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The subaects,“léo adults. ware randomly split between two

treatment groups. Each: 'saw a 30-m1nute telev1§10n program

with" one of two types of commercial placements four: l-mlnute

y

/ .
breaks or one A-mlnute\cluster. Commercial recall, measurad ) ~

by a paper and pehcil de&ice, was analyzed using multigﬁfiate

‘and univariate analysis of Qariance for a’ZXB factorial de-

sign:with one nested factor. A SLgnlflcant 1ncrease (B<< 05)
'-1n related recall was found for those subnects who‘ﬁaw the L

" comm°rcials in. the 4-n1nute cluster. No significant dlffer; |
ence was found for recall of 31tuat10n/ﬁlsual or message, ele-
ments or 1nteract10n between presentatlon and positlon.,’ ~‘f ¥
Some form of. clusterlng was preferred by 98%. of ‘the subjects." ~
Two oonclu31on§.were suggested. Flrst, clusterlng may lead
~to a drop ‘in the number of viewers who watch commercials.

' Second, the recall of cpmmerclals among the audience which

: - - o . . o b .
remains would likely not be lowered and might in some instances
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- ® © Introduetion
i A
z,z‘ . ~N , ,/ . /
. \ The North American system of television broadcasting . C
i?, | | ~ has recently come under heavy oriticism becauae of advertis-
i .  ing praotices (@ege, Kerahaw, ‘1974 larti.ng, 19?3; Ostrow,
‘ e 19733 Simko, 1973) There is a growing fear among those in " )
. ' the advertiaing and broadcastmg industry of a consumer re-

t
‘volt spawned by increasing public irritation toward a&or.— /

tising (Gerstle, 1971y Graham, 1971; Gwyn, 197l; Roger, 1974c).
. Attention has particularly focused on the clutter’of com-

L 4

mercials oxi television ar‘ising from the proliferafién of

Weiss, 19723 Nilson & Muncie, 1973)

In Canada, concern with televised advortising has
oenoered around the Canadian Broadcasting Corporation's (CBC)
commercial policy, partlcularly in light of’ thq CBEC's atatus

v Yas { .crown corporation. In the report of the 19711- CBC li-
cense renewal hearings. the Canadian Ra.dio-'l‘elevision Com— i

-
mlsswn (CR’I‘C 1974) stated' that, "There is a growing con-

v

cern that broadcastmg in general and televiaion in partic- .
““ular has become exces;si.vﬂely influenced by the Nordk. An/ezjican‘ '

"\

. ' 30—second adve *)blsemen'bs since ﬁe !ﬁrly 1960s . (Mcuahan, 1971, . |
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'excesses and undesirable ‘effects of commercials on 1ts tele-

»

S

merchandising system" (" Decision CRTC 7& 70, p. 36)" As a

'result of the hearings on’ the CBC's application for 1icense

»

renewal the CRTC re%ommended. among“o#her things. that. ~

'"interruptions for advertising material should only e per-

mitted if the flow or mood of the program will not be dis-

:turped" "Decieion CRTC 74-70 " p. 43) and thzt. "the. number-

of 1nterruptions and the ‘number of commercial or other mes—l
sages in an. fhterruptlon should vary according to the nature
of the rogram” ("Decision CRTC 7# 70," p. 43) . ]

X o ‘The CRTC concluded that the CBC should undertake a re-

i consideration of its commercial policy. and spoald take the

leadership In working out ways of improving the programmlng
of commercial messages on television, In addition,. the CRTC -

suggested that the CBC eliminate, as far as possible. the ’

-

\
vision service and,assist advertisers and advertising~agen-

cies‘who want‘to improve aﬂvertising practlces. ‘
Subsee?ent to.the hearings, Pierre Juneau (1974), then

chairman of the CRTC, stated that there was a consensus

among“broadcasters. advertisers, and agepcles that eomet ing -

should be done about the cohgestion of commercials on tel

uvision. Laurent Picard, president of the Cbc. stated
'"t\‘hat the CBC was determined to develop a. new way of schedul-

ing commercials in and aroun? progrwms eCraig, 1974).

| In searching for a means of: 1mproving the programming .
X

, of commercials, ‘the CRTC and a.joint commitxee of Canadian’

1

I I P

A

©

A
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6 advertisers (coiprised of ‘the Ins‘t‘itute of Canadish Ad\;ort'ié-
ing and’the. Aaaoclation of canndi.in -Advertisers) both stated ‘ :
a deeire to lmow how 8 systom of "clusterlng epmercials,
,. such’ as’tho British uss, night be applied to the Cmadian
e R networks (CRTC, 197#) For its part, the CBC nid that it i
- wae propared ‘to try a new approu.ch to advortising and that ,

' the British concept of "cluatoring" had already. been dis- - “
cqssed (CRTC.' 1974), The principal ¢oncern rdgarding thia |

- tyﬁe of system, expressed by both the Joint conmittea of

- advertisers and the €BC, waa that the British m@thod 5 pro-
VS grm{:xg comorciula. as applied the North Anerican situ- ‘
a ation. night incruse the cluttoer mosaages on the alr. .
| It 18 necessary to degne 2 fev of tho torms that arise .
v in a considernt_ion of this problem md which will be used ;o
- 7.:‘ _ifx ‘this _study'vb!sf\drc' going any further: |
o o .‘ ' 'Advertiaing- S - ny non-prégrm material. _ ST
. Clutter- " . ' any oxton@ed series of nd- N

. ERS ) vertising messages.

t . Chsinc . . - the actual string of com- *

o ‘ meroials., i S L ‘:
N Po.it'iop;‘}" -0 "‘ “ " the ‘placement of a commer~. '
A "" 0 Neml i{ithin a chain, :
. i ‘Nbu'::(bz‘oaka:- - 1-c0or 2-minute commercial
RN ’ . . s ‘. ‘ . ) ' ’ ‘. » ' . ' .
Te L, T . ( bruks aepura‘t"od by approx-
.. -+ ’ ) e
A e o ‘iutoly 10 minutes of pro-

'gran utcrinl .




U

©oCcl -téged:breaks- . long (in, excess -of three
- ) mi'nufes) e;)mmercial breaksy
) C , in this study’ 4-minute - ‘
- / ,,” . , | .bloe\ks of comercialrg{pa- ‘
N : ' ‘ ' ’rated by approximately 30 ’
. L minutes 0 ogram.
A Noti;xg-: "\ M 'f' in commercial testing. ‘a8 yes.

f‘/\/' ‘ or no responae indicam

o~ ﬂthat the viewar rememyers “
" | ’ | ':. ‘seaing acommorcia]:.&
.. R.ecJaill- ‘ P o ﬁ in commercial} testing, &

| correct identificati’or‘x of

the product Pein.g‘tpsted’..

Related z‘jecal'l-f o in (;omxp,efz"cial testiﬁg. a

L | | o lcqrroci identi'fiqatiqno, of /
- - R N ‘the product being tested
| | combined with memory of

‘ o % . '.at 1east .one situation/visual

" or message element of the"
> ." -

.. . _ < . v commercial.

. ‘A‘.major ortion'of the oomplaints about commréials
center around the eftec*tfs of and solutions to Qe prpblen : _'
- of {élutt,e;' (ACTRA, 19705 Juneau, 1974 Roger, 197%; Wilson
& Munc;e. \;1973)4 of p,hrti-cular soncern. is the rrequency of
.commoz_-'éi_al breaks and "iha'nﬁhbcr ot messages in each bfe'a_k; ,

A '- | ~1‘.“'2‘1:?193~ all the commercials together .in bnl‘\f‘twd or

, .
4 . ; : , , - P
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:three breake in en'hqdr, aetiﬁ the’Britieh cbmmercial sys;
tem, would reduce the number of dnterruptions toa program
and decrease tbb clutter surrounding the contente of the

program.*thus quite possibly pleasing the viewing audience. f_ ;

On the other Hand, this plan would increase the clubter - : .

© ™ within the commercial bredk and possibly lessen the effec- a t .
tlveness of commerciels positionqg in the middle of chains - i ;
- %

b

N

of advertisemente. thus antagonizing the advertisers. Un-
fortunately, to: thie date there'has been a lack of signif-

ioant research into the specific effects of clustering com-,

mercials both -on audience attitude- end on retention ‘of com-\ 4 %(b
| mereial messages (CRTC. 197“; xoﬁrow. 1973: Shiffman, 1973; *:i
simko, 1973). . _ ~ .\\\ S ‘}
This etudy as & controlled ettempt to esteblieh the -~ =8
o
actuel effects on commercial ‘recall uhich arise from clus-, ;

tering commercials atvjo-mipute intervals, The primary
intent 9t the study was to-deternine if recell went down as Y
| the 1ength of the break.increased»end if commercials in the

- middle positione;of -16ng .breaks were ‘recalled 1ess than

<

%h§§6>1n the first or last positione.' ihe effects of tele-

- [N

vieien“tiewing hebite; attitude toward commercials, and

Dl P AT IO 2L i s

preduct usage were measured and controlled. Similsrly.

10R ~

' the attitude of the subjects toward{igeﬁpreeentetion of oom-
mercials in clusters was determined. In sum, this study .’
was an attempt to determine the total effect of cluetering ‘ ' Yy

‘ comBErciale and the results advertieere can expect weuld




. . . - i - ‘ ‘ , . ) ‘ ' ‘. .,‘-

. ‘ . ' . ‘ “ “' o ) i\ . . .

) © " arise from using that form of pgeeentatlon, 80 a8 t0 more .. .

accurately predict the desirability of adopting/this form .

Y - : of commercial broadcasting. o '
\ - . - A I
> '~ -, . Related Research ‘ o ’ . ~ ) f

) . . An exhaustive review of research in advertiaing reveals

very little directly concerned with tne question 6f the

-

pofential-effect of clnetendng comﬂeféinla on recall, What

“\\ - research there.is analyzes the eftecﬁs of the already exist-

. ) .
- N B . \ -
R, 38 g IR .

y '._ 'ing clutter of commerciels. This clutter. the outcome of :
. the prolifer&tion of'jo-second advertisements in the last
' .10 years, has led toa drametic rise in the number of com- :

gmercial messagee and. consequently the number of meseages per'

break. McMahan (1971) notes that in. 1971 the number of
M o 30-second spots in prime timé had passed 90% on the ne&works .
| in the United Stetee. In Canada. the percentage of 303 has .
reeched ?65 in prime tine (Wileon & Muncie. 19?3) _
Simko (1973) hde pointed out that the total number of
commercials on' United States television 1neneased by 885

on\

s _. l . to commerdiale haﬂéhotnsubstantially 1ncrea§ed. The reeult-

‘in 10 years. the other hand, the amount of.time‘devdtéd

‘.’1ng cluttered bree 8 are similar, although generally aome- .
L what shorter in duration than the clustered breake in which K

" ‘we were interested. . I SR

N 4 . . '
- . . // . LA
N A N N . .
.

Research into the effects of clutter doea provide some

insight into the potential effects of clustering. A comparison




of the respectiVe'effectiveness of 30-sécond and. 60 -second -
commerciel messages shows that the ghorter messages achieve

a percent noted of 26% less and a ‘recall of h?% less than

che longer commercials (Gerstle, 1971) There seems to be

little argument within the" advertising industry that 30-second
commercials produce lover recall gcores than 60-seoond ones,
{owever. the cost factor and the ability of the advertiser i

to spread 30-second commercials throughout the broadcast

. schedule. to obtain a higher frequency of exposure seem to

make up for this deficiency. ~Thus the current popularity of

the 30-second commercial.
" The concern of the advertising industry as it relates,
to commercial clutter seems to be threefold: first. thet

‘the effect of clutter is to diminish the effectiveness of

t

advertising; second, that there is a growing public anti-
pathy toward the number and frequency of oommerciels and
commercial breaks on television; and third. that this con--
tinued proliferation of advertisements will. lead %o govern- :.
ment regulation (Gerstle. 1971; Mclahan, 1971; “Roundtable\lc

2

Clutter.“ 1973) Weiss (19?2) ~suggests that.

a "Nelther television nor other forms of advertising

a
.. will curb their. excesses voluntarily Therefore, it

seems safe to prophesy that some time between 1975

and 1980 TV commercials will be placed under

several typee of restrictions. very likely patterned
oafter some of those. now in effect for European ™v" (p. 7#)

v Y
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.The'implieatien of this stetement ts, of dourse. that com- N
‘:._merpials will be limited?and clustered by'regulatory agen- .
. _- A .cies.  This belfef ebriously gives further impetus to the J
| ‘ ‘ ladvertisers"desirelto iearﬁ more aboutithe results of \;
Y °l“tt’r' - oo R L n': o t
{ R The exact effecte on: the television audlence ‘of the _— é
| proliferation of ahort commerciel messages seem to be a ..’ - -%
- f o :"rntter effscme contention. Simko (1973). writing in the ‘A\ f ‘~;
| B o . | - United States. and Roger (197%). writing in Canada,, ’both ey h
\. i : . ' , point out that there is no substantive research that would \?' Qfg
Y ;
\g r ' ' %
. : . ;
: cites 8 number of studies which point t the conflicting‘ s
k nature of. the current research. These are summarized heren' - 31
1} _.f 1. A 1963 study reported by Brown nnd Williamson "g‘
- ) found’ that a commercial was 38% more effective . .j'
! when alone than when in a cluttered position,. ‘_ Sk
_-;&‘ . JE///i/i96u Gallup and Robineon report indicated : ‘; L -
s . ,that clutter did not exert an adverse influence "iii El
' 'on commarcial performance.
5 5r' A" Baker Advertising study in 1967 showed that

unaided recall for nine commercials was greater

wﬂen they were shown in an isolated position .

" than when shpwn in’ groups of three., H . e

~




v - ‘.‘ 7 b, AT1970 Gallup and Robiﬁbon report etated~that
’ | - one. minute breaks containing one. or ‘two com-
merciele performed no difrerently from two or‘
'thrée commercials in a_ two minute break.., /
5., A Doylef\Bane and Bernbach’ study in 1970 reported
| . that the greater the number of commercials in a
‘ show. the lower’ the recall cf each.
’”“.‘ C , df, 1’6.1 A Neednam. Harper and Steers etudy in 1965 repbrted
f‘ | ‘. Co KA‘ I that there was rio difference in recall ‘between
| clutter or ieland positione. . - |
i The Needham, Harper and Steers study (Barclay. Doub & °
¥ . j.. L McMurtrey. 1965)Zie indicative of the methodology that has
- - been\used‘in a number of'etudies.' Telephone interviews of
‘\_‘ ! o housewives were conducted to determine the content recall oi
~commerciale preeented in daytime and the evening and those
seen within a progr&m a8 opposed to those seen between pro-
grams. Commerciale within the programs were further divided -
into two categorieei clutter .and idland, In this study. a

R clutter commercials were defined as- those occurring near the -

2

beginning or end of programs and islend oommerciale as thosge

e

} ‘ eppearing near the middle.- Results indicated no differences
l; !. . Vo . rising as a reeult of daytime or- nightime broadcast. or

' P~‘” between ‘clutter or islend poeitions. A higher recall was
N o C found for commercials contained within the program as op-

e - . :posed to. commercxaie between programs,

-
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' This study by Needham, Harper and Steers points out \

4

.. some of the dlffleultles of on-air research 1nto commercial

;. in different time slots, .In eddition,'the effecte of posi-{

o oan,

effectlveness. It wed neqessary to derive resglts by coqu

. parlng dlfferent cqmmerclals contained.withfn*ﬁifferent‘pro—

grans, Altﬁdugh thexresults were averaged across all the
commer01als appearlﬁg.in a partlcular pOSltlon. 1t is still

pOSslble that the results’ reflect ‘the fact that dlfferent

types and even qualities of commercials are often breadcast :

tioh’wiphin the commercial break may have. contributed to -

" the effects noted. No effort was made to'control'for thish

factor. In effect, this study, as many do, generalizes its X

flndlngs bn the - basxs of existlng commerc%&l programmlng o

patterns. The results may thus reflect ‘the differences .
\

’ .
arlsing from the type of commercyals shown in partlcular

"positions as much as the results of the placement process. .

l

A novel approach to "studying commercials was adOpted

.by Steiner (1966) in his well-known study of advertlsing.

FaMllleS watchlng television were, unknown to them, observed

\-and the1r reactlon§‘to commercials noted. (The observers
were menbers of the famlly ‘who also were unlver51ty students )
. The audience behav1our observed 1nd1cated that the position

of a cgmmerc1a1 within its seriés was far more important
3 I . N

~

_than its general poeition within a program. Although atten-

1

tion differences between opening, cjosing, and middle posi.-

“tions in a program were found, these were smaller than the




‘ 4attent10n level difterencee that were a function of the ot

—

. is qontained in a 1972 Burke Marketing report (Schneider &

" %o determine “the differences in recall that arise when com-

~mercials are presented in-a chain of Gﬁfto elght measages. ‘ ,%

it was concluded that clutter had not diminished the ability é

of a meesage to communicate. as neaeured by related’ recall %,
test scores, Although a net commercial audience loss ron .\§°,
'

~ long strings of advertisements was ncﬁed“\resulte from the

_for all commercials was predicted if commercials were o oy

-Again,-as in previous atudies, no effort was made to com-

pare a single commercial in different positions and .the | 8

position of a commercial within a break. Reeults were
based on observaticn of. each family by only one. observer
and do not reflect recall of specific commercials. The
results are %hus very much dependent on the rating skills
of .the obeerver and his ability to remg}n unobtrueive.

In addition, no.relationehip between attention to the com-
mercials. “the trait being- rated, and ‘the effectiveneee of

the commercial wasg established,

The ‘research that deals the moat specifically ‘with the ‘l}_

question of effects ising from clustering of commercials - .

[

PRy éﬁzm&’i‘*_"» s i3

ebert,x1972) This report summarizes the results of -

Burke studiee conducted between 1965 and. 1971 and attempts.

S g o

recall test indicated no significant ditferences related
to position in the string. A potential 16% drop in audience

clustered with long intervals between ¢ommercial brg&kg. IR

\

o
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pommercuﬂs'meneured were contained in many different pro- '
- : c . g gf(’

grame. . ) / {
' Th esults of the Burke and Steiner studies appear to

*

.'supw’ré each other go far as attention to commercials is con-
cerned.\ However. SteinerJ; study does not relate- attention
to recall Neither study made’ any attempt to correlate
“product use to either attention or recall and there was no
i direct comparison or poaitions ueing the same commercinl. _1 .
“AB a result. it is poesible that the least intereating com-v
 mercials came during the moet involving program or vioce veraa.

None ofrthe studies analngd seem broad enough. in acale
to ow dequate gamualizatione on the effect of clutter
or'the potential effect of olustering, particularly.becauee“ _
.-of their lack of control of moderating veriablee. ‘This ooE: “ »
~xclmtuion is supported by Shiffman (1973) in a survey "of .re-
oearch undertakeri in this area.. He points out that in many
cases ‘the reeulte were perhepe.e by-product of the testing :
of recalI‘EEEbes commercials vith widely varying degreee of
memoribility.f He'doed..however. indicate two general trendé
. in the‘data o dates : B ~ l

¥
1. ‘Television progran audiencee appear to drift

“*\q!:Z from the TV aet‘:;\\he commercial chain -
| grows in length and return to see the last -
'ncommercial in the chain. _ |

‘\2. 'Clutter does not have ' any effect on advertising

recall among those people who.ar in the.com-_
: =)
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The other area of ooncorn-ariaing from the 61uttof of
. commercials on. tclovision is tho lttitudo of the vlewing .
<public to telovision advcrtising. Although sevesal otudies
- " indicate that the public approvos of commercials and feels
Athat advbrtising is a fair price ; go Pay for our forn of
broadcnsting (Roper, 1969; 1973; Stoiner. 1966). a number of
other survoys 1ndicato a large dogroo of dinsatisflction
‘ with the way commercials are. prosontod on television- (Amer- ‘
U - _ igan Council for Better Broadcasts, 1972: 'Pﬁblig‘Wuntl. S
& 1972y Schneider & Siebert, 1972), -A 1662 Cmadiah'nr&d-'
o custing Corporation (1963) study found 2/3 of the people

[ S S,
’ )

interviowod ina cross Canada survey fglt that ooanoreinla
&

either "very often‘ or quito often” 1ntor£orod with thoir

o . a—

.onjoynent of prograns.

o B e

*tws. -

. . ‘" More recent CBC (CRIC, 1974) studies fou@d.approgin;- )
tely 90% of the rospohdonts either noderatoly or very gn# .
favorably dispoeed toward commercials on tolevision. A i,
;? . | Burke study (Schneider & Siobort. 1972) réund that 50% of o «1/ ’
' ‘ those surveyed fqlt there i1s more advortiging than progr;ma 4
on toloviﬁioﬁ are worth and 63% stated a d@aire to0. have
" commercials cénsolidated at the start/end of a program.
Ohly 10% of thosme aufvojed optod for the prdsont s}sten.‘
These reaults were supporied by a rocont Canadian study
" f SR (Rich. Ellendbogen, ngns & Phillipe. Note 1). whioh found
- \ | .. BO% of those questioned in a telephone survey desired
: | ‘& change in tha placement of oo-hdrofgls: the ‘

' Qrar“_‘*,' e B aar P A amE e n Feod i
o ; .
e - . .

2
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majority favouring 2 placement of breaks at ‘the beginning
or end of programs. | , : : ‘ !

Because of the evident dissatisfaction of the viewing

.public with the current form.of comnercial presentation on ' .

television, Qroadcasters have been nrged'to explore the pos-.
sibilit?\of clustering commercials on television (CRTC, 197#;
Moore. 1974), Although the CBC has stated its willingness
to explore alt;%nate forms of tommercial prograNming\ the

. research to date has not given an adequate base for fredict-
‘ing the ef£ect of an alternate form of presentationg such %P
clustering commercials at-<half hour intervals (Craﬂ } 19?#;
CRTC, 19743, There exists 8 general feeling in the agver-

i tising and broadcaet?ng industry that more research int\}

the effects of clutter and of alternate methods of commer?

~clal placement is needed (Davidson, 1972: Moore. 197#1
_ Gstrow, 1973! Roger, 197hb).

The'need was for a controlleifz;ﬁeriment. whicn would . =

:1solate present%t/pn variables and measure the recall of
commercial elements which resulted when advertisements werei
presented in the~¢roposed form‘gi a cluetered break as 0p—- ~‘
posed to the present form of placement. “Particular atten- |
tion to effects which might/arise because of position within
a string of commercials was Qecessary. On -the basis of past
rasearch. it was felt necessary to ensure that the same com-

' mercials were belng compared in di/_grent positions and via

different methods .of presentation and that one program be

N
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LR . used, 80 ds to eliminate tho\\ffocts of purtioularly mdem-

orable commercialu or involving programs. In ~addition,’ it

was Telt desirable to deteruino tho audionce s attitude ., -

[ ("._.{

toward comnercitls p?adontod by. the cluaterod methoq after

huving experienocd‘that ncthod. . ‘~,'/

: .+ Hypotheses’

»

' . % : '
s - In 1ight of the concerns exffessed by those in the .
. broadcasting and‘adyorﬁisiné indu,
+ of past rosearch intoe the cfﬂxme of advertising, three

_ — J . principal hypo hesos wera nct fbrwurd for oxanination in
Y

b "4 <.

3 ¢

Hypothesis t¢ Tho‘effeétivoﬁéss‘of 30-second

‘\k///(’f\\’\\ : 'yq . television conmercials. as measured by scores
. | \.\ _ .on a paper and ‘pencil content .recall test ad-’

-m.'\minietered inmed&ately after viewing a 30-ninuto -

C this study.

» television program. will be aigniticantly loss
- o " when comnercials are prosented in 4-minute
. | cfhstara every 30 ninutes than when those same’ ”/
commercials are presented in l-minute breaks
- separated by approximatoly 10 ninutes of pro-

~"gram.- ' \

The indopondent vnriablo in thia Iir?t hypotheais is

- the method of proaentation .of the comnercials; clustoring ‘

: \ g - vcreua nornal placcnont. " The troat-ont involvoo randonly

4
A\
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sadigning tne'eubjecfs to either of tﬁb groups. The control ;‘
‘group will be shown a: 30-uinute televiaion program contairi-
ing four commercial breaks each, coneisting of two 30~Becond
comme:ciale.' Three breuke will be as evenly spece ae pos-
“eible through the progrem with the fourth at the end or the
progranfy The experimenxal group will be shown the same-
' 30-minute progran but with all the. commercials grouped in ~_
one 4-minute block at the end of the program. _
K o The dependent veriable is the’effectiveness‘of the‘eou-_~
' /mercials as measured by = paper,end penoil content recﬂlv ‘
test edministened to the eubjects directly efter viewing the )
30-minute television presentatioﬁ The use of, thie Qipe of f\°~
i neasq;e to determine edvertising effectiveneee is euggeeted‘
by Gruber (1966), Rao (1970), andqouo (1962). ‘ |
The recall test is divided into four components. for
each of which a score is obteineda eituetion/visuel recall,
, nesa;ge recall. related recell, and incorrect brand recull.
P Related recall ie deternined by oorreot identification of
‘ the brand concefn;d—in conjunction with the identificetion
of gt least one situation/visualper nedsage element in the
A\

commercial. o : - Co .

¢

‘As the concern of edvertieers ‘1s that their commer- ' -

» cials are loet 1n the clutter of neeeages oﬁ\gelevleion, the

intent of this first hypdthesie is to determ{ e:if there is

an oVerall change in commercial recell as a direct result cf

N

clustering. This wduld serve to indioate the general 9

-
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effectirenesa or lack of it for this form of preeentetion.
Previous rasearch has revealed conflicting vfews as to -
whether or not the clueterin& form of presentation leads to

a goa;ral drop in audience recall (Simko. 1973) "The Burke |

" findings, perheps the most exteneivo, do indiceta the pg::"

sibllity of a lo?é of audience for clustered connercials

but not neceesarily a drop inr;ecall for those attending to

S
. the commercials (Schneider & Siebert, 1972). No direct

controlled comparison of the two modee of presentation. as

performed in this study, wae found 1n previous research..
Y

gxpotheeie 21 The effectivenese of individuel

e
kY

30-eeoond televieion qonherciele. as neaeured
N by scores on a peper and pencil content recall
’ teet adninietered direotly etter presentetion ‘l
lof' 30-minute tel\evieion ?rogm. will be |
sl fioantly less when those . connercials oc- |
cup )the niddle ppeition ‘of 'a 4-minute clneter
' than w@en they occuny either:the‘beéinning'or' :

‘end poaitione of the cluster.

J

‘The independent variable in this hypotheais is the poai~‘

tion of the individual oonnerciale within a chein ot comﬂer—
cials; JWhere the intent 'in the first hypotheaie ip to look

. at the overall recall of a number Yot conmerciale. this hypu=

qthesis ie designed to deternine the differential effeote

arising from positioning within the cluster, The dependent

' measure, as in the firot‘hypotheéie. is a content reoall test

+
N



" imental groubs! recall scores fpr each of .the sight»comnbr- .

4

“
v . -

.yielding- four separate scores, The focusfis.cn the axper-
. I . l} . - ]

‘cisl positions. .

. Past ressarch is conflictins in ite findings as to the
recall of individusl oommcrcisls within chains. The diffi-
culty in torscssting results of clustering on tho basis of
past rosearch arises from:a lack of identifcation of the.
specific position in a chsin for commercials tested. The
two studiss found which did idsntify commcrcisl position
indicated the posa bility ofLsudisncﬂ\sttention drift

-.during long strings of compcrcisls (Schneidsr & Siebort,ﬂ
1972; Stelner, 1966). Thege’ stucios did nd¥,’ hcwevér, indi-
Scate ‘any . loss of f‘osll resulting from positioning\\t com-
mercials.. ‘
{_v If the first hypothes*s vas supportad. that reeall would
drOp as a result of'clustering. than it geemed 1ogica1 to
‘assune that this loss of rggnil‘night manifest itself .in
'.lcwsrqd recall'scofes tor'anhcitic~pcsitions within the .
chain. This _hypothesis was formed .on- the assumption that "
audisncs attention would wander" during the middle of the.

x‘chain. as indicated in paovious studies not returningfun

til near ti¥e end. L. L : ~

D - A

Hypothesis 3 Whon given sovorsl choices of ‘
conmércial grouping, subjacts who hnvo oxpo-’;f

ripnosd the clustered form o; prssentstion

.\ |



of televieion commerciele ‘'will expreea a
greater preference fdr that forn than will
"eubjecte who have experienced only the cur-

-,rent method of preeenting conmerciele. as

indicated on a paper and pencil measure ad—
‘ minietered directly atter seeing a 30-n1nute
. television program eonteining cOnnerFiels

. presented in one of those two forms.
¢

The independent variable in this case is again the
form of conmerciald;reeentetiona cluetered or normel. ‘
The dependent ‘variable -is the preferred form of, conmercial
placement chosen when\the subjecte are given a nunber of
alternatives. The alternatives were. 1- 6r 2-ninute com-
,Jmercial breake approximately every 8 ninutes. Lo or S-mlnute
comnercial breaks at the end of every helf hour, 8 to 10 T
. minutee of commerciele at th end of every hour, or a 1-hour'
block of commercials avery eveningx . 3
Whereas previoue studies eeked the eubjecte what form
of presentation they preferred without expoeing them to the
olustered format, the intention here was to_examine the
attitude to cluetering conmereiele efter that form of pres- .
entetion has been experienced. Because of the apperent
etrong desire for a change in the form of commercial A
plecement evidenced in- previoue studies (Sghneider.& SieBert"A
19723 Rich,’ Ellengogen. Owens & Phillips, Note 1), it

wee\felt that experiencing the cluetered preﬂentation
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‘mercial g ouping over the air, it waa -decided that only a

© A8, a result. a fodrth(ﬁ&kﬂ%esis presented itself,

PR
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would heighten the subjects desire to chaﬂge the method of '

presentation. This differance could be exposed by’ ana-

‘.1yzing the differences in attitude to this form of preaen-

;‘tation by the controliand exporimsntal groups as shown on ,

the dependent measure.. On the other hand. there was the

.poseiblllty that the actual oxperienco of u-minute blocks

of oommercials by the subjacts might lead. them to- conclude ,

'that this wae not a desirable form of‘presentation.

All three of these hypothesea deal with specific areas

of concern relating to clustering commerciala which have no%.‘

been adequately doalt-with by paat research., It was felt
that the chiéf'defxdiency in previous studies was the lack °

_of control over inter&éning variables. Because of the

difficulties in presenting multiple'parallel forLg*gf‘com-
controlled Rxperimental study would lcad to ag accurata
examination of th//recall and atti&ides resulting from both'
the clustering of commercials and the positioning of commer-.

cials within & cluster.. s 'ﬁ- BN
® The three hypotheses proposed still leave unaccounted

. For the poesibility of differonc{s in recall that’ might

arise as the result of the subjects' televlsion viewing

<«

.“‘habits. attitudea to commorciala. brand use. or. demographics..

A

Hypothesis 41 Subject-differences in attitudes to

television commercials, vliewing habits, brand use, .

m e et s s b get e,

o e

e
v
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. and demographlcs. as determined by a paper and ;‘ et

pencil measure, will significantly affect the

R a recall of televisiotn cbmmerclals. as. measured . . o .
by g paper and pencil dev1ce adminletered , B

| du!ctly after viewmg a half hour televisio}n

program.

The . SpeCIflC aim of this hypothesis is to determine it

.

B . I DU S PIPEISRRE
! ’ - . ‘

-~ - | the four general moderating factors involved hawve an effect

‘on the recall of commercials. If a significant effect is
Lfound.and if there is a signifioant differenée:between the
‘groups studied for these factors. then it wiII“%e neeeeeary y

‘to uee them as covariates in the analysis of the firet two .

—

" hypotheses. Because of the nature of the dependent variable v
- in Hypothesis 3, it is not amenable to covariance analysie. \

J — ‘ The measuring device used to determine the subjecte'

2 L]
g

g«

3

i

standing on the four moderating factors' was - administered
before viewing the telev1sion presentation, Attitude to . \e
',» ~ commercials was defined-by a score derived from eubjeetsi

‘Bnswers to a number of separate questions about thelr views . ‘;
. e

” on commercials. The demograﬁhic factors analyzed were age,

" 'years of schooling, and income. ‘Brand usage was definedn | A

@

as nerer. oeeasionally,‘or frequently. = Number of hours

spent watching television per day was the viewing habit
-

measured ‘ « .

'This‘ﬁse of covariates“to match treatment groups ‘ (

in advertising research is suggested by Barf%q (1971), -
. (. S
\

. A N .
. M . 0 ’
il 0 . \(l
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. and w1nd and Donny (I9?b) They point out x nunbcr or
* inatances whero the insertion of covuriates. such as' thoae

suggastod. has signiticantly afroctod recall findings.

-~

It was. deemed particularly dasirablo to deteruine it thece -‘.3

vcro differencge arising between the g%oups as the result of

intervonlng factore in this study because of the necessity

M [ 9
of. using four di ferent groupa of subjacts. C,
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B 0 Methodology - . . . . v

Subaect S ‘: "}  ‘ “,, T iﬂ L R '/j{\'
SubJects used 1n tﬁﬂs study'gere 200 Engllsh speaklng
”.adults drawn fgom various communlty organlzatlonSAln the
‘-Mgntreal metropolltan area..’ Flve dlfferent groups partlc-:
ipated 1n the ‘study two church groups, two home and school
’ aSEOClathRS. and one. r951dents a53001at10n.‘ One of the
jchurch groups was used in. a pllot study while the other
o

four groups prov1ded the subaects from whlch the experlmental

data was derlved. Each organlzatlon ylelded 4o subgects o

S
" -

whose test Bcores were usable in the final data analysis. }u

) Participation of the organizations 1n‘@he experiments B
| was‘solicited by 1ettef'(see\Appendix A). LQA diVersify of
groups was contacted in an attempt to get a reasona bie TO8S8'
section of the Mon%real v1ew1ng public, Those é?gsniié%ions

- which agreed to‘participate were asked to provide between 0
". 70 peOple, the only qualification belng‘that the subjects -
(//:::\;;“be over 18 and speak English. The communlty organ- - .

/ —
1za§10ns were also asked to provide meeting facilities for -

ﬁi

' conductlng the experiment. .. . } o, v/
| Early conversatlons w1th these groups had quiokly
1nd1cated the dlfflculty of gettlng this number of sub;ects " é
out on one evenlng. It was.felt necessary to pay for the
volunteers in order to ensure a sufflclenx number of sub—

Jects. Rather than pay the part1c1pants dlrectly. each

organmzatlon that participated was pald for the number of N

<
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volunteers that 1t~prov1ded. Pament was $1£Xper subJect up

e to a 11m1t of $700- per group
N . ‘

T o A w
S R Materials '

Eight 30 second color commercmls were obtamed from e
Cockfleld Br0wn and Compa.ny leited for use in this study.
R All commercrals/ were ‘suitable for presentatlon to a general -

. e adult audiknce and represented typical hlgh quality oommer-

olals for nanonally advertlsed products. Products adver- : o f |
, "y y
‘ tlsed were a soft drink, a ma;jor 011 company. an airlme,

’,‘ .

|
. : two/beers, a halr shampoo, a dairy product and a public
, - / : .u%lllty. 'I‘he program selected as a presentauon vehicle
" for the oommercial,e _yas.f a 25-minute col.o‘r light comedy film, -
| "The_ Railrodder", ob*t‘.‘air‘led'from"che‘Nationétl Film ﬁoard.
' Although this film is not a new one, there was nothing in
N
that they, had seen it before\C(releases m Appendix B).
" The commercials and the program they were to be 'in-
‘serted into were _packaged- into a 2%-minute presentation using

kS
r L T the content to date it and only\16%. of ‘the subjects 1ndlcated " “/}
the fac111t1es of the Instructional Communicatlons Centre at
l McGill Unlver51ty. For the treatment cons:.stmg of a normal
IR presentatlon of commerc:Lals, posa.tlons Wl'thln the progra.m
| “} - ~ were locateﬁf followmg standard broadcastmg practlce.
: | 1 ' LNatural breaks in the action vere. readlly located which com-
' . reSponded t0 an Openlng pos:Ltlon after the program introduc-
-. tion, 2 break at the 10—m1nute pomt, and a break at the o

'S N ‘
. -
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20-minute point. The final coéqarcial position used was .

immediately after the closing titles. Fo@ the clustering
form of pmesentation the commercials wére grouped“fn a

h-minute block at the end of .the program. A1l the commer- .

" . clal breaks wefe‘precoded‘ahd followed by a quick fade to

. black to provide a transition\ffom commercial to program ~

material 88 required by the. CRTC, _

Every ‘effort was mada to make the presentation of com-
mercials in the progrég as natural as possible and to reta}n
as high a8 technical quality of production as poasible. Care

- was takon to ensure proper color and audio quality so that no -

-production or technlcal elemen%a would,detract from the pro-

gram, - Each of the eight'treatment yersiona was packaged on

~‘a separate 3 /h" video cassette- fcr playback to the subjects,.
) Packaging was .done direptly frqm the original film to video

tepe.. Thevbeginning of each tJPe contained 30 geconds of

. color bar and tone to allow the&colog monitors to be aligned

for propef color and sound rendition onfpiayback. This was

“ separated,from the program by 10 seconds of black picturo

with no'auclo, which allowed the video tape to be precisely

.cued to the beginqihg of the program.

: Deslgg .". ‘.\ .ﬁli | ’ - , R o

(-
N\ -
‘The design for the axperiment was a 2x 8 factorial -
pattern with a third nested factor of four levels. The

complete oesign is‘dlagraﬁ!%d in Table 1, The fg%bt
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' SubJects randomly assigned fron within the four groups
o R \ . to either the clusterad or nornal form of presentation.
L ST

”§h0 subjects in each group sp;it evenly between the two
- presentations. o - Y e

,
B R

o 'i, o Commerclals rotated through the positlons in- palrS. each'
‘l . © ° group seeing them in a different: order. , o

< ~ ' e
x = Dependent Variables y.= Modorator Variables

L Related Recall . Demographlcs
:\:‘.'H. C _Incorrect.Brégg . Vlewing Habits
' B Message ‘and Situa- . Brand Use
‘tion/Visual Elements ' " Attitude
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" iment. Because of the number of separate presentatiohs'of

« \

treatment varlable was the normal presentation of commerciala.

the control méthod, versus the cluetered presentation of com-

. merciale, the experimental method ‘o/The second treatment .

variable contained eight 1evele, both in the olgetered and
the no§§31 form. of presentation. which’ comprised the eight’
commercial pogitions 'avallable, Theﬂfinal factor coqsistee
of the four groups that were involved in the experiment,

1

H

- 4
e © * ’ !
' i

1

|

Thé groups were nested with commercial positidn and cromsed

with clustered and normal forms of presentation. ? |

- '

¥ . The ideal situation- would have been to have used a - \
o 2 x 8 fictorial design with elght replicatlons, each repli- . ;n.. @

cation using a different group of subjects drawn from the
same population. For eech replicetﬂ"h the commercials 6/9ld
ia

‘have been rotated to a new position so that each commeréial N

o~

‘apﬁeared in each position once. over the course of the exper-

the stimulus program, 16, and the number of subjects neces-
sary from a single population. it was not feasible to con-
duct the experiment in this manner. Instead, the comnerciele:

were‘rotated thpough the positione in pairp %hus-redgcing‘ <.
the number of groups necessary by one half. As a result,
\ M e 53

éach commercial appeared in half the positions available.

L S

Any given commercial appeared in either all the odd or all

the even numbered positions. / s
: 2 : o N
' . The subjects in.the four. groups were randomly,assigned

to eiiher the clustered or normal form of preaenketion.

o
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o ) ‘This partial nesting allowed'for a direct dbmparispn of com- !

mercial performance within grcupe of subj%ctsffrom one pOpu-' R
‘lation and provided a means of varying the commercials pres-
ented so that the effecte of any one particular commercial

could be averaged out.. I . o S

P

R - ' ~ The necessity.for using four aeparate.seté'of subjects
| ‘ nade it seen particularly advieable to include 3 provisiOn

for controlling variances in recall arieing from differences

P
a

- in the pOpulation. Thus provision wae made in the design A
for the additior of moderating factorc if the' factors so o
deeignated were found to have a significant effect on recall.ﬁ~ '

o UGN 2 Bt L
. .

“

4 The faotors examined for their moderating effect on the

st

e

dependent variable werg atiitude to conmerciale, age, schooi-

AR

ing. income. brand uee. and amount of television viewing. ,
‘ The dependent varieble was theﬁfubjecte recall’ of the:
particular commercials presented. The specific type of re-, v
call ueed was related recall ‘as defined by Burke Marketing
Research (Schneider & Siebert; 1972). This consists of the, \
correct 1dentification of the brand advertised in addition\, ~, i
to at least one correct situation/vieual or message elenent %
from the commercial. Related recall yields a aimple‘positive ‘ f%~-
or negative indication of whether or not the cuhject can o
prove memory of the commercial. This score can additionally
\.. . ' \bgrbroken down into its component parts with separate scores

o .derived for the correct number of message and eituation/vieual 5

elementa-remembered by the .subject.:

v | v
\ . e .
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A8 each subject was asked to recall all of the commer-
- ) ciala se:n in the program, eight gats of scores were derived
. . R from _each subject. ,Each of the four\neated groups” contained_
- ~ - v i&O‘subje.cta. Tpeqé-‘werfe split into ‘control and.- expérimental
‘ - tzmb--gz"cmpe1 each made up of 20 sudjects who were éaked ques-
tione about eight separate commercials. Each cell of the de-
sign thus coneisted of 20 gets of scgrea. The 64 cells resulted
in a ‘total of 1280 gets of scores. ' Eagh set consisted of -
. ) scorss for related recall, 'e’ituation'/visual dnd xdesspge ele- -
| 2. * ments, é.tti{:tide. brand use, demogrqphica.'md viewing ‘hai:its.'

"‘-To test the influence of the covariates, dependent var-

o~ '.‘h\x-)ﬂ -

et ) eni e e i we

iables in Hyﬁothesis 3, and the dependerit‘variable in Hypo- -
thesis b, variationa in the preferred type of commercial group-

: ing. it was neceésary only to cbllapse the elements of the de- ~_

[ .

sigq, In ‘the case of the proposed covariates ‘the four groups
~ . ..are collapsed in(to one. Aeomparieon cduld then be made for
the control group against the experimental group over the 16‘6
Lt _ <, :sdbjecta and eight commercials. The analysis vas treated as S ¢
S . | if there were 1280 subjecta. | ‘ A L
‘ ‘ To determine Aa.ny differences in commercial grOuping pref— | 3'
' erence, the element involving commercial position-is eliminated :

. and-the ‘four groups. are combined into one. - The design then be-

comes a compariaon of the *subjects who had the. normal form of

SO ST -
-, -
i L]

el

rpreeentation against those who had the clustered form of pres-

entation. ‘l‘he treatment in this case is still the form of
presentation and the dependent verieble the subjects’ choice

: of ty-pe of groupi.ng (see “Pable 2) ‘ !

?:;i-:;*‘ﬁ“: "i“"‘«‘,‘f;,’t;gﬁ,m,:;:‘: ekt
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, Design: Hypothesis 4 '
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'Pr'esentation"Fom?‘. o el 2 3 4 .
\ Nomal ,\ S ‘. xl. o ]
. T . o . - O
Clustered - R ‘x‘z
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a'Subjects randonly assigned from within groups to one of
the two presentatlon formsw

:&“

. * '\ .
bEtu:.h group/ contﬁned 140 subjects: qcores aumned across

hgroups fdr analysis. s
e

= Subjécts'. preferr’ed' form qf"gbmércial* p#'eée':ﬁ'ati&n.
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Idstrdmehtation\ g o e
v 'Threefmeesurldg deviées-were'admidiatered during th
course of this;expe;iment.' Attltude towardicodoercials.

- viewing habits, and demogrephice were determined by .answers -
given on a paper and pencil device administered to the sub-
Jects directly before they viewed the prepared television

. program, Commerclal recall was-measured by a peper and penf
cil dev1ce admlnistere3 immedlately after the treatnent
ended. Brand usage was recorded on a form given to the sub-
| ‘jects when they had completed®the recall test.

" The attltude, viewing habite and demographics measure
was glwen before the subjects viewed the program in order to[“
ensure that anewe;s were not affected by the’ treatment. The
device used was developed in an earlier study. conducted by
.Rich. Ellenbogen. Owens and Phillips (Note 1). The question-
, naire used is fOllTld in Appendix c. It coneieted of’ 30 K
questions, all but two of. which (years of echooling and oc- '
cupatlon) were closed questions~requiring the respondent to

L

¢ selecét from two or dgge answer oategories.- The 17 attitude
g\ahestlons constituted a Likert-type seale. Subject re3ponses
vere codVerted to e nuderical value:’ These values were
" summed- for the 17 attitude questions, yielding a single attl-'
tude score for each subject. .
Content of the attitude measure was, validated by an ex—
' ‘pert in-media research.' The internal reliabllxty was deter-

mlned in the previous study by means ‘of :phi ooefflciente

Ve . « P




*

- in. the measure in’airendom order. The questions consisted

" derived by comparing subject responses to seven .pairs of re-

~used, or‘frequentiy used them. This list contairied, in random

. found ln Appendix'E.

ER
~ .

; . g A g .
lated questions. These questions all correlatéd significant-

ly (p <. 001) indicating a good degree of internal reilabili-

ty (Rich, Ellenbogen, Owens & Phillips. Note 1),

Subaects were additionally asked about their preference

4

for, placement of commercials. previous exposure to the pro-

graw, .anc brand use, Placement preference involved having
&

-the subJeCtS choosa among . four methods of grouping. To’ meas-

ure brand use, the subjects were given a 1list of 25 products

and asked to indlcate whether they did’ not use, - occgsionally -

order, groups of similar products i 1uding e eight adver-
tiged in the pro_gram. This questionnaire\ is f ound in
Appendix D. ' . ; ) T ' )

. The related reealL.mehsure used in this study was based "

on the standardized Burke (1974 Day-After Recall Television

aitagnr.

Commerciel Test, A complete formulation of that neasure was ff“‘ T
obtalned from. Burke Marketing Research (Note 2) Suitebie
che.nges to %xe form wege made to adapt it to .self-adminis-,‘

tratmnn by the’ suﬁﬁ%cts.» The complete recall measure is

Subjects were asked nine multiple pa:t questions on the
commbrCLals they had seen. Elght concerned the actual adver- : ' f
P . P
tisements contained in the program”while the ninth was a bogua

question”on a prodgpt not'edvertised. The products appeared ,‘,

S vt -
. oy

% VT
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‘of a prbnpt ;sking the sgbjecté if they fémombered Qeeiﬁglal, .
c?mmpfcial for a type of product or s?rv;ce. i.e. "Do you ”
remember seeing a commercig} for a soft drink?"., This was
followed by six questions asking for specﬁkic informations .
brand name, scene elements, what was sald; ideas comnunicated,
and any other elements remembered from the commorcial.
Palda (Wheatley, 1969) poi/ \out that this type 5t

.prompted recall behaves like a measure of menory and makes
" it difficult for respondents to raise their gcores by guess-

ing or other spurit?a methods. In additiod, he contends that
| -’ reasonible assumption is that tho sales offactivenass of*
an advertisement is related to the memory impression that it
makes. FPurthermore, there is some ‘indication that thie monory
effect nay be more inpdrtnnt than the 1iking of coumtrciala

by the subjoct. ‘,ﬁg‘.
' ‘There are,- howevor. cortain dangers 1hplicit in: the use.
of recall measures. Wolfe (1962) points out that nltnough
‘ recall provfdes an iﬁdicatioﬁ of coﬁmarci;l'effectivohoss.
knowledgo. and perfbrlanee. it is ngt a conclusive measure.
Further. the r.call measure was administered inmodintoly aftor
viewing the program and viewing envirornment for the presenta-
‘tion was atypical. Since this study was not designed to test’
the actual potcntial of a particular\conmercial to raise caloa

but w;s‘rathor designod to ptudy the effects of a nunbor of

a .

2

~ - ;
commercials in a particular type of placement, these defects -

" should not prove serious. Twyman (1973) offers svidence
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ythat similar results~arqiobtuinp& from immediate and delayed
\‘;\:11 tests-and Sadowski (1972) cdntendS'tha atyplcal set-
tings, while possibly inflating rasponses. do not significani-
ly gdter the effects that arise. from diffcrent experimental ‘

L] ™~ \

manipulations. . ) .
, Recall é'ééoppd using a procéqu;e similar to that .
‘f developed by'gg}ke Markeflng; Sufjeete-were awarded a re-
lated recall if in addition to-the brand name they corroctly
listod at least ong sales message or situation/visual elenent.
The definitionu of these elementa. adapted from Burki‘s (Note 2),
are as follows: ‘ ’
Rolated Recallu RQcaIl of 5rand name 2;;_ eithér:
a specific. rrect sales message or situation/ .  .
visual olement from the test commercial. whethor '
or not accompanied by any incorrect details or
‘genera}, nonspecific recall.

Saleé‘uessages; Recall of benefits, attributes,

or reasons to buy or use the product or service.-.,

advertieéd. 'Sales messages may come from either

. . v - . . )
e e e T T .. . . P K
BBy Sreri e 12 S, 1 GRS S rr e A O, o MR R, - Lty i o 0 - e B .o
. - .. e . .

the audio or video portions of the commercial.

-
. b

Sales messages which are expreased in the recall '

.
L]
Carrel

. .

of situation/visual' commercial elements are ooqéd o
s ! .
.under: both,

Situati;ﬁ/visqglsn Recall of video detailsy the
story line or plot of the commercial, Recall of
situation/visual element which contains a message C

is coded under both.i
Vo o ‘



In order tJ determlne the sales messages and situation/
v1sual elements in each commerclal. a cqmplete transcript was
made of all the audlo and visual elements in the commercxal.
The elements were identified by the researchers'and then
verified by‘two separate judges._ The sdﬁject‘responses were
compared to the elements de81gnated as sales messages and
cltuatlon/wlsuals ‘on the commercial scripts and coded ‘appro-
priately. (bommerc1al scrlpts are available from~ the authors,

Note 3.7) Detalled coding instructions foq all the measures

used are contalned in: Appendix F. r

\\J

[

Pilot Test

b
) : ' ‘ ‘ ‘
The measures used im and .developed for .this study were "

‘pllot tested with a group of 40 subjects under conditions

i<ientieai to those 'to. ‘be ‘used in the actual study. The in-

' structlons. both oral and written, were checked to make sure

5
no confuslon arose about the procedure. The data was scru-

tinized to make sure no anomalies arose and that data collec-;
tion procedures were adequate. Playback and viewing condi-
tions were closely observed to ensure that they were satis}
factory for the purpose of the experiment.

The pllot group's responses to the questions on commer-
'clel recall were checked and coded by two. peOple working in-
dependently. The results were then correlated using Statpak .

Statistical Program on the IBM 370 Model 158 computer at

s

McGill University. Comparison was made between the two raters' -

N

e
-

Y

-+ -, -
.
B e ST - N

BRSNS

.
e, ot
e

-

[0 S THPPAN




' rosurts for oach commercial over tpo ontirp group. Results’

. are sumnarized in- Table 3 Highly‘significant correlations

were obtained for the three sets of ad!res checked: related

' recall r (6) = .987, g.<.01; mesaages r (6) = .956 2<< 05;

_and aituation/%iauni r (6) = .979. 2<:.05.

-The pilot~resu1ts wopa analyzed for each individual ‘sub-¢

* . \‘
ject to determine where any differences between the raters

arose, -The iﬁstruotiqnq for scoring and the id;ngifiqgtion’ .

.t v

- . of commercial qleneﬁts‘wera.éhen re;iewed to make sure they_‘

' were-as clear as possible. In orderitd3olimif:to any pousfﬁie
: differonces that night arise from using multiple raters. all
. 'the marking and coding for the aotual experiment was done by7
only one of tho raters involvod in the pilot study. .All re-
'aults were reviewed and.doubla checked for accuracy and con-
. sistency by ong pr yhe,oxperimenters.
©

Procedure o ; T

Experimentntion took placo on four wesk nights between ‘\uw‘
e

June 9th and Z?th 19?5. Upon arrival at the experimontal
‘location subjects were asaembled in one,
waé'conéucﬁed‘ﬁy the two researchers, who followed a strict.

procedure outlined in-the Profocol’found in Appendix G.‘

., Exactly the same procodure was followod in each of the four

e

sessions. Instructions were read from the Prg}gcol*to en- -

‘sure that no deviations from the procoduf;/;ﬁre made.
. , = ~
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_The'Subjects'wefe»neQer told that .the nnrpcse.of the
.experiMent eas to ‘defermine their recall of television ccn-'
nerc;alsl They were simply Informed that tney were te w;tch
a television program. Upon starting the seséion all subjects
were requested to sign their name in a book to ensure an ac-
curate accounting of\thoee present. The group was then ran:
- domly divided into~two,secticns,by having the sucjects pull
cards out of ; bowl. The cards'contained a letter dﬁsignafe
tion, which determined their group and number, The numbér'
was their identificaticn code and was recorded by the eubject oy
'on the three meaeuree he was given. -

The two equal sized subgroups of subjects were gssembled - L”
in separate roonms according to the letter they had drawn.

-One experimenter went with each’ subgroup. The e;perimenters
switched groups they Went with on succeeding nights. so that

over the course of the experiment each was with th; control.

‘and experinental ‘groups two times. . L |

The attitude and demographic measure was then administered
to the Subjeo{e. When all eubjects hed completed 1t, the - .

7measuré was picked up end the television program was ahown.
Each subgroup=saw the program under as nearly identical con-
ditions~ee possible. The only diffe;ence was that one group

saw the experimental or clustered version of the program

o

it s SR M oo+ it MR i
e X okt

Ewhi;e'the other saw the version with comnercia;e in .a normal

i . ] -

TR A

. . B
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>, . .

form. of ﬁlecement.
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_ The video tapes were played back en Seny VP 1000 video;‘
cassette players and shown on Sony Trinitron 19" telpvision

: receivers. Color balance and adjustnent of the sound levels N

were done each tine the programs were shown before the sub-"
jecta arrived,, Playback took place in a darkened room. The

',experimentere left the room during the playback.

After the preaentation the recall measures were. distrib—
/‘\

cuted to the Bubjects. They ware given a8 much time to con-

‘plete lt‘as they‘needed. Subjects‘yere not allowed to con?

h veree"whiie answering the questioha.‘ When they had cOnpleted
the recall neaaure. the subjects were given the brand use '
_measure 10 completef The experinent was terninated when all

¥

.eubjecta had coapleted the forms,

'+ All data was scored and coded into machine readable;fora

'}Y by bne\peraoq, It was then keypunched ahd printouts were
R 6b¥a1nqd. These were hand checked against the original data .
\\ . sheets to snsure acouracy. : | S

The data from a11 the subjects who took part in the ex-

\ periment vaa not used. Those sapjecsa who had not conpleted

. their questionnaires were innediately gisgarded from the ana-

r . lysis. SubjecQ greup sizes theh'fanged from a low ofléo in
///”7;7 eatment groupe'to a high 6f‘33 Subjecta were random-

discarded from the larger treatment géoupe until a sisze of

20 was reached for each. ~This equal group size was’ eseentiaI\
_ for the type of multivariate analyeis.carriedaout on‘the’~
~ data. . '
,

remepe i
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Sevsral differenx types of analyses were psr{orméd an ths
data. Chi—square analysis using Statpak Statistical Program

on the IBM 370 Model 158 computer at McGill University was -‘

‘carried out on.the data from different subject groups to de-

termine disparities in demographics and viewing habits.

‘thre expected frequencies were less than 5 in any cell,

Yatss 8 correction for oontinuity wag" applied (Ferguson. 19?1)

RegressiOn analysis was carried out on attitude to’ com-

h msrcials. .viewing havits, and a number of. demographic factors
in order ‘to dstsrmine if any of these could be used«as pre<
" dictors for the situaiion/visual'and message recall scores.,
" As suggssied by green and Tull (1975).'tne progranm dsed was
-BMDO}R. Analysis was carried out on McGill's IBM 360 Modsl 75
" computer. The BMDO}R program is particularly useful ih this

type of analysis in that it provides. a. multiple correlatidn
coefficient and coefficient of determination plds an F—statis-
tic for determining significance and‘ partial corrslation co-
efficientsaior .the factors ynvolved. ‘

As recall of commercials is made up of sevsral elemsnts )

it was decided to use a multivariate analysis of variance for

f‘ths recall data., Both Wind and Denny (197@) and Green- and

Tull'(1975) strongly recomﬁend this tyﬁe-of approach when
dealing with recall of advertising messages. The specific
program recommeuhd by these authors was BMD12V (forlerlg

BMD-X69). which is available on the McGill IBM 360 systsm.




The BMDIZV program has several advantages for easing the
| process of data analysis. It provilies not only a multivariate
analysis of variance but also a univariate analys4s and both

. S
.

" univariate and multivariate anaiyees of covarianoe. In addi-

.'tion. it'caneeaeiize:fijpmodate either negted or, crossed de- ‘
signs and it’prov approximate F-statistic as an out-

puf. This - progran allowed for the ready addition of covariatas

to the analysis ir they were found by the regression analysia
to be significant facyors. The only qualification was that
" the prograﬁ‘réqﬂirea equal cedl aiieo. -

" The ootput of the BMD12V multivariate analysis progran
is in the form of a U-statistic, which is a fungiion of Wilks's
lainbda staiistic, This entaila, as outliﬁed.by Green and Tull -
\ (1975), a three part distribution.baeed on the number of '
groups, observations, and criterion'variables. It is esaln-‘
:tially a r;tio of detorminants obtained from the variances.
From each U-statistio an F- statiatic is computed., This _
statistic and the dejrees of freedom celculated‘by the pro-..
‘gran alfow for interpretation in eeeentially'tae sahé‘paaner =
as that for a normal analyais of variance, \\ ‘
v When significant factors are determined by the multivar- .
iate_analysis the univariate function can: ‘be fised to check
where these reldtionehipa ariser in connection wioh'the'crie |
-terion variables, The output of the univariate analyiie,for.
the BMD12V pr&"grae is the traditional F- statistic. " For

A,

.thoee«factors where a significent rela onship was found and




multlple levels of a varlable were mvolved, multiple com- ‘ ’

‘parlson testa were cqnducted usmg the Schei‘fe method as

outlmed by Ferguscm (1971). .

o

:In the case of ‘all the st‘atlstical procedui'es used, 7

3 chi-square. analysis af varlance, nultivariate analysls of

~Var1ance ‘and Scheffé: multlple comparlson tests, a probablli— Co

-ty of leaB than .05 alpha type error was required for re-

-, jaction ot the nu.ll hypothesls.
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; C = . 'CHAPTER 3 o C L’-?
. o Results f\ o N

" A large quantity of data was generated by this study,
, 5 &e €
' The essential'elements related to coﬁmercial recall, 'demo;“

™ .
. graphlcs. v1ew1ng hablts, brand use, and attltudes w111 first ce W

T

be\summarlzed. Then a more indepth analysis of the specific
N

;;esults‘ae they relate to the ‘four hypotheses will be pres- 1

< . . r .
* ented, . .

.
At PP Q3R
3

Over all the groups and w1thin the . two presentatlon forms

and the elght p051tlons, a falrly high level of commercial re—
call was found, ranglng from a low of 3% to a hlgh of 100%.
Related recall of commercmals for each subject -group by p051-
tlon and ‘presentation method is- presented ln Table b, Tt-
.should be relterated here that related recall by 1tself does
P ‘ not take 1ntd’account the total number of commerdial events’

“-remembered but 1s based on the correct 1dentif1cat10n of brand

ot apTatn e 55 i M S A o orsg,

‘plus at least one element from %the commerclal. The frequencyl
b . ,'of recall was fepnd to be generally hlgher for the experimen-'..-‘~n.
. l tal group, which was presented the commercials.ln a ‘cluster, LT E::
A s»mewhat hlgher recall was found-for commerclals‘ﬁppear—
‘ L . "flng in. the flrst p051t10n w1thdn the cluster. s | )
| ‘ o Data was also gathered on the amount of brand misidenti-
L fiCafion. Tahle S 'shows the number of times the wrong brahd
] was identified A fairly’persistent brand misifentification
was found for two partlcular commer01als. whgch accounted forw”,
q(~f~_ o '\27 out of 37 1ncorrect brand responses. Theltotal number of
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.Rélated Recall By Pogitign Andﬁ:péatment~
For Subject Groups |

Subjects®

.
ISP PRI

Commercial Position

vy 2 3

HGEOup 1

.

6sk 5K so8
958" 658 . 55%

o~ b

. Clustered

v Gféup 2

L5k 75% “uER

- Ndrnal;

-Cluatetad _

’ 'Cluatoréd
;'.lGroup L

) llClﬁstared.i:~ |

Bo% ‘50% 608

5% . 55%
35% 60%

35% 85%
.60% .75%

for éacﬁfgzqg?; . .:

N

95%- 35%. 55% B3% 508
85% 508 75% 100% 50%.

4O% 60%
608 85'5‘

HOK 65K - 65% 358 65% .
5% 3%, 85% %

555 708 90% 55K 65%

.80% 75% 1008 5% VoS

——
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(A C e - Table 5
T v ‘

V.’ ‘Number of Brénd;Miaidentif{cations
N,

N : ‘ ' By PosiﬁidnaAnd.Tfeatment .

For.Subject Groups

N : © " Commercial Position
. X . ‘

subjects® 1 2 3k 5 6%
| Group 1~ -+ # R
|, - ' .

" Normal S0 2 1 0 3 1

. ~ Grouwp 2
, , - Normal . 0. 6.0 "3 o0 -0

% " Clustered . - 0 0 1 .0 10 0

Groupi3
SO . "MNormal - - -1 .0 0 o 0 2

S ordup b - . T
o Normal . 2 0.0 . 1. 0. 0O
Clustered et 0,0 1 0 L0

.

Clustered ° 0 5. 0. .1 3 .1

“Clustered - . 1 0. 0 o0 o 1

[

L

" i' . T %o g for each grbup.
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commerc1al m151dent1flcat10ns for the control group was 20

o

wnlle 17 were found for the etperlmental. {
p mographic characterlstlcs of the subgeets are'pres-

ented 1n Ta 6. The magorlty ‘of then, hz% were in" the

5 to Ly " age group” 0f the tdtal numbér, 71% were female,

P .
”\\ 86% were marrled,.and '89% listed English as their first 1an- )

' guagp The two largest occupaulon groupings were housew1fe
" and profe58101al with 70% of the.subaects belng in: those
_two catevowles. The sample tended to’ be ‘well educated with
.34 havlng had ‘14 to 16 years of edacation. ‘The family in-
com° also tended to be hlgh w1th LO hav1ng incomes in ex-
cess of $20 000. '~ _ | ‘
" The televmszon v1ew1ng hablte of the Subaects are pres-
ented ih iable 7. While almost all of the subgects owned
’ '/ a telev181on. the number of bladk and whlte and color . sets

ﬂ?s alpost“even;y lelded A large percentage, 9#%. of‘mhe
-

U and 63ﬂ 1nd1cated %ha; they watched less than two. hours per
day. In addiﬁlon. 62% of the subaects said that they d1d not
svv1n<,h channels often.;.The most frequently watched chan-
nels were, as® would be expected the two Engllsh language
statlons ln Montreal It should be noted here that’ although
"“ -the c-ubwec,s were cadtlgned to llst only the channel‘whlch

4

they most‘frequently watehed?.a numher llsted more than‘one.

N ) .)
e ¢
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' . .
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As p result the tqtafb‘p:ercent"age for:chm;yls watched ex-
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. Table 6 o ' o

Demdgraphig bistribution of SAmple '

. N . 1 -

\e v . ! \1

Sex " BASE=160  Schooling  BASE=157 -

Male = - .- 29.4% “Up To 7 Years . 1.9%

- ' ﬁemale‘ . . 70.6% 8 To 11 Years© = :21.0%
| ST ' . 12 To 13-Years - 22.9%

14 To 16 Years = * 33.8%
,1? Years And Over _26.#%

Marital Status ~ BASE<160

S

¥-

N . o . ) » - Lot o T '
_Married . ) 85.6% - Occupation’ - BASE=158
Single : B LY 2 S e
. . o . N . * N ' ‘
) ‘ I ‘( Professional 36.7% .
. - N S - . s 4 2 < - 3
_ R First ‘Language BASE=1§@ White Collar . | ‘H,}z'?%
L _ - Blue, Collar. . 1,9%
70\ English’ | 88,5% ; Student © 1 "5.1%
’ . Frer;ch. o ) 3:2% ) 'HbuseWife . '. ' 3601%, L
other” L mgw Ohert . TTnes o

—

\

) - *'o\ : L o Hqusehdld Income BASE=154" * . .
. Age T BASE=160 ———— ‘ T
. S e e - Under $2,000 ‘ 1.9 -
. 18-24 -1 8.8%  $£,000-% 3,000 Y 0.68
. 25-34 . ... 2L3% . $ 3,000-3 5,000 - 3.2%
~35-b -7 Bi.9% . $ 5,000-$ 7,000, A.5% -
e bBeshe 16.94  $ 7,000-$10,000 . - 10,4%
S Us5e6h . - bMg% $10,000-$15,000  © 19.5% ..
- " 65-69° : . 3.1% '$15,000-$20,000 . 19.5% .
. .70 And Gver " 3.8%  $20,000 And Over /Kuo'”" o

1

.

> .‘

N v e, .
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. 48
Table 7
Viewing Habits Of Sample
own TV T BASE=160  Number Of Hours BASE=160 .
RN . ‘ . ( ‘L\_\
- Yes .97.5% Less Than 2 Hrs. 63.1%
. No 2,5% © 2-To 5Hrs. 32, 5%
— ; 5 To 10 Hrs. houg
‘Qwn ‘Colour TV'  BASE=159 More Than 10 Hrs. 0.0%
L Yes 7\48@%' - e 6
o No 51.6% Channels Waﬁche BA§E=1 0
Switch Channels . BASBeisg . CPMT 29.4%
- — .. CECF 31.3%
Yes VA B 1,9%
No - 62.3%  CFTM ® 0.0%
L : . WCAX - 13.1%
‘Hours Watched . BASB=157 WPTZ . R 11.9% -
° L ‘ Wlﬂ'w - 6-3’
. - : . . , - .
6 AM, o 12 Noon . 0,0% ~ Wear 0-2‘ s
12 Noon To 6 P.M. 1.9% FEK/. o C 5%
-6 P.M. To Midnight 93.6% . Note. Some subjects listed
« Qﬁ \After m.dnight , 5% . - .. more than one channel,
¢ ‘
\ . o / E, N
. ‘ A o ‘ : ‘

-
PP S S



T o L e N , -

| - Chi- squere tests gere‘performed on, the data-for demo—“-°

B ‘A.graphics and viewing habits to determine what differencgs

existed between the four groups of equecte. The results .

S ‘ , | 'for demographice are summarized in Table 8 and for viewing
habits in Table 9. Significant differences were found be—
tween the groups for age (712 (6) = 36, 06 g.<.05). family

‘ income (7(2 (9) =37,51, p<.05)y “and yeare of schooling

B BT (7L2 (9) = 23.48, p'<.05). The only eignificant viewing

i . i

habit-was the number of houre of television watched (7L2 (3)
20,92, p £.05). |

o ~ ©  Brand usage for the eight products or services adver-
o o tised in th:\:;;:iimentel program is eummarized in Table 10,

»Différencee between the groups in the use of the products were\

analyzed by chi-equare test. Mo significant differences were ‘.‘“
ﬂ' found (see Table 11), It will be noted that two of the pro-
ducts were quite often used by the subjects and two occasion-

' ally used. The other four producte .or senvices were infre-

- . - L ~ I - — -~ N & - .
et R e ST e v ..vm-AL-JM*_ e i
. - s
.

. N .qu!ﬁtly used. o \ . , ‘ o _"g
D The subjects were asked if they had seen the program o iﬂd '
they were presented on a ‘previous oocaeion. Only 26 out of _ ) é'
160 subjects had. Chi- equare tests were performed to deter- - l%‘

mine if there were anx\eignificant differences between the .

' control and experimental groups or among the four community'

- . . groups from which the subjects were drawn.  No significant

L]

differences were found in either instance (eee Table 12).
. \
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Table B

Demographics:

_Chi-Square Analysis of Group Differences

e - -

Question

Degrees of
Freedom -

‘Number of
Sub jects

AR

. Square

-

‘What -is yqur‘agé
category?

-
-

‘What is your sex?
\ e

e s

- Are you married

Wha?'is your first
‘language?

.. How ‘manly years of
. schooling have you
w completed?

What is your approx- -
imate noua\bhold in- -
come? Co

_Whét is you occupa-
tion? . )

e

T e s

*p <.05,°

)
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o

A | Table 9

AT e / Viewing Habits
o C \: Lo B
i L Chx-Square Analysis of Group Differanoes SR el

. t
~ DN

SR ' Question .. Number of Degrees 'of . Chi-
‘ L : o - Sub,jec_ta ' FI‘GQ\dOI - Square

4

Do’ you own .a fple-‘ C ‘ o : .
.vision set? - . . 160 3 - <282

N ¢~' hd o ' : " ' ' "A i k» . ‘ N
Do youw own a colour _ - .. - . ¢ e

"television set? - l 1s9 . 3 ‘f.°'<57£g ‘hf -
:ﬂhan do you watchfm ‘3 o N o }‘ ~ 1
~ television most . L B .
- frequently? = ot 457 . T 0 3T 3,25

How much teievlgion ~’_i Co 11' o . ‘
- . do you watch per - . . . oo )“ﬁ .

.

When watching tele-\ . . |,' . f, L
' .. vision do you switch =~ = . o e |

O S,

. channel often? =~ 159 3 ) ;  1,89 v
‘ | . . , S |
' - . N N
. [} \ ‘1 '
\\ ‘.,‘\ ‘ f o
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A

" Subjedt Usage of Advertised Brands

\
v

v -

o

av

»

L3

Use "
8e { et

~

Bréﬁds o o GNOne

y Opcasional

Raghlaf

‘\; Produet A. - - - .. 29%. -

B AR - ¢

S
‘u,"l

23%
 11;¢,"
e
...2%}
‘6'_{'

a 8’

‘ ;iesl‘
. | 2%
o
%

&

908

' R ﬁ 7 t 80’
t E 90"
i F " 65%
. G - 4s
‘e - \. )
q v :
H \ - 5%
t . N \‘
Note. . BASE'= 160. . '
.'.,'
\ ° »
. \ "‘
. .

.
S i e

. . .
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Chi-Squﬁre Anglygié 0f ‘Group Ditj’fer.ences

. Lt :
N o * v
. v
o v /\JH
- : W *
' . )

Table 11

N

Brand Qse , ot

. -
3.

.
(\

1

Subjects

" Degrees, ,t}r‘
. . Freedom ' ' .

Number of .

1 R i

o - : oA

C 7 160 L 6 k.30 -
8 160 6, 3.4

*2<l..|05‘o
[ "\
N .\‘B . -
‘ i -/ °

" . N .’

R




L <_ A ’Prevlious Exposure To Prqgrgxg By Treatment ‘

“YGroup .. .,

. Table 12

\

\

~

&

Chi-Square Analysis

4. Seen:

3

" Not Seen’

s

¥ .
N

. Normal

AR}

Clustered

.\ '
13

11

4

i

.

67

-

Id

76

o

v

¢

i
|
1
|
i

s

L UNumber:< 158, af'='1, X %= L1414 -

* -, Previous Exposure To Program By Subject Group -

A "éhi;Square Analysis

L4

-

Not Seen -

. B
¢ 7.
;

.

jﬁﬁmb;r =

34

34

‘e

33 .

© 3
i

3 en

. <
o f

3

.

158, df = 3; X.% = .335.

*

Y

“\ .

, '-u. .

i
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-
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~ Complete reSponse data to individual questions in t?me
J attitude survey will be found in .gppendix H. The" high-
) o lights are summarized here. More than *B0% of the subjects 1
\ ' in the study indicated that they felt the placement ﬁ ¢om- -
B mercial breaks should be ehanged. "When given a choice of )

. ' Y : :
grouping commercial breaks as is presently done or grouping

- thenr imr either the middle” or at the end of progrems, 87%

N M

. choae the end of the program as their preferred placement. . "
. " Two separate questions’ were asked concerning whether commer- |
ciale ehould be dropped altogether from television and
whether commercials are a fair’ price "to pay for television\. -
While sl% felt commerciale should be dropped, 57% indicated
% T that commercials were a fair price to pay faer televiaion. .
. There was no clear consensus regarding what " the effect of
dropping .commercials would be. ' ' -. |
' More than 93% of the aubjecte felt that tnere were too '
rmany commerciale in each break. that breaks w.ere tog\ long,
. o that individual conmercials were repeated too often and that
\ | in general there ‘were too many. commercials on televieion.
'~ ° 7 Close to half of the subjects sald that when commer-
_cials are shown they do not watch but remtu.n in the room, '
When asked what. they would do if cormercials were preemted _
in breaks lasting f(n minutee. 3% specified they would re-

‘main in the room but\ not watch whilée the numbér who stated

they would. leave the room\increaeed from 22% to 35%. '. N, :."‘.

/:‘ .. ‘ . 55

o

g e




.-

N

.O&orall,'n‘large measure of#gisaitisfaction with the

'way commercials are presented on telovision.wgs evidenced.

In-agdifion.‘little‘attontion was paid to commercials by 60%

" - of the subjects and 805 rated comnercials as “"seldom helpful®.:

“The prinary objoctive of this etudy was to determine

~the effeqtiveness of presonping conmercials in\b-minute.cluaf

ters cﬁeiy‘jo minutcs as opposed to four 1-n1nute¥breaka

Asprnad through the program., The data for. corroct rolntod

C e

_brarid recall and related recall with the wrong prand identi.

~

. ‘fied were subjocted “to multivnriato analysis of varianco. pro-

grameBMDlZV The rcsulﬁs are presontod in Tablo 113, Tha
approximate F~statiatics denived reveal a significant differ~

.. . ence in recall between contrdl and oxperinental groups result-

" ing from clustcring. F (2423) = 5,586, g<: 05, and eignifi-

cnnt diffarences in recall for thc four groupu or subjects.
‘P (48, 46) = b.687, p<.05 / :
In ordor to check the results of the nulxivariate ana- -

lyaia, the two conpononts were subjectcd to univa;_:i}*an

lyuis. program BMDIZV. .The outcona ls prasonted in Table lhﬂ&\L‘

A signifioant difforqnce was found in the nmount of correct
.related roclll as.a result of the form ‘of prosontation of com-
mercials, P (1, 2&) = 11, 502, <<.05. In addition.‘significant

differcnces were, obaervod among tho subject groupl for both

- rolated recall. F (24, 2&) = 6“683. g‘<.05, and recall with in-‘ v

correct brand, g‘(zb.zu) = 3.ﬁ29. 2<:.05. This supports thq.‘

findings in the multivariate analysis,
4 2
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v faple 13 . .0 e

v e Relatad Recall And Incorrect Brand Identification
R nultivu-iate Analysi.s o- Varianco

‘ . .:, Qené_ral- S u- . ' D'egreeal ipproxi‘-' .
Source © " ized ' “Stat- . of mate F-

A}

‘, Variance  ‘istic _Freedom Statistic

\ rPosivtio‘n:“.'\'.'. K ~ Co S
(8 levels) ~ = 7.6507 - 0.616 " 1b/ks . . 0.902

e

X ' +Treatment - . =~ #
Lo ) (clustered ‘ g o C
ST and noml) ©P.561. 5 0.673, 223 - 5, 586%

Sﬁbjbct droupl- ‘ : ' -
(nested in IR I ) P o
.poait_ion) © 11047127 .. 0,089 5 4B/ /M6 k687 -

Interaction b S \ - ‘.»_‘ . _ | \' ,

" (position and : ' ) Y T S
. treatment) . 76572 - 0,666 - 1/b6 . 0,741

Within Cells - .7.165 . N

. ‘ v .\

*p<.05. S




.. Table 1ka

SR nelaged Recall

rd

U'xivariate Analysis of Variance .

4

.~ 58

‘Sum. 0f  Degrees Mean

Source = : 4 .

. -Squares ' .of Freedom . Square -

rcd
’

- 'Ppaif;loﬁ';if S .- - sy )
| L L3e

‘(8.1evels) - 37.73. 7 . 5,391,
o *1‘. ’ ‘-.~. - L *

C Treafment
T (clustered oo T T
e ang. nomﬂ W7.266 . 1o 7,266

Sub:ject Group = - . B R
(nested in =, - oL o

position). - 6.59.01:&5 T2 - 2p.uen

""Interaction» '. B . \/

(position and A o C
trutment) . 28,609 - 7 .. - 4,087
T oo

 WithfR-Cells . .98.625 . .0 2 . . 4.109

o 0'.'9?.5‘

<05

e . . . . .
N [T N . . .
. a . . N
. ¢ . . A
. A .. : .
N . L “ . . . . . .
‘ . S . : ez . . :
. - we . R . P ,
. . . . . : . 4 e . . .
. ' . . L .
. v e o
R ' ; .
.
N

R Y Bl o PR A

°
¢ A b =+

e Rk aen e

8
. .
_—
-
b
.
v




Table 14b -
"qo,‘\ ' ,‘ L S e !
e - * Incorrect Brand Identification’
' ‘Univariate Analysis of Variance _
[ e .
, /Su of |, Degrees , Né4n
7. . Squares \of Freedom  Square-

L 'Péﬁitiog , | , : o "
O (8 levels) 2,484 7 o 0,355

. Treatment = . R
(clustered ". L B Lo
.V . and normal) 0.141 4. . 0,141

\

.'Su?ject‘Grgup i
" (nested . in , . , | .

" position) .. 47,625 24 © 1.984.

. ‘ } *’“ . . , N .
Interaction . .

*  (position and N . CL ,
. Ttreatment). - 2,23 7' - 0,319
Within Cells =  13.125 . .24 .° 0,587

™

P *p<.05. DR R

n
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The dat*a provided for analysis by related recall itseif

is .rather limited "ﬁech cell of’ the design is/made up%f a o .

>

single score representing the number of subjects who remem- '

- Ired a particular commercial.\ The related recall score,

definition, ie a broad measure including both tHose sub- B n

jecte who remembered _many parts of the commerc:l.al and those

" who )%emembered only -one bjt in addition to the brand name. : § ,
nent‘ parteu Meeeage element recall and eituaticn/v1sual re-

§

S

' This score can, however, be broken dcwn into its two compo- : }
4

s

hseen in 'l‘able 15, three significant factors were found.. C e

""pdsiticn, F (lb 2430) = 3,038, p<. 05, and subject group,

~oall, These give scores . for each subject amenable to ana-
lyele of variance. . .' ‘ C 7 ( .
- 3 . !L'

Message and situation/visual element recall scores were '

submitted to multivari/te analyeis of variance. As can b

C tm, e

g /
Type of presentation was not found eignificant but commercial ‘ »
9 Ce

.
T sttt . oan

F (48, 2&30) 104,01»6 P< 05, were. In addition. the intef- -

action between subject group and type of presentation wasg
&

found signi:fi:cant, F (48, 2#30) = 1.516, 2<.05

Univariate anal&sis of varianqe on mesSage and si‘tuation/
vieual recall supported{the approximate F-s%etisties derived
from the multiVariate analysis (Table 16a &b) Two signifi-' . : o -

N
dant factors were diecovered for message element recallu ‘ (

subject groups. P (21+ 1216) 10 ng?. p<- 05. arid the ‘inter . %
actlon between groups and type of pressntation, F (2b, 1216)
J. 686, p_t 05./ For situation/visual recall two significant C N '

'w ' . Q . PR K v ’ [

45

o B
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. ~,\

N
'

. e g“," .. Tadble 15

" . Message And Situation/Visual Recall

Iui%f@ariape'Ahﬁlysis of ‘Variance

. "g'- :
: Staty
istic

" General-
ized
- Variance’

F _ -
’ - Degrees

of
Freedom

-
< s o

aAﬁpfoxiﬁ
mate'fo*

Statistic ..

A

Position

. _6' Treatment .

o f /

o [ 3 |
(\: < A fﬁ%graction :
., .. (position

_tréatmént) |
jfgyintéfaétipn , .
_ (treatment and R

‘i2.97b _ ﬂ6.9ﬁ3" ué/zyao '1.51&*“

P»é? .

T - group)

»

-

¢

.- (8 1evelé)A.

.7 (clustered
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o CTable téac . T

-; f';' L Messago Element Recall

[

- Univariate Annlyd4s ot Variance

.‘~_' .
Soqrq?,

. ‘Sum of
. _ Squares

 ‘Degreos,

of ' Presdom

Mean

Square

\ \ . . . i
. 5 ‘e \ C
. 7 N v .

Position
(8 lavels)

A}

~'i“.' r .
} ‘ . Traatment

" (clustered
e ~ .and normal) .

. Q

.. Subject Group
..} (nested in,
S position)

N Intiractionv
(position and.
;pqntqfnt)

-~

+

. Intéraction

éroupg)

Wiﬁhin‘Cellq .

r

. .

s3
. O
1,250
104,663

' ;o “0’638

16 56Q)

h9? 618 -

R ] -....”."1.250‘

=
ke

¥ 7 ’ '

zd

1216

1361

.~‘ " "{‘_ . ;‘ . *B<'05.
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- Table 16b .

Situation/Visﬁil Elenment Recdl{;
; Unlvariate Analysis Of Variance

i

I'\

S

Sum-of . Degrees Mean: .
‘Squares of Preedom Square

s

Yo

-

o’ : Q

Roéi;ion

'Treatleht"
" (clustered ’ , Sl
and mormal). 2,363 1. . 2,363

-

Subject Grogp.‘_' \
(nepted in AR . c
position) 173,019 .- 2k . 7,209

Interactionﬁ
{position and
. treatment)

. tnderaction
. (treatment and
"groups)- . .

Wt 7o 0ues

25819 2\ 1,076

+

N ; - A". .
Within Cells. = 984,263 1216 0.809

(8 levels). -~ 30,505 ° .7 . ak3s8°

B A

R SR Y. S ST P

P —-—1..». ‘:
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‘- faétdrevhere also found. one again being the subject groups,
F (2b 1216) = 8 906 B‘<~°5
of the connercial P (7, 1216) = 5, 384, 2<:.05.

. The othor‘one‘was tpd position
'In'no case
were significan# internct{pns found between the method of
‘~¥ . presentation and the placement ot)individual connerciala.
o . As coﬁnercial position was dctermiﬁed to be a signiri-
- cant factor in the. recall of situation/bisual elements, the
means for each of the eight poaitione jbrg submitted to mul-

tiple conparlson tqptl using the metho described by Scheffé

\ .
The results are prescntod'in Table 17.

. . L ' (Ferguson, 1971)
. Signifioant difforences in- roonll were found between commer-

F (7,1272) =

17;8#8 R <05, positions one and Qight. P (7,1272) = 16, 308

n<:.05, and positions five and six, F (7,1272) =_ 14, 362, g<<.05

cials appoaring in poaitione one nnd aix.

‘pertoruod to determine 1if any of the covnriatcs exerted a sig-
(4

nificant influence on the dopondent variables. The depondent
varinblos used were recall of losslge and situation/%iuual )
elements. Tho chi-square tests pnrforled on subject dcmo- '
graphics and viewing hubits revealed aignificant differences
s betwean the four groups from which the subjects were drawn |
o - - on age, family income, years ot schgaling. and amount of tele-
vision watohed., As a result these were used as prodictor var-
iablos. To them were added two gore prediotore; brand use

: and attltude %o commercials.

. CA nultiple regression analysis, program BMDO3R, waa next -

] ~ * * . ) ‘

R aianin

et

Y e mvkban -
.
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‘- Table 17

L e e nuliiple comparisons T .

Between Comercial Poaitions .

Cy - Degreos- . ‘ ;
Variance Cof Freﬁon . - N iy AN

e : ::k'.8094,‘ | ‘?/1272 ) . ‘;1500 o 14,07 ~ s 7

IR . . '
% wy b N :
! . ‘. . L

. Pogition - \g‘f\-f»\ggsiti'on R ‘ ‘_-'Po.hi'clqn.: F

N AT . .31:3 s osespe o o b
Lt ‘ ‘ ) ' '_ ..\, ‘ . .,,—'P . ‘ . . E - . ‘ .\
Sty ke 2-6 10, u37_ heb 2,049
‘ | .988

1,544 BN £

C1b.362% ;\t{

1,868 t.\ |
12.984

: 5.87;-:; '."f' *:}‘

.1033.""

IO
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" The results of the nulflple regresaion on recall of
message elcmeﬁt; are‘givm14§>raﬁle 18, The coefficient of
.datoruinution,'0.0663, was rathér low; however, the F test
revealed that tho nultiple correlation coefficient was sig-:

nifigpntly dirferont from zero, F (6, 1273) = 15,075, p<.05.
- A closer analysis of.the dgta reveals that the sum of squares
of deviation from regression is much higher than the sum of
" squares attributable to regression. B |
| Tabie 19 gives the data derived from the multiple re-
. grossipnhon‘réc;ll of situation/visual elements. bAgQih the
cﬁo?f;cient of determinatign is 19w. 0.0682; but_signifccnt..
F (6,12?5) = 15.538’ E<<.O§.‘.ThoAdeviation hbout{rggrossion
algo‘acéounts for‘th(%ngjority‘of the variltion in this case,
The fosults of the‘two.rogrosslggg indicgto that the predictor
" v§riab105 account for appro;ilatoly 6.6% of)the yarisfion’in T'
the recall of message elements und'§.81 of the recall) of
"eitqation/Vidua; éloqenfn.
" Pinally, the subjects’ selection of preferred- 6onnorcial
‘ﬂlacomZnt was analyzed. After s-cing the program, they wero
given four choices of commercial pltconont and aakcd to se-
lect the one they prerorréd. The results are oontainod in:
Tablé 20.‘ All but 11% chose some form of grouping. The most
. froqucntly selocted placement, 38%, was 4- or 5-minute blocks
every half hour. A chi-square test vas performed on the re-
‘ sulta of placement choice for thoae who had seen the oommer-

cials in a cluster co-parod to the cholice of those who had not.
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© Table 18 -

.
3

X RégfeésionSOf gov1riates*0n.un§saée Recall =
‘Coefficient of Determination
‘Multiple Correlation Coefficient

n/ ' - ‘ ‘
Variance of Estimate - C 0.562%
Standard Brror Estimate 0.6799

T

. |

' C ‘ R :
Analysis Of Variance For The’ﬁ;greasipn/ R
: g | . | | .
o S . \ |

10,0663
0.2576
» |

! ’
-

' . sumof Degrees ~ Mean f’ . P

N\

| Source . . : N
IE S © . Squares of Freedonm Sﬁuare/ . /

’ \ : Lo " ( 4.

N S ‘ e . o
' Due to Regression ~ 41.816. .

[ hid

| Deviafigﬁ about , L e
' Regression 588,530 1273 0,46
' : s Co N e

‘ ‘)*B< . 05‘.". .

o
¥
‘
;
3
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" 'Table 19
S . N
_ Regression Of Covariates On Situation/Visual Recall
S s » -
' Coefficisnt.of Detgrminatianvl. . .0.0682
Multiple Correlation Coefficient _ 10,2612
v . , .

Variance of Esﬁinaté - ' "0.8935 .
Standard Error of Eatimatp\ .. 0,9453

©w
3y

\

Analysis Of'v;;iincb For The Regression

At s
.

.:Sun‘éf_ ' Degrees . ' Mean
Squares: of Freedom Square’

S momamed v s

oo YDue td Rpéraesion. 83,300 ¢ A 513.885.

Source: "

Deviation about - '
Regression 1137, 449

‘1293 0.89h

\

-

*<-05
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.Tadble 20 * .~
Preferrod Connevcial~Placelent By Treatment
Chi-Square Analysis (

. 4T0S5 8T010 1-Hor - . |
Group . .  Current - Minute  Minute . Block. ]
o _— Clusters Clusters ‘

- o S . . . o . ] : .

Normal - - 7. . 29 - 21 . 20 .

(PR * £

- et i
- .

-Clustered . ‘-9“‘ -+ 19" 22 . 1k AT
Number = 151, df'= 3, X 2 = 1.273 o
. . . . _,*’-4- . v,

1 \ " . .
Preferrad Commercial Placelent By Subject Group

o — ,Chi-Square Analysis :ﬁ
: Lo ™ 1
\Q r '\\ . . 1

e .- " “4T% 5. BTo10 1-Hour- .

'Group ' . Gurrent’ Minute Minute .  Block ‘
' . . . ' : e
T Clusters Clusters ' ’ N .

1 t~ ‘.f‘ ' | 4 - .. 4\ 16 . -~ I:L ‘ R u . .. . T" ..‘ '..
2 . 1 T8 a2 1
3 6 . w9 9

B s . 12 12

Number = 151, df = 9, X. ? = 8,217

e
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It yielded no significant dlfferences resultlng from the KB

method of presentatlon, 7L2 (3) =1, 273, E<< 05

S | large body.of anecdotal data’ was 'also. obtalned«in’the

a

. course ‘of this study. At the end of the recall measure sub-~
jects were pronded a Space in which to wrlte any comments

o they might have on the experlment. Almost half of the sub-
\

Jects déd wrlte 1n some comment with the preponderance being

spec1f1 ally about television commeré?kls. A summa y of

B

these appears in Appendix I. R i

A great numben~of the comments focueed on epeclfic c@it-.

ty »

lclsms of ccmmerqmls {that they .were too loud. or "tod dis-~ .

ruptlve, or in bad ta te. Some v1ewers expressed surprise
.

" at how llttle they remembered from cOmmerclale and’ a number

Ri

commented thai at home they “tuned out“ or left tNe room :r

when commerc1als came on. ,

Several of . the subjects mentloned the Qesirablllty of
paylng a llcenslqgmﬂee to have at least one channel free of
commercials. On the o er hand. several/E;pressed the vlcw

»that eommerc1als were a “necessgry evil®- and that‘the ellm-
‘ination ‘of commerclals would degrade the qualit& &; tele- i\
v;szqn, Only one sub;ect appeared particularly upset by the
actual experlment That person asked if the. experinenters

" were “commie plnkos. trylng to destroy free enterpriee-.

-
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\ . CHAPTER &4 | N TN 4
e . .. s " ' . 0 | - B .) ) .
e . v ' o . L’. . R ¢ . \_} "\ . [ .
poo ‘ : Discussion A o ]
v . . a : ‘ AN i
. _ . . "t o , ' \ © g
o ' L R . o Cp - & K ‘ T
- ; ' ﬁypothe51s 1: “The effectiveness .of 30-second '

e S televislon ¢commercials, as measured by scores
on a paper and pencll content recall test ad-
mlnlstered immedlately after vierng a 30~

- minute telev1310n program, will be 51gn1flcant-
‘ 1 . .
ly less when commerclals are: presented in 4= - -

mxnute clusters every 30 mxnétes thgn when.

- 1

SR o those same commércials are presented in 1-
N

. mlnute breaks separated by approxlmately 10

3

mlnutes of program. v
L4

This hypothesis Was not suﬁported.‘ In fact, so far as

-related recall was concerned the oppos&te was found to be

M .
: -

oo true. The multlvarlate analy31s of related recall and in- .’

correct brand ‘recall showed a 51gn1flcant dlfference as the

v T result of form of presentatlon. _The univariate analysis
e E | ' revealed that the dlfference arose from a slgnﬁlcantly greater
. : - recall of the brands by the clustered group, 68% correct, as

'Opposed to- 59% for the normal group.- \

&

"On the other hand, when the related recall score wag
"broken uﬁ-into its component parts, message and situation/
visual elements. no.si nificant differences were found as

i"' N *\the result of the method of presentatlon. The. megn. number,

-

of message elements remembered was .50 for the normal Nﬂj//




[ o presentatlon and .57 fOr the clustered form. .The mean nim- . (/( o
| | . ber of s1tuatlon/v1sual elementé remembered was 1. 08 for-the
’ . | normal group and 1,17 for the clustered one. In both cases

. Z*“Z?\ ;'” . the amount of recall wasfslightly hlgher as a result of dlus—

1 . terlng. . L N

-

One other factor is of interest as it might affect re-

. call for the different forms of grouping. The multivariateé

1

- o “g" 1aﬁaﬂyses for related recall and incorrect brand and for situ-

Tt B e A4 e bbb W DT D

‘I ation/Visual*and.meséage elémenté rerealed a gignifipant dif-

R _ ferehce arlslng from Zhe subject grou;s.' A compérisbﬁ by L ot

groups of the mean number of subjects remembering the conmer-\

fcials‘lnd»the mean number of’ elements remembered is seen in '

Figure.l In particular it can be seen that the subjects in"~ . Q‘-'
e oo Group 3 tended to have lower recall than the other three
‘ groupsx_ N t o

| &This variafion in recall among .thé fdur'groups of sub-
jects d&ggggt—ffieract witﬁ%::tatment on. related recall. in--
SRR correct 1dent1flcation of‘?he brand. or recall of situation/

visual glements, It did’ significantly rpteract Wlth recall K5~

. of message elementa. It should be noted that the F-statistic

or the interaction of subject groups and treatment on situ- ‘ ”
. N Tht ' )
,‘rlsual ggigll_}sAhrgh although not 81gnificant. } )
2 B

,;;’

ows the interaction between groups and treat: = - %

ment fo ssage and situgtion/ﬁfbuaitrecall; -The differences: ifl"

between the treatments seem to° result. from increased variance

among the subjépt groups that recelved the clustered commercials.
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As was’ the case “for related recall. the resulte for anup 3 : | -

‘were pgrticularly low. /

. Since the subjeet groups represent the neeted.factor 1n
the experiment (they wére drawn from different populations)._

= . o

9 it is difficult to dete ine exactly why the scores were ' °
lower for Group 3 !hey could have been influenced by sev-
eral factora. Group 3 tended to be older, watch more tele-,
- 1'u K vieion,,and own more color—televieion sets than. the other

| subject.groups. For whatever reason. the reeults did differ

\
¢ -

among the grOupB. . . . ,

' . -‘ i - l When coneidered alone. the reeultﬂ for{related recall
. .//would seem'to contradict those obtained by Burke lavyeting ‘
i;. o _(Schneider & Siebert, ;1972): that clustering does not affect
| recall. However. when the elenents that make up recall are
analytzed separately. eupport for the Burke position of no
L " o significant difference 25 a reeult of grduping is indicated. X
R k .i o The contradictory'interpreQatlons may be a ¥esult of effgcte ‘"
v 7+ 1n the viewing audience produced by clustering.‘ One of.theee
| n.e:fects seemed to be to elightly increaee the number of people

_wf." -'ﬂ‘ ‘ who were aware of the commercial and. might not otherwise have

. h B ‘recalled it. on the other hand, . cluetering did not appear to
(;~ particularly increase, the totalvnumber.of commercial elemente
' ™~ POl . ' s ,.
;f:’ ST remembered «© - : . o

R .. : o0 !'
-: notheeie 21 The effectivenese of indivi.dual

. _ 30-eeoondgte1evieion ‘commercials, as neasured"

L} = »
~p. . X . . . “ v




by ecoree on a pdper and'pencil content recall . oo
test administered directly after presentatlon ."; '
;_ofia 30rminute,telev1sion program.,will be |
| slénlfiCently 1eee‘when.thoee commercials oc-
T ' cupy the®middle position of a 4-minute cluster \
a | than ‘when they occupy either the beginning or
. end positions of the cluster.
o This hypothesis was not supported by the data. Analysie
.f*
)
no significant differences arising from poeitlon when all sub-

- ‘Q L of related recall and incorrect brand identification indicated

jects were combined. More Specifically, no significant dif-.
ferences were found in the 1nteraction between type of pres-
enteﬁion and peeition[of the conmercxals. Figure 3 shd?g oo
o - thig-lack of interactiqn and also illustrates “the rindings - A
U% o S " of the previous hypothe31s| that clustering slgnificantly l{f”
ingreases related recall.’ _

| @ _ 4'_ The only anomalies found were the sudden drop’ of recall/)
o h _ for the second commercial position and the. increase in incei:
‘rect brand recall for the second cqnmercial both qccurring .
'in the clusteriﬁg‘tr\dtnent. . Other th this. the recall and

'incorrect brand identificetidn wers einilar for the nomal an*d

—~

H L,

e

’ clustered groupe.A o . S

" The hypothesis of a significant lessening of recell for

LR A
¢

AR comnerciale in the middle of a cluster was also rejected as "

-

R '/J‘a result of the analysis'of data for messege and situation/

.i ’ n_v1au£l elements.a "The conclueion ‘was nbt quite as clear-cut

RPN i
e \ls.&tﬂ"f~ r-‘ﬁ"_"

-

£
o
-
’
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‘ hereé‘however. The interaction between treatmentland position

is the intefesting factor. . The mean recall scoree‘for mes-

sages-andLsituation/visual‘elements,ane diagrammed in Figure L,

It can readil& be seen that there is a variafion‘in recall asg=

sociated with position, Klthougn the effects seem to be some-

what more pronounced in the case of ‘the clustered commercials,

. they. are also apparent in the normally presented commercials.

The univarlate analySLS indicated that this variation was not .

significant in either case. When the two elements were com-

B bined in a multivariate analysis, the reeults~still remained -

non-algnlficant. '

L

When the data was analyzed for effects of position with-

" out any con31deration for type of grouping. significant dif-

ferences: were found in the recall of situation/visual ele-
mente. Referring again to Figure 4 it‘is readily seen that

for sxtpation/visual elements there was generally an increase

1_ for each succeeding commercial position. . This wae particular-

ly evident in’ the normal presentation group.. Multiple com=

parisons showed the mean reeponsee to be significantly dlf-

ferent for p051tions one and six, one and eight, and five and

' . ' '\ ' ‘ N
8110 N . ‘ . \ -
. . * A .

This -leads us t@ an' important consideration with reéard.

‘ta the deeign of the experiment. As mentioned earlier, it

wasg necessary to~rotate the commercials in groups of two. -
Thus individual commercials appeared in either all the'odd or

all the even numbered commercial positione. The multiple

o b
I <,

PR .
*

e pumis e ot 4 |

o




t Y \\‘
. .
v \ . ‘ ) : C . 79
Pigure & Yoz
~\ Message Recall . " T,
'l‘reatnent Interaction With Position -
. . * q
_‘o ?0 3 L X | | ° ‘ ! _
L ) Clustered
601 " .
i} \\
3
—
:
I,
. g . // ¢ <
= ) ’
.30 4
A[ Normal ]
0-{' i . L R ‘ N )
1 2 3 4 5 6o & .
Commercial Position -
. \ S ») ¢ v - . ' - .
» Situation/‘(isual Recall. “ L.
Treatment Interaction With Position .
\',\1‘.50 »—: : L
; f.30 -
" .
g - 1.10 -
LB
§~ ) 190 2 .
[}
:'.
.70 t .
OL 1 1 _i R 1. ‘ 3 1 { N
-1 72 3 .0k 5 6. 7 8
r Commercial Position |
. ‘ A1 \’.
\ ! .
. . \ X D, ' o
.




]
2

.- comparisons of position revealed no -significant differences

- when the same commercials were nompared in different pOBl- \
'tions. The differences ‘that did arise were all odd positions
against even numbered p081tions. in other words, two differ- ‘
ent sets of commerc1als.-

If the odd nimbered and even nunbered positions a;e dia-
| grammed sepaxayely for situation/visual recall. dirfeeences
fesulting‘from ﬁositien are‘much less apparent. (Figure S)f
. The twg'treatnents are much the same with a sliéht'bit‘more
variatior nqted_among the‘ddd(nuﬁbered positions. o

Essentially the same fesults are hoeed when message ele-
_ientslare diagrahsed sepasately according té'commerciellposi-
tion, using the\edd-eyen split (PFigure 6). .Again. greater
A‘ differences are foasd'ahohg‘the odd . numbered positions.‘ The .
greatest difference iﬁggecall between the two treatments oé-
curs for posiiion number 1., -Aftebr that position the dis- <‘..
pafities tend to lessen. o c , ‘
| As a result of this analysis it would -appear that recall
'.diffepences arising from placement in,a string of commercials
are)miﬁimal for both theinorﬁal and the clustered form of«pses—
lentation;. This would seem to direetly contradict the- findings .
of Steinet (1966). .As noted earlier. hie conclusions were in
. relation to attention and thf relation of atten%ion to recall

. ‘fvaa not clearly established. The findings in- this stugy do
aupport’tpose obteined by Burke Schneider & Siebert, 1972)°
when?analyzing the results of a nunber of years of :ecall
. studles, . . T '. (R
° . < ,‘ _' . ‘ . . / '
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' possibili%y'of a loss of audience attention'for commer7ial

_Xhe two components of recall takxen individually..

'the clustering group below that of the norn~
- and 6). On the other hand, the overall leveﬁ/of recall wa€
higher ‘for the plustered group. ‘

'tered group is thax sone effects may have en ffdm the com-

-to ap901fic commerclals. It ahould be eiterated, however.\
"that for related recall. incbrrect br identification. nes-

‘sage recall. and situation/viaual recall no signlzﬁcant 1nter-'

'cial,position. i \

positions follow1ng the. flrsz one in a clustered‘form!of *
presentatlon. If the Bnrke hypothesis is correct a drop
in,audience attentlon shou;d‘result in a dec¢line in ecgll
after the first commercial, This was found to be tmue,
A droﬁ\ih related recall and memory of message and gituation/
viau&l elemgﬁtsnwas noted after the first position; The ef-
fect was much mqré,pronOunced for related recall 7han tor

In the case

of. both messages and 81tuat10n/ﬁisuals ther® weye two posi-

i/

tioris out of elght where the recall of ‘eleme "s/drépped for
{ Three

out of the four positions were odd numbered (3&9 Figuresbﬁ

The iqB}icatiOn of the difference betv en the odd and

even nunbered commercials and the érop in ecall for -the clusQ'

mercials used, It is pOssible that. the ’c ustering form of '

presentatlon 'is somewhat more sensitiva to. audience reactioh

actions were found between type of pre sentaxion and couler-

NI i, i
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o S A AT 0

bt ot BEEN R b




L T R \
‘ gxﬁothesis 31 When given several choices of com-
mercial grouping, subjects who have experienced

'the clustered fqrﬁ’bf presentation will express .

. - a greater preference for that form than will eub- L N

.jects who have experienced only the current meth-

od of presenting commercials, as indicated on a

paper and ‘pencil measure aduinistered directly™

after seeing a 30-ninute televieion ptogran.i.?-
o taining connerciels presented in one of those

!

-two forme.

:This hypothesis was not euppo#ted. Su%jecta seeing both
typee of presentation overwhelmingly chose some form of group-
ing. There. were no significant differences between the subject .
groupe‘.~ There,wee a leee cleer~indication of which type of
grouping was breferred. ’Although 385 did choose'b to S minute’
blocks. 29% choge 8 to 10 minute blocke .every hour and 23’

' choee a. l-hour bloek every evening. Thie held truehfor both .

L

et
treatment grqups, although the 1-hour block was alightly leee

- fevored'by the shbjeots who reqeived the clustered form of

preeentation.

,

Tﬁe anecdotel comnents of the eubjecte tend to back these

‘findings up. A large nquer of the cémments fooused on alter-
_native ways of presenting commercials with the aubjeote‘etet-

" ing that commerciale ere necessery {or our form of broedeeet-

ing but that they would like to see experiuentetion with
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other forms of'pnosentqtion. .Th{s gupports the findings of
twO'previoue‘surveys of attitude to commercials (Rich, Ellen;l
,‘bogen. Owens & Phillips..Note 14 Sc neider & Siebert. 1972) . _
'Ev1dently the subjecta desire to éggnge the: form of presen-' /)’
tation was already 80 high that the program they were shown |
| had little effect on thoir attitude to clnetering.
It is worth notxng that a change to a clustered form of

4

.presentation of - commercials might have a specific effect on 4 
‘the size of the conmercial audie;;e. While the majority of
the sample in this study expressed their desire to have com=-" ,,/97
nercials grgypod, they a;so indicatod that if that happened
thoy would be more likely to loave the room. .When oonpare&
_to what they do.now, ‘the percentoge who said they would leavé -
" the rooq_if com@o}cials wero'grouped increased from 22% to
_35%. Most of th;sfchange appeared to come from those who
had said that currently-the& oo.not watch but remain in the
room; Toere wos oﬁly a 4% decrease in the number who said‘

~

they would watch the commerciala.

~

Y

xpothed{s ba Subject differences in attitudos -

" %o toleviSLOn commercials. viewing hnbits, branﬂ
-use, - and demogr;ghics. as determined by a paper
and pencil neasura. will significantly affect the .
rocall of television commercials. as measured by
a paper and. poncil device adniniatored diroctly .
after viewing a half hour television progran; ‘
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e = g

~ : Thls hypothesis was_ supported by the results of the ana-
\

1lysis of variance performed to test the 51gn1ficance ‘of 'the
regre351on on the criterion varlables. However, ‘the 1nclusmon
of‘the_covarlates in the analysis of recall of sltuatlon/v1sual

“aﬁd hessage ﬁ}ements was rejected. Tﬁe,diﬂfﬁig;ty with uéing.'”

! - the p dictofs wag that;the coefficient of determination was 3
low A 06) and_the suﬁ of‘ uares of dev1atlon from regression 'E“
' was hlgh.  This would seem \bhﬁ dicate that the proposed co- ‘ ‘ﬁ'
varlates were 91mp1y being used to predict values of the de—: % ‘
A T _' ~ pendent variable in the regreSSLOn analygis. o . /,/*/fﬁgx

?he-small.sum of squares attributable to r@gréssion was’

*

.. vthe de%ermining factor in rejecting the use of the covariates. -

" Their use would seem to do little.to correct bias in the re- '

sults arising from attitudes, dempgraphics, viewing hgpits.-

‘ ' r} and brand use, It might, on the other hané.“introduce'errof
| iﬁto thékagﬁlysis because of the large amount of deviét;on not
) accoﬁnted for. | | . ¢

Some' of the dlfflculty may be due to a lack of linearity

\

of several of the proposed oovarlates. For 1nstance/ a 1arge
proportlon of the subaects watched television two hours or .

less per day and most -of themeFld.rather.strong negatlve at-
AN B V i titudes toward“felé%ision. .Ig additian; it was difficult to -

gstablish a truly linear measure of brand Juse.

PR R O e

As seen in Table 21,brand use was a 51gn1flcant factor

in the regression on messages, % (2553) = 6,45, p<.05, out

t

not in the regre531on on 51tuat10n/v1sual recall,«t. (2558)

I3
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B T .. . .. " - significance of Variables In .
: - . . Multiple Regression On gessgge Recall o e
1 o —— T g
. . o , : N "Regres- Propor- . :
| Variable - - Nean sion Co- ‘tionof ' t°
| L Lo <« efficient, - Variance
| ‘ T : -
i ! . ' ¢ . : X Ky \
s T Ags 3413 -0,063 0,020 .  -k.,225
’ " - 777777 .. schooling 3.488 0.054 - 0,006 2.622%
' .. Income = 6i569 0.018° '+ 0,002 1,378
. . . ‘ . R ' .
Brand Use T 0,740 0.142 . 0,030 . . 6.4+

“Attitude 41.719  -0.010 0,004  -2,417%
¢ . . ' .

——

f

N o M “ [ . T ) . . .
Significance 0f Variables In - .

. ) ra
| _Multiple Regression On Situation/Visual Recall -
Q ' ‘ s o Regros-u 'Pro%org e S
Variable . Mean  sion Co-  tion of ° iy
B . ” efficient  Variance ' 3
T S . ‘. R e
- . Amount of Viewing 1,413 -0.04k 0.006 -0.899 ke
: o . ) L ) 4 o :

Age S 313 -0.110 . 0,036 -5.333 -
Schooling  3.488 o go15, :
| ~+ . Income . 6-.569“ . 0,005 . Q%io{)_o g 0,289
. BrapdUss © 040 . -0,003  0.000. -0.085
- - Attitude - AL719°  -0.02% 0011, -3.906%

\ )
*p< .05, ‘ o ’ ‘ . :
', i . N ? 4 . ) o .
a ] o N oL e
«7ar = 2558, L : o .
o
' . - v o '
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°~.09. 2\;. 05. Itwkhus accounteg\for'the‘large‘B}Oportion of

L Conclueione«

the variance in the regression OQ meJaage recall and almost
none of ﬂhe va?iance in 91tuation/visual recall. similarly,
amount of schoollng and,attltude abcounted for a large'bro-

portion of the variance 1n 31tuation/visua1 recall and less

. than half the same amount of variance in_meaeage recall.

The only pre?ictor somewhat consistent in 1ts efféct. is sub-
jeét hge.

As a result. the use of the ojvariateg in the ana-

lysls of »variance was reaected. [
As seen in Flgure 2. there was some ev1dence of inter-
actlon betueen the subject groups and the form of preeenta-
tioq‘ This was particularly'manifested in Subject Group: 3,
which was s}gnificantly different from the“otner groups;fof
age and'amount'of'television viewing. The latter had 1itt1e
« effect on tne regression hut, as already noted. age had the

most effect. Consmdering thls. it is perhaps unfortunate
_ that the amount of variatlon in the -regression did not.allow

for confident use of the factors involved as covarlates.

‘s
0

. of cluﬁpering conmercials on related recall or on memory of

- specific sales’ ‘messages and 91tuation/vi§ua1 elements are not

inhenently“negative.: In. fact, there was an increale in the

, humber of correct éécalls of. the branda advertised as a

»

N
‘\

The reeulte df this experinent euggeet that the effeots‘ ;




' pﬁesentation was not found.- These findings taken. together

“w . ) ' "' .o .
- N

. result of clustering. A significant 1néreese in the recall N

of. situation/visual and message elements for the clustering

would goem to indicate thet during the clustering presenta-
tion viewers kept "tuning in' to see what was coming next. .
Once the next commercial was noted, their attention dropped
to a level similer to that found for the nornal peeeentation.
Care shqgig be teken in[generelizing these findings. .
The experimental eituation wes. of necessitﬁ.-so,ewhatvarti-, ‘
ficial _.The recall measure wad administered immedietely after.

the subjects had viewed the program rather than efter a 24

s hour delay es is commonly doney mhese factors, as indicated "

.by.sadowski'(1972)-end iwfnen'(197j); need not invalidate. the :

findings. However. the& did perhaps 1ead to‘a higher than
normal qecall of commercials end elemente. This would be

manifested in both groups, not, just ‘the one that received the

.cluetered placement. ‘In eny cnse. the findinge etrongly 8up- .

port those ‘of Burke larketing (Schneider & Siebert, 1972).

that cluetering by iteelf doee not eignificantly decrease

recall. ’ _ '
This etudy also produced evidence against ‘the conteninn'

that long strings. of comnerciele leed'to an 1ncreased losas of .

. recall for°conmerciale‘§uried in thetmiddle. vatiation in re-
" call was noted for different1positions. but thie‘occurred':or

‘both megthods of presentation. . There was evidence to support

L3
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- cahce, a drop in recall was noted .for commercials appearing . o

i mercial in a string. thus producing a losd of audience.' o

_ the viewing public at 1arge are d%?satisfied with the vay

. of presentation.[ i R | . Lo @i‘

- ‘ " : S , . ' ) ‘ .90

. - e o St
o Tt . . ,*‘
.the conclusion thpt some of this varlation was due to one or . N {

more of the specif;c commercials used in the study. "This
leads one to- hybotheslze ‘that audience reaction to specific
conmercials may be a significant factor in position recall.
X One possible negative effect of clustering is noted in | ‘
cqnnection with plgcemerit. - Although not reecnlng signifi«-

j;after‘the firet'comlercial in the clustering presentaticn. - l P

This would seem to sdpport the Burke survey findings (Schneider
& Siebert. 1972) that attentlon wanders aftsr the first com-

e
k3

The nature: of this study makes it dtrficult to determine if N
‘that ie what happened. The statenents nade by the subjects : .

s50nt what they would/do during clustered breaks support a

hypothesis of potential’}oss of audi;nce if commercials are

clustered. L o
' ‘.There seems little doubt that the subjects studied and

==,

. commercials are preaented on television:' This is anply evi- g
denced by the"signitioant'naﬁoriti o? subjects who chose some
forn of grouping as their preferred form of presentation. q
It is also well supported in the enecdotar comnents. The
subjects studied seemed worried about the consequences of

elininating ccnnerciale but. very willing to try another forl R
\

N
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Contrary to the findings of Barow (1971) and Wind and

‘Denny'(19?u). Iittle demonstrable effect on recall was noted .

.- .ag a result of*demographics, viewing habits, brand use, or

t

attitudes, As aiready indioatedb\this may arisenfrom.tne.

nature"of.the"sobjhcts'in”tne study. They cannot be consid-
ered as ‘a proportional sample of the viewing publio. Perhaps
the~on1y way to get that type or sample would have been to
conduct an "over the air" expsrinsnt. The number of presen-
tations of the program requirsd and the difficulty of setting -
up this type of experinent eliminatod it from consideration

a8 a viabls means of cxperimentation.

A significant intsrsction betwesn subjsct groups and

form of prssentation yas found. It's effect was strongest

for clustering and tended fo lower ths score for the subjects

'~who experienced that trsatnsnt. Since clustsrad prssentstion

scores were higher ovsrsll. the interaction would not sson
to seriouly affsct the conclusions drawn._

‘ It seems that ths questions still loft unanswersd about
ths consequsnces of clustering would best be deternigg; by a

'1ong term study anslyzing the rssults arising rrom actually

] 1

broadcasting comq‘ipials in groups. Only by this type of

:atudy can the novelty of an unfamiliar prosentat10n1form usar
" off sufficiently 1o .deternine the rlsults.

Two. conclusions seem e%idsnt as.a rosult -0f this study.

» ,

First. clustsring of commercials may lead to s.dnop in the

t

.

N
!




number uf viewers who watch coumepcials} ~Scccnd, the recall
5: commercials among the audience which remains wouid' likely -
. not ce-lcwefed und; in-fact, may in some inctahces ihcféase.
|:Further studies in this area would seem.most ben?ficial ir

1

they cnable the accurate forecasting of the amount of audience
) A

that might be lost: as a result .of clustcring.
Schneider and Siebert (1972) point out that ?pgative ut-
titudcs toward advertising are currently fachionablc. On”
'the other hqnd they contend -that the atrength and widespraad
'nature ot thc eriticism indicate that this negativa attitude
s probubly very real. "
‘ The’ etrong public dissatiafaction with the way commer-
cials are currently broadcast w?uld indicate the willingneea
' of the viewers to emperinent with the prcsentation of -COmmer-
‘ciq;c. such as cluatcring them alt . jo-minute intervals.
',‘Whether advertisers are willing to chance a.drop. in connqr-:c
’cial audience in drdcr to satisfy the viewing public rcuains

‘to be" scen." ~f
. "w '
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¥ SRR Sub,]ect Sollcltatlon o ' *" o
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. L , Coe : Ty S
_ * ;e ‘
o . . ‘ .
sl ~/ 7
. ‘ ’( \
' . . - . / .
MeGILL UNIVEESLTY v ' o . =
P BON 6O, \r\nu\“\ V MONTREAL, QU cwwi 3o 392-8031- ' . b
Instructm{nal Communications Centre /- . ' Cw :
‘ » . : s /" ' 1
. ¢ . ///\.' . . -.
Dr. William Hlllgartner <, . L s e
Mr. Tom Rich . . / . - - o
. : ’ A : . ;
‘ R ‘ "‘. ' ﬁ-’
<y, Pexception of Television Experiment ¢

".ThJ.s research is being “funded by the ‘Canadian’ Radio-
Telev1510n Commission .and results will be subm:.tted to that

.60 and 70 people are needed.. The only gualification is that .

) .poss;ble to combiné subjects

'F ing J.s a,vallable to. pay the subjects. It is suggested that .

. supplying the sub]ects. $10 er petson willge paJ.d aup toa
limit -of $700 per group.’ , o

. by the organlzaﬁ}\n jupplymg volunteers.

~Your helT in thls re”search will be greatly apprec:.ated

. S ,
. ) . r—
X , .
. ) \ LN # i
. Tom Rich . S e L
Producer-Director . _ . : N \l

S Tl 8 T e e

LA I

L . /
f . ]

\ .
We are cgnductlng an expenment on the effects of different
types of edltmg on-the perception of television programs.

bOd . \ ~ . - Yo

Subjects w111 view a television program (light comedy) and™ .
their reaction to it will be analyzed. Groups of between ) b

they be-over 18 and, speak Enghs‘h Groups will be split-jn

half and will view the television program in two ‘separate Py

rooms.. If 60 people canmot l:\ obtained from one group it is - C
from different organizations.

Total time required- of the sub]ecté is one and one half hoursl

1

- TP A TR e L 5 oAl B0 L 2 w3 T et ity i,
; - .

th®s money take the foym of pgdonation ‘to She .organization - R

Arrangements can be made for playback- of the pr0grams at McGill
or the equipment can Ke 'transported to a meeting. place prdvided

It is negessary to’ have all of the subjects from a particu
organizakion present at the same time. ’

<
~ N - . PO

Eveningsietween June 73 to-27 are scheduled for the experﬁ.?t.
1
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: : IR Releases "
~ N L4
\ . . [
COCKFIELD, BROWN l s coMpaNyY LIMITED/200-CANADA CEMENT BUILDING / MONTREAL H3B1L1  TEL. AREA CODE 514 / 861-1771"
v . @ ) . )
- ) - . -
«, ° Y ( .
. /\ 4 .
. .. . . ) , s . ]
© April lst, 1975. .. - v . .
. L ' . b ‘ cot ’ ) )
e ) s * . . ) ! . ) ‘ - *
. . ' . . * - N *
- pl'o Tom Rich N . N : \
L ‘  Principal Researcher ., . . . ) . ‘
. * . Instructional Gommunications
. : + " Centre ' . y o .
. M¢Donald Chemis Building ’ T “,
. . : . McGill Universityf _ ‘ ' 2 ¢
‘ . Montreal, P.Q. . o - N - . .
. + e . . . [ R
. Dear Mr. Rich: . .
! Accompanying this letter, please find 8-30 second television
commercials on l6mp film. I have received client approval on
o ' . the release of%eack° of these commercials on the basis that no
advertiser wention is given in any subsequent reporting. I Co -
hope these commercials are to your satisfaction and trust yeu '
. will return them to my attention at the completion of.your. ™
) . i project. I would 1iké to add that we all anxiously await the' - 3
. . outcome of your research as it appears to be tremendously.
o T interesting. = | : \ o
g . Sincerely, ’ \“ \ V- ! ©
O . N ) ' ' N ’( v. ! t )
S ’ \ . . X 3 ‘
- . . ‘ ES :\ ‘
Y Leo P. McCullagh C .
. Accourit Manager. ) \
- . . - ) 7 ',' .
. e . .. .Encloture L ~ o o o
) S LPM:cl . , . I i ' .
. ' - ' ,cc: Do Angler . Lo . . N . 7
N z . . [N e . ) .' ’,\ , . .. . e
e . > { - \ \
1 v B ~ \ - ' ' Co i v .. . '
. N [ . . S . -
L] . . v o< ' . ., , .
S ToRONT : o LONDON , ‘\‘\ . WINNIPEG : VANCOUVER
Co 25T; CLAIR AVENUE WEST CH, TOWER 197 YORK ST. . 209 NOTRE omuvngur-“ <. 134 ABHOTT 5.
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NATIONAL FILM BOARD _ ‘E‘ -OFFICE NATIONAL DU FILM’

. e ‘mu
. CAMADA
\ : .
5
: - Lo - B, 0. Box 6100, Station A
- ) . "  Monmtreal, Que. H3C 3HS
s S . May 9, 1975
‘-/I * ' M ! ' N > -‘ -
Mr. Tom Riche < . . . v .
Ingtructional Media antar - K
/ McDonald Building ' S .
MeGill Univeraity . i s
Montreal, Que. ' e . ' '
)Dea‘t&r.ékiéhe, oo o -
\ . - N

. Y / w
¥

. This letter will serve :s pernission
" to you to use the National FPilm Board-of Canada’
production "RAILRODDER" as part 2£ your study on thn

_effects of commercials. .

- You may_transfer the film co :apa nnd N
add cOmmercials as reguired by your research, on the
condition that immediately after such upe, any and
all ‘tapes of the film will be erased.,and also that
.the tapes will .not be used for telacast or in any
other manner except: as mentibned aboge."

‘We are pleased to acnist you 1n this .
venture and.look fotward to eventunlly'ncning the
results of your lxudy.

I’ 4

’ ®

abow onditions, would .you please sign this, Jdetter

' 'l To 1ndica€b 'your acceptance of the
c
vhg#ﬁf::dicated'nnd return a copy . of it “to ne. . -

NATIONAL

al
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3. When do you’wétcﬁ.televisibn

+ APPENDIX 0

} . a8

)

We are goiﬁg to’asﬁ|you a féw.questions abojt your

attitudes towaré<::IévisionL Please answer all of the

questions to the best of your, ability.
your name on thid paper. All questionnairés are con-

- ‘ \ R
figgntial., e dg#not wish to know your name, Please .

- Questionnalre Form A .

&

Do ﬁot write

check the appropriate answer or £i1Y in the'bljgﬁw

Check only one answer per question.
. o UL, faegtre

N

1. .Do you own.a television set?

._yes

N s “u no
A3 R

" »
2. 'Do you own a colour television set?
’ L

o yes ‘

I no -,

<

t

6 a.m. to 12 noon
" 12 noon to 6 B
6 pm. to midnight

+.after A?hnight

hERY
.

e

How much teléviéiqs.dé ydu watch per day?

—

less than Z“Héuré:
from 2 to 5 houpé

from S'to‘lo hours

'more than 10 hours

most frequentiy?‘

.

A}

o

annel do you watéh most frequently? (namé)

-

L - .
4oy T e

R

Sl I A

e

R P e e

a Bty
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10,

! “11.

Do you thirlk that individual commercials are...

at one .time during a commercial break 18,0, -

N - e

N E 102

S . : SR

‘When waédh}ng teld®ision do you switch channel often?

yes -
no C ' 4

3 : u BN

—————— ’

’ e

How much-attontibg;do y6u pay to television commercials?

//4 a lot

some

e ——————
~ ' 4

~  _____ little ' : v ‘

How helpful do you find telé%iaion cammercials? '

V“usuauy help:rul | | '
sometimes helpful

~

seldom helpful .

e too long . - S
too short Y
. aﬁout the,right longth— -

\\

Do you think tha nu-ber o{(com%:rcials presented

) f T ) <
about. right . . ” S

s p——

{00 ‘many

A

A -t
.’ ’tOO‘fOW
.:\ -

‘Do you think the length of these commarcial broaks 18... "

v

v

too short

too long -

about rignt

ek



12,

' taﬁ'yiagon,p:ogngn {drama, sports, conody)?

What do you do during oonmorcial brcuka?
!

h o L L 103
) . N . '
bo_you think that tﬁ% placement of these commercial
'~5re§ké in a proé;amﬁshéuld..ﬁ BT | I
| remdin'the same | - , o | a |
_____'ve chnngod T o o . ’

In yoqr Opinion. has tho anount of time devoted to .. -

,commorcials on tolovieion... \ : ~
inérqasédf n 5
—_ Femained about the same - o :\ ;
- decréaéod . -if *

Do you think that commerciale ara a tair price to

pay for tolovision? . Co R
‘no ~ - = :
yod
Do ‘you think thlt the nunbdr of 1ntcrruptions-inr: ' R

program for co-norcials should. depénd on the typo of -

. . . . N
L e YO8 R
no & ' ~.
~ 2. S

‘Would you. 1ixe to sse. commercials on television...

groupod~§§ the bcginning or end of a progrnn

B [
grouped at the niddlo of u progran v K

oontinuod s now \
| 2
/

watch tho,oonm‘rcitla ‘ ' , ,' . ‘ R
do not watoh but rclain 4n tho roau

loavo thu room

~

Y
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»:. . 118.

e - .

22,

23,

4

104

If the breaks 1n\pﬁogrdma for chmorcihla‘;astoq four

. . . AN
minutes and came only every thirty minut!?.|what would. .

&,

you do?

[ wntch the oommorciala

tolevision?

o on————

not yatch but rcmain 1n the room

1oave the room

|

yes

no .

@

°* -

a program should suit the fype~6f program?

———
.

-—h—-o

¢
-

~ ‘—'
"

-—4~r

L ¥

mvi—

Do ybu think that mdividual coueroiala are ’}opoutud..-

no

yes:

bad effect

no sffect .

good affect
: P

yes R
. 7 il
i

no

too seldom

too orten

~

e

1

“F o
P

"about the right k-ount T

b
*

r

4

N
[

- Do you think that the type of commercials shon

‘v‘would havo on the.type ‘of progra-n broadoast?

BN

: What effoct do you think the removal ot oonmcroials

‘Do you think that coumoroials ehoqld be dropphd from.

..‘r*\
.

A

-

Do you think there are too miny connorcialc on teloviaion?

~

.




24 wmt ia your :go cutegory? ' ; e !
_'_:_181:024'; _'__‘5.'51:069"'
250 34, 65 1069

Vo . dstoM . [ 7omdover . .
— U5 tosH w0 ® B

fI

fos

25, What iq'ybnr boéupo.,tioh?’ : o 0

— . : e o

. . - e .
26. How many years of schooling ha’va ygu.’oomple'tod?-

- k8 N ' ~
. . . L4

27. ‘What is your qpproxinate houaohold inoone? S

" SR ,___'__ undcr $2, ooo < 7,000 to 10,000 ‘.

| ____ 2,000 to 3.ooo 19,000 %0 15,000

‘ . 3,000 to 5.ooo : 15 ooo $0.20 poo |
5 000" to 7 ooo

r| | l 'fl

e

. - iy o o C3 2 . -
T o e e e e o e S L B A e D e i b 2w s ST

- 28, ,_What le your ﬁ.rst language? :
o ___ Engiish

N |I'remh--

SE——— v

...._._.. ‘gther ‘- speclfy _- ..
*29_. What is your nx? TR
e T \*' . malc - 3 | {‘ | ;\ |

Vs !om].e : wee e, e
1 . . ©

*\.",30.“,Are you urried? L .

P
=

~ .t -,
¢ . » . H
. Yes ... . .
S RN .

s f - R

| . no
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S R ¢ '“- Coe ' )
Questionnaire Form C < . ’
. . | \ i * N
. . . ; . " . N ‘} .
Occasionally’ '« Regularly i
'CP Air - : RN
e 1 ’ l.w .
3 Air Canada
. , . ') - Eastern.Airlines
’ ] L. L " Y °
. \ - Laurentide Ale
. o Labatt's 50 S .
o S \ .
’ Carlsberg Beer . "
" Molson Export Alé S 3
L ‘.  Head & Shoulders Shampoo ok
[ ~ .
) L Clairol Herbal‘Essence-Shampoo )
LRI R Breck Basic Shampoo %
D ——— l-——-—r——-——-b' .
v L Dr ‘\Pepper . "0' ., .4
: I Coca Cola L Y 3
R : - . . . E
o . o 1
. I. . e s Sprlt‘e . . i ,ES
’ . T . : ' ¢ . ‘\\' f ’ ‘-:4
. ; : - . Esso ' o ]
— ——— . ' ' o
.. PO . . ‘ R , SR
e e Gulf. ‘e %
R - — ‘ ~
- . L . Shell ) g
r— e POV SRV, L . -
. e . . " PR
. : .l - A Bell Canada ’ é
. i C7 CPCN Telecommunlcatlons / %
—_ —_— . MJ,_lk L L L - '
. .4' e o.; " ' “ (“x,. Los . 3 s -t
s A COLfee Co Y !
oL - . 3 » ' k S - )
. _ s ' - Soﬁt.Drinksv N . .
R = T <A oo
oo A C Tea - o e
- e * m—rn - . » A
H o Ve - N . . L . P .'.’ ‘ N ) L
t s . ) " FOI’d‘ ' - ‘. “(. ‘ C ‘.i
~ R . " N . 4 : , - : ~ ' " .
L oo LT Chevrolet ¢ S O
e = P‘lymouth e T
T S ' N : ; - T
.‘3“ N : .. \: (_‘ » . M . a".\" . v
S ‘ . Yo LT " ( . 3
. . . Lo - 4




.+

L e

- a number of commercigISu We are going to ask’ you a. few
‘queetions about'thém. Please answer in, the space prov1ded.\ S

\60 not write your name on this paper. All questionnaires

- , . R ) o X . N
s+ A.  What was the brand name? ' -~ o
T A o . ‘ ‘
. reo T o s . Y

ﬁ .. - B, xWhafvwas the séeﬁe‘ih tﬁe:cbmmerciqi?f, 1(

ST D What did- they Bay about the soft drink?. S

r P i : v’ ! - ' .' 0 " . .
K ‘ gl o T e R ‘ o o
E. Whdt ideas about the soft drink were brought out?
v o "' : Yo v L . , ’ " N\
) oL J ., .. PN l . . . .

APPENDIX B o 0 G o107
Questlonnalre Fbrm B T nJ
N .1 - AN B N i N f .‘.
"The presentation you just saw on. televislon contalned“

<

are confidential. No consultatlon with your neignbogrs.

¢
! -

Lo : : - S
. Y

‘Please.' . s o \$_. o ‘:,i : S

RN . I \
. 0 . +

' . !
t

1, .Dofyog remember. seeing a commercial for a soft drink?.

N . . * Al
b . . ) e
- PRI

:C.”fWhat do yog‘remembef,abbut.the‘cohmerciéﬂ? ‘ffr

' -
. . \ ™
o B
. ’ . . B N
o . . b f
‘ - . T ' . . .
. « B
A, . * . RETEY *
v

;
/

1




" A What diflﬁ-ne wag- it? '

'Do. you 't'e-‘embep saeing B comofcial for-a begz‘?e )

- ) . 108
l. . u'."_ ' ’ ) ’

L]

o 3 2. Do you remember seeing-a cemerci‘al‘ fbr an ~a:i'riino;?- .

N o e

~N

]

r Ve
~

B. - What was .th,o soene 'in the commercial

’ A} \

- -

N o ; B
C. .What do you remember about thg commercial? .

'D. What d1d they say about the airline?
. . - #

S e T

.
@t

. o

N 2 Wh'ht‘ else. do you famohboi'.aﬁouf'tho commercial? .

L.~
N .

Tt . - ,. ."b . ) N ) o :
A. What was the bran!;\{naﬁe? \j o :
: R ’ P . .'. . ' ) ~ R “ ' ' 2\ ..

B, What was the scene in the commercial?” '

. g{ ‘
. {-B. . What ideas abgut the ‘dirling yurg'broﬁghi;' out?, -

RET N




C.

Dc'

B,

P

\ \ e

AL

— [

@

What do you ronggbo about the

> \

counercial?
~)

What did they __x about the beer?

’x

\ & '. : e ’1

What ldeas about the beer were brought out? -

~\‘.‘

&"

Y

s

N
Y
/‘\/‘ -

\o

-~

What was -the brand name?

!ﬁat else do you féhpmﬁor about the éounorcinlt

k. Do you‘rgf:éyprjifeing aacond co-neroial for a baeﬁh

.* .. By What was the'dbene'in,the‘Fonnorcial?

. 'Cu -

at .D.

' ® .
vt .
E,

*

What do. you remenber about the

-

3¢

L, v "--._ ~. ' .' ." ‘
What did they 'say about the xeere ‘L

commercial?-

t

o S
" What ideas about the beer were brought out? - -

e

e e -




-

P, v'l{riat eisg do you, rememb,e’r\a’bout the come‘rcia‘.l? .

< l N

A : . . "
5. Do you remember seeing a commercial for asshampoo?
,- ¢ B . .« .

? a0 A Whart‘_ﬁa'g‘ the brand name? ' R : o .
N . . + %‘3‘ ) ‘ . '. ‘(. ) L ) \,_ »

-

B. What was the scene in the commercial?

N tT . o,

B s o T e A it B T o

o
e

R -, .. C. What do/you remember sbout the commercial?

!

LA,

| | , 4
o . . - N - cbe . . v '
KR H

, " D, #What did they say about t‘h’.,;\gmho:?" S .
/ » . . ' . “ 7 ! . ) . . - i o . (.. . ‘A,‘l . . i

. t : ' ) . \"‘

E. What idess about the shampoo were brought out? -« ..
‘ - " P. What else do you remekber about the co-q_dz}ci.p.l‘\f/. - L

. ’x
. PR . .
I3 N . . . . «

-

. 6. :Do you ronfenbcrq' seeing .a commerecial abéut .dait"y,products? .

| . . ~ "A. What d.a}yry products were talked"ahgutfg
“ \ ' . . " . - ) a M v . . . . .)

- N \ ) i L .
) . - . N " . . . .




" \Q [ . . - N '\.,» ’

B.j \im‘.t 'Qag the s_cene_ir}'thé '~qomorc'ial?~ .

o

N . ' .

. o . .
- Lt 1 \ - A 1 . . ’
- 'y . ‘ v . . .

-

C. What do you Iemember about 'the 6oﬁefciqi?

A ' ‘ e s .
.D, What didethey say about the products?
VR

"\ - .(f o . » & /’,

~

P )
' . ot i . . . : S
L 3 . B« What ideas about the. products were brought out?

s , ‘ o~

A4 "
! . . ) » M -
! ( ~ ’ “ ! .~ " = M .
j _ :
.

/ o e A N :
1'. Wha‘c olu do you rmo\{or about tho co-orcial\
. T . : N . ‘
DY / ) v * N e ot . . X . s ’ .a . . Ny
o I o S \i o ‘

) Do you ruubor noihg 8 oono:oiul for ‘an autonobilc?

. A. Whatkind of automobile was tailed sbout? =

e
' _B. What was_the scens in the 'oquinercﬁi_ti? i
ry | . e l \ r ' ’J I "‘, | ' “ -
Lo S o

v <Lt (>
. .

. D., What dia they say about the automobile?

< . ’ . ¢ *
[} . . .
. 0 k4 . ° '
. . “ ‘ .o [N
. N * t . N .
.

.. x R . P
. C. What do you remember abqut the commercisl?

\.

’ '"3

3
(&)
-
s
'
e
H
H
i
Ed
?
e

« or damhp i sn
'




-

/ | /\ “.. D. 'What did they say about the oil company? = . .

v/

? . . L 112

’ . R . . . T W
LT E. What ideas about the atito;nobile'were b_tbught out? &
,/ o // ‘ . % o c- }
/ . : . \ , . ' . P

Ki . . - . /
vt .
: ‘ A
’ ‘ -

v 3

‘Fe What 5lse do yqﬁ remember qbdtit the commercial?. . [

PN . . s
f

St T e EE . .

' 8. Do you remember seeing a commercial for an qil company? ' i

| ) \, ‘ g . ' 3 .

‘Av  What oiioqmpémy wag th -

B, What'was"_fhe scene in the oomg_biai? g

. , . ‘ ' ‘ o ’ v - “, L
- . . t ‘ b4
C. What do you remember :about the commercial?. .. " 3

' v . ! ¢ - "- ' s, o ’ ) ‘. . "
.=, '+ . . .E. .Mhat ideas“about the company were brought out?

~
s

Lo N E What else do you .remember about the commercial?.

LA LRI o SN RIS

s |

=,




ALY .

‘

o

'

\‘o .- I " N\

L -\
'
<] - N
Al
. f
b A ‘ » Y ~

' before?"

T

F. What else do you rememb

Y

g .10.;‘Have you: seen the 'film you just ﬁaﬁched,

p&

3

M ~ C, Whft do you rémember-&bout'thevcgmﬁergial? )

4

o

9. Do you remehber:see@ng awgommercial for aipublic utility?
. 4 - ) N . :

. '4& ‘What public utility was the commercial abbut?

. e I
: . Lot '
' . ‘ . N ’ - *
d?ﬁ . * B.. What was the: scene in the  commercial?
; . . .
! P ‘} C
/_': . 1 . t.

/
P

P

D. What did they say about the utility?

\'4

s R .:" ."'. 7 ,\‘ B
o : . E. What ideas about the company were brought out?

FE
S .

¢

T

2

er about the commercial?

o

A

e - skag 2ee, : P
e e ot B b N g e e T B e 1 e s e am B L e 0
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e

A ¥4 .
A i \( " R o ’ N \.
. ~ . . 114
i ) - ' ) S
m . o 0 - < . . ) 3 \. '
.+ 'u 1l. In what way would you prefer to see commercials placed
- v . N . ~ ‘\) - .
. 'in a program? . .
. ' ' . P
) - . one or two minute commercial breaks
. .- approximately every 8 minutes.
- four or five minute commercial breaks :
G’ﬁt the end of every half hour. - .
eight to ten minutes of commercials at = “
[/‘ _ - the end of .every hour. ) \
: a oné hour '‘block 6f commercials every
’ evening. i ) 1 ‘ !
~ ‘ * o™
# - . ' ’ . .'
[ ’ v b
‘Comments: ‘ )
: N .
. " :
% - \ .
12 - de -
B \‘ . .
: } N - ® *
. - & : .
: - : '~ N
‘ - ~ .
) N . ' >
. ’ t . -
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Questionnaire A

-t

APPENDIX F

-»
e
Coding Igbtructions‘

m/,c«

.
>

.‘\ . . . . . g

e \yf"Zrzq‘l.‘u;

4 . . 4" Brd ‘u
\‘ - . 3

L. © o ete.

<L I
If 1st choice checked

codé 1‘

" . - ] 2
" i - " . 3

» .

-Question Q/Channelsibétched|‘ o

_ Channel 6 (CBMT)
] - - .
.
" 2 (CBFT)
10 (CFTM)
, "3 (WCAX)
L-“ﬁ. . ™ . S | ' X k 5 ~(WPTZ)

column(s). «

- " 12 (CFCF) . . 11
12

" " ) "- S { ) ) » ':ll 8 (WMTW).
- o 22 (WEZF)-
SR | % 33 (WEIK)

- For chaﬁnel(s);watched use code 1

T~ _
columns \ 10

o 13
o 14

N s

-

-

16

w17
18

L

} - " Multiple choice questions 1-3, 5-24, 27-304

.

«

[

in appropriate
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3 b

\

-
-

e

Question 2%/0Octupation;

Code  Ocoupational Group Subcategories

~

\ e B Professional - managerial, administrative’
' . ) . teaching o
i . - : . . medicine and health
' o ‘ ‘ . natural scisnces . -
. L , : engineering, mathematics -
¢ o social sciences
- , religion - . ..
« artistic, literary R
recreational - ) T )

N oL 2 White Collar ~  clerical
' ' < .sales
N " ‘ service
Ve L p 4 | o
, 3 .. Blue Collar ' farning, horticultural
. ‘ . ' : - animal .husbandry .
o ‘ o . -fiehing,. hunting, trapping
' L . ) y ) . .forestry and. logging ,
- : : ‘ - mining and oil- :
[ _— ' . ‘ processing |
' -, -machining.  ~ . :
_ . -product fabricatinf .
.. . .assembling, rapairing
\ , construction \ .
e . transport ‘equipment operation

RN e Student I student

.5 . Housewife ‘ | &ouaewife Y Y
. :? ’-uiscéllaheous o other o " ' o
" ; , ) by . ol . o

QQestion'§6[Sbho§1@ngt

' Code . (ﬁ No. of years of schooling

L e 1 , . w07 . . .

‘ C ‘ . . 8\'.". 11 ‘ . ‘ i s
12 - 13 S

Lo . 1“ Bd 16.5‘“ ' ‘ PR

R e 17 .and over ' ‘

.
& W N
-




Qﬁégtionnairo B \ co | J:~

LY

Multiple choice questions 1014y . - . . ‘ 3 o h

Fill in as on duestionngire,A. ) - L

Qu;sfioﬁnaire c - o ‘ .
If fdoohsionally'uchqokéﬁ~,- 'coqé i , . “V}
o - * 'Regularly’ L

‘ . n.'\ . . ‘. ‘. ,.". N .
ol NOTE . . SR ’

.1 * WHERE THERE IS NO RESPONSE - GODE 0

“ Y - L '
3 -8 * ' . . * Yo v
. . . . . - . : .
. * N . . -+

A

. - ’
[ ™ R L o
) \,
>
, \
°
\ Y o
N
<’ H . A
’r
. \‘ ~
t "
.
R " -
B / M .
/
. \
3 ‘ .
Lo
174 .
v ‘_"~l ~
* . [y
RN L. 2 Y i "
('\ : ,
. .
. D os
.
[
g
L: 4
-
'
- .
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Questionnaire B 1-9/recall "

\

Each question concern{:é a/gommorcialgw-II‘EE\r(%ed in
four partec clai‘ed recall. sales messages, aituation/visuals,
-and related recall. Rating will be done directly on the | ‘
coding sheet. Spaces 1 'S are for subject idanttfication éb.g.'
4EO1B). The "4 designates group 4; the "E" that it is the |

3 oxparimsntal eeation; the "01" is the'subject number; ard the
“B" that this is quostionnaire B. The 20 subjects compfising
* .the experimen%al or control section of a particular group
T T | will be done on.one gheet in numerical aubject ordor. Col-
umns 7 -10 are fbr ‘commercial 1, columns 12-15 for. coma——\lal 2, .
" and so on, skipping one space between eacn commercial. Com-
: .. mercials are coded in the order they appear on the naasura.,

not in thq,order they appeared in the program. _ .
Claimed Recall: ubjeot correctly identifieq the prod-

uct or- gives enough of the name to’ make 1t cartain that'.
'~he rocognizes 1t. In the firstlblock)for that questipn'

put the answer - o A ) - : et
\. '~ 0.5 no brand name . g
1 o= ,corract'Brand name .. . ,"":'

9 = wrong brand name: i

(Columns () 12. 17, 22, 27, 32u*9¥- k2, “7)

Sales Messages kRecall of benefita. attributes. or

or reasons to buy the prqduct or service adverti'ed. '




iy

r4

On tho accompanyling commerclal text. the sales. measages 5

poeeible are designated by the circled numbera. These

4number of mesaaﬁas écailéd for each cdhderciai_;n the

.'apprOpriute space. ot

~,Situ§tion(!isualas Recall of video dotails the story

" 1ine or plot.of the copmercial,. Recall of a situution/ o
yisual élemonf/;hich éonfainé a mossaso 18 coded under ‘g'
~both the sales meeaagh and. s}tuation/visunl sections of ..ﬁ

the. recall content table. . Situation/#isuals are de- §§4.
| signated by the circled letters on the accompanying text. '};\

‘Rolatod Recall: Recall of brand name glus either a -

'.fron the test commercial, whether or not accoqpanied

| \ | 119
Sales mossagos may come: from.either the audio or video _
portions of the\commerpialf. Sa;es 1e8sages whlch are
expressed in the~fgcall of'situatlon/visual oommerciala

elements are coded under both the sdles message and L~

iifuation/viauﬁl qcctioné of the recall con%eni table,

e

* b

are the o x messages. we gra.concerned with, 'Mark the’

R NI, W L T L
- 9 . -

‘(Columns 8, 15\& . 23, 28' 33, 38' ua,'us)

Thege are the only sltuation/viauals ‘we are concerned . .
with} Mark “the nunber\of situation/visuals recalled for*

eac commercial in the appropriato space.

(Columnu 9, 1%, 19, 2# 29. 34 39, U4, b9)

apecitic. corroct sales message or situation/bisual '

T ) ‘ ' ’ . ‘ (

LY



.

“‘ _ ‘ ‘0 = .gno related regg,lg, 3 ) S A
’\;‘i“tm4 o %\‘= correct ralai;;?;ocall g ;':ﬂttit:;hi' .
el 9 = related recall*but wrong brand -
.7 YColumns'10, 15,.20, 231130, 35, 40, 45, S0}

. B N . R . . ..
. ., . : . ]
v 3

. Note It is° not possible to have a correct re}ated :

. ..' N ’»lrocall without also hpving u corroot olninod

E , rocall.A ‘ﬂ R L S : BEETE
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) - A T RN _—_— e P . - '
‘ o R v S B t . "41. R |
L 'All ssubjects are initially'assembled‘in one room and an'exact
17 , O . N . .
count mad&‘of thOSe preSent. . ‘; o] ‘ s
AT ~ﬁ "Gpod evenlng.' Iam_ ‘ o and thas is - .
' Y ’ ‘ N : L l ‘ ' N .
. ) L Twelare from McGiil UnlveF51ty
e ’and ‘'will be conductlng the exper;ment youare _ ' . °©
. L ;\ N partlolpatlng 1n tonlght Flrst of all we would
rad .“\ Co f“llke .you to sagn your name in the book that 1s a S
- R A being passed around.‘ This is, neededvas an .
‘ " v :‘ e, off1c1al record of the number of people that '
o “were present 4nd will in no way be used to. 7
‘ ~[:z.4dent{ty you. (Books are passed around)‘ For . | . g
,.9:1" T e the purposes of the experlment we must,spllt N
- . b you into two groups. ,We'are,901ng to pass C-
:, P B “around a' bowl w1th numbered sllps of paper in ' o s
it.-.Ever one please pick out one s thout ’ - oy
_ ‘yone p P l{g)ri/ SN g
‘1looking 1nto‘khe bowl. (Bowl is. passed axound) . :,'H - §.
2 .- L . ’,'. / “.' % ,
: + The number on the.sllé.ls your subject nqmber.‘ ‘§
T Make sure you keep thls all nlght as you will Co %
' ‘need it later~ ‘Now w1ll ‘all those w1th a .- oo
\ - oo (
_stay in thls room and all with a . * . goto .
~ the other room. o ‘ R ) ; A
'q‘ ‘ All "C s" are then assemhﬂgd in one room and g s" in another.

The experlmenters may. not answer any questlons about the nature

of.the_experiment except to say that the subjects reactlons to




a,-television progra?h are being studied Experimenters mu$t be.

carefu.l not to help the subjects with the questlonnalres. In

*

additlon experlmenters rs;hould 1nsure that subjects flo not talk . \ ’

- Ze,

to each other or. help each other durlng the admlnistratlon of
. , o . the me\asures. Experlmentatlon begms with the d:.strlbutlon
. of tHe Attitude Measure (Ferm'A). Text for the introduction

of the tests and prc;i;ram ”follows. Experimdnters should' stilck‘

!

. as '.cl‘o'se to the." ﬁorxfl as possible so that information giveh-but
is 'the samé,, . |
. "We _are eohducting a tele\isien ‘expei-iment‘ .Bef.ore

"“ ‘ . we show you a program we would like to ask you a,

/ . . few quest:.ons "about | your at.t:.tude toward television. - - .°

. ¢ ;

(Dlstrlbute quest:.onna:.re A & pens. ) Flrst of all, . " '

please er.te your subject number, the number you

T .
- ¥

recelved when you éame in, on the top rlght hand

corner of the fJ.rst sheét Of the guestlonnalre. . v
™ - - .

This allows us to know group'you were in. Please )
‘ansgyeree‘ch question to tr:e ‘best .of your :ability.‘,\
’ "If‘ you are h‘et' sure of y_out feeling mark the
answerA that most closely corresporids to your
.' 'att‘itude. Merk '6nly‘, one ‘answer per que‘stibri.. _A.ll°-' S

s ‘;que'sti‘onr{airz‘as ‘are confidential. We do not wish to

LY

~ know }/ou'r name." . o | f'\ -
‘Pick up questionneiree when subjects are f‘inish'ed. Check ‘that L

~subject numbers are written in. C T




. | e
o o T "We ‘would now\llke you t6 watch a telev191on o
.l | . program.. We' ll talk to. you about your © - . n~'?’_' :,
N | \': ‘ Y reactlons to it aftqrwards. Please save'fouri ' | |
f' ' ,number sllps. Ok, here is the program " ""*dj

5

Play videocasSette. Experimenter leayes room unti;-prOgiam
~L completed. . ' - '

. . -

'@

"You will now receive-a questionnalre whlch v

K

T contalns 'some questions about ‘the prbgram , v
.; : ’ o you have Just seen. Please mark your.

. | ‘
o T subject number on the uppér right hand cornet -

. 1

- \ of the flrst sheet. (Dlstrlbute questionnaine B). ‘ua -
P " Please answer all the questions as gompletely

and with as much deta11 as you can. \Again,'

a

do not wrlte your name on the paper. We do not
K < w1sh to know whlch-paper is‘yours. You w111 be

glven as much time as you need. to- complete the
n

i questionnalre. You may begin./

-

P;ck up.commerc1a1 questions._ Make sute subject number, is on it. -
. ‘:.. ' ;’_ ' -"There 1s ‘one final sheet to flll out. Please : '
'check off all the brands or companies ﬂisted on t:h:ihs:,‘,l
form that you use or patrOnaze.v (Pass out " "f'\“
: l ‘1 :*?;\ - :_questionnalre cy. Again, write your sub]ecta

e | ) numher(on the upper right hand corner.". -

o




-
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sy ' . . .

L Pick up brands llst. Check that subject number is on:it. . E ' _
Pick up pens and subject number sllps.

N 4

" “That is. all. Thank you very much for yougl )
Jhelb 1n th‘is expenment We mll keep you _ o . R
posted asﬁ) the results of our study. £ ' | ; "
'by chance you know aﬁyoue else who is c

. S ‘scheduled to take part in this study but ‘ T
l'he has. not yet done so please do ,not N o ) |

dlscuss it with them. Agalnf t;ha.nl(, ana \' . ' '

goodbye." .
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/ { .
oo - L ‘ to N
. . Attitude Questionnadire Results
u..- N \ 1 3 ) . /.r“
’ ‘ %
. . % X
.Question " Yes No
! . . ‘ L
‘Do you.think that there PRI
are too many commerclals ~ )
on television? T //'

. Note. BASE=157. - R
R R

o Incréaqfd' \ﬁeﬁained; Decreased
’ '“ _About The Same =~ =~
. "' . . .o . : ] . 'l..\
‘In your Oplnlon, has =~ & -
the amount of time
‘devoted to commercials
-on,television...?~ . - S
' Note. BASE=157 =l :6k.3 30.6 5.1
e ° ' .
v -' + b Y
.\ . Y
. . ‘ .
o‘ ' . \:- A\
v \, l . ’

o O R S N LI T QNPT SER < SR




-

R ' . . N
PN AN o ' ) .

-
-
N
. . -
Wi e v g o ze
ey ‘v@l
S !

<
1,
2
/

<

T, kS

AL R oy, t\\/:
»

L s £ . %
’ .Too Many . About - Too_Few
_Long/Often. Right Short/Seldom

Question

'
1

<

Dd you . think the num- - o . o >

' ber of commercials pres-. ‘ o '

ented at one time during .

! a commercial break is 7 ‘ ’ . : « oo

-~ o .about right, too .many, Do < o
1 .. T w0r W0 few?. o A ‘*. ‘

Note. - BASE=160 ©.93.8 . 5.6 - 0.6

fs

-

» . .

. - o .
W R Koo 5 T kI - T
‘ " .

N
. 4
5,: .
g “

‘* Do you think the length - .
" of these commercial . S
* breaks is too short, - o ,

., .- ' +too long, or abeut - - . . N
LT right?” ) Lo R i
CeLT ‘ﬂ-‘&!' mszuso* -~ B7.5 L 8.8 3.8
L ~ Do you think that in.’ ‘
'i"‘.‘/~ . dividual coumercials

: ‘are repeated too sel- .

| dom,’ t&' often, of
| about the right smount? T
Note. BASE-159 . B8 T - 9.k 3.8

/ - Do you think ‘that in-
R )dividual commercial&,i
.are too'long. too
.-short, or about.the - = . - S
right length? =~ * | N RS
‘Note. BASB=159- | . 64.2 358 . - .00




£

w

rd

Do you think that the

(&}
y

Question - . ‘ SR

—_——

; . T r
number of interruptions -
in a prog:gm-shdula'deal'
pend on'‘the type of tele- -
vision program? ., ' = .
Note. ' BASE=159 .

)

‘Do you think that the .. -
. _type of commercials - - . B S
ghown within .a program : = S

should suit the type..:
of program? - .. T
Note. ~BASE=157 o
e —— - L

W
-
- -
) v
2 . ' 3 )
. . .
" AN
| . *
. . !
a8 :
L ¢ e ,
. t
4 M ™ - b
’ u 1 b H
M »
- ; v
‘~. ?
7 LI
. .9




Question

N <, Yes . Nb
Do you think that commer- . ]
1' . cials are a fair price to:
i .pay for television?
. Note. BASE=159 | 57.2 2.8
" S QJ | /
. . ‘ . Do you think that. commer-,
~ cials shodld'be dropped . (
.from television? _ [ ° . s S
. Note. BASE=157. e bs,9 . 54.1
) . A » L e . - )
' B % ' % L&
. / T Goed - No "+ Bad-
oo L ‘ o Effect '~ Effect Effect
- . What effect do you g "_'\  e
. ' ‘“think the removal =~ - . N
of éomnercial{;\t A ) _—
would have on ‘the = ,
. - . type of programﬂ ST . “
' : broadca , | ‘ .
?’ - Nerte., BASE-158 S L 297 $36.7 .
| 3\ o , ‘ o o .
o
¢ 3

4
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1] / -
: ®
. “ A A et = - - k-'\"-— e =
‘ . . e % %
Question 4 a Remaln . ‘Be
. - +  The Same ° Changed
_\\. - a4 - - —~ - - -
4 ) |
- Do you thi?nk‘ﬁxat the '
placément of commer- - 4 '
cial "breaks'in ,a pro- .
. ‘gram should...? R : . ;
! Note. BASE=159 S 15 84,9
v - - S . . N R . ’
2 | £ .. ‘ %
. ‘e Continued  _Grouped - Grouped
" As Now . At The At "The
‘ ' . ~ Middle ‘Beginning
. : S Or End
‘Would you liketto , ; - ‘
see commercials...? _ _
Note. BASE=159’ 9 2,5 1047 86.8
;......“i — - _.‘-."-*ap'- 4‘ .- M.J\“‘- ::___,,- - '. - - '.
'. PO 1 '
L o |
re, ] "‘3 ; » ” \
‘ - E 2




A

Question Ty . ? S . % E -
~ o o A Lot ‘ " Some . Little

S How'muth attention Ce S .
‘ do you pay to tele- )
vision commercials? o N A
Note. BASE=160 . 2,5 . . 385 . 60.0,
* . T\ .

¢ _ : . % : % %
e S . .. VUsually Sometimes Seldom -
‘Helpful _ Helpful Helpfu%..‘

—

- . How helpful do you findﬁ\»
' Yelevision commercials? S
Note, BASE=160 1,9 - . 18,1 . 80.0

5 s 2
L : YWatch . Do Not Watch  Leave

.« . .. .° Commer- But Remain Rook

' I cials® In Room .

[ . N B . -

What do you do during - - - . '
. commércial breaks? ' S
Note. BASE=158 . '27.8.  ~ 50,0 - - = 22.2

T ',if-tho3bgeakq‘fbf°é01- " R
i .. ‘mercials lasted four : o o -
' minutes and canelon1§ ) T . .
| every 30 minutes, o ‘ <o ' ‘
[ . ' what would you' do? S N o
S .. Note. BASE=157 24,2 4.8. . 35,0
f ) | B | . .

: Lt
. ot

e
bt e N [’..

o T

B P Ehalad

it W

..
P U SN
. I
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- Should be,shopter commercials.,

w7

- None of the above.

..r I prefer seelng commerclals at the beginning and at the

- I am surprlsed that I don t remember all of the oomnercials.'

" - - I think there were too ﬁany dlfferent kinds of cgpmercials

e

L 1y n ) y r y o

! ’* 3"‘3’? 3 .48 AT U] ‘.:-w * saae . .. .«.. PRSI RS T T A e \v‘uﬁ g :-‘\ - e

0 a R . N
™ . 5
- ~ /\ “ .
N . . ’
. W " ' 1 3 1
- ~ .
.- . " AFPENDIX I :
: . - ) N . N B , AN -
. . . o N

‘Anecdotal Commenys’ .. -

N

> . . , .
- The commercials were nji evenly distributed through the
:film, ‘cgusing further ti@nsion and irritation,
nected in'subject’matter.'

‘Not con-

- I woulld only have. to “tune them{out" once (1.e. if pres-‘
ented in k-minute blocks). ' '

- Commer01als presented in S-minute breaks would allow v1ewer"'~
oh01ce of leaving room or watching.

v . A
I would rather see 2- 3 minute -
after every half hour.

-1 found the commerolals breaklng the mood of the film and

thereby cut down my enjoyment of same. ~ A
N

end, ‘3 minutes before - 3 mlnutes end. WNot too wany for

: each ‘progrém so I could concentrate more,
3

>

fd¥ such a: short fllm.

- Actually I know that advertlslng helps ‘to pay for the TV
programs ‘and if it were not for advertising we would not
" be dble to have the progranms’ as_they are, but 4y or 5 com-
merclals in a 15 mlnute 1nterval is a .bit much,
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- .
.. . ;.

* - Commercials are theobrice we pay fdr-watchihg V. Where.

they are made. entertainlng. amusing, funny, they chn be
. enjoyable and get their message across. ‘

- Most comnerciala are far too loud. . L

- Even. though I paid spaclal attention to the commercials be-
cause I thought there migh£ be some questions about them
and sven though I ‘have seen some of them before. I found
I could ronember very little about them..

Group 2¢ : B
. ot N ) \

R 1 . N . . \ . .
- I believe that commercials appear to be a necessary evil,

_ I don't see how television companies could produce decent
. programs without the financial backing which. commercials
generate. I don't belleve that commercials influence my
purchases at at all, and I believe that at least 90% of com- .

merclals are ridiculous in that they hake no neaningful

statements about their product; either none at all or else

vague . generalitigs that would apply equally to eny com-
petitor's products. The only &ood commercial is a funny
one, PeEhaps we should have TV licences as in Britain.
.This would depend on the price pedple are willlng to pay.

1'Conmerciala havoftheir place on TV, But not the hogwaah.

L trash, and Madison Avenue hardsell we see today.

l

o~ I don t care for commercials., I can always find something

. more useful to do. However. I think. they deserve a place
. and the odd one is very ‘good, :

~

LY

P .
~ One does not remember conlarcials all that well, especially :

when one hatee ther\»

" - The fact that there was no vocal sopnd; Just music} in the

film made me pay fresh attention to th@words of the com-
mercials,




- - - - ,_y;j;‘

ot
A )

as if they went in one ear and out the ‘other. I would real-
ly prefer no comercmls at all, = g ‘

, N . , - ) . . ' . " ¢
My mind seems to be a complete’ blank about thesge cogzzrqials ;

L)

'Thls particular film was helpad by the commarcialé because
it is a little long and borlng with Keaton as the only
‘aaving grnce.

Did not feel the commcrcials tao much - two at a time geens
. reasonable.. ‘

-

A

I seem to shut out‘comnaroials as much as possible. The
first part of the first commercial blended so well in that
it took me a moment to realizedsfc~ 8 not part of the film,

I would have preferred no canmefrcials for thia film because
it rufns’ the whole idea of thls film.

*

Conmercials would ‘be better placed beginning and end of

'show. and therefore would not. break continuity of ahow.

Unless show is more tha 1 hour 1n.duration.

I think commercfals are necassary but.would be better in

.one block hour. rather than Spread throughout the program-

- ming."

Got tired and thus had leea conoentration a8 time paeaed.
£00° many comnercials and I lose interost in\them. \\~

The beer comnercial (Laurentide.) was the only one that made
use of humour and ‘the one.I found least unpalatable,

»

Commaroinls are one of the reasons I dQn t watech much tele-
vision. I think they are an ingult to one's intalligenoe
and an intringenent of privacy.

The latter (l-hOur blook) would be ideal for the listener

s

but not the advertisdk . e .

T ot A

Vi




E - B ' ! o - c 13k

- Commercials are uaed subliminally and rapotitively to push.r
a product upon a person. ' ‘ g ;
“ 1vI flnd some_ comnercials quitq‘ombarrassing (the beltless -
for light daya...) Comnercials ar'e sometimes repeated
within 10L15 minutes, Sometimes tpsteless - girls in the
‘. .', jean shop solling pants ... Poor. poor! Too many shampoo
- commero;plsf N L

' C ’ ‘ A
. - Commercials are too repetitive.

"~ In a drama would much prefer to have conuorcials at begin-
ning and end of progran. ‘
N\
S Groug 4G . . y . . IR o

(

)

" The previous queutionnaira was botter An suggcsting all’ con- :
lercinls at the beginning of each progran.

- And not.the gam e hour avery station. (1-hour block)

1~1<&o not watch TV onnany regular basis, normally pay no at-
tention to commercials except occasionally when something
Of interest is shown for the first time, I do not watch
any particular station though I indicated channel 12, but

. sometimes like items on: channel- 33 I would prefer prograna

- A,with NO commercials but realize the rinancial iuplicationa;

- To ny knowledge V. commercials do not influonoe ny buylng 3
' deoisiongs My care have been purchased without their -help
- ‘my recent Marda and prgvious VW. In some case I react.
e to obnoxious ads - such as the current TEXACO 'coast-to- ‘
' _coast' ad and make a point of not buying their products.
1 &anm completely opposed to TV oomneroials unless they pre-
cede programs ‘and I am sending financial suppOrt to channel
f\- © .33 in the U,S, In other words. I ¥ould gladly pay for com-
‘ I mercial-free TV, | t




]

o

7

I prerer the British system by which you pay for a Ty
licence and have two oyt of three channels: free of commer-
cials, Commercial brcaks drive me mad. They ruin chil- <
dren's concentration - have yoﬁ ever noticed hgw many
children have an attention pan of 10 minutes axor the
distance between commercials? Cor o o

I have just discovered that I have a narvellous capaclty :
for tuning 6ut that which I do not viah to see or .hear.

I realize commercihls are necessary to sponsor TV, 1 find 1* 

them amusing but seldom inforuative. -y

Commercials ¢an be of interest - can be entertainlng. If al—
ways so - then a l-hour block vould be acceptable.

Thesse connorcials gseemed shorter than the uaunl.ones. Were
.they? ' ‘ '
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I feel that p00plo will‘only ronolber visual impact items.

not words. ' .- R - *

'Really found very little iﬁ%ernst in the.co-nercials'\\Only

watchad them because of the situation we. aro in.
\

Connercials thft are related in a comedy scene are ploalant :

to remember and so.one retains more about them.  Also, if 3

"'you put the commercials at the end, I wouldn't place.my

at the end is confusing and hard to
than 1-2 minutes, b

.money with the man whose commercial. was say 8th.in 1line.

After first four, kind of boring. ' -

These programs (commercials?) are-an insult to the intel-
ligence of thgﬁgégble and I do bolieve that they are ‘bad .
fo? the morale of the family unit., ~ . ¢

Prefer short commercials during programi+ Seeing several P
f::oibar, Not more
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S realize too many at one time one does not concentrate on .
them. Enough to remember all advertisers wished us to. R

-1 enjoy the program more, but I don't remember the commer- '
cials easily. -

- . I'find most conmeroials are ‘not relating to life as it is '
lived. - They cannot comnand my attention. They are con-' .
trived. Occasionally a great one comnes along.
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" '« This would make for better continuity ‘'0of the prograa ma- S
~terial (i.e. & 5 minute breaka). - » .o
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- The number of commercials shown after this film are gcc_eﬁt;
able at longer intervals than more frequent intervals when
one or two commercials are aired at one time. SN T

- I don't like commorciala and had the urge to leave the -
- room when they started,
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. Prefer no commercials unless they can be ‘extremely enter-’ S
taining®, as in Italy - confined to a period of time in o o é
evening and do not push by ‘hard gell' or treat audience - -

‘ aa groug of relatively unintelligont or stup;p beings. ',‘: ¢

.. = I very seldom watch TV and when I do I don't watch the con-

T,
mercials. -~ : e . : P
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« This TV show needed a conmereinl break, even though it was
' only half hour long. The reason being no dlalogue, But.
the elght commarclala at the end of the program were just
right., I have nothing againat\cannercials as long as they “
.are factual and convey infornation I could use (as well as
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o entertainin&)t The type of commercial need not relate to ‘
the progran as variety holds a porson 8 attention. +»The o0
same comnercials ahould not be repeated ‘at tho»ond of th\*k

next prgray ' o ~

- At times the commercials are too much, When a filn“is
shown commercials interrupt the thought andinood of the
. rilm. I am not happy about it, ‘

- Conmercials ghould be televiged with much-noro oaro on
quality and time ahown. g

- If oonnercials vere noro honeat. 1oaa long, better dons, .
' more witty they would probably be more useful.

- En;oyod ‘the. filn.vory much. ospeoinlly tho fact that 1t
wasn't interrupted. - - ' :

- The choice made in noe, 11 is made with tho Jdea that during .

. the t-hour block of comnorcials in the evening I would oc-.
cupy myself with solething else like a long evoning walk v ¥
outdoora.: - v : : Lo ':g

- If TV users. in Canada paid a license as in U.K. I think )
“non-comnercial“ ‘television would result Ln higho: standards g
. of viewing and vieuing material, : \

-1 enjoyed having all the co-norciﬂs at the end of thﬁ pro-
granme but found there wore a few too mhﬁ? to ronolbok and

. . 'absorb them all, It certninly was a pleasure. aeoing the
film without commeicial intemptions. o ) W

.- The need for television commercials is evident if only.for ' _
the purpose of 'funds. 'Soeing a commercial for the first © e
time can be entertaining in gome instances; however, 1 find
.the constant ‘showing of a single commercial throughout an
evening or even throughout a single program can be a bit
‘trying. I do not rush out and‘buy a product because I have

—witnessod a remarkable fact on TV, I havo beoxp turned ofr'

a product by sone connercinls. '/
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. i not intereated it could be turned off.
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- If it 'is necessary to bleck commercials: together do so be-
- fore main course. You' then have a captive audience - L

.. provided the time. and number of sales pitches aré varled

for each program.
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Commerciala are souetimes entertalning but are generally
a pain in the neck and distracting. -The relationahip be- ‘
tween the ﬁeople in ‘the commercials and pepple in real life

‘leave much -to be desired._ /

- Eycs to see and see not. earg/to hear and hear not.

- Would prefer to pay nore for TV and not. be bothered with
commercials. '

-1 thiﬁk the 1-hour coimercial‘spdt would be fine. If one
, -~

. -

- Too many conuerclals - one after the other - jade the, appe-'
titeo * N\ B

1

-‘When commercia s8/come on I go and do my work. °

- 1t is obvxous me that the -commerclials L have seen many
" times on TV wer digaeted by my mind even against ny will.
‘ o.not remember. . '
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- 1, Would 11ke o know the objectlve f this sﬁfveﬁ "2y Note
that all my: answers are 1nf1uenceﬂ by the fact .that I dis- .
1ike commercial uesaiges but realize %hey are necesaary in
order to.cover the cost of programming.

- As I watch TY so little i;m pfobably not a very typical
viewer - the other questiopnaire asked ‘hour of TV. watqhihg
:on a per day basis - I answered two hours - probably over

. the year two hours per week would be more accurate -
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usually ignore conmercials almost” completely - but trled '

~_to watch tonight. I really question whether the thousanda ‘

of $ spent on TV advertising give commensurate return.

Eight to ten commercials at a time are a little too time .
consuming and they lose their audience. I found I,hag more

. willing 'to 'pay the price' and watch aftér seeing an un- ‘

interrupted show but obviously forgot some. Mind is more
receptive with Yonger viewing between breaks. .

Commercials do not interest me. The longer they are, the

. more inclined I am to ldave the room and so something.else
_ while they are on. If commercials must be and you want to

reach others like myself they would have to be short and .’
often. ~ . , : . .

- TV commercials are far too loud and the sound (volume) of

commercials ig much higher than the regular program this.
is extremely annoying. C Y

I answered the above #11 this way (1-hour block) because

_-one would know in advance when not to watch. On gecond
. thought - if the“hour used for conmercials was- say between

8 and 10 it would make proqram scheduling rather awkiard;

Thax placlng of commercials (1- or 2-minute breaks) would
be: for just this type of boring filmsy

- Are you‘guys commie pinkos, trying to destroy free enterprise?

None of the above. The obvious answer 1s to gé%up the
odious ads in ‘a block. but who would watch them° The only’
acceptable commércial was 9 which I con81der publlc service

. programming.- All others are either ridlculous or offen-

sive and disturb enjoyment of any programme. But to put‘a
commgrcials ina b10ck, they must be of the callbre of

Xerox or Mchllan Bloedel or G, E.. ete, and have interest.
. . N ’
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