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Department of Telecommunication
- 322 Union Building

Michigan State University

East Lansing, Michigan 48824

April 16, 1979

Mr. Morton Needelman
Presiding Officer
Children's Advertising
Federal Trade Commission
Washington, D.C. 20580

Dear Judge Needelman:

During my March 19, 1979 testimony you requested that I supply you with a
supplement to my report entitled, "The Child Audience for Network Television
Programming and Advertising" which was submitted on November 22, 1978. The
supplement you requested concerns the estimated loss to networks if advertising
for a) Highly Sugared Products, b) Games, Toys, Hobbycraft, and c) Restaurants
and Drive-Ins was banned in network programs having 50%, 30% or 20% or more
children (age 2-11) in the audience.

These data are provided in the attached tables. Please recall that these data

are based on a sample of three months (February, May, and November) of 1977.

During February, May and November 1977 there were 55,591 network originated
commercials. The estimated network revenue for these commercials was $980,656,900.
These data are from Broadcast Advertisers Reports.

Highly Sugared Products

I included the following product categories in the Highly Sugared Product group:
Highly Sugared Cereals, Candy, Regular Gum, Non-Cabonated Beverages, Cookies,
Cakes, Pies, Pastries, Desserts and Dessert Ingredients, Ice Cream, Raisins,

and Regular Carbonated Beverages. These are listed separately in Table I for
network programs having 50%, 30%, and 20% or more children (2-11) in the audience.
I also separately listed two other product categories which may or may not be
included in the Highly Sugared Product group. These product categories are Canned
Fruit and Fruit Juices. The answers to your questions regarding Highly Sugared
Products are as follows:

1) 1In network programs having 50% or more children in the audience there were
1,640 network originated commercials for the three months of 1977 for Highly
Sugared Products. The estimated network revenue for these commercials was
$11,057,200. If a ban was imposed on the advertising of all Highly Sugared
Products in network programs having 507 or more children in the audience I
estimate that about 37 (2.95%) of all network commercials would be affected
or 1.13% of all network advertising revenue. These data are contained in
Section A of Table I which is attached.
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2) In network programs having 30% or more children in the audience there were
1,897 commercials for the three months of 1977 for Highly Sugared Products.
The estimated network revenue fpr these commercials was $12,716,000. (Ads
for Canned Fruit and Fruit Juices are excluded here.) If a ban was imposed
on the advertising of all Highly Sugared Products in network programs having
30% or more children in the audience I estimate that 3.41%Z of all network
commercials would be affected or 1.307 of all network advertising revenue.
These data are contained in Section B of Table I which is attached.

3) 1In network programs having 207 or more children in the audience there were
2,091 commercials for the three months of 1977 for Highly Sugared Products.
The estimated network revenue for these commercials was $18,559,600. (Ads
for Canned Fruit and Fruit Juices are excluded here.) If a ban was imposed
on the advertising of all Highly Sugared Products in network programs
having 20% or more children in the audience I estimate that 3.767% of all
network commercials would be affected or 1.89% of all network advertising
revenue. These data are contained in Section C of Table I which is attached.

Games, Toys, Hobbycraft

1) 1In network programs having 50% or more children in the audience there were
1,296 ads for the three months of 1977 for Games, Toys and Hobbycraft.
The estimated network revenue for these ads was $8,483,900. If a ban was
imposed on the advertising of Games, Toys and Hobbycraft in network programs
having 50% or more children in the audience I estimate that 2.33% of all
network commercials would be affected or 0.87%Z of all network advertising
revenue. These data are contained in Section A of Table II which is attached.

2) In network programs having 30% or more children in the audience there were
1,457 ads for the three months for Games, Toys and Hobbycraft. The estimated
network revenue for these ads was $9,870,800. If a ban was imposed on the
advertising of Games, Toys and Hobbycraft in network programs having 307
or more children in the audience I estimate that 2.62% of all network
commercials would be affected or 1.01% of all network advertising revenue.
These data are contained in Section B of Table II which is attached.

3) In network programs having 207 or more children in the audience there were
1,488 ads for Games, Toys, Hobbycraft. The estimated network revenue for
these ads was $10,874,200. If a ban was imposed on the advertising of Games,
Toys and Hobbycraft in mnetwork programs having 207 or more children in the
audience 1 estimate that 2.68% of all network commercials would be affected
or 1.11% of all network advertising revenue. These data are contained in
Section C of Table II which is attached.

Restaurants and Drive-Ins

1) In network programs having 507 or more children in the audience there were
105 ads for Restaurants and Drive-Ins. The estimated network revenue for
these ads was $2,075,000. 1If a ban was imposed on the advertising of Restaurants
and Drive-Ins in network programs having 507 or more children in the audience
I estimate that 0.19% of all network commercials would be affected or 0.217%
of all network advertising revenue. These data are contained in Section A of
Table ITIwhich is attached.

2) In network programs having 307 or more children in the audience there were
124 ads for Restaurants and Drive-Ins. The estimated network revenue for
these ads was $2,356,500. If a ban was imposed on the advertising of Restaurants
and Drive-Ins in network programs having 307 or more children in the audience
gy Joly
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1 estimate that 0.227 of all network commercials would be affected or 0.24%
of all network advertising revenue. These data are contained in Section B
of Table III which is attacheds

3) In network programs having 20% or more children in the audience there were
182 ads for Restaurants. and Drive-Ins. The estimated network revenue for these
ads was $5,965,700. If a ban was imposed on the advertising of Restaurants
and Drive-Ins in network programs having 207 or more children in the audience
I estimate that 0.33% of all network commercials would be affected or 0.61%
of all network advertising revenue. These data are contained in Section C
of Table III which is attached.

Ban on Advertising of All Three Product Categories

Although you did not request the information during my testimony I suppose the
logical question is what would be the effect on networks if advertising for all
three product groups (Highly Sugared Products, Games, Toys, Hobbycraft, and
Restaurants and Drive-Ins) was banned on network programs having 50%, 30%, or

20% or more children in the audience? I have estimated that effect in the
following paragraphs. Canned Fruit and Fruit Juices are excluded from the Highly
Sugared Products group.

1) 50% or more children in the audience. If advertising for Highly Sugared
Products, Games, Toys, Hobbycraft, and Restaurants and Drive-Ins was banned
in network programs having 50% or more children in the audience I estimate
that 5.47% of all network ads would be affected or 2.20% of total network

advertising revenue.

2) 30% or more children in the audience. If advertising for Highly Sugared
Products, Games, Toys, Hobbycraft and Restaurants and Drive-Ins was
banned in network programs having 30% or more children in the audience
I estimate that 6.26% of all network ads would be affected or 2.547% of
total network advertising revenue.

3) 20% or more children in the audience. If advertising for Highly Sugared
Products, Games, Toys, Hobbycraft, and Restaurants and Drive-Ins was
banned in network programs having 20% or more children in the audience
I estimate that 6.77% of all network ads would be affected or 3.61% of total

network advertising revenue.

I hope this information will be of value to you. If you have additional questions
that my data can answer, please contact me.

Sincerely,

0. @24

John D. Abel
Associate Professor

JDA:acs

Attachments:
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TABLE I. Estimated Loss to Networks if Advertising for Highly Sugared Products
was Banned in Network Programs Having 50%, 30%, or 20% or More Children

in the Audience.

A.

Network Programs with 507 or More Childrem (2~11) in the Audience

Product Category

Network Programs
with 50%+ Child

Total Network Commercials for Three
Months of 1977 = 55,591
Total Network $ Estimated Advertising

Audience Revenue for Three Months = $980,656,90(
No of $ Est. % of Total % of Total
Comm. (000) Network Comm. Network §$ Est.
1. Highly Sugared Cereals 997 5741.1 1.79 0.59
2. Candy 469 4059.9 0.84 | 0.41
3. Regular Gum 58 404.3 0.10 0.04
4. Non-Carbonated Beverages 54 417.0 0.10 0.04
5. Cookies 47 280.4 0.08 0.03
6; Cakes, Pies, Pastries 15 154.5 0.03 0.02
7. Desserts & Dessert
Ingredients —_— —_— — ——
B. 1Ice Cream | —_— —_— —_—— _—
9. Raisins —_— —— —_——— —
10. Regular Carbonated
Beverages -— — —— —_—

TOTAL FOR HIGHLY

fgg‘%ﬁfzghﬁgugggieme) 1640  |11,057.2 2.95 1.13

Other Products of

High Sugar Content
1. Canned Fruit -— - —— —
2. Fruit Juices -— —_— —— _—
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TABLE I. Continued

I3

B. Network Programs'with 307% or More Children (2-11) in the Audience
' Network Programs Total Network Commercials for Three
. o . Months of 1977 = 55,591
Product Category WlthABSﬁ: e Total Network $ Estimated Advertising
udlence Revenue for Three Months = $980,656,900
No. of $ Est. % of Total % of Total
Comm. (000) Network Comm. Network $ Est.
1. Highly Sugared Cereald 1106 6506.7 1.99 0.66
2. Candy . 553 4563.6 0.99 0.47
3. Regular Gum 69 469.3 0.12 0.05
4. Non-Carbonated
Beverages 80 589.9 0.14 0.06
5. Cookies 53 320.8 0.10 0.03
6. Cakes, Pies, Pastries 19 181.9 0.03 0.02
7. Desserts & Dessert
Ingredients 15 72.8 0.03 0.01
8. 1Ice Cream - —— - -
9. Raisins — — —— —
10. Regular Carbonated
Beverages 2 11.0 0.00 0.00
TOTAL FOR HIGHLY
SUGARED PRODUCTS
(30%+ Child Audience) 1897 12,716.0 3.41 1.30
Other Products of
High Sugar Content
1. Canned Fruit - —_— — -
2. Fruit Juices 9 46.1 0.01 0.00
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TABLE I. Continued

M <

C. Network Programs with 207 or More Children (2-11) in the Audience

Total Network Commercials for Three

Network Programs | ' o "of 1977 = 55,591

Product Category lezdigzzeChlld Total Network $ Estimated Advertising
Revenue for Three Months = $980,65€¢,900
No. of $ Est. % of Total % of Total
Comm. (000) Network Comm. Network $ Est.
1. Highly Sugared Cereals 1120 7026.9 2.01 0.72
2. Candy 608 5782.2 1.09 : 0.59
3. Regular Gum 90 1022.0 0.16 0.10
| 4. Non-Carbonated
Beverages 105 1477.1 0.19 0.15
5. Cookies 59 588.8 0.11 | 0.06
6. Cakes, Pies, Pastries 24 387.8 0.04 0.04
7. Desserts & Dessert
Ingredients 60 1575.7 0.11 0.16
‘8. Ice Cream - - —_— -—-
9. Raisins 7 45.5 0.01 0.00

10. Regular Carbonated ]
Beverages 18 653.6 0.03 0.07

TOTAL FOR HIGHLY
SUGARED PRODUCTS
(20%Z+ Child Audience) 2091 18,559.6 3.76 1.89

Other Products of
High Sugar Content

1. Canned Fruit 1 47.5 0.00 0.00

2. Fruit Juices 16 168.0 0.03 0.02
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TABLE II. Estimated Loss to Networks if Advertising for Games, Toys, Hobbycraft
was Banned in Network Programs Having 50%, 30%, or 20% or More Children
in the Audience* 4

... Network Programs with 50% or More Children (2-11) in the Audience

No. of $ Est. % of Total % of Total
Comm. (000) Network Comm. Network $ Est.
Games, Toys, Hobbycraft 1296 8483.9 2.33 0.87

B. Network Programs with 307 or More Children (2-11) in the Audience

Games, Toys, Hobbycraft 1457 9870.8 2.62 1.01

C. Network Programs with 207 or More Children (2-11) in the Audience

Games, Toys, Hobbycraft 1488 10,874.2 2.68 1.11

* Total Network Commercials for Three Months of 1977 ='55,591‘
Total Network Estimated Advertising Revenue for Three Months = $980,656,900

~ 5732



TABLE III.

Estimated Loss to Networks if Advertising for Restaurants and Drive-Ins
was Banned in Network Programs Having 50%, 30%, or 20% or More Children
in the Audience%*

-

A. Network

Programs with 50% or More Children (2-11) in the Audience

No. of $ Est. % of Total % of Total
Comm. (000) Network Comm. Network $ Est.
Restaurants and Drive-Ins 105 2075.0 0.19 0.21

B. Network

Programs with 30% or More Children (2-11) in the.Audience

Restaurants

and Drive-Ins 124 2356.5 0.22 0.24

C. Network

Programs with 207 or More Children (2-11) in the Audience

Restaurants

o~

.61

and Drive-Ins 182 5965.7 . 0.33

* Total Network Commercials for Three Months of 1977 = 55,591
Total Network Estimated Advertising Revenue for Three Months = $980,656,900
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John D. Abel, Ph.D.
Associate Professor

Department of Telecommunication
322 Union Building

Michigan State University
East Lansing, Michigan 48824
November 22, 1978

Morton Needelman, Esqg.

Presiding Officer
Children's Advertising Rulemaking
Federal Trade Commission
Washington, D.C. 20580

Dear Mr. Needelman:

The "Comment" enclosed is a verbatim statement of testimony that I wish
to have included in the record of the Children's Advertising Rulemaking

proceeding. ~

I wish to present my views orally at the legislative hearings scheduled
for San Francisco (January 15 to January 26, 1979) and Washington, D.C.
(January 29 to February 23, 1979). I will not be available to testify
on the following dates: January 23, January 24, January 25, February 13,
February 14, February 15, 1979.

I have searched my files and have found no unpublished or otherwise
not publicly available studies or surveys in my possession, control
or custody which support, contradict or otherwise pertain to issues

raised in my Comment.

Sincerely,

0. &bd

John D. Abel, Ph.D.
Associate Professor
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CHILDREN'S ADVERTISING RULEMAKING COMMENT

Network and Non-Network Sources of Programming

and Advertising for Children
by

Dr. John D. Abel, Associate Professor
Department of Telecommunication
"~ Michigan State University
East Lansing, Michigan 48824

Submitted to the Federal Trade Commission
Washington, D.C. 20580
November 24, 1978



Purpose

The major purpose of this paper is to describe the differences
between network and non-network sources of programming and advertising.
A secondary purpose is to summarize some of the more important findings
of the network study report prepared by Dr. John Abel and the non-network

or "spot" report prepared by Dr. Howard Beales.

Network and Non-Network Programming

Programming on the 728 commercial television stations in the United
States comes from one of three sources:

1. Network. The first source of programming is the three commer-
cial networks: the American Broadcasting Company (ABC),‘the Columbia
Broadcasting System (CBS), and the National Broadcasting Company (NBC).
The programs which the networks distribute to stations are either pro-
duced by the networks themselves or the networks purchase that programmingk
from independent program producers and suppliers. In either case, however,
the programs are distributed by the netwérks to Tocal stations called
network affiiiates.

A Tocal station affiliates with a network, meaning that it carries

ograms distributed by the networks, and, in turn, the station is
compensated by the network for carrying those programs and advertising
messages within the programs. Not all of the 728 local stations, however,
are affiliated with one of the three networks. For example. ABC has

195 1ocal station affiliates, CBS has 198 and NBC 209. That means that
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about 600 of the 728 stations in the United States can receive pro-
gramming from at Teast one ;f the three networks. A network affiliated
station gets about 70% of its programming from the network.

The Tocal station affi]iated.with a network is left with about 30%
of its programming time to fill. It does this by either producing pro-
grams at the station or purchasing or renting programs from another
source. These are the other two sources of programming: local and
syndicated.

2. Local. A local program is any program originatéd or produced
by the station. The Federal Communications Commission defines a local
program as: "...any program originated or produced by the station, or
for the production of which the station is substantially responsible,
and which also employs live talent more than 50% of the time. Such a
program, taped, recorded or filmed for later broadcast‘shalj be classified
as 1oca1.”1

3. Syndicated. The term syndicated programs refers to any programs
which are taped or transcribed orvfeature films which were produced other
than by the Tocal station. The Tocal station purrhases or "rents" these
programs for broadcast. An éxamp1e of a syndicated program is My Three
Sons which is now in syndication but was originally distributed by a

commercial network. Some programs are originally produced for the

syndicated market, such as The Phil Donahue Show, which was never dis-

tributed by a network. Local stations rely heavily on syndicated programs
to fill their programming time.

Earlier, it was mentioned that not alil stations are affiliated with
a network. In fact, over 100 commercial television stations in the United

States are not affiliated with a network.  These stations are referred to
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as independent stations as 9pposed to network affiliated stations. The
independent stations do not receive programming from any of the commer-
cial networks and must rely on programs which are produced at the Tocal
station or programs “rented" from program suppliers (syndicated) for
their sources of programming.

When references are made to network and non-network sources of
programming, the non-network term refers to locaily produced programs
and syndicated or "rented" programs.

In terms of child viewing of network and non-network programs,
very little is known because there have not been any detailed studies
relating child viewing to program source; however, it is possjb]e
to extrapolate some information from data published by A. C. Nielsen
Company. Nie]sen'says that for older children (6-11 years), about
one-third of their total viewing each week is from 8:00 to 11:00 p.m.
(7:00 - 11:00 p.m. on Sundays).2 Children in cities with independent
stations could be watching those stations, but since there are only
about 100 independent stations in the country, the predominant amount
of viewing must be of network originated programming during this time.
Nielsen also says that a 1ittle over one-fifth of all older children's
viewing is between the hours of 4:30 and 7:30 p.m., Monday through
Friday.3 Since almost no network programming is being distributed
during this time, except the network newscasts, most of this viewing
must be of non-network programming. The next largest proportion of
total viewing done by older children is during Saturday and Sunday
morning between the hours of 7:00 a.m. and 1:00 p.m. Nielsen reports

that about 13% of older children's viewing is during these Saturday and
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Sunday time pem’ods.4 During Saturday and Sunday mornings older chldren
could be watching independeﬁt stations, but because these are scarce,

once again the predominant child viewing is probably of network programs.

Network and Non-Network Advertising

In the United States televised advertising messageé are the source
of revenue for local stations and networks. The 728 commercial stations
in the United States carry some form of advertising as a means of
financial support. Advertising messages come from two sources: network
and non-network.

As mentioned in the previous section, the commercial TV networks
distribute programs to their local station affiliates. The networks
sell advertising time in those programs to companies interested in
reaching a national (or sometimes regional) audience. The advertising
messages are contained within the program and the network assumes that
all of their local affiliates will air most or all of the advertising
messages in programs carried by the Tocal station. The network com-
pensates the local station for carrying the network programs and the
network oﬁiginated advertising within those programs.

I'n addition, the network gives the stations a few minutes of time
each hour to set] other advertising messages not originated by the
network. These other advertising messages are called "spot" and may
be messages for Tocal, regional, or natioral advertisers.

An example will make the distinction between network and non-network
advertising c1e§rer. A network affiliated station is permitted by

e

. . s o
The Televisi: ‘e of the National Association of Broadcasters to air
_ \
nine minutes ax ~econds of non-program material in a 60-minute prime

5628 3720



time program (e.g., 8:00 - Jl:OO p.m. EST). The network will sell about
six of those,nine-and—one~ha1f‘minutes to nationél advertisers and

assume that the local station will air the network program and the six
minutes of advertising. That 1ea§es three-and-one-half minutes for

the local station to use as it pleases. Some of that time will be devoted
to station identification and public service announcements, but most of
the ‘time will be sold to local, regional or national advertisers. These
announcements originate at the local station and are ca1}ed "spot" TV
advertising.

In other words, the local network affiliated station is compensated
by the network for carrying the network advertisements and by locai,
regional or national advertisers for "spot" advertising messages.

Independent stations do not have the benefit of network compensation
since, by definition, they are not affiliated with a network. Indepen-
dent stations receive all of their advertising revenue from local, regionaj
or national spot advertising.

In the network report by Dr. John Abel, the focus is on programs
distributed by the networks and advertising messages within and between
those programs which were originated by the networks. The focus of the
report by Dr. Howard Beales is on spot advertising, or non-network
advertising, which Tocal network affiliated and independent stations carry

for local, regional or national advertisers.

Comparison of Selected Network and Non-Network Advertising Findings

The units of analysis in the netwerk report were network programs.
Metwork programs were studied which had Targe percentages of children in

the audience-and a second group of network programs were studied with
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large numbers of children in the audience. The units of analysis in
the network study were programs because there is‘consistency among all
network affiliated stations in terms of the programs carried by these
stations, and, in addition, there is consistency in the network originated
advertising messages aired within and between these programs.

By contrast, the units of analysis in the non-network (spot TV ad-
vertising) report were dayparts and not programs.5 A daypart may
include several different programs. This distinction between network
and non-network (spot) advertising studies occurs because there is no
consistency among stations when discussing non-network sources of programs.
and advertising. In other words, stations are airing different non-
network advertising messages and different non-network programs., For

example, Leave It To Beaver (a syndicated program) may be shown at

4:00 p.m. in Dallas, containing advertisihg for highly sugared cereals,
candy, and bicyc]eé, but at 7:00 p.m. in Kansas City, with ads for diet
carbonated beverages, gum, and toothpaste. Thus, there is no consistency
from station to station in terms of the advertising messages within non-
network programs. »

Because of the differences in the units of analysis noted above, it
is difficult to compare children's exposure to network advertising and
non-network advertising. Even given these differences, however, there
are some general statements that can be made about the two sources of
advertising messages.

A major similarity between the two reports is that as the percentage
of chi1dren in the audience increases the proportion of advertising

devoted to Highly Sugared Cereals and Games, Toys, Hobbycraft also

3722
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increases. For example, in network programs, as the percentage of
children increases from 20% of the audiénce to 50% of the audience or
more, Highly Sugared Cereals increase from 17.7% of the advertising
to 26.9% of the total number of ads. Although the pattern is not as
marked in non-network (spot) advertising, the same relationship is
present.

Secondly, it is apparent that in non-network advertising a wide
range of products is advertised. This -is true even when the percentage
of children in the audience is large. In other words, children exposed
to spot advertising see many more products advertised which fall into
the "other" categories. By contrast, in terms of network advertising,
when the percentages of children in the audience are large, there is a
Timited number of product cétegories represented. Many products simply
are not advertised at all or are in small proportions. For example,
other Food and Beverage advertising and A11 Other Advertising in programs
with 50% or more children in the audience represents only about 10%
of all advertising in these programs. By contrast, when the audience
is half or more children, slightly over 44% of all advertising is for
these "other" categories.

Fiha]]y, apart ffom Toys, Games, Hobbycraft and Highly Sugared
Cereals, the exposure to spot advertising of children and adults is
quite similar. For network advertising, the situation is somewhat
different. When the percentage of children in the audience is 50% or
more, the products advertised are Timited and Highly Sugared Cereals,
Games, Toys, Hobbycraft and Candy advertisements predominate. When

considering only the absolute number of children in the audience the
3|
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products seen advertised by“these children are similar to all advertising
on network TV. In other words, the programs with71arge numbers of child-
ren in the audience also tend to be the same programs with large numbers

of adults, and, of course, both groups are seeing the same advertising.
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NOTES

1Definition taken from FCC Form 303, Application for Renewal of

License for Commercial Television Broadcast Station. Federal Communi-
cations Commission, 1976.

Nielsen Television 78. Northbrook, I1linois:
Company, 1978, p. 11.

A. C. Nielsen

31pid.

41bid.

A daypart is a specified period of time, on specified days of the
week, on a specified station. Dayparts are similar to the concept of
programs except that a daypart on a station will typically include
several different programs. An example of a daypart is-8:30 a.m. .to
1:00 p.m. for the Saturday morning daypart.
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John D. Abel, Ph.D.

Aszociate Professcr

Department of Telecommunication
322 Union Building

Michigan State University

Fast Lansing, Michigan 48824
November 22, 1978

Morton Needelman, qu

Presiding Officer
Children's Advertising Rulemaking
Federal Trade Commission
Washington, D.C. 20580

Dear Mr, Needelman:

The "Comment" enclosed is 2 verbatim statement of testimony that I wish
to have included in the record cf the Children's Advertising Rulemzking
proceeding.

I wish to present my views orally at the legislative hearings scheduled
for San Francisco (Januarv 15 to January 26, 1979) and Washington, D.C.
(January 29 to February 23, 1979). I will mot be availasble to testlfy
on the fol;ow1ug dates: January 23, January 24, Januery 25, February 12,
February 14, Fetruary 15, 1979.

I have searched my files and have found no unpublished or otherwise
not publicly avallable studies or surveys in my possession, control
or custedy which support, contradict or otherwise pertain to issues
raised in my Comment.
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Johnt D. Aoel, Pn.D.
Associate Professor

184
)]
&%
(a)



otd & ¢C-58

CHILDREN'S ADVERTISING RULEMAKING COMMENT

The Child Audience for Network Television

Programming and Advertising

by

Dr. John D. Abel, Associate Professor
Department of Telecommunication
Michigan State University
Fast Lansing, Michigan 48824

Submitted to the Federal Trade Commission
Washington, D.C. 20580
November 24, 1978 S
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The Child Audience for

Network Television Programming and Advertising

EXECUTIVE SUMMARY

The purpose of the research reported in detail in the following pages was
to match information about the child (2-11 years) audience with the advertising
messages contained in network television programs. The questions which guided
the research were: (1) to what products and product categories are children
exposed in network advertising? and (2) what percentage of the total amount of
network advertising of these products is contained in programs that children
watch? The report concentrates on two categories of network television programs:
(1) those which have the largest percentages of children in the audience, and
(2) those which have the largest absolute number of children in the audience.

The network audience research data were supplied by Arbitron, a commercial
television audience measurement service. The network advertising data were
supplied by Broadcast Advertisers Reports‘of New York. Advertising information
was compiled for 26 different product categories, which included all advertising
on network TV programs for February, May and November 1977.

The tabulation process involved the matching of audience and advertising
information for 111 different network programs aired during the three months
of 1977. Advertising information was a}so tabulated by product category for
each program. For programs with large percentages of children in the audience,
the analysis concentrated on programs with 50%, 30% and 20% or more children in
the audience. 1In a similar manner, for programs with large absolute numbers of
children in the audience the analysis considered programs with 8,000,000,

5,000,000 and 3,500,000 or more children in the audiernce.
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Heve are some of the major findings of the study:

1. Considering all network programs fdr the threetmonths of 1977, it was
determined that about one-third (31.4%) of all advertisements were for %ood and
beverage products a.d about two-thirds for non-fbod products.

2. When the percentage of the total audience of network'programs was 20%
or more children the advertised products which predominated were Highly Sugared
Cereals, Candy, Games, prs, Hobbycraft. This was, of course, also true when
the audience was composed of 30% or mofe children and 50% or more children.

3. Food and beverage advertising was nearly 60% of all advertising in
programs with 50% or more children in the audience.

4. Nearly all of the network programs with 50% or more children in the
audience were shown on Saturday and Sunday mornings between 8:00 a.m. and
1:00 p.m. (EST). About three-fourths of the programs with high percentages (20%+)
of children in the audience were shown on Saturday and Sunday mornings. Fourty-
four (out of 248) different network TV programs had 50% or more children in the
audience during February, May and November 1977, 56 programs had 30% or more
children in the audience and 75 had 20% or more children.

5. In programs having 50% or more children in the audience, there were no
network advertisements during these three months for the following product
categories: Desserts and Dessert Ingredients; Ice Cream; Fresh Fruit; Raisins;
Cannad Fruit; Crackers; Fruit Juices; Sugarless Gum; Appetizers, Snacks, Nuts;
Regular or Diet Carbonated Beverages, and Beer, Wine or Mixers. Only 1.8% of
all Dental Supplies advertising on network programs was included in programs
with 50% or more children in the audience.

6. Seventy-three percent of all ads for Highly Sugared Cereals on network
television during these three months were in prégrams with 50% or more children
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in the audience. Over 80% of all ads for Highly Sugared Cereals were in
programs with 30% or more children” in the audiénce, 60% of all Candy ads
and 64% of all ads for Games, Toys, Hobbycraft were in these programs.

7. Over one-fourth of the ads in programs with 50% or more‘children
in the audience were for Highly Sugared Cereals and about 13% of the ads were
for Candy. Network programs with 30% or more children in the audience had
about one-fourth High?y Sugar Cereal advertising, 12% Candy advertising and
about one-third Games, Toys, Hobbycraft, and Bicycle advertising. By comparison,
for all network television, only 2.5% or the ads were for Highly Sugared
Cereé]s, 1.7% for Candy and 4.3% for Games, Toys, Hobbycraft and Bicycles.

8. Programs with large numbers of children in the audience were distributed
throughout the week as opposed to being concentrated in Saturday and Sunday
mornings. In addition, when there ware Targe numbers of children in the
audience more product categories were represented than when programs with large
percentages of children in the audience were considered.

9. The advertising in programs with 3,500,000, 5,000,000 and 8,000,000 or
more children in the audience also tend to represent non-food products. In
fact, non-food products are predominantly advertised in these programs.

10. As the child audience for programs decreases in absolute number, the
percentage of advertising for Highly Sugared Cereals, Candy, Games, Toys,
Hobbycraft and Bicycles increases while the proportion of all other advertising
decreases.

11. There were nine different programs eon the air during February, May
and November 1977 with 8,000,000 or more children in the audience. There were
32 different network programs with 5,000,000 or more children in the audience,

and 60 programs with 2,500,000 or more children in the audience.

iii
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In general, the conclusions of this study aré that programs with high
percentages of children in the audieﬁce have a limited range of products
advertised in them and ads for Highly Sugared Cereals, Candy and Games,

Toys, Hobbycraft predominate. Children who watch network programs on Saturday
and Sunday mornings are likely to see disproportionately more ads for Highly
Sugared Cereals; Candy; and Games, Toys, Hobbycraft and for food and beverage

products than when watching in prime time.

iv
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My name is John D. Abel. I am an Associate Professor and
Coordinator of Graduate Affairs in the Department of Te]ecommunica—
tion at Michigan State University, East Lansing, Michigan. Before I
report on the study of network advertising and programming watched by
children, which was conducted by me under contract to the Federal
“Trade Commission, 1 wish to detail some of my qualifications for con-
ducting research of this type. A complete and current curriculum
vitae is contained in Appendix A.

As an undergraduate I majored in psychology, sociology, and
speech communication and received by B.A. from Concordia College,
Moorhead, Minnesota, in 1964. In addition to a B.A., I hold a Master
of Arts and Doctor of Philosophy degrees froh Indiana University. My
M.A. is in Telecommunication énd my doctorate is in Mass Communication
and was awarded in 1972. 1In my graduate education I concentrated on
research methods, statistical analysis, social and developmental psy-
chology. My primary research interest as a graduate student was how
the developing child is socialized by the mass media, especially
television.

At Michigan State I teach research methods and statistical
analysis at the graduate and undergraduate levels. I teach under-
graduate courses on audience survey analysis and management of tele-

communication systems.
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I have been a professor at Michigan State since 1972; however,
I have had two years of ]eave from my teaching énd research duties.
In 1974-75 1 was awarded a post-@octoraT.fe]1owship to study in the
Departments of Psychology and Sociology at the University of Exeter
in England. During 1977-78 I was an expert social science consultant
to the Federal Communications Commission in both the Boradcast Bureau
and the Children's Television Task Force. My duties with the Broad-
cast Bureau were to review the‘socia1‘science research literature 1in
terms of policy implications for the FCC. With the Task Force 1
reviewed the literature on the effects of television on children and

advised the Task Force on the kind of research needed to determine

compliance with the FCC's 1974 Policy Statement of Children's Tele-

vision Proaramming and Advertising Practices.

I have been a consultant to several public and private groups,
such as the Indianapolis Public Schools in the evaluation of televised
instruction for fifth and sixth graders.v I was a consultant to Kappa
Systems, Inc., of Arlington, Virginia, in an evaluation of the

National Science Foundation project entitled Research on the Effects

of Television Advertising on Children. I was a consultant to Lloyds

Bank of London in a study of broadcasting and cable in the United
Kingdom. I have evaluated new television programs for the Corpora-
tion for Public Broadcasting. I have been a consultant to many radio
and television stations and citizen groups in Michigan. For example,
I have advised stations in the selection of children's programs for

airing on their stations and I have advised public interest groups on
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on the kinds of children's programs that they should request broad-
cast stations to carry. ‘

I have published about 15 technical papers, of which about
half of these deal with the effects of television on children. One
of my most recent projects deait with the effect of parental and
adult mediation of television programming on children. This research
was funded by the Rational Association of Broadcasters. Other research
conducted by me has been funded by the Office of Child Development of
the Department of Health, Education and Welfare, the Bureau of
Alcohol, Tobacco and Firearms, Department of the Treasury, and Michi-
gan State University.

The rese;rch project on which I report in the following pages
examines different levels of the child audience for network television
programs and children's exposure to advertising messages contained
within those programs. The report is divided into four sections:
the background and purpose of the study, a description of the method
used to study the research objectives, the analysis and treatment
of the research results, and conclusions to be drawn from these

results.
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Background and Purpose

Broadcast television is a pervasive and ubiquitous medium.
The A. C. Nielsen Company, one of the two_major'TV audience research
firms, estimates that 98% of all households in the United States have
at Teast one television set.] Arbitron, the other major television
audience research firm, estimates that there are nearly 74,000,000
vhouseholds with at least one TV set.z Nielsen reports that the aver-
age household in 1977 devoted over 6 hours each day to watching
te]evision.3 Individuals within those households spend a considerable
amount of time watching television. Nielsen repdrts that ﬁh November
1977, average individual viewing time was over 27 hours per week.4
In addition, Nielsen, using audience data coliected in November 1977,
reports that women and children watch the most te]evision.5 Young
children, defined by Nielsen and Arbitron as children 2-5 years of
age, watchlover 27% hours per week on average and older children
(age 6-11 years) watch nearly 24% hours per week.6 A report prepared

for the National Science Foundation (Research on the Effects of Tele~

vision Advertising on Children) states that "we can safely conclude

that the average child over the past decade has watched 3 to 4 hours
of television per day.”7

Extrapolating from Nielsen data, it is estimated that children
devote about half of their total TV viewing time to the watching of
network programs.8 Older children (6-11 years) probably see more
network TV programs than younger (2-5 yeérs) children because older

children watch more prime time programs. The Naticnal Science
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Foundation report cited earlier estimates that children on the average
are exposed to about 20,000 commercials per yeari9 If it can be
assumed that these 20,000 commergia]s aré evenly distributed between
network and non-network sources, then about half of all commercials
seen by children are aired by the networks. These are some of the
commonly known statistics about the pervasiveness and use of tele-
vision by children.

In general terms, the purposerof this research is to match

the child audience information with the advertising invnetwork tele-
vision programs. In other words, to what products are children
exposed in network advertising? What percentage of the total amount
of network advertising of these products is contained inAprograms

that children watch? This report will concentrate on two categories
of network television programs: (1) those network programs which have
the Targest percentages of children in the audience, and (2) those
programs which attract the largest number of children. Then the

total amount and kind of advertising on these programs will be com-
pared to the total advertising on network television.

In more specific detail, the objectives of this report

are to:

1. Determine the categories of products to which children are
exposed in advertising contained in network television
programs.

2. Determine the number of commercial announcements for

the above products.
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Estimate the dollars expendedfby the advertisers in
purchasing time for these commercial announcements.
Estimate the number of children who are exposed to these

commercial announcements.
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Method

The method used to research the above objectives was to match
the network audience research data with network commercial advertis-
ing information. The network audience research data were supplied
by Arbitron, a commercial TV audience measurement service. Arbitron
is one of two major companies in the United States which regularly
measures the audience for television programs. The netWork advertis-
ing data were supplied by Broadcast Advertisers Reports (BAR) of New
York. BAR monitors the audio portion of the three commercial networks
each day and notes the commercial advertising on network programs.
As will be described in detai] below, the advertisements which form
the basis of this report are those which were aired in or between
certain network programs during the months of February, May, and
November 1977. A brief description of the methods used by Arbitron
and BAR is contained in this report. In addition, both of these com-
pénies have placed in the rulemaking record a more complete descrip-
tion of their methods for collecting audience and advertising infor-
mation.

Before the method for matching the audience data to the
advertising data is explained, it may be useful to clarify the defi-

nitions of terms used throughout the remainder of this report.

Definition of Terms

1. Children. The term children in this report refers to

children in the 2-171 age range. The reascn this age group was selected
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is that this is the group of children for which Arbitron reports

audience da'ca.]O

Arbitron reports no audience déta for children
younger than two years; and children who are 12 and older are included
in the "teen" category. Arbitron further subdivides the 2-11 year

old children by reporting the 6-11 year olds as a separate group.
Arbitron does not genera11y report the 2-5 year olds but this figure
can be obtained by simply subtracting the 6-11 from the 2-11 group.
The 2-5 year old children could be thought of as being preschool age

children and the 6-11 group as school age.

2. Network Television Programs and Advertising. The repdrt

is limited to programs and advertising messages carried by the three
commercial television networks: American Broadcasting Compdny,
Columbia Broadcasting System, and National Broadcasting Company.]]

Two lists of network TV programs are considered in this
report:

a. The'top 50 network televisjon programs ranked by the
bercentage"of children in the audience for three months of 1977
(February, May, November). This 1ist of programs was compiled for
use in this study by Arbitron Television and is contained in Appen-
dix B.

b. The top 50 network television programs ranked by the
total number of children in the audience for three months of 1977
(February, May, Hovember). This 1ist of programs was compiled by
Arbitron Television for this study and is ccntained in Appendix C.

3. Share. An audience share for a program is expressed as

a percentage of all persons who are watching television at that time.
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For example, if we wished to determine what percentage of children
make up the audience for Program X and we know fhat there are 5,000,006
people 2 years of age and older watching Program X and 4,000,000 of
these people are children 2-11 years of age, we would say that the
child audience share for Program X is 80, or80% of all persons watch-
ing the program are children 2-11 years of age (4,000,000/5,000,000
X 100). Thus the top 50 network television programs ranked by the
percentage of children in the audience is the same as saying the top
50 network programs ranked by the 2-11 share of audience.

4. Rating. An audience rating for a program is the percen-
tage of all persons within a specific demographic group who watch a
specific program. For example, Arbitron estimates that there were
33,602,600 children age 2-171 in the United States in February 1977.
If 16,000,000 of those children watched Program Y, then the child
audience rating for Program Y would be 47.6, or 47.6% of all children
watched the program (16,000,000/33,602,600 X 100). Thus the top 50
network programs ranked by the total number of children in the audi-
ence is the same as saying the top 50 rated programs among children

2-11 years.

5. Gross Impressions. This term refers to the total number

of persons who were likely to be exposed to an advertising message.
Gross impressions are obtained by multiplying the number of 30-second
commercig] announcements by the number of persons watching the pro-
gram. As an example, suppose that there were three identical commer-
cial announcements for a product in a program and that there were

3,932,000 children, aged 2~11, watching the program. The gross
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jmpressions for this commercial announcement would be 11,796,000
(or 3 X 3,932,000 = 11,796,000).

6. Product Category. A product category is a generic term

for classifying commercial products into classes or groups. Examples
of product categories are: cereals, toys, restaurants, etc.

7. Brand Product. A brand product is a commercial name

given to a product, such as Post Raisin Bran (a cereal), Barbije Doll

(a toy), McDonald's (a restaurant), etc.

Assumptions of Study

There are a few assumptions of this study which should be
clarified. First of all, it is assumed that the children in the
audience of these programs were exposed to the advertising messages;
It is not necessarily assumed that each child attended to all of
these commercials, but it is assumed that if 3,000,000 children were
watching a program, then 3,000,000 children also were exposed to the
commercials in that program.

Second, it is assumed that all network television commercials
are 30 seconds in length. The author made several spot checks of
BAR data to determine the length of several commerciais. In all
cases the commercials were 30 seconds in length; however, not all
commercials were checked to determine the length of each commercial.
Mr. Pro Sherman, Vice-President of Broadcast Advertisers Reports,
also confirmed that nearly all commercials on the networks are 30
seconds in length. Barcus .reports that 98% of the commercials he

. . . : . 12 .
monitored in his studies were 30 seconds in Tlength. Finally,
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this should be a conservatﬁvé error if an error was made in assuming
the length of each commercial to be 30 seconds. For example, all
60-second commercials would be counted as 30-second commercials, thus

underrepresenting the total amount of time devoted to the commercials.

Product Categories

Broadcast Advertisers Reports classifies brand products into
a large number of product categories; however, not all of the BAR
product categories are reported in this study and some have been
combined or subdivided to make the report more succinct and meaning-
ful. The list of 26 product categories reported in this study was
supplied to the author by the Federal Trade Commission. These product
categories combihed céntain all netwerk advertising and are as

follows:

Footwear

Dental Supplies

Desserts :

Highly Sugared Cereals
Other Cereals

Ice Cream

Fresh Fruit

Raisins

Canned Fruit

Cakes, Pies and Pastries
Cookies

Crackers

Fruit Juices

Candy

Regular Gum

Sugarless Gum

Appetizers, Snacks, Nuts
Regular Carbonated Beverages
Diet Carbonated Beverages
Non-Carbonated Beverages
Bicycles

Games, Toys, Hobbycraft
Restaurants and Drive-Ins

56L8



12

Beer, Wine, Mixers

A1l other foods and beverages

A1l other advertising (except foods and beverages)
Lists of brands within each product category are attached as Appen-

dix D.

Description of Data Sources

The two primary sources of data for this study were specially
prepared reports and published reports from Arbitron Television for the
audience data and Broadcast Advertisers Reports for the advertising
data. Although these two companies have provided information on the
details of how they collect these data and the reliability of their
information, a brief description of the companies and their methods

is included here.

Audience Data

Arbitron is a subsidiary of Control Data Corporation and has
its executive offices in New York City. Arbitron provides a number of
phb]ished audience reports for both radio and television audiences.

The primary method Arbitron uses to survey television audi-
ences is the diary. Households are selected at random and a diary is
placed in that household. One diary is placed in each household for
each TV set. In the diary the members of the household record their
television viewing for a specified period of time. The TV viewing
of all members of the household 1is recorded in one diary. Each
‘household provides television viewing information for a one-week

period during the survey period (generally four weeks).
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Arbitron has divided the country into geographic areas
called Areas of Dominant Influence (ADI). An AD& is a geographic
market design which .defines each_te]evisfon market exclusive of another
based on measurable viewing patterns. The ADI is an area that consists
of all counties in which the home market stations receive a preponder-
ance of viewing. Each county in the U.S. is allocated exclusively to
one ADI. There is no overlap of ADI's. The ground rules for ADI
allocation are relatively simple. Onée the estimated total viewing
hours for a county, and the percentage of such estimated total view-
ing hours for each station are determined, Arbitron sums the station
percentages by market of origin. The market of origin having the
largest total percentage is deemed to be the "dominant influence" in
the county under consideration, and that county is allocated for ADI
purposes to that market of origin.]3

Since there is no overlap the estimated TV households are
therefore additive, and the total of all ADI's represents the total
number of TV households in the U.S. as surveyed by Arbitron.

Arbitron conducts three nationwide surveys each year (February,
May, and November). These nationwide surveys are called "sweeps" and
each survey is conducted over a pefiod of four weeks; howe?er, each
household in the sample participates for only one week. Arbitron
changes the number of ADI's periodically because new ADI's are
created. This usually occurs in the Fall for the new TV season.
As a result, in 1977 Arbitron surveyed 208 ADI's in February and May
1977 and 211 ADI's in November 1977. Data for this study are confined

to these three months because these are the only months for which
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Arbitron collects national audience data which can be matched to the
BAR network advertising data. The year 1977 wa; chosen because it is
- the most recent complete year for which audience and advertising data
are available.

The diary is the standard method for collecting television
audience data, but it does have some disadvantages and weaknesses
which should be noted here. Diaries are generally kept by an adult
in the household, so the TV viewing of children may not be accurately
reported. It may be possible that children's TV viewing is under-
reported in the diary, particularly when TV viewing is done by the
child alone and no adults are present to record that viewing in the
diary. In addition, some of the reported TV viewing may have been
made on the basis of hearsay, recall, and the estimates of the diary

keeper.

Advertising Data

The advertising information for this study was supplied
by Broadcast Advertisers Reports (BAR), Tlocated in New York City.

BAR monitors the audio portion of the three network feed
lines out of Philadelphia. Audio tape recordings are made of each
network, during the entire broadcast day, every day of the year. The
BAR staff then Tistens to these_audio recordings and determines the
commercials that were on the networks. The information regarding the
commercials, the number of commercials, and the estimates of the dol-
lars expended to purchase the advertising is compiled into BAR Network
Reports. These reports contain detailed and accurate information on

the time, amount, and cost of advertising on network progremming.

5651



15

BAR can only report what advertisements went out on the net-
work lines and cannot say that the advertisemen% appeared on all
station affiliates of the network. For the purposes of this study,
it is assumed that the ads did appear on all affiliated stations and,
in fact, the networks themselves assure the advertisers that the ads
run on all but a tiny minority of network affiliated stations. In
terms of estimating the advertising expenditures, BAR received infor-
mation from the networks on the average cost of commercial time for
each network program. Using these average costs, BAR then calculates
an estimated cost for every advertisement on a network program.

BAR advertising information was used for February, May, and
November 1977--the same months for which Arbitron supplied audience
data for the three lists of television programs. In this way it was
possible to match the audience data for specific programs with the

advertising messages contained within those programs.

Tabulation Process

The competitive advertising expenditure information supplied
by Broadcast Advertisers Reports for February, May, and November 1977
was combined with the audience information for each network program
title of interest. The network programs of interest were on two
lists; one 1ist ranked program titles by the percentage of children in
the audience (share) and the second by the number of children in the
audience (rating). These program ranking lists were supplied by
Arbitron. {see Appendices B and C).

The advertising and audience information was tabulated for

each program ranked by child audience share and child audience rating.
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The tabulation process was.done in two steps. First, information

~ about each ad within each of the 26 product categories was recorded
along with the audience information for each program for the three
months. At this time the gross impressions for each ad were computed
and recorded. These program-by-program tabulation forms are contained
in Appendix E. They are separated by month but alphabetized by pro-
gram title within each month.

The second step in the tabulation process was to summarize
all advertising information by product category for each program
across the three months. These product category within-program tabu-
lation forms are contained in Appendix F. They are alphabetized by
program title.

A Tisting 5f all programs included for analysis in. this study
is contained in Appendix G. The study analyzed 111 different network
programs out of a possible 248 network programs that were aired in
February, May, and November 1977. Appendix G contains an alphabetized
listing of.these programs, indicating the number of commercials, the
amount of time devoted to those commercials, and the advertising dol-
lar expenditures in those programs. As a basis for comparison,
Appendix G also contains the total number of commercials, time devoted
to commercials, and advertising dollar expenditures for the calendar
year 1977 for each program title.

One other point should be made about the tabulation process
to clarify how the advertising and audience information was compiled.
Programs were only included for the month in which it was ranked

among the top 50 for child audience share or child audience rating.
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For example, Captain Kangaroo was ranked among phe top 50 network
programs by the percentage of children in the audience for all three
months, so all advertising information for the three months was
included. By comparison, Little House or the Prairie was only among
the top 50 network programs ranked by percentage of children in the
audience in May 1977 and not in February or November. Advertising
and audience information for Little House on the Prairie was only
included for May 1977.

This procedure was also followed when subdividing the programs
into those programs which have 50%, 30%, or 20% or more children in
the audience. For example, Ark II was among the group of programs
with audiences of 50% or more children in November 1977 but not in
February or May. The advertising and audience information for Ark II
was only included for November 1977 when analyzing programs with
audiences of 50% or more children. The same procedure was followed
when subdividing on the basis of the number of children in the audi-

ence.

Projection to Calendar Year 1977

The results which follow in this report are based on informa-
tion for the three months of February, May, and November 1977. As a
result, the advertising and audience information estimates represent
one-fourth of all information for 1977. In one sense, these estimates
may be viewed as a sample of all network advertising and program
audience information aired in 1977; however, this was not a random

sample of network programs, nor a random sample of network advertising.
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Since the assumption of rapdom sampling was not met, no statistical
tests were applied to these data. On the other Aand, since the
information for the three months represents 25% of the year, it is
possible to project to the entire calendar year of 1977 by multiplying

the relevant figures by four to obtain an annual estimate.
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Results

There are two ways to examine the child audience for network
television programs. First, it is possible to examine the child audi-
ence in terms of the proportion of children in the audience. In
other words, what percentage of the total audience for a network
program is composed of children 2-11 years? The second method used
to examine the child audience for network programs is to consider the
number of children in the audience of a network program. The first
method is based on the child audience share and the second method 1is
based on the child audience rating. These two ways of analyzing the
child audience form the basis of the analysis of the research results.

The results section is divided into four categories. First,
an analysis of all network advertising is presented. Second, an
analysis is presented by the percentage of children in the audience
and the kinds of products advertised. This analysis is based on the
. child audiénce share. A third analysis is presented which is based
on the number of children in the audience and the products advertised.
This third analysis is based on the child audience rating. A fourth
analysis considers the gross impressions for various child audience

shares and ratings.

I. Network Television Advertising

Before discussing the nature of advertising on programs with
large child audiences, it is appropriate to describe the make-up of

network advertising as a whole for the three months of 1977. Table I
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displays the number of compercials and total amount of dollars
expended to purchase the advertising for each of‘the 26 product
categories on all network programs. Tabfe I also shows each product
category as a percentage of all network advertising for the three
months.

Several things should be noted about the total amount of net-
work advertising for February, May, and November 1977. First, the
advertising of food and beverage products was a 1ittle less than one-
third (31.4%) of the total number of network commercials. Food and
beverage advertising represented ébout one-fourth (24.4%) of all dol-
lars expended in advertising. Second, within the food and beverage
category, Highly Sugared Cereals comprised only 2.5% of the total
number of ads cn network TV and about 1% of the total dcllars expended
on advertising. Other Cereals also comprised about 2.5% of the total
number of commercials and about 2.0% of all dollars expended on net-
work advertising. Finally, the advertising of Bicycles and Toys,
Games, Hobbycraft comprised 4.3% of the total number of commercials
and 2.6% of the total network advertising expenditures.

These figures for the total network advertising for the three
months of 1977 can be compared, for example, with network programs
that had 50% or more children in the audience. In network programs
that had audiences with 50% cor more children, 58.1% of the commer-
cials were for food and beverages and 35.6% were for Bicycles, Games,
Toys, and Hobbycraft. This comparison serves as an introduction to
the following detailed analyses of advertising within programs with

high child audience shares and ratings.



TABLE L. ‘lotal Network Advertising ror repruary, May, NOvemoer 1v// and Fercentage or
Total for Selected Product Categories.

All Network
Programs
Product Category “ % of % of
No. of $EST ‘ Total Total
Corm (000) Corm $
1. Other Cereals 1449 19699.8 2.6 2.0
2. Highly Sugared 1365 10532.0 2.5 1.1
Cereals
3. Beer, Wine, Mixers 1373 36282.5 2.5 3.7
4. Desserts & Dessert
Ingredients 1115 12923.2 2.0 1.3
5. Candy 921 9398.0 1.7 1.0
6 Appetizers; Snacks,
Nuts 627 8606.0 1.1 0.9
7. Non-Carbonated
" Beverages 590 : 7376.1 1.1 0.8
8. Fruit Juices 318 3869.4 0.6 0.4
9. Cakes, Pies,
Pastries 245 2975.6 0.4 0.3
10. Crackers ' 214 3246.5 0.4 0.3
11. Pegular Gum ' 240 3987.5 0.4 0.4
12. Cookies 146 1748.6 0.3 0.2
13. Regular Carbonated 190 4563.0 0.3 0.5
Beverages
14. Diet Carbonated
Beverages 128 2426.0 0.2 0.2
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Lappn L. lUtdl NeTWOLK AQVEeIrtTlSing ror repruary, May, Novewer Ly // dild refcencaye oL
CONTINUED Total for Selected Product Cateagories,

All Network
Programs
Product Category ‘ % of % of
No. of $ EST Total Total
Corm (000) Comm $

15. Sugarless Gum 125 217%.1 0.2 0.2
16. Canned Fruit 65 688.1 0.1 0.1
17. Raisins 41 - 393.6 0.1 0.0
18. Ice Cream 5 12.6 0.0 0.0
19. Fresh Fruit 3 19.5 0.0 0.0
20. All Other Food & -

Beverage 8287 .108,388.5 14.9 11.1
Total Food & Beverage 17447 239,315.6 3.4 24.4
21. Games, Toys &

Hobbycraft ' 2280 24672.1 4.1 2.5
22. Dental Supplies 570 15229.9 1.0 1.6
23. Restaurants &

Drive-Ins 555 21579.6 1.0 2.2
24. Footwear 109 1472.1 0.2 0.2
25. Bicycles 99 439.0 0.2 0.0
26. All Other Advertising 34531 677948.6 62.1 _ 69.1
Total Non-Food Advertising 38144 741341.3 68.6 75.6
TOTAL 55591 9806%1:.9 100.0 100.0
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II. Share (Percentage of Children in Audience)

For illustrative purposes, the analysis provided below
addresses three levels of audfence share. These Tevels are: 50% or
more of the total audience is composed of children 2-11 years, 30% or
more of the audience is children 2-11, and 20% or more of the audience
is children 2-11. These levels were selected after a close examina-
tion of the child audience share rankings provided by Arbitron (see
Appendix B). In each case, for all three sweeps (February, May,
November), the data had fairly clear divisions at these child audience
shares, 50%, 30%, and 20%. Each of the child audience share levels is
addressed separately.

A. 50% or More Children in Audience. The major questions to

be answered in this section are: (a) When are these pregrams shown
on network TV and how many programs are included? (b) What percentage
of each product category is advertised in these programs? and

(c) What kinds of products are advertised in programs with audiences
cémposed of 50% or more children 2-117?

The network programs with 50% or more children in the audience
with one exception were all shown on the networks on Saturday and
Sunday mornings between the hours of 8:00 a.m. and 1:00 p.m. (EST) in
all three months. The single exception wés Captain Kangaroo, which
averaged over 70% children in the audience and is shown Monday through
Friday from 8:00-9:00 a.m. {(EST).

The total number of different programs across the three

months which met the 50% or more children in the audience criterion
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was 44, out of a total of 248 programs. The audiences for these pro-
grams ranged between 51.3% and 75.5% children 2-51 years of age.

The data in Table II provide a listing of the 14 product
categories advertised in programs with 50% or more children in the
audience. During fhe three months of February, May, and November 1977

‘there were 3,707 éds in these programs amounting to an ad expenditure
of $25,624,800. Nearly 60% (58.1%) of these ads were for Foods and
Beverages and the remaining 40% (41.9%) for Non-Food products. Within
the Food and Beverage group of products, Highly Sugared Cereals com-
prised over one-fourth (26.9%) of all ads, followed by Candy (12.7%).
In the Non-Food group of advertising, over one-third (35.0%) of all
ads was for Games, Toys, Hobbycraft.

Table II indicates the kinds of products advertised in pro-
grams with audiences composed of 50% or more children. Table III
indicates the percentage of each product category that was advertised
in these programs versus those products advertised in all other net-
work programs. Over half of all network ads for three of the product
categories were in programs with over 50% children in the audience:
Highly Sugared Cereals (73.0%), Candy (51%), and Games, Toys, Hobby-
craft (56.8%). Only four other product categories had over 20% of
all commercials in these programs. They were Footwear (23.9%),
Cookies (32.2%), Regular Gum (24.2%), and Bicycles (23.2%).

Another way of viewing the data in Table III is to note what
was not advertised in these programs or at least not advertised in
significant amounts. For example, there were no advertisements for

Desserts and Dessert Ingredients, Ice Cream, Fresh Fruit, Raisins,
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rasLl 11, Prodguct Categories Represented in Network TV Programs with 50% or more Children
in Audience.

Network Programs
50% + Child Audience
Product Category ’ % of % of
No. of . § EST Total Total
Camm © (000). Cormm $
1. Highly Sugared
Cereals v 997 5741.1 26.9 22.4
2. Candy . 469 4059,9 12.7 15.8
/
3. Other Cereals _~ 226 1401.3 6.1 5.5
4. Regular Gum v/ 58 404.3 1.6 1.6
5. Non-Carbonated
Beverages 54 417.0 1.5 1.6
'6. Cockies Ve 47 280.4 1.3 1.1
7. Cakes, Pies & g
Pastries 4 15 154.5 0.4 0.6
8. All Other Food & -
Beverage v 288 1735.8 7.8 6.8
Total Food & Beverage 2154 14194.3 58.1 55.4
9. Games, Toys & //
Hobbycraft 1296 8483.9 35.0 33.1
10. Restaurants & v
Drive-Ins 105 2075.0 2.8 8.1
11. Footwear /o 26 168.8 0.7 0.7
12. Bicycles / 2\ 49.8 0.6 0.2
i\
/ A ,
13. Dental Supplies / 10" 27.¢ 0.3 0.1

25 56€1

3755



kbt e A R AAAUC L LU LS LSO INSULEDELILTEU Al INTSLEWULN. LV L LWL LD Wl L v o e

CONTINUED in Audience.

Network Programs
50% + Child Audience

Product Category - % of % of
' No. of $ EST Total Total

Comm {000) Conm $
14. All Other Advertising 93 625.2 2.5 2.4
Total Non-Food 1553 11430.5 41.9 44.6
TOTAL 3707 25624.8 100.0 100.0

26
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TABLE III. Product Category Comparisons of Network TV Programs with 507 or more

“«

Children in Audience with All Network TV Programs (February, May, November).

&
1 3
, Network Progs. All Network Percentage of
Product Category 507%+ Child Programs Commercials & Dollars
' Audience in Programs with 50%
or more Children in Au
No. of § EST No. of $ EST % of % of § ESI
Comm (000) Comm (000) Comm
1. Footwear 26 168.8 109 1472.1 23.9 11.5
2. Dental Supplies 10 27.8 570 15229.9 1.8 0.2
3. Desserts & Dessert:
Ingredients - - 1115 12923.2 0.0 0.0
4, Highly Sugared
Cereals 997 5741.1 1365 10532.0 73.0 54.5
5. Other Cereals 226 1401.3 1449 19699.8 15.6 7.1
6. Ice Cream - - 5 12.6 0.0 0.0
7. Fresh Fruit - - 3 19.5 0.0 0.0
58' Raisins - - 41 393.6 0.0 0.0
9. Canned Fruit - - 65 688.1 0.0 0.0
10. Cakes, Pies,
Pastries 15 154.5 245 2975.6 6.1 5.2
11. Cookies 47 280.4 146 1748.6 32.2 16.0
12. Crackers - - 214 3246.5 0.0 0.0
13. Truit Juices - - 318 3869.4 0.0 0.0
14. Candy 469 4059.9 921 9398.0 51.0 43.2
15. Regular Gum 58 404.3 240 3987.5 24.2 10.1
16. Sugarless Gum - - 125 2179.1 0.0 0.0
17. Appetizers, Snacks,
Nuts - - 627 8606.0 0.0 0.0
18. Regular Carbonated
Beverages - - 190 4563.0 0.0 6.0

27
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TABLE ITI.Product Category Comparisons of Network TV Programs with 507% or more
CONTINUED Children in Audience with All Network TV Programs (February, May, November).

1 - 2 3
Network Progs. All Network Percentage of °
Product Category 50%+ Child ' Commercials & Dollars
Audience in Programs with 507
br more Children in Auc
No. of $ EST |No. of § EST % of % of § EST .
Comm (000) Comm (000) Comm
19. Diet Carbonated
Beverages - - 128 2426, 0.0 0.0
20. Non-Carbonated :
Beverages 54 417.0 590 7376. 9.2 5.7
21. Bicycles 23 49.8 99 _ 439, 23.2 11.3
22. Games, Toys,
Hobbycraft 1296 8483.9 2280 24672, 56.8 34.4
?3. Restaurants &
‘ Drive~Ins 105 2075.0 555 21579. 18.9 9.6
¢4. Beer, Wine, Mixers - - 1373 36282. 0.0 0.0
5. 11 Other Food &
Beverages 288 1735.8 8287 108388. 3.5 1.6
D6. All Other Advertising
Except Food &
Beverages 93 625.2 34531 677948. 0.3 0.1

20
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Canned Frﬁit, Crackers, Fruit Juices, Sugar]ess'Gum, Appetizers,
Snacks, Nuts, Regular or Diet Carbonated Drinks, and, of course, no
Beer, Wine or Mixers. The percentage of Dental Supplies advertising
in these programs was insignificant. Only 1.8% of all Dental Supplies
advertising on network programs was included in programs with 50% or
more children in the audience.

B. 30% or More Children in Audience. Programs with 30% or

more children in the audience tended to be concentrated on Saturday ‘
and Sunday (93% of all programs were shown on Saturday and Sunday).

In fact, with five exceptions, a11 programs had starting times between
7:30 a.m. and 1:00 p.m. (EST) on Saturdays and Sundays. The excep-
tions were Captain Kangaroo, Jungle Book (Friday, 8:00 p.m.),

Happy Days--Daytime (Monday-Friday, 11:00 or 11:3C a.m.), and Here's
Lucy (Monday-Friday, 10:00 a.m.). Only one program, dungle Book, was
shown during prime time. The total number of network programs with
30% or more children in the audience was 56 (out of a total of 248
programs) across the three months of February, May, and November 1977.
The number of programs with 50% or more children in the éudience was
44, compared with 56 that had 30% or more children in the audience.

In other words, only 12 additional programs had between 30% and 50%
child audience shares.

Table IV contains the 21 product categories advertised in
programs with audiences of 30% or more children 2-11. There were
4,561 ads in programs having 30% or more children in the audience.

The 60-40 split between Food and Beverage advertising and Non-Food

advertising was maintained in these programs. About one-fourth
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Children in ﬁudience.

——— g ————

Network Programs
30% + Child Audience

56€6

Product Category . % of % of
No. of $ EST Total Total
Corm (000) Cormm $
1. Highly Sugared
Cereals 1106 6506.7 24.2 20.2
]
2. Candy 553 4563.6 12.1 14.2
3. Other Cereals 259 1573.0 5.7 4.9
4. Non-Carbonated
Beverages |, 80 589.9 1.8 1.8
5. Regular Gum 69 469.3 1.5 1.5
6. Cookies 53 320.8 1.2 1.0
7. Appetizers, Snacks
& Nuts 47 365.3 1.0 1.1
8. Cakes, Pies
& Pastries 19 181.9 0.4 0.6
9. Desserts & Dessert
Ingredients 15 72.8 - 0.3 0.2
10. Fruit Juices 9 46.1 0.2 0.1
11. Sugarless Gum 4 20.8 0.1 0.1
12. Crackers 2 11.0 0.0 0.0
13. Regular Carbonated
' Beverages 2 11.0 0.0 0.0
)14, Diet Carbonated :
Beverages 1 4.9 0.0 - 0.0




- e r e e e re g wew CPLCOTLILEU LI NELWOLK LTV PYOgrams with 3U% Or more
QONTINUED Children in Audience.

Network Programs
30% + Child Audience

Product Category v % of % of
- No. of $ EST Total Total
Corm (000) Cormm S
15. All Other Food
& Beverage 445 2667.6 9.8 8.3
Total Food & Beverage 2664 17404.7 58.3 54.0
16. Games, Toys
& Hobbycraft 1457 9870.8 31.9 30.7
17. Restaurants &
Drive-Ins 124 2356.5 2.7 7.3
18. Footwear 27 173.7 0.6 0.5
{19. Bicycles 23 49.8 0.5 0.2
20. Dental Supplies 14 . 48.6 0.3 0.2
21. Al]l Other Advertising 252 2288.4 5.5 7.1
Total Non-Food 1897 14787.8 41.5 46.0
TOTAL 4561 32192.5 29.8 100.0
31 5667
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(24.2%) of all advertisinq in these programs was for Highly Sugared
Cereals and about 32% for Games, Toys, Hobbycraft. The only other
product category with a significant amount of advertising in these
programs was Candy, with 12.1% of all ads.

The data in Table V provide a listing of all product cate-
gories and present the number of commercials and the dollars expended
for products advertised in network programs (February, May, November)
with 30% or more children in the audience. The number of commercials
and the amount of dollars expended to purchase the commercial time are
expressed as a percentage of all advertising on network TV for those
product categories for three months.

Those product categories with over half of their total net-
work commercia1s.in programs with 30% or more children in the audience
were Highly Sugared Cereals (81.0%), Candy (60.0%), and Games, Toys,
Hobbycraft (63.9%). These are the same product categories that had
over half of their network commercials in programs with 50% or more
children in the audience. Those product categories with between
20% and 50% of their commercials in programs with 30% or more children
in the audience were Footwear (24.8%), Cookies (36.3%), Regular Gum
(28.8%), Bicyc1eé (23.2%), and Restaurants and Drive-Ins (22.3%). In
other words, only Restaurants and Drive-Ins is added to the list of
advertisers in programs with 30% or more children in the audience as
compared to 50% or more children in the audience.

There was no Ice Cream, Fresh Fruit, Raisins, Canned Fruit,

or Beer, Wine or Mixers advertised in these programs. Most other
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TABLE V. Product Category Comparisons of Network TV Programs with 307%
Children in Audience with A1l Network TV Programs (February,

Oor more

May, November),

1

2

3

33

Network Progs. All Network Percentage of
Product Category 307+ Child Programs Commercials & Dollare
Audience in Programs with 307%-
Children
No. of $ EST No. of $ EST Z of % § EST
Comm (000) Comm (000) Comm
1. Footwear 27 173.7 109 1472, 24.8 11.8
2. Dental Supplies 14 48.6 570 15229. 2.5 0.3
3. Desserts & Dessert
Ingredients 15 72.8 1115 12923. 1.3 0.6
4., Highly Sugared
Cereals 1106 6506.7 1365 10532. 81.0 61.8
5. Other Cereals 259 1573.0 1449 19699. 17.9 8.0
6. Ice Cream - - 5 12. 0.0 0.0
7. Fresh Fruit - - 3 19. 0.0 0.0
;8. Raisins - - 41 363, 0.0 0.0
9. Canned Fruit - - 65 688. 0.0 0.0
10. Cakes, Pies, .
Pastries 19 181.9 245 2975. 7.8 6.1
11. Cookies 53 320.8 146 1748. 36.3 18.3
12. Crackers 2 11.0 214 3246.! 0.9 0.3
13. Fruit Juices 9 46.1 318 3869. 2.8 1.2
L4, Candy 553 4563.6 921 9398. 60.0 48.6
5. Regular Gum 69 469.3 240 3987. 28.8 11.8
L6. Sugarless Gum 4 20.8 125 2179. 3.2 1.0
7. Appetizers, Snacks,
Nuts 47 365.3 627 8606. 7.5 4.2
18. Regular Carbonated
Beverages 2 11.0 190 4563. 1.1 0.2



TABLE V. DProduct Category Comparisons of Network TV Programs with 30% or more
CONTINUED Children in Audience with All Network TV Programs (February, May, November),

1, ' 2 3
Network Progs. All Network Percentage of
Product Category 30%+ Child - Programs Commercials & Dollars
Audience . in Programs with 30%+
Children
No. of § EST No. of $ EST % of % $§ EST
Comm (000) Comm (000) Commn
19. Diet Carbonated
Beverages 1 4.9 128 2426.0 0.8 0.2
20. Non-=Carbonated .
Beverages 80 | 589.9 590 7376.1 13.6 8.0
21. Bicycles - 23 49,8 99 439.0 23.2 11.3
22. Games, Toys,
Hobbycraft 1457 9870.8 2280 24672.1 63.9 40.0
23. Restaurants, :
Drive-1Ins 124 2356.5 555 21579.6 22.3 10.9
24. Beer, Wine, Mizers - - 1373 36282.5 0.6 0.0
25. All Other Food &
Beverage ‘ 445 2667.6 8287 108388.5 5.4 2.5
26. All Other Advertising
Except food &
Beverage 252 2288.4 34531 677948.6 0.7 0.3

34
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products were advertised in insignificant amounts, except Other Cereals
(17.9%) and Non-Carbonated Beverages (13.6%).

C. 20% or More Children in Audience. The total number of

different programs across the three months which had 20% or more
children in the audience was 75 out of 248 programs. This compares
with 44 programs with 50% or more children in the audience and 56 dif-
ferent network programs that had 30% or more children in the audience.
Nearly three-fourths (71%) of these 75 programs had starting times
between 7:30 a.m. and 1:00 p.m. on Saturdays and Sundays. Eighteen
programs (24%) were shown in prime time and had starting times from
7:00 to 8:30 p.m. (EST).

Table VI_indicates the 24 product categories advertised in
programs with 20% or more children in the audience. In these programs
the division of Food and Beverage advertising and Non-Food advertising
is about evenly split: 52.0% of all ads were for Food and Beverage
products and 48% for Non-Food products. The advertising expenditures,
However, are not equal, with about 60% of the advertising expenditures
for Non-Food products and about 40% for Food and Beverage products.

Those product categories with the largest proportions of
their products advertised in programs with 20% or more children
were: Games, Toys, Hobbycraft (23.5%), A1l Other Advertising (20.0%),
Highly Sugared Cereals (17.7%), Other Food and Beverage (12.0%), and
Candy (9.6%). V

Table VII provides a listing of all product categories and
notes which product categories were advertised in programs having

20% or more children in the audience. In addition, these product
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TABLE VI.

Product Categories Represented in Network TV Programs with 20% or more
Children in Audience.

RRT?

Network Programs
20% + Child Audience
Product Category % of % of
No. of $ EST Total Total
Corm (000) Cormm $
1. Highly Sugared
Cereals 1120 7026.9 17.7 7.7
2. Candy 608 5782.2 9.6 6.3
3. Other Cereals 308 3260.7 4.9 3.6
| 4. Non-Carbonated
Beverages 105 1477.1 1.7 1.6
5. Regular Gum 90 1022.0 1.4 1.1
6. Appetizers, Snacks ;
& Nuts 67 783.6 1.1 0.9
7. Desserts & Dessert
Ingredients 60 1575.7 1.0 1.7
8. Cookies 59 588.8 0.9 0.6
9. Cakes, Pies
& Pastries 24 387.8 0.4 0.4
10. Regular Carbonated
Beverages 18 653.6 0.3 0.7
11. Fruit Juices 16 168.0 0.3 0.2
12. Beer, Wine, Mixers 16 549.5 0.3 0.6
:113. Sugarless Gum 13 299.6 0.2 0.3
14. Crackers 12 358.7 0.2 0.4




OONPINUED Children in Audience.

e ————— W\_vvv.n..a-\..u aveprooTLILEU L INLEWOTK EAY r’rOgI‘am‘o Wit ZU% Or rore

" Network Programs
20% + Child audience

Product Category - % of % of
' No. of $ EST Total Total
Cormm (000) Car. S
15. Raisins 7 45.5 0.1 0.C
16. Diet Carbonated
Beverages 5 163.3 0.1 0.2
17. Canned Fruit 1 47.5 0.0 0.1
18. All Other Food
& Beverages 761 11661.3 12.0 12.7
Total Food & Beverage 3290 35851.8 52.0 39.1
RQ. Games, Toys
& Hobbycraft 1488 10874.2 23.5 11.6
20. Restaurants &
Drive-Ins 182 5965.7 - 2.9 6.5
21, Dental Supplies 53 1098.0 0.8 1.2
22. Footwear 30 292.2 . 0.5 0.3
23. Bicycles 23 149.8 0.4 0.1
24. All Other Advertising 1268 37507.7 20.0 40.9
Total Non-Food 3044 55787.6 48.1 60,9
TCTAL 6334 91639.4 100.0 100.0

5673




TABLE VII. Product Category Comparisons of Network TV Programs with 20% or more
Children in Audience with All Network TV Programs (February, May, November),

e o

39

1 A 2 3
Network Progs. All Network Percentage of
Product Category 20% Child Programs Commercials & Dollar:
Audience In Programs with 20%
or _more Children
No. of $ EST No. of $ EST % of % § EST
Comm (000) Comm (000) Comm
1. Footwear 30 292.2 109 1472.1 27.5 15.8
2. Dental Supplies 53 1098.0 570 15229.9 9.3 7.2
3. Desserts & Dessert
Ingredients 60 1575.7 1115 12923.2 5.4 12.2
4. Highly Sugared
Cereals 1120 7026.9 1365 10532.0 82.1 66.7
5. Other Cereals 308 3260.7 1449 19699.8 21.3 16.6
6. Ice Cream - - 5 12.6 0.0 0.0
7. Fresh Fruit - - 3 19.5 0.0 0.0
8. Raisins 7 45,5 41 393.6 17.1 11.6
9. Canned Fruit 1 47.5 65 688.1 1.5 6.9
10. Cakes, Pies,
Pastries 24 387.8 245 2975.6 9.8 13.0
11. Cookies 59 588.8 146 1748.6 40.4 33.7
12. Crackers 12 358.7 214 3246.5 5.6 11.0
13. Fruit Juices- 16 168.0 318 3869.4 5.0 4.3
14. Candy 608 5782.2 921 9398.0 -66.0 61.5
L5. Regular Gum 20 1022.0 240 3987.5 37.5 25.6
16. Sugarless Gum 13 299.6 125 2179.1 10.4 13.7
17. Appetizers, Snacks,
Nuts 67 783.6 627 8606.0 10.7 9.1
18. Regular Carbonated
Beverages 18 . 653.6 190 4563.0 9.5 14.3



TABLE VII. Product Category Comparisons of Network TV Programs with 207%
CONTINUED Children in Audience with All Network TV Programs (February,

or more
May, November),

40

1- 2 3
Network Progs. A1l Network Percentage of
Product Category 20% Chilad Programs Commercials & Dollars
Audience In Programs with 20%
or more Children
No. of $ EST No. of $ EST % of % $§ EST
Comm (000) Comm (000) Comm
19. Diet Carbonated
Beverages 5 163.3 128 2426.0 3.9 6.7
20. Non-Carbonated
Beverages 105 1477.1 590 7376.1 17.8 20,0
21. Bicycles 23 49.8 99 439.0 23.2 11.3
22. Games, Toys,
Hobbycraft 1488 10874.2 2280 24672.1 65.3 24.2
23. Restaurants &
Drive-Ins 182 5965.7 555 21579.6 32.8 27.6
624. Beer, Wine, Mixers 16 549.5 1373 36282.5 1.2 1.5
25, All Other Food &
Beverage 761 11661.3 8287 &08388.5 ‘9.2 4 10.8
26. All Other Advertising T
Except Food &
Beverage 1268 37507.7 34531 577948.6 3.7 5.5
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categories are compared Wigh the advertising contained in all network
programs for the same period of time (February, May, November 1977).
Nearly all 26 of the product catégories are represented in
these programs. Only two, Ice Cream and Fresh Fruit, had no adver-
tising in these network programs. Once again, Highly Sugared Cereals
(82.1% of all commercials for this product category), Candy (66.0%),
and Games, Toys, Hobbycraft (65.3%) all had more than 50% of their
commercials in programs having 20% or more children in the audience.
The following product categories had between 20% and 50% of
all of their network TV commercials in programs with audiences com-
posed of 20% or more children: Footwear (27.5%), Other Cereals
(21.3%), Cookies (40.4%), Regular Gum (37.5%), Bicycles (23.2%), and
Restaurants and Drive-Ins (32.8%). Dental Supplies, Desserts and
Dessert Ingredients, Canned Fruit, Cakes, Pies and Pastries, Crackers,
Fruit Juices, Regular and Diet Carbonated Drinks, and Beer, Wine
and Mixers all had less than 10% of their total network advertising
{n programs with 20% of mare children in the audienceQ

Summary: Share of Audience. In comparing the three levels of

child audience shafe, several points should be noted. First, three
product categories stand out as having most of their commercials con-
centrated in programs attract}ng 20% or more children in the audience.
These categofies are Highly Sugared Cereals, Candy, and Games, Toys,
Hobbycraft. In all three analyses, these product categories had more
than half of all commercials on network TV in the programs of interest.
Second, as the child audience share decreases the number of

product categories represented in the programs increases. In other

|
1
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words, in programs with an audience composed of 50% or more children
there are fewer product categories advertised tﬁan in programs having
30% or 20% or more children in the audience.

Another way of expressing this point is to compare the dis-
tribution of advertisements in network programs with different child
audience shares. Table VIII contains such a comparison. The first
row of Table VIII displays the distribution of se]eéted product ads
for all network programs shown during February, May, and November 1977.
The second row shows the proportions of ads for the same product
categories for programs having 20% or more children in the audience.
The third and fourth rows display the same data for programs having
30% or more and 50% or more children in the audience. As the child
audience share increases, the proportion of ads for Highly Sugared
Cereals, Candy, and Games, Toys, Hobbycraft, and Bicycles increases.
Also, when the child audience shares increase the advertising of a]]
other products decreases from 43.1% of all advertising with 20% or
more children in the audience to about 20% of all advertising when
half or more of the audience is composed of children. Bar graphs
depicting some of these relationships are contained in Appendix H.

Third, most of the programs in which children comprise a
significant share of the augience are shdwn on Saturday and Sunday
morning. This is certainly true for the 50% and 30% or more child
audience shares. It is somewhat less true for the 20% or more child
audience share.

Finally, as the child audience share decreases from 50% or

more to -20% or more, the proportion of the estimated dollars expended
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TABLE VIII. Percentages of Network Advertisements within Different Program Groups for Selected Product Catesgories (Mumber),

All Network
Programs

Network Programs
with 20% + Children
in Audience

Network Programs
with 30% + Children
in Audience

Network Programs
with 50% + Children
in Audience

Highly Sugared Candly - Sugared Cther Highly Games, Toys, All Other
Cereals Drinks Sugared Foods | Hobbycrafts, Advertising
® *x & Bicycles

2.5% 1.7% 1.4% 3.3% 4.3% 86.9%
(1365) (921) (780} (1857) (2379) (48,289)
17.7% 9.6% 1.9% 3.8% 23.9% 43.1%
(11.20) (608) (123) (241) (1511) (2731)
24.2% 12.18 1.8% 3.4% 32.4% 26.0%
(1106) (553) (82) (156) (1480) (1184)
26.9% 12.7% 1.5% 3.2% 35.6% 20.2%
(297) (469) (54) (120) (1319) (743)

*

*%k

Sugared Drinks includes Regular Carbonated Beverages and Non-Carbonated Beverages.

Includes Regular Gum, Cockies, Cakes, Pies, Pastries, Desserts, and Dessert Ingredients,

Canned Fruit, Raisins, Ice Cream.
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to purchase the advertisimg increases. For exawp]e, in those programs
with 50% or more children in the audience, about half of the total
dollars devoted to advertising Highly Sugared Cereals was expended.

In comparison, when the child audience share decreased to 20% or more
children in the audience, two-thirds of all dollars expended on Highly
Sugared Cereals was spent in these programs. The 1ikely explanation
for this increase is due not only to an increase in the number of pro-
grams and commercials, but also due tb the fact that prime time pro-
grams have substantially higher advertising rates than programs shown
on Saturday and Sunday mornings and a number of prime time programs
are included in the 20% or more child audience share group of programs.
On the other hand, only one prime time program appears in the group of

programs with 30% or 50% or more children in the audience.

IIT1. Rating (Number of Children in Audience)

A second way of addressing the child audience for network
programs is to examine what products are advertised when a certain
number of children are in the audience. This section analyzes net-
work progrems by the child audience rating, or the total number of
children 2-11 in the audience. Arbitron has ranked the top 50 net-
werk television programs by the number of children 2-11 in the audi-
ence. The titles of these programs and relevant audience information
are contained ih Appendix C.

In February, May, and November 1977 the highest child (2-11)
rating for any network program was 47; in other words, 47% of all

children in the United States watched the program. The median child
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rating for the top 50 programs ranked by Arbitrqn was 13.4. An
examination of the child audience ratings for the programs ranked by
Arbitron revealed three breaks which seemed appropriate to analyze.

The first division was made when the child audience for pro-
grams contained 8,000,000 or more children. According to Arbitron,
a program having 8,000,000 children in the audience would have a child

14 . ..
A second division was con-

audience rating of from 23.8 to 24.9.
structed when the number of children in the audience was 5,000,000 or
more, or a child audience rating of 14.9 to 15.5. The third and final
division was constructed when the child audience was 3,500,000 or
more, with a rating of 10.4 to 10.9. Each of these levels of the

number of children in the audience is addressed separately.

A. 8,000,000 or More Children in Audience. On network tele-

vision in February, May, and November 1977 there were\0n1y nine dif-
ferent programs which had 8,000,000 or more children in the audience
out of a total of 248 programs. These programs were Happy Days,
Laverne and Shirley, Donny and Marie Osmond Show, Bionic Woman, Six
" Million Dollar Man, Wonderful World of Disney, Welcome Back, Kotter,
Hardy Boys/Nancy Drew Mystery Hour, and What's Happening. A1l of
these programs were shown in prime time and had starting times of

between 7:00 and 8:30 p.m. (EST). Only three of the nine programs
were shown on Saturday or Sunday evening, with the remainder distrib-
uted throughout the week.

The product categories advertised in these programs are

divided into two groups in Table IX. The two groups are Food and

Beverage and Non-Food advertising. One-third of the advertising in
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Children in Audience,

Network Programs With
8,000,000 + Children
Product Category .in Audience
% of $ of
No. of $ EST “Total Total
Comm (000) Comm $
1. Other Cereals 17 881.5 3.2 3.1
2. Candy 12 555.9 2.2 2.0
3. Desserts & Dessert
Ingredients 11 773.2 2.0 2.7
4. Regular Carbonated
Beverages 8 379.0 1.5 1.3
5. Beer, Wine, Mixers 8 219.7 1.5 0.8
6. Highly Sugared
Cereals 5 - 237.5 0.9 0.8
7. Non-Carbonated
Beverages 4 178.0 0.7 0.6
8. Cookies 3 139.0 0.6 0.5
9. Sugarless Gum 3 150.7 0.6 0.5
10. Appetizers, Snacks
& Nuts 3 131.8 0.6 6.5
11. Diet Carbonated
Beverages 2 111.8 0.4 0.4
12. Crackers 2 88.4 0.4 0.3
13. Regular Gum 2 146.1 0.4 0.5
14, Cakes, Pies
& Pastries 2 88.4 0.4 0.3
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TABLE IX. Product Categories Represented ih Network TV Programs with 8,000,000 or more
CONTINUED children in Audience.

Network Programs With
8,000,000 + Children
Product Category in Audience
% of + % of
No. of $ EST Total Total
Comm (000) . Comm $
‘15. Canned Fruit 1l 47.5 0.2 0.2
16. All Other Food ‘
& Beverage . 94 4185.9 17.5 14.7
Total Food & Beverage 177 8314.4 33.0 29.2
17. Restaurants & :
Drive-Ins 29 1985.0 5.4 7.0
18. Dental Supplies 13 648.0 2.4 2.3
19. Games, Toys
& Hobbycraft 6. 424.0 1.1 1.5
[20. All Other Advertising 312 17135.0 58.1 60.1
Total Non-Food 360 20192.0 ~ 67.0 70.8
TOTAL 537 28506.4 100.0 100.0
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programs with 8,000,000 or" more children in the audience was for

Food and Beverage products. Two-thirds was for Non-Food advertising.
This division between Food and Beverage products and Non-Food products
is nearly identical to that for all network advertising (see Table I).
In other words, these programs, in terms of their Food and Beverage
énd Non-Food advertising, tend to be representative of all network
programs. Nearly 80% of all advertising in these programs was for
Other Food and Beverage advertising or Other AdVertising. Restaurants
and Drive-Ins have 5.4% of the total number of commercials in these
programs, followed by Other Cereals (3.1%), Dental Supplies (2.4%),
and Candy (2.2%). A1l other product categories account for 2.0% or
Jess of the total amount of advertising in these programs.

Table X provides a listing of all 26 product categories and
notes which product categories were included in programs having
8,000,000 or more children in the audience for the three months.
Twenty of the 26 product categories were represented in the nine pro-
grams. Foétwear, Ice Cream, Fresh Fruit, Raisins, Fruit Juices, and |
Bicycles were not advertised in these programs during the three months.
As can be seen from Table X, none of the product categories had large
proportions of their total ads for the three months in these programs,
which is not surprising since only nine programs were included. Only
the product category of Restaurants and Drive-Ins had over 5% of its
ads in programs having 8,000,000 or more children. Most product cate-

gories had less than 2.0% of their ads in these programs.
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TABLE X.

Product Category Comparisons of Network TV Programs with 8,000,000 or more

(Child Audience Rating of 23.8-24.9) Children in Audience with All Network

TV Programs (February, May, Novembe ; ;34,5Cj
2 3
Network Progs. All Network Percentage of
Product Category Child Audience Programs Commercials & Dollar
of 8,000,000+ in Programs with
8,000,000+ Children
No. of $ EST No. of $ EST % of % of § EST
, Comm (000) Comm (000) Comm
1. Footwear - - 109 1472.1 0.0 0.0
2. Dental Supplies 13 648.0 570 15229.9 2.3 4.3
3. Desserts & Dessert
Ingredients 11 773.2 1115 12923.2 1.0 6.0
4. Highly Sugared
Cereals 5 237.5 1365 10532.0 0.4 2.3
5. Other Cereals 17 881.5 1449 19699.8 1.2 4.5
6. Ice Cream - - 5 12.6 0.0 0.0
7. Fresh Fruit - - 3 19.5 0.0 © 0.0
* 8. Raisins - - 41 393.6 0.0 0.0
‘9. Canned Fruit 1 47.5 65 688.1 1.5 6.9
10. Cakes, Pies,
Pastries 2 88.4 245 -2975.6 0.8 3.0
11. Cookies 3 139.0 146 1748.6 2.1 7.9
12. Crackers 2 88.4 214 3246.5 0.9 2.7
13. Fruit Juices - - 318 3869.4 0.0 0.0
14. Candy 12 555.9 921 9388.0 1.3 5.9
5. Regular Gum 2 146.1 240 3987.5 0.8 3.7
6. Sugarless Gum 3 150.7 125 2179.1 2.4 6.9
17. Appetizers, Snacks, .
Nuts 3 131.8 627 8606.0 0.5 1.5
18. Regular & ted .
Booopar oy Cirpomate 8 379.0 1190 4563.0 4.2 8.3
5684
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TABLE X.

Product Category Comparisons of Network TV Programs with 8,000,000 or more

CONTINUED (Child Audience Rating of 23.8-24.9) Children in Audience with All Network

TV Programs (February, May, November).

lr

Network Progs.

2

All Network

3

Percentage of

50

Product Category Child Audience Programs Commercials & Dollar
of 8,000,000+ in Programs with
8,000,000+ Children
No. of $ EST No. of $ EST Z of Z of § EST
Comm (000) Comm (000) Comm

19. Diet Carbonated

Beverages 2 111.8 128 2426.0 1.6 - 4.6
20. Non~Carbonated '

Beverages 4 178.0 590 7376.1 0.7 2.4
21. Bicycles - - 99 439.0 0.0 0.0
22. Games, Toys,

Hobbycraft ) 424.0 2280 24672.1 0.3 1.7
23. Restaurants &

Drive-Ins 29 1985.0 555 21579.6 5.2 9.2
424. Beer, Wine, Mixers 8 219.7 1373 36282.5 0.6 0.6
25. A1l Other Food &

Beverages 94 4185.9 8287 108388.5 1.1 3.9
26. All Other Advertising

Except Food &

Beverages 312 17135.0 34531 677948.6 0.9 2.5
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B. 5,000,000 or More Children in Audience. There were 32

different network programs (out of a total of 248 programs) on the
air during February, May, and November 1977 with 5,000,000 or more
children in the audience. Of these 32 programs, 8 were on the air on
Saturday morning. The remainder, or 24 programs, were shown during
prime time, with 3 of these programs having beginning times of

9:00 p.m. (EST).

Table XI divides the products advertised in programs with
5,000,000 or more children in the audience :nto Food and Beverage and
Non-Food advertising. In these programs there is a 60-40 split of
advertising, or 60% of all ads were for Non-Food advertising and
40% for Food and Beverage products. Within the Food and Beverage
group, the largest product categories were All Other Food and Beverage
advertising‘(13‘ %), Highly Sugared Cereals (8.0%), Candy (5.9%),
Other Cereals (3.5%), and Beer, Wine, Mixers (2.2%). Al1l other
product categories represented 1.5% or less of the advertising in
these programs. In the Non-Food group, A1l Other Advertising
accounted for 44.3% of the total ads in these programs, followed by
Games, Toys, Hobbycraft (10.4%) and Restaurants and Drive-Ins (4.1%).

Table XII provides a listing of all product categories and
presents the number of commercials and the dollars expended for
categories of products advertised in network programs with 5,000,000
or more children in the audience. Twenty-two of the 26 product cgte-
gories were represented in these pfograms. There was no Ice Cream,
Fresh Fruit, Raisins, or Bicycles advertised in these praograms. The

product categories with 10% or mere of their ads in programs with

(94}
(9]
w
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TABLE XI. Product Categorles Represented in Network TV Programs with 5, 000 ,000 or
more Children in Audience.

[ Network Programs with
5,000,000 + Children
Product Category in Audience
S % of % of
No. of $ EST Total Total
Camm. ) (000) Camm S
1. Highly Sugared
Cereals 183 2893.3 8.0 3.0
2. Candy 134 2521.7 5.9 2.6
3. Other Cereals 80 2891.3 3.5 3.0
4., Beer, Wine, Mixers 51 1869.7 2.2 2.0
5. Non-Carbonated :
Beverages 34 892.0 1.5 0.9
6. Desserﬁs & Dessert _ _
3 Ingredients 29 1775.1 1.3 1.9
7. Appetizers, Snacks
& Nuts 24 824.9 1.0 0.9
8. Regular Gum 21 560.2 a.9 0.6
9. Cookies 17 - 164.2 0.7 0.2
10. Regular Carbonated
Beverages 14 740.0 a.6 0.8
11. Cakes, Pies
& Pastries 9 264.7 0.4 0.3
12. Sugarless Gum 7 317.7 .3 0.3
13, Crackers 6 253.9 0.3 0.3
4. Fruit Juices 4 235.0 0.2 0.2
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TABLF XI. Product Categories Represented in Network TV Programs with 5,000,000 or
CONTINUED more Children in Audience.

Network Programs with
5,000,000 + Children
Product Category in Audience
; % of % of
No. of $ EST Total Total
Comm (000) Comm $
15. Diet Carbonated
Beveraces 4 206.9 0.2 0.2
16. Canned Fruit 2 120.0 0.1 0.1
17. All Other Food
& Beverage 297 12626.1 13.0 13.2
Total Food & Beverage 916 29160.3 40.0 30.5
18. Games, Toys : :
& Hobbycraft 238 4778.1 10.4 5.0
19. Restaurants &
; Drive-Ins 93 4936.8 4.1 5.2
20. Dental Supplies 22 1180.3 1.0 1.2
21. Footwear 7 171.6 0.3 0.2
22. All Other Advertising 1014 55535.0 44.3 58.0
Total Non-Food 1374 66601.8 60.0 69.5
TOTAL 2290 95762.1 100.0 100.0
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TABLE. XII. Product Category Comparisons of Network TV Programs with 5,000,000 or more
(Child Audience Rating of 14.9-15.5) Children in Audience with All Network

TV Programs,

1 2 3
Network”Progs. All Network Percentage of
Product Category Child Audience Programs Commercials & Dollar:
of 5,000,000+ in Programs with
5,000,000+ Children
No. of $ EST No. of $ EST % of % of § EST
, Comm (000) Comm (000) Comm
1. Footwear 7 171.6 109 1472.1 6.4 11.7
2. Dental Supplies 22 1180.3 570 15229.9 3.9 7.7
3. Desserts & Dessert
Ingredients . 29 1775.1 1115 12923.2 2.6 13.7
4. Highly Sugared
Cereals , 183 2893.9 1365 10532.0 13.4 27.5
5. Other Cereals 80 2891.3 1449 19699.8 5.5 14.7
6. Ice Cream - - 5 12.6 0.0 0.0
7. Fresh Pruit - - 3 19.5 0.0 | ‘0.0
‘8. Raisins | - - 41 393.6 0.0 0.0
9. Canned Fruit |2 120.0 65 688.1 3.1 17.4
10. " Cakes, Pies,
Pastries 9 264.7 245 2975.6 3.7 8.9
11. Cookies 17 164.2 146 1748.6 11.6 9.4
12, Crackers 6 253.9 214 - 3246.5 2.8 7.8
13. Fruit Juices 4 238.0 318 3869.4 1.3 6.2
14. Candy 134 2521.7 921 9398.0 14.5 26.8
15. Regular Gum © 21 560.2 240 3987.5 8.8 14.0
16. Sugarless Gum 7 317.7 125 2179.1 5.6 14.6
17. Appetizers, Smacks, ‘
Nuts 24 824.9 627 8606.0 3.8 9.6
18. Regular & Carbonated
Beverages 14 740.0 190 4563.0 7.4 15.2

54



TABLE XIT. Product Category Comparisons of Network TV Programs with 5,000,000 or more
CONTINUED (Child Audience Rating of 14,9-15.5) Children in Audience with All Network

TV Programs,

1 , 2 ‘ 3
Network Progs. All Network Percentage of
Product Category Child Audience Programs Commercials & Dolla
of 5,000,000+ in Programs with
5,000,000+ Childre
No. of $ EST No. of $ EST % of % of $ EST
Comm (000) Comm (000) Comm
19. Diet Carbonated : .
Beverages 4 206.9 128 2426.0 3.1 8.5
20. Non-Carbonated
Beverages 34 892.0 590 7376.1 5.8 12.1
21. Bicycles : - - 99 439.0 0.0 0.0
22. Games, Toys,
Hobbycraft 238 4778.1 2280 24672.1 10.4 19.4
23. Restaurants & , -
Drive-Ins 93 4936.8 555 21579.6 16.8 22.9
24. Beer, Wine, Mixers 51 1869.7 1373 36282.5 3.7 5.2
125. A1l Other Food &
Beverages 297 12626.1 8287 108388.5 3.6 11.6
26. All Other Advertising
Except Food &
Beverages }014 55535.0 34531 677948.6 2.9 8.2
5690
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5,000,000 or more children, were Restaurants and Drive-Ins (16.8% of
all éds during the three months), Candy (14.5%),‘High1y Sugared
Cereals (13.4%), Cookies (11.6%), and Gaﬁes, Toys, Hobbycraft (10.4%).
One other interesting point to be made about Table XII is that over
one-fourth of all advertising dollars expended during the three months
for High]y Sugared Cereals and Candy was spent in programs having
5,000,000 or more children in the audience.

C. 3,500.000 or More Chi]dreniin Audience. There were 60

network programs on the air during February, May, and November 1977
that had 3,500,000 or more children in the audience. Of these pro-
grams, 15 (25%) were shown on Saturday morning and the remainder were
shown during prime time.

Table XIII divides the advertising in programs with 3,500,000
or more children into two groups: Food and Beverage and Non-Food.
Food and Beverage advertising accounted for about 42% of all commer-
cials and Non-Food had about 58% of all commercials. Within the Food
and Beverage group, Ai] Other Food and Beverage advertising comprised
12.5% of all commercials, followed by Highly Sugared Cereals (9.0%),
Candy (7.6%), Other Cereals (3.4%), and Beer, Wine, Mixers (2.1%).
The remainder of the product categories comprised about 1.5% or 1es§
of the total ads in these programs. In the Non-Food group, A1l Other
Advertising accounted for 39.5% of all ads, followed by Games, Tcys,
Hobbycraft (13.1%) and Restaurants and Drive-Ins (4.1%).

Table XIV Tists all 26 product categories and indicates the
percentage of all ads for each product category contained in programs

having 3,500,000 children in the audience. Three product categories
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TAPLE XIIT. "Product Categories Represented in Network TV Programs with 3,500,000 or
CONTINUED more Children in Audience.

58

Network Programs With
3,500,000 + Children
Product Category in Audience
’ % of % of
No. of $ EST Total Total
Corm (000) Comin S
15. Fruit Juices 5 278.2 0.1 0.2
16. Canned Fruit 2 120.0 0.1 0.1
17. All Other Food :
& Beverages . 484 16558.7 ;2.5 12.1
Total Food & Beverage 1624 41074.4 41.9 30.1
18. Games, Toys,
& Hobbycraft 507 8100.1 13.1 5.9

- 19, Restaurants &

' Drive-Ins 159 7211.7 4.1 5.3
20. PLental Supplies 43 2285.3 1.1 1.7
21. Footwear 11 206.3 0.3 0.2
22. All Other Advertising 1533 77423.8 39.5 56.8

Total Non-Food 2253 95227.2 58.1 65.9
TOTAL 3877 136301.6 100.0 100.0
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TABLE XIV. Product Category Comparisons of Network TV Programs with 3,500,000 or more
(Child Audience Rating of 10.4-10.9) Children in Audience with All Network.

TV Programs.
1 2 3
Network Progs. All Network Percentage of
Product Category Child Audience Programs Commercials & Dollar
of 3,500,000+ in Programs with
3,500,000+ Children
No. of $ EST No. of $ EST % of %Z of § EST
, Comm (000) Comm (000) Comm
1. Footwear 11 206.3 109 1472.1 10.1 14.0
2. Dental Supplies 43 2285.3 570 15229.9 7.5 15.0
3. Desserts & Dessert
Ingredients 39 2176.6 1115 12923.2 3.5 16.8
4. Highly Sugared
Cereals 348 4564.9 1365 10532.0 25.5 43.3
5. Other Cereals | 133 3680.6 1449 19699.8 9.2 18.7
6. Ice Cream - - 5 12.6 0.0 0.0
7. Fresh Fruit - - 3 19.5 0.0 0.0
8. Raisins - - 41 393.6 0.0 0.0
‘9. Canned Fruit 2 120.0 65 688.1 3.1 17.4
10. Cakes, Pies, ‘
Pagtries 19 381.2 245 2975.6 7.8 12.8
11. Cookies 34 315.1 146 1748.6 23.3 18.0
12. Crackers 14 587.6 214 3246.5 6.5 18.1
13. Fruit Juices 5 278.2 318 3869.4 1.6 7.2
14. Candy 294 4011.6 921 9398.0 31.9 £2.7
15. Regular Gum 39 948.1 240 - 3987.5 16.3 23.8
16. Sugarless Gum 9 416.1 125 2179.1 7.2 19.1
17. Appetizers, Snacks,
Nuts 36 1058.8 627 8606.0 5.7 12.3
18§. Regular & Carbonated
Beverages 24 1113.3 190 4563.0 12.6 24,4
- {
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TABLE XIV.
CONTINUED

TV Programs.

Product Category Comparisons of Network TV Programs with 3,500,000 or more
(Child Audience Rating of 10.4-10.9) Children in Audience with All Network,

1“'

Network Progs.

2

All Network

3

Percentage of.

Product Category Child Audience Programs Commercials & Dolla
of 3,000,000+ in Programs with
3,500,000+ Children
No. of $ EST No. of $ EST % of % of $§ ES°
Corm (000) Comm (000) Comm '
19. Diet Carbonated
Beverages 6 286.8 128 2426.0 4.7 11.8
20. Non-Carbonated ,
Beverages 55 1726.3 590 7376.1 9.3 23.4
21. Bicycles - - 99 439.0 0.0 0.0
22. Games, Toys,
Hobbycraft 507 8100.1 2280 24672.1 22.2 32.8
23. Restaurants &
Drive-Ins 159 7211.7 555 21579.6 28.6 33.4
-
}24. Beer, Wine, Mixers 83 2850.5 1373 36282.5 6.0 7.9
|25. All Other Food &
Beverages 484 16558.7 8287 108388.5 5.8 15.3
26. All Other Advertising

Except Food & :

Beverages 1533 77423.8 34531 677948.6 4.4 11.4
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had over one-fourth of all their network ads in these programs:
Candy (31.9% of all ads), Restaurants and Drive;Ins (28.6%), and
Highly Sugared Cereals (25.5%). Product categories with 10% ok more
- of all network ads in these programs were: Cookies (23.3%), Games,
Toys, Hobbycraft (22.2%), Regular Gum (16.3%), Regular Carbonated
Beverages (12.6%), and Footwear (10.1%). There were no ads for

Ice Cream, Fresh Fruit, Raisins, or Bicycles.

Summary: Child Audience Rating

When the network programs are ané]yzed by the number of chil-
dren in the audience, several points should be noted. First, thé
percentage of Food and Beverage advertising and Non-Food advertising
remains relatively constant across the three divisions of 8,000,000,
5,000,000, and 3,500,000 children in the audience. The proportions
shift from one-third Food and Beverage advertising to two-thirds
Non-Food advertiéing in programs with 8,000,000 or more children in
the audience to about 40—60 in programs with 5,000,000 and 3,500,000
children in the audience.

Second, the product categories which tend to predominate in
; these programs are All Other Food and Beverage advertising and A1l
Other Advertising. It is not until the child audience size gets as
small as 3,500,000 or more that Highly Sugared Cereals, Candy, and
Games, Toys, Hobbycraft get close to or slightly above 10% of all
ads in the programs.

Third, when the child audience size is at 3,500,000 or more,

the percentage of all network advertising for Candy, Highly Sugared
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Cereals, Restaurants and Drive-Ins, Cookies, and‘Games, Toys,
Hobbycraft approaches 25% or more.

Finally, as can be seen in Table XV, as the child audience for
programs decreases in number the percentage of advertising of Highly
Sugared Cereals, Candy, and Games, Toys, Hobbycraft, and Bicycles
increases while the proportion of all other advertising decreases.

The advertising of Sugared Drinks and Other Highly Sugared Foods
remains relatively constant and is present in about the same propor-
tions as in all network programs. Bar graphs depicting some of these

relationships are contained in Appendix H.

IV. Gross Impressions

Gross impressions is an estimate of the probable number of
exposures for advertising messages. It is obtained by multiplying
the number of 30-second advertisements for a brand product by the
aLdience f9£~gﬁg_g£ggr§p in which the advertisement.appeared. “In
this study, these gross impressions were then summed across all brand
products within a product category. Gross impressions were computed
for relevant product categories for the three months for children
(2-11) and all other persons (12 years and older).

Tables XVI, XVII, and XVIII contain the gross impressions for
the product categories represented in programs having 50%, 30%, and
20% or more children in the audience. |

In programs having 50% and 30% or more children in the audi-
ence, the largest categories of gross impressions are for Games, Toys,

Hobbycraft, Highly Sugared Cereals, and Candy (see Tables XVI and XVII).
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TABLE XV. Percentage of Network Advertisements Within Different Program Gr

oups for Selected Product

Categories (Number),

All Network
Programs

Network vwomﬂmam
with 8,000,000 +
Children in Audience

Network Programs
with 5,000,000 +
Children in Audience

Network .Programs
with 3,500,000 +
Children in Audience

Highly Sugared Candy Sugared Other Highly Games, Toys, All Other
Cereals Drinks Sugared Foods | Hobbycraft, Advertising
* ** & Bicycles
2.5% 1.7% 1.4% 3.3% 4.3% 86.9%
(1365) (921) (780) (1857) (2379) (48,289)
0.9% 2.2% 2.2% 3.5% 1.1% 89.9%
(5) ° (12) (12) (19) (€) (483)
8.0% -5.9% 2.1% 3.4% 10.4% 70.3%
(183) (134) (48) (78) (238) (1609)
9.0% 7.6% 2.0% 3.4% 13.1% 64.9%
(348) (294) (79) (133) (507) (2516)

*

%k

Includes Regular Gum, Cookies, Cakes, Pies, Pastries, Desserts,
Canned Fruit, Raisins, Ice Cream.

Sugared Drinks includes Reqular Carbonated Beverages and Non-Carbonated Beverages.

and Dessert Ingredients,
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TABLE XVI. Comparison of Gross Impressions of Children 2-11 with All Other Persons (12+)
50%+ Children in Audience.

Product, Category Caitdren (2-11) Feron)
1. Footwear 80,344- 35,904
2. Dental Supplies 27,660 11,630
3. Highly Sugared Cereals 3,359,177 1,886,753
4. Other Cereals 785, 890 423,17
5. Cakes, Pies, Pastries 67,387 37,544
¢. Cookies 153,141 72,852
7. Candy 1,753,189 1,026,817
8. Regular Gum 214,161 124,369
9, Appetizers, Snacks, Nuts - 108, 337 55,928
10. Non-Carbonated Beverages 204,957 108,723
. Bicycles 61,878 24,757
*é. Games, Toys, Hobbycraft 4,448,733 2,892,595
13. Restaurants and Dgive-lns 422,720 273,265
14. All Other Food and Beverages 954,638 590, 355
15. Tyment Tacd sed Boyeosces 314,436 220,355
5633
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TABLE XVII. Comparison of Grecss Impressions of Children 2-11 with All Other Persons (12+)
30%+ Children in Audience. /
Product Category Chi%gggf)l (2-11) %O)S) 12+
1. Footwear '81 ,722 /37 ,638
2. Dental Supplies 39,152 : 35,181
3, Desserts and Pessert Ingredients 36,201 / 74,015
L. Highly Sugared Cereal 3,578,610 / 2,150,073
5, Other Cereal 850,595 / ' 529,180
¢. Cakes, Pies, Pastries ‘76,58}/ 50,045
. Cookies 167,556 89,861
g. Crackers ﬁ, 854 15,016
g, Fruit Juices / 25,975 52,815
10. Candy // 1,920,325 1,258,663
°. Regular Gum / 234,692 147,201
1“2_. Sugarless Gum /— 15,524 32,230
13. Appetizers, Snacks, Nuts / 156,925 142,890
14. Regular Carbonated Bevera/g,és 5,913 12,051
15, Non-Carbonated Beveragy‘s/ 259,428 196,728
16, Games, Toys, Hobby CZaft 4,786,275 3,278,445
17. Restaurants and %ve-lns 464,909 327,054
jg. All Other Food[é\d Beverages 1,128,318 1,283,032
All Other Ady{rtising Except
19. Food and Bevfrace 1.074,652 1,737,717
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. TABLE XVII, Ccmpa.rison of Gross Impressions of Children 2-11 with All Other Persons (12+)

30%+ Children in Audiénce.

L e

Product Category Cotdren (2-11) Peroone 12¢
1. Footwear 81,722 37,638
2. Dental Supplies 39,152 35,181
3, Desserts and Dessert Ingredients 36,261 71;,015
.. Highly Sugared Cereal 3,578,610 2,150,073
5, Other Cereal 850,595 529,180
6. Cakes, Pies, Pastries 76,585 50,045
7. Cookies ‘ 167,556 89, 861
g. Crackers 6,854 15,016
g. Fruit Juices 25,975 52,816
10, Candy 1,920,325 1,258,663
41. Regular Gum 234,692 - 147,301
12, Sugarless Gum 15,524 32,230
13, Appetizers, Snacks, Nuts 156,925 142,890
14. Regular Carbonated Beverages 5,913 12,051
15, Non-Carbonated Beverages 259,428 196,728
16. Games, Toys, Hobby Craft 4,786,275 3, 278,44“5
17. Restaurants and Drive-Ins - 464,909 327,054
18. ALl Other Food and Beverages 1,128,318 1,283,032
All Other Advertising Except
19. Food and Beverage 1,074,652 1,737,717
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TABLE XVIII, Comparison of Gross Impressions of Children 2-11 with All Other Persons (12+)
20%+ Children in Audience,

~

Children (2-11)

Persons 12+

Fyoont Feormd snd Feveragan

Product Category " (000) (000)

1. Footwear 98,153 90,159
2. Dental Supplies 220,717 575,993
3. Desserts and Dessert Ingredients 252;012 777,439
4. Highly Sugared Cereal 3,668,775 2,425,738
5. Other Cereals 1,140,227 1,415,325
€. Raisins 11,480 28,595
7. Canned Fruit 9,207 32,156
8. Cakes, Pies, Pastries '111,516. 151,885
9. Cockies 214,129 226,421
10,  Crackers 61,961 192,245
. Fruit Juices " 45,677 111,775
12; Candy 2,126,701 1,912,123
13. Regular Gum 311,106 424,034
14. Sugarless Gum 76,933 226,266
15. Appetizers, Snacks, Nuts 221,295. 347,830
16. Regular Cabonated Beverages 110,081 319, 309
17. Diet Cafbonated Beverages 30,780 99,602
18. Non-Carbonated Beverages 388,818 603,196
19. Gemes, Toys, Hobbycraft 4,924,538 3,699,730
20. Restaurants and Drive-Ins 911,495 1,667,706
21. Beer, Wine, Mixers 58,973 170,725
2o, All Other Food and Beverages 3,004,237 5,908,451
A11 Other Advertising 4,090,759 10,9C6, 328
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It is not until the programs with 20% or more children in the audience
are considered that the ads for Other Food and Beverage, A1l Other
AdVertising, and Other Cereals become substantial. This is another
jindication that in programs with higher percentages of children in
the audience there is a corresponding restriction on the kinds of
products advertised in the programs.

In contrast to the programs with higher (50% and 30%) per-
centages of children in the audience, when the total number of chil-
dren (rating) is considered the gross 1mpressions tend to be
concentrated in ads for Other Food and Beverage and A1l Other Adver-
tising. These gross impressions are contained in Tables XIX, XX,

and XXI.
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Table XIX. Comparison of Gross Impressions of Children 2-11 with All Other
Pe{;ons {(12+): 8,000,000+ Children in Audience. '
Product Category Childi:go;Z—ll) Per?ggg)12+
1. Dental Supplies 131,766 408,793
2. Desserts & Desserf Ingredients 129,817 470,719
3. Highly Sugared Cereals 302,396 596,605
4. Other Cereals 323,655 926,508
5. Canned Fruit 16,701 63,874
6. Cakes, Pies, Pastries 45,641 105,117
7. Cookies 19,389 28,203
8. Crackers 24,429 77,684
9, Pruit Juices 27,499 95,653
10. Candy 184,161 386,410
1ll. Regular Gum 28,569 78,750
J2. Sugarless Gum 40,381 123,963
13. Appetizers, Snacks, Nuts 42,227 155,400
14. Regular Carbonated Beverages 64,912 227,070
15. Diet Carbonated Beverages 24,026 74,420
16. Non-Carbonated Beverages 71,224 124,988
17. Games, Toys, Hobbycraft 1,029,580 1,376,219
18. Restaurants & Drive Ins 431,961 1,137,971
19. Beer, Wine, Mixers 220,212 863,276
20. All Other Food & Beverages 1,858,713 5,356,193
21. All Other Advertising except 4,733,134 16,875,782
Focd and Beverages
5703
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Table XX.. Comparison of Gross Impressions of Children 2-11 with All Other

Persons (12+): 5,000,000+ Children in Audience.

Product Category

Children 2-11

Persons 12+

(000) (000)
1. Footwear 36,863 61,587
2. Dental Supplies 173,349 558,125
3. Desserts & Dessert Ingredients 226,279 810,445
4. Highly Sugared Cereals 964,619 1,086,562
5. Other Cereals 561,115 1,342,617
6. Canned Fruit 16,701 63,874
7. Cakes, Pies, Pastries 63,754 115,1c4
8. Cookies 86,102 191,087
9. Crackers 48,722 169,247
10. Fruit Juices 27,499 95,653
11. Candy 832,529 963,920
12. Regular Gum 133,174 231,018
13. Sugarless Gum 58,727VV 186,064
14. Appetizers, Snacks, Nuts 860,637 390,299
15. Regular Carbonated Beverages 99,068 345,555
16. Diet Carbonated Beverages 35,316 125,987
17. Non-Carbonated Beverages 199,017 376,146
18. Games, Toys, Hobbycraft 1,447,48% 1,792,849
19. Restaurants & Drive Ins 677,334 1,688,978
20. Beer, Wine, Mixers 338,151 1,414,653
21. All Other Food & Beverages 2,534,341 7,506,962
22. All Other Advertising except 7,423,470 27,088,277
Food and Beverages
570k
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Table XXI. Comparison of Gro$s Impressions of Children 2-11 with All Other

Persons (12+):

3,500,000+ Children in Audience.

Product Category:

Children (2-11)

Persons 12+

(000) (000}
l. Footwear 51,245 68,999
2. Dental Supplies 259,067 1,055,420
3. Desserts & Dessert Ingredients 263,404 992,360
4. Highly Sugared Cereals 1,625,075 1,606,312
5. Other .Cereals 818,233 1,690,104
6. Canned Fruit 16,701 63,874
7. Cakes, Pies, Pastries 103,682 157,275
B. Cookies 156,063 249,251
9. Crackers 114,105 355,290
10. Fruit Juices 31,094 115,144
11. Candy 1,478,697 1,431,897
12. Regular Gum 206,487 401,412
13. Sugarless Gum 66,053. 232,012
14. Appetizers, Snacks, Nuts 908,587 500,863
15. Regular Carbonated Beverages 141,365 524,288
16. Diet Carbonated Beverages 43,448 167,195
17. Non-Carbonated Beverages 287,260 707,884
18. Games, Toys, Hobbycraft j2,53l,214 2,610,432
19. Restaurants & Drive Ins 935,719 2,246,959
20. Beer, Wine, Mixers 467,895 2{247,190
21. All Other Food & Beverages 3,277,151 9,653,525
22. All Other Advertising except 9,450,338 38,449,562

Food & Beverages
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€onclusions ‘

Several conclusions may be drawn from the results of this study:

1. When discussing the child audience for network TV programs
and the children's exposure to advertising in those programs it is
important to make a distinction between programs having a large percen-
tage of children in the audience and programs having a large number of
children in the audience. It is clear from this study that the adver-
- tising messages in programs having a large percentage of children in
the audience and programs having a large number of children in the
audience are substantially different. It is also clear that children
in the audience of these two groups of programs see widely different
product categories advertised. For example, in programs having
8,000,006 or more children in the audience during the three months of
1977, 20 of the 26 product categories considered in this study were
represented. By contrast, programs having 50% or more chi]drgn in
the audience had only 14 of the 26 product categories‘representéd.
This Teads to a second conclusion.

2. Advertising in network programs with high percentages of
children in the audience is much more restricted. In fact, the adver-
tising is predominantly restricted to Games, Toys, Hobbycraft, Highly
Sugared Cereals, Candy, and Other Cereals. By comparison, there is
only a small amount of other advertising contained in these ﬁrograms.
As the percentage of children in the audience decreases the range of
products advertised incrzases.

3. Programs with high percentages of children in the audience

are almost exclusively aired on Saturday and Sunday mornings between
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8:00 a.m. and 1:00 p.m. By contrast, programs with large numbers of
children in the audience are distributed more eveﬁ]y throughout the
week. In other words, programs with large percentages of children in
the audience are restricted to one or two time periods, and, at the
same time, there is a corresponding restriction placed on the types
of products advertised in those programs.

4. Although in all of network advertising the proportion of
Food and Beverage product advertising is less than one-third of all
advertising, in programs wifh high percentages of children in the audience
" the proportion of Food and Beverage advertising is 50-60% of all adver-
tising. One could conclude that children who watch programs that have
large percentages of children in the audience are exposed to nearly
double the amount of food advertising that is in network programs
overall. Food products are an important source of advertising in pro-
grams with high percentage§ of children in the audience.

5. Still another way of viewing the Food and Beverage advertising
is to examine what proportion of all advertising for Qarious Food and
Beverage products is advertised in programs with high percentages of
children. For example, nearly three-fourths of all network advertising
for Highly Sugared Cereals, over half of all advertising for Candy,
nearly one-third of all advertising for Cookies, and nearly one-fourth
of all advertising for Regular Gum is contained in programs with 50% or
more children in the audience. By comparison, in these same programs,
there was no advertising for Desserts and Dessert Ingredients, Ice
Cream, Fresh Fruit, Raisins, Canned Fruit, Crackers, Fruit Juices, Sugar-

less Gum, Appetizers, Snacks, Huts, Regular or Diet Carbonated Beverages.
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The same pattern emerges when considering programs with 30% or more
children in the audience. OQOver 80% of all network ads for Highly
Sugared Cereals, 60% of all ads for Candy, over one-third of all ads
for Cookies, and nearly 30% of all ads for Regular Gum are in these
programs. An almost identical pattern exists for programs with 20%
or more children in the audience. These data lead to the conclusion
that children who watch programs with high percentages of children in
the audience are exposed to a considerable amount of advertising for
hiéh]y sugared products.

6. The product categories with the largest amount of ads in
programs with high percentages of children in the audience are Highly
Sugared Cereals, Games, Toys, Hobbycraft, and Candy. These product
categories predominate in programs with large percentages of children
in the audience and do not vary substantialiy whether one is talking
about half or more of the audience being children or 20% or more of
the audience Being children.

Up to this point the conc]usions are almost entirely based on
network programs with large percentages of children in the audience.
This report also considered programs with large ndmbers of children
in the audience. The kind and amount of advertising in this second
group of programs is substantially different from the first group of
programs.

7. As mentioned earlier, the range cf products advertised in
programs with large numbers of children in the audience is far greater
than when considering only programs with large percentages of children

in the audience.

5708



—.

8. Although the propqrtions of advertising for highly sugared
products are lower in programs with large numbers of children in the
audience when compared to programs with 1arge percentages of children,
the product categories which have the highest proportions (after Other
Food and Beverage and A1l Other Advertising) are Highly Sugared Cereals,
Candy, and Games, Toys, Hobbycraft.

9. In programs with 8,000,000 or more children in the audience,
the distribution of Food and Beverage advertising and Non-Food advertising
is similar to the level of advertising for these groups iﬁ all network
programs. As we consider programs with 5,000,000 and 3,500,000 or more
children in the audience the shift to more Food and Beverage advertising
becomes apparent.

10. As the program audience of children becomes smaller in number,
there is an increase in the amount of Highly Sugared Cereals, Candy, and
Games, Toys, Hobbycraft. The 1ikely explanation for this is that as the
audience of children gets to be as small as 3,500,000 the programs being
included are those shown on Saturday and Sunday mornings that have high
percentages of children in the audience. Programs with high percentages
of children, as noted earlier, contain large amounts of advertising for
Highly Sugared Cereals, Candy, and Games, Toys, Hobbycraft.

The general conclusions of this study are that programs with high
percentages of children in the audience are not the same programs with
large numbers of children in the audience. Programs with high percen-
tages of children have a Timited range of products advertised in them
and ads for Highly Sugared Cereals, Candy, and Games, Toys, Hobbycraft

predominate. The average child watching network programs probably seas
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disproportionately more ads for Highly Sugared Cereals, Candy, and

Games, Toys, Hobbycraft than does the average adult viewer.
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’ FOOTNOTES

1Nie1sen Television 78. Northbrook, I11inois: A. C. Nielsen
Company, 1978, p. 5.

2ADI Book: 1978-79. New York: The Arbitron Company, 1978,

p. 41.

3Nie]sen Television 78. Northbrook, I11inois: A. C. Nielsen
Company, 1978, p. 8.

1bid., p. 10.

SIbid., pp. 10-11.

%Ibid., pp. 10-11.

7Richard P. Adler, et al. Research on the Effects of Tele-
vision Advertising on Children. Washington, D.C.: National Science
Foundation (U.S. Government Printing Office), 1977, p. 13.

8A. C. Nielsen reports that on average children 6-11 watched
24 hours and 26 minutes of television per week in November 1977.
Nielsen also reports that 33% of that viewing was in Prime Time, 9%
from 10:00 a.m.-4:30 p.m. Monday through Friday, and 13% on Saturday
and Sunday from 7:00 a.m.-1:00 p.m. These three percentages total to
55%, but children could be viewing public broadcasting stations, non-
network affiliated stations, and, in addition, the commercial networks
do not begin service until 8:00 a.m. or later on Saturday and Sunday.
If is is assumed that all of these exceptions account for 5% to 10% of
viewing, then it seems reasonable to assume that older children are
watching network-originated programs about half of the time. For
~ younger children (2-5), Nielsen estimates that 22% of all viewing is
in Prime Time, 20% from 10:00 a.m.-4:30 p.m., Monday through Friday,
and 13% on Saturday and Sunday from 7:00 a.m.-1:00 p.m. Again dis-
counting other viewing of non-network material, it seems reasonable
to conclude that about half of all young children's viewing is of net-
work programs. The source of the Nielsen data used in this extrapola-
tion is contained in Nielsen Television 78 published in 1978 by
A. C. Nielsen Company, pp. 10-11.

9Richard P. Adler, et al. Research on the Effects of Tele-
vision Advertising on Children. Washington, D.C.: National Science
Foundation (U.S. Government Printing Office), 1877, p. 14.

]OThe 2-11 year old age group is the standard industry category
created for the child audience. A. C. Nielsen Company also reports
the child audience for the age group of 2-11 years.
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1]The report does not consider non-network programs. Non-
network programs and advertising refers to programs produced by local
stations or programs purchased by local stations, often referred to
as syndicated programs. This report also does not consider programs
distributed by the Public Broadcasting Service, since these programs
contain no commercial messages.

]2Ear1e F. Barcus. Weekend Commercial Children's Television.
Newton, Mass.: Action for Children's Television (October 1975).

13
pp. 1-3.

]4The reason the child audience ratings are expressed as a
range is because Arbitron estimates that the number of children in
the United States changed from 33,602,600 in February and May 1977 to
32,163,500 in November 1977. As a result, when 8,000,000 children
are in the audience in February and May the rating is 23.8; however,
-in November the rating would be expressed as 24.9.

ADI Book: 1978-79. New York: The Arbitron Company, 1978,
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Appendix A

Curriculum Vitae of

John D. Abel
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John D. Abel, Associate Professor
Department of Telecommunication
322 Union Building

Michigan State University

East Lansing, Michigan 483824
Telephone: (517) 353-1674

PERSONAL INFORMATION

Home address: 2110 Barritt Street
Lansing, Michigan 48912
Telephone: (517) 371-3870

Born: October 1, 1942
Marital status: Married, one child

Health: Excellent

EDUCATION

Doctor of Ph1losophy in Mass Communication, Indiana University, 1972.
Emphasis in develcpmental and social psychology, research methods
and statistics. Dissertation title: "The Infiuence of Family
Type on the Child's Orientation to Television Viewing."

Master of Arts in Telecommunication, Indiana University, 1970.
Thesis title: "A Correlational Study of Preferential V1ew1ng
of Selected TV Programs by Fifth and Sixth Grade Pupils in

- the Indiana University Elementary School and Their Mothers.

Bachelor of Arts, Concordia College, Moorhead, Minnesota, 1964.
Majors in psychology, sociology, speech.

PROFESSIONAL EXPERIENCE

Associate Professor, Department of Telecommunication, Michigan State
University, East Lansing, April 1976 - present.

Social Science Consultant to the Children's Television Task Force and
Social Science Policy Analyst (Broadcast Bureau), Federal Communications
Commission, Washington, D.C., August 1, 1977 to August 1, 1978.

Leverhulme Post-doctoral Research Fellow, Departments of Psychology and
Sociology, University of Exeter, Exeter, Devon, England, 1974-75.
Also worked with several persons at Communications Studies Group,
Joint Unit for Planning Research (University College, London).
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PROFESSIONAL EXPERIENCE CONTINUED

Assistant Professor, Departpent of Te]ecommun1cat1on Michigan State
University, 1972-76.

Associate Instructor, Department of Telecommunication, Ind1ana University,
Bloomington, 1968-71.

Associate Instructor, Department of Educational Psycho]ogy, Indiana
University, 1970-71.

Instructor in Communications, North Dakota State University, Fargo,
1965-68.

CONSULTING
Consultant to Kappa Systems, Inc., Arlington, Virginia in an evaluation

of a National Science Foundation project entitled Research on the
Effects of Television Advertising on Children.

Research consultant to Indianapolis Public Schools in cognitive and
affective evaluation of instructional television.

Research consultant to National Instructional Television, Bloomington,
Indiana, in formative and summative evaluation of instructional

television programs.

Research consultant (with Dr. Bradley S. Greenberg) to Corporation for
Public Broadcasting, Washington, D.C., in audience evaluation of new
programs.

Research consultant to Lloyds Bank of London in a study of broadcasting and
cable communications in the United Kingdom.

Management consultant to WBCH, Hastings, Michigan, and also with WJBK-TV,
WABX, WJR, all Detroit, and with WOTV, Grand Rapids.

Audience research consultant to WKAR-TV, East Lansing and WGVC-TV, Grand
Rapids, Michigan.

Advisor to many community groups, such as: 1) Lansing Committee for Children's
Television; 2) Committee for Children's Television, Birmingham;
3) Kalamazoo Committee for Children's Television; 4) American Association
of University Women, Child Study Group; 5) Citizens United for Better
Broadcasting; 6) United Auto Workers; 7) Safety Council of Greater
Lansing.

Research consultant to Dartmoor Prison, Devon, Eng]and An evaluation of the
scheme for accommodating visitors to the prison (survey design and
instrument construction).
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PROFESSIONAL ASSOCIATIONS

Broadcast Education Association

International Communication Association

Speech Communication Association

PUBLICATIONS AND PAPERS PRESENTED

John

John

John

John

John

John

John

John

John

John

John

D. Abel and Brian F. Fontes. The Effect of Parental and Adult
Mediation of Television Programming on Children. East Lansing,

Michigan: Department of Telecommunication, Michigan State Univer-
sity, May 1978, 188 pages.

D. Abel and Michael 0. Wirth. "Newspaper vs. TV Credibility for
Local News," Journalism Quarterly, Vol. 54, No. 2 (Summer 1977),
pp. 371-375.

D. Abel and Maureen E. Beninson. "Perceptions of TV Program Violence
by Children and Mothers," Journal of Broadcasting, Vol. 20, No. 3
(Summer 1976), pp. 355-363,

D. Abel. "The Familyand Child Television Viewing," Journal of Marriage
and the Family, Vol. 38, No. 2 (May 1976), pp. 331-335.

D. Abel and Phyl1lis L. Rogowski. "Women in Television Station Manage-
ment: The Top Fifty Markets." Paper presented at the March 1976
Broadcast Education Association Convention, Chicago, I1linois.

D. Abel, R.A. Hill and M.W. Spicer. "The Political Economy of
Broadcasting, " Lloyds Bank Review (January 1976), No. 119, pp. 23-37.

D. Abel and Lee R. Thornton. "Responders and Non-Responders to
Television Editorials: A Comparison,” Journalism Quarterly, Vol. 52,
No. 3 (Autumn 1975), pp. 477-484.

D. Abel and Frederick N. Jacobs., "Radio Station Manager Attitudes
Toward Broadcasting Graduates," Journal of Broadcasting, Vol. 19,
No. 4 (Fall 1975), pp. 439-452.

D. Abel, Bradley S. Greenberg and Walter Gantz. "Public Awareness of
New Public Television Stations," Public Telecommunications Review,

Vol. 2, No. 3 (June 1974), pp. 22-30.

D. Abel. "Family Type Influence on Child Television Viewing," Paper
presented to the Mass Communications and Society Division of the
Speech Communication Association, Chicago, I11inois (December 1972),
26 pages.

D. Abel. "Review of 'Learning of Media Content: A Developmental
Study,'" by W. Andrew Collins, Educaticnal Broadcasting Review, Vol. 6,
No. 1 {February 1972), pp. 74-75. ~
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PUBLICATIONS AND PAPERS PRESENTED CONTINUED

John D. Abel, Charles Clift, 1II and Fredric A. Weiss. "Ten Years
of Forfeitures by the Federal Communications Commission," Journal of
Broadcasting, Vol. 15, No. 4 (Fall 1971), pp. 379-385.

John D. Abel, Charles Clift, IIl and Fredric A. Weiss. "Revocations and
Denials of Renewal, 1934-1969," Media Industry Newsletter, Vol. 24,
No. 34 (August 26, 1971), pp. 6-7.

John D. Abel. ™Review of 'Objectives of Patterns in Arithmetic and Eval-
uation of the Telecourse for Grades 1 and 3. Report from Phase I of
the Project on Prototypic Instructional Systems in Elementary
Mathematics,'" in Educational Broadcasting Review, Vol. 5, No. 2
(April 1971), pp. 62-63.

John D. Abel, Charles Clift, III and Fredric A. Weiss. "Station License
Revocations and Denials of Renewal, 1934-1969," Journal of Broad-

casting, Vol. 14, No. 4 (Fall 1970), pp. 411-421.

John D. Abel. "Television and Children: A Selective Bibliography of Use
and Effects," Journal of Broadcasting, Vol. 13, No. 1 (Winter 1968-1969) ,
pp. 101-105.

RECENT REPORTS AND SPEECHES

John D. Abel and James Miller. "The Effects of Advertising Clutter on
Television News" (August 1978)

John D. Abel, Thomas A. Muth and Joey Reagan. "A Scale for the Assessment
of Sense of Community" (July 1978).

John D. Abel and Joey Reagan. "Task Performance in the Presence of a
Video Camera: 1Is There an Audience Effect?" (August 1978).

John D. Abel and Brian Fontes. "Illegal Behaviors on Television"
(June 1978).

John D. Abel and Judith E. Saxton. Petition for Rulemaking to Amend the
Rules Relative to FCC Form 395 to Establish Standardized Industry-
Related Employment Categories. Filed with the FCC as RM-2810, December
14, 1976.

John D. Abel. "The Academic Community, Social Problems, and the Formation

of Social Policy." Speech presented at the University of Massachusetts,
Amherst, Massachusetts (Distinguished Visitors Program), March 30, 1978.

RESEARCH IN PROGRESS AND GRANTS

"Children's Learning of Occupational Roles Portrayed in Syndicated Dramatic
TV Programs." Sub-grant from Children and Social Television lLearning
(Principal Investigators: Drs. Bradley S. Greenberg and Charles K.
Atkin). Funded by the Office of Child Development, DHEW (Grant HMo.
90-C-635).
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RESEARCH IN PROGRESS AND GRANTS CONTINUED

"Content and Effects of Alcohol Advertising: A Study of the Effects of
Alcohol Advertising on Consumer Perception.” Funded by the Bureau
of Alcohol, Tobacco, and Firearms, Department of the Treasury.
With Drs. Charles Atkin, Martin Block, Len Reid.

"TV Viewing Preference and Family Variables: A Study of TV Programming
and Juvenile Delinquency." A study of the juvenile offenders and

non-offenders in San Joaquin County, California. Funded by a grant
from Michigan State University.

Research grant from the National Association of Broadcasters for the

study of parental mediation of anti-secial television programming,
February 1976.

Research grant from the East Lansing Cable Commission, East Lansing,
Michigan, to study the characteristics of cable subscribers and
non-subscribers, public access users and viewers, December 1976.

Several research grants from Michigan State University awarded under
Al1-University Research Grant Program.

FELLOWSHIPS

Mary and Sarkes Tarzian Fellowship for outstanding student performance
in graduate school, 1970-71.

REFERENCES

Available upon request.
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Appendix B
Top Fifty Network Programs

Ranked by Percentage of Children in Audience

(February, May, November 1977)
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Glossary of Arbitron Terms

ADI (Area of Dominant influence) — An exclusive geographic area consisting
of all counties in which the Home Market Stations receive a preponderance
of total viewing hours. (See separate publication provided to all television
report subscribers entitied Description of Methodology.)

cent AD! — Areas of Dominant influence which are adjacent to thg home
rnarket's ADI and which are serviced by the home-market siations. Where
more than three adjacent AD!l's lie within the home market's TSA, selection of
the three to be reporied is based on an analysis of home station circulation in
each adjacent ADI. The ADI's to which each county in the TSA has been
assigned are identified by codes which appear above the county listing;
counties with the code 0" lie within the ADI of a market which is not re-
ported in this publication.

Average Quarter-Hour Audience — (Sce Quarter-Hour Audience)

Color-Set Penetration — Arbitron reports estimates of color television house-
holds penetration for each survey area within the market, based on infor-
mation obtained during the diary placement interview.

Controls — Arbitron weighting technigues are used in all samgling units to
establish proportionate representation of viewing by sampling unit, by age
of head of household and by week. The weighting techniques are aiso used
in certain sampling units containing CATV households, and in certain
sampling units where special interviewing techniques are used. The County
list on Page 3 indicates the CATV households controls. In certain markets
which meet Arbitron criteria, racial and/or ethnic characteristics are also
considered when establishing weights.

Cume Households — For each reported Home Market Station, an estimate
of the number of different Television Households that view at least once
during the average week for five continuous minutes or more during the
reported day-part. This is an unduplicated or cumulative estimate of
circulation. The estimate is based on viewing within the TSA only.

Eifective Sample Base (ES8) — The computed size of a simple random
sample which, if selected, would provide the same standard error as the
actual sampling plan on which a survey result is based. The statistical
reliability of audience estimates depends only indirectly on the number of
diaries tabulated and is also subjest to all of the tactors aescribed in the
eavtion of this report enlitled Limitaiions. (See separate publication provided
¥ television report subscribers entitled Description of Methodology.)

Home County -~ The county in which a station’s city license is located.
(See Metro Rating Area.)

Households Using Telsvision (HUT) — The estimated percant of television
households with at least one television set turned on for five minutes or
more during an average quarter hour, as reported for the AD!, Metro or
Home County.

In-Tab Sample — The number of Television Households, or persons within
those households, whose reported viewing is tabulated in producing the
report. In-Tab Sample includes television households which returned diaries
and selected Planned-No-Viewing Households.

Metre (Or Home County) Rating Arsa (MRA) — Metro Rating Areas, where
applicable, generally correspond to Standard Metropolitan Statistical Areas
as defined by the U.S. Government's Office of Management and Budget.
subject to excepticns dictated by historical industry usage and other
markeling considerations such as channel allocations. (Home-market

MRA counties are indicated in the listing by an "M preceding the county
rame.) Where there is no defined ADL, ratings may be shown for the Home
County of the station’s city of license. The Home County is indicated in the
tisting by an "*H" preceding the county name.

Kiulti-Set Penetration — Arbitron reports penetration estimates of housa-
holds with more than ong television set for each survey area within the
market, based on information obtained in the diary piacement interview.

Net Wsekly Circulation — An estimate of the number of unduplicated
Television Households which viewed a station for at least five continuous
minutes at least once during the wesk. This estimate is reported as Cume
Households in Column 26 of the Sign-on/Sign-off day-part.

Hetwork Averages — The average weekly augience to network program ng.
reported for eight day-paris. These estimates aré Based on network uarnagn
TGS TATKE I STAtionE Bnly.

yinz! Sample Size — The numier of estimated Television Househotds
originally drawn for the survey.

Planned-No-Viewing Households — Television households which indicated
at the time of the diary placement interview that no television viewing wouid

occur during the survey week, and which did not return a usable diary. (Se
separate publication provided to all television report subscribers entitied
Description of Methodology.)

PVT (Persons Viewing Television) — The total number of persons by sex-a
group viewing a/l tetevisionin the ADI, reported as a percent of the toral
number of ADI persqns in each demographic category. This estimate inciuae
viewing to both reported stations and to non-reported stations, wh:ch includ
stations whose audiences were below the minimum reporting standardgs an
stations which were niot tested.

Percentage Distribution — The share of Television Households viewin:
a home-market station, reported for each day-part within specified survey are:

Projection — The expansion of sample statistics to household or populatio
information in the respective universe. Estimaies of persons viawing «.
a.specific sex-age group are projected and tnhen rounded to the neares
thousand. A projection of less than 500 persons for a specific category wi
not be printed; this blank is not intended to imply that no viewing occurrac

Quarter-Hour Audience — A projected estimate of the unduciicaied
audience having viewed a station tor a minimum of five minutes withi:
a specific quarter-hour. These quarter-hour total audiences when combine
into larger time periods become Average Quarter-Hour Audiences.

Rating — The estimated percent of television households. or personswithin
those households, tuned to a particular station for five minutes or more durni
an average quarter-hour of the reported time period for the ADI, Metro or
Home County. if the rating is estimated to be less than 0.5% for a time
period, the space is left blank; this blank is not intended to imply that no
viewing occurred.

Relative Standard Error Thresholds — The thresholds indicate the approx
mate degree of sample variations in the audience estimates reporied.
Thresholds are shown for twe levels of relative error: 25-45 percent angd 20
percent plus. One Standard Error (1SE) is used in the calculation of tiresh
clds. (See separate publication provided to all television report subscribe
entitled Description of Methodology.)

Satellits Station — A station that duplicates some or all of the programming
of a parent station in order to serve an area not normally reached, and wnt:
is assigned separate call ieticrs and channel number by the FCT. in its
regularly issued Teievision Market Repnrts, Arbitron combines the auaiencs
of “satellite” stations with those cf the *‘parent’’ station under certain co:
ditions. (See separate publication provided to ali television report supscnoe
entitled Description of Methodoiogy.)

Share — The percentage of the totai Households Using Television (HUT)
reached by a station during a specified time. It is possib'e for the sum of
the shares to exceed 100%. All shares of 100% or greater wili appear as %9

Television Households (TV HH) — An Arbitron estimate of the number of
households having one or more television sets.

TOT (Totals) — The sum of estimiated viewing in the Total Survey Areais:
reported stations, by households and by demographic categories. This = Tot
does not include viewing to stations whose audiences were bslow tha m
mum reporting standards or to stations whicin were not tesiad.

Total Housscholds — An updated estimate based on 1970 census provicsd
Market Statistics, Inc. These estimates are projected to January 1, 1372 ¢
inciude householcs on military installations.

Total Survey Area (TSA) — A geographic area comprising those countias
which, by Arbitron estimates, approximiately 98% of tha net we N
tion of commercial home market stations occurs, AH TSA estimatec zrz
reporied in thousands.

UHF Penstration — Arbitron reports estimates of UHF cenetrztion inthe
TSA, the ADI and Metro of all Metro markets, TSA ang ADI of all non-Me*¢
markets. and the TSA of 2ll non-ADI markets. These estimates are based
on the in-tab diary sample.

Universe — All television households Iocated in the specitied area.

Working Woman — A temale age 18 + who works outside the hcme 30 or

‘mere hours per week. .

For additional infermation, th2 reager is directed to "Standard Liafin: o
of Breadcast Research Terms, ' pubiisnea by the Nationizi ASS0C:slies 2!
Broadcasters, 1771 N Street, N.W., Washington, D.C. 20032, anc .\rbrr-en

"Description of Msthodoigoy. ™
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AN AMDITON KEeport or | eievision Aualence tsumates

This report is a compilation of television audience
estimates for this market. The estimates are based
on information supplied by television heuseholds
over the period of the sample survey. The households
were selected by computer from local tetephone
direciory sources. All television audience estimates

e approximations subject to statistical variations

slated to sample sizes. .

Arbitron uses one-week family viewing diaries to__

gather information 16r television audience reports.
“Intoriatién, Such as color-set and mutti-set dbwner-
shij., is also gathered by telephone at the time of the
diary placement interview. Diaries are printed in
Spanish for placement with families who indicate
preference for a Spanish language diary.

A methodology description is provided in this re-
port. A more detailed description of Arbitron method-
ology may be found in a separate publication, De-
scription of Methodology. it any specific details are

‘noteorpielgly cléar, further explanation will be
furnished on request.

Arbitron clients who also receive survey data on
EDP tape should note that the estimates on the tape are
in somewhat different form than reported in this book.

Estimates Reported by Section

Day-Part Audience Summary — Average quarter-hour
audience estimates are summarized tor each station
by standard day-part segmenits. The day-part group-
ings in Central and Mouritain time zone markets differ
slightly from those in Eastern and Pacific time zones
to better represent those times which are normaily
devoted to network and local programming. Station
estimates in this summary are based on the quarter-
hour periods that each station was on the air during
the specified day-parnt. Periods in which oif-air tech-
nical difficulties occur are not included in station
averages. Estimates for stations on the air for less
time than the station telecasting the most guarter-
hours during the period are so designated by a
double asterisk (**). Because Arbitron viewing
estimates are tabulated only for those time periods
between 5.00AM and 2:00AM, **Sign-on" and *Sign-

£f" day-parts do not include telecasts prior to or after

‘ese hours. (Se¢ separate publication provided to all
television report subscribers entitied Description of
Methodology.)

Network Program Averages — Triese averages include
only network program quarter-hour audiences carried
on home stations with ali local or syndicated pro-
gramming eliminated.

Weekly Programming and Time Period Averages ~
Average quarter-hour audience estimates are reported
for each station for each night of the weex, from
4:00PM to 2:00AM (local time), and for all day Saturday
and Sunday. For the Monday-Friday period, estimates
are reported as five-day averages. Station estimates
are based on the quarter-hour periods that eaci
station was on the air during the specified time period.
Peliods in which off-air technical difficulties occur
are not included in station averages.

The Weekly Pragramming and Time Pericd
Averages section is arranged as follows: The time
period is listed, followed Dy the station cali letters
and the first week's first quarter-hour program titie.
If the title is the same tor any other quarter-hour in
any week of the survey it will not be repeated. Dif-
ferent program titles appear on the lines following
with a maximum of eight title lines per station. If
there is more than one titie for a station during a time
pericd a four-veek average line foliows the title lines.
The weekly ADI ratingis) for a given program appear
in the appropriate week's rating cotumn. If the first
anc second quarter-hour of a half-hour time period
have different programming. tvo AD! weekly ratings
are shown for the appropriate week, one representing
each quarter-hour.

Wednesaay WK 1 WK 2 WK WK 4
6:30-7.00PM
WAAA

Brady Bunch 6

News 6 8

Basxetball 10 11

—4 WK Avg —
) A dash (—~}in one of thase weekly rating columns
indicales that the program did not achieve a report-
able rating. A blank in one of these weekly rating
columns indicaies that the station was not on the air.

To qualify for individual weekly reporting, a minimum
of 70 in-tab households must be achieved in each af
the survey weeks. In markets with smaller sampies
only muiti-week average estimates are reported and
an asterisk (*) will appear in the weekly columns. On
each title line, after the weekly rating(s), the time
period averages are reported. For those programs tele-
cast two or more weeks during a lime period, complete
household and demographic intormation 1s reported. *
For those programs tetecast only once in a time
period. in those markets with weekly ADI ratings, the
following is reported:

ADI TV Household Ratings and Shares

AD! Ratings for Total Men and Tctal Women

Metro TVHousehold Ratings and Shares

TSA TV Households, Total Men and Total Women

For those programs telecast only once in a time
period in markets without weekly ratings, no esti-
mates are reported. The four-week average line in-
cludes complete housenoid and demographic es-
timates which are averages for all weeks of the survey.

Program titles are requested on a time-formatted,
pre-printed log form from each commercial station.
See separate publication provided to all television
report subscribers entitied Description of Methodology.

Station Break Averagss — Audiences reported are
averages of two quarter-hours. The time listed is the
station break time between the two quarter-hours
included in the average. Periods in which off-air
technical difficulties occur are not included in station
averages.

Progrum Audiences — Average quarter-hour estimates
are reported for those programs which meet certain
qualifications. All quarter-hours of a qualifying pro-
gram tetecast by Home Market or outside Class |
station during the multiple-week survey are included.
The number of quarter-hours on which the averages
are based is shown in the report. To qualify forin-
clusion a program must have been telecast at least
one quarter-hour on the same day during each of iwo
survey weeks. The program is reported in the Pro-
gram Audiences section even if it was carried at
different times. as long as the program was on the
same calenoar day of the weeks involved (e.g., first
Wednesday at 5:00PM and third Wednesday at 5:00
PM). Only full program quarter-hours are included.

Accumulation of quarter-hour estimates is basad
on program titie. Programs of one guarter-hour dura-
tion shown two or more times during the same day
and atso on different weeks will be averaged together
and reported in the section.

Tims Periods and Programs Reported — Since Arbitron
does not have individual day titles for programs tele-
cast prior 10 3:30PM Monday througn Friday, programs
must qualify within the Arpitron time frames. Thus,
a movie tetecast each day, Monday-Friday 2:30PM-
4:30PM is reported as two programs with a weighted
average of the two programs. The first is a Monday-
Friday average of the 2:30-3:20 portionof the movie. The

‘second is an average of the individual days (Monaay

through Friday) from 3:30 to 4:30 combined with the
Monday-Friday 2:30 to 3:30 portion of the program.
The resulting final program average {see example
below) incluces all quarter-hours the program was
telecast, even thcugh it began prior to the 3:20PM
break for individual day reporting and averaging. The
Monday-Friday average must be contiguous to the
J:30FM time period to be inciuded in the weighted
average.

2:30PM WAAA No.ol WKS. No.of ' hrs.
"M-F Movie 4 80
3:30PM WAAA .
*M.F Movie . 4 80
"Mon. Movie 4 16
*Tue. Movie 4 16
"Wed. Movie 4 16
*Thu. Movie 4 16
“Fri. Movie 4 16
Avg. Movie 160

Programs scheduied more than once weekly after
3:30PM are reported as datiy esumatss and as a
weekly averaqe. If a program is teiecas: seven days
a waei during the survey, twe averages e proviced.
The tirstis a tive-day average o! the M y through
Fridayv telecasts and the second is a sz .+ Zay
average including the Mongay ihrouch Friday tele-
cast. as well as the Saturcay ana Suncav telecasts.
A 6:00PM newscast would be reparted tor sach

Page i

individual day Monday through Friday with a five-
day average (5 AV) followed by the Saturday and
Sunday individual days and a seven-day average
(7 AV) which includes all telecasts of the program.

6:00PM WAAA 6:00PM WAAA
*Mon. News *Sat. News
*Tue. News *Sun. News
‘Wed. News 7AV. News
*Thu. News .
TFri. News

5AV. News

The weekly average of programs telecast more
than once weekly, but with varying start times appears
each time the program title appears. The average
represents all time periods 1n which the program was
telecast. An asterisk (*) preceding a program titte
indicates that the estimates for the program are
included in an averaqe.

Because viewing estimates are tabuiated only for
those time periods betweean 6:00AM and 2:00AM, the
Program Audience estimates do not include viewing
to programs prior to 6:00AM and afler 22.C0AM (e.g.,
a program that begins at 12:30AM and continues to
3:00AM would be reported only tor the 12:30AM-
2:00AM period). No program averages are reported
for programs which begin after 1:00AM (local time)
during the survey period.

No single title of a multi-titied quarter-hour can be
exclusivety.credited to a quarter-hour time pericd.
Therefore, no single title of a multi-titled quarter-nour
appears in the Program Audiences Section. For the
reporting of program averages of Parent + Satellite
combinations, the Parent ang Sateilite are assuined
to be telecasting the same programs.

Sampling and Calculations

Sampling Methodology — Surveys for Arbitron Tele-
vision Market Reports are accomplished through

the use of a geographic unit calied an Arbitron Sampling
Unit. A sampling unit is normally one county, although
some counties have peen divided into two or more
sampling units because ot popuiation distribution,
terrain. or areas in wnich special interviewing tech-
niques are used. (There are nc instances in which an
Arbitron Television Samipling Unit consists of more
than one ccunty.) The actual number of diariss piaced
in each Sampiing Unit is determinad by the Qucta
established for the unit and the rate of return wrich
Arbitron can reasonably expsci based on past place-
ment experience. The t
approximately equal w lor dia
plaCEMEnt. and the réturns ar& taBiTaied separately
fOF€ach survey week. For each survey a comgplete
new sample of famiiies 1s computer-selecied for each
sampling unit through the use of & systematic interval
selection technique. These samples of househoids
are drawn by Metromail. This samcgie setection, like
all other processes used in developing Arbitron tele-
vision estimates, is audited by the Broadcast Rating
Council. Instances ot hand-drawn samgpies are out-
lined in Arbitron’s separate publication provided to
all television report subscribers entitiedDescription
of Methodology.

Diary Placement and Returmn — Arbitron initially sends
a letier te sample households informing them of their
selection by computer, and stating that an interviewer
will call to request their cooperation in ihe survey.
Interviewers sre instrucied to contact the selected
samcie households by telephone 10 DIGCE the Gizies,
Interviewers are instructed to make at least five
attzmpis to reach every houschola seis2isd in the
samgle in order that everyone in the sample has a
reasonable chance of being coritacted. These
atternpted calis are made at gitferent hours during
the day and evening. Diaries are then maiiec airectly
to the sample households from Arbitron nead-
quarters in Beltsville, Maryiand. Arbitroi sends a
disry for each television set in the known multi-cet
households. Following the survey, respondents are
asked to maii their diaries back to Arbitren in
Beltsvilie.

Although enpiicit instiuctions are provided ezch
interviewer, and incependent checks are reguiany
conducted by interviewer cocrdinators and the
Arbitron Field Cperaticns Departmant, there may De
instarices whers sucn instrustions are nol followed.
Special interviewing techniaues znd processing
procedures are emploved in certain rmarkets to
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improve representation of certain ethnic groups. See
separate publication provided to ail television report
subscribers entitled Description of Methodology.

Tabulation of Diaries — All diaries returned to Arbitron
are not necessanly used in tabulating television
audience eslimates. Among those not used are diaries
‘vhich are incomplete or inaccurate, and those which
rive after the production cut-off date. The total

aumber of in-tab diaries may not reach the original
quota. On the other hand, the total may exceed the
quota.

Entries in diaries returned from mulli-set house-
holds are edited so as to provide unduplicated viewing
information for a given household. Local time dif-
ferences within a market which overlaps time zones
and time differences caused by seasonal time
changes are accounted forin the tesulis by tabulating
all viewing by a station's local time relative to the
time zone oi the market being tabuiated.

Arbitron has developed other special editing pro-
cedures for situations where a CATV systemiis
required to protect a local station against duplication
of its programs brought in oy the CATV system from
other sources. These special editing procedures are
described in Arbitron’s separate publication provided
to all television report subscribers entitled Description
of Methodology.

Projection of Audience — Diary aata for basic viewing
categories are projected for each quarter-hour by
a technique which assigns a vaiue in terms of house-
holds and/or persons to each in-tab diary. The vaiue
assigned is referred to as the housenolds-per-diary
value or HPDV. Selected planned-no-viewing house-
holds are included in the calculation of HPDV,
Projections derived using the HPDV are then
summed across weighting cells and sampling units
in each survey area (Metro, ADI and TSA) and
gathered by various time periods for reporting. In-
dividual survey variations in projected sex/age pop-
ulations are stabilized for all survey periods for each
year ending in September. Audiences thus calculated
may be reported for basic data categories or for
combinations therecf; depending on the survey area,
they may be reported as projections or converted
atoratings. See separate pubiication provided to all
.£levision report subscribers entitled Description of
tethodology.

Returned-Sample Weighting — Arbitron exeicises
sample controls by calculating HPDV's taking into
account the folliowing: counly, special interviewing
technique areas, survey week, CATV households.
and the age of the head of the household. In certain
markets which meet Arbitron criteria, racial and/or
ethnic characteristics of the househeld are also con-
sidered. See separate publication provided to all
television report subscribers entitled Description of
Methodology.

Criteria for
Reporting Stations

In order to report the maximum amount of viewing
in any given Arbitron-defined television market, the
criteria for reporting stations are applied each time
the market is surveyed. The viewing levels of stations
located outside of the market, as well as home
stations, are examtned to determine whether any
qualify for inclusion in the report. Arbitron normally
tests more stations than usuaily qualify.
Criteria are established according to station loca-
tion and aucience size. The minimum regorting
standards are: ‘ )
A. Heme Station: any station located within the
Metro, Home County andlor ADI of the market
being reported.
1. A Home Station is included in the report if it
delivers a 1% MNet Weekly Circulation based
onthe Tctal Survey Area and also has a
minimum of 500 households per average
quarter-hour; or
2. Ifitdelivers 1% of the Metro television
housenotds (or Home Caounty tetevision
household in a non-ADI market) for at least
30 reported quarter-hour segments; or

. Mtitdelivers 1% of the Matro televisicn
househoids (or Home County televisicn
households in a non-ADI market) tor at least

)

(&)

% of Its broadcast time.
These criteria are applied to data encompassed
from sign-on to sign-off, Sunday through Saturday,
for each station Qualified ETV Stations appear
in the Day-Part Summary section only.

B. Outside Station: any station which is reported as
a Home Station in another television market is
an Qutsige Station and is classed according to
ditferent Minimum reporting criteria:

1. Class | Outside Station
a. Mustattaina 10% share of total ratings
for 4:00PM 1o 1:00AM, Sunday through
Saturday, based on the ADI (or Home
County in a non-ADI market); or
b. Must attain a Metro rating of 5 for at least
100 quarter-hours, or for at least 20% of
its programmed air time.
If a station qualifies for Class |, all data related
to the Metro and ADI will be reported in all
sections of the report except the ADI Rating
Trends.
2. Ciass !l Outside Station
a. Must attain an avarage rating of “one" for
4.00PM to 1.00AM, Sunday thrcugn
Saturday, based on the ADI (or home
County in a non-ADI market); or
b. Must attain an average ADI (or Home
County in a non-ADI market) rating of 1.5
for the early and tate tringe time periods
(Monday-Friday 5:00-7:30PM and
11:00PM-1:00AM, Eastern Time).
If a station qualified for Class If, Metro and
ADi data will be reported in the Day-Part
Summary section only.
For complete data on outside stations, see the
respective home market reports.

C. Satellite Station — Arbitron recognizes two
classes of satellites:

1. S-18atellites -— These are satellites which
duplicate the programming of parent
staticn in its entirety, carry no other pro-
gramming from any other source, and at
all times telecast programming which is
identicai to that of the parent.

Audiences cf such sateliites are always
reported in combination with thoce of the
parent in the parent’s markat regort.

2. S-2 Satellites — These are satellites that
duplicate most, but not all, of the parent
station's programming. Audiences of such
satellites and the parent are shown on two
lines in the parent’s market report. The first
fine shows the audience of the parent alone,
and the second line shows the combined
audience ot parent and satellite(s) togelher.
When programming is identicai on bath
stations, the symbol (SP) will appear as part
of the program title to represent Same
Programming. When programming differs,
the symbol (DP) will appear as part of the
program title to represent Different Pro-
gramming. However, (a) when an S-2 satetlite
is located in a market other than the home
market of the S-2's parent station, and
(b) when at least one non-satellite station is
located in the same market as the S-2 satellite,
the audience of the sateliite alone is shown
in the market report of the non-satellite
station. In these instarices, the audiences of
such satellites are nnt cotnbined with those of
the parent in the parent’s home markel report.

Limitaticns

In addition to the sources of possible errors which

are described elsewhere in this book, the user should

be aware of the iimitations described beiGw:

A. The sample is drawn only frcm households listed
‘In telephone directories which eliminates non-
telephcne householas any t=iophcne househoids
not fisted in the cireciory, Commercial estaolish-
ments listed in the crory ere speciiically ax-
cluded from the sample, Housenolds on rmilitary
installations as well as students and residents at
educational and other instituiions may or may not
bs listed in the local taleniscne directoiy. All tele-
phone directoiies may not have besn located and
included in the list preparec bty Metromail, which
is used as Aritron's sample frame,

B. Non-responding households may have some effect
on the survey rasuits L0 the extent that the tele-
vision viewing habits of non-respondents differ
from those of respondents. Similarly, the viewing
habits of non-telephone households or those
not listed in telephone directcries may vary from
those of households which have telephones and
are listed in directories.

C. Non-responding households in the original
designated sample prevent the “in-tab TV
households' from being a probability sample,

D. The sampte design and/or response patterns
(including those markets where special diary
placement and/or viewing daia retrieval are
utilized) may prectude proper representation of
certain groups within the population such as
ethnic groups, households in certain low-income o
low-education groups or housgholds whose primar
language is other than English. Such houseticlds
may not be fully represented in reperted
audiences because usable diaries may not te
obtained from them. These fzctors may be
significant to the extent that television set
ownership and/or viewing habils of these groucs
difter from those of other groups.

E. Datatrom Bureau of the Census, Advertising
Research Foundation, and Market Statistics, Inc,
are subject to defects and limitations such as
sampling, processing, and iecording errors. in
addition, for those years between decennial cen-
sus dates, Census data are based upon a sample
which is significantly smalier in most regions than
that employed by Arbitron; and Market Statistics,
Inc. utifizes published government figures in
estimating popuilation for individual counties.
These defects and limitations in data from Bureau
of the Census, Advertising Research Foundation
and Market Statistics, inc. are inherent in Arbitron
estimates based thereon. _

F. Diaries, or portions thereof, may be completed
improperly if the diary instructions are not
understood or are not followed. Such diaries
may thereby be excluded from the survey.

G. Some diary entrizs may have been made on the
basis of hearsay, recall, the estimztes of the diary
keeper, or cculd have been influcnced by
comments made by the interviewer to survey
participants.

H. Itis possible that human and cornputer precessing
errors may occur after the diaries are received
at Arbitron headquarters. Consequently, the
degree of variance in the gata may be greater
than that expected from sampling vanation alone.

I. The population data upon which Arbitron has
based its Sample Weighting may not be precise.

J. Logical analysis and pre-processing preparation
of the data may affect some of the diary viewing
entries before the data are projected.

K. Arbitron conducts research invoiving new methods
of improving television housenolds cooperation
and/or securing additional information from sample
households. Occasionally a portien of tnis re.
search may be performed (on very limited basis}
in conjunction with the actual surveys, and wnen
50 done, may cause the degree of variance in the
Cata to be greater than that expecied trom
sampling variation alone.

L. Tothe extent that any provisions contained in
this section. “Limitations,” are inconsistent cr
conflict wilth any provisions contained in tite
“Spectal Notices' on page 5 of this report, such
special notices should b2 deemed to superseca
and/or amend this section of the regort.

Retention of Raw Materials

Reatention Schedule — In-tab Arbitron viewing diaries
used for the compuiction of the audiense estimates
published in this report will b2 stored and used for
cross-tabulations for 2leven rmaorntns tram the closing
date of the survey and then destreyea elong vwith ali
unusable diaries. Subscrnibers 1o inis recon are
advised thatif special creas-tznuiations of the
reporied eslimates are desirec. they snouid be
ordered tefcre the retention pencd has expircd.
Upon nrior appomtiment, sutbscribers to this report
May examine the in-1ab Abitron viewng diaries

{prior to the destruction thereof) at Arpitron's

Beltsville office.
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Appendix C
Top Fifty Network Programs

Ranked by the Number of Children in Audience

(February, May, November 1977)
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ADI (Area of Dominant Influence) — An exclusive geographic area consisting
of all counties in which the Home Market Stations receive a preponderance
of total viewing hours. (See separate publication provided to all television
report subscribers entitled Description of Methodology.)

~ent ADI — Areas of Dominant influence which are adjacent to the homa

.ket's ADI and which are serviced by the home-markeai stations. Where
more than thiee adiacent AD!l's lie within the home market's TSA, selection of
the three to be reported is based on an anaiysis ot home station circulation in
each adjacent AD!L. The ADI's to which each county in the TSA has been
assigned are identified by codes vehich appear gbove the county l:stmg.
counties with the code “*O" lie within the ADI of a market which is not re-
ported in this publication.

Average Quarter-Hour Audience — (See Quar;er-ﬂour Audience)

Color-Sat Penetration — Arbitron reports estimates ot cofor television house-
holds penetration far each survey area within the market, based on infor-
mation obtainea dunng the diary piacement interview.

Cantrols — Arbitron weighting technigues are used in all sampling units to
establish proportionate representation of viewing by sampling unit, by age
of head of household and by week. The weighting techniques are also used
in certain sampling units containing CATV househo!ds, and in ceriamn

sampling units where special interviewing techniaues are used. The County

list on Page 3 indicates the CATV households controis. In certain markets
whichmeet Arbitron critera. racial and/or ethnic characteristics are also
considered when establishing weights,

Cums Households — For each reported Home Narket Station, an estimate
of the number of difierent Teievision Households that view at least once
during the average week for five continuous minuies or more during the
reported day-part. This is an unduplicated or cumulative estimate of
circulation. The estimate i1s based on viewing within the TSA only.

Effective Sample Base (ESB) — The computed size of a simpla random
sample which, if selected. would provide the same standard error as the
actual sampling nlan on which a survey result is based. The statistical
reliability of audience estimates depends only indirectly on the number of
draries tabuiated and is aiso subject to all of the factors describad in the
section of this report entitled Limitsnons. (See separate publication providzd
‘Hieievision report subscribers entitied Description of Methooology.i

home County - The county in which a station's city license is located.
(See Metro Rating Area.)

Households Using Television (HUT — The estimated percent of television
households with at teast one teievision set turned on for five minutes or
more during an average quarter hour, as reported for the ADI, Metro or
Home County.

in-Tab Sample — The number of Television Households, or persons within
those households, whose reported viewing is tabuiated 1n producing the
report. In-Tab Sample includes television households which returned diaries
and selected Planned-No-Viewing Households.

Metro (Or Home County) Rating Arez (MRA) — Metro Rating Areas, where
applicable, generally correspond to Standard Metropolilan Statistical Arcas
as defined by the U.S. Government's Ofiice of Management and Budget,
subject to exceptions dictated by historical industry usage and other
marketing considerations such as channel allocations. (Home-market

MRA counties are indicated in the listing by an “*M"' preceding the county
name.}Where there is no defined AD!, ratings may be shown for the Home
County of the station's city of license. The Home County is indicated in the
listing by an "H" preceding the county name.

Fiult-Ssf Penetration — Arbitron reports penetration estimates of house-
holds with more than one television set for each survey area within the
market, based on information obtained in the diary placement tnterview.

Neat Weskly Circulztion — An estimate of the number of unduplicated
Television Households which viewed a station {or 2t least five contiruous
minutes 2t least once durnng the week, This estimate is reported as Cume
Householgs in Column 26 of the Sign-on/Sign-cif day-part.

Ketwork Averages — Tne average weekiy audience to network programming
fenoned for eight day-parts. These estimates are based on Network carriage
by hnme-market s1ztions only,

vl Zample Siza — The number of estimated Talevision Households
originally crawn {or the survey,

Planned-No-Viowing Houssholds - Television housenolds which incicated
at the tims of the diary placement interview that no {sievision viewing woutd

occur during the survey week. and which did not return a usable iary. (S
separate publication provided to all television report subscribers entitlec
Description of Methodology.)

PVT {Persons Viewing Talevision) — The total number of persons by séx-a
group viewing a/! tetevisicn in the ADI, reported as a percent cf the total

" number of ADI persons in each demographic cateqory. This estimate incluc

viewing to both reported stations and to non-reported stations, which incluc
sldtion whose audiences were below thﬂ minimum repomng stanoards al
‘stations which were not tested.

Percentage Distribution — The share of Television Househclds viewir
a home-market station, reported for each day-part within specified survey are

Projection -~ The expansion of sample statistics to household or populatic
information in the respective ‘universe, Estimates of persons viewing

a specific sex-age group are projected and then roundeq 1c the nears:
thoussnd. A projection of less than 500 persens for a specitic categerny w
not oe printed; this blank is not intendsd to tmpiy that no vViewing occurre

Quarter-Hour Audience -~ A projected est:mate of the undus.icatec
audience having viewsd a siation for a mintmum of five minutes with
a specific quarter-hour. These quarter-hour total audiences when comizin
into larger time periods become Average Quarter-Hour Audiences.

Rating — The estimated percerit of television househcids. or persons witn:+
those households, tuned to a particular station tor five minutes or n~ore aun
an average quarier-tiour of the reporied time period for the ADI, Meiro or
Home County. If the rating is estimated to be less than 0.5% for a tirne
period, the space is left blank; this blank is not intended to impiy that no
viewing occurred.

Reiative Standard Error Thresholds — The thresholds incicate the approx
mate degree of sample variations in the audience estimates renories.
Thresholds are shown for two levels of relative error; 25-49 percent and 50
percent plus. One Standard Error (1SE) is used in the calculation of ifresr
olds. (See separate pubiication provided to all television repon subscribe
entitled Description of Methodology.)

Sateliile Station — A station that ouphcates some or all of the programming
of a parent station in ordar (o serve an area not normally reachec. and wini
is assign:zd separate caill letters and channe! number by the FCC. In it
requlanly issued Television Markat Reporis, ArDition comBines ihe auGience
of “satellite” stations vath those of the “parent” station under certain cor
ditions. (See separate pubiication provided to all television report subscnbe:
entitled Description ¢f idetnoaology.)

Share — The percentage of the total Households Using Television (KUT)
reached by a station during a specified time. It is possible tor the sum of
the shares to exceed 100%. All shares of 100% or greater will eppear 25 "99.

Television Households (TV KH) — An Arbitron estimate of the number of
households having one or more {slevision sets.

TOT (Totals) — The sum of estimated viewing in the Total Survey Arsa to ¢
repoited stations, by households and by demographic cateqones. This “Tat:
does not include viewing to stations whose audiences wers beiow the mir
mum reporting standards or to stations which were ot tested.

Total Households — An updated estimate based on 1970 census provide
Market Statistics, Inc. These estimates are projected to January 1, 1973
include households on mulitary instaliations.

g b
ar

Tetal Survey Area (TSA) — A geographic area comprising those counties
which, Dy Arbitron estimates, approximately 93% of the net weekiy Circui
tion of commercial home marxet stations cccurs. All TSA estimates are
reported in thousands.

UHF Penstration — Arbitron reports estimates of UHF penetration in the
TSA. the ADI and Metrc of all Metro markets, TSA and ADi of all nor-Metre
markets, and the TSA of ali non-ADI markets. These estimates are baseo
on the in-tab diary sample.

Universe — All television households located in the specitied zrea.
Working Woman — A temale age 18 + who works outside the home 38 ¢f
more hours per week.

Far adrditionai information, 'he reageris crrected to 'Sizngard U
of B'o.‘.)..,gr Aasezarch Te'rn s, puplistied by the l,ax.ar
Brozdcesters, 1771 N Street, N.W., Washington, D.C. 20036, ar: thblef’u :

“Description of Mm’hoa‘o!goy. "
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This teport is a compilation of television autlience

estimates tor this market. The estinates are based

on intcrmation supphied by television nousehoids

over the peniod of the sampie survey. The households

were selected by computer trom local teiephone

directory sources. All television audience estimates
‘fe approximations subject to statistical vaniations
ctated to sample sizes.

Arpitron uses one-week family viewing diaries 1o
gatner information for lelevision audience reports.
Information, such as colur-set and multi-set owner-
shi, is also gathered by telephone at the time of the
diary placement interview. Diaries are printed in
Spanish for placement with families who indicate
preference for a Spanish language diary.

A methodoiogy cescriplion 1s provided in this re-
pont. A more detalled descriction of Arbitron method-
ology may be found in a separate publication, De-
scnptl:en o Methedology. If any specific details are
not compleiety clear, furiner expianation witl be
furnisheo on reguest.

Arbitron chients who also receive survey datz on
EDP tape shouid note that the estimales on the aze are
in somewnat ditferent form than reported in this HOOK.

Estimates Reported by Section

Day-Part Audience Summary -~ Average auarter-hour
audience estimates are summiarized for each station
by standara day-part segmente. The day-pan group-
ings in Centrat and Mountain timie zone markets difter
slightly from those in £astem and Pacific time zones
to better represent those times which are normaily
devoted to network ang local programming. Station
estimates 1n this summary are based on the quarier-
hour periods that each station was on the air curing
the specified cay-part. Periods in which off-air tech-
nical difficuities occur are ot included in station
averages. Estimates for stations on the air tor less
time than the s:ation tetecasting the most quarnter-
nours durino the period are so designated by a
double asternsk (Y *). Becauss Arbitron viewing
estimates are tabulared oniy for those time periods
between £.OCAM and 2:004NM, “Sign-20" and "Sign-

h ody-pants do not inciude teiecasts priorio or aver

} ese nours. (bee separate pubacation proviced to ali
‘tarevision repert subscribers entitied Description of
Methodology.)

Network Program Averages — These averages inciude
only network crograrm quarter-nour audiences carmed
on home stations with all locai or syndicated pro-
gramming eliminated.

Weekly Progremming and Tima Period Averages —
Average quaner-hour audience estimates are reported
for each station for each night of the week, from
4:00PM to 2:00AM (local timei. and for all day Saturday
and Sunday. For the Monaday-Friday pernod, estimates
are reported as five-day averages. Station estimates
are based on the guarter-hou: periods that each

station was on the air during the spacified time period.

Periods in which off-air technical difficulties accur
are not inclugded in staiton averages.

The Weekly Programming and Time Period
Averages section Is arranged 25 follows: The time
period is listed, followad by the station call letters
and the first week's first quarter-hour program titie.
tf the title 1s the same for any other quarter-hour in
any week of the survey it will not ne repeated. Dil-
terent program tities appear on the lines following
with a maximum of eight title lines cer station. |f
there 1S more than one title for a station during atime
period a four-week average line follows the titie lines.
The weekly A3l rating(s) tor a given program appear
in the aporopriate week's rating column. f the first
anc-second quanter-hour of a half-hour time period
have difierent prograrmnmung. two AD! weekly ratings
are shown {or the appropnate week, cne representing
each quaner-hour.

Wernesmay WK1 WK 2 WK3 WK 4
£.30-2.00PM
WAHAR
Bragy Blunch &
News 8 8
Basxstpalt 10 1

—4 WK hvg —

4 dash{—)1n one of these weekly rating cotuinng
indicates that the nrogram d:d not achieve a renofi-
able rating. A bianr in one of 1hese weekly rating
columns indicates that the st2}1on was not on tha air.

To quahity for individual weekiy reporting, 8 minimum
of 70 in-tab households must be achieved in each of
the survey weeks. In markets with smalier samnies
only muiti-week average estimates are reported and
an asterisk (") will appear in the weekly coiumns. On
each titie line, after the weekly rating(s), the time
period averages are reported. For those programs tele-
cast two or moze weeks dunng a tme penod. complete
househoid anc aemographic intormation s reported..
Forthose programs telecast only once in a time
period, in those markets with weekly ADI ralings, the
following 1s reported:

ADI TV Household Ratings and Shares

ADI Ratings for Total Men and Total Women

Metro TVHousehold Ratings and Shares

TSA TV Households, Total Men and Total Women

For those programs teiecast only once in a time
period in marke1s without.weekiv ratings, no esti-
mates are reporied. The four-week average line in-
cludes comptete nousenhaolc anc cemograohic es-
fimates wnich arc averaqes for all weeks of the survey,

Program titics are requested on a ime-formatieq,
pre-printec 'ocg form from eacn commerciat siauon.
See separate publication provided to all teievision
reporn subscnbers entitied Descricrion of Methoaclogy.

Station Break Averagss — Audiences reported are
averages of two quarter-hours. The time listed is the
station break time between the two quartier-hours
ircludeo in the average. Periods 1n which off-air
techrucal ditficult:es occur are not included in station
averages.
Program Audiencas — Average quarter-hour estimates
are reponted tor those programs which meet certain
gualifications. All quarter-hours of a aualifying pro-
gram telecast by Home Market or outside Class |
station dunng the muitiple-week survey are inciuded.
The number of quaner-hours on which the averages
are based 1s shown In the report. To qualify forin-
clusion a program must have beern telecast at least
one quarter-hour on the same Gay during each ot iwo
survey weeks. The program is reported in the Pro-
gram Audiences section even if it was carned at
dilferent times, a3 tong as the program was on the
same caienaar day of the weeis involved (e.q.. tirst
Wednesday at 5:00PM and third Weanesday at §:00
PM;. Only tull program quarter-hours are incluced.
Accurmnulation ot quarter-hour estimales is pased
on program titte. Programs of one quarter-nour dura-
tion shown two or more times during the same day
and also on different weeks will be averaged together
and reported in the section.

Time Pericds and Programs Reported ~— Since Arbitron
does not have individual day tities for programs tele-
cast prior to 3:30PM Monday through Friday, programs
must quality within the Arbitron time frames. Thus,
amovie tetecast each ocay, Monday-Friday 2:30PM-
4:30PM is reporec as two programs with a weighted
average of the two programs. The first is a Monday-
Fnday average of the 2:30-3:30 portioniof the movie. The
second is an average of the indiviaual days (MonGay
througn Friday) from 3:30 to 4:30 combined with the
Monday-Friday 2:30 to 3:30 portion of the program.
The resulting {inal program average {see example
befow) inciuces ali quarter-hours the program was
telecast, even though it began prior to the 3:30PM
break tor individusl day reporting and averaging. The
Monoay-Friday average must be contiguous to the
3:30PM time period to be inciuded in the wetghted
average.

2:30PM WAAA Ng. ol WKS.  No.ol % Hrs.
*M-F Movie 4 80
J:JVPM WAAA
"M-F Movie 4 80
‘Mon. Movie 4 16
*Tue. Hovie 4 16
“Wed. Movio 4 16
*Thu. Movie 4 1€
“Fn Movie 4 . 16
Avy. Movre 360

Programs scheduied more than once weekly afrer
3:30PM are repotied as caily ¢stimetes and a5 3
waekly average. t aprogcramas tes seven days
2week dunng (he survav, WO avers wre provided
The first 1e & five-aay average ¢f the 3y tnrough
Friday leiecasts anc the second i1s a tu /&n-cay
average including the Monoay through: Frioay lele
cast. as well as the Saturcay anc Sunaay telecas:s.
A £:COPM newscast would be regoned for each

Pege il

individual day Monday through Friday with a five-
day average (5 AV) foliowed by the Sawrcay and
Sunday individual days and a seven-day avorage
(7 AV) which inciudes all telecasts of the program.

6.00PM WAAA 8:00PM WAAA

*Mon. News “Sar. News

*Tue. News “Sun. News

“Wed. News TAV Nawy

“Thu. Nows

*Fr., News ‘
5AV. | News

The weekly average of programs telscast morse
than once weekly, but with varying start imes appears
each time the program title appears. The averzge
represents all time penods in which tha program was
telecast. An asterisk (*) preceding a program titie
indicates that the estimzates tor the program are
inciuded in an avnrage

Proorcm Audnencc csnma(-.‘ 00 not incluce v;:mng
to programs prior to 6:00AM anc atter 2:004M (e.q..
a program that peoins at 12:20AM and continues 1o
3:004M would pe reportec only for the 12:30AM-
2:00AM pertod). No program averagss arc reporied
for precgrams wnich begin after 1:00Ak (local time)
during the survey pencd.

No singie title’'c! & multi-titied quarter-hour can be
exclusively creditad to a quarter-hour ume period.
Theretore, ne singie title of a multi-titled cuartar-nour
appears in the Program Audiences Section. For the
reporting of program averages of Parent + Sateliite
cembinations, the Parent and Satellite are assumed
to be tetecasting the sarne programs.

Sampling and Calculaticns

Sampling Methodology — Surveys for Arbitron Tele-
vision Market Reports are accombiished through
the use of a gengraphic unit caiied an Arbitron Sampling
Unit. A sampling unit is nomally one county, ajthough
somae counties have been divided Into two or moere
samipling untts becauss of population distriputian,
terrain, or areas in which special intentewing tech-
niques are used. (There are no irstances in which an
Arbitron Television Sampling Unit conzists ot mora
than one county. ) The actual numaoer of ¢iaries piaced
in each Sampiing Unit 1s determined by e queta
established for the vnit and the rate of return wiuch
Arbitron can reascnably expect based on past place-
ment experience. The total sampie 1s divideg tnto
approximately equal weekly segrents for diary
placement, and the returns are tabuiated sepaiatety
for each survey week. For each survey a completa
new sampte of iamihes 1s compuier-selecied for each
sampling untt througn the use of 2 systematic intenal
selection tecnnique. These samples of housenoids
are drawn by Metromazil. This sarnple selection, like
all other processes used in developing Arbitron tete~
vision estimates, 15 audited by the Brozdcasi Rating
Council. instances of hand-drawn sampies are cui-
lined in Arbitron's separate putitcation provided 1o
all television repor subscribers entitledDescription
of Methooology.
Disry Plzcemant and Returm — Arbitron initially sends
a letter tc samiple households informing thern ot they
selection by computer, and stating that an interviewer
will call to request thetr cooperation in the survey.
Interviewers are instructed to contact the seiected
sample households by telephone (c prise (he 0iaries
Interviewers are instructed 15 make at icast ve
atliempis to reach every housenoid s€iec ‘ted in the
sample in order that everyone in the sampie has a
reasonable chance of being coniacied. These
attempted calls are made at different hours ounng
the day anc evening. Diaries are then marieo directiy
to the sampie housenolds from Arbitron hcad-
quarters in Beltaville, Maryland. Arpitrcn sends a
diary tor each television set in the known mult-set
nousenoplds. Following tne survey, resoonaents
:s,ue:! tc mail thair giernies pack te Arsisrenin

Almounh explicitinstructicns are orovigeds aach
interviewsr, ang 1INANHENAENT Checks arg reqiariy
conducted by interviewsar ceordinaiors aniihe
Arbitron Fielg Operations Depanmeni, there may be
INS1aNCEs wWhere SUCh INstrucHicns are nog folowed,
Spacial interviewing techniquas ang 3
proceaures are employed in cen=in Markeis
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improve representation of cenain ethmc groups. Seé
separate publication provided 10 all televistion report
subscribers entitied Description of Methogoiogy.

Tabutation of Diaries — All diaries returned to Arhrtron
are not necessanly used i1n tabulating television
audience estimates. Among those not used are diaries
which are incomplete or inaccurate, and those which

rive after the prooucton cut-off date. The total

Jmber of in-1ab giaries may not reach the ornginal
Guota On the other hand, the tolai may exceed the
quota.

-Entries in dla.rues retumed.from multi-set house
holds are edited so as 10 provide unduphicated viewing
information for a given household. Local ime dif-
ierences within 2 market which overlaps 1ime zones
and time difterences caused by seasonal lime
changes are accounted for 1n the results by tabulating
all viewing by a station’s local time relative to the
time zone of the market bewng tabulated.

Arbitron has developed other specizi editing pro-
cedures for situaticns where a CATV system s
required to protec: a iocz: s1aticn against duphcation
of its programs brougntn oy the CATV system trom
cther sources. These special editing proceaures are
dascribed in Arbiiron’s separate publication provided
tc ail tetevision report subscnbers entitied Deccription
of Merhodology

Projection of Audience — Diary data for basic viewing
categories are projected jor each quartar-hour by
atechmaue which assigns a vaiue in terms of house-
holds andior persons tc each in-tab diary. The value
assigned s referred to as the housenolds-per-thary
vaiue or HPDV. Selected planned-no-viewing house-
holds are included in the calculation of RFDV.
Projections derived using the HPDV are then

Ssummed across weightemg cells and sampling units
in each survey area (Metro, ADI and TSA) and
gathered by varicus time periods for reporting. In-
dividual survey variations in projectad sex/age pop-
ulalions are stabthzed for all survey penods tor each
year ending in September. Audiences thus calculated
may be reporied for basic datz categories or for
combinations thereot: depending on the survey area.
they may be reported as projections or converted

“oratings. See separate publication provided 1o ail

.wevision report subscribars antitied Description of
Methodology.

Hoturned-Sample-Weighting ~ Arbitron exercises
sample controls by calculating HPDV's tzking into
account the foliowing: county, speciar interviewing
technique areas. survey week, CATV nousenolds.
and the age of tne nead of the housenold. in certamn
markets which meet Arbitron critena, racial end/or
ethnic charactenstics of e housenold are also con-
sidered. See separate publication provided to all
television report subscribars entitied Description of
Methodology.

Criteria for
Reporting Stations

Ir order to report the maximum amount of viewing

inany given Arbiron-deflined television market, the

criteria for reporting stations are appliea each time
the market is surveyed. Tha viewing levels of stations
located outside of the market, as well as home
stations, are examined to determine whether any
quality for inctusion in the report. Arbitron normally
tests more stations than usually quality.

Critenia are establisheg accorging to station loca-
tion and auctence size. The minimum reporting
standards are:

A. Homa Stiation: any siation located within the
Metro, Home Caounty and/er AD! of the market
being reported.

1. AHome Siation isincluded in the report if it
delivers 2 1% MNei Weekly Circulation based
onthe Toisl Survey Area and ziso has a
minimum of 53U ncuseholds per aversge
quarier-rour; or

‘2. it dehivers 155 of the Mietro television

houseno!ds (or Home County tzievision
housenold i a non-ADI market) for at least
3D reporica quarter-hour segments; or

3. it gelivers 1% of the Melro teievision
households (or Home County television
housenolds 1n a non-ADI man.et; for at least

% of Its broadcast time.
These criteria are applied 1o data encompassed
from sign-on 1o sign-of(. Sunday througn Saturday,’
for each station Qualitied ETV Stations appear
inthe Day-Part Summary ssction only.

B. Outside Station: any station which is reporied as
a Home Station in another television market is
an Qutside Station and 1S classed accorcing to
differentrminimum reporting criteria:

1. Ciass i Qutside Staticn
a. Mustattain a 10% share of total ratings
for 4:00PM 10.1:004M, Sunday through
Saturday, based on the ADI (or Home
County in a non-ADI market); or
b. Mustattain a Metro rating of 5 tor at least
100 quarter-hours, or tor at least 20% of
its programmed air time.
Af a station qualifies for Class |. all data related
10 the tdetro and AD! will be reported in all
sections cf the report except the ADI Rating
Trends.
2. Class |1 Outside Station
2. Mustattain anaverzge rating of “*one’ far
4:00PM to 1.03AM. Suncay through
Saturcay. based on the ADi (or home
County inanon-ADI market); or
b. Must attain an average ADI (or Hotme
County inanon-AD! market) rating of 1.5
for the eariy and fale fringe time periods
(Monday-Friday 5:00-7:20PM and
11:00PM-1:00AM. Eastern Time).
it a station qualified for Class I, Metro ang
AD! data will be reported in the Day-Part
Summary section only.
For compiete data on outside stations, see the
respective home market reports.

C. Sailite Station — Arbitron recognizes two
classes of satellites:

1. S-1Satellites — Thase are satellites which
duplicate the prograrnming of parent
staticninits entirety, carry no other pro-
gramming from any other source, and ai
ali times telecast programirung which is
identical to that of the parent.

Audiences of such satellites are alvays
reported in combinaiicn with those of the
parent in the parent's rmarket repori.

2. S-2 Satellites — These are sateilites that
duplicate mast, but not ail, of the parent
station's programming. Audiences of such
saiellites and the parent are snown on two
lines in the parent's market report. The tirst
line shows the audience ot tne parent 21one,
and the second lin= snows the combined
audience of parent and satellite(s) together.
When programming is ideritical on both
stations, the sympot (SP) will appear as pant
of the program title to represant Same
Programming. When programming difters,
the symbc! (OF) will appear as part ot the
program titia to represent Difterent Pro-
gramming. However, (a) when an S-2 sateilite
is located in a market other than the home
market of the 5-2's parent station, and
(b) when at least cne non-satzliite station is
focated in the same market as the $-2 satellite,
the auoience of the satelitte alone is shown
in the market report of ihe non-satellite
station. In these insiznces, the audiences of
such satellites are not cormbinad wiin those of
the parent in ths parent's home market report.

Limitations

In addition 1o the sources of possitle errors which

are describea eisewhere 1n this pook, the ussr should

be aware of the imitations describsd belcw:

A. The sampiz is orawn anly from households histed
In teienhone directories which eliminates non-
telephone nouseholes ang telepmone househoids
rot histedin the direciory. Commertia: es1om sn
monts HSLeG in the directo e specitiCaily ex-
cluded frem tha samipta. a0 Lles onomaisiary

.instehiations as well 2s.s1udenis ano resioents at
educationai anc other Insttuticns May o7 may Aot
30 Lisied i tha local telepheone arrectory. Allteis
pnone CireStones may nut have been 1o2ates ang
inciuded ir the 15t preparad by Metroman, wnich
is used as Arbilion's sampie frame.

B. Non-responding households may have 'scrne eftect
on the survey resylls to the extent that 're ‘.El‘.‘*
viSion viewing hiabits of non-responouents g:¢
from those of respondents, Similarty, the viewing
habits of non-telephone nouscholas or those
not listed in telephone oirectories mayvary ircm
those of households which have teiephones ana
are listed in directories.

" C. Non-responding househnlds in the onignaf

designated sample prevent the “intap TV
households” from being a probability samoie.

~D. The sample design andior response patie-ns

({inctuding those markets where speca| Grary
Dlacemem and/or viewing data retrievas are
utilized) may prectude proper representation of
certain groups within the poruiation such as
ethnic groups. householas in cenain low-ncome
low-education groups or househods whese prim.,
language'is other than Engitsh. Such nousencigs
may nct be fully represenies in reporiea
auaignces because usable diaries may not ne
obtained frem them. These taciors may oe
significant to the extent that teievisicn set
ownership and/or viewing hasits of thes e grculds
difter irom those cf other groups.

E. Data from Bureau of the Censys, Advertsing
Research Foundation, and Market Stalistics, irc.
are subject to gdetects and imutations sucn zs
Samniing, processing, and recorging errcrs. In
addition, for those vears between gecenrial can-

sus dates. Census data are basea upcn a ¢
which s significantly smailer 1n most regIcr
that employed by Arbitron; ang Market Siat 1s1ice,
Inc. utilizes publisheq government figures in
estimating popuiation for ind:viduai countiec.
These defects and limitations 1 gata from Bureay
of the Census. Advertising Research Foungation
and Market Statistics, Inc. are inherent in Ar:ron
estimates based thereon.

F. Diaries, or portions thereof, mavy be cerrpigted
improperly if the diary instructions are not
understood or are not followed. Such giaries
may thereby be excluced irem tne survey.

G. Some diary entries may have bean made on ths
tasis of hearsay, reca!l, the estimares of the giarv
keaper. or could Rave beer influencac by
commeants made by the interviewear 10 survey
participants.

H. Itis possibis that buman and ccmbuter processing
errors may occur after the dianes are received
at Arbitron heaaquarters. Consequently. ira
degrec of variance in the aata may be greater
than that expected from sampiing varialicn aiong,

. The population gata upon which Aroitron has

based its Sample Weighting may not be pracise.

Logical anzalysis and pre-processing oreoara'rcm

of the data may affect some of ina aiary viewin

entnies before the data are projected.

K. Arbitron conducts researcn INVOIVING new Methoss
of improving teievision housenoids cocperation
and/or secunng additional informaticn irom sarnniz
households.-Cccasionally a por:on of th:s re-
search may be performed (on very umites oasis:
in conjunction with the actual surveys. enc w
so done, may cause the degree of variance ir:
daiz to be greater than that expecied rrom
sampling variation alone.

L. Tothe extent that any provisions conta:ned in
this section, "Limitations,"” are inconsisient or
conflict with any provisions contzineg in the
“Special Notices” on page 5 01 tris 160071, sueh
spezial notices should be aeemes 1o supersena.
and/or arnend this section of the repor.

o~

Retention of Raw Materials

Ratention Schecule — In-tab Arbinren viewing ciznes
used for the computation of Hig autiznce sstimalss
published in this report wiii be s16ras anc Usec 1or
cross-tabulations for eleven moanns irom ine gics oo
date of the survev ang tnen castrovec aicng wit' &
unusabie diznes. SuLsSCrbars toin
2dvis20 inat if special cross-tanulati
reporied estimates are desuec. thay
orgered batore the retention perice hes expired.
Upon grior aprnointiment, suoscrnpers (o this renont
Mmay examing (he 1r-1an ArDitrnn viowing C.z
(Pror 1o the gestruction 1’101=-af) at Ara..r..m b
Beltsville office,

RE7d1



Appendix D
Broadcast Advertising Reports Brand Products

Within Product Categories
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PRODUCT CLASS CODES

A131 ' '  FOOTWEAR

D121 | DENTAL SUPPLIES

F115 ' DESSERTS AND DESSERT INGREDIENTS
F122A HIGHLY SUGARED CEREALS

F122B OTHER CEREALS

F133 ICE CREAM

F142A FRESH FRUIT

F142B RAISINS

F142C ' 'CANNED FRUIT

F162 CAKES, PIES AND PASTRIES
F163A COOKIES

F163B ' CRACKERS

F172 FRUIT JUICES

F211A CANDY

F211B REGULAR GUM

F211C SUGARLESS -GUM

F212 APPETIZERS, SNACKS AND NUTS
F221A REGULAR CARBONATED BEVERAGES
F221B DIET CARBONATED BEVERAGES
F223 NON-CARBONATED BEVERAGES
F300 ~ BEER, WINE AND MIXERS

G440 BICYCLES

G450 TOYS, GAMES AND HOBBYCRAFTS
V234 RESTAURANTS AND DRIVE-INS
8888 ALL OTHER FOOD AND BEVERAGES
9999 ALL OTHER NON-FOOD PRODUCTS

| 3837
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NETWORK ADVERTTSING: BRANDS WITHIN PRODUCT CTASSES

Al31 FOOTWEAR

Buster Brown Shoes
Converse Footwear
Etonic Gold Shoes
Famolare Sport Shoe
Florsheim Shoes

Foot Joy Golf Shoe
Fred Perry Tennis Shoes
Freeman Shoes '
Hush Puppies Shoes
Keds Footwear

Ked Footwear Jets
Keds Footwear Little Sports
keds Footwear 360
Kinney Shoes

Kinney Shoes Regional
Levi Shoes
Naturalizer Shoes
Pro~-KFD Footwear
Royal Tennis Shoes
Spotbilt Footwear
Stride Rite Shoes
Thom Mcan Shoes

D121 DENTAL SUPPLIES
Aim Toothpaste
Close up TTHPST Mouthwash
Colgate Dental PDTS FRML MFP CRM
Crest Toothpaste
Gleem Toothpaste
Macleans Toothpaste
Pearl Drops Toothpaste
Pepsodent Toothpaste
Reach Toothbrush
Ultrabrite

F115 DESSERTS & DESSERT INGREDIENTS

Betty Crocker Food

Frosting Mix
Betty Crocker Food

RDY SPRD FRSTNG
Birds Eye Food

Cool Whip Topping
D-Zerta Gelatin Dessert
Dream Whip Topping Mix
Hunt Food Snack Pack
Jello Food American Desserts
Jello Food Gelatin
Jello Food Pudding
Nestle Food Morsels
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F122A

F122B

Phillsbury Food
Frosting Suprene
Swiss Miss Food Pudding

HIGHLY SUGARED CEREAL

Captain Crunch Crunchberry Cereal
Captain Crunch

Peanutbutter Cereal
Captain Crunch Regular Cereal
Captain Crunch Various Cereal
Cocoa Puffs Cereal
Cookie Crisp Cereal
Crazy Cow Cereal
Freakies Cereal
General Mills Monster Cereals
Golden Grahams Cereal
Golden Grahams Cereal Regional
Grins & Smiles Cereal
Kellogg Food

All Brand Bran Buds
Kellogg Food Apple Jacks
Rellogg Food

Corny Snaps Cereal
Rellogg Food

Cracklin Bran Cereal
Kellogg Food Froot Loops
Kellogg Food

Frosted Mini Wheats
Kellogg Food Frosted Rice
Kellogg Food Sugar Corn Pops
Kellogg Food

Sugar Frosted Flakes
Kellogg Food Sugar Snacks
Lucky Charm Cereal
Moonstones Cereal
Post Food Alpha Bits
Post Food Honeycombs
Post Food Pebbles
Post Food Super Sugar Crisp
Trix Cereal

OTHER CEREAL

C. W. Post Cereal
Cheerois Cereal
Cream of Wheat Regular Cereal
Kellogg Food Corn Flakes
Kellogg Food Product 19
Kellogg Food Raisin Bran
KRellogg Food Rice Krispies
Kellogg Food Special K
Kellogg Food

Toasted Mini Wheats
Rellogg Food Various Cereals
Buc Wheats Cereal 57145
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F133

F142A

F142B

F142C

F162

Life Cereal
Nabisco Food Shredded Wheat
Nabisco Food Team Flakes
Nature Valley Food

Granola Cereal
Post Food Grape Nuts

Post Food Raisin Bran
_ Quaker Food Instant Oatmeal

Ralston Purina Chex Cereal
Total Cereal
Wheaties Cereal

ICE CREAM & SHERBETS

Borden Food Ice Cream
Tastee-Freez Regional

FRESH FRUIT

Cling Peach Pramotion
Washington State Apples

RATISINS

Calif Raisin Adv

CANNED FRUIT
Do e Food Canned Plnea le
Monte Foog Canned ru1€p

Iakty Food Canned Fruit
Ocean Spray Food
Cranberry Sauce

CAKES, PIES, PASTRIES

Dolly Madison Bakery Cakes
Dolly Madison Bakery Donuts
Dolly Madison Bakery Regional
Hostess Bakery Cakes & Pies
Kellogg Food Pop Tarts
Morton Food Donuts
Mrs. Smiths Pies
Mrs. Smiths Pies Regional
Pepperidge Farm Frozen Cake
Pillsbury Food Refrig Pastry
Sara lee Food Frozen Cakes
Sara lee Food
Light&luscious Dssrt

»
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Fl63Aa

F163B

F172

F211A

COCKIES
Nabisco Food Fig Newtons
Nabisco Food Chips Ahoy
Nabisco Food

Nutterbutter Cockies
Nabisco Food Oreo Cockies

CRACKERS

Nabisco Food

Bacon N Dip Crackers
Nabisco Food

Cheese Swirl Crackers
Nabisco Food Ritz Crackers
Nabisco Food Triscuits Snacks
Nabisco Food Wheat Thins

FRUIT JUICES

Beechnut Baby Food Fruit Juice
Florida Citrus Juices
Minute Maid Food Frozen Orange Juice
Minute Maid Food Lemon Juice
Ocean Spray Focd Regional
Ocean Spray Food
Various Juices
Realemon Lemon Juice
Treesweet PDTS Regional
Tropicana Bev Fruit Juice

CANDY

Brachs Candy

Charm Candy Pops

Forever Yours Candy Bar

Hershey Food Candy Bar

Kit Kat Candy

Kraft Food Candy

Kraft Food Wrapples Carmel Slices

Life SaversPDTS Life Savers

Life Savers PDTS Lollipops

Life Savers PDTS Regional

M&S Candies Plain/Peanut

Marathon Candy Bar

Mars Candy Almond Bar

Milky Way Candy

Mr. GoodBar Candy

Nestle Food Chocolite

Nestle Food Crunch Bar

Nestle Food Mini Bars

Nestle Food 100000 Candy Bar'

Peter Paul Candy
Mounds&Almond Joy

Peter Paul Candy Regional
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F2i1B

F211C

F221A

F221B

-

Peter Paul Candy Whistle Pops
Reese Food Peanut Butter Cups
Snickers Chocolate Peanut Bar

Starburst Candy
Sugar Babies Candy .
Three Musketeer Candy
Tootsie Roll Candy
Flavor Rolls
Tootsie Roll Candy
Toosie Pop Drop
Toosie Roll Candy
Tootsie Roll Pops
Tootsie Roll Candy
Toosie Rolls
Tootsie Roll Candy Various
Trog-Lo-Dytes Candy
REGULAR GUM

Candy & Gum

Beechnut Gum Fruit Stripe
.Bubble Yum Bubble Gum

Dentyne - Various
Freshen-Up Gum
Wrigley Gum Spearmint
SUGARLESS GUM

Carefree Gum
Candy & Gum

Tri Dent Products Sugarless Gum

APPETIZERS, SNACKS & NUTS

Cracker Jack Food Confection
Crunchola Snack Bar
Doritos Chips
Doritos Chips Regional
Fla-Vor-Ice
Frito Snacks Corn Chips
Frito Snacks ‘
NTRL Style Pot CHPS
Icee Ice Confection
Jiffy Pop Popcorn
Lays Potato Chips
Lays Potato Chips Regional
Nature Valley Food
Grandla Bars
Orville Redenbacher Food
Popcorn
Planter Food Nuts
Pop-1Ice
Pringles Potato Chips

Ruffles Potato Chips Regional
REGULAR CARBONATED SOFT DRINKS

Coco Cola

Dr. Pepper Bev Regular
Mountain Dew Soft Drink
Pepsi Cola

Royal Crown Bev Reqular
Schwepples Beverages

Seven Up Beverages Regular
Shasta Beverages Regular
Sprite Beverage Regular
DIET CARBONATED SOFT DRINKS
Diet Pepsi Cola
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F223

F300

«

Diet Rite Beverages

Dr Pepper Bev Sugar Free
Fresca Soft Drink

Seven Up Beverage Sugar Free
Tab Beverage Diet
NON-CARBONATED SCOFT DRINKS

Borden Prize Drink Mixes
Country Time Drinks
Powdered Mix
Funny Face Beverage Mix
Gatorade Bev Regular
Hawaiian Punch PDTS CNND Punch
Hawaiian Punch PDTS '
PWDRD DRNK MiX
HI C PDTS Fruit Drinks
Kool Aid Beverage Mix
Minute Maid Food Lemonade
Squoze Drink Mix
Myler Food Drink Mixes

BEER, WINE AND MIXERS

Andeker Beer

Anheuser BUSCH PDTS
NTRL Lite Beer

Budweiser Beer

Budweiser Beer Regional

Colt 45 Malt Liquor

Coors Beer Regional

. Hamms Beer Regional

Heileman Beer Regional
Lite Beer

Lowenbrau Beer
Michelob Beer

Michelob Beer Regional
Miller High LIfe Beer

01d Milwaukee Beer
Olympia Beer Regional
Pabst Beer

Schaefer F&M Corp Regional
Schlitz Beer

Schlitz Beer Regional
Schlitz Light Beer

Schlitz Malt Liquor
Schmidts Beer Phila Regional
Stroh Beer Regional
Tuborg Beer

Tuborg Beer Regional
Andre Wines

Bolla Wine

Cella Wine

Gallo Wines

Giacobazzi Wine
Manischewitz Wine

Marinin & Rossi Wine
Paisano Wine

Riunite Wine

Sonoma Vineyards Wine Regional
Yego Santgria Wine
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G440

G450

BICYCLES

Schwinn Pdts Bicycles

&

GAMES, TOYS & HOBBYCRAFT

Atari Pong Game
Aurora AFX Cars & Sets
Aurora

~ Railmaster Redball Express
Aurora Screecher Race Sets
Batter Up Toy
Child Guidance Toys
Coleco Action Sport Games
Coleco Holly Hobbie
Coleco Pinball Games
Coleco Swimming Pools
Colorform Stick On Toys
Crayola Craft Art Kit
Crayola Crayons
Fisher-Price Toys Pre School Toy
Gabriel Lone Ranger&ACCS
Gabriel Othello Game
Gabriel Pop A Matic @S
Gabriel Prof NCD&The Turtle Games
Gabriel Wannabees Doll
Gabriel Chutes Away Game
Gum Ball Banks Toy
HASBRD Charliies Angles & ACCS
HASBRO Gi Joe Adventure Sets
HASBRO Lite-Brite
HASBRO Mr Potato Head
HASBRO Play & Make Kitchen Center
HASBRO Richochet Racer
Honda Kick & Go Scooter
Ideal Battling Spaceship
Ideal Big Shot Game
Ideal Breaking Point Game
Ideal Dorothy HamillsACCSRS
Ideal Electroman Doll
Ideal Evel Knievel
Ideal Flip Your Lid Game
Ideal Jaws Game
Ideal Junk yard Game
Ideal Mighty MD'S
Ideal Mouse Trap Game
Ideal Mr Muscle Game
Ideal R-R-R~Raw Power
Ideal Rub-A-Dub Dolly&ACCS
Ideal Star Team CLLCIN
Ideal TCR Total Control Racing
Ideal Thumbelina Doll
Ideal Tin Can Alley
Ideal Tippy Tumbles Doll
Ideal Talking TDY BR&TOOT A 10O
Ideal Toss Zcross Gare

Ideal Tripple Up Game
Ideal TuesdayTaylor&ACCSRYS
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Ideal Up Against Time Game
Ideal Whistling Mr Machine
Ideal Winning Ticket Game
Illco Toys Mickey Ms RLIR CSTR
- Kinner Aerial Aces Target Game
Kenner Baby Alive Doll&ACCSSRY
Kenner Baby Heart Beat
Kenner Baby Won't Let Go
Kenner Bionic Wamah&PDTS
Renner Close N Play Phonograph
Kenner Easy Bake Oven & Sets
Kenner Escape/Death STR Game
Kenner GirdensPanel Bldg Set
Kenner Ice Bird
Kenner Milky MEVLS MLKG COW
Kenner

Oscar Goldman & Acessry
Kenner Sit N Spin
Kenner

Six Million Dollar Man PDTS
Kenner

Six Million Dollar MN&DSCR GID
Kenner SoapSTER
Kenner Spectrograph
Kenner Spiro~Graph PDTS
Kenner SSP Products
Kenner Star Wars Figures
Renner Stretch Toys
Kenner Tree Tots Family & ACCSRYS
Kenner TTP Products
Kenner Turn On Game
1ego Toys
Lionel Toys ‘

Power Passers Race Set
Lionel Toys Trains
Lionel Toys Trains & Trucks
Marx Big Wheel
Marx Cats Eye Game
Marx Cosmic Robots
Marx Flying Furies
Marx Green Machine Racer
Marx Monster Mania
Marx Popcorn Game
Marx Shooting Gallery
Marx Sky Heroes
Marx Super Shot Racers
Marx Wiz Wheel
Mattel Baby Came Back Doll
Mattel Baby Thataway
Mattel Donny & Marie PDTS
Mattel Electronic PDTS
Mattel Flying Aces
Mattel Fun O Clock
Mattel Honey Hill Bunch Dolls
Mattel Hot Wheels
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Mattel Hub Bub PDTS

Mattel Power Shifters PDTS
Mattel Pulsar Man

Mattel Putt Putt Toys
Mattel See N Say

Mattel Sew Perfect

Mattel Sho Gun Warriors
Mattel Sizzler Race Set
Mattel Sunshine Family Toys
Mattel Tender Love

Mattel Tender Love & Kisses
Mattel The Slime

Mattel Tuff Stuff Toys
Mattel Various Toys & Games
Mattel Vertibird

Mattel World of Barbie

Mego
Mego
Mego
Mego
Mego
Mego
Mego
Mego
Ohio
Ohio
Ohio
Ohio
Ohio

Baby Needs You Doll

C B McCall PDTS

Cher Dcll & Accessories
Farrah Doll & ACCESS
Happy Days PDTS
Micronauts

Star Trek PDTS

Super Heroes & ACCSRY
Art Drag Race Sets
Art Drag Race Sets
Art Etcha Sketch

Art Lil Sport Toys
Art Walker Farm

Parker Birds Ccde Name Sector
Parked Bros Dungeon Dice Game
Parker Bros Gambler Game
Parker Bros Gnip Gnop Game
Parker Bros Hot Tomato Game
Parker Bros

Nerf Pre School Toys
Parker Bros Nerf Sport Toys
Parker Bros Pay Day Game
Parker Bros Riveton Model Xit
Parker Bros Sorry Game
Parker Bros Whoozit Game
Parker Bros Worm Wrestle Game

Play

Doh Toys & Games

Playschool Baby Toys
Playschool Bristle Blocks
Playschool Dress Up Dolls
Playschool Puzzletown
Raggedy Anne & Andy PDTS

Talk Bank

Remco Baby This And That
Remco Bat-A-Way
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V234

-10-

Remco Batman & ACCS
Remco MCKY MSE RNCH/MSE PWR
Remco Star Trek CSF
Remco System 7
Romper Room Digger The Dog
Romper Room

DNCG DN DCK&MRCH MK MS
Romper Room Mickey Mouse PDTS
Romer Room Weebles&ACC SRYS
Schaper Ants In The Pants
Schaper Don't Break The Ice
Schaper Don't Spill The Beans
Schaper Finders Keepers
Scaper Playmobil Sets
Schaper

Super Jock Action Games
Schaper U-Drive-It Toys

Silly Putty

Snoops Bubble Pipe&Tub
Super Hero Power SHLDS
Telestar Games

Tomy Eig Loader CONSTRN Set
Tomy Blip

Tomy Merry Go Toys

Tomy Mr Mouth

Tomy Nuttsy Tennis

Tomy Tuneyville Choo Choo
Tomy Turn N Go Riding Toys

Tonka Toys Cars & Trucks

Tyco Toys Race Sets
Tyco Toys Train Sets
Wham O Frisbee Toys
Wham O Hula Hoop

Wham O Slip N Slide & Water WGGL

Wham O Trac Ball

RESTAURANTS & DRIVE-INS

Big Boy Drive In Rest
Burger King Drive In Rest
Dairy Queen Drive-In RST
Kentucky Fried Chicken
Long John Silvers Rest
McDonalds DRV In RSTRNT
Pizza Hut Restaurant
Wendys Old FSHND HMB RST
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WUINL £ 4% S LALILO OV Y LIUNINIVIILIN A
Memorandum
TO * Sara Holtz DATE:

e,

FROM : Carole Christopher ~** 7.~

SUBJECT: BAR data

I would recommend that the BAR data be divided into
the following food classes:

F115 DESSERTS AND DESSERT INGREDIENTS
F122A HIGHLY SUGARED CEREALS
F122B OTHER CEREALS
F133 ICE CREAM
Fl42A FRESH FRUIT
F142B RATSINS
Fl42C CANNED FRUIT
F162 CAKES, PIES AND PASTRIES
F163A COOKIES
F163B CRACKERS
F172 FRUIT JUICES
F211A . CANDY
F211B REGULAR GUM
F211C ~ SUGARLESS GUM
F212 APPETIZERS, SNACKS AND NUTS
F221A REGULAR CARBONATED BEVERAGES
F221B DIET CARBONATED BEVERAGES
F223 NON-CARBONATED BEVERAGES

"~ F300 BEER, WINE AND MIXERS
V234 RESTAURANTS AND DRIVE-INS
8888 ALL OTHER FOOD AND BEVERAGES

The general purpose of this classification is to separate
out the most highly cariogenic products and the reasons for
specific sub-divisions of classes are as follows:

F122 is subdivided into highly sugared cereals
and all other cereals. This wag done for
the obvious reason that presweetened cereals
have increased cariogenicity potential.

Buy U.S. Savings Bonds Regzlarly on the Payroll Savings Plan
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Products are classified as presweetened

if they contain 30% of more sugar as an
ingredient. MRCA and other industry

data; along with various nutrition litera-
ture, were evaluated to ascertain the
appropriate cut-off percentage. In fact,
the common figure appears closer to 20-
25% but I am recommending 30% as the figure
-to use since it is indisputably a "highly-
sugared" product.

F141 and Fl42 are classified so as to separate
fresh fruits, canned fruits, and, raisins.
These are seen as having very different
potential cariogenicity. Canned fruits,’
because of their added sucrose (and/or
other sweeteners) and raisins, because of
their natural sugar content and "stick-
iness," are thought to be cariogenic while
fresh fruit is considered non- or rela-
tively non-cariogenic.

F163 is divided so as to separate cookies and
crackers. Some, (in fact many) crackers
do have added sugar but others have little
or no sugar. It seems inappropriate to
include crackers in the same category with
a product like cookies that virtually
always has relatively high amounts of added
sugar.

F211 is divided into three classes: candy,
sugared gum, and, sugarless gum. Again,
the issue of cariogenicity is at the basis
of this subdivision.

F221 is divided into two classes: regular and
dietetic carbonated beverages and the distinc-
tion is again in the sugar content and poten-
tial cariogenicity.

To be on the safe side, where classes are sub-divided,
products should be assigned to a new sub-class only if it is
known that they belona in that class. For example, if it is
not known whether -a beverage is sugared or dietetic, even if
its assumed to be sugared, it shouldn't be counted as a
regular carbonated beverage (which would mean it would be
counted as a sugared product). It should be assigned instead

843
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to the category "All Other Foods and Beverages." This seems
to particularly arise with respect to local spots where
products are not so carefully designated as on network
commercials. This caution applies to all product classes
(i.e., gums, cereals, etc.). I realize that in following
‘this suggestion there will be underreporting of the percen-
tage of advertising devoted to sugared products on children's
television but I think it's better to err on the side of
conservatism.
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Appendix E

Network TV Program Tabulation Forms: Advertising

and Audience Information
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Appendix F

Network TV'Program Tabulation Forms:

Product Category Information
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Appendix G

Network TV Programs Included in Analysis
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INELWOLK FIOgJrams included in Analysis ot Child Exposure to Network Program

and Advertising.

TOTALS FOR FEBRUARY, MAY,

TOTALS FOR CALENDAR YEAR

5760

. u:
E AND,NOVEMBER, 1977 1977
3 .
: . " No. of Min./ | $ Bst. No. of Min./ | $ Est:
Program Title :1'1 :)‘, Camm., Sec. (000) Camm. Sec. (000)
\BC Friday Night o
Movie X|x|- 211 105.3 8222.2 | 1259 640.3 | 48383.3
. ) )
ABC Monday Night

Movie ‘ x|-1- 87 41.30 | 4472.4 221 113 9456.4
\BC Sunday Night |

Movie x| x| - 214 106.30 |10098.1 | 1308 664 60560.5
\BC Weekend : .

Special -l -1x 21 10.30 | 228.0 160 84.3 | 1551.8
\lice -Ix|- 17 8.30 999.0 238 122 12194.8
\11 in the ‘ .
rami ly X|x|x 73 36.3 4609.9 309 156 17781.2
\11 New : '

\erfriends -l -l x 55 27.30 555.9 247 127.3 | 2497.4
\merican '
tandstand x{x]|- 166 83.0 996.0 957 478.30 | 6050.5
mnimals, Animals _ :
mimals , x| x| x 70 34.30 255.1 306 158 1048.6
ok IT x| x| x 68 34.00 527.6 304 155.30 | 2181.0
laggy Pants and ' ‘
he Nitwits - -] x 27 13.30 267.3 124 64.00 | 1136.7
\ang Shang ILala-

‘alooza -1 -] x 17 8.30 261.8 57 31.00 | 800.0
aretta x| x| - 93 46.30 | 4450.3 | 508 255.30 |24185.1
:arney Miller x|{x|x 62 .31.00 | 3302.0 299 152.00 |14434.0
;atman/Tarzan

Jventure - -1x 55 27.30 995.5 223 119.30 | 3568.1
otty White -] -] x 12 6.0 716.4 72 36.30 | 4149.7

; Event - x| x 169 84.30 | 8986 693 356.3 |32472.9
ig John, Little
shn x| x| - 65 32.30 422.4 260 135.30 | 1699.2




M=l = TOTALS FOR FEBRUARY, MAY, TOTALS FOR CALENDAR YEAR
E 2 AND NOVEMBER, 1977 1977 |
, 3 % e il
! ~J 5 L8 ' :
. ' No. of | Min./ | $ Est. ‘| No. of | Min./ |$ Est.
Program Title 3 3 Comm. Sec. (doo) Comm. Sec. (000)
. ; |

ionic Woman X | x|x 87 43.30 | 4144.8 197 101.00 | 9852.4
lanskys Beauties| X | X | - 23 + 11.30 9p8.4 66 34.001 2623.5
ugs' Bunny/Road : ' ' .
unner 1x[x|x 177 88.30 | 1920.3 773 407.30 | 7005.9
usting Loose X |- 1x 40 20.00 | 1876.0 | 143 78.00 | 5955.5
aptain Kangaroo | X | X | X. 1171 585.30 | 2398.9 | 4264 2140.00 | 7757
aptain & Tennile| X | - |- 53 26.30 | 2120.1 | 114 58.30 | 4391.9
arol Burnett - 1x |x 87 43.30 | 4246.8 445 226.00 | 20258.0
B Bears - |- 1x 65 32.30 | . 381.8 280 145.00 | 1758.5
BS Children's X |x |x 100 50.00 587.5 390 203.00 | 1786.2
ilm Festival

irlie's Angels |X | X [|X 166 83.00 |16379.3 616 308.30 | 33889.4
hico and the Man X | - | - 18 9.0 $792.0 207 ©105.00 | 8364.9
hips - {-|x 35 17.30 | 1494.0 157 81.30 | 5783.9
lue Club X |x |- 52 26.00 | 416.1 245 127.30 | 1686.6
ode R x|-1- 49 24.30 | 1132.8 151 79.30 | 3711.8
on Ho Show |- 1- 236 118 1319.7 522 267.00 | 2928.5
onny and Marie |X |X [X 110 55.00 | 4511.61 | 376 197.0 |18494.3
ight is Enough |- |- | X 78 39.0 5510.0 335 169.30 |19046.2
mergency X {- |- 44 22.0° | 1968.0 | 319 169.00 {11652.0
amily Feud - {x |- 257 128.30 | 1138.5 | 2978 1500.00 [17312.8
antastic Journey | X | - | - 55 27.30 1764.0 127 65.00 | 4158.0
ar Out Space Nutf X | X |- 60 30.00 |. 178.0 240 124.00 | 628.7
=t Albert and

by Kids X Ix |x 78 39.00 | -788.9 332 174.00 | 3075.4
ish x Ix |- 28 14.00 | 1161.6 198 105.00 | 8107.8

5761

3855




TOTALS FOR FEBRUARY, MAY,

m == TOTALS FOR CALENDAR YEAR
&= % AND NOVEMEER, 1977 1977
} E 3 -
| 3§ , : :
~ . No. of Min./ | $ BEst. | No. of Min./ | $ Est.
Program Title 3 3 Camm. Sec. (000) Camn. Sec. (000) .
ogans Run - |- 23 11.30 | 933.7 154 81.00 | - 5202.8
ove Boat S 38 19.0 | 2124.0 181 92.00 | 8283.6
, |
lan from Atlantis |- |- |X 39 19.30 | 1602.0 166 84.00 | 6895.9
ash 1x |x |- 45 22.30 | 2851.0 292 157.00.} 19320.9
cnster Squad x |x |- 62 31.00 | 450.3 249 133.00 | 1838.5
uggsy {x |- |- 31 15.30 | 145.7 83 43.00 401.0
BC Monday Night : . '
ovie - Ix |- 125 61.0 | 5653.2 1238 634.00 | 54337.1
BC Saturday _ _ : .
ight Movie - Ix |- 138 69.0 | 5248.0 1499 761.30 | 57649. 4
aw Adventures of
sman o x | x |- 50 25.00 | 602.8 211 110.30 | 2286.4
=w Adventures : ' ,
£ Gilligan x |x |- 67 33.30 | 238.7 276 142.00 937.1
oW Archies/ .
abrina . - - Ix 31 15.30 | 490.6 161 84.30 | 1299.9
jdball Cowple |[X |X |- 42 21.00 | 317.4 178 92.00 | 1210.5
v Day at a Time |- | X | X 46 23.00 | 2608.9 272 138.00 | 13577.6
seration Btticoa - |- |X 18 9.0 | 1080.0 79 | 39.30 | 4014.0
ink Panther , ,
wgh Show x |x |- 205 102.30 | 1221.7 882 458.0 4848. 8
-ice is Right |X |- |- 406 203.0 | 2447.9 5403 2716.00 | 31077.9
:d Hand Gang - 1- Ix 24 "12.0 | 177.6 105 54.00 | 675.2
1oda - |- Ix 10 5.0 617.4 245 125.30 | 11122.2
xkford Files - Ix |x 85 43.30 |- 4336.5 531 271.00 | 23590.5
yford'and Son | X |- |- 24 12.0 | 1176.0 213 108.00 | 9894.0
ooby Doo~ ‘
namitt Show X 1 X |- 148 74.00 | 2224.6 681 362. 30 9385.1
3856

~ 5762




TOTALS FOR FEBRUARY, MAY,

E E g TOTALS FOR CALENDAR YEAR
o AND NOVEMBER, 1977 1977
) 3 T ’
. N - No. of Min./ $ Est. No. of Min./ | $ Est.
Program Title 3 3 Comm. Sec. (000) Comm. Sec. (000)
"Wy
host Busters - - X 21 10..30 72.8 105 52.30 288.4
ong Show X | X |X 696 * 348.00 | 3119.3 2823 1432.30] 11750. 8
ood’ Times X |X {- 58 29.00 | 2309.4 290 148.00 11568.1
reat Grape 2pe |- [- |X 24 12.0 | 125.0 | 123 162.30]  615.0
rizzly Adams ' X IX |X 121 60.30 | 5204.0 418 - 215.30] 16142.0
appy Days X |x |x 90 45.00 | 6096.0 302 160.30| . 18574, 9
appy Days K . |
aytime X |X |X 744 372.00 | 3885.1 2964 1494.3 | 14990.7
ardy Boys/ o ~
ancy Drew X 11X |X 129 64.30 | 5266.0 485 255.00] 16986.2,
ere's Lucy - Ix |- 221 110.30 | 1209.5 | 1319 665.30] 6191.0
, lison Bros. Raz/ A , :
as Show X |- (- 25 12.30 69.2 87 45.30f = 231.3
-Am the Greatest |- |- |X 29 14.30 496.0 128 ‘ - 67.30f 1907.2
abberjaw X X |X 65 32.5 506.5 302 1.5-7.00 2135.8
he Jacksons X 1= 1I- 18 9.0 635.5 35 19.00} 1313.0
ne Jeffersons x Ix |x 64 32.00 | 2814.0 270. 135.30] 10899.1
ungle Book - X |- 7 3.30 210.0 7 ’ 3.30 210.0
£. Almost Any-
1ing goes X IX {- 52 26.00 179.9 209 108.30 700.4
ids from Caper - X |- 35 17.30 137.9 150 76.30 629.1
rofft Supershow (X |[X [|X - 178 89.00 | 2531.5 784 410.30| 10511.7
idy of the Iost |X |X |- 71 35.30 539.8 261 137.00f 1993.7
wverne and - '
iirley X 11X X 81 139.30 | 5698.1 279 143.30} 16605.8
tle House on
e Prairie X {X X 111 55.5 6054.9 510 269.00 | 23885.0

5763




Wl |z TOTALS FOR FEBRUARY, MAY, TOTALS FOR CALENDAR YEAR
< AND NOVEMBER, 1977 1977

3 3 % ;

i | No. of Min./ | $ Est. No. of Min./ | $ Est.
Program Title 3 3 Carmm. Sec.’ (000) Camm. Sec. (000) ,
Scooby's Laff-A-
ympics - |- {x 121 60.30 | 2617.9 501 269.0 | 10600. 7
jearch and Rescue N
\lpha Team - 1= Ix 37 18.30 | 356.4 146 77.00] 1347.2
secrets of Isis |- |- |X 27 810 331.2 109 56.00f 1135.5
shazam/Isis X |x |- 121 60.30 | 1159.3 522 273.30] 4790.8
3ix Million Dollar : .
fan X |- |x 95 47.30 | 5216.2 572 295.30 | 27922.1
e Skatebirds - |- |x 55 27.30 | 778.2 236 124.00 | 3026..4
space Academy - - Ix 27 13.30 | 448.0 113 59.30 | 1594.7
jpace Ghosts and | ,
rankenstein, Jr. |X |X |- 68 34.00 | 455.3. 289 151.00 | 1848.8 |
mce Sentinels |- |- |x 34 17.0 | 332.5 74 40.00 | 653.8
speed Bugqy X |x 1- 69 34.30 | 507.5 281 149.00 | 2034.4
starsky and Hutch | X [X |X 127 63.30 | 5719.3 ..632 319.30 | 26528.2
uperfriends X {x |- 44 22.00 | 396.7 216 113.30 | 1860.1
perwitch - - |X 15 7.30 | 228.8 53 27.30 646. 2
wlvester and ' :
weety X |x |- 58 29.00 | 152.6 260 131.30 588. 8
1abitha - |- |x | 18 3.0 | 1062.0 55 28.30 | 2561. 7
‘arzan - Iord of | .
he Jungle X Ix |- 55 - 27.30 | 607.3 234 125.00 | 2387.5
hree's Company - |- 11X 27 13.30 | 2175.0 146 75.00 8455. 7
hunder - - Ix 27 13.30 | 369.0 130 69.00 | 1481.0
am and Jerry and : :
hanbly Show X |x |- 63 31.30 | 358.0 296 148.30 | 1425.1

ko - 1-Ix 20 10.0 245.7 89 45.30 833.0
he Waltons X |x }|x 143 71.30 | 7199.7 587 312.00 | 26276.2
‘ 5764 3858 |




Network Programs Included in Analysis of Child Exposure to Network Program
+ and Advertizing.

TOTALS: FOR FEBRUARY, MAY,

TOTALS FOR CALENDAR YEAR

P g lE|& .
E < g AND NOVEMBER, 1977 1977
3 ‘ :
~J 5 ,
N i No. of | Min./ | $Est. | No. of | Min./ |$ Est.
Program Title 3 3 Cormm. Sec. (000) Cormm, Sec. (000)
Jay Out Games X | X |- 65 32,30 | 272.5 240 124.30] 936.3
that's Happening [ X | X | X 63 31.30 | 3356.9 286 - 143.00 | 13335.7
‘nat's New Mr. .
fagoo? - 1-1X 21 10.30 | 220.5 84 42.00 | 1005.9
Jelcome Back,
{otter X |x |Xx 79 39.5 | 4158.6 324 166.30 | 14909, 7
fonderful World - '
>f Disney X |x |x 200 100.00 | 8781.5 796 409.30 | 32389.0
fonder Woman - |- 1x 26 13.0 | 1092.2 | 158 82.00 | 5805.7
’
X 1x |- 65 32.30 | 186.0 279 140.30 740. 3

joody Woodpecker

57sq'




Appendix H
Bar Graphs Depicting Selected Advertising

and Child Audience Relationships
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DATE:

RESLY TO

AT OF

SURJECT:

Eunice Dickexrson
Legal and Public Records

Please add to LL-52 the attached letter dated March 15,
1979, with its attached corrected copies of tables from
J. Howard Beales, I1III.
Plecase add to LL-53 the attached page 17 and Table XVII.
e

Please add to LL-55 the attached errata sheets for the
testimony of Dr. Martin Block.

" 5782

hran the Payroll Savings Plan
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