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Department of Telecommunication
322 Union Building
Michigan State University
East Lansing, Michigan 48824

April 16 , 1979

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

Dear Judge Needelman:

During my March 19, 1979 testimony you requested that I supply you with a
supplement to my report entitled

, "

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

These data are provided in the attached tables. Please recall that these data
are based on a sample of three months (February, May, and November) of 1977.
During February, May and November 1977 there were 55, 591 network originated
commercials. The estimated network revenue for these commercials was $980 656 900.
These data are from Broadcast Advertisers Reports.

Highly Sugared Products

I included the following product categories in the Highly Sugared Product group:
Highly Sugared Cereals , Candy, Regular Gum, Non-Cabonated Beverages, Cookies,
Cakes , Pies, Pastries, Desserts and Dessert Ingredients, Ice Cream, Raisins
and Regular Carbonated Beverages. These are listed separately in Table I for
network programs having 50%, 30%, and 20% or more children (2-11) in the audience.
I also separately listed two other product categories which mayor may not be
included in the Highly Sugared Product group. These product categories are Canned
Fruit and Fruit Juices. The answers to your questions regarding Highly Sugared
Products are as follows:

In network programs having 50% or more children in the audience there were
640 network originated commercials for the three months of 1977 for Highly

Sugared Products. The estimated network revenue for these commercials was
$11, 057, 200. If a ban was imposed on the advertising of all Highly Sugared
Products in network programs having 50% or more children in the audience I
estimate that about 3% (2. 95%) of all network commercials would be affected
or 1. 13% of all network advertising revenue. These data are contained in
Section A of Table I which is attached.
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In network programs having 30% or more children in the audience there were
897 commercials for the three months of 1977 for Highly Sugared Products.

The estimated network revenue fpr these commercials was $12 716 000. (Ads
for Canned Fruit and Fruit Juices are excluded here. ), If a ban was imposed
on the advertising of all Highly Sugared Products in network programs having
30% or more children in the audience I estimate that 3. 41% of all network
commercials would be affected or 1. 30% of all network advertising revenue.
These data are contained in Section B of Table I which is attached.

In network programs having 20% or more children in the audience there were
091 commercials for the three months of 1977 for Highly Sugared Products.

The estimated network revenue for these commercials was $18 559, 600. (Ads
for Canned Fruit and Fruit Juices are excluded here. ) If a ban was imposed
on the advertising of all Highly Sugared Products in network programs
having 20% or more children in the audience I estimate that , 76% of all
network commercials would be affected or 1. 89% of all network advertising
revenue. These data are contained in Section C of Table I which is attached.

Games , Toys, Hobbycraft

In network programs having 50% or more children in the audience there were
296 ads for the three months of 1977 for Games , Toys and Hobbycraft.

The estimated network revenue for these ads was $8 483, 900. If a ban was
imposed on the advertising of Games, Toys and Hobbycraft in network programs
having 50% or more children in the audience I estimate that 2. 33% of all
network commercials would be affected or 0. 87% of all network advertising
revenue. These data are contained in Section A of Table II which is attached.

In network programs having 30% or more children in the audience there were
457 ads for the three months for Games, Toys and Hobbycraft. The estimated

network revenue for these ads was $9, 870, 800. If a ban was imposed on the
advertising of Games , Toys and Hobbycraft in network programs having 30%
or more children in the audience I estimate that 2. 62% of all network
commercials would be affected or 1. 01% of all network advertising revenue.
These data are contained in Section B of Table II which is attached.

In network programs having 20% or more children in the audience there were
488 ads for Games, Toys , Hobbycraft. The estimated network revenue for

these ads was $10, 874, 200. If a ban was imposed on the advertising of Games
Toys and Hobbycraft in network programs having 20% or more children in the
audience I estimate that 2. 68% of all network commercials would be affected
or 1. 11% of all network advertising revenue. These data are contained in
Section C of Table II which is attached.

Restaurants and Drive- Ins

In network programs having 50% or more children in the audience there were
105 ads for Restaurants and Drive- Ins. The estimated network revenue for
these ads was $2 075, 000. If a ban was imposed on the advertising of Restaurants
and Drive-Ins in network programs having 50% or more children in the audience
I estimate that 0. 19% of all network commercials would be affected or 0. 21%
of all network advertising revenue. These data are contained in Section A of
Table III which is attached.

In network programs having 30% or more children in the audience there were
124 ads for Restaurants and Drive-Ins. The estimated network revenue for
these ads was $2 356 500. If a ban was imposed on the advertising of Restaurants
and Drive-Ins in network programs having 30% or more children in the audience
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I estimate that 0. 22% of all network
of all network advertising revenue.
of Table III which is attached.

commercials would be affected or 0. 24%

These data are contained in Section B

In network programs having 20% or more children in the audience there were
182 ads for Restaurants and Drive-Ins. The estimated network revenue for these

ads was $5, 965, 700. If a ban was imposed on the advertising of Restaurants
and Drive-Ins in network programs having 20% or more children in the audience
I estimate that 0. 33% of all network commercials would be affected or 0. 61%

of all network advertising revenue. These data are contained in Section C
of Table III which is attached.

Ban on Advertising of All Three Product Categories

Although you did not request the informtion during my testimony I suppose the

logical question is, what would he the effect on networks if advertising for all
three product groups (Highly Sugared Products , Games , Toys, Hobbycraft, and

Restaurants and Drive-Ins) was banned on network programs having 50%, 30%, or
20% or more children in the audience? I have estimated that effect in the

following paragraphs. Canned Fruit and Fruit Juices are excluded from the Highly

Sugared Products group.

50% or more children in the audience.
Products, Games, Toys, Hobbycraft, and
in network programs having 50% or more
that 5. 47% of all network ads would be
advertising revenue.

If advertising for Highly Sugared
Restaurants and Drive-Ins was banned

children in the audience I estimate
affected or 2. 20% of total network

30% or more children in the audience . If advertising for Highly Sugared
Products, Games, Toys, Hobbycraft and Restaurants and Drive-Ins was
banned in network programs having 30% or more children in the audience
I estimate that 6. 26% of all network ads would be affected or 2. 54% of
total network advertising revenue.

20% or more children in the audience. If advertising for Highly Sugared

Products, Garnes, Toys, Hobbycraft, and Restaurants and Drive-Ins was
banned in network programs having 20% or more children in the audience
I estimate that 6. 77% of all network ads would be affected or 3. 61% of total

network advertising revenue.

I hope this information will be
that my data can answer t please

of value to you.
contac t me.

If you have additional questions

Sincerely,

Associate Professor

JDA:acs

Attachments:

- -
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TABLE 1. Estimated Loss to Networks if Advertising for Highly Sugared Products
was Banned in Network Programs Having 50%, 30%, or 20% or More Children
in the Audience.

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

Network Programs To tal Network Commercials for Three
Months 1977 591Product Category with' 50%+ Child Total Network Estimated AdvertisingAudience Revenue for Three Months $980 656, 90(

Est. Total To tal
Comm. (000) Network Comm. Network Est.

Highly Sugared Cereals 997 5741.1 1. 79

Candy 469 4059.

Regular Gum 404.

Non-Carbonated Beverages 417.

Cookies 280.

Cakes, Pies Pastries 154.

Desserts Dessert
Ingredients

--- ---- ---- ----

Ice Cream

--- ---- ---- ----

Raisins

--- ---- ---- ----

10. Regular Carbonated
Beverages

--- ---- ---- ----

TOTAl FOR HIGHLY
SUGARED PRODUCTS 1640 057. 1.13(50%+ Child Audience)

Other Products
High Sugar Content

Canned Fruit

--- ---- ---- ----

Frui t Juices

--- ---- ---- ----
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TABLE 1. Con t in ued

Network Programs' with 30% or More Children (2-11) the Audience

Network Programs
Total Network Commercials for Three
Months 1977 55, 591Product Category with 30%+ Child
Total Network $ Estimated AdvertisingAudience Revenue for Three Months = $980, 656, 900

No. Est. Total % of Total
Comm. (000) Network Comm. Network Est.

Highly Sugared Cereal 1106 6506. 1. 99

Candy 553 4563.

Regular Gum 469.

Non-Carbonated
Beverages 589.

Cookies 320.

Cakes, Pies, Pastries 181.

Desserts & Dessert
Ingredients 72.

Ice Cream

--- --- --- ---

Raisins

--- --- --- ---

10. Regular Carbonated
Beverages 11.

TOTAL FOR HIGHLY
SUGARED PRODUCTS
(30%+ Child Audience) 1897 12, 716. 1. 30

Other Products of
High Sugar Content

Canned Fruit

--- --- --- ---

Frui t J uic es 46.
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TABLE 1. Continued

Network Programs with 20% or More Children (2-11) in the Audience

Network Programs Total Network Commercials for Three
Months of 1977 = 55, 591

Product Category with 20%+ Child
Total Network $ Estimated AdvertisingAudience
Revenue for Three Months = $980, 656, 900

No. $ Est. % of Total % of Total

Comm. (000) Network Comm. Network $ Est.

Highly Sugared Cereals 1120 7026.

Candy 608 5782. 1.09

Regular Gum 1022.

Non-Carbonated
Beverages 105 1477.

Cookies 588.

Cakes Pies Pastries 387.

Desserts & Dessert
Ingredients 1575.

Ice Cream

--- --- --- ---

Raisins 45.

10. Regular Carbonated
Beverages 653.

TOTAL FOR HIGHLY
SUGARED PRODUCTS
(20%+ Child Audience) 2091 18, 559. 1.89

Other Products of
High Sugar Content

Canned Fruit 47.

Fruit Juices 168.
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TABLE II. Estimated Loss to Networks if Advertising for Games , Toys, Hobbycraft
was Banned in Network Programs Having 50%, 30%, or 20% or More Children
in the Audience

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

No. $ Est. % of Total % of Total

Comm. (000) Network Comm. Network $ Est.

Games Toys , Hobbycraft 1296 8483.

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

Games, Toys , Hobbycraft 1457 9870. 1.01

Network Programs with 20% or More Children (2-11) the Audience

Games Toys Hobbycraft I 1488 10, 874. 1.11

* Total Network Commercials for Three Months of 1977 = 55, 591
Total Network Estimated Advertising Revenue for Three Months = $980, 656 900
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TABLE III. Estimated Loss to Networks if Advertising for Restaurants
was Banned in Network Programs Having 50%, 30%, or 20% or
in the Audience

and Drive- Ins
More Children

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

No. Est. Total % of Total
Comm. (000) Network Comm. Network Est.

Restaurants and Drive- Ins 105 2075.

Network Programs wIth 30% or More Children (2-11) the , Audience

Restaurants and Drive- Ins 124 2356.

Network Programs with 20% or More Children (2- 11) the Audience

Restaurants and Drive- Ins 182 5965.

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

322 Union Building
Michigan State Uni versi ty
East Lansing, Michigan 48824
November 22 , 1978

Morton Needelman, Esq.
Presiding Officer

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

Dear Mr. Needelman:

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

proceeding.

I wish to present my views orally at the legislative hearings scheduled
for San Francisco (January 15 to January 26 , 1979) and Washington, D.

(January 29 to February 23, 1979). I will not be available to testify
on the following dates: January 23, January 24, January 25, February 13,
February 14, February 15, 1979.

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

SincerelY,

f).
John D. Abel , Ph.

Associate Professor

1 r-

.. :;
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CHILDREN' S AD\/ERTISING RULEHAKING CO

NetvlOrk and Non-Network Sources of ProgralTing

and Adverti sing for Chi 1 dren

Dr. John D. Abel, Associate Professor
Depar' tment of Telecommunication

Michigan State University
East Lansing, Michigan 48824

Subnli tted to the Fede ra 1 Trade Commi s s i on
'Jashington, D, C, 20580

Novembcr 24. 1978
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Purpose

The major purpose of this paper is to describe the differences

between netvlork and non-network sources of programming and advertising.

A secondary purpose is to summar ize some of the more important findings

of the network study report prepared by Dr. John Abel and the non-network

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

Network and Non- Network Programmi ng

Programming on the 728 commercial television stations in the United

States comes from one of three sources:

Netvwrk. The fi rst source of programming is the three COnI11el'

cial networks: the American Broadcasting Company (ABC), the Columbia

Broadcasting System (CBS), and the National Broadcasting Company (NBC).

The programs which the networks distribute to stations are either pro-

duced by the networks themselves or the networks purchase that programming

from independent program producers and suppl iers. In either case, however,

the programs are distributed by the networks to local stations called

network affi 1 i ates.

A local st3. t'on "ff' iliates "lith a net(.!ork, meaning that it carY'es

ograms distributed by the networks, and, 'in tU!'n, the station is

compensa ted by the network for canyi ng those programs and adverti sing

messages wi thi n the programs. Not all of the 728 '!oc0. 1 stations, however,

are affi 1 iated with one of the three networks. For example. ACC has

195 local station affiliates, CBS has 193 and NBC 209. Thdt means thet
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about 600 of the 728 stations in the United States can receive pro-

gra ming from at least one of the three networks. A network affil iated

station gets about 70% of its programming ' from the network.

The local station affil iated with a network is left with about 30%

of its programming time to fill. It does this by either producing pro-

grams at the station or purchasing or renting programs from another

source. These are the other two sources of programming: local and

synd i ca ted.

Local. A local program is any program originated or produced

by the stati on. The Federal Communications Commi sion defines a local

program as:

...

any program originated or produced by the station, or

for the production of which the station is substantially responsible,

and which also employs live talent more than 50% of the time. Such a

program, taped,

as local."

recorded or filmed for later broadcast , shall be classified

Synd i ca ted The term syndi cated programs refers to any programs

which are taped or transcribed or feature films which were produced other

than by the local station. The local station purr !1ases or " rents " these

programs for bl"oadcast. An examp 1 e of a synd i ca ted program is My Thre

Sons which is now in syndication but was originally distributed by a

commercial network. Some programs are originally produced for the

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

tri buted by a network. Local stations rely heavi ly on syndicated programs

to fi 11 thei r programmi ng time.

Earlier, it was mentioned that not all stations are affiliated with

a netvlOrk. In fact, over 100 commercial television stations in the United

States are not affil iated with a network, These stations are referred to
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as independent stations as opposed to network affiliated stations. The

independent stations do not receive programming from any of the commer-

cial networks and must rely on programs which are produced at the local

station or programs " rented" from program suppl iers (syndicated) for

thei r sources of programmi ng.

When references are made to network and non-network sources of

programmi ng, the non-netliOrk term refers to 1 oca lly produced programs

and syndi cated or " ented" programs.

In terms of chil d vi ewi ng of network and non-network programs,

very little is known because there have not been any detailed studies

relating child viewing to program source; however, it is possible

to extrapolate some information from data pub1 ished by A. C. Nielsen

Company. Nielsen says that for older children (6- 11 years), about

(7:00 - 11 :00 p.

tota 1 vi evli 

on Sundays).

each week is from 8:00 to 11 :00 p.one- third of their

Children in cities with independent

stations could be watching those stations, but since there are only

about 100 independent stations in the country, the predominant amount

of vi ewi ng must be of network ori gi nated programmi ng duri ng th i s ti me.

Nielsen also says that a little over one- fifth of all older children

viewing i between the hours of 4:30 and 7:30 p. m., Monday through

Friday. Since almost no network programming is being distributed

during this time, except the network newscasts, most of this viewing

must be of non-network programming. The next 1 argest proporti on of

totu1 view'ing done by older children is during Suturday and Sunday

morning between the ho rs of 7:00 a. m. and 1 :00 p. Nie lsen reports

that about 13% of older children s viewing is during these Saturday and
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Sunday time peri ods. 4 During Saturday and Sunday mornings older chldren

could be watching independe t stations, but becau6e these are scarce,

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

Network and Non-Network Advertising

In the United States televised advertising messages are the source

of revenue for local stati ons and networks. The 728 commercial stations

in the United States carry some form of advertising as a means of

financial support. Advertising messages come from two sources: net\vork

and non-network.

As mentioned in the previous section, the commercial TV networks

distribute programs to their local station affiliates. The networks

sell advertising time in those programs to companies interested in

reaching a national (or sometimes regional) udience. The advert is i ng

messages are contained within the program and the network assumes that

all of their local affiliates will air most or all of the advertising

messages in programs carried by the local station. The network com-

pensates the local station for carrying the network programs and the

network originated advertising within those programs.

In addition, the network gives the stations a few minutes of time

each hour to setl other advertising messages not originated by the

network. These other advertising messages are called " spot" and may

be messages for local, I"egional , or national advertisers.

An example will make the distinction between netwol'k and non-network

advertising clearer. A network affiliated station is permitted by

The Televisi 1e of the National Association of Broadcasters to air

nine minutes ill, econds of non~ progralT mater"ial 'in a 60-minute prime
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time program (e. g., 8:00 - 11 :00 p. m. EST). The network will sell about

six of those nine-and-one- half minutes to national advertisers and

assume that the local station will air the network program and the six

minutes of advertising. Tha t 1 eaves three-and-one- ha 1 f mi nutes for

the local station to use as it pleases. Some of that time wi 11 be devoted

to station identification and publ ie service announcements, but most of

the time will be sold to local, regional or national advertisers. These

announcements originate at the local station and are called " spot" TV

adverti sing.

I n other words, the 1 oca 1 network a ffi 1 i a ted s ta ti on is compensa ted

by the network for carrying the network advertisements and by local,

regional or national advertisers for " spot" advertising messages.

Independent stations do not have the benefit of network compensation

si nce, by defi ni ti on. they are not affi 1 i ated wi th a network. Indepen-

dent stations receive all of their advertising revenue from local, regional

or national spot advertising.

I n the network report by Dr. John Abel, the focus is on programs

di stri buted by the networks and adverti si ng messages within and between

those programs which were originated by the networks. The focus of the

report by Dr. Howard Beales is on spot advertising, or non-network

advertising, which local network affiliated and independent stations carry

for local, regional Dr national advertisers.

Compari son of 5el ected Network and Non-Network Adverti si ng Fi ndi nqs

The units of analysis in the network report were network programs.

Network programs were studied which had large percentages of children in

the audi ence, and a second group of network programs were studi ed wi th
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large numbers of children in the audience. The units of analysis in

the network study were programs because there is consistency among all

network affi I iated stations in terms of the programs carried by these

stations, and, in addition, there is consistency in the network originated

advertising messages aired within and between these programs.

By contl"as t, the units of ana I ys i sin the non-network (spot

vertising) report were dayparts and not programs. 5 A daypart may

TV ad-

i ncl ude several di fferent programs. This distinction between network

and non-net\vork (s pot) adverti sing s tudi es occurs because there is 

consistency among stations when discussing non-network sources of programs

and adverti sing. In other words, stations are airing different non-

network advertising messages and different non-network programs. For

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

4:00 p. m. in Dallas, containing advertising for highly sugared cereals,

candy, and bicycles, but at 7:00 p. m. in Kansas City, with ads for diet

carbonated beverages, gum, and toothpaste. Thus, there is no consistency

from station to station in terms of the advertising messages within non-

network programs.

Because of the differences in the units of analysis noted above, it

is difficult to compare children s exposure to network advertising and

non-network advertising. Even gi ven these di fferences, however , there

are some genera I statements that can be made about the two sources of

advertising messages.

A major similarity between the two reports is that as the percentage

of children in the audience increases the proportion of advertising

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

3722
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increases. For example, in network programs, as the percentage of

children increases from 20% of the audience to 50% of the audience or

more, Highly Sugared Cereals increase from 17. 7% of the advertising

to 26. 9% of the total number of ads. Although the pattern is not as

marked in non-network (spot) advertising, the same relationship is

present.

Secondly, it is apparent that in non-network advertising a wide

range of products is adverti sed. This is true even when the percentage

of children in the audience is large. In other words, chi 1 dren exposed

to spot advertising see many more products advertised which fall into

the "other " categori es. By contrast, in terms of network advertising,

when the percentages of children in the audience are large, there is a

1 imited number of product categories represented. Many products simply

are not adverti sed at all or are in small proporti ons. For example,

other Food and Beverage advertising and All Other Advertising in programs

with 50% or more children in the audience represents only about 10%

of all adverti sing in these programs. By contrast, when the audience

is half or more children , slightly over 44% of all advertising is for

these " other " categori es.

Finally, apart from Toys, Games, Hobbycraft and Highly Sugared

Cereals, the exposure to spot advertising of children and adults is

quite similar. For network advertising, the situation is somewhat

di fferent. When the percentage of chi ldren in the audience is 50% or

more , the products advertised are limited and Highly Sugared Cereals

Games , Toys, Hobbycraft and Candy adverti sements predomi nate. I'lhen

considering only the absolute number of children in the audience the
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products seen advertised by these childl' en are similar to all advei'tising
on network TV. In other words, the programs wi th 1 arge numbers of chi 1 d-

ren in the audi ence al so tend to be the same programs wi th 1 arge numbers

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

Oefinition taken from FCC Form 303, A lication
License for Commercial Television Broadcast Station
cations Commission, 1976.

for Renewa l of

Federal Communi-

Nielsen Television 78
Company, 1978, p. 11. 

Northbrook, Illinois: A. C. Nielsen

Ibi d.

Ibid.

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

Associa e Professor
Department. of Tclec.ommunication

322 Union Buildi-l1g
Michigan State Uni versi ty
East Lansing, ichigan 8824
NovenJ)er 22 , 1978

Morton Neede1man, Esq.
Presiding Offic.er

Children s Advertising Rulemaking
Federal Trade Comm.:Lssion
Washington, D. C. 20580

Dear Mr. Needelman:

The " CO:IlentIJ enclosed is ':' , verbat.l.m statement of testi?n'JDJ that I wish

to have included in the record cf the ChildTen 
1 s Advert.-ej.ng Rulems.ting

p1' oceeding.

I wish to preS8n"C m:f views orally at. the legislati ve 1 '2::1rings tjclledu.ied
for Sun Franci. sco (January 15 - o January 26 , 1979) and Vlao11ington, D.

ary '00 'tr,

;,- .,, q ')

""Q'I(\1 

' "

C- -:

"-'- ";'

i'o -1" ..u. "-7 u.. ,-- u-' ...JJ "" , ..

;; /- 

'J . L' .. V.Vd..J. ..C.. ' -L\" .v l. Q" 

on the: followine dates: J a::1ue.r;x 23, January 2t , January 25 -' Februar r 13 J

FebTuary II.. Fecruayy 15, 1979.

I haV2 sesrcheo. :rr.y file:; and have f011Ed :10 UIlP"Ublj shed or otherwise
not publicl 'r available st'.ldies or S-LLrveys in my po.ssession control
or custcrJY 'iNhich support, contradict 01' othenvise pertain t.o issues
raised in my COITnent.

Sincerel;y- J

.. 

f1 
l'J

I:" f" (;'/ fj'
:t- lii:pt. k'- i-:

Joj-il D. Abel , Ph.
. Associate Frofessor
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N& ,c.. S'S

CHILDREN' S ADVERTISING RULEMAKING COMMENT

The Child Audience for Network Television

Programmi ng and Adverti sing

Or. John D. Abel. Associate Professor
Oepa1' tment of Telecor;i'unication

Michigan State University
East Lansing, Michigan 48824

Subr;'itted to the Federal Trade Commission
Washington. D. C. 20580

November 24, 1978
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The Chi I d Audi ence for

Network Television Progran ing and Advertising

EXECUT I VE SUMMARY

The purpose of the research reported in detai 1 in the foIl owi ng pages was

to match information about the child (2- 11 years) audience with the advertising

mes sages contai ned in network tel evi s i on programs. The questions which guided

the research were; (1) to what products and product categories are children

exposed in network advertising? and (2) what percentage of the total amount of

network advertising of these products is contained in programs that children

watch? The report concentrates on two categories of network television programs:

(1) those which have the largest percentages of children in the audience, and

(2) those which have the largest absolute number of children in the audience.

,. (

The network audience research data were suppl i ed by Arbitron, a commerci 

tel evi s i on audi ence measurement servi ce. The network adverti sing data were

suppl i ed by Broadcast Adverti sers Reports of New York. Advertising information

wascompi 1 ed for 26 di fferent product categori es , whi ch i ncl uded all adverti si ng

on network TV programs for Februuy, May and November 1977.

The tabulation process involved the matching of audience and advertising

information for 111 different network programs aired during the three months

of 1977. Advertising information was also tabulated by product category for

each program. For programs with 1 arge perc2ntages of chil dren in the audi ence,

the analysi s concentrated on programs wi th 50%, 30% and 20% or more chi 1 dren 

the audience. In a similar manner , for programs with large absolute numbers of

children in the audience the analysis considered programs with 8, 000, 000,

000, 000 and 3, 500, 000 or more childre in the audience.

?/.
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He1' e are some of the major findings of the study:

Cons i deri ng a 11 network programs for the three months of 1977, it Iolas

determi ned that about one- thi I'd (31. 4%) of all adverti sements were for food and

beverage products a, ld about two- thi rds for non- food products.

When the percentage of the total audience of netvlOrk programs was 20%

or more children the advertised products which predominated were Highly Sugared

Cerea 1 s, Candy, Games, Toys, Hobbycra ft. This was, of course, also true when

the audience was composed of 30% or more children and 50% or more children.

Food and beverage advertising was nearly 60% of all advertising in

programs wi th 50% or more ch i 1 dren in the audi ence.

Nea rly all of the network programs wi th 50% or more chi 1 dren in the

audience were shown on Saturday and Sunday mornings between 8:00 a. m. and

1 :00 p. m. (EST). About three- fourths of the programs wi th high percentages (20%+)

of children in the audience were shown on Saturday and Sunday mornings. Fourty-

four (out of 248) different network TV programs had 50 ; or moy' ch i 1 dren in the

audience during February, May and November 1977, 56 programs had 30% or more

children in the audience and 75 had 20% or more children,

In programs havi ng 50% or more chi 1 dren in the audi ence, there wel'e no

network advertisements during these three months for the following product

ca tegori es: Desserts and Dessert Ingredients; Ice Cream; Fresh Fruit; Raisins;

Canned Fruit; Crackers; Fruit Juices; Sugarless Gum; Appetizers, Snacks, Nuts;

Regul ar or Diet Carbonated Beverages, and Beer, Wi ne or Mi xers, Only 1. 8 ; of

all Dental Supplies advertising on network programs was included in programs

wi th 50% or more chi I dren in the audi ence,

Seventy- thr' ee pei'cent of all ads for Highly Sugared Cereals on netvlOrk

tel evi si on duri ng these three months were in programs wi th 50% or more chi 1 dren

'-Jc':J
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in the audience. Over 80% of all ads for Highly Sugared Cereals were in

programs with 30% or more children in the audience, 60% ,of all Candy ads

and 64% of all ads for Games, Toys, Hobbycraft were in these programs.

Over one- fourth of the ads in programs wi th 50% or more chi 1 dren

in the audience were for Highly Sugared Cereals and about 13% of the ads were

for Candy. Network programs with 30% or mo\-e children in the audience had

about one- fourth Highly Sugar Cereal advertising, 12% Candy advertising and

about one- third Games, Toys, Hobbycraft, and Bicycle advertising. By compa ri son,

for all network television, only 2. 5% or the ads were for Highly Sugared

Cereal s, 1. 7% for Candy and 4. 3% for Games, Toys, Hobbycra ft and B i cycl es.

Programs wi th 1 arge numbers of chi 1 dren in the audience were di stri buted

throughout the week as opposed to bei ng concentrated in Saturday and Sunday

mornings. In addition, when there were large numbers of children in the

audi ence more product categori es were represented than vihen programs with 1 arge

percentages of chi 1 dren in the audi ence were consi dered.

The advertising in programs with 3, 500, 000, 5, 000, 000 and 8, 000, 000 or

more children in the audience also tend to represent non- food products.

fact, non- food products are predomi nantly adverti sed in these programs.

10. As the child audience for programs decreases in absolute number, the

percentage of advertising for Highly Sugared Cereals, Candy, Games, Toys,

Hobbycraft and Bicycles increases while the proportion of all other advertising

decreases.

11. There were nine different programs on the air dud ng Februa ry, r

and November 1977 with 8, 000, 000 or more children in the audience. There were

32 different network programs with 5, 000, 000 or more children in the audience,

and 60 programs wi th 3, 500, 000 or more chi 1 dren in the aud i ence.

iii
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In general, the conclusions of this study are that programs with high

percentages of children in the audience have a limited range of products

advertised in them and ads for Highly Sugared Cereals, Candy and Games,

Toys, Hobbycra ft predomi na te. Children who watch net\ ork programs on Saturday

and Sunday mornings are likely to see disproportionately more ads for Hf hly

Sugared Cereals; Candy; and Games, Toys, Hobbycraft and for food and beverage

products than \ hen watching in prime time.
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My name is John D. Abel. I am an Associ ate Professor and

Coordinator of Graduate Affairs in the Department of Telecommunica-

tion at Michigan State University, East Lansing, Michigan. Before I

report on the study of network adverti sing and programmi ng watched by

children, which was conducted by me under contract to the Federal

Trade Commission, I wish to detail some of my qualifications for con-

ducti ng research of thi s type. A complete and current curriculum

vitae is contained in Appendix 

As an undergraduate I maj ored in psycho logy, soci 01 ogy, and

speech communication and received by A. from Concordia College,

Moorhead, Mi nnesota, in 1964. In addition to a B. A., I hold a i'1aster

of Arts and Doctor of Phi losophy degrees from Indi ana Uni versity.

A. is in Telecommunication and my doctorate is in Mass Communication

and was awarded in 1972. In my graduate education I concentrated on

research methods, statisti cal analysi s, social and developmental psy-

chology. My primary research intel'est as a graduate student was how

the developing child is socialized by the mass media, especially

television.

At Michigan State I teach I' esearch methods and statistical

analysis at the graduate and undergraduate levels. I teach under-

graduate courses on audience survey analysis and management of tele-

communication systems.
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I have been a pro\essor at Michigan State since 1972; however,

I have had two years of leave from my teaching and research duties.

In 1974- 75 I was awarded a post- doctoral fellowship to study in the

Departments of Psychology and Sociology at the University of Exeter

in England. During 1977-78 I was an expert social science consultant

to the Federal Communications Commission in both the Boradcast Bureau

and the Children s Television Task Force. My duties with the Broad-

cast Bureau were to review the social science research literature in

terms of policy implications for the FCC. Wi th the Task Force I

revi ewed the 1 i tera ture on the effects of tel evi s i on on chi 1 dren and

advi sed the Task Force on the ki nd of research needed to determi 

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

vision Programming and Advertisino Practices

I have been a consul tant to several publ i c and pri vate groups,

such as the Indianapolis Public Schools in the evaluation of televised

instruction for fifth and sixth graders. I was a consul tant to Kappa

Systems, Inc., of Arlington, Virginia , in an evaluation of the

Nati anal Science Foundation project entitled Research on the Effects

of Television Advertising on Children I was a consul tant to L 1 oyds

Bank of London in a study of broadcasting and cable in the United

Kingdom. I have evaluated new television programs for the Corpora-

tion for Public Broadcasting. I have been a consultant to many radio

and television stations and citizen groups in Michigan. For example,

I have advised stations in the selection of children s programs for

airing on their stations and I have advised public interest groups on
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on the kinds of children programs that they should request broad-

cast stations to carry.

I have publ ished about 15 technical papers, of which about

half of these deal with the effects of television on children. One

of my most recent projects dealt with the effect of parental and

adult mediation of television programming on children. Thi s research

was funded by the ational Association of Broadcasters. Other research

conducted by me has been funded by the Office of Chi ld Development of

the Department of Health, Education and Welfare, the Bureau of

Alcohol, Tobacco and Firearms, Department of the Treasury, and Michi-

gan State University.

The research project on whi ch I report in the foil owi ng pages

exami nes di fferen t 1 evel s of the chi 1 d aud i ence for network tel evi s i on

programs and chil dren s exposure to advertising messa es contained

wi thi n those prog rams. The report is divided into four sections:

the background and purpose of the study, a description of the method

used to study the research objectives, the analysis and treatment

of the research res ul ts, and cone 1 us ions to be drawn from these

results.
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Background and Purpose

Broadcast television is a pervasive and ubiquitous medium.

The A. C. Ni e 1 sen Company, one of the two maj or TV aud i ence research

firms, estimates that 98% of all households in the United States have

at least one television set. Arbitron, the other major television

audience research firm , estimates that

households with at least one TV set.

there are nearly 74, 000, 000

Nielsen reports that the aver-

age household

e eV1Slon.

in 1977 devoted over 6 hours each day to watchi 

Individuals within those households spend a considerable

amount of time watching television. Nielsen reports that in November

1977, average individual viewing time was over 27 hours per week.

In addition, Nielsen, using audience data collected in November 1977

reports that women and chi 1 dren watch the most tel evi si on. 5 Young

children, defined by Nielsen and Arbitron as children 2- 5 years of

age, watch over 27i hours per week on average and 01 der chil dren

(age 6- 11 years) watch nearly 24t hours per weEek. A report prepared

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

vision Advertising on Children ) states that "we can safely conclude
that the average child over the

of television per day.

past decade has watched 3 to 4 hours

Extrapolating from Nielsen data, it is estimated that children

devote about hal f of thei r total TV viewing time to the watchi ng of

network programs. 01 der chil dren (6- 11 years) probably see more

network TV programs than younger (2- 5 years) children because older

children watch more prime time programs. The ationa J .scien
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Foundati on report ci ted ea l i er estimates that chi 1 dren on the average

are exposed o about 20, 000 commercial s per year. If it can be

assumed that these 20, 000 commercials are evenly distributed between

network and non-network sources, then about half of all commercials

seen by chi 1 dren are a i red by the networks. These are some of the

commonly known statistics about the pervasiveness and use of tele-

vision by children.

In general terms, the purpose of this research is to match

the child audience information with the advertising in network tele-

vi s i on programs. In other words, to what products are children

exposed in network advertising? What percentage of the total amount

of network adverti sing of these products is conta i ned in programs

that chi ldren watch? Thi s report wi 11 concentrate on two categori es

of network television programs: (I) those network programs whi ch have

the largest percentages of children in the audience, and (2) those

programs which attract the largest number of children. Then the

total amount and kind of advertising on these programs will be com-

pared to the total advertising on network television.

In more specific detail, the objectives of this report

a re to:

Determi ne the categori es of products to whi ch chi 1 dren are

exposed in advertising contained in network television

programs.

Determi ne the number of commerci a I announcements for

the above products.
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Estimate the dollars expended' by the advertisers in

purchasing time for these commercial announcements.

Estimate the number of chi 1 dren who are exposed to these

commerci a 1 announcements.
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Method

The method used to resea ch the above objecti ves was to match

the network audience research data with network commercial advertis-

ing information. The network audience research data were suppl ied

by Arbitron, a commercial TV audience measurement service. Arbitron

is one of two major companies in the United States which regularly

measures the audience for television programs. The network advertis-

ing data were suppl ied by Broadcast Advertisers Reports (BAR) of New

York. BAR monitors the audio portion of the three commercial networks

each day and no tes the commerc i a 1 adverti sing on network programs.

As wi 11 be descri bed in deta i 1 be low, the adverti semen ts wh i eh form

the basis of this report are those which were aired in or between

certain network programs during the months of February, May, and

November 1977. A bri ef descri pti on of the methods used by Arbi tron

and BAR is contained in this report. In addition, both of these com-

panies have placed in the rulemaking record a more complete descrip-

tion of their methods for collecting audience and advertising infor-

mation.

Before the method for matching the audience data to the

advertising data is explained , it r,lay be useful to clarify the defi-

nitions of terms used throughout the remainder of this report.

Definition of Terms

Chi! dren. The term children in this report refers to

children in the 2- 11 age range, The reasen tili s age group was sel ected
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is that this is the group pfchi 1 dren

audience data. Arbitron reports no

for whi ch Arbi tron reports

audience data for children

younger than two years; and children who are 12 and older are included

in the " teen " category. Arbi tron further subdi vi des the 2~ 11 year

01 d chi 1 dren by reporti ng the 6- 11 year 01 ds as a separate group.

Arbitron does not generally report the 2- 5 year olds but this figure

can be obtained by simply subtracting the 6-11 fl' om the 2- 11 group.

The 2- 5 year old children could be thought of as being preschool age

children and the 6- 11 group as school age.

Network Television Programs and Advertising The report

is 1 i mi ted to programs and advert is i ng messages carri ed by the three

Ameri can Broadcasti ng Company,

Col umbia Broadcasti ng System, and Nati onal Broadcasti ng Company.

commercial television networks:

Two 1 i sts of network TV programs are cons i der d in thi 

report:

The top 50 netvlOrk tel evi s i on programs ranked by the

percentage of children in the audience for three months of 1977

(February, r ay, November). This list of programs was compiled for

use in this study by Arbitron Television and is contained in Appen-

dix B.

The top 50 network te 1 evi s i on programs ranked by the

total number of chi 1 dren in the audi ence for three months of 1977

(February, May, ilovember). This 1 ist of programs was compiled by

Arbitron Television for this study and is contained in Appendix C.

Share. An audi ence share for a program is expressed as

a percentage of all pel' sons ,,:ho arc watching te levision at that time.
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For example, if we wished ;0 determine what percentage of children

make up the audience for Program X and we know that there are 5, 000, 000

peop 1 e 2 yea rs of age and older watch i ng Program X and 4, 000, 000 of

these people are chi Idren 2- 11 years of age, we would say that the

child audience share for Program X is 80, or80% of all persons watch-

ing the program are children 2- 11 years of age (4, 000, 000/5 000, 000

X 100). Thus the top 50 network tel evi si on programs ranked by the

percentage of children in the audience is the same as saying the top

50 network pl'ograms ranked by the 2- 11 share of audience.

Rating An audience rating for a program is the percen-

tage of all persons within a specific demographic group who watch a

speci fi c program. For example, Arbitron estimates that there were

33, 602, 600 children age 2- 11 in the United States in Febl'uary 1977.

If 16, 000, 000 of those children watched Program Y, then the child

audience rating for Program Y would be 47. 6, or 47. 6% of all children

watched the program (16, 000, 000/33 602, 600 X 100). Thus the top 50

network programs ranked by the total number of children in the audi-

ence is the same as sayi ng the top 50 rated programs among chi 1 dren

11 years.

Gross Impress ions Thi s term refers to the total number

of persons who were likely to be exposed to an advertising message.

Gross impressions are obtained by multiplying the number of 3D-second

commercial announcements by the number of persons watching the pro-

gram. As an example, suppose that there were three identical commer-

cial announcements for a product in a program and that there were

932, 000 children, aged 2- 11, watching the program. The gross
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impressions for this comm rcial announcement would be 11, 796, 000

(or 3 X 3, 932, 000 = 11 , 796, 000).

Product Category. A product category is a generi c term

for classifying commercial products into classes or groups. Examp 1 es

of product categori es are: cereal s, toys, restaurants, etc.

Brand Product. A brand product is a commerci a 1 name

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

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

Assumptions of St

There are a few assumptions of this study which should be

cl arifi ed. First of all, it is assumed that the children in the

audi ence of these programs were exposed to the adverti s i n9 messages.

It is not necessarily assumed that each child attended to all of

these commercials, but it is assumed that if 3, 000, 000 children were

\Iatching a program , then 3, 000, 000 children also were exposed to the

omrnercials in that program.

Second, it is assumed that all network television commercials

are 30 seconds in 1 ength. The author made several spot checks of

BAR data to determi ne the 1 ength of severa 1 commerci a 1 s. In all

cases the commercials were 30 seconds in length; however, not all

commerci a 1 s \vere checked to dete\'i ne the 1 ength of each commerci a 

Mr. . Pro ShenTIan, Vice- President of Broadcast Advertisers Reports,

also confirmed that nearly all commercials on the networks are 30

seconds in length. Barcus reports that 98% of the commerc i a 1 s 

I engt, , Finally,monitored in his studies were 30 seconds in
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this should be a conservavive error if an error was made in assuming

the length of each commercial to be 30 seconds. For exampl e, all

50-second commercials would be counted as 3D-second commercials, thus

underrepresenting the total amount of time devoted to the commercials,

Product Ca tegori 

Broadcast Adverti sers Reports cl assi fi es brand products into

a large number of product categories; however, not all of the BAR

product categories are reported in this study and some have been

combined or subdivided to make the report more succinct and meaning-

ful. The 1 i st of 25 product categori es reported in thi s study was

supplied to the author by the Federal Trade Commission. These product

categories combined contain all network advertising and are as

follows:

Footwear
Dental Supplies
Desserts
Hi gh 1 Y Sugared Cerea 1 s

Other Cereals
Ice Cream
Fresh Fruit
Raisins
Canned Fruit
Cakes, Pi es and Pastri es
Cookies
Cra.ckers
Frui t Jui ces

Candy
Regular Gum
Sugarl ess Gum
Appeti zers, Snacks, Nuts
Regul ar Carbonated Beverages
Di et Carbonated Beverages
Non- Carbonated Beverages
Bicycles
Games, Toys, Hobbycraft
Restaurants and Drive- Ins
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Beer, Wi ne, Mi xers

All other foods and beverages
All other advertising (except foods and beverages)

Lists of brands within each product category are attached as Appen-

ix D.

Description of Data Sources

The two primary sources of data for this study were specially

prepared reports and publ ished reports from Arbitron Television for the

audi ence data and Broadcast Adverti sers Reports for the advert'i sing

data. Although these two companies have provided information on the

deta i 1 s of how they co 11 ect these data and the re 1 i abi 1 i ty of thei I'

information, a brief description of the companies and their methods

is included here.

Aud i ence Data

Arbitron is a subsidiary of Control Data Corporation and has

its executive offices in New York City. Arbi tron provides a number of

publ ished audience reports for both radio and television audiences.

The primary method Arbitron uses to survey television audi-

ences is the diary. Households are selected at random and a diary is

placed in that household. One diary is placed in each household for

each TV set. In the diary the members of the household record their

television viewing for a specified period of time. The TV viewing

of all members of the household is recorded in one diury, Each

household provides television viewing information for a one-week

period during the survey period (generally four weeks).
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Arbitron has diviped the country into geographic areas

call ed Areas of Domi nant Infl uence (ADI). An ADI is a geographic

market design which defines each television market ex-clusive of another

based on measurable viewing patterns. The ADI is an area that consists

of all counties in which the home market stations receive a preponder-

ance of viewing. Each county in the U. S. is allocated exclusively to

one ADI. There is no overlap of ADI' The ground rul es for ADI

allocation are relatively simple. Once the estimated total viewing

hours for a county, and the percentage of such estimated total view-

ing hours for each station are determined, Arbitron sums the station

percentages by market of ori gi n. The market of origin having the

largest total percentage is deemed to be the " dominant influence " in

the county under cons i der' a t ion, and tha t county is allocated for ADI

., 

purposes to that mar et 0 orl gl n.

Since there is no overlap the estimated TV households are

therefore additive, and the total of all ADI' s represents the total

number of TV households in the U. S. as surveyed by Arbitron.

Arbitl' on conducts three nati onwi de surveys each year (February,

May, and November). These nation\lide surveys are called " sweeps " and

each survey is conducted over a peri od of four weeks; however, each

househol din the sampl e parti ci pates for only one week. Arbi troll

changes the number of ADI' s periodically because new ADI' s are

created. This usually occurs in the Fall for the new TV season.

As a result, in 1977 Arbitron surveyed 208 ADI' s in February and May

1977 and 211 ADI' s in November 1977. Data for this study are confined

to these three months because these are the only months for whi 
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Arbitron collects nationa1 audience data which can be matched to the

BAR network adverti sing data. The year 1977 was chosen because it is

the most recent comp 1 ete yea r for whi ch audi ence and advert is i ng data

are available.

The diary is the standard method for collecting television

audience data, but it does have some disadvantages and weaknesses

which should be noted here. Diaries are generally kept by an adult

in the househo 1 d, so the TV vi ewi ng of chi 1 dren may not be accurate ly

reported. It may be possible that children s TV viewing is under-

reported in the diary, particularly Ihen TV viewing is done by the

child alone and no adults are present to record that viewing in the

diary. In addition, some of the reported TV viewing may have been

made on the basis of hearsay, recall, and the esti!nates of the dial'

keeper.

Advertising Data

The advertising information for this study was supplied

by Broadcast Advertisers Reports (BAR), located in New York City.

BAR monitors the audio portion of the three network feed

lines out of Philadelphi Audio tape recordings are made of each

network, during the entire broadcast day, every day of the year. The

BAR staff then listens to these audio recordings and determines the

commerci a 1 s that were on the networks. The information regarding the

commercials, the number of commercials , and the estimates of the dol-

lars expended to purchase the advertising is compiled into BAR Network

Reports These I'eports contain detailed and accurate infor-mation on

the time, amount, and cost of advertising on network programming.
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BAR can only repott what adverti sements went out on the net-

work lines ?nd cannot say that the advertisement appeared on all

station affil iates of the network. For the purposes of this study,

it is assumed that the ads did appear on all affiliated stations and,

in fact, the networks themselves assure the advertisers that the ads

run on all but a tiny minority of network affiliated stations.

terms of estimating the advertising expenditures, BAR received infor-

mation from the networks on the average cost of commercial time for

each network program. Us i ng these average costs, BAR then ca 1 cul ates

an estimated cost for every advertisement on a network program.

BAR advertising information was used for February, May, and

November 1977-- the same months for whi ch Arbi tron suppl i ed audi ence

data for the three lists of television programs. In this way it was

possible to match the audience data for specific programs with the

advert is i ng messages conta i ned wi thi n those programs.

Tabul ation Process

The competitive advertising expenditure information suppl ied

by Broadcast Adverti sers Reports for February, May, and November 1977

was combined with the audience information for each network program

title of interest. The network programs of interest were on two

lists; one list ranked program titles by the percentage of children in

the aud i ence (share) and the second by the number of chi dreni n the

audience (rating). These program ranking 1 ists were suppl ied by

Arbitron (see Appendices B and C).

The advertising and audience information was tabulated for

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

about each ad within each of the 26 product categories was recorded

along with the audience information for each program for the three

lOon ths . At thi s time the gross impressi ons for each ad were computed

and recorded. These program- by- program tabulation forms are contained

in Appendix E. They are separated by month but alphabetized by pro-

gram ti tl e wi thi n each month.

The second step in the tabulation process was to summarize

all adverti si ng i nformati on by product category for each program

across the three months. These product category within- program tabu-

lation forms are contained in Appendix F. They are alphabetized by

program title.

A listing of all programs included for analysis in this study

is contained in Appendix G. The study analyzed 111 different network

programs out of a pos sib 1 e 248 network programs that were a ired 

February, May, and November 1977. Appendi x G conta ins an alphabetized

listing of these programs, indicating the number of commercials, the

amount of time devoted to those commercials, and the advertising dol-

lar expenditures in those programs. As a basis for comparison,

Appendix G also contains the total number of commercials, t'ime devoted

to commercials, and advertising dollar expenditures for the calendar

year 1977 for each program title.

One other point should be made about the tabulation process

to clarify how the advertising and audience 'information was compiled.

Programs were on 1 y inc 1 uded fat' the month in whi ch it was ranked

among the top 50 for child audience share or child audience rating.
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Jr exampl e Capta" n Kanga oo was ran ked a:lloilg the top GO net Jark

rograms by the percentage of chi 1 dren in the aud i ence for all three

months, so all advert is i ng i nforma t i on for the three months lias

included. 8y comparison, Little House on the Prairie was only among

the top 50 network programs ranked by percentage of children in the

aud i ence in May 1977 and not in Februa ry or November. Adverti sing

and audience information for Little House on the Prairie was only

i nc 1 uded for May 1977.

Thi s procedure was also followed when subd i vid i ng the programs

into those programs which have 50%, 30%, or 20% or more children in

the audience. For example, Ark II was among the group of programs

with audiences of 50% or more children in November 1977 but not in

February or May. The adverti si ng and audi ence i nformati on for Ark I I

was only included for November 1977 when analyzing programs with

audi ences of 50% or more chi 1 dren. The same procedure was followed

when subdividing on the basis of the number of children in the audi-

ence.

Projection to Calendar Year 1977

The results whi ch follow in thi s report al"e based on i nforma-

tion for the three months of February, May, and November 1977. As a

result, the advertising and audience information estimates represent

one- fourth of all information for 1977. In one sense, these estimates

may be viewed as a sample of all network advertising and program

audience information aired in 1977; however, this was not a random

sampl e of network pr09rams, nor a random sample of network adverti sing.
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Since the assumption of raQdom sampl ing was not met, no statistical

tests were app 1 i ed to these da ta. On the other hand, since the

information for the three months represents 25% of the year, it is

possible to project to the entire calendar year of 1977 by multiplying

the relevant figures by four to obtain an annual estimate.
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Resul ts

There are two ways to examine the child audience for network

television programs. First, it is possible to examine the child audi-

ence in terms of the proporti on of chi 1 dren in the audi ence.

other words, what percentage of the total audi ence for a network

program is composed of chi 1 dren 2- 11 years? The second method used

to examine the child audience for network programs is to consider the

number of chi ldren in the audience of a network program. The first

method is based on the child audience share and the second method is

based on the child audience rating. These two ways of ana lyzi ng the

child audience form the basis of the analysis of the research results.

The results section is divided into four categories. First,
an analysis of all network advertising is presented. Second , an

analysis is presented by the percentage of children in the audience

and the ki nds of products adverti sed. This analysis is based on the

child audience share. A thi rd analysi s is presented whi ch is based

on the number of children in the audience and the products advertised.

This third analysis is based on the child audience rating. A fourth

analysis considers the gross impressions for various child audience

shares and rati ngs.

Network Television Adverti sing

Before discussing the nature of advertising on programs with

large child audiences, it is appropriate to describe the make-up of

network adverti si ng as a whol e for the three months of 1977. Tabl e I
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displays the number of com ercials and total amount of dollars

expended to purchase the advertising for each of the 26 product

categori es on a 11 network programs. Tab 1 e I also shows each product

category as a percentage of all network advertising for the three

months.

Several things should be noted about the total amount of net-

work advert is i ng for Februa ry, Nay, and November 1977. First, the

adverti sing of food and beverage products was a 1 i ttl e less than one-

third (31. 4%) of the total number of network commercials. Food and

beverage advertising represented about one- fourth (24. 4%) of all dol-

lars expended in advertising. Second , wi th i n the food and beverage

category, Hi gh 1 y Sugared Cereals compri sed only 2. 5% of the tota 

number of ads en network TV and about 1 % of the total dell aI's expended

on adverti sing. Other Cereals also comprised about 2. 5% of the total

number of commerc i a 1 s and about 2. 0% of a 11 dollars expended on net-

work adverti si n9. Finally, the advertising of Bicycles and Toys

Games , Hobbycraft comprised 4. 3% of the total number of commercials

and 2. 6% of the total network advertising expenditures.

These figures for the total network advertising for' the three

months of 1977 can be compared , for exampl e, wi th network programs

that had 50% or more chi 1 dren in the audience. I n network programs

that had audiences with 50% or more children, 58. 1% of the commer-

cials were for food and beverages and 35. 6% were for Bicycles, Games,

Toys, and Hobbycra,ft. This comparison serves as an introduction to

the following detailed analyses of advertising within programs with

high child audience shares and ratings,
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TALE 1. Total Network Advertrsrng tor t'ebruar, May, Nover 1." II ana Fercem:age or
Total for Selected Product Categories.

All Netwrk
Program

Product Category
No. of

Comn
$EST
(000)

% of
Total
COmT

% of
Total

Oter Cereals 1449 19699.

Highly Sugared 1365 10532. 1.1
Cereals

Beer, Wine, Mixers 1373 36282.

Desserts & Dessert
Ingredients 1115 12923. 1.3

Cady 921 9398. 1. 7 1.0 

I 6 Appetizers Snacks,
Nuts 627 8606. 1.1

Non-Carbonated
Beverages 590 7376. 1.1

Fruit Juices 318 3869.

----

Cakes , Pies
Pastries 245 2975.

10. Crackers 214 3246.

Ill. p.egular Gu 240 3987. 0.4

12. Cookies 1748.

19013. Regular Carbonated 4563.
Beveruges

1---114. Diet Carbonated
Beverages 128 2426.
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Ttu?.l 1-. .lULA.L L\leL:WUrK 1-OVen:lSlng ror l"eDruary 1 lYldY 1 l\lUVeHlueL' .L:J" ctllU eLCelll.d 1; U.L

CONTINED Total for Selected Product Cate90 ies

Prouct Category

Sugarless Gu

16. Canned F:L-m t

Jl7. Rasins

18. Ice Cram

19. Fresh Frut

20. All Oter Foo &
Beverage

fl'otal Foo 
& Beverage

24.

25.

26.

21. Gas , Toys &
Hobbycraft

No. of
Conr

22. IPJ1tal Supplies

8287

2280

570

555

109

34531

Yrotal Non-Food Advertising

23. Restaurants &
Drive-Ins

F=twear

Bicycles

All Oter Advertising

38144

55591

All Netwrk
Program

$ EST
(000)

125 2179.

688.

393.

12.

19.

108 388.

239 315. 6 J

24672 .

15229.

21579.

1472.

439.

677948.

741341. 3

9806 .

5658

% of
Total
Ccm

14.

---

31.

1.0

1.0

62.

68.

100.

% of
'Ital

11.

--,

24.

1.6

69.

75,

+=c=:==:
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I!. Share (Percentage of Ghildren in Audience)

For illustrative purposes, the analysis provided below

addresses three levels of audience share. These 1 eve 1 s are: 50% or

more of the total audience is composed of children 2- 11 years , 30% or

more of the audience is children 2- 11, and 20% or more of the audience

is children 2- 11. These 1 eve 1 s were se 1 ected after a close exami na-

tion of the child audience share rankings provided by Arbitron (see

Appendix B). In each case, for all three sweeps (February, May,

November), the data had fairly clear divisions at these child audience

shares, 50%, 30%, and 20%. Each of the child audience share levels is

addressed separately.

50% or More Children in Audience. The maj or quest ions to

be answered in thi s secti on are: (a) When arc these pregrams shown

on network TV and how many programs are included? (b) What percentage

of each product category is advert i sed in these programs? and

(c) What kinds of products are advertised in programs with audiences

composed of 50% or more chi 1 dren 2- 11?

The network programs wi th 50% or more chi 1 dren in the aud i ence

with one exception were all shown on the networks on Saturday and

Sunday mornings between the hours of 8:00 a. m. and 1 :00 p. m. (EST) in

all three months. The si ngl e excepti on was Capta i n Kangaroo , whi ch

averaged over 70% children in the audience and is shown Monday through

Friday from 8:00- 9:00 a. m. (EST).

The total number of different programs across the three

months which met the 50% or more children in the audience criterion
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was 44, out of a total of ?48 programs. The audi ences for these pro-

grams ranged between 51. 3% and 75. 5% chi 1 dren 2- 11 years of age.

The data in Table II provide a listing of the 14 product

categories advertised in programs with 50% or more children in the

aud i ence. During the three months of February, May, and November 1977

there were 3, 707 ads in these programs amounti ng to an ad expenditure

of $25 624, 800. Nearly 60% (58. 1%) of these ads were for Foods and

Beverages and the remaining 40% (41. 9%) for Non-Food products. Withi n

the Food and Beverage group of products, Highly Sugared Cereals com-

prised over one- fourth (26. 9%) of all ads, followed by Candy (12. 7%).

In the Non- Food group of advertising, over one~ third (35. 0%) of all

ads was for Games, Toys, Hobbycra ft.

Tabl e I I i ndi cates the ki nds of products adverti sed in pro-

grams wi th audi ences composed of 50% or more chi 1 dre Table III

indicates the percentage of each product category that was advertised

in these programs versus those products advert i sed in a 11 other net-

work programs. Over hal f of all network ads for three of the product

categories were in programs with over 50% children in the audience:

Highly Sugared Cereals (73. 0%), Candy (51%), and Games, Toys, Hobby-

craft (56. 8%). Only four other product categories had over 20% of

a 11 commerci a sin these programs. They were Footwear (23. 9%),

Cookies (32. 21), Regular Gum (24. 2%), and Bicycles (23. 2%).

Another way of vi ewi ng the data in Tabl e I I lis to note what

was not advertised in these programs or at leist not advertised in

significant amounts. For example, there were no adverti sements for

Desserts and Dessert Ingredients, Ice Cream, Fresh Fruit, Raisins,
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.Lil, 11. product Categorj, es Represented in Network IV Progam with 50% or !!re Children
in Audience.

Netwrk Progam
50% + Child Audience

Product Category % of % of
No. of $ EST Tota Total

(000) Cor

Highly Sugared
Cereals 997 5741.1 26. 22.

Cady 469 4059. 12. 15.

Oter Cereals 226 1401. 3

Reguar Gu 404. 1.6 1.6

Non-cbona tad
Beverages 417. 1.5 1.6

Cookies 280. 1.3 1.1

Cakes, pies &
Pastries 154.

All Oter Foo &
Beverage 288 1735.

Total Foo & Beve age 2154 14194. 58. 55.

GaIS, TOy
Hobbycraft 1296 8483. 35. 33.

10 Restaurants &
Dri ve- Ins 105 20750

11. Footwear 168.

12. Bicycles 49..

13. Dental Supplies

/..
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Netwrk Program
50% + Chld Audience

ProductCategory % of % of
No. of $ EST Total Total

(000)

14. All Oter Advertising 625.

rota1 Non-Foo 1553 11430. 41.9 44.

I'AL 3707 25624. 100. 100.

5662



TABLE III. Product Category Comparisons of ' Network TV Programs with 50% or more
Children in Audience with All Network TV Programs (February, May, November).

Network PLOgS. All Network Percentage of
Product Category 50%+ Child Progr ams Commercials Dollan

Audience in Programs with 50%
more Chi

No. EST No. EST ES1

Coru (000) Comm (000) Comm

Footwear 168. 109 1472. 23. 11. 5

Dental Supplies 27. 570 15229. 1.8

Desserts & Dessert
Ingredients 1115 12923.

Highly Sugared
Cereals 997 5741.1 1365 10532. 73. 54.

Other Cereals 226 1401. 1449 19699. 15.

Ice Cream 12.

Fresh Fruit 19.

Raisi.lls E,l 393.

Canned Fruit 688.

10. Cakes, Pies,
Pastries 154. 245 2975.

11. Cookies 280. 146 1748. 32. 16.

12. Crackers 214 3246.

13. Fruit Juices 318 3869.

14. Candy 469 4059. 921 9398. 51.0 43.

15. Regular Gum 404. 240 3987. 24. 10.

16. Sugarless Gum 125 2179.

17. Appetizers, Sna cks
Nuts 627 8606.

18. Regular Carbonated
Beverages 190 4563.

9' 0.J -----

.---- - ._---_ -- --
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TABLE III. Product Category Comparisons of Network TV Programs with 50% or more
CONTINUED Children in Audience with All Network TV Programs (February, May, November).

Network Progs. All Network Percentage of
Product Category 50%+ Child Commercials & Dollan

Audience in Programs "lith 50%
or more Children in Aut:

No. EST No. $ EST % of % of ES'

Comm (000) Comm (000) Comm

19. Diet Carbonated
Beverages 128 2426.

20. Non-Carbonated
Beverages 417. 590 7376.

21. Bicycles 49. 439. 23. 11. 3

22. Games, Toys
Hobbycraft 1296 8483. 2280 24672. 56. 34.

Restaurants
Drive- Ins 105 2075. 555 21579. 18.

---

Beer Hine, Mixers 1373 36282.

25.

__,__-- --~-,

All Other Food
Beverages 288 1735. 8287 108388. 1.6

All Other Advertising
Except Food
Beverages 625. 34531 677948.
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Canned Frui t, Crackers, Frvi t Jui ces, Sugarl ess Gum, Appetizers,

Snacks, Nuts, Regular or Diet Carbonated Drinks , and , of course, no

Beer, Wi ne or Mi xers. The percentage of Dental Suppl i es adverti si 

in these programs was ins i gnifi cant. Only 1. 8% of all Dental Supplies

advertising on network programs was included in programs with 50% or

more children in the audience.

30% or More Children in Audience. Programs wi th 30% or

more children in the audience tended to be concentrated on Saturday

and Sunday (93% of all pr09rams were shown on Saturday and Sunday).

In fact, with five exceptions, all programs had starting times between

7:30 a. m. and 1 :00 p. m. (EST) on Saturdays and Sundays. The excep-

tions were Captain Kangaroo, Jungle Book (Friday, 8:00 p.

Happy Days-- Daytime U'londay- Friday, 11:00 or 11:30 a. ), and Here

Lucy (Monday- Friday, 10:00 a. Only one program, Jungle Book, was

shown during prime time. The tota 1 number of network programs wi 

30% or more chi ldren in the audience was 56 (out of a total of 248

programs) across the three months of February, May, and November 1977.

The number of programs wi th 50% or more chi 1 dren in the audi ence was

44, compared with 56 that had 30% or more children in the audience.

In other words, only 12 additional programs had between 30% and 50%

child audience shares.

Table IV contains the 21 product categories advertised in

programs with audiences of 30% or more children 2- 11. There were

561 ads in programs having 30% or more children in the audience.

The 60- 40 spl it between Food and Beverage advertising and Non- Food

adverti ing was maintained in these programs. About one- fourth
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Chldren in Audience.

Netwrk Program
30% + Chld Audience

Product Category % of
No. of $ EST Total Total
Cor (000) Comn

Highly Sugared
Cereals 1106 6506. 24. 20.

Cady 553 4563. 12. 14.

Oter Cereals 259 1573.

Non-cbonated
Beverages 589. 1.8 1.8

Regular Gum 469. 1.5 1.5

cpkies 320. 1.2 1.0

Appetizers, Snacks
& Nuts 365. 1.0 1.1

Caes , pies
& Pastries 181. 9

Desserts & Desser
Ingredients 72.

10. Frut Juices 46.

11. Sugarless Gu 20.

12. Crackers 11.

13. Regular Cabonated
Beverages 11.0

14. Diet Carbonated
Beverages
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':eJJL-CU J.U L'IeL.WULK. TV .tn.;gTams Wl1: .,U'f or ITre
CDNTIN Children in Audience.

Network Program
30% + Child Audience

Prouct Category % of
No. of $ EST Total Total

(000) Corr

15. All Oter Foo
& Beverage 445 2667.

Total F=d & Beverage 2664 17404. 58. 54.

Gams, Toys
& Hobbycraft 1457 9870. 31.9 30.

17. Restaurants &
Dri ve- Ins 124 2356.

18. F=twear 173.

19. Bicycles 49.

20. Detal Supplies 48.

21. All Oter Advertising 252 2288.

Total Non-Foo 1897 14787. 41.5 46.

'IAL 4561 32192 . 5 99. 100.
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(24. 2%) of all advertisin in these programs was for Highly Sugared

Cereals and about 32% for Games, Toys, Hobbycraft. The on yother

product category with a significant amount of advertising in these

programs was Candy, wi th 12. 1 % of a 11 ads.

The data in Table V provide a listing of all product cate-

gori es and present the number of commerci a I s and the doll ars expended

for products adverti sed in network programs (February, May, November)

with 30% or more chi Idren in the audience. The number of commercials

and the amount of dollars expended to purchase the commercial time are

expressed as a percentage of all advertising on network TV for those

product categori es for three months.

Those product categori es wi th over half of thei r total net-

work commercials in programs with 30% or more children in the aDdience

were Highly Sugared Cereals (81. 0%), Candy (60. 0%), and Games, Toys,

Hobbycraft (63. 9%). These are the same product categories that had

over half of their network commercials in programs with 50% or more

chi I dren in the audi ence. Those product ca tegori es wi th between

20% and 50% of their commercials in programs with 30% or more children

in the audience were Footwear (24. 8%), Cookies (36. 3%), Regular Gum

(28. 8%), Bicycles (23. 2%), and Restaurants and Drive- Ins (22. 3%).

other words, only Restaurants and Drive- Ins is added to the list of

adverti sers in programs wi th 30% or more chi 1 dren in the aud i ence as

compared to 50% or more children in the audience.

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

or Beer, Wi ne or Mi xers advertised in these programs. Most other
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TABLE V. Product Category Comparisons of Network TV Programs with 30% or more
Children in Audience with All Network TV Programs (February, May, November).

Network Progs. All Network Percentage of
Produc t Ca tegory 30%+ C11ild Programs Commercials & Dollar,

Audience in Programs "ith 30%'
Children

No. EST No. $ EST % of $ EST

Comm (000) Comm (000) Coru

FDa tHear 173. 109 1472. 24. 11.8

Dental Supplies 48. 570 15229.

Desserts & Dessert
Ingredients 72. 1115 12923. 1. 3

Highly Sugared
Cereals 1106 6506. 1365 10532. 81. 0 61. 8

Other Cereals 259 1573. 1449 19699. 17.

Ice Cream 12.

Fresh Fruit 19.

393.Rais ins

Canned Frui t 688.

10. Cakes, Pies
Pastries 181. 9 245 2975.

Cookies 320. 146 1748. 36. 18.

Crackers 11.0 214 3246.

Frui t Juices 46. 318 3869. 1. 2

Candy 553 4563. 921 9398. 60. 48.

Re,gular Gum 469. 240 3987. 28. 11.8

Sugarless Gum 20. 125 2179.

~~~~

Appetizers Snacks
Nuts 365. 627 8606.

Regular Carbonated
Beverages 11. 190 4563. 1.1
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TABLE V. Product Category Comparisons of Network TV Programs with 30% or moreCOn D Children in Audience with All Network TV Programs (February, May, November).

Network Progs. All Network Percentage of
Product Category 30%+ Child Programs Commercials & Dollars

Audience in Programs with
Children

No. EST No. $ EST EST
Carom (000) Comm (000) CornIa

19. Diet Carbonated
Beverages 128 2426.

20. Non- Carbonated
Beverages 589. 590 7376. 13.

21. Bicycles 49. 439. 23. 11. 3

22. Games Toys
Hobbycraft 1457 9870. 2280 24672. 63. 40.

23. Restaurants
Drive- Ins 124 2356. 555 21579. 22. 10.

-~----

Beer Wine Mixers 1373 3628,2.

25. All Other Food
Beverage 445 2667. 8287 108388.

26. All Other Advertising
Except ",ood
Beverage 252 2288. 34531 677948.
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products were adverti sed iF ins i g ni fi cant amounts, except Other Cereal 

(17. 9%) and Non-Carbonated Beverages (13. 6%).

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

different programs across the three months which had 20% or more

chi 1 dren in the audience was 75 out of 248 programs. This compares

wi th 44 programs wi th 50% or more chi 1 dren in the audi ence and 56 d i f-

ferent network programs that had 30% or more children in the audience.

Nearly three- fourths (71%) of these 75 programs had starting times

between 7:30 a. m. and 1 :00 p. m. on Saturdays and Sundays. Ei ghteen

programs (241;) were shOlvn in prime time and had starting times from

7: 00 to 8: 30 p. m. (EST).

Tab 1 e VI i ndi cates the 24 product categori es adverti sed in

programs with 20% or more children in the audience. In these programs

the division of Food and Beverage advertising and Non- Food advertising

is about evenly spl it: 52. 0% of all ads were for Food and Beverage

products and 48% for Non- Food products. The advertising expenditures,

however, are not equal, with about 60% of the advertising expenditures

for Non- Food products and about 40% for Food and Beverage products.

Those product categori es wi th the 1 argest proportions of

their products advertised in programs with 20% or more children

were: Games, Toys, Hobbycraft (23. 5%), All Other Adverti sing (20. 0%),

Hi ghly Sugared Cereal s (17. 7%), Other Food and Beverage (12. 0%), and

Candy (9. 6%).

Table VII provides a 1 isting of all product categories and

notes whi ch product categories were adverti sed in programs havi 

20% or more children in the audience. In addition, these product
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TALE VI. Product Categories Represented in Network 'I Progam with 20% or more
Children in Audience.

twork Proam
20% + Chld Audience

Prouct Category % of % of
No. of $ EST Total Total
Com (000) Com

Highly Sugard
Cereals 1120 7026. 17.

Cady 60B 57B2. 2

Oter Cereals 30B 3260.

Non-cbonated
Beverages 105 1477. 1. 7 1.6

Regular Gu 1022. 1.4 1.1

ApPtizers, Snacks
& Nuts 7B3. 1.1

Dessert & Dessert
Ingredients 1575. 1.0 1. 7

Cookies 5BB.

Caes, Pies
& Pastries 3B7.

10. Reguar Cabonated
Beverages 653.

11. Frut Juices 16B.

12. Beer, Wine, Miers 549.

13. Sugarless Gu 299.

14. Crackers 358.
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CC1NrIN Children in Audience.
TV r'rograms W1L'l LU or rrore

Netwrk Program
20% + Child Audience

Product Category % of
No. of $ EST Total Total

Conm (000) Crn

/15. Raisirs 45.

Diet Carbonated
Beverages 163.

Calmed Frut 47.

All Oter Foo
& Beverages 761 11661. 3 12. 12.

Irtal Foo & Beverage 3290 35851. 8 52. 39.

Garnes , Toys =- 11.& Hobbycra.ft 1488 10874.

20. Restaurants &
Drive-Ins 182 5965.

21. Detal Supplies 1098. 1.2

22. Footwar 292.

23. Bicycles 49. D. 

40.24. All CYJ1er Advertising 1268 37507. 20.

Total Non-Foo 3044 55787. 48.

6334 91639. I;TOrAL
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TAELE VII. Product Category Comparisons of Network TV Programs with 20% or more
Children in Audience with All Network TV Programs (February. May, November).

Network F'rogs. All !,etHork Percentage of
Product Category 20% Child Programs Commercials & Dollan

Aud ience In Programs with 20%
('hi 1 

No. $ EST No. EST % of EST

Comm (000) Comm (000) Comm

Footwear 292. 109 1472. 27. 19.

Dental Supplies 1098. 570 15229.

. j

Desserts & Dessert
Ingredients 1575. 1115 12923. 12.

Highly Sugared
Cereals 1120 7026. 1365 10532. 82. 66.

Other Cereals 308 3260. 1449 19699. 21. 3 16.

Ice Cream 12.

Fresh Fruit 19.

Raisins 45. 393. 17. 11. 6

Canned Fruit 47. 688. 1.5

10. Cakes, Pies
Pastries 387. 245 2975. 13.

Cookies 588. 146 1748. 40. 33.

Crackers 358. 214 3246. 11.

Fruit Juices 168. 318 3869. 1,.

Candy 608 5782. 921 9398. 66. 61.

Regular Gum 1022. 21,0 3987. 37. 25.

Sugarless Gum 299. 125 2179. 10. 13.

Appetizers, Snacks
Nuts 783. 627 8606. 10.

Regular Carbonated
Bever ages 653. 190 4563. a 14,
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TABLE VII. Product Category Comparisons of Network TV Programs Idth 20% or more
CONTINUED Children in Audience with All Network TV Programs (February, May, NovembGr),

Product Category

19. Diet Carbonated
Beverages

20. Non- Carbonated
B ever ages

21. Bicycles

22. Games , Toys,

Hobbycraft

23. Restaurants &
Drive- Ins

24. Beer , Wine, Mixers

25. All Other Food &
Beverage

26. All Other Advertising
Except Food &
Beverage

1 .
Network Progs.

20% Child
Audience

No. of
Comm

105

1488

182

761

1268

$ EST
(000)

163.

1477.

49.

10874.

5965.

51,9.

11661. 3

37507.

No. of
Comm

2280

1373

8287

34531

128

590

555

All Network
Programs

$ EST
(000)

2426.

7376.

439.

24672.

21579.

Percentage of
Commercials & Doll ars
In Programs with 20%
or more Children

% of
Comm

% $ EST

17. 20.

23.

I 27.

J=1
5--

11.

65. 24.

32.

36282 :5 "12'-

08388.

77948.

5675

10.



categDries are compared with the advertising contained in all netwDrk

programs for the same period of time (February, May, November 1977).

Nearly all 26 of the product categDries are represented in

these programs. Only two, Ice Cream and Fresh Fruit, had no adver-

tising in these network programs. Once again, Highly Sugared Cereals

(82. 1% of all cDmmercials fDr this prDduct category), Candy (66. 0%),

and Games, T DYS, HDbbycra ft (65. 3%) a 11 had more than 50% Df thei r

commercials in prDgrams having 20% or mDre children in the audience.

The foIl Dwi ng product categori es had between 20% and 50% 

all of their network TV commercials in programs with audiences com-

posed of 20% or more chi 1 dren: Footwear (27. 5%), Other Cereal s

(21. 3%), Cookies (40. 4%), Regular Gum (37. 5%), Bicycles (23. 2%), and

Restaurants and Orive- Ins (32. 8%). Dental Suppl ies, Desserts and

Dessert Ingred i ents, Canned Fruit, Cakes, Pi es and Pastri es, Crackers,

Fruit Juices, Regular and Diet Carbonated Drinks, and Beer, Wine

and Mi xers all had 1 ess than 10% of thei r tDtal network adverti si ng

in prDgrams wi th 20% Df more chi 1 dren in the audi ence.

Summary: Share Df Audience In comparing the three 1 evel s of

child audience share, several points shDuld be noted. Fi rst, three

prDduct categori es stand Dut as havi ng mDst Df thei r cDmmerci a 1 s CDn-

centrated in prDgrams attracting 20% Dr mDre children in the audience.

These categDries are Highly Sugared Cereals, Candy, and Games, TDYs,

HDbbycra ft. In a 11 three ana lyses, these prDduct categDri es had more

than hal f Df all cDmmerci al s Dn network TV in the programs Df interest.

Second , as the child audience share decreases the number of

prDduct categori es represented in the programs increases. In other
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words, in programs wi th a audi ence composed of 50% or more chi 1 dren

there are fewer product categories advertised than in programs having

30% or 20% or more children in the audience.

Another way of expressing this point is to compare the dis-

tribution of advertisements in network programs with different child

audience shares. Table VIII contains such a comparison. The first

row of Table VIII displays the distribution of selected product ads

for all network programs shown during February, May, and November 1977.

The second row shows the proportions of ads for the same product

categories for programs having 20% or more children in the audience.

The third and fourth rows display the same data for programs having

30% or more and 50% or more children in the audience. As the child

audience share increases, the proportion of ads for Highly Sugared

Cereals, Candy, and Games, Toys, Hobbycraft, and Dicycles increases.

Also , when the child audience shares increase the advertising of all

other products decreases from 43. 1 % of all adverti sing wi th 20% or

more children in the audience to about 20% of all advertising when

half or more of the audience is composed of children. Bar graphs

depi cti ng some of these rel ati ons hi ps are conta i ned in Appendi x H.

Third, most of the programs in which children comprise a

significant share of the audience are shown on Saturday and Sunday

morning. This is certainly true for the 50% and 30% or more child

audience shares. It is somewhat less true for the 20% or more child

aud i ence sha re.

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

more to 20% or more, the proportion of the estimated dollars expended
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to purchase the advertisi g increases. For example, in those programs

with 50% or more children in the audience, about hal f of the total

dollars devoted to advertising Highly Sugared Cereals was expended.

In comparison, when the child audience share decreased to 20% or more

children in the audience, two- thirds of all dollars expended on Highly

Sugared Cereals was spent in these programs. The likely explanation

for thi s increase is due not on ly to an increase in the number of pro-

grams and commercials, but also due to the fact that prime time pro-

grams have substantially higher advertising rates than programs shovm

on Saturday and Sunday mornings and a number of prime time programs

are included in the 20% or more child audience share group of programs.

On the other hand, only one prime time program appears in the group of

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

II 1. Rating (Number of Children in Audience)

A second way of addressing the child audience for network

programs is to examine what products are advertised when a certain

number of children are in the audience. Thi s section analyzes net-

work programs by the chi 1 d audi ence rati ng, Dr the total number of

children 2- 11 in the audience. Arbi tron has ranked the top 50 net-

wcrk television programs by the number of children 2- 11 in the audi-

ence. The titles of these programs and relevant audience information

are contained in Appendix C.

In February, t.lay, and November 1977 the highest child (2- 11)

ratin9 for any network program was 47; in other wo ds, 47% of all

children in the United States watched the program. The median child
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rating for the top 50 programs ranked by Arbitron was 13.

ex ami nati on of the chi 1 d aud i ence ratings for the programs ranked by

Arbitron revealed three breaks which seemed appropriate to analyze.

The first division was made when the child audience for pro-

grams contained 8 000, 000 or more children. Accordi ng to Arbi tron,

a program having 8, 000, 000 children in the

audience rating of from 23. 8 to 24.
14 A

audience would have a child

second division was con-

structed when the number of chi 1 dren in the aud i ence was 5, 000, 000 or

more, or a child audience rating of 14. 9 to 15. The third and final

di vi s i on was constructed when the chi 1 d audi ence was 3 500, 000 or

more, with a rating of 10. 4 to 10. Each of these 1 eve 15 of the

number of children in the audience is addressed separately.

000, 000 or More Children in Audience On network tele-

vision in February, May, and November 1977 there were only nine dif-

ferent programs which had 8, 000, 000 or more children in the audience

out of a total of 248 programs. These programs were Happy Days,

Laverne and Shirley, Donny and Marie Osmond Show, Bionic Homan, Six

illion Dollar Man, \'Ionderful Vlorld of Disney, Welcome Back , Kotter,

Hardy Boys/Nancy Drew 1ystery Hour, and Hhat' s Happening. A 11 of

these programs were shown in prime time and had starting times of

between 7:00 and 8:30 p. m. (EST). Only three of the nine programs

were shown on Saturday or Sunday evening, with the remainder distrib-

uted throughout the week.

The product categories advertised in these programs are

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

Beverage and Non-Food adverti sing. One- third of the advertising in
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Network proam With
000, 000 + Chldren

Proct Category in Audience
% of % of

No. of $ EST Tota Total
(000) Ccm

Oter Cereals 881. 5

Cady 555.

Desserts & Dessert
Ingredients 773.

Regular Cabonated
Beverages 379. 1.5 1.3

Ber, Wine, Hixers 219. 1.5

Highly Sugared
Cereals 237.

Non-Cabonated
Beverages 178.

Cookies 139.

Sugarless Gum 150.

Apj:tizers Snacks
& Nuts 131. 8

11. Diet Cabonated
Beverages 111.

12. Crackers 83.

13. Reguar Gu 146.

Ca2S I Pies
Pastries n,, \JO""
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TALE IX, Product Categories Represented ih Netwrk TV Program with 8 000 000 or rrreCON'fIN Chldren in Audence.

Netwrk Progam With
000 000 + Chldr

Prouct Category in Auence
% of % of

No. of EST Total Total
(000)

15. Canned Frt 47.

16. All Oter Foo
& Beverage 4185. 17. 14.

Total Foo & Beverage 177 8314. 33. 29.

17. Restaur3Its &
Dri 'Je- Ins 1985.

18. I:tal Supplies 648.

19. Gas, Tos
& Hobbycraft 424. 1.1 1.5

20. All Oter Advesing 312 17135. 58. 60.

Total Non-Foo 360 20192. 67. 70.

TOAL 537 28506. 100. 100.
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programs with 8, 000, 000 o more chi ldren in the udience was for

Food and Beverage products. Two- thirds was for Non- Food advertising.

Thi s di vis ion between Food and Beverage products and Non-Food products

is nearly identical to that for all netvlOrk advertising (see Table 1).

In other words, these programs, in terms of their Food and Beverage

and Non- Food advert i sing, tend to be representa ti ve of a 11 network

programs. Nearly 80% of all advertising in these programs was for

Other Food and Beverage advert is i ng or Other Adverti si ng. Restaurants

and Dri ve- Ins have 4% of the total number of commerc i a 1 s in these

programs, foll owed by Other Cereals (3. 1%), Dental Suppl ies (2. 4%),

and Candy (2. 2%) . All other product categori es account for 0% or

less of the total amount of advertising in these programs.

Table X provides a listing of all 26 product categories and

notes whi ch product categori es were incl uded in programs having

000, 000 or more children in the audience for the three months.

Twenty of the 26 product categories were represented in the nine pro-

grams. Footwear, Ice Cream, Fresh Fruit, Raisins, Fruit Juices, and

Bi cycl es were not adverti sed in these programs duri ng the three months.

As can be seen from Table X, none of the product categories had large

proportions of their total ads for the three months in these programs,

which is not surprising since only nine programs were included. Only

the product category of Restaurants and Drive- Ins had over 5% of its

ads in programs having 8, 000, 000 or more children. Most product cate-

gories had less than 2. 0% of their ads in these programs.
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TABLE X. Product Category Comparisons of Network TV Programs with 8 000 000
(Child Audience Rating of 23. 24. 9) Children in Audience with All
TV Programs (February, Nay, No

)',

or more
Network

Netlwrk !'rogs. All Network Percentage of
Produc t Category Child Audience Programs Commercials & Dollar

of 8 000, 000+ in Programs 'ith
000 000+ Children

No. EST No. EST % of % of $ EST
Comm (000) Comm (000) Comm

Footwear 109 1472.

Dental Supplies 648. 570 15229.

Desserts & Dessert
Ingredients 773. 1115 12923. 1.0

Highly Sugared
Cereals 237. 1365 10532.

Other Cereals 881. 1449 19699. 1.2

Ice Cream 12.

Fresh Fruit 19.

Ra is ins 393.

Canned Fruit 47. 688. 1.5

10. Cakes Pies
Pas tries 88. 245 2975.

11. Cookies 139. 146 1748.

12. Crackers 88. 214 3246.

13. Fruit Juices 318 3869. O. 

14. Candy 555. 921 9388 . 0 1. 3

Regular Gum 146. 240 3987.

Sugarless Gum 150. 125 2179.

Appetizers, Snacks
Nuts 131. 8 627 8606.

Regular & Carbona ted
379. 190 4563. 0 -Be1Jera?cs I..

--"
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TABLE X.
mNrIN

Product Category Comparisons of Network TV Programs with 8, 000 000
(Child Audience Rating of 23. 24. 9) Children in Audience with All
TV Programs (February, May, November).

or more
Network

Network Progs. All Network Percentage of
Product Ca tegory Child Audience Programs Commercials & Dollar

of 8, 000 000+ in Progra with
, 000, 000+ Children

No. $ EST No. $ EST % of $ EST

Comm (000) Comm (000) Comm

19. Diet Carbonated
Bevera ges 111. 128 2426. 1. 6

20. Non-Carbona ted
BevErages 178. 590 7376.

21. Bicycles 439.

22. Games ) Toys
Hobbycraft 424. 2280 24672. 1. 7

23. Res taurants &
Dri ve- Ins 1985. 555 21579.

24. Beer , Wine, re..xers 219. 1373 36282.

25. All Other Food
Beverages 4185. 8287 108388. 1.1

26. All Other Advertising
Excep t Food &

1677948.
Beverages 312 17135. 34531
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000, 000 Dr More Children in Audience. There were 32

di fferent network programs (out of a tota 1 of 248 programs) on the

air during February, May, and November 1977 with 5, 000, 000 Dr more

chi 1 dren in the audi ence. Of these 32 programs, 8 were on the air on

Saturday morning. The rema i nder, Dr 24 programs, were shown duri 

prime time, with 3 of these programs having beginning times of

9:00 p. m. (EST).

Table XI divides the products advertised in programs with

000 000 or more chi 1 dren in the audi ence into Food and Beverage and

Non- Food advertising. In these programs there is a 60- 40 spl it of

adverti sing, or 60% of a 11 ads were for Non- Food adverti sing and

40% for Food and Beverage products. Wi thin the Food and Beverage

group, the largest product categories were All Other Food and Beverage

ertising (13. 0%), Highly Sugared Cereals (8. 0%), Candy (5. 9%),

Other Cereals (3. 5%), and Beer , Wine, Mixers (2. 2%). All other

product categories represented 1. 5% or less of the advertising in

these programs. In the Non- Food group, All Other Advertising

accounted for 44. 3% of the total ads in these programs, followed by

Games, Toys, Hobbycraft (10.4%) and Restaurants and Drive- Ins (4. 1%).

Tab 1 e X I I provides a 1 i sti ng of a 11 product categori es and

presents the number of conw.ercials and the dollars expended for

categories of products advertised in network programs with 5, 000, 000

or more children in the audience. Twenty- two of the 26 product cate-

gories were represented in these programs. There was no I ce Cream,

Fresh Fruit, Raisins, or Bicycles advertised in these programs. The

product categories with 10% or more of their ads in programs with
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TALE XI. Prouct Categories Represented in Netwrk 'I Progam with 5, 000 000 or
=re Chldren in Audience.

Netwrk Progam with
000 000 + Chldren

p1:)(Juct Category in Audence
% of % of

No. of $ EST Total Total
(000)

Highly Sugared
Ceeals 183 2893.

Cady 134 2521. 7

Oter Ceeals 2891. 3

Beer, Wine, Miers 1869.

Non-Cabonated
Beverages 892. 1.5

Desserts & Dessert
Ingredients 1775. 1.3 1.9

Appetizers, Snacks
& Nuts 824. 1.0

Regular Gu 560.

Cokies 164.

ilO. Regular Caronated
Beverages 740.

Caes, Pies
& Pastries 264.

12. Sugarless Gu 317.

13. Crackers 253.

Frt Juices 238.
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TALE XI; Product Categories Represented in Netwrk TV Programs with 5 000 000 or

CXNJIN ITre Childrn in Audience.

Netwrk Proam with
00Q, 000 + Chldren

Proct Category in Audience
% of % of

No. of $ EST Total Total
(000) Crn

15. Diet Calx:mated
Beverages 206.

Caed Frut 120.

All Oter Foo
& Beverage 297 12626. 13. 13.

Total Foo & Beverage 916 29160. 40. 30.

Gas, Toys
& Hobbycraft 238 4778. 10.

19. Restaurants 

Drive-Ins 4936.

20. IP..ta1 Supplies 1180. 1.0 1.2

21. Footwear 171. 6

22. All Oter Advertising 1014 55535. 44. 58.

Total Non-Foo 1374 66601. 8 60. 69.

I 1OAL

2290 95762. 100. 100.
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TABLE. XII. Product Category Comparisons of Network TV Programs with 5, 000 000
(Child Audience Rating of 14. 15. 5) Children in Audience with All
TV Programs,

or more
Network

Network ' Progs. All I:etwork Percentage of
Product Category Child Audience Programs Commercials & Dol12r'

000, 000+ in Programs with
000 000+ Childr2n

No. EST No. EST % of EST

Comm (000) Comm (000) Comm

FootWear 171. 6 109 1472. 11.

Dental Supplies 1180. 570 15229.

Desserts & Dessert
Ingredients 1775. 1115 12923. 13.

Highly Sugared
Cereals 183 2893. 1365 10532. 13. 27.

Other Cereals 2891. 3 1449 19699. B 14.

Ice Cream 12.

Fresh Fruit 19.

Raisins 393.

Canned Fruit 120. 688. 17.

10. Cakes Pies,
Pastries 264. 245 2975.

Cookies 164. 146 1748. 11. 6

12. Crackers 253. 214 3246.

13. Fruit Juices 238. 318 3869. 1. 3

Candy 134 2521. 7 921 9398. 11,. 26.

Regu12r Gum 560. 240 3987. J 4. a

Sugarless Gum 317. 125 2179. 14.

Appetizers. Snacks,
Nuts 824. 627 8606.

Regular & Carbonated
Bevcrc:("es 740. 190 4563. 16.

S'i



TABLE XII.
CONTINUED

Product Category Comparisons of Network TV Programs with 5, 000, 000
(Child Audience Rating of 14. 15. 5) Children in Audience with All
TV Programs

or more
Network

Network Progs. All Network Percentage of
Product Category Child Audience Programs Commercials & Dolla

of 5, 000 000+ in Programs with
000 000+ Childre

No. $ EST No. $ EST % of % 0 f $ EST

Comm (000) Conn (000) Comm

19. Diet Carbonated
Beverages 206. 128 2426.

20. Non-Carbona ted
Beverages 892. 590 7376. 12.

21. Bicycles 439.

22. Games, Toys
Hobbycraft 238 4778. 2280 24672. 10. 19.

23. Restaurants 
Drive- Ins 4936 . 8 555 21579. 16. 22.

1?4 Beer, Wine Mixers 1869. 1373 36282.1- .

25. All Ot:,er Food &
Beverages 297 12626. 8287 108388. 11.

26. All Othcr Advertising
Except Food 

Beverages 014 55535. 34531 677948.
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000, 000 or more chi Idren" were Restaurants and Drive- Ins (16. 8% of

all ads duri ng the three months), Candy (14. 5%), Hi ghly Sugared

Cereals (13. 4%), Cookies (11. 6%), and Games, Toys, Hobbycraft (10. 4%).

One other interesting point to be made about Table XII is that over

one- fourth of a 11 advert is i ng dollars expended duri ng the three months

for Highly Sugared Cereals and Candy was spent in programs having

000, 000 or more children in the audience.

500. 000 or More Children in Audience. There were 60

network programs on the air during February, May, and November 1977

that had 3, 500, 000 or more children in the audience. Of these pro-

grams, 15 (25%) were shown on Saturday morning and the remainder \ ere

shown during prime time.

Table XIII divides the advertising in programs with 3, 500, 000

or more children into two groups: Food and 8everage and Non-Food.

Food and Beverage advertising accounted for about 42% of all commer-

cia1s and Non- Food had about 58% of all commercials. Withi n the Food

and Beverage group, All Other Food and Beverage advertising comprised

12. 5% of all commercials, followed by Highly Sugared Cereals (9. 0%),

Candy (7. 6%), Other Cereals (3. 4%), and Beer, Wine, Mixers (2. 1%).

The rema i nder of the product ca tegori es compri sed about 1. 5% or 1 es 

of the tota 1 ads in these programs. In the Non- Food group, All Other

Advertising accounted for 39. S% of all ads, followed by Games, Tcys,

Hobbycraft (13. 1%) and Restaurants and Orive- Ins (4. 1%).

Table XIV lists all 26 product categories and indicates the

percentage of all ads for each product category contained in programs

having 3, 500, 000 children in ths audience. Three product categories
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TABLE XIII. ' Product Categories Represented in Network 'I Proam with 3, 500 000 or

CONTIN rrre Children in Audence.

Nel-wrk Proam With
500, 000 + Chldren

Prouct Category in Audence
% of % of

No. of $ ES Total Total
(000)

15. Fru t Juices 278.

-16. Caed Fr t 120.

-,7. All oter Foo
& Beverages 484 16558. 12. 12.

Total Fo & Beverage 1624 41074. 41.9 30.

Gas, Toys,
& Hobbycraft 507 8100. 13.

19. Restaurctts &
Drive-Ins 159 7211. 7

20. Cental Supplies 2285. 1.1 1. 7

21. Footwear 206.

22. All Oter Adrtising 1533 77423. 39. 56.

Total Non-Foo 2253 95227. 58. 69.

'Il'AL 3877 136301. 6 100. 100.
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TABLE XIV. Product Category Comparisons of Network TV Programs with 3 500, 000

(Child Audience Rating of 10. 4-10. 9) Children in Audience with All
TV Programs.

or more
Network.

Network 'Progs. All Net"ork Percentage
Product Category Child Audience Programs Commercials & Dollar

500 000+ in Programs wi 

500., 000+ Children

No. $ EST No. EST % of EST

Comm (000) Comm (000) Comm

Footwear 206. 109 1472. 10. 14.

Dental Supplies 2285. 570 15229. 15.

Desserts & Dessert
Ingredients 2176. 1115 12923. 16. R

Highly Sugared
Ce reals 348 4564. 1365 10532. 25. 43.

Other Cereals 133 3680. 1449 19699. 18.

Ice Cream 12.

Fresh Fruit 19.

Raisins 393.

Canned Fru it 120. 688. 17.

10. Cakes Pies,
Pastries 381. 2 245 2975. 12.

11. Cookies 315. 146 1748. 23. 18.

12. Crackers 587. 214 3246. 18.

13. Fruit Juices 278. 318 3869. 1. 6

Candy 294 4011. 6 921 9398. 31.9 42.

fl5. Regular Gum 948. 240 3987. 16. 23. S

1'6. Sugarless Gum 416. 125 2179. 19.

1'7. Appetizers Snacks,
Nuts 1058. 627 8606. . 0 01.... J

Regular & Carbonated
Be:veraoes 1113. 190 4563. 12. G 24.
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TABLE XIV.
CONTINUED

Product Category Comparisons of Network TV Programs with 3, 500, 000
(Child Audience Ra ting of 10. 10. 9) Children in Audience with All
TV Programs.

or more
Network.

Network Progs. All Network Percen tage 0 f,
Produc t Ca tegory Child Audience Programs Commercials & Dolla

of 3 000 000+ in Programs with
500, 000+ Children

No. $ EST No. $ EST % of % of $ ES
Corn (000) Comm (000) Comm

19. Diet Carbona t,
Beverages 286. 128 2426. 11.

20. Non-Carbonated
Beverages 1726. 590 7376. 23.

21. Bicycles 439.

22. Games Toys
Hobbycraft 507 8100. 2280 24672. 22. 32.

23. Restaurants"
Drive- Ins 159 7211. 555 21579. 28. 33.

24. Beer , Wine Mixers 2850. 1373 36282.

25. All Other Food &
Beverages 484 16558. 8287 108388. 15.

26. All Other Advertising
Excep t Food &
Beverages 1533 77423. 34531 677948. 11.
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had over one- fourth of a 1 J thei r network ads in these programs:

Candy (31. 9% of all ads), Restaurants and Drive- Ins (28. 6%), and

Highly Sugared Cereals (25. 5%). Product categori es with 10% or more

of all network ads in these programs were: Cookies (23. 3%), Games,

Toys, Hobbycraft (22. 2%), Regular Gum (16. 3%), Regular Carbonated

Beverages (12. 6%), and Footwear (10. 1%). There were no ads for

Ice Cream, Fresh Fruit, Raisins, or Bicycles.

Summarv: Chi ld Audience Rating

When the network programs are analyzed by the number of chil-

dren in the audience, several points should be noted. Fi rst, the

percentage of Food and Beverage advertising and Non-Food advertising

remains relatively constant across the three divisions of 8, 000, 000,

000, 000, and 3, 500, 000 children in the audience. The proport' i ons

shift from one- third Food and Beverage advertising to two- thirds

Non- Food advertising in programs with 8, 000, 000 or more children in

e audience to about 40- 60 in programs with 5, 000, 000 and 3, 500, 000

chi 1 dren in the audi ence.

Second, the product categori es whi ch tend to predomi nate in

these programs are All Other Food and Beverage advertising and All

Other Advert is i ng. It is not until the child audience size gets as

small as 3 500, 000 Dr more that Highly Sugared Cereals, Candy, and

Games, Toys, Hobbycraft get close to or slightly above 10% of all

ads in the programs.

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

the percentage of all network adverti sing for Candy, Hi ghly Sugared

5595
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Cerea 1 s, Res taurants and Dri ve- Ins, ,Cook i es, and , Games, Toys,

Hobbycraft approaches 25% or more.

Finally, as can be seen in Table XV, as the child audience for

programs decreases in number the percentage of advertising of Highly

Sugared Cereals, Candy, and Games, Toys, Hobbycraft, and Bicycles

increases whi 1 e the proport i on of a 11 other adverti sing decreases.

The advertising of Sugared Drinks and Other Highly Sugared Foods

remains relatively constant and is present in about the same propor-

tions as in all network programs. Bar graphs depi cti ng some of these

relationships are contained in Appendix H.

IV. Gross Impress ions

Gross impressi ons is an estimate of the probabl e number of

exposures for adverti si ng messages. It is obtained by multiplying

the number of 3D-second advertisements for a brand product by the

audience for the p m in which the advertisement appeared. . In

this study, these gross impressions were then summed across all brand

products within a product category. Gross impressions were computed

for rel evant product categori es for the three months for chi 1 dren

(2- 11) and all other persons (12 years and older).

Tables XVI, XVII, and XVIII contain the gross impressions for

the product categories represented in programs having 50%, 30%, and

20% or more chi ldren in the audience.

In programs havi ng 50% and 30% or more chi 1 dren in the audi-

ence, the largest categories of gross impressions are for Games, Toys,

Hobbycraft, Highly Sugared Cereals, and Candy (see Tables XVI and XVII).
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TABLE XVI. Comparison of

50%+ Children

Gross Impressions

in Audience.

of Children 2-11 wi th All Other Persons (12+)

Product Category
Children (2:'11) Persons 12+

(000) (000)

Footwear 80, 344 35, 904

Dental Supplies 27, 660 11 , 6:30

Highly Sugared Cereals 359, 177 886, 753

Other Cereals 785, 890 423, 173

Cakes Pies, Pastries 67, 387 37, 544

Cooldes 153, 141 72, 852

Candy 753, 189 026, 817

Regular Gum 214, 161 124, 369

Appetize:rs, Snacks Nuts 108, 337 55, 928

10. Non-Carbonated Bevera2 204, 957 108, 723

Bicycles 61 , 878 24, 757

Games Toys Hobbycl' aft 448 733 892 595

13. Restaurants and Drive-Ins 422 720 273, 265

11.. All Other Food d Beverages 954, 638 590, 355

15.
All Ocher Advertising 314, 436 220, 355
T'V"'P'! 1"nl"" :=.." POU"""Yo:C'pc:
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TABLE XVII.

.r=t

Comparison of Gross Impressions of Children 2-11 with All Other Persons (12+)

30%+ Children in Audience.

Product Category Children (2-11) ns 12+
(000) 000)

Footwear 81, 722 /37, 638

Dental Supplies 39, 152 35, 181

Desserts d Dessert Ingredients 36, 261 74, 015

Highly Sugared Cereal 578 610 150, 073

Other Cereal 850, 595 529, 180

Cakes, Pies, Pastries 76, 50, 045

Cookies 167 89, 861

Crackers ;6, 854 15, 016

Frui t Juices / 25, 975 816

10. Candy 920, 325 258 663

Regular Gwn 234, 692 147 301

Sugarless Gum 15, 524 32, 230

13. Appetizers , Snacks, Nuts 156 925 142 890

14. Regular Carbonated Beveratls 913 051

Non- Carbonated BeVerag 259, 428 196 72815.

16. Games, Toys , Hobby t;ft 786, 275 278 445

Restaur Clts and r;ve- Ins 464, 909 327 05417.

18. All Other Food d Bever ges 128, 318 283, 032

All Other A :tising Except
1 71'1 71719. Food and Bev 1 071. ,
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TABLE XVI. Comparison of Gross Impressions

30%+ Children in Audience.

of Children 2-11 with All Other Persons (12+)

Product Category Chldren (2-11) Persons 12+

(000) (000)

Footwear 81, 722 37, 638

Dental Supplies :3, 152 35, 181

Desserts and Dessert Ingredients 36, 261 74, 015

Highly Sugared Cereal 578, 610 150, 073

Other Cereal 850, 595 ;29, 180

Cakes, Pies, Pastries 76, 585 50, 045

Cookies 167, 556 B9, 1361

Crackers 854 15, 016

Frui t Juices 25, 975 52, 816

10. Candy 920, 325 258, 663

L1. Reguar Gum 234, 692 147, 301

12. Sugarless Gum 15, 524 32, 230

13. Appetizers , Snacks, Nuts 156, 925 142, 1390

14. Reguar Carbonated Beverages 913 12, 051

15. Non-Carbonated Beverages 259, 4213 196, 728

16. Gaes, Toys, Hobby Craft 786, 275 278, 445

17. Restaurants and Drive- Ins 464, 909 327, 054

18. All Other Food and Beverages 128, 318 283, 032

19.
All Other Advertising Except

1 nn 602 1 717, 717Food and Bevera
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Tf,JLE ):'11 II Comparison of Gross Impressions of Children 2-11 with All Other persons (12+)

20%+ Children in Audience

Product Category Children (2-11) Persons 12+
(000) (000)

Footwear 153 90, 159

Dental Supplies 220, 717 575, 993

Desserts and Dessert Ingredients 252, 012 777, 439

Highly Sugared Cereal 668, 775 425, 738

Other Cereals 140, 227 415, 325

Raisins 11, 480 28, 595

Canned Frui t 207 156

Cakes, ries, Pastries 111, 516 151, 885

Cooki es 214, 129 226, 421

1". Crackers 61, 961 192, 245

Frui t Juices 45, 677 111, 775

12. Candy 126, 701 912, 123

13. Reeular Gum 311, 106 24, 034

14. Sugarless Gum 933 226 266

15. Appetizers, Snacks Nuts 221, 295 347, 890

16. Regular Cabona ted Beverages 110, 081 319, 309

17. Di.et Carbonated Beverages 780 99, 602

18. Non-Carbonated Beverages 388 818 603, 196

19. Game s, Toys, Hobbycraft 924, 538 699, 730

20. Restaurants a.'1d Drive- Ins 911 495 667 706

21. Beer Wine, Hixers 973 170, 725

All Other Food end Beverages 004, 237 908 45122.
All OthET Ac.v(?!,tis:Dg

Yl" :'7

):, ;:,- '/'-'

:r2""
090, 769 lO, 9CE.' J23
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It is not until the programs with 20% or more ch i ldren in the audience

are considered that the ads for Other Food and Beverage, All Other

Advertising, and Other Cereals become substantial. This is another

indication that in programs with higher percentages of children in

the audience there is a corresponding restriction on the kinds of

products adverti sed in the programs.

In contrast to the programs with higher (50% and 30%) per-

centages of children in the audience, when the total number of chil-

dren (rating) is considered the gross impressions tend to be

concentrated in ads for Other Food and Beverage and All Other Adver-

tising. These gross impressions are contained in Tables XIX, XX,

and XXI.
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Table XI. Comparison of Gross Impressions of Children 2-11 with All Other
Persons (12+): 8, 000, 000+ Children in Audience.

Product Category Children (2-11) Persons 12+
(000) (000)

Dental Supplies 131, 766 408, 793

Desserts & Dessert Ingredients 129, 817 470, 719

Highly Sugared Cereals 302, 396 596, 605

Other Cereals 323, 655 926, 508

Canned Frui t 16, 701 63, 874

Cakes, Pies, Pastries 45, 641 105, 117

Cookies 19, 389 28, 203

Crackers 24, 429 684

Fruit Juices 27, 499 95, 653

10. Candy 184, 161 386, 410

11. Regular Gu;n 569 78, 750

12. Sugarless Gum 40, 381 123, 963

13. Appetiz.ers, Snack Nuts 42, 227 155, 400

14. Regular Carbonated Beverages 912 227, 070

15. Diet Carbonated Beverages 026 74, 420

16. Non-Carbonated BeoJ'erages 71, 224 124, 988

17. Games, Toys, Hobbycraft 029, 580 376, 219

18. Restaurants & Drive Ins 431, 961 137 971

19. Beer, Wine, r\1ixers 220, 212 863, 276

20. 1'.1 Other Food & Beverages 858 713 356, 193

21. All Other Advertising except 733 134 875, 782
Food and Be'\?erages
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Table XX. Comparison of Gro s Impressions of Children 2-11 with All Other
Persons (12+): 5, 000, 000+ Children in Audience.

Product Category
Children 2- Persons 12+

(000) (000)

Footwear 36, 863 61, 587

Dental Supplies 173 349 558 125

Desserts & Dessert Ingredients 226, 279 810, 445

Highly Sugared Cereals 964, 619 086, 562

Other Ce:-eals 561, 115 342, 617

Canned Fruit 16, 701 63, 874

Cake Pies, Pastries 63, 754 115, 104

Cookies 102 191, 087

Crackers 48, 722 169, 247

10. Fruit Juices 27, 499 95, 653

11. Candy 832, 529 963, 920

12. Regular: Gum 133, 174 231, 01-3

13. Sugarless Gum 58, 727 186, 064

14. Appetizers, Snacks, Nuts 860, 637 390, 299

15. Regular Carbonated Beverages 99, 068 345, 555

16. Diet Carbonated Beverages 35, 316 125, 987

17. Non-Carbonated Beverages 199, 017 376, 146

18. Games, Toys, Hobbycr:aft 447, 489 792, 849

19. Restaurants & Drive Ins 677, 334 688 978

20. Beer, wine, Mixers 338, 151 414, 653

21. All Other Food & Beverages 534, 341 7 I 506, 962

22. All Other Advertising except 423, 470 088, 277
Food nd Beverages
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Table XX . Comparison of Gross Impressions of Children 2-11 with All Other
Persons (12+): 500, 000+ Children in Audience.

Product Category Children (2- 11) Persons 12+
(000) (000)

Footwear 51, 245 68, 999

Dental Supplies 259, 067 055, 430

Desserts & Dessert Ingredients 263, 404 992, 360

Highly Sugared Cereals 625, 075 606, 312

Other Cereals 818, 233 690, 104

Canned Fruit 16, 701 63, 874

Cakes, pies, Pastries 103, 682 157, 275

Cookies 156, 063 249, 251

Crackers 114, 105 355, 290

10. Fruit Juices 31, 094 115, 14,

11. Candy 478, 697 431, 897

12. Regular Gum 206, 487 401, 412

13. Sugarless Gum 66, 053 232, 012

14. Appetizers, Snacks Nuts 9D8, 587 500, 863

15. Regular Carbonated Beverages 141, 365 524, 288

16. Diet Carbonated Beverages 43, 448 167, 195

17. Non-Carbonated Beverages 287, 260 707, 884

18. Games, Toys, Hobbycraft 531, 214 610, 432

19. Restaurants & Drive Ins 935, 719 246, 959

20. Beer, Wine, Mixers 467, 895 247 190

21. All Other Food Beverages 277, 151 653, 525

22. All Other Advertising except 450, 338 38, 449, 562
Food & Bever age 5
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Conclusions

Several conclusions may be drawn from the resul ts of this study:

When discussing the chil d audience for network TV programs

and the children s exposure to advertising in those programs it is

important to make a distinction between programs having a large percen-

tage of children in the audience and programs having a large number of

children in the audience. It is c 1 ea r from th is study that the adver-

tising messages in programs having a large percentage of children in

the audience and programs having a large number of children in the

audi ence are substantially di fferent. It is also clear that children

in the audience of these two groups of programs see widely different

product categori es adverti sed. For example, in programs having

000, 000 or more children in the audience during the three months of

1 977, 20 of the 26 product categori es consi de red in this study were

represented. By contrast. programs having 50% or more children in

the audience had only 14 of the 26 product categories represented.

This leads to a second conclusion.

Adve!' ti sing in network programs wi th hi gh percentages of

children in the audience is much more restricted. In fact, the adver-

tising is predominantly restricted to Games, Toys, Hobbycraft, Highly

Sugared Cereals, Candy, and Other Cereals. By compari son, there is

only a small amount of other adverti sing conta i ned in thes e programs.

As the percentage of children in the audience decreases the range of

products advertised i "creases.

Programs with high percentages of children in the audience

are almost exclusively aired on Saturday and Sunday mornings between
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8:00 a. m. and 1 :00 p. , contras t, programs wi th 1 arge numbers 

chil dren in the audi ence are di stri buted more evenly throughout the

week. In other words, programs with large percentages of children in

the audience are restricted to one or two time periods, and, at the

same time, there is a correspondi ng res tri ct ion pl aced on the types

of products adverti sed in those programs.

Al though in all of network adverti sing the proporti on of

Food and Beverage product advertising is less than one- third of all

advertising, in programs with high percentages of children in the audience

, the proportion of Food and Beverage advertising is 50-60% of all adver-

tising. One could concl ude that children who watch programs that have

large percentages of children in the audience are exposed to nearly

double the amount of food advertising that is in network programs

overall. Food products are an important source of advertising in pro-

grams with high percentages of children in the audience.

Still another way of viewing the Food and Beverage advertising

is to examine what proportion of all advertising for various Food and

Beverage products is adverti sed in programs wi th hi gh percentages of

children. For exampl e, nearly three-fourths of all network adverti sing

for Kighly Sugared Cereals, over half of all advertising for Candy,

nearly one- third of all advertising for Cookies, and nearly one- fourth

of all adverti sing for Regul ar Gum is contained in programs wi th 50% or

more children in the audience. By comparison, in these same programs,

there was no advet"tising for Desserts and Dessert Ingredients, Ice

Cream, Fresh Fruit, Raisins, Canned Fruit, Crackers, Fruit Juices, Suga:"

1 ess Gum, Appeti zers, Snacks, Nuts, Regul ar or Di et Carbonated Beverages.

5707



The same pattern emerges when considering programs with 30% or more

children in the audience. Over 80% of all network ads for Hi ghly

Sugared Cerea 1 s, 60% of all ads for Candy, over one- thi rd of a 11 ads

for Cookies, and nearly 30% of all ads for Regular Gum are in these

programs. An almost identical pattern exists for programs with 20%

or more children in the audience. These data lead to the conclusion

that children who watch programs with high percentages of children in

the audience are exposed to a considerable amount of advert'ising for

hi ghly sugared products.

The product ca tegori es wi th the 1 a rges t amount of ads in

programs with high percentages of children in the audience are Highly

Sugal"ed Cereals, Games, Toys, HObbycra ft, and Candy. These product

categori es predomi na te in programs wi th 1 arge percentages of chi 1 dren

in the audience and do not vary substantially whether one is talking

about half or more of the audi ence bei ng chi 1 dren or 20% or more of

the audience being children.

Up to this point the conclusions are almost p.ntirely based on

network programs wi th 1 arge percentages of chi 1 dren in the audi ence.

This report also considered programs with large numbers of children

in the audience. The kind and amount of advertising in this second

group of programs is subs tanti ally di fferent from the fi rs t group of

programs.

As mentioned earl ier, the range of products advertised in

programs with large numters of children in the audience is far greater

than when consideri ng only programs with 1 arge percentages of chi 1 dren

in the aud'ience.
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Although the proportions of advertising for highly sugared

products are lower in programs with large numbers ' of children in the

audi ence when campa red to programs wi th 1 a rge percentages of chi 1 dren,

the product categori es whi ch have he hi ghest proporti ons (after Other

Food and Beverage and All Other Advertising) are Highly Sugared Cereals,

Candy, and Games, Toys, Hobbycraft.

I n programs wi th 8, 000, 000 or more chi 1 dren in the audi ence,

the distribution of Food and Beverage advertising and Non- Food advertising

is similar to the level of advertising for these groups in all network

programs. As we consider programs with 5, 000, 000 and 3, 500, 000 or more

children in the audience the shift to more Food and Beverage advertising

becomes apparent.

10. As the prog!'am audi ence of chil dren becomes small er in number,

there is an increase in the amount of Highly Sugared Cereals, Candy, and

Games, Toys, Hobbycraft. The 1 ikely explunation for this is that as the

audience of children gets to be as small as 3, 500, 000 the programs being

included are those sho ln on Saturday and Sunday mornings that have high

percentages of children in the audience. Programs with high percentages

of children, as noted earlier, contain large amounts of advertising for

Hi ghly Sugared Cereals, Candy, and Games, Toys, Hobbycraft.

The genera 1 concl us ions of thi s study are tha t programs wi th high

percentages of children in the audience are not the same programs with

large numbers of children in the audience. Programs wi th hi gh percen-

tages of children have a limited range of products advertised in them

and ads for Highly Sugared Cereals, Candy, and Games, Toys, Hobbycraft

predomi na te. The average chi 1 d watchi ng network programs probably se2S

5709



disproportionately more ads for Highly Sugared Cereals, Candy, and

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

Nielsen Television 78 Northbrook, Illinois:
Company, 1978, p. 5.

ADI Book: 1978- 79. New York:

A. C. Nielsen

p. 41.

The Arbi tron Company, 1978,

Nielsen Television 78. Northbrook, Illinois: A. C. Nielsen
Company, 1978, p. 8.

Ibid ., p. 10.

Ibid ., pp. 10- 11.

Ibid ., pp. 10- 11.

7 Ri chard 
P. Adl er, et a 1. Research on the Effects of Tel 

vision Advertisin on Children. Washington, D. National Science

Foundation U. S. Government Printing Office), 1977, p. 13.

A. C. Nielsen reports that on average children 6- 11 watched

24 hours and 26 minutes of television per week in November 1977.
Nielsen also reports that 33% of that viewing was in Prime Time, 9%
from 10:00 a. 4:30 p. m. Monday through Friday, and 13% on Saturday
and Sunday from 7:00 a. l :00 p. m. These three percentages total to
55%, but chi 1 dren caul d be vi ewi ng publ i c broadcasti ng stati ons, non-
network affiliated stations, and, in addition, the commercial networks
do not begin service until 8:00 a. m. or later on Saturday and Sunday.
If is is assumed that a 11 of these exceptions account for 5% to 10% of
viewing, then it seems reasonable to assume that older children are
watching network-originated programs about half of the time. For
younger children (2- 5), Nielsen estimates that 22% of all viewing is
in Prime Time, 20% from 10:00 a. 4:30 p. , Monday through Friday,

and 13% on Saturday and Sunday from 7:00 a. l :00 p. m. Again dis-
counting other viewing of non-network material, it seems reasonable
to conclude that about half of all young children s viewing is of net-

work programs. The source of the Nielsen data used in this extrapola-
tion is contained in Nielsen Television 78 published in 1978 by

A. C. Nielsen Company, pp. 10- 11.

Richard P. Adler, et al. Research on the Effects of Tele
vision Advertising on Children. ,iashington, D. National Science

Foundation S. Government Printing Office), 1977, p. 14.

The 2- 11 year old age group is the standard industry category
created for the chi 1 d audi ence. A. C. N i el sen Company al so reports
the child audience for the age group of 2- 11 years.
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11 
The report does not consider non-network programs. Non-

network programs and adverti sing refers to programs produced by 1 oca 1
stations or programs purchased by local stations, often referred to
as syndicated programs. This report also does not consider programs
distributed by the Public Broadcasting Service, since these programs
contain no commercial messages.

Ear1e F. Barcus. 11eekend Commercia1 Children s Television
Newton, Mass. : Action for Children s Television October 1975

ADI Book: 1978- . New York:
pp. 1-

The reason the child audience ratings are expressed as a
range is because Arbitron estimates that the number of children in
the United States changed from 33, 602, 600 in Febl" ua ry and 1ay 1977 to
32, 163, 500 in November 1977. As a result, when 8, 000, 000 children
are in the audience in February and May the rating is 23. 8; however,
in November the rat i ng wou1 d be expressed as 24.

The Arbitron Company, 1978,
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Home address: 2110 Barritt Street
Lans i ng, Mi ch i ga n 48912
Telephone: (517) 371- 3870

October 1, 1942Born:

Marita 1 s ta tus: Married, one child

Hea lth : Excell ent

EDUCATION

Doctor of Philosophy in Mass Communication, Indiana University, 1972.
Emphasi sin dovelopmental and soci al psychology, research methods
and statistics. Dissertation title: " The Influence of Family
Type on the Child' s Orientation to Television Viewing.

Master of Arts in Telecommunication, Indiana University, 1970.
Thesis title: " A Correlational Study of Preferential Viewing
of Selected TV Programs by Fifth and Sixth Grade Pupils in
the Indi ana Uni versity El ementary School and Thei r Mothers.

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

PROFESSIONAL EXPERIENCE

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

Social Science Consultant to the Children s Television Task Force and

Social Science Policy Analyst (Broadcast Bureau), Federal Communications
Commission , Washington, D. C., August 1 , 1977 to August 1, 1978.

Le' /erhulme Post- doctoral Research Fellow, Departments of Psychology and
Sociology, University of Exeter , Exeter, Devon, England, 1974- 75.
Also worked \,ith several persons at Communications Studies Group,
Joint Umt for Planning Research (University College, LondGn).
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PROFESSIONAL EXPERIENCE CONTINUED

Assistant Professor, Depart ent of Telecommunication, Michigan State
University, 1972-76.

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

Associate Instructor, Department of Educational Psychology, Indiana
University, 1970- 71.

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

CONSUL TI NG

Consultant to Kappa Systems, Inc., Arlington, Virginia
of a National Science Foundation project entitled
ffects of Television Advertising on Children

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

in an evaluation
Research on the

Research consul tant to National Instructional Television, Bloomington,
Indiana, in formative and sumnative evaluation of instructional
tel evi s i on programs.

Research consul tant (wi 
Pub 1 i c Broadcas t i ng,
programs.

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

Dr. Bradley S. Greenberg) to COl'poration for
Washington, D. C., in audience evaluation of new

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

Aud i ence research cons ul tant to WKAR- TV , Eas t Lans i ng and WGVC- TV, Grand

Rapids, Michigan.

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

Research consultant to Dartmoor Prison, Devon, England. An evaluation of the
scheme for accommodating visitors to the prison (survey design and
ins trumen t cons truct i on) .
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PROFESSIONAL ASSOCIATIONS

Broadcast Education Associati

International Communication Association

Speech Communication Association

PUBLI CATIONS AND PAPERS PRESENTED

John D. Abel and Brian F. Fontes. The Effect of Parental and Adult
Mediation of Television Programming on Children East Lansing,
Michigan: Department of Telecommunication, Michigan State Univer-
sity, May 1978, 188 pages.

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

John D. Abel and Maureen E. Beninson.
by Children and 10thers, " Journal
(Summer 1976), pp. 355- 363.

Percepti ons of TV Program Vi 01 ence
of Broadcasting , Vol. 20, No.

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

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

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

John D, Abel and Lee R. Thornton. " Responders and Non-Responders to
Television Editorials: A Comparison, Journalism Quarterly , Vol. 52,

No. 3 (Autumn 1975), pp. 477-484.

John D. Abel and Frederick N. Jacobs.
Toward Broadcasti ng Graduates,
No. 4 (Fall 1975), pp. 439- 452.

Radi 0 Stati on Manager Atti tudes
Journal of Broadcasting , Vol. 19,

John D. Abel, Bradley S. Greenberg and Walter Gantz. " Public Awareness of
New Public Television Stations, Public Telecommunications Revie\'i
Vol. 2, No. 3 (June 1974), p. 22- 30.

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

John D. Abel. " Review of ' Lea,ning of Media Content: A Developmental
Study, '" by vi. Andrew Collins, Educational Broadcastino Revie" , Vol. 6

No. 1 (Febl' uary 1972), pp. 74- 75.
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PUBLICATIONS AND PAPERS PRESENTED CONTINUED

John D. Abel, Charles Clift, III and Fredric A. Weiss. " Ten Years

of Forfeitures by the Federa 1 Commun i ca ti ons Commi ss i on, Journa l of

Broadcasting , Vol. 15, No. 4 (Fall 1971), pp. 379-385.

John D. Abel, Charles Clift, III and Fredric A. Weiss. " Revocations and

Denials of Renev.al, 1934- 1969, Media Industry Nelvsletter , Vol. 24
No. 34 (August 26, 1971), pp. 6-

John D. Abel. "Review of ' Objectivc:s of Patterns in Arithmetic and Eval-
uation of the Telecourse for Grades 1 and 3. Report from Phase I of
the Project on Prototypic Instructional Systems in Elementary
Mathematics, r" in Educational Broadcasting Review , Vol. 5, No.

(April 1971), pp. 62- 63.

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

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

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

RECENT REPORTS AND SPEECHES

John D. Abel and James Mi 11 er. "The Effects of Adverti sing Cl utter on
Tel evi sian News " (Augus t 1978)

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

A Scal e for the Assessment

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

John D. Abel and Brian Fontes.
(June 1978).

Illegal Behaviors on Television

John D. Abel and Judith E. Saxton. Petition for Ru1emaking to Amend the

Rules Relative to FCC Form 395 to Establish Standardized Industry-
Related Employment Categories. Filed with the FCC as R '1- 2810, December

14, 1976.

John D. Abel. " The Academic Community, Social Problems, and the Formation
of Social Pol icy. Speech presented at the University of Massachusetts,

Amherst, 1.1assachusetts (Distinguished Visitors Program), I'larch 30, 1978.

RESEARCH IN PROGRESS AND GRANTS

Children s tearning of Occupational Roles Portrayed in Syndicated Dramatic
TV Programs. " Sub- grant from Children and Social Television l,eilrni
(Principal Investigawrs: Drs, Bradley S. Greenberg and Charles K,
Atkin). Funded by the Office of Child Development, DHEW (Grant No.

90- 635) .
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RESEARCH IN PROGRESS AND GRANTS CONTINUED

Content and Effects of Al coho 1 Advert is i ng: A Study of the Effects of
Alcohol Advertising on Consumer Perception. Funded by the Bureau

of Alcohol, Tobacco, and Firearms, Department of the Treasury.
With Drs. Charles Atkin, Martin Block, Len Reid.

TV Vi ewi ng Pt'eference and Family Va ri ab 1 es: A Study of TV Programmi 
and Juvenile Delinquency. " A study of the juvenile offenders and
non-offenders in San Joaquin County, California. Funded by a grant
from Michigan State University.

Research grant from the National Associ ation of
study of parental mediation of anti-sIDcial
February 1976.

Broadcas ters for the
television programming,

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

Several research grants from f1ichigan State University awarded under
All- University Research Grant Program.

FELLOVISHIPS

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

REFERENCES

Ava i 1 ab 1 e upon reques t.
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Append i x B

Top Fi fty Network Programs

Ranked by Percentage of Ch i 1 dren in Audi ence

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

ADI (Aroa of Dominant InfluBncO') - An exclusive geographic area consisting
of all countie:; in which the Home Market Stailons reCEive a preponderance
01 total viewing 110urs. (See separate publication provided to all television
renort subscribers entitled Description of Methodology.)

cent AD! - Areas of Dominant Influence which are adjacent to th home
market's ADI and which are serviced by the home- marf', et s,ations. Where
more than three adjacent ADI' ,! lie within the home market s TSA , selection of
the three to be reported is based on an analysis of home station circulation in
each adjacent AD!. The AD!'s to which each county in the TSA has been

assigned are identified by codes which appear above the county listing;
counties with the code "0" lie within the AD! of a market which is not re-
ported in this publication.

Average Ouarter-Hour Audience - (See Quar1er-Hour Audience)

Color-Set Penetration - Arbilron reports estimates of color television house-
holds penetration tor each survey area wilhin the market. oased on infor.
mation obtained during the diary placement interview.

Controls - Arbitron weighting techniques are used in all sampling units to
establish prooortionate representation of viewing by sampling unit. by age

of head 01 household and by wp.ek. The weighting techniques are also used
in certain sampling units containing CATV households, and in certain
sampling units where special interviewing techniques are used. The County
list on Page 3 indicates the CATVhouseholdscontrols. In certain markets
which meet Arbitron criteria , racial and/or ethnic characteristics are also
considered when establishing weights.

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

EffI!tiV8 Sample BasG (ES8) - ThE: computed size of a simple random
sample which , if selected , would provide the same standard error as the
actual sampling plan on '""hich a sLlr\ey result is based. The statistical
reliability of audience estimates depends only indirectly on the number of
diaries tabulated and is also subje0t to allot the factors C1E'scribed in the
"'-:tion of tt\is report enlitlE: LirTltiJ ion5. (See separate pub!iultion provided

n television report subscrilH rs enlitled Description ot' Methodology.

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

Households I)"ing Tel.,yision (l1UT) - The estimated percent of television
households with at le3.st one television set turned on for five minutes or
more during an c:verage quarterhour. as reported for the ADI , Metro or
Home County.

In-Tab Sample - The nL.mber of Television Householris. or persons within
those housellolds , whose reported ',iewlng istabulateu in producing the
report. In-Tab Sample Includes television 11QUsehoids wilier., returned diaries
and selected Planned-No. Viewing Housenolds.

Motro (Or Home County) Rating Area (MFlA) - Metro Ri11ing Areas , where
applicable , generallY corre::pond to St"cldard v1etroDclitan Std.iistic21 Areas
8.S defined by the U. S. GovErnment' s Office of Management and Budget
subject to excepticns dictated by historical industry usa.ge and other
marke!ing considerations such as cha,,,nel ailocations- (Hc;Tle- market
MRA counties are indicated in the listing bvan " M" pececing the county

me.) Where there is no defined ADI , ratir.gs may be shown fer 1he Home
County of the st",tion s city of I:C8ns.., Tfre Hame County:s l'1d:cated in the
listing by an " H" preceding trl€ county ,'"ame.

f-/iu!H.Se! Penerr Ha:l - A,bltrcn reflcrts penetration (;stirnates 0: rous,
holds w!th more tha.n one te!eviSlon sSe! for each survf'Y 2r23 v. !thin ihe
market , based on informatior, ob\"ined Irl tile diary piacement .nterview.

Nel WS.2 1'I Circulation - An eS1i'llate of the nu:r. ber of unduplicated
T clcvision Househo I ds which vieweG a 5 t2: :on :Jr a t least I r';8 con tintJous
minutes at least once durirg the Itlcsk. Ti,is estimi)te ;s repo,ted c.s CurTl':
Households in Column 26 of the Sign.on/Sign. af! day. part.

!etwol1 A\leragGs - T e aver':9-- eklyauGience et:'ork PTogr2.mmi
reported for clgh t day )a;-E i hese es (I s - ed on' n-et';;orVC3rr!ig

""'

"1"ome rildrl"i:rsran 5h. Gn I y.

Jin. ! Samp)G Sile Tho numo9t of estimated Television HGuscoholCS

originally drawn for the survey.

PLnnncd. hlo- Viewing Hous&holds - Tel8vision hOU.5e)lolds which indic;,ted
at the lime 01 the diary .olacernent interview that no television viewing wouid

occur during the sUr\ey week , and which did not return a usable diary. (Se
separate publication provided to all television report subscribers entitled
Descriprion of Methodology.

PVT(Persons VIewing Television) - The total number of persons by sex'
group viewing all television In the ADI , repor1ed as a percent of the toral
number of ADf persqns in each demographic category- This estim"te inel UO!

viewing to both reported stations and to non-reported stations , wn:ch Includ
stations whose audiences were below the minimum reporting standardS an
stations which were ;Lot tes\,,-j.

Percentage Distribution - The share of Television Households viewin,
a home-marKet slat lon, reported for each day. part wi hin specified sUr\ey Eire,

Projection - The expansion of sample statistics to household or pODula:io
information in the respeClive universe. Estima,es OT oersons viewing I
a ,specific sex-age group are proiected and Ir.en rounded tu ihe neare:;
thousand. A projection of less than 500 persons tor a soeclfic category WI
not be printed; this blank is not intended to imply that no '!Iewlng occurre(

Quartf:r. Hour Audienco - A projected estimate of trle unduciicz1ed
audience having viewed a station for a minimum of five minutes Winll
a specific quarter-hour . These quarter-hour total audiences wrJ'3n COJTbin
into larger time periods become Average Quarter- Hour Audience-s.

Rating - The estimated percent of television households. Of persons within
those households , tuned to a particular station for five minutes or more dum
an average quarter-hour of the reported time period for the ADI , Metro or
Home County. !f the rating is estimated to be less than 0. 5%: for a time
period , the space is left blank; this blank is not intended to imply that no
viewing occurred.

Relative Standard Error Thresholds - The thresholds inaicate the aoprox
male degree of sample variations ir, the audience estimates reported.
Thresholds are sr.own for twe levels of relative error: 25-49 percent and 50
percent plus. One Standard Error (1SE) is used in the calculation of t: resh
aIds. (See separate publication provided to al! television report sL!b::crlbf.
entiled Description of Methodology.

Sato!lta Station - A station that duolicates some or all of the f)rogrammL"'
of a parent station in order to serve an area not norrn2ily r ;:che(J nd WrJ'

is assigned separate caillettus and chclnnel l1'-mber by thE: FC:': . I.., its
regularly issued TeieviSlon IYlwi- et Repr)(lS , Arb't on COlTbl leS th auaier:co:
of "satellite" stations with those of the " parEnt" stati::m ,md8r rt"H, co:

ditions. (Se.e separate pUDlica1ion prDvided to ali televisron re:Jort f". ub.scr;cc
entiled Description of Methodology.

Share - The percentage of the total Households Using Television 'HUT\
reached by a station during 8. specified time. It is posslb e for the .sum of
the shares 10 exceed 100%. All shares of 1CX';' or grea.ter '.'illi appe8r,;s .

TelevIsion Housellolds (TV HH) - An Arbitron estimate of the numb8r of
households having one or more tele 'ision sets.

TOT rrotals) - The sum oi estirnaled viev,ing in :tlC Taial Su.'\'€V A'-cd to:.
reported stations , by households and bv derro I2.DhiC catr:;prles. This ' To!
does not include viewing to stations WhOS8 aud cnces ',,Ere t'Olow ti'. :; rT1

mum reporting standards or:o s1ations Wf1iC;1 were not tlOs:eo

Tot..! HDuscholds - An updated estimate based on 1970 census pro'.'ics-_
Market Statislics, Inc. Th':se eS!iiT ;ates are prol'2cled to "::J!ual)' 1 , ; 97;:! 

include houserwlds on military installations.

Tota! Survey Area (TSA) - A geor;' rapnic area corr. prlsir.

;: !-,

Dse C;,:'lIflI18S
l/hich D)' Arbitron estimates. 2Dproxir lely 98

;' 

'I tl"-:O :let "' b: . r:r::-
lion of comm-2rci2i home m;:;Kct slat ions occurs. Ai,: TS.w ,:stirT t::-, ,:12
repor1e rll thCLJSilnds.

UHF P8netra!jon - Arbilron reports estimatiJ':, (J' UH;: Dr' Il'Otr:.!io'i ; n '''E
TSA , the ADI al\d Metro of all MeU' o markets . TSA arlo "', Oi 01 all n::m-M='
markets. and ihe TSA of all non- ADi markets. These estinlCJtes are t;zssJ
on the in- tab diary sample

Universe - All television households located in U- f: :; e:::i,E.,j om

Working Woman - A female age 18 + who works OUIS!J(! (he hc;r;(; 20 'J
rTore hours per week.

For acidllienal iniorma fICin , liE! reaaer i.') c!!rec: l:;d :0 312i;'Jard r;.:"
O.lI3!D6L. C'1St /icsearch TcrlTiS pubiisr.ea tJi' Ihe Nalio,"i03,' "

:,:

cc.,

,,, - .

EJrcao casters 1777 N StrEet , tv - VI. , ly,'asninOWf! , D. G. 2CQ.j0 Cir:CI. ,:(J'I.-"r.
Descrrp!ion of M::iIJodolgoy. 
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An ArDlUOn I"epon or I eleVISlon Aumence t:snmates
Tt-is report is a cornpilal ion of television audience
estimates forthls marke!. The estimates are based

on information suppliea by televIsion households
Qver the period of the sample survey. The hou.oeholds
wefe selected by computer from local telephone
rJireclOf'y sources. Alllelevision audience eslimates

appro):imations subject to statistical vanatlons
Jated to sample sizes.

Arbi Iron u ses one,we ly_ ll)g.

~~~

.!.C
gather information lor t elevision audience reporlS.
Informaticin , such as color- gel and multi-sel owner-
::hi " is also gathered by telephone at the lime of tne
diary placement interview . Diar1es are printed in
Spanish for placemen1 With families who indicate
preference far a Spanish language diary.

A methodology description is provided in this re-
port. A more detaIled descrlpiion 01 Arbitron method.
ology may be found in a separate publication De.
scription of Methodology, If any specific details-are
hbt Completely clear , funl1er e)/planation will be
!urnished on request.

Arbitron clients who alSO receive survey data on

EoP lape should note alat Ihe Estimates on the tape are
in somewhat different form than repor1ed in this book.

Estimates Reported by Section
Day. Part Audience Summary - Average quarter.hour
audience estimates are summarized lor each stalion
by standard day.par1 segments. The day-part group-
ings in Central and Mour, tam lime zone markets differ
slightly from those in Eastern and Pacific time zones
to better represent those times which are normally
devoted to network and focal programming. Station
estimates In this summary are based on the quar1er-
hour periods that each station was on the air during
the pecified day-part. Periods in which oif-air tech"
nical dif1icul!ies occur are not included in station
averages. Estimates far stations on the air for less
time than the station telecas!ing the most quarter.

hours during the period are so designated by a
double asterisk (0 ' ). Because Arbitron viewing
estimates are tabulated only tor HlOse time periods
betvleen 6. 00AM aild 2:00AM

, "

Sign-on " a:1d " Sign.
ff" d2.:.- parts do not include lelec2sts prior to or after
'''5., hours. (S8G 5eparaie puolicatio:l provided to 0.:1

television report subscribers entitled Description of
Melhodology.

Netwurk Program Av rages- These ilverages include
only network. program quar1er. hour audiences carriE:d
on home stations with all local or syndicated pro-
gramming eliminated.
Weekly Programming and Tima Period Averages-
Average quarter- rlOur audiencr estimates are reported
for each station for each night of the wee, . from
-1:00PM to 2:0JAM (local lime), and for all d",y Saturday
and Sunday. Forlhe Mond:'y. Friday periOd , estimates
are reported as live- day averages. Station estimates
are based on the quarter- hour periods that each
station was on the air during 1118 specified time oeriod.
Pel iads in which off-air technical difficulties occur

e not included in st3Iio,., averaQes.
The Weekly Programming and Time Pericd

Average!', section is (Jrran 18d as follows: The I:me
period IS IlsttJd , fOllowed by the station caillettcrs

and the first week' s firs: c;uar1er. hour program tiLle
If U-, itle is the same lor 2.ny olher qIJ2rler' lour in
any w8ek 01 the survey:1 will not be rep"ated. O;f.
ferent progrem titles appf'ar on lile lines fOliowmQ
with a maXI-'T,um oi 8Ig,''1t ti!lc lireo, per stati0n, If
Ihere is more than one titie for a s:."ticn OL:rmg a time
period a four' leek averac; line fo:iCJ\'S I he title lines
The w8ekly ADI rating:s! (or a gi'/en program appear
in the appropriate \/eek s ratlnlJ o:"lumn, If th2 first
anc :'f;cond quar1er. hour of a hall- hour time penod
have (jitfemnt programrTllng, 1\':0 ADI weekly rariny:;
are shown for the approor:ate week , one representing
each quarter- hour.

Wp.r1neslj.ay
630-700PM
WA.\".

Brady Bunc'1
hlews
8as arl

WI' Avg -

A dc. h i-j in one of the:oe weekly r2:ing columns
indiC;)II S that the proCJrO!m old not achiev a re;Jort-
able rCiting. A blank in one of these weekly rating
columns IndlCa\eS Ihat \I-P station was not on !lle al'

WK.l WK2 WK.J WK.t

To qualify lor individual weekly reporting, a minimum
of 70 in-lab households must be achieved in each 01
tne survey weeks. In markets with smaller s3mples
only multi-we&k average estimates are reported 
an asterisk (" ) will appear in the weekly cOlumns- Orf
eachlitle line, after the weekiy rating(sJ. the time

period averages are reponed- ."or Ih0se programs1ele-
cast two or mort weeks during a lime oefled. complete
household and demographic mlormation IS repcrted
For those programs telecas: only once in a time
period. in those markets with weekly ADI ratings, lhe
following is reported:

ADI TV Household Ratings and Shares
AD' Ra!ings ror T::t:!1 .'vle:, 3:'d T:::al Women
Melro TV Household Rdtings and Shares

TSA TV Households. Total Men and Total Women
For those programs lelecast only once in a lime

period in markets without weekly ratings. no esti-
mates are reported. The four-week average line in.
eludes complete household and demogr2.phic e

timates which are averages for all weeks of the survey.
Program titles are requested on a ume. formatted,

pre.printed log lorm from each commercial station
See separate publication prov ded to all televIsion
report sUDscribers entitled DescflPt!On of Methodology.

Station Break Averages - Audiences reported are
averages of two quar1er-hours. The time listed is the
station break time betw n the two quar1er.hours
included in the average. Periods in which off.alr
technical difficullies occur are not included in station
averages.
Prom Audiences - Average Quarter-hour estimates
are reported for those programs which meet cer1a
qualiJications. All quarter-hours of a qualifying pro.
gram telecast by Home Markel or outside Class I
station during the multiple-week sUf\ey are included.
The number of quarter. hours on which the aV03rages
are based is shown in Ihe reDOr!. To qualify for in-
clusion a program must have been telecast at least
one quar1er. hour on the same day during each of jWo
survey weeks. The program is reported in the Pro-
gram AudiE:nces section even if it was camed OJj

f8re..,t times. as l ong 3S the prG r;:rn was on the
same calenaar cia,! of the weeKs Involved le. , lirst
Wr.dnesday at 5:00PM and third 'lecnesday at S:DO
PM). Only full program qu;,ner. houl S arE Included.

Accumulation 01 qua,1er. holir 9S!imates is b2.5;
on program lii:e. Pro;;rams of c.r,8 C;wa( er.nour dura.
tion shown two or more times during the same day
and also on different weeks will be averaged together
and reported in the seclion
Time Periods and Prnr.ms Reported - Since Arbitron
does not have individual day 1rlles for programs tele-
cast prior to 3:30PM Monday througn Friday, programs
must qualify \'ithln :he Arbltron time frames- Thus,
a movie telecast each day. Monday. Friday 2:30PM.
4:30PM is repor1ed as two programs with a weightE:d
average of the two programs- The first is a Monday.
Friday average of the 2:303:30 pOr1ionof the !TOYI . The
second is an average of the indlvlduod days IMoncay
Ihrough Friday) from 3:30 to 4:30 combined with the
Monday. Friday 2:30 to 3:3u ponion of the program
The result ing final program average (see exarr. ple
below) incluces all quar1er. hours the progr3rr, waC'
telecast. e'/en the ugh it began fJ.ior to the J:3CPl'l;
break for individual day reOOr1lng an,- averaging. The
Monday. Frlday '!veriJge mus: bi? CO(llguou to L'le

3:30P i time period lo be incluc:ed if' the weighted
2verCige.

OPM WAAA

3:30PM WAAA

No- ol \(.;KS. No_ ol '" hrs

MOYle

Tue
Wed.
Thu.
Fri
A'g

MQ.'
Moyie
Movie
Mov;e
Mov,,
Movie
Mr:h' '80

Programs scr, ('dl led IIOfE' t,h i1n onc w'-ok:y' cOer
3:30PM are repcrtec 25 iy hl, "Tl:C:S dr!,j as a
weeklyaveraQo U a prOr;fJ, IS le:(":2s: .sO'Ien d3yS
.. w12ei\ GlHlr' the sur,.ey, tvo'C: avt'r"- Q2: :0 OroViCC'O
The firsl is OJ tivE.day ilverCJge o Ihe I,

", 

IhrQugh
Frid v te!€':zst3 and 1r,e secOrd is,,?;:. '"' ca.y
,.erage Including th" Moncay ;r:, rou, h ' !I(lJ' r t81E'-

::as1. a II..s the Saturday ,1no SunCJV tcll:C3::tS
A 6:00PM newscast would be repClrliJJ lor o:act1

""ge

individual day Monday Ihrough Friday with a fivc-
day average (5 A V) Jollowed by the Saturday and
Sunday individual days and a seven.day average
(7 AV) which includes all lelecasts oj the program.

6:00PM WA,AAMon NewsTue NewsWec. NrowsThu NewsFti NewsSAV New!!

6;OOPM WAASa!. News"un News7AV. News

The weekly average of programs telecast more
than once weekly. but with varing star1 jlmes appear
each lime the program title appears. Tht; average
represents all time periOdS In whrch tr, e program was
telecast. An asterisk (" ) preceding a prcgram title
indicates that tho: estimates for the proqram are
included in an averag

Because viewing estimates are labulated only ror
those time periods bel ween 6:00AM and 2:DO,i. /I. , tM
Program Audience estlmate:s do not include viewing
10 programs prior to 6:00AM and afler 2:00AM (e.
a proaram thal begins at 12:30AM and continues:o
3:00A M would be reported only tor the 12:30AM-
2:00AM period). No program averages are reported
for programs whlcrl begin afler 1:00AM (Ioca! time)
during the survey p8riod.

No single iitle 01 a multi. titled qUClrter-hour can be
exclusively_ credited to a quar1er-hour time period.
Therefore , no single title of a multi. t itled Quar1E!r. nour
appears in the Program Audiences Section. For Ihe
reporting of program averages of Parent + Salellit€!
combinations , the Parent and Sate,lite a e assumed
to be telecasting the same programs.

Sampling and C"lculations
Sampling MethodoJogy - Surveys for Arbitron Tela-
vision Market Reports are accomplished through
the use of a geographic unit called an .-\rbitron 5apling
Unit. A sampling unit IS normally one county, alti10rjQh
some counties hO:ve been drvlded inlo two or fTore
sampling units because of papulation d:stnbution,
lerriiin. or areas in w.lici1 .spec;al if1erviewl g tech.

ques ,)fa used. (There ;:re no Instance in wh ch an
Arbitr0.'1 TelevlslQn Samplir,g Unit consists of mare
than one cc;unly- ) The a.ctuai r, umber oi ciaries p:.'JcEd

in eac '1 Su!"plirlg Unit is derermined by : e , U0r",
established for the unit and the rate return wrllcl
Arbit,on can reasonably ex;:sct based on past p:ac,;
ment experience. The tot sample is ('d into
approX te.IY Ua(Y:;e kIY 96ents ,jor sE.
PTce .cnt: and fhe (elurns are talJuloi18o;c;oarately

lO'teac h survey \'Ioek. Far each sur\ley a complete
new samoleof famiiies IS cornpuier-s2Iec,ed for eaCh
samoling un Ii through the use elf;: sys:emoJtic inte, ''2.j

selec1ion tecimique. These samples of househOlds
are drawn by Me!romall. This sClmr::e :oe:ecllon. like
all o1her processes used in develoo!ng Arbitron tele-
vision estlr.ates, IS audited by the Br03t1COlst Re- tlr.:;
Council . Insl6-nces of hand. drawn samples 3rt' oui.
lined in Amil,on s separate public2tion rJro'/lded to
all television report subscrrbers enlitledOescrrplion
of Methooology

Diary Placement and flatuiT - Arbitr:Yl initialiy slCnd3
;: icncr1C sarT,rle households Inform. :1g tI, cm of their
selection by comr.uter , and s12.ting 1;"'c;t.1n intervicwer
wiil ::all to requ(;st I heir CoopEra:ion in ;np. surie
Intero'IE' ''It''S re i;1s,,-ucle:.: \0 COf1L::ct tl":o SCI.cOH:d
samc: OLS,,' lO: S LJ

,' 

el",ol"'o: ,s l8 O' CP t'"e C;;J(2o;
Interv:ev/er:. , rr: ir:S1(Jc:e,:: to T, t,k". "t ' ,,2St flc'
Jtt2rnr, is tG rOc:"ch pvcry hrAo:'.hOIIJ '

;"';

",(J In ;r.
sample in order that everyone In Ihe sample has a
reasonable chancE' of being cor'.taC1GCJ, The:;!:
at!em ted calis are made at oifferent hC'Jrs dUring
the day and evening Dia.!iES "re then r:alied Glrectly
to tne sample hOlJseholds irom ArDltior, read-
quarters in Bel\sville. Maryiand- ;'\fbitrcil sef"h1. ': a
di",ry for e2ch Wir;vlsion sel if' the know" multi- c:?t
nouseholos Foilovil-' g rhe survey, rF:spvnd ,-,ts are

ked to maii their diaries bac" to P-rl"tr::;rlln
Be:,svl:ie

jll:hollgr, c::8i,s.t ;nstluc!:ons aro: '1Q\ ld(;d C':,::r

!ntef\'iel' .'E:' , and ir,de;J(;rioen! Cf1o;CI,

:' .

'0, '" rClJu'J,r:y
conducted by interv,,;wer cocrd;nators 0nd tH:!

Araitron Field OpCr:illcn:; Del'UIr.Ji3ht. tr,ere , r;;oy tJ::
111S12.r,::es whe!, ;;LJ' n Ir,s1ru::,I(J,lS .Jre not !ollo..iied.
Special interviGwirl9 te': 1IiCHJ S ?nd C)rocess,ng
prcc:edures are rnpl(J d in cenam rnarl\ets to

----
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improve represEnta!ion of cenain ethnic groups. See
separate pUblicatIOn provided to all television report
subscribers entitled Descripllon of Merhodology.

Tabulation of Diaries - All diaries returned to Arbi!ron
arco not necessarily used in tabulating televiSIon
audience estimales. Among those not used are diaries
'ir, ic:h are incomplete or inCiccuratp. , and th'Jse which

rive after the prO,:iuctlon cut.ot! date. The total
,lumber of in. tab diaries may not reach the original
quota. On Ihe other hand. the total may exceed the
quota,

Entries in diaries returned from mulli.set house-
holds are edited so as to provide undupllcaled viewing
information for a given household. local time dif.
ferp.nces Within a market which overlaps time zones
and time differences caused by seasonal time
changes are accounted for In Ihe resulls by tabulalmg
all viewing by a station s local time relative to the
time zone oi the market berng tabulated.

Arbitron hds developed other special editing pro-
cedurcos tor situations .'Vhere a CATV system is
required to protect a local slalion against duplication
of its progrC!ms brought rn oy Ihe CA TV tstem from
other sources- Tt18se special editing pi ocedures are
described in Arbitron s separme pub:ication provided
to all television repo:! subscribf:rs entitled Descrip:ion
of Methodology

Projeclion of Audience - Diary oalC! for basic viewing
cat gories are projected for each Quarter.hour by
a technique whicn assigns a value In terms of house-
holds and/or persons to eacn in- tab diary. The value
assigned is referred to as the housenolds. per.dlary
value or HPDV. Selected planned-no-vlewing house.
holds are included in the calculation of HPDV.

Projections def1ved using the HPOV 2re then

summed across weighting cells and sampling units
in each stJrvey area (Metro . AD! and TSA) and
gathered by various time penods for reporting- In.
dividual survey variations in prOjected sex/8ge pop-

alions are stabil ized for all survey periOds for each
year ending in Septer.ber. Audiences thus calculated
may be reported for basic data categories or for
combination;: thereof; dp.pend:ng on the survey area,

,e- ' may be report2G 2S prolect!ons or co:werted
ilo ratings. See separate pul/lication pro41ded to all
eiellision report subscribers entitled c(lptlOn of

,',

feilJodology

Re\urnscl. S",mple Weighting - Arbitron exelcises
ample controls by calculating HPDV' s lakiny inlo

account the lollOltJing: counly, pecial inle:viewing
techniqu areas , survey week , CATV households,
and the age C1: Irle head 01 the rloCisehold. In certain
marr:ets which meet ArbltrO!1 criteria, racial and/or
ethnic characleristics 0: the household ;Irf! also con.
sidered. See sepa a\e publicatio!1 orovlde:d to all

television report 5ubscribc:s entitled Descrlplion of
Methodology

Criteria for
Reporting Stations
In order to report the maximum amount of viewing
in any given Arbi tro'l- definp(i tele'/iSton m". rK.', , thr:
criteria for rer;orting station,' ':HE' i!opl'ed each t:rTe
Ihe m.:rket is .surveyed. The viewing le\'el of stations
located outsioe ollhe: :-.arket , CIS wel12s 110me
s!alions , are eX2mlr. ed 10 determ:ne wl",ether any
quaiit;lor inc:uSlOn in the re("ort- Arbilrcln Grm.'ily
test more S12\IO.'S \lOJn Ilsuaily qU211(V.

i leria are es lablished accorQing 10 ;; a lion leea-
lion and audiellce size. The minimum re;.ortlng
slal ldards are:
A Hems Sfation: any station locat8:: ' .,ithin Ihe

Metro , Home COU'1ty anC/or ADI or ()lC m" rkEt
l.eing reported.
1, A Horne Station is ir.cluded in the report if it

delivers a 1 0,'0, IJet Wef:klv CirCL.I,,1ICn ased
on Ihe TC(ClI Sur.'e:', Area and 2130 1125 a

minimum Of 5uO !1ouSEnold5 PEr ':W(;2ge
quarter- hou : or

2. If it dei'vEr ; i c'c oi the 111etro telev: :()n
houserlo;ds lu; home County ttJle' ,"I lon
hou:oeho!d in a non-AOl m.;rK.en for ,)1 least
30 rEportp.d Guaner. l1our :3eg ITS, , t::: iJr

3, If it deliver:; 1 %, of the M()!ro tel,,vI51':;(1
households (or Home County 1,:I vlslcn
householdz in a non-ADI market) for 8.t least

B% of its broadcasllime,
These criteria are applied to data encomcassed
from sign.on 10 sign. oft , Sunday througn Saturday,
for each sta'ion Qualified ETV Stations appear
in the Day- Part Summary section only.

B. Outside Station: any station which is reported as
a Home Station in anotf1er television market is
an Outsloe Station and IS cld.'sed according to
different minimum reoorting criteria.
1. Class I Outside Stalion

a Must altain a 10%, share or total ratings
for 4:00PM to 1:00AM , Sunday through
Saturday, based on the ADI (or H')me
CC1:.f'1y in;J non. AQI market); or

b. Must attain a Metro rating of 5 for al le'.st
iOO quarter-hours , or for at least 20% of
its programmed air time.

If a stalion qualifies for Class I, all data related
to the Metro and ADI will be ,eponed In all
sections of ths report exeepl the ADI ROiting

Trends,
2, Ciass II Outside Station

a. Must attain an average rating of " one " for
4:00PM te 1:00AM , Sunday thrcLign
Saturday, based on the ADI (or home
County in a non. DI market); or

b. Must attain an average ADI (or Home
County in a non. ADI market) rating of 1
for the early anj late rringe time periods
(MOnday. Friday 5:00-7:30PM and
11:00PM- 1:00AM , Eastern Time).

tf a station qualified for Class II, Me1ro and
AD! data will be reported in the Day- Part
Summary section only,

For complete data on outside stations , see the
respective home market reports.

C. Satellie Station - Arbitron recognizes two

classes of satellites:
1, S- ' Satellites - These are satellites which

duplir ate the programming of parent
static n in its entirety, carry no other pro-
gramming from any other sourCE: , and at
all times teleca.:1 ;;rogromming which is
identical to that of 'he p::renl.
Audiences cf sllcll sCltei:ites are always
reported in combination with thO:.2 of the
parent ill the part nt' s InO:rkel report

2. 8.2 Satellites - These '-re s2lellitcr, thAI
duplicate most , but not all . of the parent
station s programming. Audiences of $uch
satellites and the parent a,e shown on two
lines in the parent' s merkel report. The first
line shows the audience o the ::aren1 alone
and the second line shows tI,e combin
audiencE! of pargnt and satellite(s! together
When programmin':: i:o id!:nticai on b0th
stations , the symbol (SP) wil18ppear as part
of thG program title to represent Same
Programming. When programming differs
the symbol (OP) will appear as part of the
program lille to represent Different Pro-
gramming. HOW81' f.r , (2) INhen an S-2 "OJtellde
is loco;ted in a marf;Gt other than the home
market oi !hs S-2s prent station , and
(b) when at leas! one non.satel!ite station is
located in the samc n Iorb:i as tne &2 s tellite
thE! aud:ence 01 the satelHte alone: is snown
in the mark':t report o( the non. satellite
station. In the:,," inst;:r:ces , the audiences 0
uch s3teilites arc flr;t cOli1blt,ed wllr) t; GSC! of

the paren; in the parf:nt' s Ilome marke\ r8pr1n.

Limitatiuns
In addition 10 the sources of possible errors which
are descnbed "Isewh;:re:n this bo::, , the u:;"r hIlUld
bE! aW2.le of tJl'.; ilm.talions oescribed be:o'

,'-

A. The sample is d,awn onlY frem households listed
In te:ephone d;ff:ctone:: 'Nhic:h ellmrr:ates non.
\eloo ,cne r'CL'seho! ' 2nu ' :C'pl Gne f1oL:3fJ;-O
not ;;Oi!cd in tr:e C!(loCi")CI' Cr::l erGla CS'o;Oi Ish.
mC;"1S 1,.sTed II' 1:- 2 ::::i:'::';::H' i 3r pC-:liir:Ct

" ...

Clue-je(; j' 0'11t, ,8 3 Hnl)I' . r:ou

'",

ol,js Jfi 1T.';',2'Y
ir: .i.J:ic.lions as weli as :;tu( ents CineJ reSilicr, ts..:
2;JlJcCitic,ncil an'.) olh2r li1s;il' .ilon I'. ,a,; or !:ay ,lOI
bf, iisted in laceil :21 r:;:c.n8 oi, (;I.:ol " All tele-
phone directwci"s 

::y 

not ld\' C betOn locz;wd and
neluded in the list "rep:Hed ty , elromiJil , which
is used 25 P-.rbi\ron ialTl !e fr?me

B. Non-responding households may have sorne eHeeT
on Ihe survey results (0 the extent Ihal :h lele-
vision viewing habits of non.respondents differ
from those of respondents- Similarly, the vievllng
habits of non. telephone house!10lds Oi those
not listed in telephone directones may vary rrom
those 01 households which f1ave telephones and
are listed in directories.

C, Non. respondlng households in the original
designated sam pie pre'lent the " in- lab TV
households " from being a probability sample.

D The sample design andlor response patterns
(including those markets where special diary
placemenl andlor viewing daia retrieval are
utilized) may preclude proper ,epreSentation of
certain groups within the population suc" as
ethnic groups , tlouseholds In certam low.income 0
low' education groups or households whose prlmar
langu:!ge is other than English Such flQusenulds
may not be tully represented in repcrted
aUdience$ bec2use usable diaries may 1'01 te
obtained from them. These iactors may be
significant to the extent that television set

ownership and/or viewing habi lS of these groues
differ from Ihose of other groups.

E. Data tram Bureau of the Census. Advertising
Research Foundation , and Mari et Statislics. Inc
are subject In defects and limiTations such as
sampling, processing, and recording errors. In
addition , for those years between decennial cen.
sus dates , Census data are based upon a sample
which is significantly smi'ller in moat regions !harl
that emplo'led by Arbitron; and Market Statis!lr.
Inc. utilizes publi hed government figures In
estimating population for individual counties.
These defects and !imitations in data from Bureau
of the Census. Advertising ResearCh Foundation
and Market StatisTics , Inc. are inherent in Artltron
estimates based thereon.

F. Oiari , or portions thereof , may be completed
improperly if Ihe diary instruclions are Hot
understood or 2re not followed. Such diaries
may therE!by be excluded from nle survey.

G. Some diarj entri may ha' .'e been made an 1r1f:
basis o he2rspy, recal: 1("8 e:=tim.;!es of tile dti:ry
kc!'per , or cculd ha'le t,e"n :nfll.c"ced by
comments made by the interviewer to sur.
participents.

H I is possiblo that human and cornpuler prcc ssing
errors may occur after the diaries are received
at Arbitron headquarters. Consequently, the
degree ot variance in the data may be greater
than that expected from sampling variation a:ol1e.

I. The populalion data upon which Arbitron 

based its Sample Weignting may not be precise.
J. logical analysis and pre-proces3ing preparation

01 the data may affect some 01 the diary viewing
entnes before the data are prOlected.

. Arbi\ron conducts research il1volvin'l ne'N methCYs
of improvmv television I'wuserloll1s cooperation
andlor securing additional inlormatiot" from sample
tlOuseholds. Occasionally a panlen 011.'115 reo
search may be performed (on very limited basisl
in con)unction wi!h the aclual surveys , and w:v'
so done , may cause the o8gree 01 V8rl8nce In the
data to be greattOr thEJn that expcc,ed from
sampling variation alon9

L To (I"" e extern ihz.t any provisions contair, d in

tf1is ('e ion " imitatiol" ,' Me I "CJ'SIS' ert c:r

,!!icl I',"!jl, an:, orovisior, s con,c;ln8d in ii:e
Spec:31 r- I(!OS " on pe:ge:) of a'I" r-=pcrt, s'

Sph IBII1C1tices "t'olJld b'2 (j. ,eiT\cd to 5upers;oc",
andlor amend this .section of the report,

Retention of Raw Materials
Ralention Schadell€. - In- lab A..b:non 'liewing diaries
used for ,he compLi:.:tion of the 2udien-:e estlm.3tes
publish d 11 \l1is repe;ri will b.? s1ort'd :-nd used !or
uoss. taDuls(IOI1S lor :,ILevln rn,-:r.ths rGm : e 010.'::111:'

date Dt III," ';uryC'y Gild thc "1 s s1rO\!:0 ;;Iong '

,",:

'1, ,;1,

un' 'sC'I,!e di,'r' es- .sucs' lbwo; 10 ;'11:; " or; ar"
dCjVI';c;Q 1 2.'. if s"".,:;;al C:O' O; "-J;:, ;I:S "i !'

,('

repc; "d CS\llToleS are de::lrec

. ' ' -

,Ie br
ordered eefoTe ,rle 18t8n1i('" pi"r:cc ,";os 2;.plr('
Upon prior i1ppomI1T8r\. sut,s,:,it'er5 to IhiS reocr-

,y c'at'lne the i n- tCl ,"t). I ,on viewL"I9 diaries
\priQr to the destruction thereof! at Amllron
Geltsvilie office

3824
1:"Y')n



Appendix C

Top Fi fty Netwol"k Programs

Ranked by the Number of Ch i 1 dren in Audi ence

(Febl"uary, May, November 1977)
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ADI (Al of Dominant Influenca) - An exclusive geographic area consisting
of all counties In which the Horne Market Stallons receive a prepondorance
of lotal viewing hours- (See separate IlUblic31ion provided to ail telE:vlsion
report subscribers entitled Def;cription of Methodology.

::ent ADI - Areas of Dominanllnfluence which are adi3cr:n! to the home
"el's AD! and wilich are sen!icEd t1Y the home- man; ta.tions Villerc

more than truce adliicenl ADI' s lie within the home m;:rkr:t's TSA. seleellon of
the thre- to be reponed IS baseD on an analysIs of home station circulation in
each adjacent AD!. The AD! ' s to wh ich each county in the TSA has been
assigned are identifIed by codes ../hlen 21)Oear above the county listing,
counties with the code " 0" lie within !tIC AD! at a marKet which is not re-
ported in this publication.

Average Qu.artapHour AudiElnce - (See QuarJer- our Audience)

CoICH-St Penetrtion - Arbitron reports estimates 01 color television house-
holds penetraliOf1 /01 each sUrYey i:r(02. within L'lt: man,et. cased orl Inior-
mati on obtained durmg the Ui"ry pl2cernent In\VVlew

Controls - ""rbilron welghtlrl() lec!', nlcues are u eC in 3:1 s3r';Piil'Q un; s to

cs:a1Jllsh propor1ion31e reDr serltation of VIp.'\' Dv s2mDIIng unlj, by age
of he.d of household and by week.- The 'weIQ:1ting tecnn,loues are also used
in certain sampling units containing CATV housC'hclds. and in cer,Ciln
sampling units where sp!JClai Int rvrE:wlng tecrJniauE's are used, The County
list on Page 3 indicates the Ct. TV households contro:s- In cenaln markets
whiC-me-t Arbitron criterra. rClcial2ndJor ethnic characteristics are also
consid reD whEn estab!ishlng weights.

Cums Hous'8holds - For each reported Home Market Station , an estimate
01 the number of difierent Teievision Households 'h.Jt view at leas! once
dunl1g the a""ef3g8 week tor five continuous mlnull':, or fj, ore during 1he
reported day-part. This IS an unduplicated or cumulative estimate 01
circulation. The estimate IS based on viewing within the TSA only.

Effe-ti'lB Sa:-p!a Oa:;e (E58) - The computed s ze of a simple ranaom
sample whicll , if selected. would provide tile same st3rldaro error as the
actual sampling !an on which a survey result is based. The statisticai
reliability of audi"",lce estimates depends onll indireclly on the number 01
dIaries tabu:a!r"n c:nd is also subi2Cl to all of the factors :18scribec.i in tr,E'
section o! this reQor1 enf tl8'd Lli7J/!3f1Qns. (5e9 seoar \e pub!lca!iQn pro'.'lrjr

ievlslon report subscnbers enlltied DeScflptlon of MefhoO'o!ogY.

twdi8 County - Tile county in which a station s city license is locat::cL

(See Metro Rating Area.

Households. Using Television (HUT"- The estimaled percen! of television
households witt1 at least one leievision set turned on for five minutes or
more dunng an average quarterhour , as reported for the ADJ , Melro at
Home County.

In- Tab Sample - The nUPlber of Television Households or persons withir,
those households . whose reported viewing is tabula1ed In producing 1he
report In- Tab Sapie Includes television rlousetlOlds which returned dianes
and selected Planned. No-ViewlnQ Houserlolds.

Metro(Or HarTh'! CO\Jr1ty) Rating Area. (MRA) - Metro Rating Are8.s, where
applicable , generally correspond 10 Standard Metropo!i!an Slalistical ArGas
as defined by the U.S. Government's OHict' of Management and Budg
subiect to exceptions dictated by historical industry usage and other
marketing considerations suCIl as ch!:nnel aiJocati(JilS. (Ham malke!
MRA counties are indicated in th listing an " M" preceding the county
name.) Whp-re there is no defined ADI , ratings may be shown tor the Home
COlHlty of the stalion s city of license. The Home County is indicated in the
listing by an " H" preieding the cOLinty name.

Mu!tI-591 P:en€\rn1ion - Arbitron repans pen trati'Jn estimates of house-
holds with more \1)211 one television set tor each survey area Within 1.
market , based on information obtained In Ihe diary placemenr Interview.

Nat Vb' !cly Cjrcu! tjon - An estimate 01 the nun:ber Of unduplicated
Television Hou:,eholds which vle\... ti 2 stCilian fc at 1'0251 live CO,'lii,'UOUS
minu!c:: at 1P.2!::t once durir1g the week. This (,5!lma e i rC;:JOr1ed as Cur-v
Households in Column 26 of the Slgn-onlSlgn-cif daY- rear!.

twor Avs"'g -' Th'3 average "icekl:' audience to nelwon:: progr2iTlTling
fE:Jorte-d lor eiph1 nay. pans. Thr;st; t:s!lm2\es are ba:;ed on network ca'riaQI3
by Iorne-m,;rl'. et ::I':!lons only

r S,mpi6 Siz: - The numbm of es!m'iJled T"ll" ::::ion Hou::etwld$
OtiQ1n.ufl ' dr3wn far h(! survey.

Plar\!.e-d- No-VilJ\, 'ing Hou$l3holds -- TelC'l'isioIi11ou.senolds wr, icl1 incJic,,!c,;
at t timi: of the clary plac(-mcn! IfI!(,f\' IEW th2! no teieYISlcn viewing V..Ol,lJ

occur during the survey week. and which did not return a usabl8 dlary- is,
separato publication Drovided \oall televISion repot1 subscnDers en!ltlec
Descflp"Dn of Merhodologr.)

PVT (Parson:; VI6wing Talcvlsionf - The total number of persons b'l sax-
group viewing all te!'JVI$10n In Ihe AD!. reponed as a percr.nt cf ti:s ,otal
number a! ADI persons 1r1 ei3 dc;no9 aotlic c;a\€gory- Thl:j e511(;a\l:: ir.r::l;(
viewing to bo1h repar1e.-j statiuns and 10 non- reponed S\a1Icns, W:: crl InC)Ul
statiolls whose audiences were below minimum reporting stanc2.rCS al
sta1ions which were nOT testc..

PorcentagE; Dis1ributlon - The share or Television Houser,alds viewir
a hornmarket station . reported for each day-oar wi1hin speciflea survey are

Projection - The exp3nSion of sample sta!is!ics to household or POPUIa.!IC
information in the resDective unlverse. EslimJ.ies of persons viewing
a SPf;c:ific sex-age grcup are f:Hojc-cted ar;d then rGUnuE !C 1ile .'1e a'e
ttIOU ;.3ild- /;. p'o.:ecl1orl of i-:S , tr. an So.') person iar a SD9C:fiC ,:- ate(J8r, w
not D2 prlnied: trJlS b:an I:: f, ot In1end!:G te mplY 1.lal ne v,cw'ng ccc'

~~~

QUBr1er. Hour I\udienc \ prOjected eS\:rTate of trlC ,-' ::uD, :a:Eo:
audle'lce h l'in VI('V,c;' :: a o;'c:tiCln to' a m:n'fT:Jm of f:'.' !: r::nu,e:: '

..,

a sp ciflc aU2ih' Jr. These Quat1er- rlour :olal Cludiences ""' Ien CG;- ,I:-
into larger time periods hecome Average Ouarter- hour i\ua.ences.

Rl!,ing - The es1im ted percent 0/ telEVISion househclos, or cersc'\s wit

those households , tuned to a particular statian for fiye mlnules or n :)re dun
an avera.ge (1Uar1Sf- twuro! 1he reported time erlod for the AD:, ",e:;
Home County. If the rating is estimated to be !eS5lhan 0.5':" tor a lime
period , the space is le1t bl"nr:: this blank is not inlenoed to impiy tr1at no
viewing occurred.

Reiativo Standard Error Thresholds - The thres/1olds indicate the "-Dprox
mate degree of sample varia1ions in trl8 a.udience estimates re:Jor1ed
Thresholds are shown for two levels of relative error. 25..9 percE'nt .'ld 50
percent plus. One SlanrJ2.r(j Error (1 S8 is used in the- calculalion 0: ;r:res'
aids. (SeE: separ;ote pUbiication provioed 10 ,;11 i8ievislon cpcn '-()scritx
entitled Description of Methodology.)

$0:18111:6 Stalion - A station Ih3t dupiicates some 01 all of thE' Droqr2mrr'.
af a pEd8nt s1ation in orO,?, 10 serve.:n ar8i3 not f10r,naliy r:=.ocile::, ':.'CJ Wi,i
i:: 2s,:r gn,.:d S!:p3:2.: ca!! iett,;r:; ",,,Q cr. : f' I"be: by p" :c' FCC. I;, ii.'
f.:g-Ji..-Iy is.'uE;c1 Telf. v::;!c)i' ,v 2.r!;(.' t RSjJo. S. ;' r:JL(:' DII C(;.'I.

:;;:

es ii16 .cLG,

(,-

of satellite " statlonz, wlti, tho e of :I'

€ "

parent " st2frc", uncer cert?:n C
dit\ons. (See separa1e: pub! rCO:1ie,n prc" id8d to aiitelevLsiOil rer:Ci'1 sur:scr;De:
entJtlcd Di;scnpli0n '-'I ieltIUGO/Dgy.)

Share - Hie percentage of the lotal Househo!ds Using Television (I-UT)
reached by a station during 2. specified time. It is possible lor The sum 0:
the shares to eY-ceed 100 ;0. All sllares of 100% or greater will "Dpear as "

Television Households (T KH) - An Arbitron estimate 01 the number of
households having one or more television sets.

TOT rTotelsi - The sum (;1 estimated viewing in the TOlal SurvE''y Area 10 0:
repOrTed stations. by households and by demograp lc cale-qarles. Tnls "T;;I,
does not include viewing to stations whose audiences wele ceiow H-:e rT'.r
mum reporting standards orto stations which were ilot te.!ted.

Total Households - An uDdal€-d estimatE based on 1970 census provid 'd 
Market Statistics. Inc. These estim tes are projected to January 1 . i97i;;-
includf' househoids on mililary installations.

TctB! SUr-,BY Area (TSA) - A Geo Jtaphic 3rea comprising those c:Junj:es I
which

. -

DY Arbilron es!im t€s. apprQxlmateJy SJ3% 01 tr1e rJe! We k.iy CIiCUI.
tior! cd r;ommerci;JJ ,o/Te m r:-e1 st2. \ions occurs. All TSA e llm3:es ar
reportca in thousand:s.

UHF PrnrLitmhon - P. rlli1ron reports 8stim81es of UHf= DETletr.:lic,n ir, IE'

TSA, the ADI and Metre at all Metro ma!"\-e;ts, TSA and ADI of all nC1r;. etrc
marke , and the TSA 01 2.11 non-AD! markets. The e estrrn.:!1es are b2Sf:0
on the in- tab diary sample

Uni\'ers& - All 1elcvision houseilo!ds loc.1t d in tr.e specitied :: e2.

Workin'; Woman - A female age 18 + who worKS ourside !he horr. 2C: c;
morE' hcur.s per v:Pt-k..

For ao rfi:wna: :roiormE' fiOrl .'he r adrjr Ie; directed to :; in -';;3f(1 C'= '-'- "'!:O 
of f3r03:JC2$1 s 'Outcn T urr:s, puiJf:.;!;eQ by ttle f'a I.ore:, 

,.. ;: 

CCI,c,' :'-j( C
Bro;;"

j::

'!.'f!J( 1 1/1 N Slreo!. lv- 't"QshlnglOn , D. C. ;:OD36, i!r:o Arbl1i(l" 
Descripllor: 01 t.,1f-thooo!qof.
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This tOPof1 is a compilatlDn of lolerr5mn audi'.nce
e51lmal':S iar this market. The c51lfnales are lJCl5ed

on mfcrma!LQn suppl'ed by tcl"VI$lon nouseholds
o\' r O'e period of tile 5tlmrile survey Tne housel1o:ds
were selected by computer from local lelenllone
dIrectory sources. All television audienc-e 5!1ma(CS

co apprOXimations sut11ect to sla\IS1lcal vafJallons
1i:! d (0 gample sizes
.A.rOllron u es one- week family vi8wlng di,:Hes 

galh9r Information for lele,' lc,lon audience feports
Information , such as Coluf.set and multl,set o"oner"
5hi , IS al50 galhered by lelephone at !Ile time of the
diary placement Intervlew- DI2rles are printed In
Spanrsh for p!acemen1 Wllh 1am:lies who ,ndicate
prelerence lor a Spanlsrl lan9uage diary.

A methodology Cescri :lDn IS provided in 111;5 re-

f1. A more de1alled dest:rl(;llon of Artltron method-
ology may be found in a eparale publication De-
scnp/:cn of Mf:rt-Jf:aolor;y. I! any spc-clflC details. are
not COlTpleif:' ' Clf',,r , fur "V"f e (Jldna!lon will be
iurnisheoJ orl reGuest.

Arbllrar., ::llents who 3 SO rf'CelVC survc\' dati' on

EDP t.:n€: sr u:d no:c Irk:: \he ('stl m"s on :he ,2:.C' ,m:

in somcwnOJ! d, te.'cn\ form thiin reponcd In !!1 S 110(:i(

Estimates Repor:ed by Section
Day- p;;rt Audience SummiO'

)' -

;\yerage O1'311er.I'our
audience estimate!' are sr.mlTilrized lor eacll stanon
by S1anCJaro GaY- Dart scgm8nts- The day, pan grou;r
ings in G€nfral and Mour,taln lime zone markets cUter
slightly from HlOse In t.ast"'n1 2r:d Pacific lime zon
to belter represent those times whicr, are normally
devoted 10 nelwork and IOC21 programming. Station

estimaws In I ,'"I S summar!" are based an the quaner-
hour periods II", at each sta!lon was on Ihe air cUring
thf! Dccilied co1y.part. Periods i:o which off-air tech.
nlcal diffisUl l8:; occur are r,ot Included in sl..\ro
averages. E.:;!I'Tat 100 sta\IOClS 0:\ Itle air ior less
!Ime than tne s:c.tlOn teiecc.s1In;j tht: most quaner.
nc;urs durLn9 t"e peltod a:e so designated by a

double aste

(""

1. BeC2Uss Arbnron viewing
estHl1a!e are \ abul "-1(;,:1 0'11. ' for Those lime per:CJd:;
bf:tw", ,., C.,)CAM ",li d 2:DC/ M, " Sign- :)'I " ami " S!qn-

03'r- ':!":; do ,'at l11cluCJ(; \eieczst5 prIOr to or 3\18r
ese nourS. ..8 scparate p:.ID'Ic.tlon proyiCed to 211

tf!'e\'isIO report s\Jbscnbers entitled DescriptiOri of
Mellioo ology.

Nlltwor. r-rogram A\'araes - These averages include
only networK :ogram quartN.nour audiences earned
on home Slatlons wlfh aliloeai Of syndicated pro-
grammIng eliminated.
W9fJ :ly ProgrEmn'ing and Tima Period A..erag
Average quaner-hour aurilence eS!lmates are reponed
for eacll Station (or eBCI1 night of the weeK , trorn
01:00PM \0 2:0JAM (local tlmel. and lor ail day S,11Uroay
and Sunday. For 1he Mono2y. Fr,8""r' peflod , estimates
are repor1ed as fi..e-day i'Yer2g s. Station estlmales
are based on \ne auaner- hou: perrods that each
statlOll was on the air during Ine sDecif,&lltme period.
Periods in '.'hICh off.alr t Chnlcaj difficulties OCCl.
2!e no! incluoe1 in sta\lon ,werages.

The Weekly Pragrarnmil1Q and Time Period
Averages seCllon rs arranged 5 'ollows: The time
penod is !!sH:d , lollow;:d by the station call letters
and Ille lirs\ week' s li:-1 Qua.ner-hour program title.
If the tille IS the same tor "ny other QIJartcr-hou, In
Cjny week of 1he survey it will nO !J reoeatCd. Dif-

ferent progr2.m !llies appear on the lines iollo.mng
with? ma'lmum oi eight title lines per stallon. If
th€:8 IS morl' tnan one title for a s:atLon ourlnQ a lime
period a lour.wE'K 2vt:ra9~ ii:l'" lallows the ti\le lines,
The weekly to, )1 ralmg(s) 1c.r a given pmgram appear
in If'e apDro;-rlare v;eek' s rall;-;: column. Ij Ihe ilrS1
anc- "f:cono Qli2r1er. houf o( a r.al J- hour time period
hay(' dlfiF'fl2nl DrugrU:1mmg, two ADI weekly ,a:mgs
are shown or the aDproP-'la1 wf'f:k, one reprBSen\lnr;
€2cll qu,:ner.hau

'1"

(,30 (lPI.
\W\AA

dY r'\Jr,cl'
N"'''

6"'!.

WK1 WK2 Wr:3 WK4

"l'r;J Q -

t, (I"sh 1-) In one of Inese y..ee,;:y rating c"I;Jlnns
indicates t:lz;t tt,/" "rowarn li:C not a::r1l:v ;: !i:;xr"
able r2lm

p, 

Ianr. Ir. 0r1e L' H1C';B wCI"I,iy r2:tnQ
columns 1rC':...!f'5 I"". : the SI," :IO, ' \\,,5 nOI 0"1111,1 air

To Quality lar individual weekly reporting, a minimum
0170 in- tab households muSI De achieved in ca(;h 01
Irle !;urve weeks. In marY-ets will, smolle' S)m:Jles
only mull I-wee'" ayerage estlmales are reooned and
an a terlsk (" ) will aopcar In the weeKly COlumns. On
each title line, alter the weekly ratir9fs). the time
period tlvcr2ges arE' reDOr1e. For those oroqr-fTs H IE:

(21 two or rn;;8 w ""5 durlig iJ tlll€ 08noo. cO'lplete
household dnc o"n1ograpnlC In!o ma!lonIS reDor1ed
For those programs teleca5 only once In a tl!)e
penod , in those mar"'Cls wllh weeKly ADI ratings, the
following!s reponed.

ADI TV Household Ratin9s and Shares
ADI Ra in95!ar T t2.1 Y. er: a:1:1 T:::aI Women
Metro TVt1ouseho!d Ra:ingf. and Shares
TSA 1' Households, TOlal Men 2nd Total Women
For those programs telecast onl\! once 1n;O time

period in marK I.' wilhoutwe KI'I rallngs, no esil-
rral S are rePDrteC. The four.wel'l, ;Jverage line In.
CIL.'d S (.':- ('IF't0 ilQ.J5er\CIC dnc C2rr,ogrfi;::'"c e
11!', a:es 1'1::-:: arr- dveldoes 101 all .\e'?KS 01 :nc urvey.

Prcgr2 tlli!'_ S 0'1; reoC!es!eo cn a Ilme-iorr:, ,,t:e'

:.,

PIIn'd:':: 1-:;: fc,ro leorn e3.::n ce;c-r;,2'::lal S:2 IC"

See scp" r",TC Du l:ca:lOr; O' :O':C to "il !c.IQ'oISICI"

rcpon SUDS::I:- S er1tlt!ed UescnC,'ILv1 ::;J , ';'e/"1 oology

Stallcm B'eak A era !)s - Audiences recortE'd are
aver3pes 01 two auaner. hours- Tne time 'lOoted IS the
s1atron crei1l; tl :: oelwe-n the Iwo ouaner. rtours

cludeo:n the ",yeraqB Periods In which otl.alr
tecl1nlcai Ci tlicultres occur ale not Included In S!al:on
averages.

Pmm Audienc9S - AY8ffge Quar1er-no:Jr estimaes
ace rerJOl!o:d for 'ha " prog,a:7s wrllch mee: c2rtaln
qualifications. All quarter-hours 01 a oJalilYInQ pro-

gram telecast by Home MarKel or outside Class I
s!ation durmQ 11le muitlOle-weeK survey "'.Ie included.
The number ot quoner- rraurs er. W:l',CI", the 8ve, ges
are based IS snown In t'"e reDor:, 10 C;U;;:'f'r for 111.

cluSloll a program must nave be2r! 1eleeast a/leeSI
one Quarter- Ilour 011 the same Gav curing t?acrr of ,"'0
survey wee"',,- Thr pfogrilm is reaorted If, H\c P;8
gram Audiences e(;lion even if It \'",0; C3111ec 31
Gd!eren: limE'S, a3 lone as the pro9 CiIT-. was on Hv::
"me caleno?rday 01 thE: weer.s I n\' OI,.e- le. C)., ti..st

Wedne.3day a 5:00PM a:ld Hmd W dav -"t 8:00
,I. Onl,' lull program Quaner- llOm;; Me InClucea
Accumulation 01 quarter. l1our e5tlrnaH s IS Di3sed

011 program title, Programs 01 one quaner.nc;ur dura.
t:on s/lOWIl IwO or more limes dUring the same day
and also on differem weeks will be ayeragea together
2nd reponed in Ihe se tlon.
TImt PI!C's af" Pro!Gm Repooo - Since Arbitrnn
dOo:$ no! haye mQI',rldual day tI11 $ for progr"ms lele-
C2t prtm to J:3C1Pt.. Monday :hrougl1 Friday, programs
must qualiTy wrtr1!n tne Ar!ltron time ! ames. Thus,

Cs movie telecas1 each oay, Monday. Fflday 2:30PM-
4:30PM is re onea i!S two pr ogram5 WI1I1 a welgnted
average 01 the two programs. The flT't IS a Monday.
Fnc1y a..erogc of the 2:3:30 portlOr, 01 thE movie, Tho
second is an 2verage 01 the indlvioual oays (Monaay
\hrO\.gh Friday) trum 3:30 10 4:30 combined wit/l the
Monday. Friday 2:30 to 3:30 porrion oj the program.
The resulting final program average (see exampif
below) incluCes ali quarter-hours tile Drogr2m W;JS

,eIEccas!. even InGueh il beQan prior to tht 3:30F't.'
eak ior IndividL;3.iday repor1IrQ ,;n;: 3vemginG. The

Monoav. Friday average mus: bf' contlc:uous to t, '"E

3:3CPM tline penod to be included in 1he W8!gtlted
i:Serag6.

2:JOP WAAA ol\-\'KS No. 'I. Hr..

f.. Mov,,
J:3!PMIN'-AA

Mov,e
Morl Me'lt'
,,,1' M".,

M".,
TI"I. Mo.'e
Frl Mo.,e
AI' o.re 1f.o

PrQ r2.m" SCI1(Lh;' (1 ",::re t ,f' cr:se wee ;ly alre:
3:3DPM are rCCIGne:: 2S caliy (:S:;r;"fPS ;or,

,: ;'.

3 a

..'

eklY2-v;:' r;:;;2 l ct plGcrorn ,:; !iO"

,-:? ;':'

VF'1" drtY

2 v'eek dl., g !f' c' sur..",. IWO ;;I' ;Y:' 0 prOVid.-::
Tnf' firs, I!: a lo' i€-D3Y i!Y!!raC;e oi tin. r.

- ,

J\, Inro'jQh
r:noClv te, ::5t5 ;;r, C tn 5f'Cor10 IS J Co", . ,"'I. cay
a\tGrage 1nc.ludlr,C; \l1t MonGd) tr,ro,,' :,0-")' 1E:1E-

C-.:S1.;;5- v,cll a'; UI!" S, !ir ,'f ,F1L: \li""CJ )' telC'CiJS'
A (:C:JPM n('\' C25: V.'O:.ICJ Of" rr::.:rl('d lor eiJcl",

Pr!\jf'il

individua day Monday Ihrough F.-Cay wilh t: II..&-
day avcrage (5 AV) toliowed by the SatUrday and

nday IndiYll.L;al days and it seven- y avoragc
(7 AV) whlc/llncludes all tel ca51S of 111e prOQrarn

00PM WAAA
loon N....lu" N€'wWed N..wslhu ..sFr, Naw.

6:00PMWMA
s.!.
Sun

7AV
!'ew

5AV N(;w

The weekly BverCJge at programs telecas! more
\han once weekly, but w:lh varymg S1an 11mes appea
each time the program li Ie apr;sars- Tha aver;:ge
represents all time penaes. m wnlch tl1.:: proq,am was
1elecas!- An 2sterlSt: (' ) prEcealng a prCgram 1111e
ind!Ca.!es that the l%tlm tes for th progr;;m are
i1"cluded in an 8verage.

8ecauo;(J 1'leWIWJ eSWllates C3' e li!b !c:'pd o' 1iy fee
(I 'DC p r"JC:S 1:f'TwSen 6:0D':f. , .1, ,: ':F, lvI- tl,-

Frogr2rC' , Audler, cc t:st:I':,i"f:c;::() no! "..cl~IGc; 1"WI:-,(1

10 pro;rams pr!c;r 1-: iJIJt, M ;J;:C a:I"1 :':()C4M (
a ;,rQor;:rr Tna! DeOIT:' a 1:'_

::,

:::'1/ :-jII(' CQ:", lr, UlIS tU
3:00A.f,1 WOU\,j De r,oo:,IH' C (Jlllv tOllh", ;; :"i,
2:C'OA pc-rIOO\. f.W r.:O;Jram averae;O's r( rei:':)
fa' prLgrams wrllcll Degln af1er 1:00M, , (ID':01 iirne)
aurin,; lil8 sLJrvey :'l'r:od

c s:ng if: lit le(;f ;: multl-ltled ()uar1er- hour call t:
m:clusiliE:ly cred.'tad Ie. a 8L.aner. hour ., Ime perioo
ThereJore, no SInQle \1\le 01 a r., ullt. ,:,led ,~l::;r1er-1l0ur
appears In the rcc:rc:,l1 Av0ler. ces Secilo(1 For !n€:
repof1ing of progra.rn averOlges o! Pc:ren1 + Sa1elli

cc'mblnCl1Ioc)s . ItE.' Pale;"; and S2Iel,I!S 2rt- as!Ji.med
to be telecastmg the same prog a!Ts.

Sampling and Calculations
Sampling r E1h()d loqy - SUrvf VS t0 Ami!ron Te!L'"
v:sion M8rxet RF.fJ::ns are a" o"nD'!SllPd tr, rou
the use 01 agf"Jgraphrc U:llt C2i,E:d an Ar,)I! Gn SamD; Ir:g
Unit. A s.plmg unit IS nc.rmaJly one C.CUrl,y, a:tt,ouql'
SOnle counties 1121,e been divided :1,10 tVLT, or r,,ore
s.::-,pling ur, s lieC2,U':8 C)180pL'!al! lr, d' 1r;iJutt
ierri'ln, or ;:f,"as in WhiCh soec 1;:1 il ter\' :c"" III ir:Ch.
niOIJ9s are used. (There are no !"'stanc: ,s !n Willen 3J
Arbitron Televisirn SalTPlwg Un;1 COil:', :;tS 01 rf' :o.

II"2n O:lf: counly) - 8 2'::!u;: nl:n1::€', OJ C,.O:11:5 p:3C-C:j
in each Sampiing Unit IS deICrrr, lnc,d 8:-' !'-:2 QUCfa
estaOIISflP.d tor \he unit an:) Ihe ralE' at return "",Itch
Arbitron can rea!;onably f!xpect b3std on 03::t place-
ment e Derience- The total sample IS diYideG Into
approxlmate!y equal wee!\Iy segrn2nts lor d121).
placement. and Ihe retums are labulated seP-t'ately
for eaCh survey weer.. For each survev;! ,;omple1e
new 52-mple 01 famrl'es IS com;luler- sel '=1ed for 82.C'1
samplmg unit throlJgn Ir1B us!' o! a !O',SI""iTI2t:c: i l!.::n'al
selection tecnnlQue. These amples ot hQIJ eI10r:::;
are drawn oy Metrom,sJI. This sample se!ec: on, liKP-

all other proceS5es used If de' eIOPln9 Arbltr0n el6-
yislon estimates . I a:.:jltr:d by the 6ro, oC:iJsj R"11!10
Council. Inst2-nces of hand-driiwn samoles aiP o..
lirled in Arbi!ron s separate publlCa!ICn provided TO

all television repon SUD5cribers entiliedDescnpfwr;
of Melhooology.

D\.'l1). P\ ment find Return - Arbitror: inilialiy so=f1cL
a let!er1C sample I1CJuseho:ds inloriII!

,,! 

thu" of !.LIt::1

selection by com puler . ano $ta lng 1;1;0, an irt1ervi(;\I,'
will cal! to requEst their coopEralllHII.' tt1e stuve,'
Inlervlewers ao.: Instructed!o ::on:?-c1 tJ;e S81c:C:!F-d

sample hCiusehc. lds tJY te/col1en" te P',

\,:

In" Qlan2:'.

IntlOrvlewN5 are Irs:ruc1cd to m'-t:, 2t :;s
atlG::p1S to rf;ac!l e\' houSenoid 5", ",i(?d 1'1 rhE

sample in order 1ha1 8veryone In the c,d a:e has a

reasonat:l!; chance of being conl"c!e , These
lemp! .d calls are r:2.de at ditferfr, ! l'O'Jre, ot.fln9

th" day 2n" eyenl"p. Dl1!'les are hell 'T1rl' "'.J ('Irectly
ta the sample hO'J e!10Io5 1rOrr Arbltron hi:2d.

Ql'a Ir, 5e Jlile , Ma"ylan::- AIC.I1::,l s':'1ds,:
oiary for eac/l teleVISion set In the KnC'W,l mi.111-,2L

nlJ:JsN' C!::S. Folr:.wrng tnp. 5UI"V8;.', r l;c.'lOen 2J'2

3si;eC: le mail H..i.;rOI.3I..;5t.:.acl( tG A "ir;:;:lln
-;!:5vl.
Ai:I1 L:9h expilc;t irSlrur.tlon:, are CJ'ovidc'.J ,,,,':h

Inlf'rvlP'W, f, an:: rn(l' D,;IlCH;rlj ::he:f'. s Cire; ' ecr' 'larIY

conducted by 'ntc'"l('w r ccorc:, '?;:y s a,I'1 : 

A:Oitrof', Fie!O (!pera crIS Dcr:an;-er,i . rr,"'re may rp
tnst;:Hlces where 5UC,1 IrS1rl1C 1(;,,, i:r n,), ir:'II(

;.'

! tnICr\' liOwmQ ler:!lnIOL' c- - ':1;;

proceOure5 ar em;Jloye:: In l- E'f1-,r, "l"rlqcL, 10
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Imrrove represen:atlon of cerlaln elhnlC c;rDups. Se-e
separate publlcatlDrl prm. lded to allte!evision report

subscriber!' entitled DeScflptlOfI of Mt;11'0:Jr.:ogy.

T abutailon 01 Dianfo9 - All dlarres returned to rtHlron
are not n C!; 5arlly lcsed In tabulating lel8111slon

audIence estimates. Among those nOI u ed are dlaoes
which are mCOmpl!!te or Inaccurate, and thGse whiCh

rive after the Producllon cut. of! dale. Tile total
mtJer of In- tab Diaries may no! reach the orlgir,

QuOta. On Hie O!lv ( r.CJnd , tr, e !o\al may exceed H1P.
Quota

Entries in diaries relUrnedfrom mUlti- set hOU!lf-
hold:; are edited so as to provide un::uDII(:ated Ylewing
In1orma!ion tor a given household. Local time dd.
ler"nces wilhln 2 marKe, which overlaps lime zones
and !Ime dilferences caused by seasonai !Ime
changes are ascoun e- for In the results by \abulatlO1g

all YlewingbY a sta1lOn s loca! time relatiYe to the
1ime zone of the rTarKl:! belnq tabulaled

/J,rbilron has dr-w'IGped Qtner speCla, f'dlilng pro-
Our('s lor :1U2:rC'l:: 1'11t're OJ C:' TV S' :i\ern I

reqUlrer: to pr::!e:: OJ 10::,0 :,1,,' ,:-, c;;'!:ns' , GL:D:ICd110
of Its pr09ran-5 Drc' ),-;n' In DV t. C,.\TV SVST"n1 tram
CI t1er sources, T fli.SEC special ec;: 'ng prOCCQ' 're" arE
descr:tJcd In Arbl:'Of1 S separZ1Te DuDII::allon ::r:J,'lce,

te. ;;)11 :GleVISIGn rUJcn subscl:i:srs cntl\!ed Oe::ClipIJOTi
01 Mert1Odoiogy

Prnleclion of Au ier'ce - DJ3ry data for basIc ,' Iewlng
cat (:ofleOi are prOiCC !"" i or eactl QU2rtO'r- tlour by
a technlc e which assigns a vaiue In terms oj house-
'olds andiO' persons tc each In- tab d:af)", Tile Y;Jiue
assigned 15 refl'rred to as I 110'JSenOlds-per- dlaf',
value or HPDV . Selected planned.no-vlewlng ilouse.
holds are IIcludrcG In tne calculat:on of HPDV

Projections derived L:s!ng !I)e HPDV are then
summed acros!' weightrnr; cells and sampling units
in each survey area (i'/etro , AD) and TSA) and
gaHlercd by varlc'.JS tlm,, periods lar re:cor1lng. In-
dilliduai survev varla!lons If I orOlectiOG seXl3;Je par,-
u!allons are stabilized for all survey periods to' tach
year ending in SeplemDer . Audiences :heJ5 calcuia;ed
may be repol1ea for basIc dat2- ca!e9orle or Jor
comblnalions Ihereo!: ofpendln9 c.'1ln survey area
ttley may be repOrted 25 rOie::1!Ons or cOnverto:C1

'"0 ratings. See se:Jara\e pubilcation proYided!o all
,evlSlon report SUbSCfibiHS 2n!illed DGscriprlOn of

Memodology

ROlurntJd.Sampl(\'WeightiI1Q - Arbllror, exerCises
sample con1rois Dy calcuiatlng HPDV' s taking into
account the fOllowing: counJY, speCial interviewing

technlqu areas. survey weeK, CATV rlOuseholQs,
and Ihe age at nle Iead olll1e hOI.5Cr1Dld . In cerlaln
markets which meel Arblton crrterla. ra(;\a! o:nd/or
ethniC characterIstiCS ot \:1e housel1oid are also con-
s!dered. See Separi31 e publication provided to all
teleVISion report subscnbers entitled Description of
Methodology.

Criteria for
Reporting Stations
In order to report Ihe ma:.imum amoun! of Yiewing
in any given Arbl1ron. deflned teleVISion maKe!, the
cntena for repor1lnQ SI8110n5 are O1;)pliea E-6Cn time
!lIe maf1e\ is sur..eyc-j The viewl:lg 18vel5 oj slat ions
lo::at8d out51de ot the mar , 2.5 well as home
st;;liO'1S , are examlIej 10 Ceterrrlne whcthe 3'1)-
qUBlity lor IncluSion In Ine reocrt Arbitron r'ormally
lest!' m')re stations 1r;an usuall:! Quatity

CritEria a,e ('stabl!sh Q ac:: rdlng to station ioca-
tion and i3UClenCe Size, The minimum reponmg
standards afe
A HomE! St.:l1ion: 8n\' station 1(J,:;:l1ed within the

Meno , hoOT)!" c.oun\y and/Qr ADI of trl,- rnarket
beinq r€'portiOd
1, A Horne S.atlon i in::luded In th' ' report if it

delivcrs a '0

,, ('\ '

,,,eei;ly ClrculallQn ba2ied
on t e Tc:v: ::1.1'\.'".

, ,

\re2 2nd al.So as a

mln n1' Jr", of S:);J r:Cl:seho:,:)s PDr ;"Vi?r3ge
qu;!r1er. our or

2 .11 it cC:ilvers 1 ':;, o (he Mptrc tC:2"i :on
hou 8nO i1s lor Herne CO\.n\y \,,;e'" 1510n
tKIL!s(r.oid Ir; a r:orl. A.D1 marf\e-I\ I.::r atl225t
30 repo: ('(j Q.'J;!r1e,hGur 5 m:onls; 

.:. If It Oe!lvers 1 0/ tl1e f..elro leWI' lsron
/1()u ehoids c'r t-H, IT'8 CO' lnl)' 1rlevl ;on
hO'JscnalcJ:, In iJ ,on-ADI mi!n, a$!

;' 

of It5 broadc2.st time.
Those criteria are ilpf)lled to data encompassed
fro SIQn-n to s\gn-ff. 5,;nd.J.y througn Sa!uraay,
lor eaCh stallon Qualltled ETV Statrons appear
in the Oay. Part Summary section only

B Out!;lda Sla1ion; any stalion which is reported as
a Home Station In anottler 1eleYISIOn markells
art Outside S\allon ;)rld IS classed accor rnQ to
dr!ferenlrTln:mum r!'Oortlng crr!erlC!
1. C:ass I Outside StatlGn

a. Must al1all a 10% share ollOlal ratings
lor 4:00PM 10, 1 :OOAM , Sunday Ihrough
Sa1urday, based or. t'H! ADI (or H'Jme
County In a non. ADI marKet): Dr

b. Must atlam a Metro rating of5 tor at i?ast
100 quar1er. lOurs, or for at leas! 20"/001
its programmed airtime

If a station quatifle for Class I. all data r(Jlat
to 1he f,etto and . DI will be repor1ed In all
sections cf the rcpOrl cxce;;! the J;.DI P, atl

e'1rjs
2. C2ssII O' 'tsitiBSta\;on

2 Must ar:arll i';12ve,2c;e rat:fl of '"Gne " IDr

:QOP.', 10 1:08AI\ . Sl!r'oay !hrou9r-

SClturc:av, be.sed c, tI,r. ADi lor r,or:,
COul1!\' :n a n(Jr.. ADI m:-!i' E'\I: 0'

b. "-'ust .:!:ain an 2','Brace ADI (or HOI1E
Cour:!y In a non- /J, mC:rXf!\) raling of 1 5

tor t1-,O' eariy anj latc Im" ge lime periOdS
IMonoay. Frid;:V 5:0-'J.7::,O;JM and
1 1:00PM. 1:80AM , Eastern Tlr.lel

If a sla :on c;uali!led lor Class II . Metro anO
A;:I data w:l: be (e C)nea in the Oay. Part
Summary section onl,

For comDlete dala on Ou,5lde stations. see Ihe
respective 110me marKet reports.

C SB!ollile Station - Arbitron recognizes two
clas 2S of salellites

I. $. , S.'teili!es - These are satelli!es wf1ic
aU;JIIGate Hie progrc:mmmg of Dan
staticn in il;; entin:;ly, cmry o\t18r pro-
Qrammin' :; from 2n)' C 11N cu'ce, and at

times lelec", t f),cc;,;;rnr l'ng whl::h IS

identiC2i t:: thaI or \flf.; 8:Jren:-
Audiences 01 such sa!Fi:it!:s 2rc 21""FlYS
recr:r1ed In cDmblna wllh t.'10 f' o! Ihe
parent in lile par(;ro\' s rnari\et rEeDOrt-

2. ,5.2 Sat,"lllte - 1"1:1",,\0 iire sateilites tl-I?1
duplicate most, but nO! all. 01 the paren1

station s programmlnQ, Audiences of SUCh
saLe/liles and Ihe p2rent are snown on 1WO
lines in the paren!'s mark.E'1 report. Th'? t".

line shows the audience 0t \ne paren! dione,
and the second Ime snows Ihe combl'1
audience of paren! ana s3Ielllle(5) 10getr,er
When progrCimmlf9 15 Idenlical on both
stations , the symDol (SP) will appear as P2r!
of tho progr2m title to rSP!eSl'n! 'same
Programmrng. When programming dlf1ers
the symbcl (DP) wla aj:' peer as part of tne
program title to n,present Different Pro-
gramming. HoweVf!r , (a) \lnen an $02 saiellite
is !OC2te:d in a m2rK€1 olher tnan the home
marKet of t:"t! S- s parent latlan . and
(b) when 2t lea;;t one non-s2, t,:- llite station is
loclEd In tr' same market as I,'-:e 5-2 :"tp.lllt
tile aUOlCl1ce of I:,!: atei:I'e aione IS sr10wn
in the market repol1 d :he non- satellite
slation , In :h sl' ins. :lte , !nc :ou,;iences of
su:;h satellites are 'Wi CC1r lt),1"'G '\Yi I 1", Iho e oi
:he paren: ii \hG pz.'en1's tlorn€ r:-arKe repan.

Limita ions
)f! add llon ta the 50U,CGS of possitlB errDrs whrch
are descrl 'f.-d e' sewnere In this DaO!\ tile uSS' sr, ould
be a\'vare of the :Imltations d'.scrlbEj bOlo'

A The samDI 15 drawn nnly ham hO'Jseholusllsred
IflelE'Dhon€ directolle

,.,

'hlCh ",llmln".

!(:

no:"-
lelo;Dr:one f' ou:", enOIUS 2nc !e!cp"'::JnS' r-.C' ;8::j"
r.r.II' L''G Ir\ tll9 d:''':: ,.. C('--

""'

('rc;,, I-'I sr-
!Twnt:; li!i',c,o;n 1..,e c);rec:\ol". :;r!: SOE,:li:::,,;I' i ('
cluc,,' :' I rc, 1 !'8 s,;r.lp!i:. hCr.!

-: 

r;(,:u.'i UI1 "'I, :"';r
. 1f1$t;:; :latlcH1 ii" well i'5, stL:::",n:s CIne., r,"::Ir,e, \5 i3l
8ducalior.a "r. d other 1I:;!I\lH::'.'S rc3'r' Q: Tr.3y"10:
t:. !::,. eo :,1 !II" locO!: \(, :;!'cr,e d' Clory, AI! 1,01,

po:Cf1(" (!;r(,,;iDrle:: may .)! lId' .''' t't.' er, ,0,-:aI2:: F,
Incluoed ir: thf; 1151 prep2re\1 t)

.. 

lrOm, jl, \lnlch
is USf;O a A r!il,-o;-,!. 5o;rr;'le I:"". nt:.

S, Non.respondinQ tlOuseholds ma\' l';aYE SC.'1f: e 'te-1
en the survey reSl!ll to Ihe extEnl H-:a! 'r-e 1E-1'!
VISion IIlewlng t",ablts 01 !10n.r(;:"Donuen! d, 

: ,,'

lrom those 0' responden1s. Simlldrl)", Ine "eWlnQ
hat;l1 o! non. telephone hOUSEhol1JS 01 !nos,:
not lis\ed In teif!phone Olrec:orles me-II'n", :r::""
thoSG of households which have lelephon!O;. anQ
are listed in directories

C Ncn.respondlIQ houser"Jlos in Ihe orIQ!'1al
oe519n;:lcd sample D,eV("l! 11"'2 ' 1-ab TV
households " tram being 2 "rCOi'DI:.tv 52

:;'

o The sample deSign anCior fCSPon e pa1te-
(inCluding those markets wf1 !re Soccl21 c arv
placement and/or Ylewln9 Data retrl",var i:re .
utilized) may preclude proper reDr'2Sental :0, ., oi
certain groups wllhin Ill':' DOC'U:2WJn suc" 2
elhnlc groups, t1ousenOlo:, In c2r1;;lIn IO""'lr:::O'T:-e
low-educatTQn groups or Ilouseho'ds WI10S'.: ;g:r:
language: 15 other fh?n En ,!Sh" Such h u::e"cr:1
may nol De tully re(lreSlCnil::: in le one0
aLJo:,,'1ces because USabi'2 e:, :a. 'es ;'2y 

,-'

obt3;neo 1ram lflP.rT. Ir: o;!: L,'.cccrs rr,,\' ae
slgnilicanl 10 tilt! c;:!"r,

; :"

2\ 10Ic' Slcr, ,,=1
ownershiP and/or III.,WIT',," r2.:)'!5 c/ Ihc:se C!C:,

:-:'

ddfer irom tl10se ci c:::e. rGc.'

E. Data Irom Bureau of t';" Ce" sL.' . Ad\e:1 r-::
ReSEarch Foundatror: cr,

;: 

ar"f:t StJI,Sli:; ;. Ir::.
are sub!E'ct!o defects ana Ilnlr' a!I'C,r-:s SUcr-,;cs
samPling, processlIg, anO rsco r.;rl':; E''TC:S !,
additIOn . for those vears betw n ;JE'CE'nr.13, ::",
sus dates, Cer, us d2:12 are b2seo up;:n a :.;,

::- :'

1'"
which IS significalluy srr. ali r 1,1 mc.s :c;, 

;:,

r;.: ' ,2.'1
that eiTploved by ArbIIrQ'l: and arKe! S;2 15'
Inc. uulrzes publisher. f)ov€rnmenl figures:."
esllmatlnQ pOPula:lon for 1., d:YIOUi31 counties.
The:;e defects ano IImna110ns In 031a from 6,-1' .:i.
of the Census. Adver1ISlnq HeSearCt" Foun'J::\rOf1
and MdrKet Sla\lstlcs, Inc- are Innerer1t In Am:'
estimates Dasea tilereon

. Di,Hles, or portIOns IhereoJ . ma' ,- be cr.rTQ;,,'cCJ
improperlv if the diary ins!ruc\;Ons are na
understood or are no: foilowcd, Sucn c;"rles
r;'13y ther by De excluucd fr;:11 \r;e 5Uf''

G. Some o'al)' Entr;€5 mi1)' i- iE' be n maCE c.:- :1"0'
t'.-si:: of hf'arsy, r C2.'I

, :!"

( e5 '''''!I'S c.: ti1!) ':1 ,0.1
kerper r)rr.;Quld r;ave ;JEt'. jl', ti:'E;ICPC 0)'
corrm"nls made by 1he rrolerVi(;".-Gr to svtvey
par1lcipants

H. It I!' pos lb'6 t 1.1 human and cC'r'CJlJter :- oces
errors may occur after the diaries ;1re re::eIVP'C
at Arbitron heaaauarter::. ConseQ:Jen\IV. ;r,,
degree of variance in ttl€ aa1a 'Ta\' be o,ea\,,:
Ihan Iha! expccted tram sampl,ng '

,,'

aria tIOT', ,,:on
I. The poculat:on data uoon \\" \ICh. -". fcr!ran I'.;,s

based it Sample Weighting m-'y r':Jt bt: ;)!e::ls!"
J, Log:c;:1 anc:lysis and pre-proc SS''1:; pr D5ro:' Ic.).

01 Ihe data maj.' 21fecl SO;1,,, 01 tne diM)' 1I1€'tJ",
entries belD1e tile oala are prOI!''G1!!C.

K Arbitron conducts researcn IfllIOlvlng rlew ,e\noc:=
of Improving to:lelllslon housen':JIQS ccccera:lon
andJor secUring additional inforT2.!lcr\ irorT SO':,,,i-O
households.-uccasionally a Do:-' on or : :S r(:-
search may be DenormeCJ (0;) very rlmlter:: ,,251:;
jn conJunction with the 2C;'.c2. sur/e!s, i'nee 

;,-

so done, may cause the degr8 oi var:211(",e I

, \ -

,E-
dai2 to be grealer thall that expec!ea rrc.
sampling variation alone:.

L To 01e ox tent thd! any prr viSlor. s canta:ne:: in
th' 5 $:!C 1 io r.

, "

Lim ; 12, ons , " a C= I r,:: :Jnsl S ,:-n 
conflict with aroy rJ'a ror;", ccr, !;;lilC':J In i,'1:

SPP'C, cll N,.H:ces " on V. :;e 5;:: :, ;:; !,,:'O
::ial noticES should b'" .Joer', !;,;: 10 SUPF e':,:

andio. amend this section ol1hs re(:on.

Retention of Raw fi- dteri3Is
R!Jt nUDn hoCjtJlc - In. :al: t.rbl:rc') VI:?'.',: '1;: CI.:r' !:s-
used fer tr,e CorTlDU otlDn c li:'2 . CI:,'1:: -2SI;,-:,2' 'C5
pub!lshed Irllhi , repon Wi;, b", St A;::: ilf'C '.s c !
cross. ti'buI2Iions for (;1811;", r',O,l1tlc, !r2'm : "Ie c,e.-
cate 01 tne survf'\ ' C1'1C tr ,,;1 c.:;st e,: 2T.,::'
l'nu CJbie D,arl(;S SU 'sCdJQr :C' :n, :(:CC- ait
2d' I::C'CJ 1r.J\ ii S J(,CIa.1 c:os t."!,-'u!. '-""' 

. '-

reporie0 ",1,rn"tco; a'e c:ro,"cc :r:",y '

.', , ::.p

ordered D'Clo,e 1111" retentlO,

, ,,(-

riC': 

::'

s e ;:lr"
Upon ;:rl('rap;;o;(;11TC:TI:. s,.

;)'

::rl::cT"

:: :.

";'S ,,,

::,,

may !c.:am,nr; I F I :,. ta: , A,t" \:' " VI'- , \III;"; c.

,;. :"'-

,(jor i(J !. Eo dt: truC110;11.'e!!;()/) al Ar:J;,r0n '-
BeltsvillE' ofjlce.

7U1
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PRODUCT CLASS CODES

AI31

D12I

FOOTWEAR

DENTAL SUPPLI BS

FIl5

Fl2 2A

DESSERTS AND DESSERT INGREDIENTS

HI GHL Y SUGARED CEREALS

FI22B

Fl33

OTHER CEREALS

ICE CREAM

Fl42A

Fl42B

FRESH FRUIT

RAISINS

Fl42C CANNED FRU I T

F162 CAKES , PIES AND PASTRIES

COOKIESFl63A

Fl63B CRACKERS

FI72 FRUIT JU I CBS

F 2IlA

F2IlB

CANDY

REGULAR GUM

F2IlC

F212

SUGARLESS GUM

APPETI ZERS , SNACKS AND NUTS

F22IA REGULAR CARBONATED BEVERAGES

DIET CARBONATED BEVERAGESF221B

F2 2 3 NON- CARBONATED BEVERAGES

F300

G440

BEER , WINE AND MIXERS

BICYCLES

G450 TOYS, ES AND HOBBYCRAFTS

RESTAURANTS AND DRIVE- INSV234

8888 ALL OTHER FOOD AND BEVERAGES

ALL OTHER NON- FOOD PRODUCTS
3837

9999
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NERK ADISING: BRAS WITHIN PRODC CISES

Al31 

Buter Br= Shoes
Converse Footwar
Etonic (,old Shoes
Fanlare Sport Shoe
Florsheim Shoes
FOt Joy C lf Shoe
Fred Perr Tenns Shoes
Freem Shoes
Hush Pupies Shoes
Keds Pootwear
Ked Footwear Jets
Keds Footwear Little Sports
ked Footwar 360
Kiey Shoes
Kiey Shoes Regional
Levi Shoes
Naturalizer Shoes
Pro-KF Footwear
Royal TerS Shoes
Spotbilt Footwar
Stride Rite Shoes
Ulorn Mea Shoes

D121 DENAL SUPPLIES
j\im Toothpaste
Close up TTST M::JUthash
Colgate Deta pur FR MF CR
Crest Tothpaste
Glee Tothpaste
Maclean Toothpaste
Pearl Drops Tothpaste
Pepsodt Toothpaste
Reach Tothruh
Ultrabrite

F1l5 DESSERS & DESSERT INGREIES

Betty Crocer Foo
Frostig Mi

Betty Crocker Foo
ROY SPRD FRTNG

Birds Eye Foo
Col Whip Topping

D-Zer Gelati Dessert
Dream Whp Topping Mi
Hunt Foo Snack Pack
Jello Foo Amrican Desserts
Jello Foo Gelatin
Jello Foo Pudig
Nestle Foo Morsels

514



Phillsbur Foo
Frostig Suprere

Swss Miss Foo PudiJlg

F122A HIGHY SUGi'lRED CERE

Capta Crch Cruchb Ceal
Cata Crch

Peanutbutter Cereal
Capta Cruch Relar Cereal
Catai Crunch Various Cereal
Cooa Pufs Cereal
Cokie Crisp Cereal
Crazy Caw Cereal
Freakes Cereal
Geeral Mills Monster Cereals
Golden Graham Cereal
Golden Graham Cereal Regional
Grins & Smles Cereal
Kellogg Foo

All Brand Bran Buds
Kellogg Foo Apple Jack
Kellogg Foo

Corny Snaps Cereal
Kellogg Foo

Cracklin Bran Cereal
Kellogg Foo Fr=t Lops
Kellogg Foo

Frosted Mii Wheats
Kellogg Foo Froste Rice
Kellogg Foo Sugar Corn Pops
Kellogg Foo

Sugar Frosted Flakes
Kellogg Foo Sugar Snacks
Luck Ch Cereal
J-bonstones Cereal
Post Foo Alpha Bits
Post Foo Honeycoms
Post Foo Pebbles
Post Foo Supr Sugar Crisp
Trix Ceeal

F122B arR CERE

C. W. Post Cereal
Cheeis Cereal
Cream of \ neat Rear Cereal
Kellogg Foo Corn Flakes
Kellogg Foo Product 19
Kellogg Foo Raisin Bran
Kellogg Foo Rice Krispies
Kellogg Foo Spcial K
Kellogg Foo

Toasted Mini Wheats
Kellogg Foo Various Cereals
Buc Wheats Cereal

5745 3839



Life Cereal
Nabisco Foo Shredded h'heiit
Nabisco Foo Team Flakes
Nature Valley Foo

Granola Cereal
Post Foo Grape Nuts
Post Foo Rasin Bran
Quer Foo Instat Oatral
Ralston Puina Chex Cereal
Total Cereal
Whaties Cereal

F133 ICE CR1 . & SHERBETS

Borden Foo Ice Cram
Tastee-Freez Regional

F142A FRSH FRIT

Cling Peach Promtion
Washington State Apples

F142B RASINS

Calf Rasin Adv

F142C CA FRUIT

Dole Food Canned PineappleDel Mote Foo Caned Frut
Liby Foo Caned Frut
Ocan Spray Foo

Cranrry Sauce

F162 CA, PIES , PASTRS

Dolly Madison Baery Cakes
Dolly Madison Baer Donuts
Dolly Madison Baery Regional
Hostess Baer Caes & Pies
Kellogg Foo Pop Tar
Horton Foo Donuts
Mrs. Smths Pies
Mrs. Smths Pies Regional
Pepperidge Fan Frozen Cake
Pillsbur Foo Refrig Pastr
Sara Le Foo Frozen Caes
Sara Lee Foo

Light&Luscious Dssrt
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F163A CCKIS
Nabisco Food Fig Newtons
Nabisco Foo Chps Ahoy
Nabisco Foo

Nutterbutter Cokies
Nabisco Foo Oreo Cokies

F163B CRO;ERS

Nabisco Foo
Bacon N Dip Crackers

Nabisco Foo
Cheese Swrl Crackers

Nabisco Foo Ritz Crackers
Nabisco Foo Triscu ts Snacks
Nabisco Foo Wheat Ths

F172 FRUIT JUCES

Bechnut Bay Foo Frt Juice
Florida CitlCl Juices
Miute Maid Foo Frozen Orange
l1iute Mad Foo len Juice
Ocan Spray Foo Regional
Ocan Spray Foo

Various Juices
Relerron len Juice
Trswet PDTS Regional
Tropicana Bev Frt Juice

F21JA CAY

Brachs CadyCh Candy Pops
Foreve Yours Candy Ba
Hershey Foo Candy Ba
Kit Kat Candy
Kraft Foo Candy
Kraft Foo Wrapples Cal Slices
Life Savers PDTS Life Savers
Life Savers POTS Lollipops
Life Savers POTS Regional
M&S Cadies Plain/peanut
Maathon Cady Bar
Mas Cady Alnd Bar
Milk Way Cady
Mr. Go Candy
Nestle Foo Chocoli te
Nestle Foo Crunch 
Nestle Foo Mi Bars
Nestle Foo 100000 Cady Bar
Pete Paul Candy

Mouns&And Joy
Peter Paul Candy Regional

Juice
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F211B

Peter Paul Candy Whistle Pops
Reese Food Peanut Butter Cups
Snickers Chocolate Peanut Bar
Starburst Candy
Sugar Babies Candy
Three Musketeer Candy
Tootsie Roll Candy

Flavor Rolls
Tootsie Roll Candy

Toosie Pop Drop
Toosie Roll Candy

Tootsie Roll Pops
Tootsie Roll Candy

Toosie Rolls
Tootsie Roll Candy Various
Trog-Lo-Dytes Candy
REGULAR GUM

Candy & Gum
Beechnut Gum Fruit Stripe

Bubble Yum Bubble Gum
Dentyne ' Various
Freshen-Up Gum
Wrigley Gum Spearmint
SUGARLESS GUM
Carefree Gum
Candy & Gum

Tri Dent Products Sugarless Gum
APPETIZERS, SNACKS & NUTS
Cracker Jack Food Confection
Crunchola Snack Bar
Dor i tos Chips
Doritos Chips Regional
Fla-Vor-Ice
Frito Snacks Corn Chips
Fri to Snacks

NTRL Style Pot CHPS
Icee Ice Confection
Jiffy Pop Popcorn
Lays Potato Chips
Lays Potato Chips Regional
Nature Valley Food

Grandla Bars
Orville Redenbacher Food

Popcorn
Planter Food Nuts
Pop- Ice

Pringles Potato Chips
Ruffles Potato Chips Regional
REGULAR CARBONATED SOFT DRINKS
Coco Cola
Dr. Pepper Bev Regular
Mountain Dew Soft Drink
Pepsi Cola
Royal Crown Bev Regular
Schwepples Beverages
Seven Up Beverages Regular
Shasta Beverages Regular
Spri te Beverage Regular
DIET CARBONATED SOFT DRINKS

et Pepsi Cola

F211C

,oj"
F212

F221A

F221B 5748



F223

Diet Rite Beverages
Dr Pepper Bev Sugar Free
Fresca Soft Drink
Seven Up Beverage Sugar
Tab Beverage DietNCN-CTE SOP DRI

Free

Borden Prize Drin Mies
Countr Tir Drll

PONered Mi
Fuy Face Beverage Mi
Gatorade Bev Regular
Hawian Puch POTS CN Puch
Haaiian Punch POTS

PWRD DRN Mix
HI C PDTS Frit Drins
Kool Aid Beverage Mi
Miute Mad Foo Lenade
Sqoze Drink Mi
Myler Foo Drin Mies

F300 BEE, WI AN 

Andeker Beer
Aneuser BUSCH POTS

NT Lite Beer
Budweiser Beer
Budweiser Be Regional
Colt 45 Malt Liquor
Coors Beer Regional

, Han Beer Regional
Heilem Ber Regional
Lite Beer
Laenrau Ber
Michelob Beer

Michelob Ber Regional
Miller High LIfe 
Old Milwaukee Beer
Olynia Ber Regional
Pabst Ber
Schaefer F&M Corp Regionl
Schlitz Ber
Schlitz Beer Regional
Schlitz Light Beer
Schlitz Mat Liquor
Sc.lmdts Beer Phila Regional
Stroh Ber Regional
Turg Ber
Turg Beer Reional
Andr Wines
Bolla Wine
Cella Win
Gallo Wines
Giacobazzi Wine
Maschewi tz \'iine
Main & Rossi WiI1e
Paisano Wine
Riunte wine
Sonom Vineyards Wine Reional
Yago Santgria Wine

-6-
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G440 BICYCLES
Schwinn Pdts Bicycles

G450 GAS , TOYS & HOBBYCP

Atai Pong 
Aurra AF Cas & Sets
Aurora

Ralmste Redbll Exress
Aurra Screecher Race Sets
Batter Up Toy
Chld Gudance Toys
Caleca Action Sport Gars
Caleca Holly Hobbie
Coleca Pinall Gaes
Caleco Swimnig Pools
Calorform Stick On Toys
Crayola Craft Ar Kit
Crayola Crayons
Fisher-Price Toys Pre School Toy
Gariel Lone Rager&ACC
Gariel Otello Gar
Gabriel Pop A Matic GM
Gariel Prof NOD&'Ie Tule Gars
Gabriel Wanabes Doll
Gabriel Chutes Away Gar
Gu Ball Bans Toy
HABRD Charlies Angles & ACC
HABRO Gi Joe Adventur Sets
HABRO Li te-Bri te
HABRO Mr Potato Head
HABRO Play & Mae Kitchen Center
HABRO Richocet Race
Honda Kick & Go Scooter
Ideal Battling Spaceship
Ideal Big Shot Gar
Ideal Breakg Point Gar
Ideal Dorothy Hall&ACCSRS
Ideal Elect: Doll
Ideal Evel Knevel
Ideal Flip Your Lid Gar
Ideal Jaws Gar
Ideal Jun yard GaJ
Ideal Mighty MD' 
Ideal Mouse Trap Gar
Ideal Mr Muscle 
Ideal R-R-R-Raw PONer
Ideal Ru- Du Dolly&ACCS
Ideal Sta Team 
Ideal TCR Total Contrl Racing
Ideal Thumlin Doll
Ideal Tin Ca Alley
Ideal Tippy Tules Doll
Ideal Talkg TOY BR&TC A 
Ideal Toss krass Gare
Ideal Tripple Up Gam
Ideal TuesdayTaylor&ACCRYS

-7-
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-8-

Ideal Up Against T:i Game
Ideal \wstling Mr Machine
Ideal Wing Ticket Gam
Illco Toys Mickey Ms RL CSTR
Kier Aeial Aces Target Gar
Kener Ba Alive Doll&ACSSRY
Keer Bay Heart Beat
Kener Baby Won t Let Go
Kener Bionic Wan&POTS
Kener Close N Play Phonogaph
Kener Easy Bake OVen & Sets
Kenner EscapejDath STR Gar
Kener Girden&Panel Bldg Set
Keer Ice Bird
Kener Milk ME MLG CCJ
Keer

Osca Goldm & Acessry
Kener Sit N Spin
Keer

Six Million Dollar Ma PDrS
Keer

Six Million Dollar MN&DSCR 
Kener SoapSTE
Keer Spectrogaph
Kener Spiro-raph POTS
Kener SSP Products
Keer Sta Wars Figues
Keer Stretch Toys
Kener Tree Tots Famly & ACCRYS
Kener TT Products
Keer 11 On Gar
Lege Tos 
Lionel Toys

Paver Passers Race Set
Lionel Toys Trains
Lionel Toys Trais & Trcks
Ma Big Wheel
Marx Cats Eye Game
Ma Cosmc Rots
Ma Flying Fuies
Ma Gree Mache Racer
Ma Monster Maia
Ma Popcorn Gar
Ma Shooting Gallery
Ma Sky Heroes
'I Supr Shot Racers
Ma wiz Wheel
Mattel Baj Car Back Doll
MatteI Ba Thatav'CY
Mattel Donny & Maie POT
Mattel Electronic PDrS
MatteI Plying Aces
MatteI Fu 0 Clock
MatteI Honey Hill Bunch Dolls
Mattel Hot Wheels
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-9-

Mattel Hub Bub PDTS
Mattel Power Shifters PDTS
Mattel Pulsar Man
Mattel Putt Putt Toys
Mattel See N Say
MatteI Sew Perfect
Mattei Sho Gun Warriors
Mattel Sizzler Race Set
Mattel Suns ine Family Toys
Mattel Tender Love
Mattel Tender Love & Kisses
Mattel The Slime
Mattel Tuff Stuff Toys
Mattel Various Toys & Games
Mattel vertibird
Mattel World of Barbie
Mego Baby Needs You Doll
Mego C B McCall PDTS
Mego Cher Doll & Accessories
Mego Farrah Doll & ACCESS
Mego Happy Days PDTS
Mego Micronauts
Mego Star Trek PDTS
Mego Super Heroes & ACCSRY
Ohio Art Drag Race Sets
Ohio Art Drag Race Sets
Ohio Art Etcha Sketch
Ohio Art Lil Sport Toys
Ohio Art Walker Farm
Parker Birds Cede Name Sector
Parked Bros Dungeon Dice Game
Parker Bros Gambler Game
Parker Bros Gnip Gnop Game
Parker Bros Hot Tomato Game
Parker Bros

Nerf Pre School Toys
Parker Bros Nerf Sport Toys
Parker Bros Pay Day Game
Parker Bros Ri veton Model Xi t
Parker Bros Sorry Game
Parker Bros Whoozi t Game
Parker Bros Worm Wrestle Game
Play Doh Toys & Games
Playschool Baby TOys
Playschool Bristle Blocks
Playschool Dress Up Dolls
Playschool Puzzletown
Raggedy Anne & Andy PDTS

Talk Bank
Remco Baby This And That
Remco Bat-A- \vay 5752



-10-

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

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

Super Jock Action Games
Schaper U-Drive- It Toys
Silly Putty
Snoops Bubble Pipe&Tub
Super Hero Power SHLDS
Telestar Games
Tomy Eig Loader CONSTRN Set
Tomy Blip
Tomy Merry Go Toys
Tomy Mr Mouth
Tomy Nuttsy Tennis
Tomy Tuneyville Choo Choo
Tomy Turn N Go Riding Toys
Tonka Toys Cars & Trucks
Tyco Toys Race Sets
Tyco Toys Train Sets
Wham 0 Frisbee Toys
Wham 0 Hula Hoop
Wham 0 Slip N Slide & Water WGGL
Wham 0 Trac Ball

V234 RESTAURANTS & DRIVE-INS

Big Boy Drive In Rest
Burger King Drive In Rest
Dairy Queen Drive-In RST
Kentucky Fried Chicken
Long John Silvers Rest
McDonalds DRV In RSTRNT
Pizza Hut Restaurant
Wendys Old FSHND HMB RST
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SUBJECT

1L!
r::;.
11010- 110

U.'\1.J.l1J L)J.l\.i.L0 vVVLJ'-l\!J.vJLl'i..

AJ/e'inorandu7n
Sara Holtz DATE:

Carole ,Christopher

, (,

BAR data

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

F1l5
F122A
F122B
F133
F142A
F142B
F142C
F162
F163A
F163B
Fl72
F211A
F211B
F211C
F212
F221A
F221B
F223
F300
V234
8888

DESSERTS A"I DESSERT INGREDIENTS
HIGHLY SUGARED CEREALS
OTHER CEREALS
ICE CREAM
FRESH FRUIT
RASINSCA FRUIT
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
RESTAURANTS AND DRIVE - INS
ALL OTHER FOOD AND BEVERAGES

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

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

Bny V, S. Savings BOllds R'gv!arty Oil the Pa)' roll Javings PI';II
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Fl41

F163

F211

F221

Products are classified as presweetened
if they contain 30 of more sugar as an
ingre-ien t. MPCA and other industry
data , along with vario s nutrition litera-
ture, were evaluated to ascertain the
appropriate cut-off percentage. In fact
the co on figure appears closer to 20-
25% but I 211, recommending 30% as the figure
to use since it is indisputably a "highly-
sugared" product.

and F142 are classified so as to separate
fresh fruits, canned fruits , and , raisins.
These are seen as having very di fferent
potential car iogenici ty. Canned fruits
because of their added sucrose (and/or
other sweeteners) and raisins , because of
their natural sugar content and" stick-
iness, " are thought to be cariogenic while
fresh fruit is considered non- or rela-
tively non-cariogenic.
is divided so as to separate cookies and
crackers. Some , (in fact many) crackers
do have added sugar but others have little
or no sugar. It seems inappropriate to
include crackers in the same category with
a product like cookies that virtually
always has relatively high amounts of added
sugar.

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

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

To be on the safe side , where classes are sub-divided,
products should be assigned to a new sub-class only if it is
known that they belong in that class. For example , if it is
not known whether ' a beverage is sugared or dietetic, even if
its assumed to be sugared , it s11Quldn I t be counted as a
regular carbonated beverage (which wouid mean it would be
counted as a sugared product). It should be assigned instead

5755
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to the categ6ry "All Other Foods and Beverages. This seems
to particularly arise with respect to local spots where
products are not so carefully designated as on network
commercials. This 'caution applies to all product classes
(i.e. , gums, cereals , etc. ). I realize that in following
this suggestion there will be underreporting of the percen-
tage of advertising devoted to sugared products on children
television but I think it' s better to err on the side of
conservatism.
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Append i x E

Network TV Program Tabul ati on Forms: Advert is i ng

and Audience Information
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Appendix F

Network TV Program Tabulation Forms:

Product Category Informati 
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Append; x G

Network TV Programs Included in Analysis
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l""LWULK .-roar JJLUaea In AnLYS1S ot Clid Exsure to Netwrk Progaman Adsing,

TO FOR FERU, MI, 'I FOR CA 
AN.NO, 1977 1977

No. of Mi. $ Est. No. of Mi. $ Est;Pr Title Ca. Sec. (000) Cr. Se. (000)

;B FridaY Night
MOe 211 105. 8222. 1259 640. 48383.

;B Moy 
41. 30 4472. 221 9456.bbvie 113

\B SIIday Night
M:e 214 106. 10098. 1308 664 60560.5

we Weend
Spal 10. 228. 160 84. 1551.8

ilce 999. 238 122 12194.

III in the
"al y 36. 4609. 309 156 17781.

III New
friends 27. 555. 247 127. 2497.

\lica
ladstad 166 83. 996. 957 478. 30 6050.

IIs, AnsIIs 34. 306 158 1048.

IZk II 34. 527. 304 155. 2181.

laggy Pants an
'h Nitwts 13. 267. 124 64. 1136.

:ag Shag Laa-
'alooza 261. 8 31. 00 800.

:artt 46. 4450. 508 255. 24185.

:arey Miller ' 31. 00 3302. 299 152. 14434.

:atr/Iaran
:3vetur 27. 995. 223 119. 30 3568.

iBtty Whte 716. 36. 4149.

Evt 169 84. 8986 693 356. 32472.

ig John Little
ohn 32. 422. 260 135. 1699.

57&0



'I FOR FERU, MA, 'l FOR 
AN NO, 1977 1977

"'''

No. of Mi. $ Est. No. of Mi. $ Est.

Pram Title Q:. Se. (dOO) Ca. Se. (000)

ionic 43. 4i4'4. 8 197 101. 00 9852.

lanskys Beuties 11. 30 34. 2623.

ugs Buy /Rd
. 407. 30177 88. 1920. 773 7005.

ustig lise 20. 1876. 143 78. 5955.

aptn Kaga 1171 585. 2398. 4264 2140. 7757

apWn & Tele 26. 2129. 114 58. 4391. 9

ar1 Bue' 43. 4246. 445 226. 20258.

B Bes 32. 30 . 381.8 280 145. 1758.

BS Chldr' s 100 50. 587. 390 203. 1786.
ilm Festival

iLlie I s Angels 166 83. 16379. 616 308. 33889.

hi= and the Ma 792. 207 105. 8364.

hips 17. 1494. 157 81. 30 5783.

lue Club 26. 416. 245 127. 1686.

24. 1132. 151 79. 3711. 8

n Ho Sho 236 118 1319. 522 267. 2928.

Y and Maie 55. 4511. 61 376 197. 18494.

. ght is Enough 39. 510. 0 335 169. 19046.

rgency 22. 1968. 319 169. 11652.

ly Feud 257 128. 1138. 2978 1500. 17312.

tastic Jourey 27. 1764. 127 65. 4158.

Out Space Nub; 30. 178. 240 124. 628.

t Alrt aJld
by Kids 39. 00 .788. 332 174. 3075.

14. 1161. 6 198 105. 8107.

5761 3855
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'l FOR FERU r MA 'l FOR CAAR YF
AN li, 1977 1977

No. of Mi. $ Est. Mi.No. of $ Est.

Pram Title CC. Se. (000) CC. Se. (000) ,

Dgan Ru 11. 933. 154 81. 00 202. 8

ov Bot 19. 2124. 0 181 92. 8283.

Ia fra Atlantis 19. 1602. 166 84. 6895. 9

lah 22. 2851. 0 292 157. 00. 19320.

onter Sqd 31. 00 450. 249 133. 00 1838. 5

ugg 15. 145. 43. 401.

Be M:day Night
ove 125 61.0 5653. 1238 634. 54337.

Be Saturday
ight MJie 138 69. 5248. 1499 761. 30 57649. 4

ew Adt Jrs of
;'-n 25. 602. no. 30 2286. 4 .

ew Adveturs
f Gilliga 33. 238. 276 142. 937.

Ares/
ilrin 15. 490. 161 84. 1299. 9

:!1 Couple 21. 00 317. 178 92. 1210.

1e Day at a Tim 23. 2608. 272 138. 00 13577. 6

Jetion tticoi 1080. 39. 4014.

Ln Panther
mgh Sho 205 102. 1221. 7 882 458. 4848.

ce is Right 406 203. 2447. 9 5403 2716. 31077. 9

!d Had Gag 12. IF. 105 54. 675.

617. 245 125. 11122. 2

JCkford Files 43. . 4336. 531 271. 00 23590. 5

,ford and Son 12. 1176. 213 108. 9894. 0

=by Do 2224.ncrtt Show 148 74. 681 362. 30 9385.

5162 3856



'l FOR FERU, MA, TC FOR CA 
AN NC, , 1977 1977

No. of Mi.

$ ,

Est. No. of Mi. $ Est.Pr Title Ca. Se. (000) Ca. Se. (000)

'f,
:hst Busters 10.-30 72. 105 52. 288.

ong Sho 696 348. 3119. 3 2823 1432. 11750.

:o Tims 29. 2309. 290 148. 11568.

ret Grpe Ap 12. 125. 123 62. 615.

:rizz1y 121 60. 5204. 418 215. 16142.

:a 45. 6096. 302 160. 18574.

appy' Days
3885.ayt 744 372. 2964 1494. 14990.

ardy Fbs/
ancy 129 64. 5266. 0 485 255. 16986.

s Luc 221 110. 1209. 1319 665. 6191. 0

li Bros. Razl
as Show 12. 69. 45. 231. 3

Am th Grtest 14. 496. 128 67. 1907.

3bbeaw 32. 506. 302 157. 2135.

he Jacksans 635. 19. 1313.

:1e Jeffersos 32. 2814. 270 135. 30 10899.

ungle Bok 210. 210.

r. Alst Any-
1ig gos 26. 179. 209 108. 30 700.

Lds fra Cape 17. 137. 150 76. 629.

rofft Suprshow 178 89. 2531. 5 784 410. 30 10511.

'ldy of the Lost 35. 539. 261 137. 1993.

lvee and
rirley 39. 5698. 279 143. 16605.

:tle House on
le Prairie 111 55. 6054. 9 510 269. 23885.
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TC FOR FERU, MAY

'. 
FOR CALENDAR 

AN NC, 1977 1977

No. of Mi. $ Est. No. of Mi. $ Est.Pr Title Cr. Se. (000) Ca. Se. (000),

;coby I s Laf-A-
ymics 121 60. 2617. 501 269. 10600. 7

;ech and Rescu
Uph 18. 356. 146 77. 1347. 2

;ecrets of Isis 27 810 331.2 109 56. 1135.

;hazarIsis 121 60. 1159. 522 273. 4790.

;ix Million Dallal
47. 5216. 572 295. 27922.

:' Skteird 27. 778. 236 124. 3026. 4

;pce Academ 13. 448. 113 59. 1594. 7

;pace Ghosts and
'ranenstein, Jr. 34. 455. 289 151. 00 1848. 8

\;ce Sentinels 17. 332. 40. 653.

.ped Buggy 34. 507. 281 149. 00 2034.

.ta and Hutch 127 63. 5719. 632 319. 26528.

:upfriends 22. 396. 216 113. 1860.

:upe tc 228. 27. 646.

:ylvester and
'wty 29. 152. 260 131. 30 5B8.

'abith 1062. 2B. 2561. 7

arzan - Lord of
'he Jungle 27. 607. 234 125. 2387.

'he I s Cay 13. 2175. 146 75. 8455. 7

21unde 13. 369. 130 69. 14B1. 0

er and Jerr and
iuly Shc 31. 30 358. 296 148. 1425.

),m 10. 245. 45. 833.

he Wal tons 143 71. 30 7199. 587 312. 26276. 2

761t 3858
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Nebork Progra Inlu:d in Anysis of Chld ExSur to Nebork Proam
, and Advertzing.

011'1 FO FERI, MA, 'l FOR CA 
AN NO, 1977 1977

No. of Mi. $ Est. No. of Mi. $ Est.Pr itle Co. Se. (00) Co. Se. (000)

'lay Out Gas 32. 2'72. 240 124. 30 936.

Vht I s Happg 63 31. 30 3356. 9 286 143. 13335.

Vnt' s New Mr.
1ago? 10. 220. 42. 1005.

1ca Back
Cotte 39. 4158. 324 166. 14909.

bnde World
)f Disney 200 100. 8781. 5 796 409, 32389. 0

onde WC 13. 1092. 158 82. 5805.

Io Woopecker 32. 186. 279 140. 30 740.
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Appendi x H

Sa r Graphs Depi cti ng Se 1 ected Adverti sing

and Child Audience Relationships
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