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.hh;‘ mothers teach pre schoo] ch11dren about the marketp]ace» 5.
o of ch11dren s exposure to te]ev151on advept1s1ng Second var1ab1es”;
=i1nf1uenc1ng the extent of teaaﬂdng were 1dent1fﬁed The fam11y

- ]1f5deve1opmenta1 framework chosen to conaeptua]1ze the prob]em generated

"dxfh“of ch11dren s purchase requests mot1vated by te]ev1s1on advert1s1ng,,t;:f_

‘7qtfour var1ab1es proposed to 1nf1uence the extent of teachtng (1)t extent

S ABSTRACT

The purpose of th1s study was\to de_t :?

e the extent to wh1ch »7ir',5"f?}t

result T RS

13"":p(2)‘ ch11dren 5 negat1v1ty as 2 resu]t of den1ed teleV1s1on-mot1vated

Sfp%urchase requests (3)t advantages thought to resu1t from teach1ng, :

"‘(4) parental percept1on of responsxb111ty for teach1ng

":'.'tabout the product pr1ce, qua11ty or ava11ab11vty, the need for products,;e, .
. or the persuas1ve or. m1s]ead1ng qua11t1es of te]ev1sion advert1s1ng

“uﬁ[‘fNon&teach1ng responses 1nc1uded grant1ng or deny1ng purchase requests

Teach1ng responses 1nc]uded those that conta1ned 1nformat1on

)'

e

| 5,i7w1thout exp]anat1on, or avo1d1ng confrontat1on (e,g..say1ng}"we 11

"fhown1ng, m1dd1e and upper-m1dd1e 1hcome mothers W1th k1ndergarten S

See," etcetera) s e - = S

R

A purpos1ve, non-random sample of 42 Engl1sh speak1ng, te]ev1s1on Lap‘..w

:vich11dren, comp]eted structured face—to face 1nterv1ews

It was found that wh11e telev1s1on advert151ng was a maJor mot1vator ol |

~of’ chx]dren 3 purchase requests,4one ha]f of mothers responses to

- ch11dren s purchase requests d1d not transm1t 1nformat1on about the f;-"

' ;:vmarketp1ace, and 30% of mothers cons1stent1y reSponded 1n a non-teach1ng

.rmanner . Teach1ng rifponses to purchase requests 1nc1uded 1nformat1on

7_about product characterlst1cs (28 9%) the need fortproducts (15 0%) "f~5 B

| product>f1nanc1ng,(2.§%) and the persuas1veness of telev1swon advert1s1ng

RN
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About two th1rds of mothers-h d: r1ed to teach the ch11d to . o
'~5f?5;_i;understand te]evxs1on advert1stng 1ndependent of specif1c purchase, ;*' 5;f

Q~dy‘hﬁ}”‘i;{:requestS"”thtyagercent of mothers had tr1ed to teach the ch11d one

;&_7or two concepts, usual]ywthe m1s]ead1ng or persuas1ve aspects of

ifffteleV1s1on advert1s1ng tThe extent of mothers teach1ng responses -

7t;“ffif jifgto ch11dren s purchase requests mot1vated by te]ev1s1on advert1s1ng

-a;d1d\not vary w1th any of the 1ndependent var1ables Future research

y\d 1ne why th1s was 50% P]anned teach1ng d1d S o

'°2;1was recommended

;lj;ynot vary W1th chlldren s negatTVTty\to a den1ed purchase requestr_a>a_“f;:¥;f- L

Jbor the extent toowhlch te]ev1s1on advert1sinhhj't1vated ch11dren s

“';,purchase requests Poss1b1e explanat1ons of these f1nd*ng. were g1ven »

. As predlcted planned teach1ng did vaty w1th the number of advanta:”s;\;;'fi:ii;bi:
i jf1dent1f1ed to result from teach1ng (Pearson s r 386 p 006) and \\{f§g:;t,

't[_;Perce1ved respons1b111ty for th1s teach1ng (gamma 5_ 394 P a 025)
- It was suggEsted that teach1ng about the marketplace as a result .'J:ftj{déé

”_as 1nfnpnunnf vaJthouah te]ev1s1on adver- f"

n‘t1s1ng mot1vated ch11dren S purchase requests,eandWSOXLnjanthensee{ yf;;;;h

h repOrted ch11dren s anger or sadness as a resu]t of a den1ed purchase ifV?h”'*

| .requegt Thus, te]ev151on advert1s1ng posed a prob]em for ch11dren f; Tt.f.“

:-and the1r fam111es "'n3177 ’ -;ffj _L-;=f'-'»-

_ It was conc]uded that there 1s a need (1) to‘increasevparental
‘“jyawareness of the d1ff1cu1t1es ch11dren have understand1ng te]ev1s1on REN
| ' advert1s1ng,‘and (2) to develop parenta] ab111t1es to fac111tate o
Q?‘hv»:f ~f};1vch11dren 'S 1earn1ng about the 1ntent of advert1s1ng, and ch11dren S
2 'flcop1ng w1th the des1res mot1vated thereby Also recommended was the

"h°'_ . ‘,moderat1on of te]ev1s1on advert1s1ng d1rected toward ch11dren
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oo -

o -'5' < STATEMENT OF THE PROBLEM

The effect of adverthements d1rected toward chT]dren has been a A"

: {'matter of debate throughout the 1ast decade In 1972, Tn the UnTted

4

,"States, the‘NatTonal Assoc1at10n of Broadcasters reduced the recom- i

“_7h>hour of cthdren 's programang (Brown,~1918)w——ﬂowever, since Ch17dre" ‘i

Q

;mended ]TmTt on commerCTal messages on ch11dren s prTme tTme te]e-. L
N ‘»\’\ L

X ;VTSTon from\WG anutes to 12 mtnutes per hour (Robertson, 1572 The;>[5:

| f’_maXTmum establTshed by the CanadTan Broadcast Code is 8 anutes per:

E.qiof*the te]eVTSTon set the typ1ca1 CanadTan ch1]d v1ews at 1east 3

o /
s¢b-hours of te]eVTSTon commerc1a]s week]y and more Tf she or he chooses

:”=<f:fand negat1ve1y affects the soc1aszatTon of the ch11d and the deve]op--

“f[f*nwf Ward & wackman, 1972) there eX1StS 1ntt1e conc1u51ve and emp1r1ca11y

/.
- LAY

'fjfprograms aumed at adults (Brown, 1978)

/

Consumer advocates argue that advertTSTng %ersuades and man1pu—7

) /
’1ates ch11dren, affects Tntra fam11y processes generates coanTct

) . . 13

’.g,fte1ev1510n advertTSTng to ch11dren has been suggested However,

"-marketers argue that te]eVTSTon advertTSTng dTrected toward ch11dren

gcan promote pOSTtTve famle 1mteractTon, 1som thch the ch11d 1earns

/about the*economy and h1S or her ro1e as a consumer (Robertson,}1972)

tTng ch11dren s purchase requests to theTr parents (Robertson, 1972

A

der1ved TnformatTon documentTng the subsequent parent-ch1]d Tnterac- KT:fnf
Pﬁf'—zf e,tTon CthTcs have shown that parent-ch11d anTmOSTty Ts Tncreased

due to the chT]d s purchase attempts, STnce parents are eTther forced fhvf

3 :

' ”fffunder the age of 12 spend an average of 23 1/2 hours per week in front

7}(ment oﬁ his or her value systems (Robertson, 1972) Thus the bannTng of o

Wh11e ev1dence attests to the success of advertTSTng Tn motTva--f"



‘to purchase expens1ve products or d1sappo1nt the1r ch1]dren by not v

P . obta1n1ng these 1tems (Go]dberg & Gorn, 1978 Gorn & Gonberg,,1977

o ~1A5he.kh & Mo]esk1, 1977) Marketers however, have made no efforts to

’femp1n1ca11y support the1r content1ons that teTev1s1on advert151ng |
';'st1mu1ates the teach1ng of. consumer sk1TTs Thus the extent to
1ftwh1ch the parent teaches a ch11d about respons1bTe consumpt1on as a

"resuTt of the ch1]d S exposure to teTev1s1on adxert1s1ng 1s not

"'"-j_known

It can be assumed that teTevws1on advert1s1ng cou]d st1muTate

\

_,‘fgthe teach1ng of consumer sk1TTs e1ther 1mmed1ate1y after the ch1Td

requests an advert1sed product, or at some other t1me 1ndependent

'1“:1 of a Spec1f1c purchase request The Tatter would be the resuTt of

-;a consc1ous, pTanned teach1ng effort mot1vated by the ch11d s :*{’fflh

"'”‘?exposure to te]ev1s1on advert151ng, but not dependent upon a pur-i37f’ .

'fichase request for a spec1f1c product fi;ffli:f:§j5,1f~'f~ .

Voth1ng 1s known about the effect of telev151on advert151ng on

- E}ﬁparental pTans for the teach1ng of consumer skJTTs however there 1s

1':-S0me T1terature ava11ab1e wh1\h 1nd1cates how a parent responds to a-

"e‘_‘”3ch11d 5. purchase request mot1vated by te]ev1s1on advert1s1ng Th1s v«;;vﬂV.L-zfﬁ

”—‘;research has focused pr1mar11y on the outcomes of a ch11d s purchase

vq;request to the parents that 1s, the TeveT of parentaT y1e1d1ng and

' 4dthe chﬁTd S responses when the parent does not y1er There have ‘f“ij;}ﬁ:ffiv_:

"”deibeen v1rtua11y no stud1es of how parents c0pe w1th the ch11d s

~

2.purchase request mot1vated by teTev1s1on advert1s1ng, pr1or to the ;;vvf!'

-lu1t1mate grant1ng or. refu51ng of'mhe purchase request Conce1vab1yg_

*v.;iparents cou]d respond by mak1ng reference to the advert1sement, the‘.:'f“'.

f”product advert1sed or both or the parent could avo1d mak1ng some :;’ffffii‘"ﬁ':



' type of u]t1mate purchase decus1on-by 1gnor1ng or de]ay1ng %he d1s-
i cuss1on of the request The degree of reason1ng used when d1scusstng y‘u fg_.~'i
o a: purchase request cou]d also vary, so that 2 parent m1ght 1mpose an-. DR
H ’autocrat1c dec1s1on on:, the ChT]d or alternat1ve1y, exp1a1n the
:Auf'dec1s1on in deta1l Nhat the ch11d 1earns from these d1fferent
;i”ff*f;t -_7responses—cou%dﬂbe~+mpertant to the Chlld_s soc1a11zat1on as a con-vfigf-'
";,sumer : i o ER :

In 1977 ward Wackman and Warte]]a pub11shed research wh1ch erff:'
| t

"jpfeluc1dated the 1ssue of how a mother responds to a ch11d s pUrchase

%ﬁjrequest Mothers were presented w1th twelve hypothet1ca1 ch11dren s : ff-;

-Mi,purchase request S1tuat1ons and were asked to dec1de wh1ch of f1ve E
§ e

fff;ff;i];gffhgstrategles they wou]d emp]oy 1f dea11ng w1th each of these s1tuat10ns=;f;¥

| ;:jiThe strateg1es presented were the fol1ow1ng ( ) the mother buys_nfﬂf;J;

| hfwhat the ch11d asks for, (2) the mother agrees to buy 1f the ch11d

| "7'£does h1s share (e g pays part of the cost, does chores, etc ) 7%4;14 g
: - '\:-3_ A

y;eﬂi(3) the mother agreés to a]low the purchase 1f the ch11d uses h1s

i'ttfown money, (4); the mother refuses but exp1a1ns why, (5) the mother th:{ﬁ
: 75fdirefuses w1th no exp]anat1on ‘_A‘,... oy , L v_.(”.. | |
| ward et a1 found that mothers 1n a11 soc1a1 c]asses w1th
‘f?';mch11dren from k1ndergarten to. grade s1x were 51m11ar 1n the1r T
nhfrequency of s1mp1y purchas1ng or refu51ng to purchase the 1tem.it o
t.r;‘f;w1thout exp1anat1on H1gher status mothers were more 11ke1y to
”;A:iﬂnegot1ate w1th-the1r ch11dren or refuse w1th exp]anat1on Mothers
W1th older (grade sxx) ch11dren were more 11ke1y to negot1ate w1th
"f;cthe1r ch11dren but 1ess 11ke1y to refuse w1th exp]anat1on M1dd1e
1ass mothers showed greater f1ex1b111ty 1n respond1ng to the1r *,_;i‘e’“

ch11dren s purchase requests, than e1ther h1gh or 1ow status mothers
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The mother s f]ex1b111ty d1d not vary w1th the ch11d S age

Because Ward. et a] (1977) focused on ch1}dren S purchase rer.

"quests in general he was not ab]e to determ1ne how a mother respOnds
B to a ch11d S. purchase request mot1vated by te]ev1s1on advertls1ng
”Nhen respond1ng to a telev1s1on—mot1vated purchase request, a parent

-‘could verba]]y make reference to, the product, or method of pay1ng for

purchase requests wou]d not d1ffer from responses to other purchase

;requests However, as prev1ously stated ' the parent cou]d respond

“to a te]ev1s1on 1nduced purchase request by reference to tﬂf

'commerc1a1 to the proquct to both the commerc1a1 and the product, o

J=ooor to ne1ther Exactly what the parent refers to when reSpond1ng to

L3

a ch11d R purchase request has 1mp11cat1ons for what the ch11d

o 1earns The manner in which a parent responds to a child's purchase

request also has 1mp11cat1ons for how. much the ch11d Tearns about

consumpt1on dec1s1ons

A parent can use a w1de var1ety of strateg1es when respond1ng to

“a ch11d S purchase request mot1vated by te]ev151on advert1sing

‘8

- Some strateg1es, such as mak1ng non-committa1 responses (e g. ,"we 11

the 0pportun1ty to teach the ch11d aboué consumpt1on Other responses :

\}

 such as deny1ng or y1e1d1ng to the ch11d S request after d1scuss1ng

fexp1a1n the reasons for grant1ng or deny1ng a request do. not max1m1ze

the product or the advert1sement w1th the chf1d‘ have greater potent1a]'

o teach someth1ng quite. spec1f1c

Pr1or research into parental responses to a child's purchase

request mot1vated by te]ev1s1on advert1s1ng has been 1nsuff1c1ent to .

o

' the product If thls occurs parenta] responses to te]ev1s1on mot1vated h:;i




janswer a number of quest1ons It is- not known what responses or
«.comb1nat;on of responses are used by a parent respond1ng to a
3ch11d S. purchase request mot1vated by teTev1s1on advert1s1ng v It :

e;1s aTso not known the extent to wh1ch a parent uses responses wh1ch

”’fscould teach the ch11d someth1ng spec1f1c about consumpt1on Aga1n ’

E unexp]ored, is “the extent to wh1ch the teach1ng of consumer sk1lls \9131" '

'T‘1s mot1vated by the ch11d S exposure to telev1s1on advert151ng, but

o does not result from a purchase request for a: spec1f1c product There }”

| a]so rema1ns a quest1on of the var1ab1es wh1ch 1nf1uence the type of ,”

lresponses a parent makes to a chﬁTd s purchase requests Such

""‘var1ab1es m]ght 1nc1ude the number of teTev1s1on-mot1vated purchase o

| A_requests made by the ch11d the degree to wh1ch‘the parent assumes
a that teach1ng about telev1s1on advert1s1ng 1s hTS or her respon51- :
’b111ty, the advantages and d1sadvantages the parent perce1ves there

to be when teach1ng a Chl]d to understand teTev151on advert1s1ng,‘;

-'; and the degree of d1sappo1ntment that & ch11d exper1ences when h1s

i

or Her purchase requests are denied. : |
| Thus th1s research study was 1n1t1ated to determ1ne 1
‘{ the extent to wh1ch a parent acts to teach the ch11d about the
-marketplace as a resu]t of that ch11d 5 expoSure to telev151on B
kadvert’s1ng, and to determ1ne what var1ab1es 1nf1uence the extent:
of th1s teach1ng The answers o these quest1ons are- 1mportant for j
they have direct 1mp11cat10ns in the controversy between marketers
‘f and(consumer advocates In order to assess whether or not teTev1s1on
' advert1s1ng to ch11dren shou]d be banned,  the extent to wh1ch it
promotes pos1t1ve fam11y 1nteract1on and ch11dren S Tearn1ng about the

. o
R '
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H?parenta] responses to ch11dren S purchase requests

T CHAPTER IT
REVIEW 0F THE LITERATURE

/"

Research has th focused on parenta] teach1ng about te]ev1s1on

v

‘adVert1s1ng, however there 1s some: 11terature that focuses on-
Thus the rev1ew n

of 11terature pert1nent to the research prob]em w111 1nc]ude the

‘fol1ow1ng areas

| fi],‘ Parenta] Sbrateg1es in Respond1ng to a Ch11d s Exposure to -

7“.[Te1ev1s1on Advert1s1ng o
A;"_ (a) ParEnt-ch1]d ddscussion of te]ev1s1on advert151ng
ﬁ.»i;c(b)- Parenta] strateg1es used when respondlng to a ch11d s =
.lp'h . purchase request 'h" R 'E' : -
_fé,d.Parental Y1e1d1ng to a Ch11d s Purchase Requests ff; EEN ‘;f
FE (a) - Inf]uence of product category T i
d?ht:tu(b) Inf]uence of age of ‘the ch11d | _
{:“e'v(c)’ Inf]uence of soc1a1 class and fam11y structure &
R p7(d) Inf1uence of parental know]edge and att1tudes ,»,""ka
o 3;f Effects of Parental Y1e1d1ng Behav1or on the Ch11d '
| Parental Strateg1es in ReSpond1ng,to a Ch11d S Exposure L
_ L to Te]ev1s1on Advert1s1ng L
‘ One potent1a1 benef1t of fam11y te]ev1s1on v1ew1ng is. the oppor-.
tun1ty it prov1des for 1nteract1on between parents and ch11dren, L
that can lead to 1earn1ng When a ch11d requests an 1tem advert1sed
on te1e~1s1on, 1t prov1des an- opportun1ty for the parents to teach
o the child about consumpt1on Parents can 1ncrease the ch11d S~
.“f‘_understand1ng of the purpose of commerc1als and he]p them to eva]uate -
@ - - |




| B fParent-chlld d1scuss:on of te]ev1510n advert131ng ~-5

"-‘or ]ow status mothers

-"ldfs1x made general comments about commerc1a1s, w1th/7he great maJorlty

] (85%)of these comments be1ng negat1ve (Ward et av

LR

the 1nformatnon they conta1n, by ta1k1ng to the ch11d about commer--a--‘

i,:_'C]a]S A]ternat1ve1y, they may avo1d d1scuss1ng the commerc1a1 per-_ ’

\

"T',.se but d1SCUSS the product advert1sed Some parents may choose to.l |

o dlscuss both and some may d1scuss nelther

A

ard: et al, }377) found that about three~f1fths of all mothers |

. ta]ked w1th thelr ch11dren about te]ev1s1on commerc1als, a]though
N _'?they d1d so 1nfrequently K1ndergartners mothers report somewhat
f']ess frequency of d1scuss1on than other groups H1gh status mothers

;5»5:reported more frequent d1scuss1on of commerc1a1s than e1ther mtddle :ff<‘\”:

Mothers were more apt to make comments about the nature of

:_5commerc1a]s in general, rather than spec1f1c comments apbut a'
ff,gpart1cu1ar commerc1a1 a]though mothers of grade s1x chxldren were ’f'ﬁggjv
'va,equally 11ke1y to make both spec1f1c and genera] comments About |

"';:ftwo flfths of mothers w1th ch1]dren between k1ndergarten and grade

B

1977).

Parenta1 strateg1es used when'respond1ng to a ch1ﬂd s purchase request

| Parents can reSpond t0 a- purchase request 1nduced by te]ev1s1on

-»advert1s1ng by reference to the conmerc1a] to the product to both
~‘the commerc1a1 and the product or “to ne1ther As prev1ous]y c1ted,v~;
Imothers talk to ch11dren about commerc1als rather 1nfrequent1y, and
- research 1nto the strateg1es parents use to respond to telev1s1on-

> mot1vated purchase requests has 1arge1y been 11m1ted to the study of

whether or not parents y1e1d to the ch11d S purchase request and

the negat1ve effects on ch11dren if parents do not y1e1d The -




‘f; manner in wh1ch the parents respond to a purchase reQUest has at 1east

‘ :1 two 1mportant 1mp11cat1ons F1rst the manner 1n whlch the parent o jﬁ;u§§ R
refuses a, telev1s1on-1nduced purchase request 1nf1uences the ch11d s - |
-:1*degree of acceptance of the parent s dec1s1on f7‘fr': B »rp<_;‘7 | Ql',l ‘%ﬁ*ﬁ
_' In 1978 Prasad exam1ned the effects of advert1s1ng d1rected toward _' | |
: 8 to 10 year o]d boys (Lh‘ 64); when the mother attempted to persuade f',;f

the chlld to se]ect an unadvert1sed product over an advert1sed one, ' '
S us1ng e1ther a: reason1ng approach (1 e. exp1a1n1ng why the unadvert1sed ;.}:f":fdh
o product was super1or) or a power-assert1ve approach (1 e. 1ns1st1ng I

*.f. that the ch11d se]ect the unadvert1sed product w1th0ut prov1d1ng an

o exp]anat1on of why) Prasad found that when the product was moderately

- _"}suff1c1ent counter1nf1uence

”*”: attract1ve the mother could d1ssuade her son us1ng a reason1ng approach

’7 whtle a power assert1ve approach was 1neffect1ve When the product

" 1:hf¥was h1ghly attract1ve ne1ther fonn of negat1ve feedback prov1ded [

\Jn add1t1on to affect1ng the ch11d s degree of" acceptance of
a[;fthe parent s dec1s1on, the manner in wh1ch a parent responds to a

”tf_ child’ 'S purchase request has 1mp11cat1ons for how much the ch11d

o Yearns about consumpt1on dec1510ns" A parent can adopt a number of SN

"d1fferent strateg1es 1n respond1ng to the ch1ld s purchase request

i d'She or he can 1gnore the request

R 'de1se the ch11d to st0p mak1ng v"‘;“; -
N S

requests w1thout grant1ng or. deny ng the request or make some
'*d“noncomm1tta] response (e g ,"may e'" "we ]] see,“ etc ) thus avo1d1ng
;.econfrontat1on w1th the ch11d S r.quest The parent could a]so y1e1d ~'
"rto the request or refuse to buy‘the product w1thout exp1a1n1ng the q"

' 'bas1s for the refusa] If the parent responds in any of these ways, - I ‘:

ek A R s el At S e e D e
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"i,fusrng w1th no explanat1on

'»<'an opportun1ty to teach the ch11d about consumpt1on is not used to 1ts-

*fu]]est potent1a1

A]ternat1ve1y, a parent m1ght y1e1d to the ch11d s request after fev

,f}d1scuss1ng the purchase w1th h1m or her, perhaps negot1at1ng an ‘f

’1arranged cost She or he cou]d a]so refuse the request, but exp1a1n

ﬁ‘ﬁﬁiﬂthe reasons for the refusal These responses enable the parent t°
fkdteach the ch11d someth1ng qu1te SpeC1f1C about consumpt1on Tn;af:{f:
’:'fayqstudy of 615 mothers, Nard et al. (1977) presented mothers w1th twelve_'ﬁ
'”fqhyhypothet1ca1 ch11dreh s purchase request s1tuat1ons and‘asked them h
‘“a'tto dec1de wh1ch of theafollow1ng f1ve stratEQIeS they WOU]d use ’" ‘i%uf:‘

. ;dea11ng w1th these s1tuat1ons (]) buy1ng what Ch11dren ask for,‘_fx”i

};(2)r agree1ng to buy 1f the ch11d does hlS share ( f\pays>part of -

‘5cost does chores, etc ); KB) agree1ng to allow purchase 1f the ;:‘-e(;t:
”5,f13ch11d uses h1s own money, (4)' refus1ng but exp1a1n1ng why, (s)f re¥'fr'
: >{1 In an exam1nat1on of these f1ve strateg1es ward et a1 found -

" that mothers in a]] soc1a1 c]asses, w1th<ch1]dren from k1ndergarten :'71‘

~

“to grade s1x were s1m11ar in the1r frequency of 51mp1y purchas1ng or
r-refu51ng to purchase the 1tem w1thout exp]anat1on Mothers w1th o]der

v(grade 51x) ch11dren were more 11ke1y to. negot1ate w1th the1r ch11d-

vif en than other mothers - The authors attr1buted th1s to the greater fft

= ﬁresources and persuas1ve sk1lls of older ch11dren

The “refuse but exp1a1n" response decreases w1th the ch11d s [

”"age). F1fty percent of k1ndergartners mothers used th1s response

:1n approx1mate]y ha1f of the purchase reguest s1tuat1ons, compared to

- one- quarter of mothers w1th s1xth grade ch11dren

10
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Mothers of h1gher status were more 11ke1y to use negot1at1ons |

refusa] w1th exp]anat1on" strateg1es - The authors extended a o ':f;,gfff"

number of hypotheses to account for these f1nd1ngs F1rst h1gh

status mothers may have had greater expectat1ons regard1ng the ch11d s f?:“'h

shar1ng of respons1b111ty for purchases Second h1gher status | -

mothers may have had a: greater w1l11ngness to expla1n th]ngs to

. the1r ch1]d or th1rd h1gher-status mothers may have fe]t more

'ﬁ*i 0b]1gated t0 Just1fy the1r refusa] than mothers w1th a 1ower 1ncome -
ward et a] (1977) also determ1ned the mother s f]ex1b111ty in -7i'15”'

hand11ng purchase requests under d1fferent c1rcumstances, that 1s,afg;ftwrf“°

her propens1ty to sh1ft responses between s1tuat1ons Approx1mate1y R
: L/ 2

30% of mothers demonstratedjhagh f]ex1b1]1ty 1n respond1ng to k R
purchase requests wh11e f]ex1b1]1ty d1d not d1ffer w1th the ch11d s ;f§g3,£=7"
:'\ age,’1t was rg%ated to soc1a1 status 1n a curv111near fash1on, w1th

med1um-status mothers demonstrat1ng greater flex1b111ty than h1gh v
or ]ow-status mothers % ' bv' "y ' | ;

To summar1ze, Ward et a] (1977) found that negot1at1on 1ncreases
w1th age: of ch11d and soc1a1 c]ass of the mother M1dd1e-status |
v: . mothers were more 11ke1y to use a var1ety of responses wh11e low- d:;efﬂf?f e

status mothers used more author1tar1an responses | o |

.‘h:» The number of stud1es wh1ch concern themselves w1th how a parent
den1es or grants a ch11d S purchase request and the 1mp]1cat1ons of

each strategy are extremely 11m1ted 1n number Ch11dren s purchase
requests, as an 0pp0rtun1ty for consumer soc1a11zat1on and tra1n1ng, ,f o

have not been pursued 1n the 11terature Research has concerned

B 1tse1f pr1mar11y w1th "whether" a parent ylelds to’ a te]ev1s1on-1nduced-;




purchase request not “how“ a parent y1e]ds to or denles that request,

Parenta] Y1e1d1ng to Ch11d s Purchase Requests f'

In genera] y1e1d1ng by parents to the1r ch1Tdren var1es by
1_ijproduct category and 1ncreases w1th the age of the ch1]d The re]a-ib' o

| 7ff}honsh1p between soc1a1 c]ass and y1e1d1ng xs 1ncons1stent across f_’f/.c{,l ‘

7»;i.:stud1es There 1s some ev1dence wh1ch suggests that S

: ;'f];;parenta] att1tudes toward te]ev1s1on and advert1s1n9 m&Y be re]ated

‘t»ﬂ.to the1r tendency to yweld to the1r ch11dren s purchase requests

:h'Inf1uence of product catEQOhY

Y1e1d1ng depends on the product category and whether the product suffl

Tﬁhlif1s requested pr1mar11y for the ch11d 's consumpt1on Ward and wackman ,ifﬁ* =

':*5i;}5(1972) reported y1e1d1ng 1evels of 87% for cereal 63% for snack v

"fht;foods, 54% for games and toys, 42% for candy, 39% for toothpaste, .

Observat1ona1 stud1es carrled out 1n supermarkets 1nd1cate that

= *3bparents_y1e1d to a h1gh number of cereal requests Galst and whxte _5f“f*f-“”

| ”:*ﬂ'(]976) found that parents y1e1d to 45% of ch11dren s purchase requests
i v (n= 45) fOf‘ cerea1 Atk”\ (]975b) reported 62% Of parents and WEHS

S vand Lo Sc1uto (1966) reported 26% of parents y1e1ded to a ch11d s

'“n'request for cereals ‘ Wells and L° 5C1”t°\ 1966 a]so noted that
‘Parents y1e1ded to 30% of the chﬂd s requests for: Ca"dy- a"d Ca"O"
iit_and ward (1975) found that parents y1e1ded to 317 of ch11dren s re-_'d*

“;quests for toys (- 84) These results ev1dence a Fai r]y h1gh 1eve1

'of parental y1eld1ng for ch11d-re1evant products The degree of 'ﬂ,,fiix

7.;'fparenta] y1e1d1ng is a]so assoc1ated w1th the ch11d s age
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Inf]uence of age of the ch11d

Pos1t1ve assoc1at1ons between the ch1]d s age‘and his Or'her R

':; parents“ yie]ding-1eve15uwere"foUnd thla7humber of-resear, stud1es; :

1965)

\\\\\\\ftk1n, 1975a Ward & Wackman [1972] ward et aI.,1977 We11:
whereas other research has shown a 1ack of a re]at1onsh1p (Ber ,'&1;L}'

Po]lay, 1968 Caron & ward 1975) Accept1ng the flnd1ng that parental

‘\ y1e1d1ng 1ncreases W1th the chﬂdlq age We]]s hypothes1zed i"O]der S

'1 ch11dren are more se]ect1ve and more c1rcumspect espec1a11y when ;Q.jfT“
the product 1s one they are go1ng to consume themse]ves" ‘1965 | Q)
d]der chtldren, then, may make more carefu]]y cons1dered purchase _
reQuests Ward et al (1977) offered the explanat1on that o]der Tahffir L

| ch11dren are more Sk]]]ed negot1ators and may have more resources l’;‘,'

| to barga1n w1th B e e

- Inf]uence of soc1a1 c]ass and fam11y structure

Lo The strength of the ageeparental y1e]d1ng relat1onsh1p may be
: affected by relevant var1ab1es such as soc1a1 c]ass and fam11y

structure, a]though the mod1fy1ng 1nf1uence of theSe 1nterven1ng £
var1ab1es has not yet been 1nvest1gated The re]attonshlp of soc1a1§- o
v"f c]ass to parenta] y1e1d1ng has been stud1ed 1ndependent of other
L var1ab1es and mlxed resu]ts have been obtauned (Atk1n, 3975a Caron:f_;?d;fd jf:t” E
4 Ward, 1975; Goldberg & Gorn, 1978; Hoffman, 19725 Ward' Wackman, |
1972 ward wackman & warte11a 1977 Nel]s & Lo Scu1to 19569

we1ght Of the ev1dence favors the hYPOthes1s of a pos1t1ve re]ataon-’hff~‘ e

sh1p between soc1a] c]ass and y1e]d1ng

Inf]uence of parenta] know]edge and att]tudes

Infonnat1on about the re]at1onsh1p of parenta] know]edge and

',.
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'-‘f[ att1tudes to y1e1d1ng behav1or 1s scattered and’ 1ncomplete ' Research

- -by C]ancy Hepburn (]974) prov1ded ev1dence of an 1nteract1on”between

p'parents and ch11dren s att1tudes toward food advertxs1ng Mothers v7

l't;?iwho were we]] 1nformed about the val1d1ty of nutr1t1ona1 c1a1ms had

o fproducts Furthermore mothers we]] -in ormf‘

f;_ch11dren who expressed s1gn1f1cant1y fewer preferences and fewer f‘i '

'_ge:requests for advert1sed foods, and Y ported 1e s consumpt1on of these ,'

about advert1s1ng cla1ms

- r;ptended to y1e1d less to ch11dren s requests for snack foods Berey

}f»and Pol]ay (1958) found that y1e1d1ng by a mother to a Ch11d 5 P“r‘-,t

'f~'l,:chase request for breakfast cereals was not 51gn1f1cant]y re]ated to ;

h't'e1ther the ch11d s assert1veness or the mother s ch1]d centeredness

' 5rfftfResearch by Nard and wackman (1972) revea]ed that the more a mother

Y"'}fsanctloned telev1s1on v1ewersh1p by watch1ng te]ev1s1on herse]f the e

' ’:f“greater the number of purchase requests made by the ch1]d and the f‘“"

'ﬁ_i_”.more/hkew She waS tO yw]d t° these "eq“e“s

‘u*fj;]1ke]y to y1e1d to a ch11d s request for breakfast cereals Mothers

Thus, we]] 1nformed nutr1t1ona11y consc1ous mothers were 1east

- “i§:>w1th a- h1gh 1eve1 of te]ev1s1on v1ew1ng were most apt to y1e1d to

: lf{]f,a child's purchase ”eq”eSt

' -.lff-Summary of parenta] y1e1d1ng behav10r rlitfﬁit":EtTQ,:'~51 'j'ff]f”_ﬂ;;,agff ff/

'f.,.vand att1tudes These factors a]one do not fu11y exp1a1n y1e1d ng

Ev1dence was offered that y1é]d1ng may be a funct1on of product

= °",category, age of the ch1]d,‘soc1a1 c]ass level, and parenta] ki?wledge _jf*f'

';,behav1or, other var1ablesT_espec1a]1y fam1]y 1nteract1on style are :"

:':.undoubtedly 1nvo]ved

e R VTP SO SR



Effect of Parenta] Y1e1d1ng Behav1or on the Ch1]d

Parenta] med1at10n of ch1]dren s comsumpt10n requests 1s both
' an’opportuntty for parental 1nstruct1on regard1ng consumpt1on, and Do -s:;

' a. potent1a1 source of parent-ch11d conf]1ct Most research on ,_fﬁ

L ch11dren and advert1s1ng 1s geared to hypotheses of negat1ve effects

‘fi the preva]ent f1nd1ngs genera]ly focus on- conf11ct and. dwsappo1ntment

rather than on pos1t1ve 1earn1ng and soc1a11zat10n outcomes ' Robertson

_ti ,and R0551ter (1976) stud1ed chlldren s\d1sappo1ntment generated by

not rece1v1ng the Chrlstmas presents they had requested | D1sappo1nt-»

. . ment measured two weeks after non receZpt was not as h]gh as:

) ant1c1pated Parents refused 57% of ch11dren s requests,.but on1y

35% of the ch11dren 1nd1cated d1sappo1ntment when the1r reguests were in |
| dented The authors suggested that ch11dren s d1sappo1ntment cou]d |

‘ have been h1gher 1mmed1ate]y after den1a1, and that the two week

Iapse before the measurement was taken was respons1b1e for the 1ow

*_=_i 1eve1 of reported d1sappo1ntnent

D1sappo1ntment was most pronounced among younger chtldren,;;cft{i'h‘( o
ch11dren w1th h1gh te]ev151on exposure and contrary to expectat1on,ji“;

. ch11dren from homes w1th @ h1gh degree of parent-ch11d 1nteract1on ';=;(},vj';{(f5?i

Robertson and Ross1ter proposed that ch11dren from theSe homes mlght e /

have fe]t more "1et down“ 1f they had d1scussed presents and d1d not

L rece1ve them The ch1]dren hand]ed refusa] 1n a number of ways -ij?g'thiﬁ”"

externa] b]ame 41% (e g ;Pmy parents cou]dn t afford 1t“),,1nterna1 B

g den1a1 36% (e g ;FI d1dn t rea]]y want 1t"), no exp]anat1on, 14% x

: B ST
and se]f b]ame 9% (e g ,FI was a bad boy") fw".é s

7,@'._




In a study by She1kh and Mo]esk1 (1977), ch1]dren were presented
»w1th a story in. wh1ch the main: character was quite: 51m11ar to them-‘ﬂ
__se]ves | The ma1n character watched a te]ev1s1on program 1nc1ud1ng |
vcommerc1a]s and then requested a toy he had seen adverttsed :The,
:\ ch11dren fe]t the fo]]ow1ng outcomes wou]d occur when the parents _
| 'grefused the request unp]easant affect (33%), acceptance (237), ggg fe.
aggress1on (23%) pers1stence (16%), and 1rre1evant response (5%)'~
f7i( = 144) G1rls were more 11ke1y than boys to pred1ct a negat1Ve _
effect and grade three students were more ]1ke1y to pred1ct aggres-‘ ‘‘‘‘‘‘‘‘
:_s1on than grade one or grade s1x ch11dren | wg' ‘

Research by Atk1n (1975b) focused on arguments and ‘anger as

"b~fcompared to the Robertson and Ross1ter focus on d1sappo1ntment After‘ ;4t

'::they were den1ed toys Atktn found that one-s1xth of the ch1]dren f.‘

;argued w1th the1r mothers "a 1ot" and another one-th1rd argued

S somettmes u One fxfth of the ch11dren became angry "a 10t" abOUt toy

' fden1als, and two f1fths became angry "somet1mes'" Argument and anger /’tV‘f

“~f€_vover cerea] denta]s fo]]owed a s1m11ar, but somewhat 1ess pronounced

v 'f';;pattern Atktn reported a tendency for arguments and anger to 1n- :jtih'ff'

‘ "1;tcrease w1th the age of the ch11d The part1a1 correlat1on between b‘;‘;l»if

'ef”:Saturday morn1ng telev1s1on exposure and a comb1ned conf11ct/anger

! ;Tf1ndex (contro]11ng for demograph1cs) was ]0 Based on path ana1y51s, o

o Atk1n concluded that TV exposure has no d1rect 11nk to confllct/anger

-{'vf;ﬂbut worked 1nd1rect1y through 1ts 1mpact on the frequency of requesttnggff"k”

. fﬁfproducts In paral]e] 1nterv1ews w1th mothers of these ch11dren, ,{?;x‘ﬂﬁ"ﬂ

I°wfiAtk1n found that %gthers fe]t that the1r ch1]dren were d1sappolnted 1n ';Ie,{ T

e 21% of cereal den1als ‘and’ 29% of toy purchase den1als Overt anger

5{}; as reported 1n 5% of cerea1 request den1a15 and 10% of toy request

St bt L1 3 NS A Rt S e e S 98 e v e i e RPN . . . Lot S . - -



-»Genials Te]ev1s1on exposure was part1a]1y corre]ated (control]1ng

for age’ sex race, and school performance) w1th anger at 1] for oo
:1cerea]s and - 18 for toys | | N s Y i C
A In another study, Atk1n (1975a) recorded conf11ct and d1sappo1nt- f;”

ment resu1t1ng from cerea] requests, based on an 1n store unobstrus1ve ' ’

,’observat1on method In cases 1nvo]v1ng den1a] of the ch11d s request -

'.uwby the parent conf]wct occurred 65% of the t1me, and unhapp1ness

- resulted 48% of the t1me There was: someatendency for conf11ct and

° 'unhapp1ness to be h1ghest 1n the m1dd1e age group (6 to 8 years o]d)

: pAtk1n noted that M conf11ct 1s se]dom 1ntense,or per51stent D1s-'."

plays of ch1Td anger or: sadness are a]so short-11ved in most cases'L :

' (é}"TO). Exposure to te]ev1s1on advert1s1ng was not exam1ned iR th1s I

) d*'-;study .¥x}j.j{fdrfﬁ'i,[."-;_f}‘fffh-f;,j"}f[:.f',ﬁ:~b}fqlé°°’~”*"’ .

An exper1menta1 study by Go]dberg and Gorn (1978) assessed the

‘ aoextent to wh1ch exposure to a te]ev1s1on commercia] for a toy, affected _q”f,ffﬁf

‘5_j_a ch11d s fee11ngs toward a parent who denaed a purchase request for ff%ff5}fﬂ;fi5?o

: . w 0
‘f}{(that toy, and second the Ievel of dlsappoxntment when the toy was

"d-ffnot rece1ved One hundred and s1xty s1x 4 and 5 year old ch11dren\\

’vf~f?jfwere random]y a]]ocated to contro] and exper1menta1 cond1t1ons

‘nvffChlldren 1n the exper1menta1 groups ( 112) v1ewed pommerc1a1s forf;*f,ﬁnb’rly.'”

I

'jf,"a toy 1n the context of a 10 m1hute neutra] program A contro] group

'Lj”v1ewed the program w1thout any commercqa]s When asked to pred1ct

""‘Sﬂ;how a ch11d wou]d respond 1f h1s father d1d not buy the advert1sed

aqitqy for the ch11d subsequent to a purchase request 60% of the contr01

"’iiszqgroup thought that the ch11d WOuld ”st111 want to p]ay w1th h1s daddy,"'“f;if;]j"gfé

‘ittglbvgwh11e on]y 40% of the exper1menta1 group thought SO Thé rESPO“SQS

”"1"qirrema1ned cons1stent 24 hours later Th1s suggests that exposure t°

/.
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'telev\s1on commerc1als for toys w1th a subsequent purchase request den1a]

1

_ can cont<1bute to a ch11d S negat1ve fee11ngs toward h1s or her father

Chl]dren s exposure to te]ev1s1on advert1s1ng prov1des an oppor-
“tun1ty for parents to tra1n the ch11d about consumpt1on, however this
'“: focus has not been pursued in’ the 11terature (Robertson, 1979) © What .
‘] is known suggests that the manner in wh1ch a parent responds to ch11d s
, purchase request affects the degree of acceptance the ch11d demon-\-

fstrates for the parent s adv1ce For 8 to 10 year o]d boys, the

'mother s use of a reason1ng approach was more persuas1ve than a non-,
“’ejl m reason1ng approach when try1ng to persuade the ch11d to choose an -
| unadvertlsed product over a moderate]y desired advert1sed product

h (Prasad, 1978) ward et al. (1977) found that the use of a reason1ng:w

' approach 1ncreased w1th the mother s soc1a1 class and the age of the
© child. LfV'ft; *»‘ e :v s R t'ab” . ??%k

/ T
[t is evident that factors other than soc1a1 class and age have

to be" exam1ned The nature o;&a parent S response to a ch11d s pur-‘“
}-chase request and his or her method of coplng with a ch11d s exposure
to te]ev1s1on advert1s1ng is probably a funct10n of many factors in-
| "clud1ng the parent s expectat1on of who 1is respons1b1e for the child's -
"~consumer educat1on, the stage of the family 11fe cyc]e, and many other
: ~ relevant factors ' | | -

‘ Nh11e the ‘process of parenta] response to ch11dren S exposure to

advert1s1ng has not been stud1ed the outcoméﬁiizﬁih1]dren 's purchase

\\

;requests have rece1ved attent1on Parenta] y1e1d1ng to a ch11d s‘

purchase request is apfunct1on of the product category, age of the



'.ch11d social class 1eve]e>pgregta1 know]edge and- att1tudes, and poss1b1y

'many other factors wh1ch have yet to be 1dent1f1ed The ch11d s
"d15appo1ntment over a refused purchase request is a function of\hislh
,vor her age, sex, exposure to television, the degree of. parent-ch11d
~41nteract1on over the. purchase request and other undeterm1ned factors

- The research relevant to parent ch1]d 1nteract1on over te]ev1S1on

w‘.gadvert1s1ng is scattered and 1ncomp]ete Robertson (1979) emphas1zed

7

‘the need to research parenta] med1at1o$ of te]evws1on advert1s1ng

f'to ch11dren,to get at the whys under1y1ng reported behav1or, the need :

- to 1nc1ude var1ab1es other than age and soc1a1 class and the need for f

'1mu1t1var1ate ana]yses and a spec1f1cat1on of how var1abTes\cnteract

It has been estab11shed that advert1s1ng affects ch11dren and mot1vates

'

: 'them to become surrogate salepersons sb11c1t1ng the1r parents to make

"':purchases for them It is also c]ear that ch11dren often exper1ence

"'d1sappo1ntment 1f a purchase request is refused although the manner tj

: 1n whlch a mother 1nteracts w1th the ch11d affects the ch11d s response

Vgpto a comnerc1a1 message re]at1ve to the1r response to a mother S ‘

-'counter 1nf1uenc1ng 1nformat1on what 1s not c]ear is the var1ety of

.istrateg1es that a parent uses when c0p1ng w1th the results of a

child's exposure to telev1s1on advert1s1ng It s not known how these

:.strateg1es vary w1th demograph1c, behav1ora1 and att]tudlnal character- :

1;1St1CS of the parent and ch11d the family structure the product
f_ category and character1st1cs, the character1st1cs of the te]ev1s1on
‘advert1s1ng and other factors affect1ng the mean1ng of the request
- Also unknown 1s ‘the effect1veness of each type of strategy in avo1d1ng

negat1ve consequences of a purchase request den1a1, and fac111tat1ng'“

13
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" consumer 1earning. N //f,
' These unknowns g1ve rise to a host of research quest1ons on]y

: ,some of" wh1ch may be approached in this Study. A-conceptua] frame- T L

-

, work can be used to determ1ne those quest1ons most relevant for
study» The app11cat1on of such a- framework and 1ts 1mp11cat1ons for -
the se]ect1on of research quest1ons, 1s deta11ed in the fo]1OW1ng

chapter

.
' T
,\//
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. _ CHAPTER III -
' | CONCEPTUAL FRAMEWORK - DEVELOPMENTAL THEORY
Research in the area of ch1Tdren and advert1s1ng has focused on

the child, rather than on fam11y 1nteract1on, and the framework used
has pr1mar11y been a deveTopmenta] framework at the 1nd1v1dua1

_ Ieve] Slnce the . purpose of th15 study is to exam1ne parental use -

Tof teTev151on adyert1s1ng as a teach1ng opportun1ty, the fam11y E:t ’
lil'deveTopmentaT framework would appear to be usefu] '

The Fam11y DeveTopmentaI Framework

The fam1Ty deveTopmentaT framework seems weTT su1ted to exam1n1ng '

"Taparenta] teach1ng of marketp]ace concepts to ch1Idren The deve]opmentaT ;'f
‘;approach to fam11y stud1es s concerned ma1n1y w1th norms and behav1or

'rover t1me (Rowe, 1978) As; t1me proceeds d1fferent norms come 1nto .,
"’pTay, are mod1f1ed and have var1ous effects on one s behav1or Hence,

“}rather than focus1ng on the fam11y at one stat1c po1nt 1n t1me, 1t e ”L

| - focuses on the t1me d1mens1on of the fam11y system, the fam1]y I1fe cycle

~‘The fam11y member and the famlly as a un1t advance through varlous stages:

"ufof the fam11y Tlfe cycTe, confront1ng certa1n role expectat1ons wh1ch

.ﬂb,have been ca]Ted deveIOpmentaT tasks (Duva]l 1971) DeveTopmentaI
‘.tasks are tasks that ar1se at or about a certa1n t1me in the 11fe of

than 1nd1v1dua1 or fam11y, successfuT ach1evement of wh1ch Teads to _,Tz‘
f(happ1ness and success w1th Iater tasks, wh1Te fa11ure Teads to |

T_ unhapp1ness in. the 1nd1v1dua] or fam11y, d1sapprova1 by soc1ety, and

T_3d1ff1cu1ty in later tasks jﬁav1ghurst 1953) Thus, the better

' ‘equ1pped a fam11y 1s for each of 1ts members to meet h1s or her

| _‘1nd1v1dua1 deveTopmentaT tasks and the more c]earIy the fam11y |

21
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.b &

- accomp] ishes 1ts group tasks, the more successfu] is the deve]opment o
of the fami]y e . -  |

Or1g1n of Deve]opmenta] Tasks

Deve]opmenta] tasks can be der1ved from e1ther of two pr1mary
. or1g1ns, phys1ca] maturatlon or cu]tura] pressures and pr1v1]eges
(A]dous, 1978) Cultura] pressures are those rewards and penalt1es
e , that the 1nd1v1dua] rece1ves (or ant1c1pates rece1v1ng) for var1ous‘
behav1ors The 1nd1v1dua1 str1ves to narrow the ‘9ap between what )
1s perce1ved as rea]]y ex1st1ng and what 1s perce1ved to be 1dea1
What is perce1ved to be 1dea1 is cu]tura]]y def1ned but the dr1ve
to ach1eve a developmenta] task comes from w1th1n the 1nd1v1dua1 ;.
(Duva]] 1971) »]f\jt,.A _n,tj V,,;__.“"» “ _' |
| When an 1nd1v1dua1 or a fam11y member 1s about to assume a g1ven |
- deVelopmenta] task at 1east four operat1ons take p]ace (Duval] ]971)
-f1l She. or. he wants to cope effect1ve1y w1th conf11ct1ng demands p1aced}y
.h}7upon h1m or her, wh1ch can be done by accomp]1sh1ng the deve]opmental
| 22; She or he perce1ves new poss1b111t1es for h1s or her behav1or,
'h'3;i?She or he fonms new concepts of h1s or her ro]e,rpi,j:'.‘°‘t”" |
\;iﬁid;kahe or he 1s mot1vated enough to work toward ach1ev1ng the develop-
‘fx-nmental task ‘ d | '} | ‘v‘ | -"T ,‘., | |
g ;h Pressures to ach1eve a deve]opmenta] task emerge at t1mes be11eved
‘ f'f“7ff appropr1ate 1n the cu]ture for the 1nd1v1dua1 to funct1on in the roles ’:d
a5 ass1gned (A]dous, 1978 Duva]] 1971) - Thus deve]opmenﬁal tasks S

change over the 11fe cyc]e of an 1nd1v1dua] or.a fam11y In add1--r

t1on, when the same deve]opmenta] task 1s 0perat1ve at more than

¥ .o : ' PR S—")
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' one stage in the 1ndLv1dua1 or fam11y 11fe cyc]e the nature of ‘the task

i

?mayﬁchange-among‘the stagesa For examp]e fam111es must provide for the

[}

'socialization’of their members but the soc1a112at1on needs of an infant -

vary from those of a pre schoo] or schoo] age child (Duva]] 1977) . Duva]]

3

E .(1972) deta1ls deve]opmental tasks for each stage of the fam1]y 11fe cyc]e. o

'}although at t1mes the stage scheme and assoc1ated tasks appear to be
;:somewhat arbxtrary It is. 1mportant to be aware that these stages and;:
f.:tasks have not been proven: to- ex1st by emp1r1ca1 methods They do
"’however, prov1de a usefu] system for ana]yz1ng spec1f1c aSpects of . g
- -1nd1v1dua1 or fam111a] behav1or A br1ef descr1pt1on of Duva]l S mode]iﬁa
of tasks of parents w1th pre schoo] ch11dren fol]ows | |

Deve]opmenta] Tasks of Parents w1th Pre-Schoo] Ch11dren »

: The soc1alizat1on of offspr1ng is a deve]opmenta] task of a]1
t,‘parents (Duva]] 1971) however 1n te]ev1s1on-own1ng fam111es w1th

pre—schoo] ch11dren, th1s task has become 1ncreas1ng]y d1ff1cu1t

Y

':f_"Te1ev1s1on has a potent 1nf1uence on ch11dren, shap1ng the1r att1tudes'sv"-

"ytoward and expectat1ons of themse]ves and others 1ong before they

":__Can read or wrlte" (Duva]l ]977 p 259) Pre-school ch11dren, that ’d*”'htb

L, those ch11dren between two and a half and s1x years of age who. .

:'hhave not entered grade one but may attend pre schoo] or k1ndergarten

: :“7(Duva11 ]971)’ are fasc1nated by telev1s1on and can ]earn 1mportant B

's‘values from th1s med1um Thus, in order to successfu]]y soc1a11ze yth;s

- Q

ﬁ‘that transmxt harmfu] va]ues or those 1ncons1stent w1th the1r own

'(ouvan 1977) | |
One component of a ch11d 5 soc1a11zat1on, is the acqu1s1t1on of

1 ~‘va1ges re]ated to the consumpt1on of goods . and serv1ces Ch1ldren.9an

v

;;'pre school ch11dren, parents must cope w1th those aspects of te]ev1s1on_i';,x



E :advert1s1ng

learn va]ues regardxng consumpt1on from exposure.to te]ev1s1on adver- ‘
't1s1ng (Robertson, 1972) The unmed1ated exposure of ch11dren to

;th1s med1um may resu1t in a des1re to over- consume (Robertson, 1972)
Alternat1ve1y, a parent could use te]ev1s1on advert1s1ng creat1ve1y L
"rby respond1ng to a ch11d s exposure to telev1s1on advert1s1ng 1n a-
fash1on that wou]d teach the ch11d someth1ng about rat1ona1 consumpt1on
jBy do1ng th1s, parents cou1d he] thexr ch11dren understand the f“ -

’ marketp]ace Concepts such as buj ng and se111ng, the cost qua11ty

ftland ava11ab111ty of products the nee for goods and serv1ces means i“

},of pay1ng for purchases and the rea]1ty ok 11m1ted resources could a]]

\ o
- be taught as a resu]t o;\the construct1ue med1at1on of te]ev1s1on -

Parental teach1ng a the re-school stage about the nature of

‘)_ te]ev1s1on advert1s1ng and the products portrayed there1n, may be :1“‘*"

"j'an 1mportant precursor to the eachxng of other consumpt1on-re1ated

"concepts at 1ater stages De'elop1ng mean1ngfu1 understandlngs of '

' '.;gthe ‘use of money, by ]earntn to buy w1se1y and stay w1th1n resources,"

‘*._=?reconc111ng d1fferences be een wants and resources, and gettlng a\

| bas1c or1entat1on 1nto the nature of money 1n everyday 11fe are all

‘ '»lfconcepts wh1ch parents of'school aged ch11dren teach (Duva]] 1971)
'""Parental teach1ng about'telev1s1on advert1s1ng at the pre schoo] stage, j ~;>"°

‘ cou]d fac111tate the. ' ach1ng more advanced marketplace concepts to e

” '1the ch11d of schoo] ge.

T~

a .
___,—— -
S

In add1t1on 5 he]p1ng the ch11d comprehend the marketplace, o

’ parenta] teachln about the nature of telev151on advert151ng cou]d
N,

’7'f‘reduce purchas_ requests as we]l as some of the d1sapp91niment

RUETI

o

',fEXPer1enced b a ch11d when his or her purchase request is den1ed :}ﬂ--' i

A
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. Such teach1ng at the pre schoo] age cou]d ]ead to 1ess unhapp1ness :,"-

| 'tfor the ch11d and for the parents

Thus, parenta] med1at1on of te]ev1s1on advert1s1ng is- 1mportant ;‘;‘,,_
in the soc1a11zat1on of -children when the fam11y owns a te]ev151on g

’fset (Duva]] 1977) It is- cr1t1ca1 at the pre school stage, when ;'

'-,'}the ch11d 1s fasc1nated by te]ev151on and may 1earn many va]ues and

| ;”att1tudes from it (Duva]] 1977) | |

Research has not focused on parenta] med1at10n of te1ev1s1on adver-t:if

‘11:t1s1ng It is not known the degree to wh1ch parents use the opportun1ty_ﬂ
-fprov1ded by te1ev1sxon advert1s1ng to teach the1r ch11d someth1ng |

'-1spec1f1c about consumptxon, nor is 1t known why some parents use o :
?'telev1s1on advert1s1ng more construct1vely than other parents |

'va-Developmental theory prov1des some 1ns1ghts 1nto these unknowns

Duva]] (1977), app1y1ng deve]opmenta] theory, suggested that

. Vk;ifteach1ng ch11dren to understand te1ev1s1on advert1s1ng wou]d be assumed

'vffjlas part of a developmental task 1f the rewards for perform1ng the task

b

‘h are greater than the sanct1ons, 1f the task were perce1ved to be a 1f”v

u’-’Part of the 1nd1v1dua1 S ro]e and 1f the task would reduce conf]1ct1ng':77'?

b r;demands on the 1nd1v1dua1 .f-fithefig».’h&‘ﬂ'.1‘waf53a“if-‘h B

Te]ev1s1on advert1s1ng 1s des1gned to mot1vate ch11dren 's purchasevffi

: “requests | A parent wou1d face conf11ct1ng demands as a resu]t of -

'7fgadvert1s1ng dwrected toward ch11dren because parents who must keep the'rhjf R

"7’Afffam11y f1nanc1a]1y so]vent (Duva]] 1971), wou]d pkobably have to.

l"f deny a. s1gn1f1cant proport1on of ch11dren s purchase requests If thefaV:»”
| 5hch11d reacts negat1ve1y to a den1ed purchase request the parent wou]d?z‘t' '
.l'cont1nue to face conf11ct1ng demands the need to ma1nta1n the mora]e'“

'p ofgthe ch11d (Duyall, 1971) whi]e keep1ng the fam11y f1nanc1a11y

N




-solvent: 'Thisedilemma cOU1d havefeven»greaterfsignificanceVFor'low "

B 1ncome fam111es who may be requ1red to. deny a- greater pr0port1on of

purchase requests (Gorn & Go]dberg, 1977) The d1sappo1ntment of"

these ch11dren could 1ntens1fy parenta] gu11t or host111ty (Greene, ;'*"

1973), and result in a degeneratlon of 1ntra fam11y re]at1onsh1ps

Thus the degree to wh1ch te]ev1s1on advert1s1ng affects ch11dren s |
'Aipurchase requests (and the ch1]d S responses to den1ed purchase re-

'*_Qquests) cou]d 1nf1uence the extent to wh1ch a parent teaches a ch11d :

to comprehend te]ev1s1on advert151ng However, 1n order for a parent

to assume a task she or he must be11eve that there w111 be benef1ts :

.;‘" perform1ng the task Benef1ts of teach1ng a ch11d to understand
”-kg}te]ev1s1on advertls1ng could 1nc1ude such th1ngs as’ reduced purchase
'fff“request reduced negat1v1ty 1n response to a den1ed purchase request

g and fac111tat1ng the ch11d s consumer educat1on

In add1t1on to perce1v1ng benef1ts of teach1ng the ch11d to

\

f;comprehend telev1s1on advert151ng, the parent must be11eve that 1t 'e.." '
%'f1s part of h1s or her role before she or he w111 assume the task

':it;iaA parent who be11eves th1s task to be someone e]se S respons1b111ty

®

- or no one 's respons1b1]1ty, is, un11ke1y to assume the task ff @Qﬂj'“ib

Thus, use of the deve]opmenta] framework results 1n severa]

filtpropos1t1ons. S »
o j;f,t_The extent of parental teach1n9 about te]ev1s10n advert151ng

;'”5'r ipos1t1ve1y corre]ates w1th the frequency of ch11dren S. purchase ':'va"

‘frequests ' n';]»;"'; j,;pv.;'f;.’*

75;2;, The extent of parenta] teach1ng about telev1s1on advert1s1ng

.“25"

’fpos1t1ve1y corre]ates w1th the negat1v1ty of the ch11d s re- _i‘}¥5J : f..t‘"

'",'sponses to den1ed purchase requests wh1ch were st1mulated by



;te]evision'advertising '
. 7The extent of parenta] teach1ng about te]ev1s1on advert1s1ng

"-;pos1t1ve1y corre]ates w1th the extent to. wh1ch the parent assumes

‘

;':,th1s to be h1s or her respons1b111ty

. ‘The extent of parenta] teach1ng about te]ev1s1on advert1s1ng
pos1t1ve]y corre]ates w1th the number of advantages (beneftts),7-

'_\parents perce1ve to resu]t from performlng the task

v
~
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. vCH‘APTER v
"b RESEARCH DESIGN |
Th]S chapter 1oent1f1es the research quest1ons and descr1bes the
..‘methods and 1nstruments used to sample, co]]ect and ana]yze the data

 Research Ques ti ons

: A rev1ew of 11terature pert1nent to the 1ssue of ch11dren and
| te]ev1s1on advert1s1ng reveals the ex1stence of many unanswered ques-
it1ons There appears to be a 1ack of research 1nto parenta] strateg1es
"'used when cop1ng w1th the resu]ts of a ch11d S exposure to te]ev1s1on |
: rfadvert1s1ng Also unknown 1s how these strategles vary w1th demograph1c,
; behav1ora1 and att1tud1na1 character1st1cs of the parent and ch11d thev°
\ffam11y structure, the product category and character1st1csg the o
r character1st1cs of the te]ev1s1on advert1s1ng and | other | factorsf”
,‘that affect the mean1ng of the request 'fr -
’ ‘ Wh11e research 1nto these unknowns can: be d1rected toward both
"wparents there is some ev1dence wh1ch suggests that mothers are more .'

"}nvolved in the consumer soc1a11zat1on of young ch11dren than are

,.‘ \ 'x,‘
L fathers (She1kh & Mo]esk1, 1977 ward et a] 1977) Because of th1s,‘

'v:?1.71t would seem most fru1tfu] in exploratory research to exam1ne how v:[ 5f

'H”'g;fmothers respond to ch11dren s eXpOSU"e t° te]ev1s10n advert151n9

“'.Consequently quest1ons form1ng the bas1s of th1s study are focused onfflff.'f |

.'?;mother chlld behav1or rather than father ch11d behav1or ‘\The exc]u-}ff:*

7"s1on of fathers from th1s research 1s done for‘reasons of feas1b111ty_ﬁ.‘(‘

”’~,7and shou]d not be cons1dered as an 1nd1cat1on of the1r 1mportance in vai' v

fufthe consumer soc1a11zat1on process

The app11cat1on of the: deve]opmenta] framework to the 1ssue of f'fih;f"‘“

b maternal med1at1on of te]ev1s1on advert1s1ng prov1des a bas1s upon wh1ch]'"'7 o



'to organ1ze and pr1or1ze pert1nent var1ab1es and suggests poss1b1e
<-1nterre1at1onsh1ps | Propos1t1ons der1ved from the conceptual frame-i
',work chapter ‘can be posed as the fo]]ow1ng research quest1ons
1.' How does the extent of materna] teach1ng about telev1s1on ad- .5

‘vert1s1ng vary w1th the number of ch1]dren 5 purchase requests
?-st1mu]ated by te1ev151on advert1s1ng? (propos1t1on 1)
- 2}1nHow does the extent of maternal teach1ng about te]ev1s1on ad-
"i'vertxs1ng vary w1th the degree of negat1v1ty the ch1]d exper1ences
| as a resu]t of - a den1ed purchase request that was mot1vated by
te]ev1510n advert1s1ng7 (propos1t1on 2) |
3; mHow does the extent of materna] teach1ng about telev1s1on ad-
=vert1s1ng vary w1th the degree of respons1b111ty perce1ved for f{
'tth1s task7 (propos1t1on 3) | '

' 4;f How does the extent of materna] teach1ng about te]ev1s1on ad-

Y w1th the perce1ved costs and/or benef1ts of per- 4

ask? (propos1t1on 4)

must be 1nc]uded*~"t'y
tent do mothers report that te]ev1s1on advert151ng

the1r ch1]dren s purchase requests7 Tf:

’_ht;6;IfToVWh tent do mothers use chlldren s purchase requests o

s?;}th1ng spec1f1c about consumpt1on That 1s, what percentage of
”lfh;;mothers responses to ch1]dren s purchase requests have the

:tgpotent1a1 to teach ch11dren someth1ng Spec1f1c about be1ng a
"ficonsumer and what cou]d mothers responses potent1a]1y teach

| ‘ﬂ“f the1r ch11dren’ .;fh:;/ibvii'vuu;‘

nswer and e]uc1date these quest1ons, an add1t1onal ;fﬂe

Ed by te]ev1s1on advert1s1ng to teach the1r ch11dren some-:

2
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. %. 5T0 what extent do mothersﬁattempt to teach the1r ch11dren to under-
j-'stand te]evis1on advert1sxng, 1ndependent of a spec1f1c purchase
}Erequest? Nhat do mothers attempt to teach the1r ch1]dren what

_teach1ng methods are emp]oyed,kand what effects of teach1ng are
‘_reported? o | o | !
:~ AsSumption“ )
Several assumpt1ons are made 1n the fbrmu]atlon of these ques- -
! ft1ons Flrst, 1t 1s assumed that televws1on advert1s1ng does affect
;nch11dren s wants and. purchase requests Second, it is assumed that
te]ev1s1on advert1s1ng can be dea]t w1th ina manner wh1ch wou]d ‘
_teach the: ch11d someth1ng spec1f1c about the marketp]ace The th1rd l
"'assumpt1on made is that if teach1ng act1v1ty does occur,_1t is mostf
_11ke1y to be undertaken w1th k1ndergarten ch11dren, in m1dd1e and -

"'upper 1ncome fam111es Fourth, 1t 1s assumed that mothers are equa]ly

r\3‘or more 11ke1y tha',fathers to undertake th1s teach1ng F1na1]y, 1t

1s assumed that 1fferent responses to a ch11d S purchase request

'“ast1mu1ated by tel '1s1on advert1s1ng could teach the ch11d d1fferent
ﬂath1ngs about be1ng a. consumer

Cho1ce of Des1gn

L The Use of Exploratory Research Desggns
The degree of theoret1ca1 deve]opment and support1hg emp1r1ca1 |
"‘:-;'data in an area of research determ1nes to a ]arge extent whether an f[;ffﬂ
'ﬁdfexploratory or- an explanatory study 1s/most appropr1ate When there
1s re]at1ve1y 11tt]e work e1ther emp1r1ca1 or theoret1ca1, app11cab1e
..§$0 a f1e1d of study, a more genera] exp]oratory des1gn 1s most usefu] ’_
: It broaden the base of know]edge by 1dent1fy1ng the var1ab]es yff*‘

of a prob]em, d1scover1ng add1t1ona1 var1ab1es, and 1ncreas1ng :?:f"f;; fa



".*';T;follow1ng vl,"hsf.nv"ffffﬁﬁ

;43], |

' information-on.the_relationships which may exist among variables
o . e anem

, s(Rodgers, 1973)

. The . study of the process by wh1ch mothers react to ch1]dren s -
'ipurchase nnuests mot1vated by te]ev1s1on advert1s1ng, and what they v
:do to teach dn]dren about the nature of te]ev1s1on advert1s1ng l‘. : -
Lfal]s w1th1n the rea]m of exp]oratory research Prev1ous researchers _'J
1n th1s area, pr1mar11y marketers, have emphas1zed the 1ssue of
whether or not the parents y1e1d and the resu1t1ng 1mpact on the -
‘_tch11d Thus the f1na1 gutggmg of telev1s1on advert1s1ng has been
ifocused upon, w1th v1rtua11y no emphas1s p]aced on’ the proces of
F?'reSpond1ng to a ch11d S exposure to te]ev1s1on advert1s1ng |
Theoret1ca1 frameworks used have 1nc1uded (1) the deve1opmenta1 ;'Ek‘td'fx
’.,framework app11ed to the ch11d at the 1nd1v1dua1 1eve1, spec1f1ca11y
‘1P1aget s cogn1t1ve deve]opment mode] and (2}} attr1but1on theory, '
‘,:aga1n app]led to the ch11d at’ the 1nd1v1dua] 1eve1 Deve]opmenta]
:"theory at the 1nd1v1dua] 1eve1 has been the more popu]ar of the two
%Developmental theory at the fam11y 1eve1 has not been app11ed to -
‘.jthe study of maternal med1at1on of te]ev1s1on advert1stng o
| Where there ex1sts a 1ack of prev1ous emp1rica1 research, anl;'}_ -

;exploratory study broadens the base of ex1st1ng know]edge in the

"larea It 1s for th1s reason that th1s study has assumed an

*fexploratory approach _ | :
' In an exp]oratory study, the 1nstruments used and samp]es obta1ned
’h}jcan vary from those requ1red in exper1menta1 research The manner 1n ;ff.ZQ 5

7;wh1ch they vary w111 be descr1bed under the appropr1ate sect1ons
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$‘4p11ng Procedure

The 1nterests of th1s study necess1tated the se]ect1on of a part\ ‘

cular samp]e mothers from Eng]1sh speak1ng, middle and upper middle

income,(average annua1 family income greater than $17,500), miThes

, 1iving in.Greater Edmonton;-with children in kindergarten. A ” ‘er

sample criterion was the bwnership"of at Teast one te]éyision Set;

It is in this group “that the teach1ng about te]ev1s1on advert1s1ng .
is most 11ke1y to occur (Duva]] 1971 Ward et al. 1977)

A]though five schoo] d1str1cts were contacted a samp]e of

suff1c1ent 51ze and qua11ty was, not forthcom1ng Thus, an a1ternat1ve :

X

| to. the use of schoo]s to obta1n a samp11ng frame, "Snowba]]" samp11ng

(Sudman, 1976), was emp1oyed Th1s procedure enta11ed 1dent1fy1ng

Vseveral members of the target popu1at1on, 1nterv1ew1ng these members

‘ and asking them to 1dent1fy other members of the same’ popu]at1on,‘-"

then 1nterv1ew1ng those members, and so.on.

The 1ack of randomness and perhaps representat1veness, 11m1ts

.the 1nferences wh1ch can be made about the genera] p0pu1at1on, however

the non—probab111ty samp]e is appropr1ate at the earliest stages of a

tresearch des1gn when exploratory data gather1ng is worthwh11e to "

v’p1npo1nt the maJor d1mens1ons of a top1c (Sudman, 1976)

LU c 3 ~ Data Co]]ect1on |

A purposiye, non-random samp]e of 42 mothers was recruited AT

the mothers. who were 1dent1f1ed as meet1ng the sample cr1teg?a were

C’“

contacted by te]ephone and asked to part1c1pate in the study

Face to. face 1nterv1ews were conducted in the respondent S home at

her conven1ence Face to face ihterviews were con51dered necessary 1n

order to obtain exp]oratoiy}ynformation of ‘the most deta11ed nature,,

o .
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however they do have drawbacks in tenms of t1me money and nonava11-

ab111ty of respondents when the 1nterv1ewer ca]ls In order to help
overcome the Tatter drawback, 1nterv1ew1ng times were arranged by
phone, - and th1s resu]ted in only-one call-back. As=t0>the former .

drawbacks, expense\uasrreduced by us1ng a s1ng]e ‘geographic 1ocat1on,

and time‘requjred was ~edu:ed by pretest1ng the 1nstrument to ensure

_ maximum'information obtained in m1n1ma1 t1me ~ Thus, intervieWS'l
v'took an average of 30 minutes to. comp]ete | :
y No 1ncent1ves were used to encourage part1c1pat1on in the study,
however mothers*were asked at the end of. the 1nterv1ew if they wfshed
”a synops1s of the study A11 but one,moth r requested a»copyfof_
| the f1nd1ngs R PR }

| Dependent and‘Independent Variables

The 1nstrument used was- des1gned to e]1c1t 1nformat1on on the _

: fo]10w1ng 1ndependent and dependent var1ab1es a

1. Dependent var1ab1es ' | “

| (a)' mothers responses “to ch11dren s purchase requests, phj
':‘(b) Amothers p1anned teach1ng about telev1s1on advert1s1ng

;tz. -Independent var1ab1es

‘(a)e the extent to whwch the mother reported that her child's

: i ,
'purchase requests mfre mot1vated by te]ev1s1on advert1s1ng,

‘(b) ‘the extent to wh1ch the mother tndicated that teach1ng the p
3‘ ch11d-about te]ev1510n adverttsjng~wa§ her respons1b111ty;
(c) the degree of nedativity the mother reportedfthe child to
'exper1ence as a result of @ denied purchase request that

. was mot1vated by telev1s1on advert1s1ng,

,~~-:".,-]
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"~ (d) the advantages and_disadvantages the mother reported' to
exist-in‘teaching the chi]dpto understand*teTevision ad-

vertising.

fInstrumentat1on :
| The. interview schedu]e (Appendix:]).cons15ted,of1questions whith}
can be classified 1nto the following subsect1ons
; Tt rDemograph1c character1st1cs (quest1ons 17 to 23).
‘.2; “The number of TV sets owned. by the fam11y and the presence or
‘ absence of cable (quest1ons 5, 6). - o
3;\_Number of hours spent by mother and/or ch11d watch1ng te]ev1s1on
(quest1ons 7‘through 12) | '
. 'h4r\JThe extent to wh1ch the mother. be11eved that TV advert1s1ng
_affected her ch11d s’ purchase requests (quest1on 2).

5. UThe reported frequency of the ch1]d s purchase requests (question h
T I o
6. Mother s reported reponses to a ch11d S. purchase request mot1vated

}‘by te]ev151on advert1s1ng (quest1on 3)

T Mother S report of how her ch11d responds to a den1ed purchase .'? S
. S . B o : .l\; :

Irequest (quest1on 4) ‘,’_f,, S o s SRR Kff_f_:§

8. Mother's report of purpos1ve teach1ng about TV advert1s¢ng
‘Qquest1on 16) | | | L

{9. Mother S report of who 1s respons1b1e for teach1ng the ch11d to

:comprehend te]ev1s1on advert1s1ng (quest1on 15).

10. Costs and benef1ts wh1ch the mother re orted to exist when R R

,teachjng her child to comprehend te]ev1s1on advert1s1ng‘(question K

" Questions were designed to elicit maximum information while
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| 'maintaining rapport‘mdth’the mothers. A}detailed description of the'
~questions follows. | | | o
d].‘ Demograph1c questions. Demograph1c quest1ons 1nc1uded open
'bended quest1ons which elicited 1nformat1on abgutﬁhouseheld compos1- -
tion (i.e. age, sex and number of famjiy and'non-fam11y househo]dAd
members);iparents‘ highest’leuel‘and-years of‘schoOTing; and parental
‘i'employment' ‘A closed'ended question‘uas used-to,obtain a~measure of
1tota1 fam11y 1ncome. | | B , | -
| | To encourage respondent s cooperatlon, demographlc quest1ons
}."were 1ntroduced w1th a phrase wh1ch indicated why the 1nformat1on
- was requ1red (Oppenhe1m, 1976) rSenSdt1v1ty of‘demograph1c questjons‘
was further reduced by plac1ng them at the end of the 1nterv1ew : |
schedu]e (0ppenhe1m, 1976) By th1s t1me, rapport shou]d have been ,
'establ1shed and the respondent shou]d have been conv1nced that the
‘1nqu1ry was genu1ne (OppenheIm, 1976)
W1th regard to spec1f1c quest1ons, probes were used to determ1ne

‘athe nature of each parent s "t emp]oyment, 1n order to ensure gg
*;,that“responses cou]d be c]ass1f1ed (Oppenhe1m 1976) To measure .
| ; total fam11y income, a c]osed ended questJon was. used The income ::‘ o

}ccateg0r1es were pr1nted on.a card wh1ch was g1ven to the mother to read
ﬁ}‘After she read the card the mother was asked to select the number B
1d_]wh1ch most c]ose1y corresponded to tota] fam11y 1ncome The purpose-
'of this procedUre was to reduce the quest1on s sens1t1v1ty by a110w1ng
: an. 1nd1rect rather than a d1rect 1nd1cat1on of fam11y 1ncome Cards_j;j
were also used 1n other c]osed quest1ons where a 11st of poss1b]e fh

:reponses were,permjtted. The purpose of, these cards was to fac11rtate

' recall of the responseskperm1tted. -
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2, Extent of telev1s1on v1ew1ng The extent of mother'and/or"
ch1Td teTev1s1on v1ew1ng was e]1c1ted through se]f report open ended“ﬁ
questions rep11cated from the Ward et al. 1977 study Neekday v1ew1ng and -
weekend v1ew1ng were obta1ned in separate quest1ons, s1nce .altered 5 '
weekend teTev1s1on schedules and Tiving. patterns cou]d affect
lv1ew1ng The number of hours spent watch1ng te]ev1s1on week]y were
ithen ca]cu]ated | |

3. An 1ndex was used to detenn1ne the extent of teTev1s1on
hhadvert1s1ng 's 1nf1uence on a ch1Td s purchase requests, the maJor
1nf]uence of ch1Td S purchase requests, and mothers responses to L v=
;va ch11d S purchase requests The 1ndex cons1sted of twe]ve 1tems
| 1ncTud1ng food 1tems (cerea], snack food candy, soft dr1nks, soup)
‘non—food ch11d—re1ated 1tems (game or toy, record album, c]oth1ng)
‘and non- food, non chlld-reTated 1tems (shampoo, toothpaste, asp1r1n,
‘househo]d c]eaner) (Nard et al 1977), about wh1ch the mother was asked
quest1ons re]atrng to 1nfTuences The 11st of 1tems was drawn from -

-hward et al. 1977 1nterv1ew schedu]e The question regard1ng the :
ﬁ‘frequency of theach11d s purchase request for each 1tem was aTso
g ?hrepllcated from that study : “} - » | _
k “An 1ndex of 1tems was Preferred to a s1ngle g]obaT quest1on,hf-s
'Ibecause 1t s known that the responses of mothers and ch11dren vary

'djw1th d1fferent product st1muT1 (ward et a] 1977) Thus, any efforts

u‘;_fto determ1ne the nature of ch11dren 3 purchase requests and mothers

'Q'responses shoqu 1nc1ude a measure of the1r responses in reTat1on to o

a var1ety of 1tems

._’v -

The quest1pn wh1ch was used to determ1ne the nature of the mother s S
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-responses.to a purchase request eTictted by te]evfsion‘advertising':
'}was left open- ended in order to prov1de the greatest freedom of re-

.sponse = Mothers were asked to report the manner in whtch they 1ast
l.responded rather than to report how they usually responded,_1n an
attempt to reduqe the number of soc1a11y des1rab1e responses Teach1ng
f responses were operat1ona]1y def1ned as - 1nc1ud1ng any responses which .
"conta1ned messages (e1ther verba] or non verba]) about the persuas1ve
"or m1s]ead1ng qualltles of . te]ev1s1on commerc1a]s, messages (e1ther o |
verbal or non- verbal) about/the character1st1cs advert1sed the need
for the products advert1sed or method of pay1ng for the product
Non-teach1ng reSponses were operat1ona]1y def1ned to 1nc1ude refus1ng
or agree1ng to purchase the advert1sed product w1thout exp]anat1on,
5'or avo1d1ng d1scuss1on (e g say1ng "maybe," or “we 11 see,f etc )

1 s The quest1on wh1ch dea]t w1th the ch11d 7 response to a den1ed
ipurchase request attempted to determ1ne the mother s genera] expec-
t:tat1ons of - the ch11d s response, S0 the mother was asked how her |
'ch11d "usua]]y"‘responded | 'h. _' | g h Y | | |

‘4 D1scu551on and teach1ng about telev1s1on advertls1ng 'Thed’”"
},;content of what the mother ta]ked about w1th the ch11d Jin regard to
fihtelev1s1on advert1s1ng was e11c1ted through an open-ended quest1on

}vf:_Quest1ons re]at1ng to the nature of the mother s reported teach1ng 5';;;4,_a

. s
o about te]ev1s1on advert1s1ng,,and the effects of teach1ng were aJso }

: “'j‘open—ended Open ended quest1ons al]ow for the max1mum va//ety of :fi\[f,vzf

:l:j4reponses, and therefore were used extens1ve]y 1n/th1s study

Data Handllng

Datafor'all quest1ons was categor1zed coded and keypunched Thev
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"-Cod1ng of data and Construct1on f Indexes to Measure Var1ab1es

below.

var1ab1e
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SPSS program was used for ana]ys1s, prov1d1ng stat1st1cs to descr1be

the- occurrence of matern 1 teach1ng behav1or in response to a ch11d s

nexposure to te1ev1s1on adv'rt1s1ng Appropr1ate proport1ona1 measures B
" of assoc1at1on produced by o osstab runs were used to measure the

'extent of re]at1onsh1p of 1nde'endent var1ab]es w1th each dependent

'purchase r

.responses by ’

§

Indexes were constructed in order to measure 1ndependent and

o dependent var1ab1es The manner of thelr construct1on is descr1bed

];' The extent of maternal teach1ng reponses made to. a ch11d s

:est was ca]cu]ated by d1v1d1ng the number of teach1ng

e tota1 number of responses made 1n react1on to a;

‘te]ev1s1on-moé1vated purchase request Teach1ng responses s '
_‘to a. purchase request 1nc1uded any wh1ch exp1a1ned someth1ng about

_,_the qua11ty, pr1ce or ava11ab1]1ty of the product Responses not

"cons1dered to be teachlng responses 1nc1uded e1ther agreelng to buy

l*ffgfor deny1ng a request for an advert1sed product w1thout explanat1on,.;;fdf'a X

: or avo1d1ng confrontat1on (1 e say1ng "maybe," or "we 1] see,f etc )

E w1th no- further act1on on the request ;jfjf:.fvff;:QxPﬁ-afi ﬁf’;"":” ,

.‘_

‘73551. Mother s p1anned teach1ng was measured by summ1ng the number ;~_‘ff";

,:of 1tems a mother tr1ed to teach 1n re]ation to understand1ng te]e--.- s

r“;v1s1on advert1s1ng or the products portrayed w1th1n Coded categor1es
u},1nc1uded the m1s]ead1ng or persuas1ve qua11t1es of te1ev1s1on advert1s1ng,
57:.the qua11ty, pr1ce or- ava11ab111ty of advert1sed products the 1mportance

= of 11m1t1ng consumpt1on, and the acceptab111ty of the behav1or of‘ -

SO



advert1s1ng took 1nto account the frequency w1th thCh ch1Tdren S

"f of chaTdren S purchase requests were summed for aIT categor1es 1n wh1ch} :

1 requests occurr1ng "pretty often" rece1ved a we1ght of: 2 purchase

<‘.f reQUests occurrlng “not too often" mer1ted a va]ue of T and "no / rfff :7
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actors 1n advert1sements | |

,3;i The effect of . teTev1s1on advert151ng on: ch11dren 's purchase
requests was measured by four methods The f1rst method summed the B
product categor1es ln wh1ch teTev1s1on was - c1ted as the maJor 1n-
fluence of purchase requests The second method wh1ch was des1gned

to account for the extent of te]ev1s1on—mot1vated‘p chase requests

re]at;ve to other purchase requests, d1v1ded the number of product

o categor1es fbr'wh1ch te]ev1$1on was c1ted as the maJor 1nf1uence of

purchase requests by the totaT number of. products that the ch11d
requested

. ) oAl
: The th1rd and fourth approx1mat1ons-t0~the effect of teTev1s1on
purchase requests occurred For the th1rd measure the frequency

te]ev151on was c1ted as the maJor 1nf1uence _ S1nce the frequency of
purchase requests was, measured at an ord1na1 TeveT purchase requests

wh1ch occurred "very often" were ass1gned a we1ght of 3 wh11e purchase

purchase requests"'scored a 0 value Thus 1f te]ev1s1on advert1s1ng
was the maJor 1nf1uence in: f1ve categorles, of wh1ch two products wereff;,l

requested "pretty often"; and three were requested "not too often'

the score for the 1nf1uence of te]ev1s1on advert1s1ng on purchase

requests wou]d be 7 The fourth measure summed and we1ghted tota]

purchase requests 1n the manner of te]ev1s1on-mot1vated requests, then”f3s"7

d1v1ded the tota] purchase requests 1nto telev1s1on-mot1vated purchase;a L



requests ‘

: 4.‘ The ch1Td s react1on to a den1ed purchase request was coded 1
1nto'four categor1es anger sadness, pers1stence (1 e repeated
requests for the product) and acceptance of the gen1a1 In the

‘3ana1y51s, wh1ch evaTuated the negat1v1ty of the ch11d 1n response to

a den1ed purchase request an ord1na1 sca]e was constructed Anger

and sadness were: comb1ned 1nto one category as the most negat1ve IR

';T'response that a ch1Td made, pers1stence formed a Tess negat1ve

.*fcategory, and acceptance of the den1a1 was cons1dered to be the Teast '
.negat1ve response _ - T’ . |
">5 The advantages and d1sadvantages that a mother 1dent1f1ed

" to ex1st _ when teach1ng a ch11d to understand teTev1s1on advert1s1no,

' »:ﬂwere caTcuTated by separate]y summ1ng the number of advantages and

»t.the number of d1sadvantages Each of these was run as a separate!
fﬁvar1ab1e An est1mate of reTatlve benef1ts 1dent1f1ed was made by
fsubtract1ng the number of d1sadvantages*from the number of advantages =

Tf1dent1f1ed No attempt was made to we1ght the advantages and d1s-

' ‘;;advantages 1n terms of the1r 1mportance to the mother

- 6 The degree t0 WhTCh the mother 1nd1cated that teach1ng f}ff:~f° e

ifabout telev1s1on advert1s1ng was a parent s respons1b111ty, was coded

'r"ﬂ1nto four categor1es wh1ch 1nc1uded (1) parents shoqu teach because
v'”’t s the1r J°b (2) parents shou]d teach because they are ava1TabTe : lﬂt’Ti

",hfwhen the ch1Td 1s watch1ng te]ev1s1on,v(3) parents shoqu teach, no

ﬂ*]nreason 1dent1f1ed for do1ng s0; and (4) parents 5h°“]d "°t teach the1r

‘f“}ch11d to understand teTev1s1on advertls1ng

These categor1es were: cons1dered to form-an ord1na1 sca]e from ‘=g”.u*.~* :

"i“most comm1tted to teach1ng the ch1Td to understand te]ev1s10n

.40
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AllfvaTues The most conservat1ve approach d1ctates the use of stattst1csf

":?1i'the var1at1on w1th1n the sample aTso restr1ct the 1nferences that can;}n;jpgh

. T'Ffva normaTTy d1str1buted populat1on,gand that the w1th1n group var1ances1'7f'

: .4]

advert1s1ng, to Teast comm1tted Mothers who' 1dent1f1ed the teach1ng
as a parent s JOb were cons1dered to- be more comm1tted than mothers :
-who 1nd1cated that they woqu teach because no one e]se was ava1T-
"abTe at an appropr1ate time. These o groups were cTass1f1ed as
more comm1tted than mothers who 1nd1cated that 1f the task shou]d be
fkjdone, parents would be responswble,_but coqu not 1dent1fy a reason

: why they shoqu undertake the task The Teast comm1tted group was
& :composed of those who 1nd1cated that it was not the parent s job to y,-'

rteach the ch11d to- understand teTev1s1on advert1s1ng

A\
E Stat1st1ca] AnaTys1s

The manner 1n wh1ch data 1s anaTyzed 1s T1m1ted by the nature

L of the populat1on, ‘the samp]e, the sampTe var1ab111ty, and the

f;\measur1ng 1nstrument Inferences to popuTat1ons are dependent upon

’ \p-f a randomTy chosen sampTe (Hughes & Grawo1g, 1971) The sampTe drawn

in th1s study 1s a SnowbaTT samp]e, wh1ch may d1ffer from a random _-'
j:sample 1n the amount of heterogene1ty w1th1n the samp]e and the sampTe_:

"fb1as, that is the degree to wh1ch sampTe vaTues vary from popu]at1on

'"'”f:only to descrlbe the sampTe 1tse1f and th1s app11cat1on of statxstﬁps»h“ f:g:

“ﬂﬁwas used ’;f« -

The nature of the popu]ation from whlch the sampTe 1s drawn and

:iybe made Parametr1c stat1st1cs assume that the samp]e 1s drawn from S

"hbof sd@samples are” homogeneous If one cannot assume that a populat1on;fheu:}“

s normale d1str1buted or that var1ances are approx1mate1y equaT

'“';vlfnon-parametr1c stat1st1cs shoqu be used (BTaTock 1972 Hughes &



RN

Grawo1g, 1971; Ker11nger 1973) However non—parametr1c stat1st1cs

- are. not as powerfu] as parametr1c stat1st1cs, that is,- they are not as ;'

v11ke1y to reJect the nulT hypothes1s when it is actua]]y faTse

- Therefore many authors suggest the use of parametr1c stat1st1cs 1f at

"‘,aTT poSS1bTe (BTalock 1972, Hughes & Grawo1g, 1971 Ker11nger, 1973)
V'KerTTnger makes the argument that the 1mportance of . normaT1ty and :
__homogenelty is over rated and unless there is good ev1dence to be11eve

that popu]at1ons are ser1ous]y non-normal and that var1ances are’

: heterogeneous, 1t 1s unw1se to use non-parametr1c tests in pTace of

,.parametr1c ones | | : | _

J Thus when se]ectang stat1st1cs, two rules were used FTrst.

| stat1st1cs were chosen accord1ng to the Tevel of measurement used and

;“_second probab111ty or proport1ona1 reduct1on of error stat1st1cs .

'.,_were used for ease of 1nterpretat1on These stat1st1cs have a d1rect

. 1ntu1t1ve mean1né€and can be compared to. other stat1st1cs of th1s

- type Non probab111ty stat1st1cs can be compared only to. themse]ves

B f and even “then. they are often 1ncomparab1e when the tabTes are of unequaT

'-'\s1ze (N1e, HuTT Jenk]ns, Ste1nbrenner, Bent, 1975)

The stat1st1ca] tests used 1nc]uded Pearson S’ correTat1on co-i‘ ”

'.f”f'eff1c1ent and Gamma Each 1s descr1bed br1ef1y

Pearson s r 1s an: appropraate statwst1c for descr1b1ng the f_jc* |

‘Trre]at1onsh1p between two var1ab1es when a 11near mode] 1s appropr1ate ol

"and when data 1s cont1nuous The s1gn of r 1nd1cates the d1rect1on of it'_flfi»"’“
| 'iAV;;the re]at1onsh1p and the %ége of the numer1ca1 va]ue of r 1nd1cates };,;f
Tiﬁ'f:the strength of the re]at1onsh1p when test1ng a correTat1on 71 ff}ﬁfh

"”i'coeff1c1ent for stat1st1ca1 s1gn1f1cance, 1t is assumed that scores o

”t'on each var1ab1e are normaTTy d1str1buted however fa11ure to meet

*
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- th1s assumpt1on has no’ consequences if the degrees of freedom are

.greater tha

j faaow1tz, Ewen,>Cohen, 197]).' The degrees of free-
‘dom’wgre‘usus %@r'than 25. | - "‘

L :?degreelof assoctatjon hetween’two'ordinal-
*tkes'0nya oositiye:va1ue jf_concordant yaloes‘

; Are,pé - :hcl Negatiye value tt'dtseOrdant pairs predominate'and '

" » ey are}equaf The value of gamma represents the |

; ‘probabil }rrectly gue551ng the order of a pair of cases on
one vari 3 ?ebthe order1ng on the other var1ab1e 1s known '“The
sign"indic: : the’ d1rect1on ‘of order1ng to pred1ct Gamma readi1y
uref]eots bo os1t1ve and negat1ve association between var1ab]es,

y» ‘\ ce]1 frequenc1es Gamma is 1nterpreted as a propor-'
‘tiOnal.rednC-a n in error measure (Champ1on, 1970 Nie et a] - 1975).

L1m1tat10ns of the Study

As w1th all soc1a1 sc1ence research th1s study has certa1n o QQh"_

'11m1tat1ons,_1 v ing 11m1tat1ons of desugn, samp11ng, 1nstrumenta-.

xvtfon‘and da' 1ys1s A maJor 11m1tat1on 1n th1s study was the
:dposs1b1e b1as 1ntroduced by the use of Snowbal] samp11ng Thus, a
descr1pt1on of the sample 1s necessary pr1or to evaluat1ng the |

"fstudy s 11m1tat1ons

-~ﬂbThe Samg] : -_?hﬁi;;f“r F: “s‘lffi,“;f __f e }"‘ f. ffﬂeh:{}5' -; h;,_
| The samp]e (h;#v42) was 11m1ted to Eng11sh Speaklng, m1dd1e and
. 'upper 1ncome mothers (med1an fam11y 1ncome -'$30 999) of k1ndergarten |

- ch11dren drawn from househo]ds that owned at 1east one telev1s1on set

L 'J-(average number of te]ev1s1on sets #f} 5) and possessed cab]e te]e-A*xf_

'.1‘:v1s1on The mothers were a]] marr1ed and 11v1ng w1th the1r Spouses;i}[?L*f” o

: leost mothers were not emp]oyed out51de the home (n 32);aof thoseﬂ _}»(1_:,



) ‘@2‘; Co
: \that the samp]e ref]ect as accurate]y as poss1b1e the populat1on

| j«;,._f’,results in the hlgher probab111

"w1th at 1east one ch11d 1n k1ndergarten) a]though 1t 1s knOWn that

'mothers who he]d remunerat1ve pos1t1ons (nlé,]O),.mOSt wbrked;part-°

‘ ‘A't1me (n'=p9) in.a teach1ng ( ;6), nurs1ng (n = 2) or. a'freeilanee

. /
des1gner capac1ty (n 1) ! One mother worked fu]] t1me as a teacher

The average age"f mothers was 33.0 (range 21 - 39, 5. d = 3. 656) th

'average number of: years of mother S educat1on 1nc1ud1ng grade schoo]

© Was. 14. 595 (range 10 -2 years, s. d 2 651) w1th comp]eted h1gh

schoo] and bache]or S. degrees ‘b 1ng the moda] nom1na1 categor1es, o
Q
each categoryvcons1st1ng Qf 13 mothers : Fam111es had an’ average of

‘ 2 24 ch11dren (range 1- 4 s. d 0 576), none of whom was o]der

d than 9 years of age. The-ch11dren'of whom'mothers spoke were most1y T

five years of age (78.6%), the rema1nder be1ng six years of age These

' ilch11dren were usua]]y f1rst (50 0%) or second (45 2%) born, a]though
,.two (4 8%) were th1rd born Approx1mate1y one ha]f of- the k1ndergartene-~
| ch11dren were male,(54 .8%) and one half fema]e (45 2%) _ A c

“TSampllng L1m1tat1ons* :':,f o -affl"7‘

,._‘~ .

When a sample 1s draWn from a target popu]at1on, 1t 1s des1rab]e

\p

71 va]ues The degree to wh1ch the sample character1st1cs d1ffers from

)

73_popu1at1on parameters is a measure of "samp]e b1as u Genera11zab111ty f’
[(5f11s restr1cted by the degree to wh1ch the samp]e d1ffers from the target

S ﬁ.-populatwn (Sudman, 1976) S SN, PG

Th1s sample was 11m1ted bf the use of a Snowba]] samp]e,.wh1ch

.

ty of se]ect1ng respondents who are

°known to many others, and a 1ack of 1ndependence among samp]e members i

r(Sudman,,1976) It 15 not poss1b1e ¢o know how accurate]y the samp]e

a‘_

. ! »,C~.
IR
L
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,represented the target popu1at]on (1 e.y m1dd1e and upper 1ncome mothersva_;,ﬁﬁo,.
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the samp1e watched approx1mate1y the same amount of te]ev1s1on week]y "

}‘1'( 13 5 hours week]y) as’ the average adu]t female in Edmonton in

v 1978 (x =] hours week]y) (Kennedy, K1nze] Northcott 1978), and'

'that fam111es 1n the samp]e had approx1mate1y the same number of

ch11dren “_rage number of ch11dren 2.24) as the . average Edmonton‘
fami1y (average number of-ch11dren = 2-19) In terms of years of -

schoo11ng,.the mothers had an educat1on (i = ]4 60, s. d 2 651) ’,‘,

- that d1d not d1ffer stat1st1ca11y (t 1. 63 df 492) from that of

‘ ‘7the average adu]t female in Edmonton in 1978 (x 13, 02 years, s.d. = _..:vgév#(.:

‘f'6 315) The sample was wea]th1er (med1anufam11y 1ncome = 530 000 -

14

| $34 999) than the average Edmonton fam11y of 1978 (med1an fam11y o

o gf1ncome = 17 500 = $19 999) (Kennedy et al. 1978) W1th 1ncomes equa]

:to or. greater than 55% of Edmonton fam111es ' Th1s 1ncome level was
-,ant1c1pated and cons1dered des1rab1e, s1nce 1t 1s 1n such fam111es that
"Ithe maJor1ty of teachlng was reported to occur (ward et a] 1972)

- A11 of the mothers who were contacted agreed to part1c1pate, wh1ch :gffi“

; “4_e11m1nated the prob]em of samp]e se]f se]ect1on

. “;j; from the general popu]at1on of k1ndergarten mothers @Furthermore,x:;e;

ri']nxalthough it 1s w1th1n the recommended range for exp]oratory stud1es':',;;f{ft”: L

‘ i It cannot be detenn1ned how many mothers were e]1g1b1e to take
) "part 1n the study and were not 1dent1f1ed, nor 1s 1t poss1b1e to |
._determ1ne how d1fferent the samp]e was~ 1n att1tudes and behav1ors -
'_the use of a sample from a s1ng]e urban reg1on 1s 11m1ted to- the extent 1ffh'f]?f,jy
‘f;that 1t var1es from samp]es Wthh cou]d be obta1ned from other areas .
g

:f,Any b1as 1n the samp]e wou]d reduce the cred1b1]1ty of the f1n gsi'tifﬂﬂ s

;'j,The sma]l sample s1ze cou]d further reduce the samp1e.s general1zaba11ty, ,_y(!vf ~







s
~

g( = 20 to"50) (Sudman; 1976), and should have been adeguate given
the 1ack of maJor breakdowns in the data ana]ys1s (Sudman, 1976).

L1n1tat1ons of Data Col]ect1on

Fam11y research is open to b1as, because the fam11y is con--
s1dered to be a pr1vate doma1n, and respondents may avo1d too much

‘d1sc]osure, 1ntent1ona}1y or un1ntent1ona11y Secondly, even for

open, ta]kat1ve respondents there 1s a problem of b1ased 1nd1v1dua1- :

‘epercept1ons Husbands ‘wives . and ch1]dren do not always agree on
what 1s occurr1ng w1th1n a fam11y (Saf111os Rothsch1]d 197]).
" Thus, the resul ts may be dependent on who compr1ses the
samp]e " | | B

“The face to face 1nterv1ew techn1que had certaln 11m1tat1ons
1nc1ud1ng high cost in- terms of the 1nterv1ewers t1me and‘trave1,
f_and the‘need for sk111fu1 hand11ng on the part of the intervjener,
to ensure comparab111ty of 1nterv1ews “and ease on the part of the ‘

4 .

" respondents ‘However, the 1nterv1ews achieved good cooperat1on :
. o

from respondents,vallowed for compl1cated quest1ons and prob1ng of

answers, achieved a full ‘response  and a]lowed for greater

3 sen51t1v1ty of m1sunderstand1ng of quest1ons by the respondents

“In add1t1on, mak1ng suggesttons to the respondent was reduced ' J

o

through carefu] order1ng of quest1ons
' The 1nstrument drew some of its quest1ons from the Ward et -al.
(1972) "Mother's Interv1ew", however several of the quest1ons were .

'adapted and more were added. In essence,»-n» the 1nstrument was

new and thus extremely limited in terms of re]iab111ty.and va11dpty.

. } - lo
» Content validation:of the instrument consisted of carefully{h

»

46



. Sy
N\ R
\ x‘ !

-examining eath'item for its accuracy of measurement. The instrumentv

was evaluated by a ‘panel of facu]ty members - and a group of sii

mothers on ‘whom it was pretested. Pretest1ng was done in an attempt

to -ensure that the quest1ons were understandable and probed what the
researcher intended that they shou]d probe

0ccas1ona11y mothers wou]d supp1y 1nformat10n relevant to an

approaching quest1on as part answer to-a preceed1ng quest1on - If
necessary .an effort was made to clar1fy the 1nformat1on at the t1me
athe quest1on came .up in the lntervvew, w1th the 1nterv1ewer stat1ng .

the quest1on and repeat1ng the answer prev1ous]y g1ven At this time,

the mother had an opportun1ty to contr1bute more 1nformat1on 1f she .
w1shed If c]ar1f1cat1on was not requ1red the 1nterv1ewer proceeded

to the next apprdpr1ate quest1on Th1s procedure, while avo1d1ngv

ted1um for the respondent 11m1ted the study in. that the research L
1nstrument var1ed s]1ght1y as the occas1on demanded | | »

The comparab111ty of 1nterv1ews was also 11m1ted by the extent ‘h’>

u’rto wh1ch conversat1on not d1rect]y related to the quest1ons on the |

' 1nstrument occurred dur1ng the interview. While such o

conversat1on was kept mtn1ma1 the'mothers did consider thevinterView_'/ -
to beha social occasiOn Rapport was quickly estab11shed and | |
probably enhanced by a110w1ng for these d1gress1ons The mothersl
enJoyed the 1nterv1ew situation -and ‘ ’ ta]k1ng about their

chlldren and frequent]y expressed th1s during. and after the |

1nterv1ew. \
A further'Timitation of-data«collectioniwas that respondents
werevasked to report or predtct their behavior:r Actual behavior was :_ .

not observed. The use of.reported rather,than actual behavior

v




4resu1ts”intsome‘degree of‘inaccuracy because respondents‘may not be
able to recall or'verba1ize“how they behave: Furthermore, much
'teachingcbehavior may’occug more by modeling; or non-verbal teaching
than by-verbalfattempts 'While mothers were_given the opportunity'
f to express the use of mode11ng, few did so.” It is possible that
.mothers used non-verba1 teach1ng, but were unable to report how they
: used 1t | | | |
| A]so, react1v1ty may have occurred because the reSpondent was
aware of be1ng tested and may have chosen ‘what she cons1dered to be

an appropr1ate ro]e (Webb Campbe]] Schwartz, Sechrest, 1966)

‘ React1v1ty may a]so have occurred due to character1st1cs of the 1nter-

:yv1ewer, or 1ncreased practlse of the 1nterv1ewer In add1t1on, the

| measurement tool may have changed over t1me (webb et al 1966)

~examp1e mothers may have felt d1fferent]y and responded d1fferent1y

i;1f ‘the 1nstrument wereused at Chr1stmas t1me rather than in the '

‘spr1ng as 1t was.. Because the 1nterv1ews were comp]eted w1th1n two

weeks the 1atter b1as was un11ke1y, however the former two b1as1ng

'cond1t1ons may have. occurred Any of these forms of react1v1ty

o

_fwould have affected the va]1d1ty of these find1ngs

- L1m1tat1ons of Ana}ys1s = J_ o sr ~p0 }-

A

Any stat1st1ca1 procedure is dependent upon a random samp]e if
1t 15 to be used to draw inferences about the general pbpulat1on

A-Because Snowba]] samp]1ng was emp]oyed the analysis in this study

‘Lcan be " app11ed 1n the strictest sense on]y 10 a descr1pt1on of th1s

e
B

sample '9

Nh11e the level of measurement of the dependent var1ables was .

quite strong (interval or ratio ]eve]), the sample s:ze was rather

48
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sma]1;- Thus,‘it would have been désirable and‘pbssib1e'to.app1y
' mUItivariate statisties that allowed for the Simultaneous examina-

tign of factors (Robertson, 1979), however the small sample size

proh1b1ted ‘this approach Thus the ana]ys1s in this study is.
11m1ted in that 1t does not descr1be the s1mu1taneous 1mpact of

* the.independent var1ab1es on the dependent var1ab1e

‘Des‘gn L1m1tat1ons ‘ |

" This des1gn used ex post facto research, that 1s a "systemat1c"v
enp1r1ca1 1nqu1ry in wh1ch the sc1ent1st does’ not have d1rect control
‘ of 1ndependent var1ab1es because the1r man1festat1ons have a]ready

' occurred or because they are 1nherent1y not man1pu1ab1e Inferences

A.‘about re]at1ons among var1ab1es are made w1t/9ut d1rect 1ntervent1on,. o

‘from concomm1tant var1atlon of 1ndependent and dependent var1ab1es"

(Kerlinger, 1973 p. 379) There are three maJor weaknesses 1n ex post

' factovreSearch . (I) the 1nab111ty to man1pu]ate 1ndependent var1ab1es, -

tﬂ(z) the lack of power to random1ze and: (3) the r1sk of 1mproper
i1nterpretat1on Even 1f two. var1ab1es covary, 1t 1s not stat1st1ca1]y
‘poss1b]e to 1dent1fy 1f there is any causa] re]at1onsh1p For example,.
,"even if mothers who 1dent1f1ed more advantages resu1t1ng from teach1ng
,_'ch11dren to understand telev1s1on advert1s1ng were more 11ke1y to do-
?so, it does not necessar11y fo]]ow that 1dent1fy1ng advantages leads
: to more - teach1ng behav1or It cou]d be that the re]atwonsh1p between
the two is spur1ous, or that the d1rect1on of the effect is the reverse
’ Reduc1ng the r1sk of 1mproper 1nterpretat1on and ga1n1ng clues as to :
the d1rect1on of causat1on results from the use of a conceptua] |

framework, such as the family developmenta] frameworkzused 1n‘th1s
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study.'.The Va]idity of reséarch;was’increased through the use of

predict{ye'étatemenis.
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{ﬁ‘s purchase requests and anoth

CHAPTER V- |
', RESULTS.
'The'SPSS computer program (N1e et al., 1975) was used to obtain
. frequenc1es, crosstabu]at1ons of se]ected var1ab1es and respectlve
stat1st1cs, -The'results of th1s ana]ys1s,are summar1;ed,1nith1sv’
section. @ - o R,

E Effect of te]ev1s1on advert1s1ng on ch1]dren S purchase req;ests .

(Research Quest1on #5)

Telev1s1on advert1s1ng was’ c1ted as the maJor 1nf]uence of‘ch11d- ;“ '

rens' purchase requests 1n 5 of the 12 product categor1es (cerea1,

_shampoo toothpaste, games and toys and househo]d c]eaner) Seeingl -
a product in. the store was also c1ted as .a maJor 1nf]uence on: purchase .

| frequests in 5 categor1es ( nackfood candy, soft dr1nks, soup and

Tu‘cloth1ng) wh11e a fr1end s 1nf1uence was the maJor 1nf1uence in the

_category of record a]bums One mother 1nd1cated that her child never

' asked for te]ev1s1on advert1se' products wh1]e one mother attrwbuted :
‘¢\

attr1buted 6 purchase requests to
fite]ev1s1on advert1s1ng The maJor1ty of mothers 1nd1cated that

'7..te1ev1s1on advert1s1ng mot1vated 3 ( 16) or 4 ( 9) purchase

s d’requests out of a poss1b1e 12
» In the categorles in wh1ch te]ev1s1on advert1s1ng was most often .
':3,c1ted as the maJor 1nf1uence of purchase requests, purchase requests 57’

“r'occurred very often” 1n 5 2% of cases, “pretty often" in 21. 9% of

. 'Acases,i"not too often" in 34 3% of cases and "never" in 38. 6% of cases

This d1d not d1ffer from the frequency of overal] purchase requests ti'

where the fo]]ow1ng frequenc1es occurred '"very often,ﬁ 6 3% pretty "‘

often," 19.4%; “not too often," 33.5%; '"never," 40. 7%.



Mother S teach1ngﬁ1n response to a ch11d S purchase request mot1vated

by te]ev1s1on advertls1ng (Research Quest1on #6)

In response to the 114 ch1]dren s purchase requests reported

‘- 5] 8% of mothers responses d1d not have the potent1a1 to transm1t
to the’ ch11d any spec1f1c 1nfonmat1on about the marketplace These ‘
responses 1nc1uded 27 2% refusals w1thout exp]anat1on, ]4 9% agree- )
ments to make the purchase w1thout explanatwon, and 9 7% non- |

. commata] responses (1 e, say1ng "maybe we 11 see," etc. ) -0f -

? the rema1n1ng responses 15 0% 1nc1uded 1nformat1on about the need

' gl responses to- ch11dren s purchase requests approx1mate1y 307 of

o f a manner wh1ch cou]d not transm1t spec1f1c 1nformat1on about the t,tt‘j;fp;'”

for a product 28 9% 1nc1uded 1nformatton about product characterws-
t1cs (1 e product qua11ty [23 7%] product ava11ab111ty [2 6%1, _f
product pr1ce [2 6%]) and 2 6% conta1ned 1nformat1on about product
f1nanc1ng) Only 0. 9% of reported responses had the potent1a1 to
teach the ch11d someth1ng about te]ev1s1on advert1s1ng per se and>
that was dtrected toward teach1ng the ch11d about 1ts persuas1veness

Compar1ng the number of teach1ng responses, re]at1ve to a]] f?:.f}

mothers cons1stent1y responded to a ch1]d 's purchase request 1n

marketp]ace, 35% made teach1ng responses some - of the ttme, and 35% ;¥3tt .

made teach1ng reSponses most of the ttme (Table 1)




_

, A\;;“%// , —
: TABLE I e -,p- R

"NUMBER OF . HOTHERS REPORTING TEACHING RESPONSES FOLLONING‘*
CHILDREN S PUPCHASE REQUESTS BY PERCENTAGE OF TEACHING
. , ‘ RESPONSES ‘

Percentage 'Of | o e ,/p Number of .
Teach1ng RespOnses L o weMothers

A

| 01 - 50%: B O [ ‘
51 99%',",;_'4' [ TR b

Tfrsomewhat T%b]e II

- Mother s p]anned teach1ng (Research Quest1on #7)

Approx1mate1y 30% of mothers never a]ked to the1r ch11dren about

's;zg‘telev151on advert1s1ng, and those who d1d talked about the top1c o

I311nfrequent]y The frequenqy of d1scuss1ng d1fferent top1cs var1ed Loy

G

TABLE II

NUMBER OF MOTHERS REPORTING DISCUSSION OF TELEVISION .
ADVERTISING NOT. STIMULATED BY" GHILDREN'S PURCHASE REQUESTS
o ,BY TOPIC DISCUSSED AND FREQUENCY OF DISCUSSION T

FreQuency of D1scuss1on ST

ERCTE o Very Pretty “Not Too, L
Topics“015cussed S <Often _" ‘Often _"«Ofteh~‘; n

TUQ;‘M1slead1ng aspects of - 'ff‘ R NI R L T T
. television advert1s1ngh” S ?ZT.>§3._*.IZf}ﬁﬁAfff;_fT8:EiV.‘».‘

f"jPersuas1veness of - T e e
| television advertmng S R I

Need or desire’ for - J‘J'lgg,,’ T D B
adVert1sed product R oA 533

'Cost of advert1sed ,ff,:-,; L G e e
product , S AR RN | RS o s 41

U QuaTTty of advert1sed

- 53



- "ef;sex stereotyp1ng, etc ) (Tab]e III)

TABLE II Continued o
NUMBER OF MOTHERS REPORTING DISCUSSION OF TELEVISION ADVERTISING
" NOT STIMULATED BY CHILDREN'S PURCHASE REQUESTS? BY .
.TOPIC DISCUSSED AND FF_REQUENCY OF DISCUSSION -

T R . e ':: Frequency of D1scuss1on B ‘
SRR o0 very - hretty ~ Not Too :
_TODICS'DTSCUSSed ' Often Often - Often. - Never lu

O ‘ — : SURTLE S — S
’ N

‘ Ava11ab1]1ty of
|

- advert1sed product 20 1 . S R )
| Behavior of actors i=,7v “".',‘:f o ":'»‘z W _' o
Lon advert1sements L R _jg 2 - o ]”v 38 ,

v About two. th1rds of mothers (64 3%) had tr1ed to teach a chw]d to _

'f _ understand telev1s1on advert1s1ng, 1ndependent of a spec1f1c request

B Of thTS group, 23 8% had tr1ed to teach the ch11d one concept and

26, 27 had tr1ed ‘to teach the child two concepts Several mothers (7.]%) -

‘had tr1ed to teach the‘ch11d three concepts and 7 1% had tr1ed to
“fi'teach the ch1]d four concepts ' ”

Thevfa;br1ty of teach1ng attempts re]ated to teach1ng the ch11d

_someth1ng about the m1sIead1ng qua11t1es of advert1s1ng, wh1Te some- L

- what fewer were d1rected toward teach1ng the ch1Td about the com-\ -

o merc1a]s persuasxveness Teach1ng attempts were a]so a1med at trans-*"”5

"'aaa.m1tt1ng 1nformat1on about 11m1t1ng wants or des1res for advertwsed .jr,wf”\

"”;t1sed products, and the behav1or of actors on commerc1als (ro]es

.

- hf_products, the character1st1cs (pr1ce qua]1ty, ava11ab111ty) of adver--~f."7*"
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TABLE ITL -

FREQUENCY OF MOTHERS  PLANNED TEACHING ATTEMPTS
BY CONCEPT TAUGHT

Number’of Mothers

Concept Taughta, o ppv . Teaching Concept

Misleading aspects: of te]ev1s1on R o
advert1s1ng i} j R LTl R 2]
Persuas1veness of te]ev1s1on o - - ‘

: advert1s1ng o R R . 13.

o Need or des1re for advert1sed 3 o :

| products < - : o . R 9
Cost of advertised products L R &

"Qua]fty of advertised products . ."‘ﬂ 4

. Avai1a5f11ty”ofEadvertisgd . / I
e products G o SRR , o )

: Behav1or of . actors on R DR ol
te]ev151on advert1sements L e 3

.

P]anned teach1ng attempts occqxred as a resu]t of the mother‘s

}'concern about the overa]] frequency of the ch11d H purchase requests;;

.—:1\-‘, ‘

In 14 5% Of teaCh1"9 Effort5, both the freqUency of purchase requests o

“ ﬁf«and the concern for the chlld s consumer educat1on were c1ted as

'_mot1vators of a p]anned teach1ng attempt

Mothers used dtscuss1on as the pr1mary teach1ng method (75 5%

“of teach1ng attempts) fo]]owed by tak1ng the ch11d to the store to see :

'JEN_(59 7%) or out of a concern for the ch11d S consumer educat1on (25 8%).

°fithe advert1sed product wh1]e d1scuss1ng 1t or the advert1sement (14>7m).

"}gHav1ng the ch11d 11sten to a record or watch a te]ev1s1on show on the

. Ll

»"top1c and then discuss1ng 1t were methods used 1nfrequent]y (8 14)

4

By

55

-,'_EThe least common teach1ng method was that of buy1ng the product to show ‘i : SR

H:;the ch11d that the product was. of poor qua11ty and that the advert1s1ng ;e; L



@

56

f:lAva11ab111ty of advertlsed ’ R LTI R PR :
;vproducts _fnﬂ‘:_,t R -__ - 6

'»Behav1or of actors on

. \'\
* AN \
. !‘\ \ . "r,
. AN
‘had been m1s1ead1ng (1 6%)

' The age at which mothers attempted to teach a concept varied I
somewhat_w1th the concept (Table IV).,_Teach1ng the ch11d about the
_qua]ity~of‘the advertised product occurred earliest, at apprOXimate1y'

| 2.8 yearS"of age, whiie'teachjng the chi]doabout product availability
'occurred somewhat later. Concepts re]ated‘to understanding the‘per-
suasive and m1s]ead1ng aspects of te]ev1s1on advert1s1ng were f1rst7 )
"1ntroduced at approx1mate1y four years of age |
. | _ TABLE v R Rk
| MEAN AGE OF CHILD WHEN MOTHER FIRST MADE PLANNED TEACHING :
- ATTEMPT, BY CONCEPT TAUGHT y
T Mean Age- of ~ Age Range |
Concept Taught. - ~ Child (Years) (Years)
Mts1ead1ng aspects of telev1s1on e
advert151ng T o 3Ty e
Persuas1veness of te]evxs1on e - e
Aadvert1s1ng ; ”‘; TR 40 2-6
“1'Need or des1re for advertlsed E S _', ST : k
1products B U SR 1. S 1-5 .1
"] Cost of advert1sed products L i"7}; 4.0 ,M4; ) i’
":Qua11ty of adverttsed products: o "}v “.y2@8A~fﬂ o 2-73 R

gtelev1s1on advert1sements"_ft f5 ;i,lf : 1;;4.05a-,f.frh “'3E§ Sj'"

Many mothers who had tr1ed to teach a concept reported that they

- fhad been e1ther somewhat (45 8%) or very successfu] (39 0%) a]though

3 l; a mlnortty felt that they had exper1enced no success (6 8%) or could _."
| 1"°t Judge (8 5%) The amount of success’ they reported d1d not vary e

"jw1th the concept taught The cr1ter1on for Judglng the success of
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“
RPN

fteach1ng 1nc1uded the ch11d S 1ncreased acceptance of a denied purchase’

v‘:grequest (24.9%), ‘the child's verbalization of the concept. (22.42),

k‘effect1ve

they wanted the ch11d to know.
1nf1uence on: ch11dren s purchase requests (Research Quest1on #1)

v-telev1swon showed no re]at1onsh1p to e1ther the percentage of . teach1ng

ﬂreduced purchase requests by the ch11d (19. 7% ) ar verbal1zatlon of the -

+ concept without 1ncreased acceptance of a den1ed purchase request (10. 0%)

-

' A ‘Targe percentage of mothers (22 4%) indicated that they used no iden-

tifiable measures to determ1ne 1f their teach1ng efforts had been

On 24 occas1ons mothers 1nd1cated that they wanted their ch11d

to 1earn someth1ng about telev1s1on advert1s1ng but had made no

' "iE ;teach1ng attempts The fol]ow1ng reasons were cited for not teach1ng

; p(]): teach1ng the ch11d to understand te]ev1s1on advert1s1ng wasn t
?important (37 5%) (2) the mother had never thought to teach the
jconcept (25 0%) or, (3) the ch1]d was too young to understand the can-

- cept even 1f a teach1ng attempt were made (20 8%) Many mothers (16 7%)

?. cou]d not 1dent1fy a reason why they had not taught someth1ng Wh]Ch

Mother S teach1ng attempts as a funct1on of telev1510n advert151ng s

The frequency of the ch11d s purchase requests mot1vated by

[N

! responses made by mothers ‘to cht]dren s purchase requests, or the -
4-number of planned teach1ng attempts Also, ne1ther the number nor

3 - the percentage of product categor1es 1n wh1ch te]ev1s1on advert1s1ng
f 1mot1vated ch11dren s purchase requests was assoc1ated w1th the

{’;dependent var1ab1es (Tab]e V)
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Mother's teaching attempts as a‘function of perceived responsibility

for the task (Research Quest1on #3).

Mothers reported that they wou]d underta\e the task of teach1ng
about teﬂev1s1on advert1s1ng because it was the1r JOb (9 5%) '
because they were ava11ab1e to do 1t (61 9%). Other mothers (11 9%) .

' sa1d they wou]d assume the task of teachlng about telev151on adver-
t1s1ng, but cou]d not identify a reason why they shou]d and 16. 7% X
“of mothers wou]d not assume the task. The degree to wh1ch the mofher ' 'ja
aSSumed that teach1ng about the marketp]ace was her task was p051t1ve]y )
assoc1ated w1thcthe number oﬁ}planned teach1ng attempts that occurred

' (gamna = .39, p =.0%5). | Y

Mother's teachingjattempts as a function of the'perceived costs and/or

benefits of performing the fask- (Research Quest1on #4)
a

Mothers were able to 1dent1fy the following advantages of teach1ng

about television advert1s1ng 1mprov1ng the ch11d s skill to be
cr1t1ca1 (35. 7%) and to compare products (11. 9%) d1scr1m1nat1ng AYf
famong advert1sed products (26 2%) and eva]uat1ng needs (20.5%),
1ncreas1ng thi child's knowledge of the. price of advert1sed products , is
(2.4%), the‘persuas1veness oftadvert151ng (19.0%) and the use of |

advertising to -pay for programs (2.4%). Other advantage§ cited-in-

e I

cluded fewer chi]dren's,purchase requests (2.4%) and ‘fewer hebative
ffresponses to denied purchase reques ts (7.1%). -
' D1sadvantages c1ted in teach1ng ‘the ch11d about te]ev1s1on adver- -
t151ng inc]uded mak1ng the ch11d susp1c1ous (4.8%), confus1ng the
chn]d (7 1%) or.consuming too much of the mother s time (7.1%)+" ‘

“;Many‘mothers (40.5%),cou1d cite onTy»one advantage, however

F26.2%_citéd no advantages,']Q.O% cited -two advantages,'QjS% cited
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“three advantages and 2.4% cited each of four.and five advantages

Most mothers (85.7%) could c1te no d1sadvantages of teach1ng, al-

* though 9.5% cited one d1sadvantage and 4.8% cited two _disadvantages’,
The more advantages.of teach1ng a child to understand television

advertising that a mother could cite, the more likely she was to carry
T out a planned effort to teach the ch11d to understand te]ev1s1on adver- '
t1s1ng (Pearson s p o= .386, p = .006), such that 1dent1f1cat1on

of advaniages accounted for 14.4% of the var1ance in planned teach1ng
"The greater the difference between the number of . ~ bane-
fits c1ted re]at1ve to the number of costs, the greater the\humber (

of teach1ng attempts made (Pearson 3 r 258 p = 050 !»though

it 1s 1mportant to note that frequent]y no d1sadvantages were ‘cited.
‘The extent of teach1ng responses made to a child's purchase requests . Y %f

mot1vated by te]ev1s1on advert1s1ng was not assoc1ated w1th the.

e T e g

'1dent1f1cat1on of advantages or’ d1sadvantages 1:2perform1ng the task

“and 1dent1f1cat10n of dlsadvantages was not ass jated w1th e1ther of

<

~ the dependent variables.

o L rthoge

Summary of the Results
‘ )
The extent to which the mo ther made teach1ng responses to a

m—t—

B P U

ch11d S purchase requests. mot1vated by te]ev1s1oneadvert1s1ng was not
found to. vary with any of the 1ndependent variables. The extent to
wh1ch a planned teaching attempt was carried out was not shown to
vary w1th the negat1v1ty of ‘the child's reaction to a den1ed purchase

request or the extent to wh1ch television advert1s1ng mot1vated

purchase requests. Planned teach1ng did vary with the number
of advantages of teach1ng that the mother was able to 1dent1fy, and

|
the degree to which she indicated that this teaching was her respons1- o B ;

bility.
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- .CHAPTEa VI
) DISCUSSION: )
The purpose of this study was to estab]1sh the extent to which
.mothers made responses which transmltted 1nformat1onﬂabout the market—

L

p1ace as a result of their child's exposure to television. advert1s1ng,

and'second]y, to _identify some of»the factors that 1nf1uenced the

extent of teaching about te]eV1s1on advert1s1ng or products portrayed

. there1n This information wou]d provide evidence in thekdebate between

marketers‘fwhO‘argued.that.advertising creates positive family inter-.

| actlon, and consumer advocates who be]:eved that te]ev1s1on adver-

- tls1nq neqat1ve1y affected the ch11d and ‘the fam11y (Robertson, 1972)

ﬂ-The results of the study, that 1s’ answers to the research quest1ons

are d1scussed in this chapter o » |
“Besearch ébest1on #5. To what extent do mothers report that

‘ telev151on advert151nq 1nf1uences the1r child's purchase requests?

Te]ev1s1on advert1s1ng was c1ted as the maJor 1nf1uence of purcha?/f7?

_requests in5 of 12 product cateqor1es See1nq the product in the

store ranked equa]]y w1th te1ev1S1on advertis1ng as the most fre-

_quently cited mot1vater of children's purchase requests ‘Th1s

| suggests that television advert1s1ng is a very potent influence of

~children's purchase requests and thereby creates .occasions whep

teachxng about con§umpt1on could occur.

A

. Extent of Mother s Teach1ng in Resppnse to a

Ch11d s Exposure to Television Advert1s1ng

| Mothers' teaChi g in response to a child's exposure to television
advert1s1ng occurred through two mechan1sms (1) mothers' responses

to ch11dren s purchage requests st1mu1ated by telev1s1on advertts1ng \



and (2) the mothers' teaching, aoout television‘advertising indepen-
dent of a spec1f1c purchase request . :. | |

The two research questions which addressed these concerns are
discussed confluently, and include: | ‘

Research Quest1on #6 To what extent do mothers use children's

'purchase requests mot1vated'by te]evision'advertising to teach their

-

~ children somethinq Specifjc about consumption. }That is, what percentage
of mothers' responses to chi]drenfs purchasekrequests have the
‘potentta1'to.teach chi]dren something'speciftc about beino a consumer ‘
and what cou]d mothers responses potent1a11y teach their- ch11dren?
Research Quest1on #1. To what extent do mothers attempt to teach
their ch11d to understand te]ev151on advert1$ﬂng, 1ndependent of a
, spec1f1c purchase request? what do mothers attenpt to teach their
| ch11d -what teach1ng methods are emp1oyed and what effects of teach1ng

are reported? ) _’<

It was found that 28% of mothers never ta]ked to the1r k1ndergarten -

" child about te]ev1s1on advert1s1ng, and that 51 8% of their responses
‘}to the. ch11d s purchase request d1d not have the potent1a] to transm1t
.1nformat1on about the marketp1ace Those mothers who ta]ked to their

ch11dren about television advert1s1ng d1d S0 1nfrequent1y

o The degree of discussion identified in this study d1ffered some- ‘_"_\

'what from that found by Ward et al, (1977) who reported that 46A of

63

. mothers of k1ndergarten children talked to their ch11dren about te]ev1s1on

commercials, but that a greater percentage of higher income mothers
talked ‘about 'this top1c than either low or m1dd1e income mothers ~ The
- use of a predomlnantly middie and upper middle 1ncome group in this

research may in part account for the comparat1vely high percentage of
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. mothers (727) who ta]ked to their ch11dren about teTev1s1on advert1s1ng

[t is a]so poss1b1e that the d1fferences may have resulted from the

d1fferent nat1ona11t1es of the samp]es Canad1ans who watch both

u.s. and Canad1an channels may be more attuned to advert1s1ng as an

influence on the ch11d Severa1 mothers 1nd1cated that they were

forced to refuse cn11dren S purchase requests for no reason other

than that they bel1eved the produc&awas not available 1oca11y Some '

mothers 1nd1cated in casual conversat1on that they were glad Canadian
'-commerc1als were not as "pushy" as American commerc1a]s or that

Y Canad1an regu]at1ons were more str1ct The contrast that mothers T

:.>be11eved ex1sted between Amer1can and ‘Canadian programs may have

a]erted Canad1an mothers to te]ev151on advert1s1ng d1rected toward

ch11dren more 50 than the1r Amer1can counterparts stud1ed by ward

‘VOne f1na1 exp]anat1on cou]d relate to the t1me d1fference between the

-vstud1es Ward et al s work was conducted 1n ]972 and mothers con- o

-'cern about te]ev1s1on advert1s1ng and: 1ts effect on ch11dren may have.:-t';

_1ncreased over the decade, perhaps resu1t1ng 1n the 1ncreased d1s-

cuss1on of. telev1s1on advert1s1ng

- D1fferences between p]anned teach1ng responses and teach1gg responses

' to Ch11dren S purchase requests

[74

An 1nterest1ng pattern d1fference emerged between p]anned teach1ng
. and teaching reSponses to te]ev1s1on advert1s1ng V1rtua11y no d1s-‘
_cussion of te]ev1s1on commerc1als resu]ted from a ch1]d's specific
purchase request, although some discussion was‘1n1t1ated by the mother
as a p]anned.teaching attempt. .Two fifths of mother‘s pianned attempts
were a1med toward teach1ng the . ch11d that te]ev1s1on adVert1s1ng was:

persuas1ve, wh11e a further one quarter of planned teach1ng attempts

e



dealt with the misieading qualities of advertising. Other concepts
taught in a p]anned manner: 1nc1uded the 11m1t1ng of need or wants .
~(]7.0%), w1th product character1st1cs be1ng mentioned in 8 % 02)
,cases.' This d1ffered from the pattern'of teaching responseS»followtng
a chi1d's purchase ‘request, where the product characteristics were
taught in 29% of cases and advert1s1ng S persuaswveness was _taught \\
-in Tless than one percent of cases w1th teach1ng about needs or wants
“rema1n1ng fa1r]y constant., Th1s study does not shed 11ght on why |
such a d1fference would occur, however 1t is poss1b1e that the mother,
faced with a purchase request-for a spec1f1c product felt that 1t
WOuld be more effect1ve to d1scuss the product rather than the
| advert1sement Once a’ des1re for a spec1f1c product had been formed
it was the product that the ch11d was 1nterested 1n,,not the commer-,~
.',c1a1 1tse]f The mother may have fe]t 1t was’ most eff1c1ent to avo1d
v»1ntroduc1ng an alte&nate 1ssue The overa]] frequency of a ch11d s

; purchase requests or the mother s concern for the ch11d s consumer -
- educat1on could have resu]ted 1n the mother s planned teach1ng about_’
{cthé commerc1a1, in order that the ch11d m1ght better understand the |
' fpurpose of the commerc1a1 and perhaps be ]ess affected by 1t g

'stffect1veness of mothers teach1ng attempts o

| Concepts regard1ng the quality of the product were f1rst 1ntrog.'"
. duced to the ChITd between the ages of 2 and 3 years,. wh11e concepts
regard1ng the cost or ava11ab111ty.of:these products were_1ntroducedd
at age 4 or 5 years. Mothers‘introduced concepts»reiated to the |
hbpersuas1ve and mxs]ead1ng qua11t1es of advert1s1ng at ‘ages 4 0 and

'3.7,respect1ve]y.



Most mothers 1nd1cated that they had been e1ther somewhat or

very successfu] in teach1ng the ch11d a concept as ev1denced by
.fewer ch11dren S purchase requests, 1ncreased acceptance of purchase
_‘request den1a]s or the- ch11d S ab111ty to verba11ze the concepts )
. taught. It is p0551b1e that the degree of success pred1cted by
mothers may have been over rated Ward and Wackman (]973) reported
~that 56% of 4 and year old ch11dren had no awareness of the per~‘
u suas1ve or selllng mot1Ve 1n commerc1a]s, and that on]y 4% had a clear :
understand1ng of 1t These authgrs a]so showed that about 50% of
d,k1ndergarten ch11dren th1nk that commerc1als tell ‘the truth "all j'
" the ‘time." However the fhnd1ngs are . not necessar11y contrad1ctory
fy-Perhaps w1th teach1ng, a ch11d cou]d come to grasp the concepts

'f ear11er than ch1]dren who have not had that advantage Fru1tfu1

' :: research cou]d be conducted to exp]ore th1s poss1b111ty

’ff Factors Influenc1ng the Extent of Mothers Teachi;g, %

about Telev1s1on Advert1s1ng

Deve]opmenta] theory suggested that teach1ng ch11dren to under-
'stand te]ev1s1on advert151ng wou]d be assumed 1f the rewards for :
7lgd01ng 1t were gneater than the sanct1ons, 1f the task were perce1ved
qtto be a part of ‘the’ 1nd1v1dua1 s ro]e, and 1f 1ts undertak1ng would
d.reduce conf11ct1ng demands on the ind1v1dual (Duva]] 1971) e
-\dTelev1s1on advert1s1ng 1s des1gned to mot1vate ch11drens purchase
requests A parent could face conf11ct1ng demands as K result of S

advert1s1ng d1rected toward ch11dren, because parents who must keep
»tthe fam]]y f1nanc1a]1y so]vent (Duva]] 1971) would probab]y have
'i to deny a s1gn1f1cant proport1on of ch11dren S. purchase requests ‘Itbgb

the ch11d reacts negat1ve]y t0 a den1ed purchase request the parent



“would again face conf11ct1ng demands the need to maintain the morale -
of the Chl]d (Duvall, ]971), wh1]e keeping the fami]y,financta11y‘
so]vent ' L

Thus 1t was pred1cted that the degree to wh1ch te]ev1s1on adver--

'-h t151ng affected ch11dren s purchase requests and the child's responses

: to den1ed purchase requests wou]d 1nf1uence the extent to wh1ch the
' mother taught the ch11d to comprehend te1eV1s1on advert1s1ng |
-;Developmenta1 theory a1so suggests that before a parent wou]d assume

‘a task, she or- he must be11eve that it is part of h1s or her ro]e and

f “that there are benef1ts 1n perform1ng the task Consequently, 1t '

7was a]so pred1cted that the extent of @ mothers teach1ng responses

would depend on the degree to wh1ch a mother reported that teach1ng ; ',/)-_-

= about te]ev1510n advert151ng was her respons1b111ty, and the number of

"costs and benef1ts she 1dent1f1ed as resu]t1ng from complet1ng the
}.,task | | S | o

Research Quest1on #1 : How does the extent of maternal teach1ng

"i'f'babout te]ev1s1on advert1s1ng vary w1th the amount of ch11dren s pur- =

.'fchase requests st1mu]ated by te]ev1s1on advert1s1ng? (propos1t1on ])
The 1ndependent var1ab1e, the degree to wh1ch telev1s1on adver- B he,f.,vv B

] 3t131ng affected the ch11d s purchase requests was not found to be ;-L'“;‘“ .

“ :assoc1ated w1th the mother S: teach1ng behav1or It is poss1b1e that

e the degree to wh1ch te1ev1s1on advert1s1ng affects ch11drev

"_Q

- requests 1s not sa11ent to a motherfs teach1ng reSponse, or that

I

the 1nstrument or sample s1ze was 1nadequate However there is. perhaps
'a more 1nterest1ng explanat1on - v_ _ | Ly ‘
Mode]s of consumer behav1or (Howard :Sheth 1973"Enge1 Ko]]at :

?‘ and B1ackwel] 1978) sdggest that eva]uat1on (1 e. evaluat1on of



!
4

_tte]ev151on advert1s1ng s 1mpact on a ch11d relat1ve to other ch11dren)
1s a stronger pred1ctor of behavior than is know]edge (1 e. ,awareness
' ‘that telev151on advert151ng mot1vateS‘purchase requests) It is |
1poss1b1e that a mother s eva]uat1on of how much te]ev1s1on advert1s1ng
'Vaffects her ch11d S. purchase requests are subJect1ve eva]uat1ons not |
'totally dependent on an obJectxve number of ch1]d s purchase requests
| This became apparent dur1ng 1nterv1ew1ng, when many mothers 1nterJected
:comnents about the extent of te]ev1s1on advertls1ng s 1mpact on %he1r
child, re]at1ve to 1ts impact on other ch11dren | These comments d1d
: not appear to accurate]y ref]ect the more obJect1ve report1ng of
‘purchase requests a]though systemat1c observat1on wh1ch could confirm
| th1s was not undertaken Future research cou]d exp]ore the extent to
:,which‘ subJect1ve eva]uat1ons F, of. the effect of te]ev1s1on adver- :
t1s1ng on a ch11d agree w1th the more obJect1ve report1ng of ch11dren s
»purchase requests Quest1ons in th1s study measured the number of -
. ch11dren s purchase requests mot1vated by te]ev1slon advert1s1ng
:Both of these measures of a mother s: report of te]eV1s1on advert1s1ng s

’ affect on her ch11d s purchase requests could be corre]ated w1th the

?'ﬂ'fextent of her teach1ng behav1or Research along these d1mens1ons

\

| b»fwou]d shed 11ght on both consumer dec1s1on mak1ng and reasons beh1nd

‘ 'fﬁtmothers behav1or toward telev1s1on advertis1ng

Research Quest1on #2 How does the extent of materna] teach1ng

-about telev1s1on advert1s1ng vary w1th the degree of negat1v1ty the

";Sich11d exper1ences as a resu]t of 2 den1ed purchase request that was o

"mot1vated by telev1s1on advert1s1ng? (propos1t1on 2) Un]1ke the .:f“‘ e

pred1ct1on,mothers teach1ng responses were not assoc1ated w1th the |

' negat1v1ty of ch11dren S react1on to den1ed purchase requests Th1sgl

< .
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- may have been due to. the 1ength of t1me over wh1ch the negat1v1ty '
_Iasted Mothers reported 1n conversat1on that negat1ve responses

', often were not long 1ast1ng Th1s 1s given support by Robertson and -

Ross1ter (1976) who studied ch11dren S d1sappo1ntment fol]ow1ng the

non-rece1pt of Chr1stmas g1fts and found a 1ow 1eve] of d15appo1nt-

ment two weeks after the den1a1 They suggested that children's
'd1sapp01ntment wou]d be h1gher 1mmed1ate1y after den1a1 The short _
f;durat1on of negat1ve responses may have reduced the1r s1gn1f1cance

"to the mother

It 1s also poss1b1e that the mothers reported the1r ch11dren s

di behav1or to be less negat1ve than it actua11y was. In a proaect1ve
| study by Sheukh and Mo1esk1 (1977) 23% of ch11dren 1n k1ndergarten
-\pred1cted that a child wou1d s1mp1y accept a parent s denial of a
;Apurchase request, whereas 38% of mothers in th1s study predlcted .t
'v;that the1r children wou]d accept the1r dec151on w1thout protest

j ;‘Inaccuracy of report1ng the ch11d S react1on, could affect the

| f*bdegree of assoc1at1on between 1t and the dependent var1ab1es

Addltlonal b1as could have occurred because mothers were asked

’”~7;}:for 2 globa] pred1ct1on of how the1r ch11dren respond to a. den1ed
: nL;;bpurchase request Several mothers qua11f1ed the1r answers w1th

‘fstatements such as "1t depends on the product . Research by Atk1n o

.<temothers var1es w1th the product for Wh1ch the purchase request was.
;made For example mothers reported a ch11d s overt anger 1n tw1ce;a.c.

s,5as many toy request den1a]s as cereal request den1a]s Thus, 1t 1s;f

tpl‘poss1b1e that the globa] quest1on wh1ch probed how the ch11dren »Tfu

"1]3 reacted to a den1ed %prchase or g@%est shou]d have been
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t" to teach about the m1s]ead1ng or persuas1ve qua11t1es of telev1s1onk

‘more specific. A prodUct specific queStion might'produce more accurate

resu]ts and an assoc1at1on w1th the dependent var1ab1es 1n the d1rec-

tion expected
Research Quest1on #3. How does the extent of maternal. teach1ng

about television advert1s1ng vary w1th the degree of respons1b111ty

'r perceived for this task? (prop051t1on 3) Support for the propos1t10n :

that materna] teach1ng is pos1t1ve1y corre]ated w1th perce1ved respon—

‘ s1b111ty was shown,1n that the number of planned teach1ng attempts

was pos1t1ve1y assoc1ated with the extent to which the mother per-

'yce1ved.teach1ng about te]ev151on advertising to. be her.respons1b111ty.
':The'four‘]evels of responsibility‘ana]yied in this study, presented
“in»order of greatest to least indication of responSideity, were;

(1) mothers who 1nd1cated it was the1r job tq teach about te]ev1s1on _

advert1s1ng, (2) mothers who 1nd1cated they should do - 1t because

they were most ava11ab1e when the ch1]d was watch1ng telev151on,

(3) mothers who 1nd1cated they wou]d teach but cou]d not suggest a

“reason why they shou]d and (4) mothers who 1nd1cated that they

d1dn t th1nk 1t was the1r ro]e to teach The more the mother felt
that teach1ng about telev1s1on advert1s1ng was part of her ro]e,
the more p]anned teach1ng attempts she made |

o Contrary to- pred1ct1ons teach1ng responses fo]]ow1ng t91eV‘5‘°"“ |

3;: mot1vated purchase requests were not assoc1ated w1th the degree to

whlch the mother assumed the respons1b111ty to be hers Mothers d1d

not use te]ev1510n-mot1vated purchase requests an opportun1ty

advert1s1ng Teach1ng about other marketp]ace var1ab1es d1d occur

but was not assoc1ated w1th mothers percept1on of respons1b111ty
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for teaching. Further research will be necessary to bexp]ain the

reasons for this. |

© Research Question'#4r How does thefextent of maternal teaching

about te]ev1s1on advert1s1ng vary with the perce1ved costs and/or

V.benef1ts of perform1ng th1s task? (pr0pos1t1on 4)  As pred1cted

the number of advantages that a mother 1dent1f1ed as ex1st1ng when

: teach1ng the ch11d to. understand telev151on advert1s1ng was positive-

Ay assoc1ated w1th the number of planned teach}ng efforts she made

'-Benef1ts of teach1ngch11dren to’ understand te]ev151on advert1s1ng ’ ‘\
1nc1uded such,th1ngs as reduc1ngvch11dren,s_purchase»requests, re- ”ﬁé?
ducing negativity in*response”to a denied'purchase'request andﬂ |

' faci]itating’chi1dren‘s consumer educat1on, or know]edge of the market-
T:place. D1sadvantages 1nc1uded such thlngs as confus1ng the ch1]d

- making the ch11d susp1c1ous or consum1ng too much of the mother s
't1me The greater the number of advantages c1ted (and the more the
-:number of advantages exceeded the number of d1sadvantages t1ted)

v~the more. ]1ke]y the mother was to plan to teach the ch11d someth1ng

o about te]ev1510n advert1s1ng However 1t 1s 1mportant to note that

o future study is. necessary to conf1rm th1s f1nd1ng Neverthe]ess, o

~ the number of d%sadvantages c1ted was rather sma]], and that the :

dé§hrab]e

'efc1t1ng of d1sadvantages was 1nfrequent therefore cautlon%a

‘when 1nterpret1ng the "advantages minus d1sadvantages" varwable and

'uthe propos1t1og§?§ supported by the f1nd1ng that 1ncreased c1t1ng of

‘advantages of teach1ng 1s pos1t1ve]y assoC1ated W1th 1ncreased jf‘}ﬁa ”n:Rh;i,h’
.fjteach1ng behav1or v -, o i e .
| Contrary to pred1ct1ons,-the number of advantages c1ted was

N

not assoc1ated w1th the extent of teach1ng attempts fo]]ow1ng a



telev1s1on-mot1vated purchase request. Future research is hecessary.
- to determ1ne why this was so.

44p11cat1ons of the Study

wh11e it is 1nterest1ng to Speculate on the poss1b1e mot1vators

“of .2 mother's teach1ng about te]ev1s1on advert1s1ng and the effective-

" ness of this teach1ng, it is 1mportant to remember very 11tt1e teach1ng
- was actua]]y undertaken Approx1mate1y 30% of mothers d1d not respond-
‘to a telev1s1on -motivated purchase request 1n a manner that cou]d
‘teach someth1ng about ‘the marketp]ace, and one th1rd of mothers had
‘not tr1ed to teach the1r ch11dren anyth1ng about te]ev1s1on advert1s1ngk

Among. those mothers who made teach1ng responses to te]ev1s1on-mot1vated
;.;purchase requests only about one haIf made teach1ng responses most

of thedt1me Non-teach1ng responses to purchase requests 1nc1uded the

i foliowihg refus1ng or agree1ng to: make a purchase w1thout exp]anat1on,

‘or us1ng non-comm1ta1 reSponses such as "we 11 see," or “maybe !
P]anned teach1ng\about te]ev1s1on advert1s1ng could a]so not be con-
;‘s1de\ed,extens1ve, more than ha]f of the mothecsgmade one or no
teach1ng et;orts 7 .‘ L | | v ‘ _i.
It 1s pbss1b1e that mothers were unab]e to reca]T or report the

'extent of teach1ng that they actua]]y d1d but 1t 1s equa]]y l1ke1y
B that mothers may have exaggerated the1r teach1ng attempts mak1ng
soc1a11y des1rab1e responses Thus the extent of reported teach1ng
-.cou1d be accepted as an est1mate of actua] behav1or un]ess add1t1ona1

e g
; %

',gtud1es with greater methodolog1ca1 va]1d1ty contrad1ct the f1nd1ngs

,QThe samp]e cons1sted of mothers most 11ke]y to make teach1ng
' responses as a resu]t of ch11dren/s exposure to te]ev1s1on advert1s1ng

N
ward et a] (1977) 1nd1cated that mothers from m1dd1e and upper 1ncome
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more apt to use "negot1at10n“ or “refusa] with explanat1on," in response
to chl]dren S purchase requests Also mothers of k1ndergarten age _ |
“,-chlidren (not~o]der chi]dren) were most 11ke1y to exp1a1n when refus1ng
a purchase request (ward et al., 1977) | Many of the mothers in this
sstudy d1d not teach about te]ev151on advert1s1ng, suggesting that it

.

is not w1de5pread in the general popu]at1on of mothers ' Yet all but

one mother reported that te]ev1s1on advert1s1ng mot1vated the1r ch11d to

ask for products and 50% of mothers reported that thelr chzld s usua] |
react1on to a den1ed purchase request was e1ther anger or sadness

The 1ack of w1despread teachlng among mothers in th1s sample does

not necessar11y 1nd1cate the 1ack of teach1ng about te]ev1s1on ad— b_l'

=

: vert1s1ng by the parents for fathers cou1d a]so part1c1pate in teach1ng

' the ch11d about. marketp]ace concepts HQWever there is. no apparent :
reason to suppose that a father wou]d be more act1ve than the mother ,d
1n the carry1ng out of thlS teachlng (She1kh & Mo]esk1, ]978), so for

the purposes of th1s d1scu5510n, the ex?gnt of parenta] teach1ng about

' groups were more 11ke1y to ta]k about te]ev1s1on advert151ng and were
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te]ev1s1on advert151ng w111 be cons1dered to, be rather 11m1ted Thisx:;f;ifd*’-*

has 1mp11cat1ons for the ch1]& the fam11y af;i

Duva]l (1971) argues that us1ng telev1s1on construct1ve1y 1s an

espec1a] cha]]egge" to parents of pre-school ch11dren Pre-sqhoo]
ch11dren are fasc1nated by te]ev1510n, so that 1t becomes an 1mportant

I

S force shap1ng ch11dren s att1tudes towards and expectat1ons of them-;'9

se]ves and others (Duva]1 1971) Thus teach1ng the ch11d to cope*—<-v;vh

parents of klndergarten ch11dren e
T : : N
Successful complet1on of a deve]opmental task 1n 1ts cu]tural]y

| ?;.77
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w1th telev1s1on and te]ev1s1on adgert1s1ng 1s an’ 1mportant task of DRI
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modified.forhs, ts 1mportant~to theusucceSSﬁof re]ated tasks at
| blater stages. Parental teaching of the persuasive intent of tele-
vision'advertdsiﬁg is an impdrtaht precurser to the teaching of
fother money- related concepts to children at the school age stage '
' .Deve}oplng meaningful understand1ngs of the use of money by 1earn1ng
to buy wisely anid stay w1th1n resources reconc1]1ng d1fferences |
i’between wants and resources, and gett1ng a basic or1entat1on into the
'nature of money in everyday 11fe are concepts wh1ch parents of .
school-aged children teach (Duvall, 1971) Parenta] teach1ng about
\ te]evwsion-advert1s1ng at the pre-sch001 stage ‘eases the1r task of
teaching more advanced marketp]ace concepts to the child of_schoo]
- age. . | ) A |
If a parent. does not teach the pre- sch001 'child to understand -
‘ te]ev1sion advert1sing, the teach1ng of more advanced money -related
.concepts becomes more diff1cu1t (Duva]l, 1971) If the chi]d does
'not learn to cope w1th the wants wh1ch are purportedly generatedrby\
‘te]evision advert1sing, and learns his or her attitudes and values
.vfrom th1s medium, the imp]1cat1ons for 'society could be cons1derab1e ‘
As one example, a fa11ure\to 11m1t wants that are. st1mulated by tele- .
"'v1s1on advert1s1ng could result in the 1ncreased abuse of consumer
J~credit | - .

\Pol1cy Imp11cat1ons

Y

Pollcy 1mp11catlons can be drawn from/€h1s study, in comb1nat1on'
-'éw1th others Previous research has shown that ch11dren under six do
“nat have. the cognit1ve ab111ty to cope w1th te]ev1s1on advert1s1ng
(Robertson & Ross1ter, 1974; Nard % Nackman, 1973). Mothers in
,th1s study reported that chi]dren s ab111ty to understand te]ev1s1on
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advertising was enhanced through teaching, however relative]y little.
teaching‘was carried out; At the same time, this'research and others |

have shown that the denial of a te]ev1s1on-mdt1vated purchase request P ‘-
does resu]t in some negat1ve responses from the child. | |

" The 1nd1cat1ons are that te]ev1s1on advert151ng poses a prob]em
‘for the development of the child. However many mothers d1d not teach
the1r k1ndergarten child to understand television adyertisino; because ;
they had never thought about it, ‘or because they felt that such
, teach1ng was un1mportant This suggests a need to 1ncrease parenta]
awareness of the d1ff1cu1t1es the child may have in understand1ng the
purpose of te]ev1s1on advert1s1ng, deve]op1ng parenta] ab111ty to
fac111tate ch11dren 's 1egrn1ng'of these concepts and ch11dren 5
cop1ng with desires mot1vated by te]ev1s1on advert1s1ng .

Th1s form. of parenta] educat1on could be carried out in- adu]t ‘
educat1on,classes, or perhaps-through the distribution of pamphlets,
fhouever there is merit‘in encouraging te]evisjon broadcasters to‘- .
provide.this education‘service via their medium. The former two |
\means of education may not reach those people who could derive;the
_most benefits from 1earn1ng to educate ch11dren to understand tele-
vision advert1s1ng, that 1s, those w1th h1gh telev1s1on exposure,
among whom a s1gn1f1cant proport1on are low-lncome earners (Gorn &
Goldberg, 1977).. It has been reported that the poor enJoy and trust
television_more'(eorn & Goldberg, 1977), so it may be most va1uab]e -
“for the medium to moderate its own'commercial messages via"equallyl p
persua51ve, counter-commerc1af messages These could be directed :
both toward ch11dren and pagggts o ) ': ,

It s poss1b1e that broadcasters w11] w1111ng]y carry -such

. 1




messages, although government intervention may be necessary. _Faced‘

with the akternative of the outright'banning of television advertising

to young chlldren, the former procedure for moderat1ng the influence
of te]ev1s1on advert1s1ng may be preferred '

In reference to the debate between marketers and consumer ad-
“vocates, the latter argue that advert1s1ng persuades and. man1pu1ates #
‘ch11dren, affects intra- fam11y processes, generates conf11ct, and
Anegat1ve]y affects the soc1al1zat1on of the ch11d and the deve]op—
ment of his or her va]ue systans (Robertson, 1972) Marketers argue

that te]ev1s1on advert1s1ng d1rected toward ch11dren can promote

'pos1t1ve family interaction from wh1ch the child can 1earn about the

- .economy and his or her role as a consumer (Robertson, 1972) ~It

-appears that wh11e the alternat1ve presented by marketers is feas1b1e,

it does not often occur - The scenario presented by consumer advocates

seemsisomeWhat more rea11st1c If it is des1rab1e to aveid the child's

_'negat1ve react1on, and poss1b1e negative fam1]y interaction, te]ev1s1on .

advert1s1ng to ch11dren under six should be banned, if some ‘other
method of moderating television advertising cannot be 1mp1emented.

Suggest1ons for Future Research

~Given the 11m1tat1ons of th1s study, there cont1nues to be need
for future research The non-random sample was selected to meet

certa1n cr1ter1a and therefore ‘the study is 11m1ted in terms of its -

generalizability to the population.. The study of samples w1th d1fferent’

| characteristics ‘could greatly enhance .the genera11zab111ty of these
‘f1nd1ngs There are 1dent1f1ab1e reasons for exam1n1ng at least two
other target groups, 1nc1ud1ng fam111es w1th 1ower annual incomes,

~and families whose ch11dren watch greater amounts of te]ev1s1on than
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the children in this sample.

Mothers in other income groups probably make fewer teaching
| responses Ward et al (1972) found that lower incame mothers re-
sponded with more author1tar1an, 1ess exp]anatory responses And -
yet, 1t is in this group which te]ev1s1on advert1s1ng can be most
d1srupt1ve Greene (1973) exp1a1ns

I can persona]1y test1fy to ‘the effects of TV 1nduced -

purchases on poor people. I have seen the hostility -

this creates in the parents and the d1sappo1ntment ex=’
per1enced by the children. It is an especially tragic
' misuse of the airways, -the gap between the aspxrat1ons
‘ {a1sed)hy such advert1s1ng and its fu1f111ment :
p. .65 . ‘

This type of test1mony and some ev1dence wh1ch suggests that

~urban poor spend tw1ce as much t1me v1ew1ng v, 11ke the med1um more

‘than the genera] populat1on and trust TV more than other med1a (Gorn>
and Goldberg, 1977) 1mp1y a strong potent1a1 1mpact of exposure’ to

o te]ev1s1on advert1s1ng on 10w-1ncome 1nd1v1duals and the1r ch11dren

‘The probab1e lack of counter-ba]anc1ng.teach1ng act1v1ty, can only e

1ncrease that impact.’

)

Even if counterba]anc1ng teach1ng act1v1ty does occur, 1t may be3

]ess effect1ve for mothers w1th ch11dren who watch a great dea] of

television. Ch1]dren 1h this. sample watched an average of 12.6 hours.

of television each week (Brown, 1978) Ha]f of the. mothers in th1s

‘sample reported the1r k1ndergarten[ch1ld S usua] response was to some;

extent negative yet 1t‘has been shown that h1gh television exposure [

s

increases the chf]d’s disappointment‘when denied a'purchasevrequest '

(Robertson & RoSsiter; 1976;'Atkin,']975). How much more negative -

would the:response'of a‘child,who-watches a great deal of television

be? A group orth investigating would be tamiTieS'with‘children_
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having high te]evision.exposure The combination otudow;teaching
“behavior and high telev1sxon exposure may we1] oceur “in 1ow income
omes . o w '_ iAT’ﬁ
In addition to vary1ng ‘the samp]e character1st1cs, several
.'suggest1ons for future research can be made. These arlse from the~
11m1tat1ons of this. study Though d1scussed ear11er, these |
suggest10ns can be summar1zed as fo]lows o - | \_
]_, to determlne if the extent of teach1ng behav1or fol]ow1ng
"a telev1s1on mdt1vated purchase request var1es wuth any of the -
ffour 1ndependent var1ab1es 1n th1s study, and 1f not why not’
2. to determ1ne 1f the degree of the ch11d s negat1v1ty '

fo]]ow1ng a den1ed purchase request covar1es w1th the extent of a

mother S teach1ng about te]ev1s1on advertf51ng, and 1f not, why not?

| ".‘A mod1f1cat1on of the research instrument is. suggested in order to

e 1ncorporate a spec1f1c, rather than g]oba] 1nd1cator of ch11dren s ‘\%¥\¥_
‘react1ons to den1ed purchase requests P ‘ | :
| 'v3r to determ1ne if mOther s teach1ng behav1or covar1es w1th
' ,(]) the degree ‘to wh1ch television advert151ng mot1vates chf]dren S
’purchase requests or (2) the mother s be]iefs or attitudes about »
- the degree to wh1ch telev1s1on advert1s1ng motivates the1r ch11d S
'~'purchase requests relative to other ch11dren “ ' . »
4. to determ1ne why the pattern of teach1ng responses fo]]ow1ng

a chﬂd S purchase’ request differs from trfe’pattern -of p]anned teachmg _
L responses. - h | | - ' |
Severat‘otheriimp]tcations or suggestions for researoh have'beenf
~ made in the~previous'dfscussion These can be summar1zed as fo]]ows
vES.v to determ1ne if a ch11d S lack of understand1ng of te]ev1s1on

' __ ,?, ‘

=

e
LUV

aad




advert151ng impairs h1s or. her accompl1shment of more soph1st1cated

money related, deve]opmenta] tasks.@

6. to detenn1ne 1§ teachlng about telev1s1on advert1s1ng results

in the ch1ld s greater understand1ng of 1ts persuas1ve, exaggerated

Q

nature.

7. to determ1ne the extent to wh1ch fathers part1c1pate in

tteach1ng the ch11d to understand telev1s1on advert1s1ng
218., to determine 1f Canad1an and Amer1can v1ews of telev1s1on .

: advert1s1ng d1rected toward ch1]dren d1ffer

By T
. \\. o :
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S
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- APPENDIX 1.

" INTERVIEW SCHEDULE
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[

Mother's<USe of TV Advertising
v S ;: » B ‘ ; ~ As Teaching Opportuntty

B T o
Interviewer's Name: |

v

. »I ,'.4 S ’ L "5:_ ) . L.
‘Questionnaire No.: - SR Date:

i‘Length'of;Intervfew:‘»

" Name of Respondent:

‘Time'égiPntery1ew:

'3 Phone No. of Respondent:

/

® Address of Réspondent: __ "7'*. L -

‘t e

w7 . . s

e

£411 Backs: ﬂ,g:~ o ;\ ‘ e

85

S s ez




- This survey‘will ask two kinds of questions about being;a
consumer. Some questions will ask how. you act as a consumer Other
questions will ask about your child - » . Please try to
focus on : ~. - It may be hard not to think of your other -
children, but - try and focus on Just this one child, All answers will be

kept confidential

A}

1. First, I'm going to. read you a list of products you may buy and that -
. ‘may ask for. !"Please indicate how often
tries to get you to buv that product for himself/herself or for the
- family. Does - , ask for (READ ITEM) very often, pretty

‘ often ‘not: too often, or never’

< ASKS

- Very - . sPretty -  Not Too s C

' Often ,ﬂ,fOftenV,- Oftéh f?NeVer ’
cereal -~~~ . ] -, : o e N\
snack ‘food - R foo ] :
shampoo. - . o ‘ S o L
candy A ) T R
‘toothpaste [N SRR e BN
. a game Or tOy _ L R
cagpirin o o Y R T T
- goft-drinks. N R L 5 Rl IR
clothing: . '
. record ‘album . - -
. household cleaner :
;‘soup R R R Y

: \y
N 4“

e el gha [l a.lo joi e

'42;5*Interviewer Go back over the list of products and for each product
L that was not ans ered "never"’ask :

i"fKids often ask for . products because of some outside influence Here'
18 'a.card’ which lists ‘some ‘of the possible influences on a child

" " (HAND CARD TO" 'MOTHER). = Please’ read it.. (WAIT UNTIL MOTHER HAS READ 7

: ,L;CARD Y As I read: the . list of ite please tell me- what most: VA
‘_influences '3~. S to ask f r the item o e

';fuﬁlzyf:g.hgf ”:V.

.
Influenced mostly by , o e
: a..;Seeing it Qn TV .'hl_j h%hhfz*_?fzp“ o

- .1.‘: :.' | . A E . \l‘cﬁ; : _Friend's influence , ,:. : (“. :
e 1n;;g”ldf§f0ther -influence - SR T

.35;; Seeing 1t in store‘ D RTINS




. a7 .
T o o - DR T Other S
- . TV Sto:e Friend (ask mother to specify)

a: cereal .
b. snack food
" c. shampoo’ : . ..
‘d. candy - L ' ‘ o i
e. toothpaste, .. - [ ., - | . :
f. a game or toy -
1 g. aspirin e
_h. soft drinks o S Lo _
1. elothing. - f T [ 1 R
j. record album . e e R )
k. "household éleaner N : R PR
1. soup =~ . - R E 1 R 1 !f

sl
:

]
>
44

e

—

L : '!v

3. Interviewer: Go back over: the list of products and for each product
- . where TV vas identified as” the main influence ask: As I describe some
?,»"f B ,f‘-products, please tell me what you did the last time L RS
v ;.. asked you for- the product;, ‘after. she/he 88w it adVertiSed on e

'television.

a.’éefé?l o

b.osmack food - . o T

ekt¢j.i ed;l¢é#ay;:;f;ieﬁﬁf’;fe}e;:f:};ogvl\_e ‘jl"ff:i=t'?; = iit '

oo | roothpaste o |l T T

:;?-iie Ewi é f?.éamé Ofitpyli?fi"

oo aspirid o

‘si’h.,soft"driﬁgéffﬂn

'fiQﬁ;eﬁi?'iiﬁiciothiogaf'”'

fj record album |

k household cleénser | -:v-ﬁy"iif s




4. How does D . usually react. when you refuse to buy L o
_ SOmething she/he has asked forafter seeing it on television? -

d-"

. ———————————

. g : S Vo Y : X . - ) Lt s g l‘»,

',S{t;Hnw:pﬁﬁﬁﬂTVVSets arertherefin yourvhbmezh? SRR TR ’va“ T~

: 6? DO’YOuLOWﬁ:eabie TV? » 3 e  k, R -‘g“**\gj;_n c ‘Qn:ifi‘:
. - . . o ) ‘ T . . R» R : i T )

How many hours per day ao ydu\usually spend watching TV (READ INSFRT)

-*_7;. during the week’ _ SN ‘ '; ' - ,.“__. o S
o . nd ‘.4,‘: . ' . ‘ » bq !.v"‘ i ‘_ W_’—“‘;

8. on weekends?
How 1 many “hours per. day does - usually spend watching TV
(READ TNSERT) g — S

e ————————— .
« - R : L

- 9 during the week’ii'l
, : e R LRI

’ —

About how many hours per day do you usually spend watching television
with your child ' L : , S

[ & during the week?

————————————————

12, . on weekends?
.

13. ‘a. Do you ever-talk to. - = ‘about TV commercials?.

S,

3y

'f?es o e {'*<{;'] P T T
‘no (SKIR 10 QUESTION 14) : " jjx.M; e

"‘b<:”What do you talk about? (PROBE Anything else7)

c.. (FOR EACH OF. THE ITEMS IDENTIFIED AS "TALKED ABOUT" IN QUESTION o
. 13b. ASK) ‘About how often do you talk about - (ITEM IDENTIFIED IN
" QUESTION 13b.), very: often, pretty often, not too often, or N I
.'almost never’ BRI » e L o

&



R R e o s
‘ e FREQUENCY OF
| DISCUSSION. -

,»*’-w&rmnmmﬁm,

~ N

{

. : : < N
2 w F .
. T

14, I'd like}td¥knowfyhat‘jbuwthink'ﬁouiaiﬁgtEﬁe:édﬁéntégéélahd/or__
= [f'disadvantages_bf-tegching kids to understand TV advertising. - = .
- (PROBE: anything els&?) . . SN e o
T e N N

L}

15, If kids could be “taught to understand why we have TV advertis
: what it tries to'do,gwho;do_Yqu think'should do: the teéching?

“(PROBE: Why?) | - S , , _

ing éqd
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: | '“.}‘v'i’:{" 'fl‘ Sl e » B

f._Nou I would like to“obtain some 1nformation about this household
“so. that I can claesify the data I -am collecting ' R

~17-)51ncluding Yourself how many persons 1ive here altogether related

s .;to you or not" Ny A : :

S 'iA_dult:s PP “".: - :.i.»_' 3 v R

-iiISQx‘Now a list of the members of. this household To make it easier Ifm"
‘ '.h‘going to ask for the first name of each member : T R

,‘ R . . L

\ .

Jl9g”,Whatfis_the’ﬁighest’level of‘edmcatiOo you/your épouSelhaﬁe eompleted?

. YOU  YOUR SPOUSE .

No schooling...t.,,;;..;.;..,{;.5}.,5;;..,‘ 0L 01
Elementary j—incomplete..a,.,;..;,.;..;.7- ~02 02 .
o Tcomplete. F.liiu. iy, 03 03
TS Junidr High " -incomplete...r .........i.. 04 - 04
o ~complete.. Prescedaeeiiise 905 0 g5
’ingh'SchOOI 2 -incomplete seessdedieesienns 060 06
~complete............ 00Tl 07, 07
i Some - college or. university.g.".;;},,};;.;, 08 - 08
- Bachelor's' degree:, N |- B 09
Master's degree..w.;..;;.f.;..L.;....;.j,, o100 010
1Professional Degree or Doctorate P & R F11 e
~ Don' t know..,;;;.,.... ....... ..,..,....:;,; . 88 . 88"

R




‘ 1fw20-
‘.;university )

 >5'Respondent years
: »sSpouse . '”“. years

_'~22;

230 e

”,v¢,tion of the income of your family.® Looking at this. card, could .you " IR o
- tell me which number comes closest -to the total family income for '"-”o]<ﬂ SRR
o this past, year before tax and deductions’ B R S T S TR |

_In: total how many years of schooling do you/does yOur spouse have?n h,H;

."What does. your husband dbz{or a 11v1ng7" (PROBE 'TO. GET DESCRIPTIONS

~ 5,000 -9, 999 eeewsnn02 030,000 = 34,999......0...07

-

(lncludes total of grade school high school vocational and

: - N . N a7
\ S Vel e e T e
. S Tt
‘ N SO K », N - . o
N >

e

'LIKE THIS: -'He's' a.sales erk,. waits on customers in a. department
“store.). (SUGGESTED PROBES: . What is’ hig - job called? ‘What kind of'
business or. industry does he work 4n?’ What does he do ‘on his Job7)
(PROBE TO DETERMINE FULL OR PART-TIME ) SRR : =

Bd you hold a job’

(IR TR

“TF YES, What 13 this job’ '(PRQBﬁfTQ~GET3DESCRinIQN;ASQ?OK HusBANﬁg)g'-f’n7fﬂ

i
.

Now, for the purpose of this urvey, I need to get a rough indica-’

o

. CARD&f;

'{Under $5,000. .g,i,...;or-e51 25,000 ~+29 999..f;.;.;24055

10,000 - 14, 999 ..;:g,.;;oa“,‘:f-35'000 - 39,999. . cieenn08
15,000 - 19,999.. .....;..041;__-:$4o 000 and over..l.;..,sogv,e :

; S - SRS  .NoFresponse,f;.,,..ff,...99[ﬂ"
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