 192.7
ommerclals are dumbor
tupid elther hecause
f the actors or the
roduct message. 27.6 48.3 20.7 3.b 0 199.9
ommercials are exagg-
rations because advert-
sers just wanit you to
uy their products. 55,2 31 10.3 3. 0 161.,7
%ommer01als are irrit-
ting because they int-
rrupt the programme :
am watching 62,1 27.6 3.4 3.b 3.4 158.1
Overall Total = 228k, 6
TABLE 13
LOW _TO MIUDLE SOCTOECONCMIC CHILDRENS!
ATTITUDE TOWARD COwMERCTIALS
Strongly srzree  Undec. Digsagree  Strongly  Total
Agree Disagree  Score
are
to wateh.
x b4 Is o . > s . ,
are funny 0% 2h.ip 1h.8y 42,65 18,5% ol 5




Table 13 {contd)
Lgree Undec. Disagree
AVOURABLA

Commercials are
realistic because
advertisers vant _

ot a7 - 7 P N o
to help ’36&;1.&.8 3»77’@ 13‘/@ 37% 2509% 20'!"'% tl%’jv /

Commercials must ‘

be truthiful or

advertisers will

get in trouble 9.3, 13 7. Lo.7

Commercials are

generally informe

ative becuase they

tell you about a

product or show  34.5 24 .1 20.7 20.7 o 372.h

Commercials are
educational because
you can learn about
products that are
being sold 5.6 11 18,5 29,6 35,2 221.9

he
Do
T

(93N
AW
W Y
—
~3

i

.

UNFAVCOURAELE

Commercials are

falcc becauge prod=-

vcts are not like

commercxalg say they

ar 22,2 37 12.9 20.
C

ommerc: ls are boring

because they talk about

things I'm not int-

erested in 35.2 27.8 14,8 14.8 7.4 231.9

F
~3
>
I
r
o
e
¥
I

.
%
3
§
|
%
|
|
|

%Comu rcials are dumb

gor stupid either

 hecause of the antors

;or the product message 22.2
|

§

5

E

i

',-.J

0
\]
e
[0y
L ]
o

o2 18.5 22.2

Cad
wn

Commercials are exagg-

erations because advert-

isers just want you to

buy their product 50 33.3 9.3 1.9 5.5 179.6

Commercials are irrit-

ating hecsuse they

E}ntr ruphk the programme

I an Natcbiﬂg 72,2 14,8 3.7 1.9 7.4 157.5

Overall Total = 2383. 1




The responses of the children for all ten statements were tetalled
according to socioeceonomic status. The minimum possible score, which
would represent an extremely negative atiltude was 1000, The maximun
possikble score, which would represent an extremely positive attitude,

was H000. A score of 2500 would represent neutrality.

Sunmary ‘

nnnnn

Both the high socioecconomic children and the low to middle soc
econemic children had 5lightly negative attitudes to commercials shown
on television. As mentiocned previously a score of 2500 was neutral,

The high socloeconomic children had an overall total of 2284%.6 which

meant that they had a slightly more negative attitude toward comuercials

than did the low to middle socioeconomic children who recéucsd an
overall total of 23¢3.1. ’ .

It was nypothnesized that childrens'! attitude toward televici

on
commercials are a reflection of the childrens'! socioeconomic siatus:

That children in the lower socioeconomic clasg have more positive

attitudes toward television commercials and children in the higher
socioeconomic class have more negative attitudes.

The research presented here shows that hoth sccioeconomic
classes have negative attitudes toward commercials, but high scucio~-

economic children have more negative attitudes than the low to middle
socioeconomic children, '



PART 3

The third part of section 2 in this research paper deals with
childrens?' viewing habits and the commercials snown during peak
viewlng times for children.

The 83 children used for tne questionaire in the previous pages
were asked to tick what shows they watched on the 31st October,
1978,

TABLE 1k

NUMBER OF HOURS WATCHED ON_THE SURVEY NIGHT
Number of hours Frequency Perconhage %

O-1 13 1
1D 25 30,
2-3 20 241
3= 9 10.8
L-5 5 6
56 3 3.6

On the survey date 30.1 percent of the children watched
between one and two hours of television, and 24.1 percent watched
“between two and three hours of television.
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On the survey evening btetween 3. 3ODm and 9.30pm a total of
commercials were shown on both the commercial channels in Perth
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Between 3.30pm and 5.00pm sixty nine percent of the commercials
A « 1

were judged to be childrens' commercials, Between 5.00pm and ©.30pm

thirly percent of the commercials were judged to be childrens:

commercials. Childrens! commercials were limited between 6.30pm

and £.00pm numbering only eight percent, and only registerlng fwo
percent between 8.00pm and 9 30pm,;«mv :
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0f the 255 commercials shown between 3.30pm and 9.30pm on ithe
31st October, 222 of them had a male voice as the main voice, 20

child's
voice., Does this indicate that males are more believable?

had a female voice, 12 had various voices and 1 had a
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