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QUALIF I CATIONS

I am a staff Economist with the FTC. I received my

Ph. D. in economics from the University of Chicago in June, 1978.

My dissertation

, "

The Distribution of Advertising Wi thin
An Industry , was written under the supervision of Lester

Te1ser. It examined the determinants of household purchases

of advertised brands in four industries. The study required

the use of trade sources of advertising data to construct

measures of household exposure to advertising. The study

used simultaneous equation techniques to separate household

demand for and firm supply of advertising messages.
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Sumar

This study analyzes the patterns of exposure to spot

television advertising of children and adults. The study

matches data on spot advertising aired over approximately

260 local stations, both independents and network affiliates,

with data on the station s audience during the period when

the advertisement was broadcast. Using this data , it is

ossible to construct a measure of exposure to advertising

which takes into account both the length of the ad and the

number of people who saw it. This measure is gross impres-

s ions, or minutes of advertising times the number of people

in the audience.

Using the gross impressions measure, the study analyzes

the distribution of children s advertising exposure across

different product classes. May is analyzed as a typical

month , but data for the other months studied (February, July,

and November) support the same conclusions. All data are

for 1977. The study focuses on advertising to all children

2 to 11 , Slnce the data indicate differences in advertising

exposure of younger and older children are insignificant.

Most of the advertising seen by children is advertising

for a wide variety of products grouped in "other" categories.

However , certain indi vi dual pro ducts clearly stand out in the

extent to which their advertising is directed to children.
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In particular , advertising for toys and presweetened cereals
accounts for 11. 2% of children s exposure to advertising

in M Toy advertising predominates; children r s exposure

to spot toy advertising is roughly twice their exposure

to presweetened cereals. The concentration of advertising

for these products on child audiences is even more apparent

when attention is restricted to times when children consti-

tute a relatively large fraction of the audience. The share

of total exposure to advertising accounted for these products

rises steadily as the fraction of children in the audience

increases, reaching 30. 4 % when chi 1dren cons ti tute at leas 

50% of the viewing audience.

Other highly sugared products also constitute a sig-

nificant fraction of children s total exposure to advertising

--10. 3% in May. However , children are significantly exposed

to advertising for many of these products only because they

are generally heavily advertised products , and not because

they are particularly heavily advertised to children.

the percentage of children in the viewing audience increases

the share of total exposure accounted for by other highly

sugared products increases only slightly at best , and in

several cases, declines.

The study also demonstrates that much of children

exposure to advertising occurs during times when children
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constitute a relatively large fraction of the audience.

When clli1dren are at least 20% of the actual viewing audience

(com red wi th 15. 5% of the potential viewing audience in

the markets analyzed), they receive 57. 8% of their total

exposure to advertising; when they are at least 30% of the

audience, they receive 47% of their total exposure; and when

they are at least half the audience , they receive 23% of

their total exposure to advertising. By cons tras t , the vas 

:.,"

majority of adult exposure to advertising occurs during

times when children are less than 20% of the audience-- 86.

in May. Adu1 t exposure to advertising when children are at

least half the audience constitutes only 2. 33% of total adult

exposure to advertising.

The study also analyzes differences and similarities in

the patterns of exposure of children and adults to advertising

of different product classes. Apart from the large "other
classes , there are substantial differences. However , mos t of

the differences is due to differences in their exposure to

advertising for toys and presweetened cereals. Knowledge of

the distribution of advertising exposures of adults is suffi-

cient to explain only 54% of the variation in children

exposure to spot television advertising in the 22 individual

product classes considered , but it is sufficient to explain

92% of the variation in the 20 classes other than toys and
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presweetened cereals. 1here is weaker evidence that exposure

patterns for candy and cakes , pies and pastries may also

diffeI- for children and adults.
Examining differences in advertising exposure of children

and adults within a product class leads to the same conclu-

sion. While total exposure of adults is greater than exposure

of children in every product class , toys and presweetened

cereals direct a distinctly larger fraction (46 % and 43%

respectively) of their total advertising impressions to

children than do other products. Since chi 1dren are only

15. 5% of the potential viewing audience , the concentration of

these products on children is apparent. Bicycles and candy

deliver over 30% of their total exposures to children , while

sugared gum and cakes, pies , and pastries complete the list

of products delivering over 20% of their total imnTPooi 

to children.

Overall , combining the four months, 15. 4% of total spot

advertising impressions are impressions to children. Thus,

children are not , on the average , more heavily exposed to

spot advertising than are adults. However, certain products

do direct relatively more of their advertising to children

than adu1 ts 
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GENERAL DESCRIPTION !/

The data base.

To analyze non- network advertising seen by children , I
obtained 1977 data on advertising aired on different stations and

the au ience of those stations. Advertising data were obtained

from Broadcas t Advertiser I s Reports, Inc. From: this data

es tima ted expendi tures and length of advertis ements were

calculated for each of approximately 267 television stations

located in 75 of the largest U. S. television markets. According

to Arbitron Television es imates, there are 159 928 100 persons

2+ in television households in these markets , and 24 798 200

children 2- 11. Thus , children are 15. 51% of the potential

audience in thes e ci ties .

Advertising data were accumulated separately for each

of 17 dayparts (specified periods of time on specified days).

For each daypart on each station we , therefore , have estimates

of total advertising expenditures, and total minutes of

advertising for each of 26 different product classes. Product

class definitions were provided by the Federal Trade Commission

Bureau of Consumer Protection. The data include only spot

advertising--advertising sold by and aired only on a local

station (either a network affiliate or an independent), as

distinct fron advertising sold by the network and aired on

all stations ca the network program. Calculations
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were made separately for four months--February, May, July,

and November. The data are based on monitoring of each station

for one week out of the month. All of the tables in this r

report wi 11 , therefore , report the total for one week out of

each month, for 1977.

For eleven of the dayparts for each station, advertising

da ta could be matched with data on the average quarter hour

audience of the station. It is assumed that the average

quarter hour audience actually saw each ad , regardless of when

the ad ran wi thin a daypart. On the average, this assumption

is of course true , but there may be considerable variation

wi thin a daypart. In each of the months, audience estimates

were unavailable for some of the dayparts; advertising in

these dayparts accounts for approximately 16% of total ad-

vert is ing minutes , and 15 % of total advertis ing expendi tures 

In omitting these dayparts from the analysis of viewing ad-

vertising, we implicitly assume that the distribution of

exposure to advertising is the same as in all other dayparts

comb ined 

It is important to emhasize the special meaning of a

daypart in this study. A daypart is a specified period of

time , on a specified day of the week , on a specified station.

Thus , in a city in which five stations are monitored from

8:30 a. m. to 1:00 p. m. on Saturday, there would be five

5552
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dayparts (one for each station). Dayparti are thus close

to a concept of programs, except that a daypart on a station

will -typically include several different programs (since more

than one program may be shown in the specified time period).

Appendix A shows the standard time periods which are used by

Arbitron; for example , 8:30 a. m. to 1:00 p. m. is the daypart

for Saturday morning.

Where we discuss certain audience characteristics-- e.

an audience composed on 50% or more chi1dren-- it may be that

one station r s daypart may qualify, while another station day-

part for the same time period may not. Thus, in selecting

samples based on audience composition , each station s audience

data for each daypart was treated separately.

Gross impressions as a measure of exposure to advertising.

To examine children s exposure to advertising, we need a

measure which takes into account both the amount of advertising

time and the si ze of the audience at the time the ad was broad-

cast. One such measure is gross impressions , defined as

minutes of advertising times the number of people in the

audi ence. Thus, two thirty seconds ads seen by 1 000 child-

ren produce 1 000 gross impressions of children. Note that

gross impressions take no account of the difference between

reach (the number of people who see an ad at least once) and

frequency (the number of times an ad is seen by the average

person) . Thus, one thousand gross impressions could be one
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minute of advertising seen by one thousand people , or it

could be 500 minutes of advertising seen only by two people.

Howe , the question of reach and frequency is not central

to our present concerns. Gross impressions do allow compari-

son across product classes of the relative emphasis on differ-

ent population groups and on the intensity of advertising

campaigns. This is the manner in which gross impressions

will be used throughout this analysis. Gross impressions

were computed separate 1y for persons aged twelve and older,

children 2 to 11, children 2 to 5 , and children 6 to 11.

I I. THE DISTRIBUTION OF ADVERTISING SEEN BY CHILDREN ACROSS
PRODUCT CLASSES.

Chi1dren s exposure to advertising in a11 dayparts

Every advertisement will produce at least some gross

impressions to children , because nearly any audience includes
at least a few children. In order to determine what product

advertising is disproportionately directed to children , it is

necessary to consider the distribution of gross impressions

to children across product classes. Estimates of this distri-

bution for children 2 to 11 during May, 1977 are presented

in Table 1. Table entries give the gross impressions to

children for each product class as a percentage of all gross

impressions of children. The data for May are fairly typical

of he data for other months. I shall discuss only May in

detail , noting how the other months differ where it is
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Table 1

Percent Distribution of Gross mpressions of Children 2- 11; May, 1977

I t#AR wr CU (2-111 AL.IEt ro 00 KR PI CI
20' 30' 50'

Re an Ca Fotw 3Z\ 41\ 46\ . S3\

Desse an De Ingrents
Ice Cr an Shert 27 

Cas. pies an Pastries

Frt JUce

tize, Sna an 
Highy Sug Ces 7. 29 10. lS

Ot 1. 06 1. 34 1. 51

Fr Fr 

Jlsin
Ca F.ts
COs
crac

1.6b 59'

Suarless Qn

Cate Soft Drin 1. 96

Diet Cate Soft Drin

te SOft nrin 1. 46 1. 56 1. 62 1. 91

Ot Fc an Beveages

Tothte an 
"". 0b an Hcaf 12. 14. 20.

.Bices 1. 3B 1. 57 1. 60

Retaurts an nriveIn
Ot Lc. Ading 26. 22. 21. 22 1B.

Al Ot.her lb-Fo Ading 33. 27. 23.

100 00\ 100. 00\ 100. 00\ 100. 00%ffr.
167 980) (1, 253 945) 026 317) (504 372)

Note: Gros impressions Ire defined IS the number of minutes of
advertising times the number of children of the indicated
age in the audience, measured in thousand. Table entries
give the percentage of gross impresiians of children of the
indicated age produced by each product class. Columns may
not add to 100\ due to rounding errors.

,. -

-..t Gr.: lmpn s.i.n.mQ. ds.

-- -----.-
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relevant. Similar tables for February, July, and November

are presented in Appendix B.

The first column of the table presents the results of

the analysis when all stations and all dayparts (for which

audience data is available) are included in the sample.

is immediately apparent that no one or two products dominate

spot advertising. The 23 pecific product classes listed

in table 1 account for only 32% of children s exposure to

. !

advertis ing. Nearly 68% of gross impressions to children

are for other foods, other local advertis ing, and all othe 

products . / We do not know the detailed product class dis-

tribution of the ads in these broad classes. A brief inspec-

tion of Broadcast Advertiser s Reports listing of the brands

included in these categoriesi/ ,for a few different markets

suggests that the products emcompass. any of the thousands of

brands in hundreds of different product classes which are

advertised on television.
B. Exposure when chi1dren are a large fraction of the
audience.

To focus more clearly on advertising during those periods

when children constitute a large fraction of the audience

the analysis was repeated for three different groups of day-

parts and stations , defined by the percentage of children in

the audience exceeding a specified value. The analysis was

repeated for percentages of children in the audience of at

r;r.cv..U 3655
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least 20 percent , thirty percent and 50 percent. The results

of these separate analyses are reported in the remaining

C01urS of Table 1.
By considering only subsets of the total number of

stations and dayparts available, we of course lose some of

the the gross impressions to children which are due to their

exposure to advertising in the omitted dayparts. However,

this reduction is not proportional to the reduction in the

size of the sample.

A large fraction of the gross impressions to children

are produced during those times when children consti ture a
sizable percentage of the audience, a fact which is demon-

strated in Table 57. 8% of gross impressions to children

occur during dayparts when children constiture at least 20%

of the audience. When children are at least 30% of the audi-

ience , 47. 3% of total gross impressions to children are

produced , and when children are at least half the audience,

gross impressions are still 23. 3% of total gross impressions

to children. By constrast , very few adult gross impressions

are produced during thes e dayparts. When children are at

least 20% of the audience, adult gross impressions are only

13. 3% of total adult gross impressions in all dayparts , and

when chi 1dren are half the audience or more , adult gross

impressions amount to only 2. 3% of adult gross impressions

3656
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in all dayparts. The percentages for other months are slight-

ly higher than in May, but the pattern is very simi1ar.

Thus, -"he large majority of adult gross impressions occur

during dayparts when children constitute less than 20% of the

total viewing audience.

C. Other advertising when the chi1d audience is relatively
large

As we consider dayparts with progressively larger frac-

tions of chi 1dren in the audience , the fraction of gross im-

pressions to children accounted for by the "other" categories
declines , but remains quite large. Even when children are

over half the audience , slightly over 44% of total gross im-

pressions are due to these "other" categories.

It is not clear why other advertising should be such a

large fraction of the total. Part of the answer may be the

use of daypart averages for the audience data. A daypart may

span two hours per day for five days, or more. Wi thin a day-

part , there may be some shows with large fraction of children
in the audience, and others with a small fraction. Those shows

wi th few children may account for most of the "other" advertis-

ing, but the use of the daypart average audience attributes

the same child audience to all shows, and hence all ads, wi th-
in the daypart. Gi ven that the fraction of children in the

average er hour exceeds 50 % , however, it is hard to believe

that this accounts for all of the difference. Evidently,

3658
5559



10-

a large fraction of the spot advertising in programs with

high percentage of children is advertising for a wide variety

of products.

D. Trends for individua1 product c1asses as the share of
chil ren n t e au ence ncreases.

Table 1 also reveals the relative amounts of advertising

for the individual products listed in the table. Toys are
the most heavily advertised single product , followed closely

by restaurants and drive ins. However , as the sample is

restricted to dayparts with a high percentage of children

in the audience, toy gross impressions account for a rapidly

increasing fraction of total gross impressions. In contrast

gross impressions for restaurants are a relatively constant

fract ion of the total. The table thus suggests that toy

advertising tends to be concentrated in dayparts with a high

fraction of children , while restaurants and drive- in adver-

tising is more uniformly distributed across the day.

The most dramatic increase in the fraction of total

gross impressions accounted for by a single product class as

the percentage of children in the audience increases is that

for sugared cereals. Sugared cereals account for 3. 74% of
total gross impressions to children , but 10. 25% of the total

in dayparts where children comprise at least half of the

audience. The fract -Ttributab1e to other cereals also

3659
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11-

increases suggesting that advertising for' both types of
cereal is con cent ra ted in dayparts wi th a rela ti ve ly large
chil -audience . Sugared cereals ads are more concentrated

since the percentage increase is somewhat larger than for

other cereals.
The other products accounting for appreciable fractions

of the total gross impressions to children are regular car-

bona ted soft drinks; candy; cakes , pies , and pas tries; sugared
gum; and noncarbonated soft drinks. Among these products

regular carbonated soft drinks appear to be important only

because these products are heavily advertised in general.

They are not particularly advertised to children, as indicated

by the sharp decline in the fraction of gross impressions

attributable to them as the fraction of children in the audi-

ence increases. The other products also increase slightly in

those dayparts with a large fraction of children in the audi-

ence, but to much less significant extent that in the case of

toys or presweetened cereals.

Toy and Sugared product advertising sumarized.

These trends are sumarized in Table 3. The fraction of

children s exposure to advertising accounted for by highly

sugared products 2/ rises consistently and significantly as

the percentage of children in the audience increases. The

table also reveals that this increase is due primarily to the

5561
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the sharp increase in sugared cereal advertising as the

fraction of children in the audience rises. There is an

upwar trend for other highly sugared products, but it is

somewhat erratic. en dayparts with at least 30% children

are compared wi th those having at least 50% children , the

fraction of gross impressions accounted for by other highly

sugared products actually declines slightly. Thus, adver-

tising for highly sugared products taken as a whole is con-

centrated in those dayparts when children constitute a high

fract ion of the audience. Much of this concentration is

due to the much higher concentration of presweetened cereal

advertising in these dayparts.

Toy advertising also increases sharply as the relative

size of the child audience increases. Indeed , the percentage

increase in the share of gross impressions accounted for by

toys is second only to the percentage increase in the share

of gross impressions accounted for by presweetened cereals.

Taken together , toys and highly sugared products account

for 21. 49% of all gross impressions of children. When we

restrict our attention to dayparts with at least 50% children

in the audience , these products account for 42. 63% of the gross

impress ions de livered to children.

Comparisons with other months

May is , in many respects , a fairly typical month.

each of the months studied , the share of gross impressions to

3662
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children is largest for toys, restaurants , and presweetened

cereals. Toys and presweetened cereals always show sharp

increases in the share of gross impressions they account for

as the relative size of the child audience increases" whi1e

restaurants and drive ins do not. The share of gross im-

press ions accounted for by highly sugared products increases
appreciable as the percentage of children in the audience

increases; as in May, this trend in the other months is

largely due to the increase in presweetened cereal advertising.

However , there are some differences in the other months

analyzed. They are sumarized in tables 4 , 5 and 6. The

February (Table 4) and July (Table 5) data confirm the

impression in the May data that most of the apparent con-

centration of highly sugared product ads in dayparts with a

high percentage of children is due to the strong concentra-

tion of sugared cereal advertising in those dayparts. Indeed

in July, the percentage of gross impressions accounted

for by other sugared products actually declines as the per-

centage of children in the audience increases. However , in

February and July, toys and highly sugared products account

for a somewhat smaller fraction of all gross impressions

directed to children in any of the samples than was the case

in May. The total share of gross impressions attributable

to toys plus highly sugared products is also lower in Feb-

ruary and July: 15. 5% for all stations and all dayparts

5554 3663
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versus 21. 49% , for May. This difference pers is ts in all of

the samples. About half of the difference , is due to lower

toy advertising in these months. As the fraction of children

in the audience is increased , the February and July totals

appear to be much lower than the corresponding totals for

May. This difference is almost entirely due to lower toy

advertising in February and July.

By far , the most dramatic differences appear in November

(Table 6). Wi th all dayparts included , toys and highly

sugared products account for 36. 54% of total gross impressions

to children , considerably more than the 21% for May. Indeed

toy advertising alone accounts for a larger fraction of gross

impressions in November than do toys plus highly sugared

products in the other months analyzed. Gross impressions

for highly sugared products are a smaller fraction of the

total than in any other month , evidently due to the fact that

these ads are displaced by toy ads in the period preceeding

the Christmas season. The increase in highly sugared product

advertising when children are a large fraction of the audience

is entirely due to the increase of sugared cereal advertising;

the fraction of gross impressions accounted for by other highly

sugared products declines as the relative size of the child

aduience increases. Nov er is unique in that gross impres-

sions for toys and highly 'd products amount to more than

3887
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half of the total gross impressions to children when children

are at least 20% of the audience. When we consider only aay-

parts wIth more than 50% children in the audience , these

products account for 72. 86% of the total gross impressions to

chi 1dren. Toys alone account for 64. 52% of the total.

Table 7 illustrates changes in the proportion of gross

impressions to children accounted for by all food products,

in all months studied. W1ile this proportion increases very

slightly (except in November , where toy advertising predomi-
nates), the increase is far less than the increase in the pro-

protion accounted for by highly sugared food products. Thus,

as the percentage of children in the audience increases , ad-

vertising for other food products declines, but advertising

for highly sugared food products increases substantially.

Viewing by Young Children (2- 5)

So far , we have cons idered only advertis ing seen by

children aged 2 to 11. Table 8 summarizes the percent dis-

tribution of gross impressions by product classes for young

children (2 to 5), and compares them to all children (2 to 11)
The table reveals that exposure to advertising is quite

similar for young children and all children. Considering all

stations and all dayparts, young children see slightly more

advertising for sugared cereals (3. 90\ vs. 3. 74%), slightly

3BG8
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less advertising for sugared products in total (13. 82% vs.

14. 07%), and slightly more toy advertising. (7 . 87% vs.

43%). Overall , young children are slightly more heavily

exposed to toy and highly sugared product advertising than

are all children. ( 21. 69% vs. 21. 49% ) . Thes e di fferences ,

however , are quite unremarkable. It seems safe to conclude

that there are essentially no differences in the spot adver-

tising exposure patterns of younger and older children.

This conclusion is bolstered when we consider the correla-

tion between gross impressions to younger and older children

in each product class. Taken as a whole , the correlation

(across product class) of gross impressions to young children

and gross impressions to older children is . 9988. The square

of the correlation coefficient is a measure of the percentage

of the variation in gross impressions to young children which

can be accounted for by gross impressions to older children.

This value is . 9977 , indicating that 99. 77%of the variation

in gross impressions to younger children can be explained by

knowledge of the gross impressions to older children. This

indicates very little difference in the two distributions.

Part of the high correlation may be due to the fact

that we have three large catchall categories, which n8Kessarily

account for large fractions of total ,gross impressions for
both younger and older children. However , if we exclude these

5572
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categories from the calculation the correlation is still

9946 , indicating that 98. 93% of the variation in the other

categories for younger children can be explained by knowing

gross impressions in these categories for older children.

Thus, it seems clear that the exposure patterns of younger

and older children are essentially identical.

III. ADVERTISING EXPOSURE FOR CHILDREN AND ADULTS

Comparing the percentage distributions

So far , I have considered only advertising exposures of

children. It is also of interest to compare the advertising

exposure of chi1dreit,to the exposure of adults , and to de-

. I l,!' i s;' ,
termlne whethe , and If so, how they differ. Such a compari-

son is presented for May, 1977 in Table 9.

It is apparent that there are some differences in the

advertising exposure patterns of children and adults. Adu1 ts

see a somewhat larger proportion of their advertising in the

other " categories- - other foods and beverages , other local

advertising, and all other advertising. Since the bulk of

this advertising is presumably advertising for primarily

adu1 t products , this not surprising. Adults also see a

substantially smaller proportion of gross impressions for

toys and for presweetened cereals. In fact , thes e are the

only maj or differences. While the precise percentages for

other product classes are of course not identical , the

differences are generally small.

5573
3672
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Table 9

Distribution of Advertising Exposure for Children and Adults, May 1977

Regu ilr an Casua. Footwear

Children
2-11

32 \

Adults
12+

21\

Desserts and Ingredients

Ice Cream and Sherberts

Cakes, Pies, Pastries

Frui t Juices

Appetizers , Snacks , Nuts

Sugared Cereals

Other Cereals 1. 06

Fresh Fruits

Raisins

Canned Fruits

Cookies

Crackers

Candy

SugQred Gum 1.66

Sugar less Gum

Regular Carbonated Soft
Drinks

Diet Carbonated Soft Drinks

11. 4112.

Noncarbonated Soft Drinks 1. 46

Other Foods and Beverages

Toothpaste and Toothbrushes

Games, Toys Hobbycraft 1. 34.

Bicycles

Note:

48 4.3

26. 31 31. 28

33.33 39.
100,00\ 100. 00\

'IAL (2 167 980 000) (13 857 807 000)
Table entries give gross impression for each product
class for children and adults as il percent of the -
gross impressions for all children or all adultH,
All dayparts are includd. 

Restaurants and Drive-Ins

other Local Advertising

All Other Advertising

5574
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It should be noted that there is not necessarily any

similarity in the advertising exposure patterns of children

and aClults. In the extreme , if children and adults watched

completely different shows, and completely different products

were advertised in those shows , we would find that products in

adu1 t shows accounted for 0% of chi1drens exposures, and

vice versa. On the other hand , if adu1 ts and children always

viewed exactly the same shows, then the percentage distribu-

tion would be identi cal. Reali ty, as usual , lies between

these extremes. Given the audience composition varies , our

task here is to assess the degree to which advertisers of

some products exploit those differences to produce dispropor-

tionate exposure of either children or adults to the adver-

tising for their products.

Corre1ation ana1ysis of the distributions.

We can again calculate correlation coefficients to assess

the true similarity of the distributions. The correlation

between gross impressions to children and gross impressions

to adults across all of the product classes is . 9832 , implying

that 96. 68% of the variation in one distribution can be

explained by knowledge of the other.

distribution are thus quite similar.

Taken as a whole , the

However , a large part of this apparent similarity is

due to the large, catchall "other" categories. Excluding

3B14
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these categories causes the correlation to fall to . 7381

implying that only 54. 48% of the variation in one distribu-

tion i5 explained by the other distribution. Thus, apart
from the "other" categories , it seems clear that the distri-

butions of gross impress ions to children and adults are quite

different.
C. The source of the overall differences

The main reason that the correlation is so low is the

pronounced differences in the exposure of children and adults

to ads for toys and highly sugared cereals. If we exclude

these categories ( in addition to the "other" categories),
the correlation for the remaining 20 individual product

classes rises dramatically, to . 9612. For these 20 categories

92. 39% of the variation in children s exposure to spot adver-

tising can be explained by variations in exposure of adults

to spot advertising for those same products. Thus , apart from

toys and presweetened cereals , the exposure to spot advertis-

ing of children and adults is quite similar.

I t is , of cours e , pos sible to further increas e the

correlation by excluding additional product categories where

the percentage of gross impressions to children and adults

differs. In particular , if candy is excluded from the analysis
the correlation for the remaining 19 categories implies that

95. 51% of the variation in one distribution is explained by

576 3675
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the other. If cakes, pies , and pastries are then excluded,

97. 44% of the variation in one distribution is explained by

the o"tner. There is , unfortunately, no rigorous test to

determine whether or not the correlation is significantly

different from one (if the correlation were one , the

percentage distribution would be identical). What we would

like to do is to determine the set of product classes for

which the distribution for children and adults do not differ

signficant1y. ere is no rigorous way to do this. But the

large inc in the correlation when toys and presweetened

cerea1 , indicates that the exposure patterns for these cate-

gories are clearly different for children and adults. The

smaller increases in the correlation coefficient when candy,

and then cakes , pies and pastries are excluded from the

analysis provides weaker evidence that exposure to advertising

of these products for children and adults also differs.
Comparing exposure in a given product class

So far , we have focused only on the percentage distribu-

tions of gross impressions cross different product class.

We turn now to an analysis of gross impressions to all persons

children and adults, within a product class. Such an analysis

can help to confirm the differences noted in the percentage

distributions across product classes.

3676
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Recall that the percentage of chi1dreh in the potential

audience in the 75 markets studied here is 15. 51 %.

diffeTences in exposure to advertising to children and

adults reflect only differences in their representation in

the potential audience , then gross impressions to children

should also be approximately 15% of gross impressions to all

persons.

The data for the months studied confirm this hypothesis.

For May, gross impress ions to children 2 - 11 are 13. 53% of total

gross impressions to persons 2+; thus gross impressions to

children are a slightly smaller fraction of gross impressions

to all persons than are children as a fraction of the poten-

tia1 audience. In this respect , May is slightly atypical.

In February, gross impressions to children are 16. 93% of

gross impressions to all persons , in July the figure is

15. 04% , and in November , it is 15. 79%. Suming the totals
across the four months included in the analysis , 15. 42% of

gross impressions to all persons are gross impressions to

chi 1dren. This is approximately the same as children s share

of the potential audience. On the average , then, children

do not receive greater exposure to spot television advertising,

compared to adults.

There are , of course, significant differences in the

percentage of gross impressions to all persons accounted for

by children across product class. However , for all product

5578 3B77
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classes, gross impressions to children are less than gross

impressions to adults. For toys and sugared cereals, gross

impressions to children are always over 40% of total gross

impressions from spot advertising to all persons, and generally

are over 45%.

the percentage

If we add the four months together and calculate

of gross impressions to children as a fraction

of total gross impressions to all persons for the product

class, the percentage is 46. 32% for sugared cereals, and

43. 38% for toys. Thus, children receive relatively greater

exposure to advertising for these product cetegories, compared

to their share of the potential audience.

Other products generally deliver smaller fractions of

their gross impressions to children. Bi cycles and candy

deliver more than 30% of their gross impressions to children

(36. 01% and 31. 97% , respectively). The other products de-

livering over 20% of their gross impressions to children are

cakes , pies and pastries (22. 88%); and sugared gum (21 99%).

Unfortunately, there is no rigorous statistical test available

to determine precisely which products are significantly

above the percentage expected on the basis of children

share of the potential audience. It seems clear that toys

and sugared cereals are significantly higher than this expected

percentage. Bicycles and candy are also quite high , but

more questionable. And there only weak evidence that cake,

pies and pastries , and sugared gum are signifi cantly different
from the overall average.

5579 3678



- 30-

Footnotes

1/ A more detailed discussion of the data sources and the
method&logy employed in the preparation of this analysis can
be found in Appendix A. The detailed product class defini-
tions are given in Appendix C.

2/ The 75 cities account for 77. 87% of the number of persons
2+ in U. S. television households.

The estimates of the potential audience are probably
underestimates of the potential audience actually available.
This is because the audience data used in this report are
based on the " total survey area , which emcompasses

. ,.

,a larger
geographic area than the " area of dominant influence , which
is the concept of the television market on which the poten-
tial audience estimates used here are based. The reason for
this difference is that the total survey areas for different
ci ties may overlap. For example, people living in the New
York area may be able to receive Philadelphia stations. They
are , therefore, included in the total survey area for Phila-
delphia. Because of this overlap, population figures for the
total survey area cannot be added without double counting a
sizeable numb er of people.

3/ Audience data for the missing dayparts is simply not
reported as daypart averages by Arbi tron. The principal
reason for this is the enormous variation in the program con-
tent of these times. For example , Saturday and Sunday eve-
ning (5- 8 p. m. eastern time) are omitted. These times are
often dominated by sports events, which vary considerably in
audience end at varying times , and are followed by variable
programs. The usefu1nes of an average quarter hour audience
for such potentially disparate audiences is questionable at
best. A complete list of the dayparts with no audience data
is contained in Appendix A.

There is no reason to believe that the missing dayparts
in any way bias the results. In addition to Saturday and
Sunday evening, we are missing data for time before 7:00 a. m.,
after 1 a. , Saturday and Sunday before O a. ci. _ and Sunday
8: 30-1 p. m. Viewing by children is unlikely to be very sig-
nificant in most of these periods.

4/ In November , the corresponding figure is approximately
55 %. In February and July, the figure is approximately 76 
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51 Broadcast Advertisers Reports , Inc.,
pot TV Data by Brand and Product Class
February, May July and November , 1977.

Computer Analysis of
wi thin Markets for

61 Tables analogous to Table 2 for the other months are
presented in Appendix

7 I For purposes of this analysis , highly sugared produc
are considered to be the following: Desserts and Ingred ents;
Ice Cream and Sherberts; Cakes, Pies , and Pastries; Sugared
Cereals; Raisins; Canned Fruits; Cookies, Candy; Sugared 

Gum;
Regular Carbonated Soft Drinks; and Noncarbonated Soft Drinks.

It is clearly appropriate to exclude the "other" cate-
gories in the calculation of the correlation coefficient.
First , the "other" categories are far larger than the
indi"ridual categories , and are therefore given large ~ in-
fluence in the value of the coefficient. This difference
in size , however , is an artifact of the product class
defini tions. If all products were defined at the same
level of detail , exclusion would not be appropriate. 
is the difference in the scale of the class definitions
which justifies exclusion of the "other" categories.
Second , what we are really interested in is comparing
adults and children in the 23 more detailed product classes.
Other products were aggregated into a catchall category
precisely because they are of far less interest. Con-
sequently, the test of similarity should be based on the
product categories where we are most interested in similari-
ties.
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Appendix A

Data Sources and Methodology

A.udience Data

Audience estimates were collected from Arbitron Tc1evi-

ion Daypart Audience Sumary volumes for February, May, July,

and November , 1977. Except for July, Arbi tron surveys 211

S. television markets in each of these months. The July

survey includes only the top 75 markets. While Arbi tron

surveys some markets in othe rmonths as well, these months

were selected to maximize the amount of audience data which

could be matched wi th advertising.

Arbitron reports estimates of the average quarter hour

viewing audience for each station in 18 different dayparts

(specified hours during specified days). Data were collected

for the 11 dayparts indicated in Table A1. These provide the

maximum possible number of non- overlapping dayparts. Because

the viewing audience of a given station may vary considerably

from hour to hour , it is important to retain as much detail

as possible; therefore the smallest possible dayparts for

which Arbitron provides sumary audience estimates were

selected. While it would be possible to use audience data

at a finer level of detail , the increased uncertainty in

numbers based on a smaller sample and the enormous cost and

comp1exi ty of using more detail dictated reliance on the

readily available and widely used daypart sumaries.

3681
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Monday-Friday

Sa turday

Sa turday & Sunday

Sunday-Sa turday

Table Al

- 33-

Daypart Definitions

Eastern &
Pacific

00A -9. 00A

00A -Noon

Noon 30P

00P

30P

30P - 00P

11.00P - 11.30P

11.30P -1.00A

30A - LOOP

LOOP -5. 00P

00P - 11.00P

Central &
Mountain

Same

Same

Noon - 3. 3 OP

30 - 5. 00P

00 - 6. 30P

30P- 7. OOP

10. 00 - 10. 30P

10. 30P- Midnight

Same

1. 00P- 4. OOP

00P- IO. 00P

5583
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Despite the occasional acrifice of coverage, non-overlapping

dayparts must be used to avoid double counting exposure to

advertising, which would occur if overlapping dayparts were

combined in any way.

Audience data were collected for each of the 11 dayparts

for all stations which were monitored by Broadcast Advertisers

Report, Inc. Data used were the projected audience ( in

thousands) in the total survey area in the following cate-

gories: TV households, Persons 2+ , Men 18+ , Women 18+ , Total

Teens (12- 17), Children 2- , and children 6- 11. The total

survey area (TSA) is comprised of those counties in which

approximately 98% of the net weekly circulation of home market

commercial stations occurs. Because we are interested in

advertising seen by children wherever they live, these audience

estimates are more appropriate than those for the more geo-

graphically restricted area of dominant inf uence or metro

rating area.

In three cities in the Mountain time zone (Denver,

Phoenix, Salt Lake City), estimates of the audience data

were computed from more detailed Time Period Averages for the

Noon to 3: 30PM daypart. The daypart sumaries report only a

Noon - 4: 30 daypart for these cities, which overlaps the

3: 30-5: OOPM daypart. To avoid this problem, estimates of the

average quarter hour audience between Noon and 3: 30 were

3683
5584



- 35-

computed as follows:

Estimates of the average quarter hour audience in each

half hour component of the daypart were taken from the Weekly

Prof raming , Time Period Averages , Monday-Friday section of

the Arbi tron Market Summary volume including each of the cities.

When several different shows aired in a given balf hour, the

four week average for the time period was used. Daypart

audience estimates for each station in each month were then

defined as the unweighted average of the audience estimates

in the component half hours. This procedure is appropriate

since each half hour estimate is based o the same number

of quarter hours. Estima tes of the audience in each dero-

graphic segren t were compu ted independently. Because the
half hour by half hour data does not include a separate

estimate of the number of persons 2+ , persons 2+ for the day-

part was defined as the sum of the daypart audience estimates

of Men 18+ , Women 18+ , Total teens , and children 2-11.

Audience data were copied from the books to a computer

coding form by clerks, who also added the station s call

letters, and code numers for the city, daypart, time zone, and
month. Clerks also typed the data into the computer at

remote terminals. To insure accuracy of the final data set,

a computer progrfun was used to determine whether or not

certain relationships were satisfied. In particular, the

audience of persons 2+ should equal the sum of the audience

3684
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of men 18+ , Women 18+ ,. Teens (12- 17), and children 2- 11.

Also, the audience of children 2-11 should be greater than

or equal to the audience of children 6-11, and the numer

of persons 2+ should be greater than or equal to the numer

of TV households. !/ The program also checked to be sure that

the data for all dayparts was collected and entered , and

checked to be sure that the same numer of stations was pre-
sent in each daypart in a ci ty. Whenever this computerized

edi t revealed any problems, all da ta for the observa tion wer

. j.

checked against the Arbitron books, and necessary corrections

were entered at the terminal. Thus, coding error s and typing

error s were checked simul taneously ra ther thn separa tely.
A 'separa te command procedure, which checked the da ta a t the
terminal , was used to identify errors in spelling of station

call letters and errors in time zone codes. Because the

inequali ty tests for the accuracy of the data on TV house-

holds and children 6-11 are weak , the final data for these

two variables was proofread against the coding sheets. Any

inconsistencies were checked against the books.

Once the data set passed all these tests, command pro-
cedures were used to enter additional data on the station at

the terminal. A variable was added to indicate whether the

station had an Sl Satellite, an S2 Satellite , or no Satel-

Ii te, /as indicated by the Arbi tron reports. All audience
data include the audience of any satellite. A variable was

5586
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added to indicate whether a station was on the air less time

than other stations in a daypart , again as indicated in the

Arbi tron books, This variable also indicated those stations

whic were not on the air during a daypart; i. e. , those

stations for which Arbi tron does not report the station at

all during a daypart. Variables were added to indicate a

s ta tions r network affiliation (ABC, NBC , CBS , or Independent),

and whether the s ta tion broadcas ts on a UHF or VHF frequency.

Finally, because the city codes used for the audience data

differed from those used by BAR , the BAR city codes were also

added to each record.

Advert is ing

Basic advertising data were obtained from Broadcast

Advertis ers Reports, Inc. BAR collects data on advertising

aired by monitoring 268 stations in 75 of the largest U.

television markets for one week out of each month. The FTC

was provided with copies of the Monthly Detail Tape for four

months- February, May, July, and November. This tape contains

one record for each of the spot commercials il 
aired during

the monitored week. The record includes the time and date

on which the commercial ran , the station which aired it , the

length of the ad , the brand advertised , the BAR product class

to which the brand is assigned , and an estimate of the price

of the ad. All data except the price are obtained from BAR'

3656
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audio tape monitoring of the station. Prices are provided

by a leading national advertising agency and represent the

aver e price paid by the agency for commercials on a given

station at a given time purchased for all of its clients.

Because the 4 months of data include approximately 1.

million commercials, it was necessary to aggregate the data

thereby reducing the number of records to more manageable

proportions. Therefore, the data were aggregated to produce

one re cord for each of 17 dayparts for each station monitored.

Thus, the final data set includes 4 556 records for each month.

In addition to information identifying city, station, day-

part , and month , each record includes the number of advertise-
ments, the total length of ads , and the estimated expenditure

on ads in each of 28 product classes. Definitions for 25

product classes were provided by the Bureau of Consumer

Protection of the FTC. Two of these classes were subdivided

and public service advertisements were added as a separate

product class. Detailed product class definitions are in-

cluded in Appendix Computer programming for the aggrega-

tion was done by John Hamil ton, a computer specialis t wi th the

Bureau of Economics. Copies of the programs used are included

in Appendix E.

For purposes of aggregating the data, 17 different day-

parts were defined. The initial basis for these definitions

was the 11 dayparts for which audience data were available,

listed in Table A1. Six additional dayparts were defined
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cover all other times. These dayparts are listed in Table A2.

When an ad was broadcas t at a time at whi ch 2 dayparts adj oin,

it W classified in the later daypart. Thus , an ad broadcas t -

at Noon is included in the Noon- 4:30 daypart.

To insure accuracy of the aggregation program , it was

run on the fi rs t 2 000 records for one month. Thes e records

were then printed out and aggregated by hand. Comparision of

the results confirmed the program s reliability.

Merging the Data Sets

When the advertising and audience data sets were each in

their final form , the two data sets were merged. Observations

on the same station and same daypart from each data set were

matched. Then a data set was created which combined audience

and advertising data for each daypart on each station in a

single obs erva tion. A separate data set was created for each

of the available months. Data sets were merged using the

standard IBM SORT/MERGE utility program. All further process-

ing used this combined data set. Stations and dayparts for

which BAR reported no advertising were excluded.

Ana1ys is of the Data

The data was analyzed using a computer software package

known as the Statistical Analysis System , Version 76.
'i 

SAS

programs were written by the author , and copies are included

in Appendix E. The observations were sorted by daypart , and

3688
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Table A2

Additional Dayparts for Advertising Data

Eastern &
Pacific

Central &
Mountain

Sunday-Sa turday After 1: 00 Af ter Midnight

Sa turday Sunday Before 8: 30 Same

Monday-Fr iday Before 7: 00 AM Same

Sunday 8:30 -1:00 Same

Sa turday Sunday 5:00-8:00 4:00- 7:00

Sa turday Sunday 11: 00- 1: 00 10: DO-Midnight
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then each data item of nterest subtotaled for each daypart.

When it was necess ary to combine dayp arts , subtotals for

the component dayparts were simply added together , rather

than averaging the audience data to create estimates of the

average audience over the entire daypart. In some parts of

the analysis , certain record were excluded. For example

the tables showing advertising during dayparts where children

compromise 50 % or more of total persons in the audience were

constructed by deleting all observations with a smaller frac-

tion of children before comouting the subtotals.
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Footnotes

11 In some cases , Arbi tron reports that the number of TV
households is greater than the number of persons viewing astation. This is apparently due to homes which report that
the set is on , but no one is watching it. There were 105
such cases in the data collected for this study, out of

649 observations.

21 A satellite station is essentially a repeater of the
parents I broadcasts. Sl Satellites duplicate the parents
programming in its entirety. S2 satellites may run different
programming. Apart from news , edi toria1 and public service
programming, an Arbi tron S2 Satellite in the top 50 markets
(based on either households in the area of dominant influence
or prime time rankings) can differ from parent station programm-
ing in no more than an average of 34 quarter hours per week.
For other markets , such programming can differ for no more
than an average of 20 quarter hours per week. The sample
includes Z stations with Sl satellites and 5 stations with
SZ satellites. There are approximately 260 stations in each
month.

31 In one market , Springfie1d- Champaign-Decauter , BAR monitors
the satellite rather than the parent station in May, July and
November. The audience data used for these ads is that for
parent plus satellite.

41 Spot commercials are those sold directly by the station
which air on that station only. They differ from network
commercials , which are sold by the network and air on all
stations carrying the programs in which they are included.

51 Instructions for the use of this package can be found
In A User s Guide to SAS 76 , by Anthony J. Barr , James H.
Goo , Jo n P. a11 , and James T. He 1wig, Pub 1ished
by SAS Institute , Inc. , Ra1iegh , N. C. 1976.
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Appendix B

Addi tional Sumary Tables
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Table B-

Percent Distribution of Gross Impressions of Children 2- May, 1977

IYAR w: aiII (2-11) AlID
'I 00 M: 

PR: ClS AL nrAR
30. 501

! Pear an Caual 31\ 40\ 44\ 51\

I:sse an t:sse Ingrents

Ice Cram an Shert
Cas , pies an Pastries 2. 

Frt Juices 0 5

AHtizers, Snack an Nuts

Righl Y Sugar Ces 7. 22 10.

Ot c., 1.11 1. 39 1. 55

Frh Fr ts 28 16 27 

Rasin
Ca Fr 
C:es 04 

cracks
Cady

Regula Gu 1. 46 1. 78 1.71 1. 4 2

Su:arless Gu

iear C't. Soft Drins 1. 96 1. 71

Diet Cal.te Soft Drin 01 

I'-cte Soft Drin 1. 52 1. 55 1. 62 1. 95

Ot F\ an .Bveages

Tothpaste an Turus
'Is an Hd=a.ts 12. 14. 20. 40 

Bi.:cles 1. 27 1. 44 52 

ReSLa' JXants an Dri\lIn 6. Z3

Ot.'JT hI." A.w.sing 27 . 1 Z 4. 04 22. 18.

32. 29, 28. 23. 33 Al: Othe N;-Fc Adsing
100. 00\ 100, 00% 100, 00\ 100. 00\

TQThL
*(808592) (489 0:55) (407 960) (213 966)

Hot Gros impressions re defined as the number of minutes of
advertising times the number of children of the indicated
age in the auaience, measured in thousand. Table entries
bive the percentage of gross impressions of children of the
indicated age produced by each product class. Columns may
not add to 100\ due to roundini errors.
ftoul Gross Ilqression in th an.
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Table B-

---- _--

Percent Distribution of Gross Impressions of Children 2- 11: February, 1977

IiAR wr am (2-11)roooKJ'IPR cr AL CAAR

3D, 50'

sn Caua 02\ OZ\ 02\ DOt

I De$e an tesse 
lnent.

Cr an Shert
Cas . Pies an Pastries 1. 6 7 1. 97

Frt J"uice

ARtize, Sna an Nu

Bigh Sugar 
Dt Ce 1. 07 1.1 Ii 1. 65

Fr Fr 26 

Rasi.
Ca Frts

Crads
Cady

"" 

1. 4 3 1.54 1. 49 1. 30

SUarless Gu

"" "" 

Soft Drin . J1

Diet Cate Soft DrinN:te Soft Dr.i
Ot Ft an Beveages

'Ith an 'Is
Ga, 'I an Hdcraf 11.

Bicycles

ietaurts an DriveIn

Dt M Lc rtsing ZC. 72 l5.

I Al Othe NcFc 

AdyerUsim

'l!lI

.. 

. 84

10:' 00\ ';00 00%

195 362) (Z 061 4Z,J) t(l- 633 BOB) (8B8 607)

Note:

. 56

100. 00% 100. 00%

Gr05 impressions are defi ed as the number of minute5 of
advertising times the number of children of the indicated
age in the audience, measured in thousand. Table entries
give the percentage of gross iropressions of children of the
indicated age produced by each product 'class. Columns .ay
not add to 100\ due to rounding errors.
""Total r,r(J ; JJ i(Jn o\J,"anrJ
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Table B-

Percent Distribution of Gross Impressions of Children 2- February, 1977

~~~

MYAR WI CH (2-U) AWImE: '! CE MJ 

20. 3D.

Re an Ca 02\ 02\ 02\ 00\
Desse an I:se Inents
Ice C: an Sherl:ert

Cas pies an Pastries 1.9b

Frt Juire

AWtize, Sna an 

Highy Sugaz Ces
"" Ce, 1.13 1. 2S 1. 71

Fr Frts 17 

Rasin
Canred Fr ts
Cces 18 

Crac,

Re 1.:3 7 1. 30 1. 12

Sugarless G\ 10 13 

Fear Cate Soft Drin
Diet Care Soft Drin
N:--te Soft Drin
Ot1- Fc aM Beveages

Tothte an 
Ga, 'Is an Hdcra."' 11. 16

Bigr
RetaurtS an Dri w-ln

Ot - la Adsin 24. 21. 20. 15.

All Othe &!-Fo Adsi 44. 45. 44. 44.

IOU. 0 D 00. 00% 100. 00% 100 . 0 0 

TOTJ\

j"'

(1, 182 gz7) (795 415) (637 659) 1"' (367 048)

Note: Gros impressions are defin d as the numb r of minutes of
advertising times the number of children of the indicated
age in the auaience, measured in thousand. Table entries
give the percentage of gross impressions of children of the
indicated age produced by each product class. Columns may
not add to 1DD' due to rounding errors.
iI TntFll r;rn~ iT' thn1) ;mr
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Table B- PE DISTrn CF G1 IM IOO FO 0IRr 11: July, 1977

DAAR wr mIl (2- 11) AlrmE( 'r OR M) 'mAN

p= CL =rYAK
200 30. 50. 

Re an Caual FcX::rt 01% 02% 03% 02%

IEse an r:sse Ingr8dents

Ice Cram an Sheberts

Cos Pies an Pastries

Frt Juice

Aptizers, Snack an Nuts

Highly Sugar Ceres 12.

Ot Ces 1.20 1.42 1.85

Fr Frts

Rasin
Ca Frts
O:es 13 

Cracers

1. 31 1. 98

1. 33 1. 45 1. 32

S1Jar le 55 Gu 6, 

ar Cate Soft Drins 1. 2 B

Diet Cate Soft Drin

I'n-cte Soft Drins 1. 55 1.57 1. 47 1.70

Otr Fo an BeVErageS 1. 88

Tothp'ste an Torus
Ga, Tos an Hocrafts
Bicycls

Retaurants an DriveIn

Otr " I." Ad.isi.g 29. 27. 25. 23.

i 38,

37.
All Othe Non-F' Adising 38. 33.

o . 00% I 100. 00% TQ?l'L 10D. 00'i , 100, 00% :
(2 202 472 0GO (1 31 i 177 (996, 70:, OOo)1143 907, OCO)

Note: Gros impressions are defined as the number of minutes of
advertising times the number of children of the indic ted
Ilge in the uJicnce, mea.sured in thousand. Table entries
give the J)erccnt gc of gross impressions of children of the
indicated age produced by each product class. Columns may
not add to 10U\ due to rounding errors.
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Table B.PE DISTBUIW OF GP IMREICN FO CHllRl 2-5: July 1977

1YAR wr CHII (2-11) !\rm
'r OR M) !' Cl AL t:YPAR

20% 30' 501

an Caual Fo 02% 02% OH. 03%re an t:sse Ingrents
Ice Cr an Sherbert

Ca, Pies an Pastries

F: t Juice

1.ti, Sna an 
Highy Su Ceeas 12.

Ot Ces l.00 1.30 1. 53 1.96

Fr Frts 15 13 12 

Rain
Ca fru 
Dxes 14 13 13 

Cracs
1. 40

Re 1. 33 1..4 0 1.24

5u1ess Gu 65 

Pe Cate SOft Drin 1.27

Diet cate Soft DrinN:te Soft Drin 1. 56 1. 55 1. 47 1. 71

Ot Fo an Beveges

Tothpate an Tothrus

"',

an HcbbycraftS 10.

Bicycles

..u.. o.nt.; a."1 DrivcI.
OtIR-I l." Arve1-;i01C; 29. ";7 27. 26. 23.

il Othe Na-Fu: A.-tsing 37. 36, 35. 32. 4.'

100. 00% laD. 00% 100. 00% 100. 00%

TQTi\L (657 171, 000) (.418, 574 000) (996, 701 000) (434 907, 000)

Note: Gros impressions are defined as the number of minutes of
advertising tImes the number of children of the indic ted
age in the auuicncc , mc sured in thousand. Table entries
give the percentage of gross impressions of children of the
indicated age produced by each product class. Columns nlay
not Jdd to lOO ue to roundin errors,

5600

3589



T
ab

le
 

E
F
F
E
C
T
S
 
O
F
 
R
E
S
T
R
I
C
T
I
N
G
 
T
H
E
 
S
A
M
P
L
E

N
ov

em
be

r
19

77

D
A
Y
P
A
R
T
S
 
W
I
T
H
 
C
H
I
L
D
 
A
U
D
I
E
N
C
E
 
E
Q
U
A
L
 
T
O
 
O
R
 
M
O
R
E
 
T
H
A
N

A
L
L
 
D
A
Y
P
A
R
T
S
 
*

(2
-1

1)

20
%

30
%

50
%

P
e
r
c
e
n
t
 
o
f
 
T
o
t
a
l
 
D
a
y
p
a
r
t
s

T
ot

al
:

29
19

10
0.

00
%

24
. 7

0%
17

.4
4
 
%

77
%

P
e
r
c
e
n
t
 
o
f
 
T
o
t
a
l
 
A
d
v
e
r
t
i
s
i
n
g

10
0.

16
.

11
.

E
x
p
e
n
d
i
 
t
u
r
e
s

T
ot

al
:

$7
5

01
6

82
6

P
e
r
c
e
n
t
 
o
f
 
T
o
t
a
l
 
A
d
v
e
r
t
i
s
i
n
g

10
0.

24
.

16
.

M
in

ut
es

T
ot

al
:

16
1,

26
3

P
e
r
c
e
n
t
 
o
f
 
T
o
t
a
l
 
G
r
o
s
s
 
I
m
p
r
e
s
-

10
0.

62
.

49
.

25
.

s
i
o
n
s
 
t
o
 
C
h
i
l
d
r
e
n
 
2
-
1
1

T
ot

al
:

08
0

63
8,

00
0

P
e
r
c
e
n
t
 
o
f
 
T
o
t
a
l
 
G
r
o
s
s
 
I
m
p
r
e
s
.

10
0.

17
.

s
i
o
n
s
 
t
o
 
P
e
r
s
o
n
s
 
1
2
+

T
ot

al
:

16
,4

23
35

4
00

0

1
2
2
8
 
d
a
y
p
a
r
t
s
 
h
a
v
e
 
n
o
 
a
u
d
i
e
n
c
e
 
d
a
t
a
,
 
a
n
d
 
a
r
e
 
t
h
e
r
e
f
o
r
e
 
e
x
c
l
u
d
e
d
.



- 52-

----

Table B- 

Percent Distribution of Gross Impressions of Children 2- 11: November . 1977

M'AF wr 12-11) =Im.E TO 00 MJ 'mP=r Cl AL I1AJ
200 3D' 50'

Re an caual 
40\ 45\ 41\ 25\

Dese ar t2ss Inents

Ice Cr .! 
Ca. pies an Pastrie 44 

Frt Juices

ARti Sna an Nu
Righly Sugar Ces
Ot Ce,
Fr Frts

Rasin
Ca Frts
Ca,
Cracke,,,

1. 08 1. 03

1.07 1. 03

Sugless tn,

Cate Soft Drin 1. 0 5

Diet Cate 58ft Drin
1U-ct. Soft Drin
0t Fo an Beges

1. 16

'ltht. an 

Ga, To an Hc=at 30. 46. 52. 64.

Bicyes Sc.

ieta' .lants aO Driw-In . 88

Dt Mlc. Ad-..ing 23. 14.

OthE N:-Ft Adverti.sin 24. 18. 15. 11.

'"", ""' '""

CC, 100, 00\ 100,
:QTJ 080 638) (1, 929 409) 520 01B) (788 446)

Note: Gro5 pressions are defined 85 the number of .inutes of
advertising times the number of children of the indicated
Jge in the audience, measured in thousand. Table entries
give the percentage of gross impressions of children of the
indieated age produced by each product class. Columns may
not add to 100\ due to roundini errors.
Total Gross Impress inno: in thntJ'::mr1
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---

Table B-

Percent Distribution of Gross Impressions of Children 2- November , 1977

1YAR w: CI (2-11) AlIm:a TO M: 'IPF ClS AL ""Am
20. 30' 50.

Hear an Cal 38\ 41\ 37\ 24\

Dese an tesse Ingrents
loe Cr an She .'02

Cas , Pie an Patrie
Fr t Juice

Aptize, Snack an Nut

Highy Sugar Ces l. 

ot Ce' 65 67 67 

Frsh Frts

Rain
Ca Fr 
o:es

"' 

Gc,

Sugarless Q.

fear Cate Soft DLin

Diet Cate Soft Drin

lb--te Soft Drin

Ot Ft an Beveages 1.17

Tctlte an 'I'1'1

(;,

an Hdcra.4t 31. 4:; . 51 . 62.

Bicycles 3::

Retau ilrlts an DriveIn 4.35 4. 80

Oth"r

:." 

"'sing 23. 18. 15.

Al Ot.her N:Fo Ading 24. 18. 16. 12.

100. 00\ 100, 00\ 100. 00\ 100 00%

TQTJI
06 B J 2 SO) ,. (701 1 0 5) (568 446) (317 632)

Note: Gros impressions Ire defined as the number Df ainutes of
advertisini times the number of children of the indicated
age in the audience , measured in thousand. Table entries
give the percentage of gross impressions of children of the
indicated age produced by each product class. Columns may
not add to 100\ due to Toundini errors.

s.1jlLUr.p..s It"' .;nn .;n "n"" ,,n,.
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BAR BEALES

A131

D121

F115

F 1 2 2A

F122B

F133

F142A

F142B

F142C

F162

F163A

F163B

F172

F 2 11A

F211B

F211C

F212

F 2 2 1A

F 2 21B

F223

F 300

G440

G450

V234

8888

9999

- 54-

Appendix C

PRODUCT CLASS CODES

FOOTWEAR

DENTAL SUPPLIES

DESSERTS AND DESSERT INGREDIENTS

HIGHLY SUGARED CEREALS

OTHER CEREALS

ICE CREAM

FRESH FRUIT

RAISINS

CANNED FRU I T

CAKES , PIES AND PASTRIES

COOKIES

CRACKERS

FRUIT JUICES

CANDY

REGULAR GUM

SUGARLESS GUM

APPETIZERS , SNACKS AND NUTS

REGULAR CARBONATED BEVERAGES

DIET CARBONATED BEVERAGES

NON - CARBONATED BEVERAGES

BEER , WINE AND MIXERS

BICYCLES

TOYS , GN1ES AND HOBBYCRAFTS

RESTAURANTS AND DRIVE - INS

ALL OTHER FOOD AND BEVERAGES

ALL OTHER NON-FOOD PRODUCTS

5604
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BRANDS WITHIN THOSE PRODUCT CLASSES

WHICH DIFFER FROM BAR'S PRODUCT CLASSES

F 122
F 122
F 122
FI22
F122
F 122
F 122
F 122
F i 22
F 122
F122
F 122
F122
F 122
F 122
F122
F122
F122
F122
F 122
F 122
F 122
F 122
F 122
F 122
F 122
F 122
F 122
FI22
F 122
F 122
F 122
F 122
F 122
F122
F 122
F122
F122
F122
F122
F 122
F122
F 122
F 122
F 122
F122
F122
F122
F 122
F 122
F122
F122
F122
F 122
F122
F122
FI22
FI2Z
FI22

FRANKEN BERRY CEREAL+
ROST . FOOD+HONEYCONBS
KELLOGG FOOD+CRACKLIN BRAN CEREAL
GR I NS & SMILES CEREAL+
COCOA RUFFS CEREAL+
KELLOGG FOOD.APRLE JACKS
COOK I E CR 1 SR CERERL+
CAPN CRUNCH+PEANUTBUTTER CERERL
CARN CRUNCH+UARIOUS CEPEAL
KELLOGG FOOD+COCOR KRISR
KELLOGG FOOD+SUGAR FROSTED FLAKES
KELLOGG FOOD.SUGAP SMACKS
KELLOGG FOOD+SUGAR CORN POPS
POST FOOD+PEBBLES
GENERAL M I LLS+MONSTER CERERLS
GOLDEN GRAHAMS CEREAL+
CRAZY COW CEREAL+
CAPN CRUNCH+RUNCH CRUNCH
ROST FOOD+ALRHA BITS
POST FOOD+SUPER SUGAR CRISR
TF: n: CEF:ERL+
COCO WHEATS CEREAL+
CARN CRUNCH+CPUNCHBERRY CEREAL
KELLOGG FOOD+ POOT LOOPS
CARN CRUNCH+PEGULAR CEREAL
KELLOGG FOOD+CORNY SNAPS CEPEAL
LUCKY CHAPM CEREAL+
LUCKY CHARM CEPEAL+& FROSTY 0
POST FOOO+SPR SGR CRSPfORNG CRISP
KELLOGG FOOD+FROSTED MINI WHEATS
POST FOOD+SUPER ORANGE CRISP
KELLOGG FOOD+FROSTED PICE
NAB I SCO FOOD+GOLDEN HNY CPL
KELLOGG FOOD+ALL BRAN CEREAL
KELLOGG FOOD+ALL BRANfBPAN BUDS
FRUIT BRUTE CEPEAL+
CAPN CRUNCH+CRNCHBRRY
CHEEF:IOS CEREAL+
H-O INSTANT OATMEAL+
TOASTY O' S CEREAL+
JIM DANDY INSTANT GRITS+
BUC WHEATS CEREAL+
QUAkER FOOD+QUICK GRITS
KELLOGG FOOO.RROOUCT 19
KELLOGG FOOD+CORN FLAKES
KELLOGG FOOO+RAISIN BRAN
KELLOGG FOOD+RICE KRrSPIE
KELLOGG FOOD+SPECrAL 

Kn: CEREAL+
KELLOGG FOOD+UARIOUS CEREALS
QUAKER FOOD+INSTANT OATMEAL
LIFE CEF:EAL+
NATURE UALLEY FOOD+6RANOLA CERERL
NABISCO FOOD+SHREDDEO WHEAT
POST FOOD+6RAPE HUTS
POST FOOD+RA 1 SIN BRAN
QUAKER FOOD+OATS
POST FOOD+GRAPE NUTS FLAKES
CHEERIOS CINHAMN NUTCRL+

'1'7

((17
(17
(17

(17

(17

(17
(17

(17
(17
(17
(17
C 7

n .,

, ,

(I ?

CF:LU' riTETH CP07
(I E:

0:::
(J 

, ..

'.0

(J 8

(I f:

.,,-. . "..

, r-.r".nt.' "'1 nl.

'''' "='

(18

o E:

Of' .
I..;

(uS:

fI(B

4'8
II g
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LL-I))-

J. Howard Beales, III Ph.
Economis t
Bureau of Economics
Federal Trade Comnission
Washington, D.C. 20580
Novemr 24, 1978

Morton Needelman, Esq.
Presiding Officer

Children I s Advertising Rulemaking
Federal Trade Commission
Washington , D. C. 20580

Dear Mr. Needelman:

The material enclosed is a
I wish to have included in
Rulemaking proceeding.

verbatin statement of testimony that
the record of the Children s Advertising

I wish to present my views orally at the legislative hearings
scheduled for San Francisco (January 15 to January 26, 1979) or
Washington, D. C. (January 29 to February 23 , 1979). I will
be available to testify on any of these dates.

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

Sincerely,

I VJ7-0''177 , /-7. . -

J. Howard Beales, III
Economist

3705
5506



F122
F122
FI22
F122

--f122
F 122
F 122
F 122
F 122
F122
F 122
F 122

122
F 122
F 1 '12
FI '12

FI '11

F 1 '11

F 1 '11

F 1 '12
F 1 '12
F' '12

F 1 '12
F t '12
F 1 '11

F 1 '12
F 1 '12
F 141
FI '11

F 1 '12
F 1 '11
FI '12

F1 '11
F 1 '12
FI'I2
FI '11

FI '12

FI '12

F 1 '12
F1 '12
F 1 '12
F 1 '12
F 1'12
FI'I2
Fl '12

F1 '11
FI '12

FI'I2
F If.
FI63
F 163
F163
F163
F163
F163

, - - - - .. ..,. . -",

1.'1.'TOTAL CEREAL+ 
WHEAT I ES CEREAL+ MALT 0 MEAL CEREAL+ WHEATENA CEREAL+ 
KELLOGG FOOO+MOST CEREAL C W POST CEREAL+ 
CR I SPY WHEATS N RSNS CRL+ 
NABISCO FOOD+TEAN FLAKES 
NABISCO FOOD+SHREDDIES 
POST FOOO+CNTRY CRISP COR FLAKES 08
QUAKER FOOD+GRANOLJ MIX 
3 MINUTE OATS CEREAL+ WEETABIX CEREAL+ 
GENERAL M I LLS+UAR r OUS CEREALS 
VIRGINIA ,APPLES+ 
CALIF NECTARINE PROMO+ FLORIDA CITRUS+FRUIT SUNKIST+ORANGES 
TEXSUN+GRAPEFRU I T WESTERN N Y APPLES+ CALIF STRAWBERRIES+ WISCONSIN CHEERIES+ 
NORTHWEST CHERR I ES+ GRAPE PROMOT ION+ 
SEA L D- S WEE + ORANG ES & GRAPEFRU I T C 9

PENNSYLVANIA APPLE PRoMo+ APPLE PROMO+ 
SEALD-SWEET+ORANGES 
FLORI GOLD GRAREFRUIT+ 
WASHINGTON STATE APPLES+ 
SEALD-SWEET+GRAREFRUIT CHIQUI TA BANANAS+ 
FLORIDA CI TRUS+FRUIT&JUICES MACKINTOSH APRLES+ CALIF PLUMS PRoMO+ SUNK I ST+LEMoNS 
WASHINGTON ST FRUIT CH+ 
CAL I F FPSH FPU I T PPDCRS
MASSACHUSETTS CPANBERRY+ 
CAL I F PEACHES PPOMO+ 
r,;UN-r'lA! 0 F:A I r,; I NS+ CALIF RAISIN AOU+ 
LUCKY LEAF FoOO+APPLESAUCE 
SUNNY SQUARES FPU I T CKTL+ 
LIBBY FoOD+CANNED FRUIT 
DOLE FOOD+CANNEO PINEAPPLE 
OLD VIRGINIA FOOD+APPLE SCE&APPLE JCI!
OCEAN SPRAY FOOD+CRANBERRY SAUCE 
NAB I SCO FOOD+NUTTERBUTTER CK I ES 
NABISCO FOOD+OREO COOKIES 
NABISCO FOOD+CHIPS AHOY 
NAB I SCO FOOD+COOK I ES 
NABISCO FOOD+FI6 NEWTONS 
NABISCO FOOO+FIG tiEIHONS&t/TTP 8TH !
NABISCO FOOO+OREO & CHIP AHOY CK 

3706
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F! E.

F I E,

F! E,

.- F 1 E.

F 1 E3
F 163
F 163
F 163
F 1 E.

F! E.

Ff 63
F 163
F 163
FH.
F163
FI E.
F 1 E.

F 1 E,

F 163
F163
F f 63
F 163
F 1 E.

F 163
F163
F I E.

F 1 E,

F! E.

F163
F 1 E.
F1 E.

F 163
F163
F I E.

F 163
F163
F 163
F 163
F211
F211
F211
F21 f
F211
F211
F21!
F211
F211
F211
F211
F211
F211
F211
F211

ARCHWAY FOOO+COOKIES 
SALERNO MEGOWEN FOOD+COOKIES 
"1 AtHI.:; eOOI:IU;+ 
FFEIHOFEF: E:AIEF:'r+COOrIES ! 2RICHS FOOD+FRZN COOKIE DOUGH 
FRE! HOFER BAKER'r+COOK !EStCAKES MRS GOOD FRZN eOOK!ES+ j 2rWri':;TER COOIIE':;+ f 2
KEEBLER BAKER'r+FUDGE eOUERED COOKIE 12
ARCHWA'r COOK I ES/FT WA'rHE+ 
KEEBLER BAKER'r+FRUI T CRERM COOKI ES f 2
KEEBLER BAKER'r+RICH t CHIP COOKIES 
KEEBLER BAKER'r+ 100 COOKIES 
SUNSH I NE BAKER'r+CH I RAROOS COOKIES f 2
KEEBLER BAKER'r+CHOC SPL I TS COOK I ES DAPE COOKIES+ 
GPANDMAS FOOD+COOKIES 
CAMPBELL FOOD+SOUP TOPPERS f 3
NABISCO FOOD+CHICKEN N BSKT CRCKR 
KEEBLER BRKER'r+BIT OF BOTH 
NABISCO FOOD+TRISeUITS SNACKS 
NABISCO FOOD+DIP IN A CHIP CRRCKER 
NABISCO FOOD+PREMIUM SALTINES 
NAB I SCO FOOD+R! TZ CRACKERS 
KEEBLER+SHINDIGS CRACKERS 
UEO UILLAGE BISCUITS+ 
SUNSHINE BAKER'r+HI O CRACKERS 
NABI SCO FOOD CHEESE SWIRL CRCKRS ! 3MASTER BAKER'r+NHOLE RYE CRACKERS 
NABISCO FOOO+WHEAT THINS 
NABI SCO FOOO+ESCORT CRACKERS SUNSHI NE BAKERY+CRACKERS 
NABISCO FOOD+DIXIES CRACKERS 
NAB I SCO FOOO+BACON N 01 P CRACKERS 1 ::TENDERESS CRACKERS+ 
KEEBLER BAKERY+TOWNHOUSE CRACKERS f 3
PEPPER lOGE FARM+CRACKERS 
NAB I SeD FOOD +GRAHAM CRACKERS I::
5TH A ENUE CANDY BRR+ 
BUTTERFINGER CANOY BAR+ 
HERSHE'r FOOD+CANDV BAR BRACHS CANDY+ 
WILLV WONKA CANOY+SUPER SCRHCHfOOMPSI 

PACH: CHEI1S CANO\'+ 
HOLLOWA'r CANDY+MILK DUDSfSLO POKES 
TOOTSIE ROLL CRNDV+rOOrSIE POP DROP I 

KRAFT FOOD+MARSHMRLLOHS 
FOREUER YOURS CA DV BAR+ 
YORK PEPPERMINT PATTIES+ 
GOOD & PLENTY CANDY+ TURTLE CANOY+ 
PETER PAUL CANDY+ HI STLE POPS 
M&M S CANDIES+PLAIN/PEAHUT 

- - - .. - - -. - - - - .
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F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F21 

F211
F211
F211
F211
F21 I
F2 I I
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F2 I I
F211
F211
F211
F211
F211
F211
F21 !
F211
F211
F211
F211
F211
F2 11

F211
F211
F211
F211
F211
F2I1
F211
F211
F211
F211
F211
F211
F211

NESTLE FOOO+CRUNCH BAR
8 I T 0 HONEY CANOY+
RICHARDSON MINTS+
"1 I VE- f I KE CANDY+
HJ I X CAtiD'/ E:AF:+
TOOTS IE ROLL CANOY+TOOTSIE ROPS
KRAFT FOOD+CANDY
NESTLE FOOD+100000 CANDY BAR
F:OLO CAtID'/+
GOOD & FRUI TY CANDY+&GOOO & PLENTY
MILKY WAY CANDY+
PEESE FOOD+RE6&CPNCHY PNT STR CUPS
PETER PAUL CANDY+ALMOND JOY
PETER PAUL CANDY+MOUNDS
YOURS CHEWLY CANDY+
KRACKLE CANDY BAR+
DIStIE' ' CAND\'+
REESE FOOD+CRUNCHY PNT BTTR CURS
NESTLE FOOD+CHOCOL I TE BRR
TOOTSIE ROLL CAND\'+FLAUOR ROLLS
RALL \' CAND\' BRR+
MARS CANDY+MARS BAR
THREE MUSKETEER CRND\'+
TOOTSIE ROLL CRNDY+TDOTSIE ROLLS
TOFFO CANDY+
GH I RARDEL L I CRHDY+
FRUIT TAFFY CRHD\'+
I,JH I HIAti CANDY+
:::NAF' ::; CANDY+
REESE FOOD+PEANUT BUTTER CUPS
TOFF I FAY CAtiDY+
BOUNTY COCOANUT CNDV BAR+
BUTTER-NUT CANO\'+
CLARK CANDY BARS+
C A 0 E: U R I' CA NO ,,' +
CHUNI:I' CANDY+
HOLLOWAY CANOY+MILK DUDS
PA' ' OA',' CANDI'+
KIT KAT CAND\'+
qAF:E:URST CANDY+
SKITTLES FRUIT CHEW CND\'+
GLADE CAND\'+
HERSHEY FOOD+CRNDY KISSES
CARAt'IELLO CRHDV+
f: I '-IGS CAND\'+
JUN lOR MINTS CANDY+
EZ CAND'

SUMM I T CRNDY BRR+
IAL TESAF: CANDY+

BREATH SAUERS MINTS+
MARS CAND\'+CRUNCH BARS
TOOTSIE ROLL CANDY+UARIOUS
CAND\'DENT CRND\'+ -
ROTHSCHILD CANDY+
t'II LU:HAI, E CA NDY+
LIFE SAUER PDTS+LIFESURS&LOLLIPOPS
LIFE SAUERS PDTS+LIFE SAUERS
ZERO CA/WI' E:AR+

5603

1'1
1'1

1'1

1'1
1'1

1'1

1'1
1'1

1'1

1 'I

1'1

1'1

1'1

1'1

1'1

1 'I

1 'I

1'1

1'1

1'1
1'1
1'1
1'1

1'1

1'1
1 'I

1'1

1'1

1'1
1'1

1 'I
1 'I

1'1
1'1

1'1

f'l

1 'I

1'1

1'1

1 'I

1'1

1'1

1'1

1'1

n"l

T'I
1"1

1'1

1..
1'1

1'1

1'1

1'1

1'1
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F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F2 f 1
F211
F211
F211
F211
F211
F2 J J
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F211
F21 !
F211
F211
F211
F211
F211
F211
F211
F211
F221

POWER HOUSE CANDY BAR+
NESTLE FOOO+REALLY CPEAMY CHOC BAR
KRAFT FOOD+CANDY&MAPSHMALLOWS
PETEP PRUL CANDY+CARAUELLE
OH HENRI' CAtW'.+
GOOBERS CANOY+&RAISINETTES
HEATH CAND\'+
WORLD SERIES CANDY BAR+
SQUARE SHOOTER CANDY+

AtHJE:UF:N CAND'/+
FE SAUERS PDTS+LOLL! RORS

NESTLE FOOD+MRONE5S CANDY BAR
AFTER 8 DINNER "INT5+
CHARLESTON CHEW CANO'.+
EAR,:Oti CAt"W\'+

CALLARD & BOWSER CANO'.+
MARRRO CANDY CONE5+
PETER PAUL CAIIOYH1OUNDS&;AUI0tH: 10'
MR GOODBAR CAND\'+
NOW & LATER CANDY+
CLO,:ETTE CANDV+
CHERRY BLOSSOM CAIID'.+
MARATHON CAIID\' BAR+
TOOTSIE ROLL CANDY+TOOTSIE
WRIGLEY GUM+UARIOU5
FF:E,:HE/j-tlP 6UM+
BEECHNUT GUM+REPPEPMINT&SRERRMINT
DENTYNE GUM+REGULAR
FPEEDEtlT GUM+
BUBBLE YUM BUBBLE SUM+
L I FE SAUERS RDTS+GUM
WRIGLEY GUM+SPEARMIHT
BIG RED CHEWING GUM+
CHICLEE GUI1+
SUGARLOAF BUBBLE 6UM+
BUBBL I C I OUS BUBBLE SUM+
DENTYNE GUM+UARIOUS
WRIGLEY GUM+JUICY FRUIT
E: A Z 0 el/ A SUfI +

SRRIZE BUBBLE GUM+
SMOOTH & JUICY BBL GUM+
TRI DENT PPODUCTS+SGRLS GUM&MJ"TS
CAF:EFREE GUtH
TRI DENT PRODUCTS+SGRLS GUM
SUGAPLESS GUM BALLS+
UELAMINTS SGR FREE MINTS+
ORB I T+SUGAPLESS GUM
ACT I ON GUM+SUGARLESS
HI RES ROOT BEER+REGULAP

1'1

1'1

1'1

1'1

1'1

1'1

1'1

1'1

1'+

1'1
1'*

1'/
1'1

1'+

1'1

I't
1'+
1'1
1'1
1 'I
1'1

F:L ;U' OF' ; 1'1

t 5

f 5
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F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F22f
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221

DP PEPPEP BEU+PEGULAR
ME PIBB SOFT DPINK+RE6ULRR

I NS COLA BEUERAGE+
BAPPELHEAD ROOT BEER+REGULAP
CANADA OPY+RE6ULAR
C & C BEUERA6ES+
SHASTA BEUEPASE+REGULAR
COCA COLA+
HIRES POOT BEER+&CRUSH BEU
CF:U ;H BEU+
COCA COLA+fSPRITE
SCHWEPPES BEVERAGES+
CANF I ELO BEV+REGULAR
MUG OLD FSHN ROOT BEER+
COCA COLA BEUERAGE CO+LOCAL
BARQ BEUERAGES+REGULAR
BIG REO SOFT DRIHK+
BUBBLE UP BEUERAGE+
ROYAL CROWN COLA CO+URRIOUS
COTTON CLUB BEUERAGES+REGULAR
PEPS I COLA+
DADS ROOT BEER+RE6ULAR
FANTA BEUERAGES+
FAYGO BEU+REGULAR
ROYAL CROWN BEU+REGULAR
SEUEN UP BEUERA6E+REGUlRR
SQUIRT BEUERAGES+RE6ULAR
BLUE SPARKLE BEU+&CATOH BEU
BF:IAPOALE COLA+
FPANKS BEV+RE6ULAR
SPAFS BEU+RE6ULAR
A TREA T BEUERA6E+
TF:IPLE COLA+
FPOSTIE POOT BEER+
SPP I TE BEUEPA6E+PEGULAR
TEn1 ;OFT DRIHI
JOLLY GOOD BEVEPA6E+REGULAP
WHI TE POCK BEUERAGES+
SUN OPOP BEUEPAGE+
DOUBLE COLA BEVEPAGE+
NEH I E:EI)EF:AGES+
MOUNTAIN DEW SOFT DRINK+
PEPSI CO IHC+UAR SOFT DRN
CRUSH BEU+REGULRR
DOUBLE COLA BEU+&BUBBLE UP BEU
I,ELCH+SODA

BHLERS 17

f 7
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F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F221
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223
F223

'?-

'?7

';,,,:..,

C PLUS OPANGE SOFT DRINK+
UESS BEUERAGE+RE6UlAR
A & W SOFT DRINK+
PENNA DUTCH BIRCH BEER+
AMER I COLA BEUERA6E+
RA I NTREE BEUERAGE+

E: C ROOT BEER+
ON TAP ROOT BEER+
DR PEPPER BEU+SUGAR FREE
FRESCA SOFT DRINK+
DIET RITE BEUERAGES+
CAtjADA DRY+DIET
SEUEN UP BEUERAGE+SU6AR FREE
DIE T RITE BEUERA6ES+&ROYAL CROWN
SPRITE BEUERA6E+DIET
PEPSI LIGHT SOOA+
TAB BEUERAGE+O I 
CANFIELD BEU+DIET
SHASTA BEUERAGE+SUGAR FREE
DIET F' EPSI COLA+
COTTON CLUB BEUERAGES+SUGAR FREE
A & W SOFT DRINK+SUGAR FREE
FA'iGO E:(1)+DIET
TAB BEUERAGE+SUGAR FREE FLAUORS
HIRES ROOT BEER+DIET
MR PIBB SOFT DRINK+SU6AR FREE
SNEET N LON SOFT DRNK MX+
MEADON GOLD DAIPY+FRUIT DRINK
MA'S OLD FSHN ROOT BEER+
COUNTRY TIME DPINKS+FRZN
HANAIIAN PUNCH PDTS+CNND
PAKA PUNCH FRUI T DR I NK+
HI C PDTS+FPUIT DRINKS
MR TICKLE DRINK MIX+
KAYO FLAUORED DRINK MIX+
ALTA DENA DAIRY PDTS+YOGURT DRINK
GATORADE BEU+RE6ULAR
COLEMAN DAIRY+FRUIT DRINKS
WYLER FOOD+L I SHT DP I NK M I XES
BORDEN PRIZE DRINK MIXES+
COOLY BEUEPAGE+FRUI T DRINKS
WYLER FOOD+REG&UNSWTNDMIXES
BIG PITCHER LOD CONC BEU+
LEMON TREE DRINK+
CHOKOLA CHOC DRINK+
YABBA DAB A DEW DRINK+
SOUOZE DRINK MIX+
PET FOOD+FRUIT DRINKS
YOO HOD PDTS+CHOCO DPINK

. TROPICANA BEu+FRUIT DRINKS

1:::

'-'

CONCEfiTF:ATE 19PUNCH 

r 9

1/'

19'

f 9

---
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F223
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F223
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F223
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F223
F223
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F223
F223
F223
F223
F223
F223

'-''-'7

~~~

F223
F223
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??7

~~~

F223
F221
F223
F221
F:::23
F221

"" -,,,j

'-',) 7

..--

F221
'-''-'7

.. '--

F221
F221

".';'7

-..-

KOOL RID BEUERRGE MIX+
ORRNGE SROT ORRNGE DRNK+
HI C RDTS+FROZEN CONCENTRATE
SQUEEZ-O FRUIT DRINK+
RICH N RERDY ORNG DRNK+
SUNL I T BRERKFRST DRNK MX+
MINUTE MRID FOOD+LEMONADE CRYSTALS
HAWAIIAN RUNCH RDTS+RWDRD DRHK MIX
MIGHTY ORRNGE DRINK+
MINUTE MRID FOOD+LEMONADE
RERLEMON+RWDR LMN DRHK MIX
RURITY DRIRY+FRUIT DRINKS
HI C PDTS+LIQUID CONCENTRATE
FUNNY FACE BEVERRGE MIX+
WYLER FOOD+DRINK MIXES
COUNTRY TIME DRINKS+CANNED
WELCH+FRUIT DRINKS
WYLER FOOD+UNSWEETENED MIX
CHOCOLITE DELIGHT DRINK+
QUENCH RWDRD DRINK MIX+
DUFFYS JUICY DRINKS+
:,:UF' EF: RDE OF: I NK+
GRANDMA SRAFS DRNK MX+
HI C RDTS+DRINK MIX
LINCOLN ORRNGE JUICE DRK+
FRITO LRY DRINK MIX+
WELCH+ROWDERED DRINK MIX
COUNTRY TIME DRINK8+POWDEPED MIX

OtiDO E:ElIH:A6E+
NESTLE FOOD+CHOCO CHILL DRINK MIX
WYLER FOOD+ICE TEA MIX
GRTORADE BEU+RE6 & SPRRKLING
BORDEN FOOD+FROSTED SHAKES
JOL L \' GOOD BEUERRGE+RE6 & 0 lET
M! NNEHAHA SRR I NG WRTER+
SEUEN UR BEUERRGE+REGULRRGSUGRP
ORSI S WATER COOLERS+
BARRELLHERD ROOT BEER+REG E SGR
PEPR I EP SPRRKL! NG WATER+
MIRRCLE WATER WATER CNDT+
SHASTR BEUERRGE+D I ET&PEGULRR
DEER ROCK OSTLLD WATEP+
SRRI TE BEUEPRGE+PEGULRR & DI ET
CRNADR DRY+REGULAP&OIET
rWUrnRItJ "LL'! MIrlFAL IHF:+

5St3
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F211
F223
F221
F221
F221
F1 

F221
F223
F221
F223
F221

,....(.,,

F223
F223
F221
F223
F2'

F221
F221
F223
F 1 

F223

'?'"

F221
F223
F221
F221
F221
F223
D 121
D121
D121
D121
D121
D121
D 121
D121
D121
D121
D121
D 121
D121
0121
0121
0121
0121
0121

IfO

GHO
G'f
G'fIfO

IfO

GIf'lO
6'1'10

BEECHNUT GUM+& BEECHNUT CANDY
CAROL I NA MTN SPRNG WATER+
CRUSH BEU+REG & DIET
DR REPPER BEU+REG & SUGAR FREE
FAVGO BEU+PEG I OIET
ARPICARS APRICOT KERNRLS+
ROVAL CPONN BEU+REG & DIET
SRARKLETTS DRINKING HTR+
PEPSI COLA+& DIET PEPSI
GLENNOOD-INGLWD BTLD HTP+
GRAFS BEU+PEGULAR&DIET
ARROWHEAD BOTTLED WATER+
GREAT BEAR SPRING HATER+
QUEVIC SPRING WATER+
WELCH+REG&SUGAR FREE 6PP SODA
CULL I GAN DRNKNG WTR SYS+
H I RES ROOT BEER+REGULAR&D I 
BARD BEUERAGES+REG & DIET

N SOFT DRINK+RE6&SUGAR FREE
SILVER SPRINGS WATER+
D I At'1OtW (,JAUWTS+
DEER PARK SPRING WATER+
CLOISTER PUPE SPRING HTR+
CANFIELD BEU+RE6&OIET
HI NCKLEV&SCHM I TT BT HTR+
MR PIBB SOFT ORINK+RE6&SGR FREE
COSTA SELTZER DRINK+
FRANKS BEU+REG & DIET
ALHAMBRA NATL WATER CO+
LARIOENT PRTBl TOOTH RSH+
AQUAFRESH TOOTHPASTE+
COLGATE DENTAL PDTS+FRMl MFP CPM
CPEST TOOTHPASTE+
PEPSOOENT POTS+REG & "I NT
PEARL DROPS TOOTHPASTE+
ULTRA BRITE TOOTHPASTE+RE6UlAR
MACLEANS TOOTHPASTE+
ULTRA BRITE TOOTHPASTE+REGtCOOL
PERSODENT POTS+FlPDE TTHPST
CLOSE UR TTHPST MOUTHWSH+
AIrI TOOTHPASTE+
UAOEMECUM TOOTHBRUSH+
PEPSOOENT TOOTHPASTE+
GLEEM TOOTHPASTE+2
PEACH TOOTHBRUSH+
TI C TAC 11 I NTS+
PROOF TOOTHPASTE+
10rIGOOSE BIKE+
MURRAY PDTS+BICYClE
SWING BIKE+
HUFF\- E: I CYCLE+
SCHW I NN PDTS+B I C\-ClES
FUJ I E'I C\'ClE+
KENNER+B I ON I C BIKE

- - -- -. - .. -.

Mtn 22

2'+
2'1
21f
2'1
2'+
2'1
2'1

h1 4



I;lf lfO

GlflfO
D 121
D 121
Glf If 0
D121
D 121
D121
D121
GlflfO
D121
0121
D 121
GlflfO
D 121
6'1lfO
0121
D 121
D121
D 121
D 121
D121
D121
D 121
I; lf 0

D121
GlflfO
D121
D121
D121
D121
G'IlfO
0121
D121
0121
G'I'IO
GlflfO
D 121
D121
D 121
0121
0121
D121
0121
D121

H I DE A CAE:LE E: I KE RACK+ 
KAWASAKI MOTORCYCLES+ 
DR TICHENOR ANTISEPTIC. 
F I XOOEN T DEN TURE AOHES I U+ 
E:ATA1IUS tHRZO BIKE+ CERTS MINTS+ 
FLO:,:pn: DEUICE+ 
:,:COF' r'IOUTH JASH+ 
DENTU CREME DNTR TTHRST+ 
YANKEE PEDDLER MORED BK+ 
CERTS GUM+ 
COMRLETE DENTURE CLNR+ 
DEF' EfW 1'0UTHHASH+ HONDA MOTORCYCLES+ 
FASTEETH DENTURE ADHSU+ 
YAMAHA PDTS+MOTORCYCLES 
LAUORIS PDTS+MOUTH WASH 
LISTERINE PDTS+ANTISEPTIC 
POL I DENT DENTUPE CLNSR+TABLETS 
EFFERDENT DENTURE CLNR+TABLETS 
POLIDENT DENTURE CLNSF!+PONDEP 
ORA FIX DENTURE ADHESIUE+ 
L I :,:TEF:t'l I tiT 1'IOUTHWASH+ 
POLIGRIP DENTURE ADHESrU+ 
H A RL E V - D A U IDS 0 N U EH r CLES + MO TO R CY CL E 527
PUF: I F'i DEtiTURE CLNR+ 
ARCTIC CAT+MOTOR BIKE 
EUCPYL SMOKERS TOOTHPNDR+ 
':: I GNAL r'10UTHI,jASH+ 
MERSENE DENTURE CLEANER+ .
CLORETS PDTS+GUM & HINTS 
PEDAL POWER BI KE MOTDR+ 
DENELAN PDTS+DENTURE CLEANER 
OENTYNE DVNA-FRUITS+ 
n:TEtW t'1UTHI,JASH+ 
PUCH MORED MTRZD BICYCLE+ 
:,:U:UKI t'IOTOF:C'r'CLE:,:+ 
POL!DENT DEtiTURE CUlo:P+PWDF: . TEL IS 
ALL DAV DENTURE ADHSUE+ 
WATER PIK ORAL HYGN APPL+ 
DENTU-GRIP ADHESIVE+ 
L I MPEY DENTAL FLOSSER+ 
DENTVNE DYNA-M I NTS+ 
DEN CLEN: DENTURE CLNR+ 

JOHNSON t JOHNSON+DENTAL FLOSS 
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Pl23se add to LL- the attQched J. etter dated
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J. Eo' ard Bcales, III.
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March 15,
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FEDER TRAE COMMSSION
Records Division

Case No.

Int. Form S22 (11/78)

EXHIBITS- SEQUENCE

o?/s 

Commssion)
Respondent) EXBITS

Marked for Identification Only

Withdrawn

Identified and Rejected

Not Used

IN CAM

Missing

Physical Exibit

Description

Date received in evidence

Not received in Records Division
Date received in evidence

File Sybol 17. s. 11- ;J 8.16"

i-L- S;2

136/Pl-cs ,S. cO.,

/) 

P/"CAJ f., c.s. 
1) - 

- IT

Location - Section Shelf

5616a



LL5;)

J. Howard Beales, III Ph.
Economist
Bureau of Economics
Federal Trade Commission
Washington , D. C. 20580
March 15, 1979

Morton Needelman, Esq.
presiding Officer

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

Dear Mr. Needelman:

Errors crept in to three of the tables included in my submis-
sion for the Children s Advertising Rulemaking Record. Cor-
rected copies of the tables involved are attached. The error
involved only total number of gross impressions to children
in the different samples; the calculated percentages in the
tables are all correct.

I regret this error and any inconvenience it may cause.

sincerely,

J. Howard Beales, III
Economist

JHB/mb
Attachments

5817
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