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Relative Importance of Television Influences, Family Influences and
the Child's Personal Character1st1cs on Children's Food Preferences

(113 pp.)
Directorj D Balfour Jeffrey and James A, wa1sH&9§

A number of different factors have been suggégked to influence
a child's food preferences, consumption and purchase influence
attempts. These factors can-be roughly categorized as television
influences, family (parental) influences and personal characteristics
of the child. The relative importance of each is still, for the
most part, unknown. The present study is an attempt to assess a
numbér of variables involved in these factors and begin to determine
their relative importance through the utilization of the multiple
regression model. A total of 35 variables were investigated;
4 variables utilized only as criterion variables, 21 variables
utilized only as predictor variables and 10 variables utilized as
both criterion and predictor variables in separate analyses.
Subjects included 74 kindergarten age children and their parents.
Information was gathered on television v1ew1ng patterns and a ch11d S
eating habits in the home, the family's socio-economic status,
parental and child attitudes toward commercials, a child's nutritional
knowledge, parent-child interactions regarding commercials and
consumerism and personal characteristics of the child such as height,
weight, sex and level of the child's understanding regarding :
commercial intent. The criterion variables included a child's actual
consumption on a Behavioral Eating Test, a child's choices on a
Pretend Eating Test, a child's purchase influence attempts and

- level of parental yielding to these attempts for both low and high

sugar foods and a child's consumption of high-sugar foods in the
home. "The results revealed that it was possible to predict, with
some success, most of the defined criterion variables. The most
important predictor variables were found to be parental and child
attitudes toward commercials, public television viewing levels,
a child's eating habits in the home, socio-economic status and

a child's physical characteristics. Due to the large number of
variables assessed, further ref1nement and investigation was
encouraged.
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Relative Importance of Television Inf1uences; Family Influences
and the Child's Personal Characteristics:
" on Children's Food Preferences'

Research into the variables that influence children's
eéting habifs.has increased dramatically in recent years. A
reviewrof the 1itérature in this area suggests that these

‘variables can be generally classified ihto three major group-
ings; media influences, family (parental) influences and
characteristics of the child. While research has indicated
'fhat all three of these factors exert some demonstrable in-
fluence, the relative importance of each is still, for the
mqst part, unknown.

0f aT1 potential media influences, televjsion is most

~often identified as having the greatest impact on preschdol
chi]dren because -its combined visual and auditory presentation
require Tittle reading skill or other active participation.
Additionally, data suggests that 96% (Lesser, 1974) to 98%
‘(Nielson, 1978) of Americans have at least one television set
in their homes. Pipes (1977) has Tooked at various statistics
available from both the television ihdustry and consumer agency
sources and suggests that the»"éVerage" preschool child (below
theAage of six) watches television 26.3 hours per week. The
current guidelines of the National Associatioanf Broadcasters

allow 9.5 minutes of commercial advertising'during each "hour

of commercial programming, This means that the "average" bref



school'childmentioned before spends 15% of her* téTévision'
viewing:time, or 250 minutes a week, viewing television com-
‘mercials.

Barcus and Wolkin (1977) carried out a content analysis
of chiidren's programming on a typical Saturday and Sunday
morning in Boston, Massachusetts in April 1975. Their findf
ings revealed that 68% of allicommercial'anﬁouncéments‘were |
for fon products; 25% for cereals (with presweetened cereals
outnumbering'gnSWeetened cereal by a ratio of more than three
to one);'25% for candy and other sweets, 4.8% for snacks and
other canned or prepared packaged foods. An additiona] 10% of
the commercial spots advertised quick meals and eating p1aces.
0n1y'3.2%, a total of 13 out of a population of 390 commercial
-announcements shown during this particular Satdrday and Sunday
morning, were for fruits, fruit juices, bread, miik and other
daify prodUéts. Conspicuous»in their absence wereAany:commer-
cials for meat or vegetables.

In assessing te]evisioh's potential impact as a teaching

medium, Gussow (1972) suggests that:

...(t)he most powerful messages television delivers
~are its implicit ones- the things it sells us when we
don't even know we are being sold. The heavy advertising
of beer and soft drinks, for example, delivers a message
far more potent than the urging to buy any single product.

*In order to be as nonsexist as possible, and still remain un-
encumbered by excessive verhiaae male and female pronouns will
be used-interchangeabley to denote the population of interest.



In terms of this message,it doesn't really matter whether
someone going to the refrigerator gets out a Pepsi or a
Coke, a 7-up or a Budweiser. What really matters is that
a thirsty American in the 1970's goes to the refrigerator
to open up a container rather than to the sink to open up
the tap (p. 50).

The techniques used by the advertising industry to sell
products depends upon the targeted audience. Most research into
the relative effectiveness-of:specific techniques in children's
advertising is carried out by the advertising agency and the re-
sults furnished only to the sponsor, not to tHe general public.
However, ‘it seems'unlikely that food manufactUrers'and distrib-
utors would -invest heavily in advertising unless it resulted
in increased sales, so it becomes possible, through a content
analysis of Chi]dren's ads, to discover which techniques are
being utilized in the attempt to sell children on some par-
ticular product;; For examp]e,'Barcus and Wolkin (1977) found
that animation was used either exclusively .or in. conjunction
with real persons in 42% of all commercials on Saturday and Sﬁﬁ-
day mornings and much less frequently when the audience was not
made up wholly of children. The same pattern was true for oth-
er "magical" events otﬁer than animatioﬁ. Mauro and Feins .(1977)
conclude that‘“obvious1y, animation is considered more enter-’
taining and exciting for children who believe in its reality."”
The opposite trend was true for the dissemination of actual pro-
duct information such as price, wéighth, size, ingredients and
warnings which occurred much more frequently when children were .

not the sole audience.



Barcus and Wolkin (1977) found that the basic themes used.
to sell foods to chifdren were taste, texture, fun,”convenience,
peer sfdtus and health and nutrition. Interestingly, most cer-
eals use multipie themes and nutrition was suggested through the
phraSe "vitamin fortified" which nutritibnists (Gussow, 1972)
suggést is ﬁis1eading to both children and adults. Premiums
and.cohteSts were utilized during 17% Qf‘a11 commercials during
children's weekend television. Nearly half of a]l‘advé}tise-
ments for cereals utilized premium offers (Barcus and wd1kin,
1977.). Mauro and Feins (1977) suggest fhat this creates an ar-
tificially high demand for a product by creating a desire for
a premium unrelated to the product‘itse1f. Lastly, Barcus_and
Wolkin (f977) found that in 90% of commercial announcements to
children, males "spoke for the product" and this most frequently
was an adult male, It has been suggested (Mauro and Feins, 1977)
that children are most sdscepfib]e fo the influence and suggest-
ions of adult authority figures, typified by the gdu]t male. In
general, Choate (cited by the National Science Foundation, 1978)
likens children's advertising to:

| ...2 tug of war hetween 200-pound men and 60-pound

younsters. ...A $1,000-per-commercial scriptwriter, act-

ors, lighting technicians, sound-effects specialists, elec-
“tronic editors, psychological analysts, focus groups and

motivational researchers with a $50,000 budget on one end ,
and the 8-year-old mind...with 50 cents on the other...(p. 220),



Several.studies have distinguished heavy viewers from
children who watch an average amount of television or less
(Atkin, Mote 1; Atkin, Reeves & Hocking, Note 2; Dussere,
Note 3; Rossiter & Robertson, Note 4; Sharaga,'1974; Ward,
Wackman & Wartella, 1977,-Note 5). Heavy viewers d{ffeked
from the‘1ight viewers in that they were more materia1istic
in their attitudes and placed more trust.in commercials
(Atkin, Note 1), held more favorable attitudés towards com-
“mercials in general (Atkin, Note 1; Rossiter & Robertson,
Note 4), ate more highly sugared prbducfs-(Atkin et al.,

Note 2, Dussere, Note 3; Sharaga, 1974) and.expressed stronger
behavioral intentions towards products.they had seen adver-
‘tised (Atkin, et al., Note 2; Galst & White, 1976; Robertson
& Rossiter, 1976). Additionally, children that watched tele-
vision more heaviiytdid not differ from their more average
vieWing counterparts along some other_importanf dimensions
such as being-abTe to understand the intent of commercials

and in the acquisition of general consumer ski]]s (Ward,
Wackman & Wartella, Note 5).

Ward, Wackman and Wartella (1977, Note 5) have iden-
tified_four classes of environmenfa] infiuences which they
expect to affect consumer socialization of the child. These
inc]ude_(l) goals parentsAhave for their childrens' consumer
learning (2) the parents' actual behavior as consumers (3)-

‘parent-chi]d interaction regarding consumerism and (4) the



child's opportunity for independent.consuher behavﬁof. Ward
et al. (1977, Note 5) suggest»éevera1 specific faétors that.
are invalved in each of these four major classes of environ-
-mental influences.

|  Parenfa1 attitudes toward commercia]s.directed at child-
ren have been hypothesized to be a valuable indicator of par-
ent;s'goals for ‘their childrens' consumerization (Atkfn, Note
'6; Feldman, Wolf & Warmouth, 1977; Ward, Wackman & Wartg11a;v
1977, Note 5). Overwhelmingly, the 1fterature suggests.fhat
a majority of parents hold negative attitﬁdes towardﬁchild~w
ren's advertising in general (Atkins, Note 1; Nationﬁ] Science
Foundation, 1978; Sharaga, 1974; Ward, Watkman'& Wartella, .
1977, Note 5). However, some researchefg (Atkin, Note 1;
Sharaga, 1974) have attempfed to further assess the salience
of this parental attitude by measuring the degree to Which
parents support a ban on adveftising directed at chi]dreﬁ.
Their findings suggest a clear majority of parents opposed to
the banning of chi]dren's'advertising. It has been suggested
(National Science Foundation, 1978) thét a reduction in child-
ren's advértjsing could result in a concurrent reduction in
children's programming. Atkins (Note 1) concludes that a maj-
ority of parents_areA”willing-to pay the price" in order
to maintain children's programming at its current level.

The parent's actual consumer behavior was found by Ward,

Wackman and Wartella (1977) to have mixed effects on children's



consumer-skill variables at the kindergarten level. The'
influence of'thé parént}s actual consumer behavior became-
increasingly important as the age of the children studied
increased. However, a study done by Clancy-Hepburn, Hick-
ey and Neville (1974) indicated that kindergarten age child-
ren Whose mothers have a good.understanding of the nutri-
tional claims made in advertising, Which, presumably, should
'directly'inf1uence comsumer behavior, report experienﬁing
siQniffcant]y lower preferences and purchase requests, as
well as Tower consumption by their chi]dkeng>of nutritionally
“unsound products.

An‘obvious]y important influence, which has often been
overlooked in the behavioral research on children's food pre-
'feren;es, is the actual day-to-day diet of'the child. Shara-
ga (1974) found that one-third of the children in her survey

had Tow nutrient intakes, operationally defined as below 67%
-of the Recommended Daily Allowance, for iron, vitamih A, vit-
amin C and thiamine. Other research, most notably statistics
compiled by the Department. of Health, Education, and Welfare
(1974) has identified thése 4 nutrients as "pr6b1em nutrients”
in children's dfets. Sharaga (1974) found a positive correl-
ation between dietary intake and socio-economic status and
between dietary intake and mother's educational level. ATl-

. though Sﬁéraga (1974) reported that children from lower soc;

io-economic families and children whose mothers have lower



educational Tevels tend to'watch more television, she did

not specifically report the cbrre]ation between dietary in=
take and the amount of television viewing by either-the mother
or child.

Other research has also indicated a significant rela-
tionship between television viewing and socio-economié status
(Robinson, 1971; Ward, Reale & Levinson, 1971). Rossiter and
Robertson (1975) found differences among the reports of Chi]d?
ren and parents. in total viewing time, co-viewing time, par-
ent§1 control over the child's viewing and level bf parent-
chf1d interaction with discrepancies in parental reports tehd-
ing to be in a socially desirable direction. When examining
social class, this tendency was more pronounced among upper
socio-economic status parents, These findings are not con-
clusive and_suggest that_the djstihction between viewing pat-.
terns and social class is still unclear.

Perhaps the most interesting'and least studied of the
potential family inf]qences”aré the actual parent-chfld inter-
‘actions regarding commercials and consumerism, These seem to
.'fall into two major categofies;.interactions initiated by the
parent, which occur'most frequentfy during or immediately fol-
Towing a commercial message directed at the child, and 1hter-
actions initiated by the child in the form of purchase re-
'quests,‘usually oé;uring.in a shopping‘situation or in the

home while comtemplating a shopping excursion. Ward, Wackman



and Wartella (1977) hayé found that parent—chi]dAinteractions
are of greater.importance in improving the consumer skills of
kjndergarteners and become less important aé,the age of the
population of children under.study inc;eases. The amount df
actual parent-child co-viewing seems to be an important pre-
requisite for parent initiated conversations concerning com-
mercial coﬁtent Orvintent. However, Rossiter anleobertsohr"
(1975) found that the amount of co-viewing reported by the
pafent in a survey situation is Tikely to be inflated toward
a more socially desirable response. Therefore a less reactivé
measure, such as a television log, is suggested for further
study..

Purchase influence attempts have already been suggeéted
as an important indiﬁator of child-initiated conversations
with the parent about consumerism. Further, there éeem‘to‘be
two major components within this indicator. One is the fre-
quency with which the chf]d attempts to influence purchases.

Young children tend to make more frequent pufchase influence
attemptS’thén older Chj]dren (Atkin, Note 6; Clancy-Hepburn,
et al., 1974; Robertson & Rossiter, 1976; Ward & Wackmén, 1972).

Logically, the second major component.ﬁs the frequency with
which parents yield to purchase influence attempts made by
their children. It has been found that parental yielding is
substéntial, at least for child relevant products (Atkin, Notg'

’6; Ward'& Wackman, 1972). Further, paréntal yielding seems



. ' 10
to be a function of not only the product, but of the age of

the child, socia]_c]ass level and parental knowledge and atti-
tude (National Sciencé Foundation, 1978)f Children's re-
fquests‘provide’an opportunity for parental teaching regarding
tne economic or nutritional value of the product in question.
This opportunity }s missed if the parent either acquiesces

or. denies a purchase request without further explanation. How-
ever, research has indicated, especially in regand to pdrchase
reqnest_denials, that few parents simpTy say "no" without fur-
ther explanation (Atkin, Note 6; Ward, Wackman & Warte1Ta, ]977)?

The fourth,c}ass of environmental influence identified'by
Ward, Wackman and Warteija‘(Note 5, 1977) concerns the child's
opportunity for independent consumer behavior. At the kinder-
_garten level, this variable overlaps conéidefab]y with pur;hase‘
influence attempts made by the child. _As the age of the pop-
ulation of children under study increaées,'tne opportunity for
making independent purchases also riées.

The final class of variables to be addressed concerns the
personai charactefistics‘of the child; which have been'suggest-
ed as important influences in what a child chooses to eat.
Although parenta] attitude regarding commercials directed
at children has been identified as an important factor, little
attention has been directed at the child's attitude toward te-
‘levision commercials. Similar to the measurement of parentaf

~attitudes toward commercials, two components of the child's



11
attitude need to be assessed. The first concerns the -child's
general éttitude'toward advertising and the second concerns
the child's attitude,relative‘tovthe programming content.

Although Galst and White (1976) found the'reinforcfhg value
of programs versus commercials to be dependent upon the act-
ual content of each; it seems reasonable to assume that child-
ren can make some statement regﬁkding their genera]vattitude
concerning program and commercial content. if strdhg]y held
negative attitudes_toward children's commercials on the part
of the parent have been found to influence chi]dfen's behav-
ior;_it seems reasbnab]e to assumé.thatua similar attitudinal’
stance by the child will also be influential.

.Goldberg, Gorn and Gibson (1978) attempted to assess the
child's Teve? of.nutritiona1 know1edge by-asking children to
rate 36 different foods as I"heiﬂthy and good for you" or "not
healthy and bad for you". They fouﬁd that children by the age
of five demonstrate their ability to do this task with a'high
degree of accuracy. Surprisingly perhaps, they also fouhd that
while a five year old is proficient at making this differenti-
ation;‘ this knowledge alone seems to have reTative]y little
effeét upon what children ultimately report as food prefer-
ences,

Finally, an individual child's height.and weight have
been found by Jeffrey, M;Lel1arn, Fox, Lemnifzer and'HickéyA

(Note 7) to be important covafiates in the amount children



actually eat within a-free choice situation . VWhi1e this
seems to be an obvious Qariab1e for consideration, it has,
for.thefmost*part, been overlooked in other research in
this area. Simitarly, the sex of the éhi]d has been sug-
gested by Fox, Jeffrey, Dahlkoetter, MCLeJ1arn'and Hickey
(Note 8) to be another variable which may influence the
_amount a child actually eats.

Research has suggested that all of the previously dis-
cussed variables exert some inf]ﬁehce on children's eat-
ing habits. Although these vafiab]es,can be Categorized on
papér, in reality they overlap and interact.. The'prqposed
study‘wi11 assess a number of variables within the more gen-
eral categories of media influences, family (parental) in-
fluences and'persona1 child characteristics. The current
study is an attempt to begin to sort out the relative im-
portance of different variables in-the'actua1 prediction of
chlidren's food preferences.

The'criteripn variables of interest concern children's
preferen;es within a free choice situation; Because children's
responses on self-report measures of food preferences was
found to be high]y disparate‘from actda] behavioral measures
'(Jeffrey, Lemnitzer, Hickey, Hess, McLellarn & Strouhd, 1980,
Jeffrey, et al., Note 7; Lemnitzer,'Jeffrey, Hess, Hickey &
Stroud, Note 9; Fox,.et al., Note 8) actua1 eating beHavior
will be.one of the‘criterion variables utilized. The Be-
havioral Eatiné Test. (BET) developed at the University of

Montana by Jeffrey, et al., (1980) has been demonstfated,as‘
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result from a combination of the chi]d'é own personal char-
acteristics as well as prior family and media influéhcest
Similarly, the child's purchase inf]uence attempts will be
utilized as both a criterion and predictor variable in the
current study. Some researchers (notab]ina]st &‘White,
1976) have considered purchase inf]uence'attempts as a de-
pendent variab]e're]atéd to the reinforcjng vé]ue of com-
mercials to the child and the number of commercial tele-
vision viewing hours. Other researchers (Ward, Wackman &
War£e11a,11977) have suggested that purchase influence at-
- tempts are an indication of chi1d»initiated conversations
about cohsumerism and, as such; may aid in the predictfon
of a child's subsequent free choice food preferences.
Although theré has beenAvirtu311y no research into the
Tong term stability of food preferences, it seems likely
that preferences formed in childhood will influence, to
some extent, foodvpreferehces later exhibited in adult-
. hood. Much concern has been voiced»about‘chi1drenfs eating
habits by nutritioniSts, physicians, dentists, psycho]ogists
ahd sociologists. This‘study begins to addréss the prob-
lem of determining the relative contribution of a number of
féctors which interact and resu]t in children's free choice

food preferences. Ultimately, the identification of suCh

factors may aid in the identification of nutritionally high-.

risk children and in treatment and educational programs ut-
ilized to encourage children in the'adoﬁtion of sound, 1ife-

long nutritional patterns.

™~
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Chapter II 15

Method

. Subjects

(1‘ A total of 74 chi}dfen,‘47 males and 27 females, and
théik.primary‘care parent was utilized in this Study. The
children averaged 6 years, 4 months of age with a range of
S‘years, 5 months to 7 years, 1 month, and a standard dev-

;This sample was selected from a

o’

fation equal to 5 months,
popglation of kindergartéb classes in a public schoo1'1qtated
in East Missoula. This school was assigned for experimental
investigation by the district administrator of.the Missoula
Public School system. An introductory letter requesting par-
ticipation was mailed to the home of each child enrolled in
the‘five kindergarfén classes. (See Appendix A for a copy

of this Tetter.) A total of 100 letters was. sent out and a
concordance rate of.74% was obtained, Once an ihitia]fagreeQ
ment to participate was receivéd; no one failed to complete

the required tasks. The kindergarten children in these classes
came from two distinct geographic and socio-economic areas.

One area, the Rattlesnake, generally consists of midd1e, upper
‘middle, and upper class families, while the second’area;.East
Missoula, is generally made up of middie and lower middle in-
;ome families, Kindergarteners were used for this étudy be-
cause they: (a) are young enough to still be establishing food
preferences; (bj are still amenable to parental influences;

(c) watch large.amounts of television; and (d) are old enough

to fill out simple paper and pentf] forms,



Design

The purpose of this study was to assess the contribution
of three general factgrs in detérmihing children's food pre-
ferences: television advertising,vfami1y (parénta1).inf1u-
ences, and child characteristics, The mu]tipfe regressibn
model was used to build a model of food preference behavior.

Criterion Variables

Behavioral Eating Test

This measure was utilized in order to obtain a behav-
ioral measure of what a chi1d actually eats and drinks in a
free choice situation, Each child was presented with 10
familiar foods and beverages in indiyidua] clear pTastié
glasses which were arranged randomly, for each child, on a
piexig]ass tray, Children were asked to name each of the 10
foods to insure that all foods were familiar to the child.:
The foods and beverageé were equa]]y‘divided into high and
Tow nutritiﬁna]_categories. The child had eight minutes in

which he coU]d eat as much és'he wanted of anything on the
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tray. The. child's consumption was measured in grams and milli-

liters by subtracting the measurements before and after the
child sampled the food, These values were Tater,con?erted to
calories through the use of standard tables and the per-
centage of ca]orieslcontfibuted by.high nutritive food
stuffs to total caloric 1ntake was determined.

The measure of converting‘food conéumed in grams and
mi]]inters to calories is not without problems. For ex-

ample, a child may eat @ large quantity of a food suéh as
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carrots which, because of their low calorie content, have

considerable mass but add little to total ca]oric intake.

For foods such as- presweetened cereals, this pattern is re-
versed with 1ittle mass contributed relative to the overall
calbric contribution. In ofder to determine the most re-
presentative manner in which to characterize the data, the per-
centage of grams and milliliters contributed by high nutri- |
tive food stuffs to total gram/mi]]i]iter'ihtéke was also
determined and used in the multiple regression analysis,

The detailed precedure for giving the BET is published else-
where (Jeffrey, et al., 1980; Note 7). This procedure used

in this study is detailed in Appendix L.

Other research (Jeffrey, et al., 1980; Note 7) with the
BET has found that the individual foods generally had stand-
ard deviaiiohs greater than the means and hi§h1y variable
test-retest correlations. To overcome this problem, ihdi-
vidual food items have been combined into‘lo total score
variab]és]which eliminated the problem of standard deviations
being greater than the means, reduced variability ahd ih-
creased test-retest correlations. In the current study, the
only total score variables of interest are (1) total cal-
ories pro—ndtrition foods and beverages and (2) total cal-
ories all foods and beverages, which have been shown (Fox,
et. al,, Note 8) to have test-retest correlations of .773
and .867,irespectively, No test-retest corre1ations‘are
currently available for fhe gram or mi]]i]fter measures.

Interrater reljability for pre—bost weighing of each

~ food in grams”or determining the volume of each beverage in
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milliliters has been found (Jeffrey, et al., Note 7) to have

a mean percentage agreement of 95.8'during the training period
of experimenters and an agreement of 100% during Fhe actual test-
ing of subjects. In the current study, an interqbserver reliabil-
ity check calculated on appfoximate1y every fifth subject yielded
‘a mean percent agreement_of 100%.
“Prefénd‘Eating'Test
The second criterion measure assessed, via a self-report

instrument, a child's food preferences in a free choice_situation.
The Pretend Eating Test (PET) is based on a procedure deve]oped ey
Goldberg, et al., (1978). The PET was modified for this study

and the details for administerfng the PET can be found in Abpendix
M.” The procedure was modified to in¢1ude‘the use of actual foods,
rather than picture representations. In Qenera], the‘child is
asked to pretend that the experimenter is babysitting fbr the-

child while the parents go on vacation. The child is then pre-
.sented with six snack or breakfast foods; in original package or
uncut form, and asked to select three foods from each group that

he would 1ike to eat Whi]e the,experimentek is babysitting.' This
procedure is repeatedlsix times, for each subject, and'includes
four snack and two breakfast food groupings. The order of food
presentation was randomized for each child within each food group-
ing. The child chooses a‘tota1 of 18 foods from the 36 hypothetical
snackfand breakfest foods available, and the;number of pro-nutrftion
foods chosen is used as a dependent variable.-

Criterion and Predictor Variables
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Purchﬁse Inf]uenée Attempts and Subsequent Buying

_Galst and White‘(1976).have concluded that a relétionship

exists between theAfeinforcement value of te]evisidn advertisements
for children and their persistence in attempting to influence par-
ental grocery purchasés; A similar relationéhip was noted between
the number of hours a child viewed commercial television and the
number of purchase influence attempts made. Iﬁ'thé current study,
parents were asked to indicate, with Likert scale respbnse;, how
often'their child(requested_each of 28 foods Tisted. After parents
had estimated the frequency of.purchase'fnfTuence attempts, they
were asked;_again with Likert scale responses, to estimate how often
each product was burchased‘fo11owing the child's purchase request,
(See AppehdixAJ.) The foods were factor analyzed into categories,
high nutrition_(1owesdgar) faod stuffs and Tow nutrition (high-sugar)
food stuffs. Four summed scores, two for the frequency of request
and two fbr-rg1ative success of requesfs, were utilized, |

Al though this variable has been most often treated'Within the.
Titerature as a variable dependent upon the child's viewingl]evé]
and aftitudes toward commercia]s;'this variable can also be viewed as
an 1ndication_of'chjld;initiated*conversatibns~about”consumeriSm.,
The research has suggested that when parents deny a purchase request,
they‘aré also 1ikely to offer an explanation usually related to the
nutritional or economic value of the jtem in question (see introduc{
tion citations). Ihva'separate analysis, the frequency and relative
success of the child's influence attémpts will also be examined as
one of the variables fhat may aid in the prediction of children's

free choice food preferences on the BET and PET,
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Theee‘day Food 'Record

One direct way in which parents influence children's food
" preferences is the type of diet served the child.on a day-to--
‘day basis. Parents were askedvfo record all foods andlliquids
“served their .child for a three day period; To afd parents in
their recording, they were provided an example from which to
“model ( see Appendfx F). .This‘information was then analyzed
by a statistica] package cé]]ed AGNET which yields thé average
~daily percentage of the recommended daily allowance (RDA) sup#
pliéd‘by the diet for calories, protein, thiamine, calcium, iron,
riboflavin, niacin, vitamin A, aﬁd vitémin C. (Sge Appendix G.)
Two other varfab]es, not standard to AGNET, were created to fur-
ther differentiate those children who consumed a Targer portion
of high—sugarAfood séuffs; These variables were the number of
high-sugar foods consumed by the child in the three days'and'the
number of calories contributed by these foods in the same three

‘day period.

Predictor Variables

Number of hours child watches television in one week

" "Number of hours parént watches television in one week

Number of hours of co-viewing (parent-child) in one week

Research has suggested that several distinguishing_character-
istics are found between fami]feS‘and children who differ in their

: patterns of television viewing (see introduction citations).
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in order to assess these differences, the number 6f viewing

hours for each family member was assessed across two fesponse
rodalities. The first utilized a sel f-report measure similar

to that used by Sharaga (1974) whfch presented»parents with

lists of blocked time (e.g. Sdturday mornings, weekday after-
noons, Sunday'dihnertime) and asked parents to estimaté,the
numbér of vfewing hours for both parents and child during a
typical week. (See Appendix D.) Parents were also asked to

‘keep a television 1og for one week. In ord¢r to help insure

that parents made accurate recordings, the television Togs were
kept as simple as possib1é,_ Each‘fami1y was given data sheets

on which to record, for one week,.each half hour period fhe
television was in use, whether the station viewed was commer-

cial or public and who was watthing. (See Appendix E.) To
increase the consistency of parental recording, two telephone
contactsvwere made with the family during the week the log was
kept, general encouragement was given and any problems encountered
by the parents regarding the recording of data fbr the television
Tog were dealt with. Number of total weekly viewing hours logged
for parents, children and co¥viewing conétituted independeﬂt Qar-'
iéb]es, The ratio of co-viewing hours.to.the child's total view-
*ing hours was also assessed as a predictor varfab]e.- Additiona]]y,
the ratio of public to commercial television viewing was assessed
and entered as prédictor variables for parents, children and co-A

viewing.
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Although research intolthe effects of socio-economic
status are not clear, several studies have suggested éig;
nificant differences in both viewing and eating patterns
between families of high and low socio-economic Tevels

(see introduction citétioné). Parents were asked to pro--
vide information relevant to educational level and occupa-
tional status. (See Appendix B.) On the basis of these two
measures each family was awarded one of five socio-economic
désignatfons based upon Hollingshead's Two-Factor Index of
Social Position (Note 11) with 1 representing_high”socio-
“economic status and.S repreSenmingb1ow socio-economic status.

(See Appendix C.)

Parental Attitude’ toward Commércials directed at-Children ——

1t seems reannable to assume fhatvparents of children
-fhis age have a great‘aea1 of influence upon the éttitudes
and beliefs adopted by their children. Pafenta] attitudes
toward commercia]é were assessed in two ways. The first
measure assessed parental attitudes toward commercials in
general. This scale utilized nine questions found by
Sharaga (1974) to form a valid and reliable measure of pa-
rental attitudes toward advertising (see Appendix H). A
generé] attitude score was determined by summing parental-
'responses across all n.ine questions, The second mea$ure
assessed parental attitude toward_advertising directed at

children. This attitude was assessed via a seven point
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Likert‘sca1e with a value of one being strongly positive and

a value of seven being strongly negative. However, research
has shown that while parents typically express negatiye at-
titudes about childrens advertising in general, these atti-
-tﬁdes are nof, fdr‘the most part, strongly he]d'(see in-
troduction)., A second seven,point Likert scale assessed 4
parenfa] attitudes towéfd advertising directed at chi]dreh

if a reduction in chi1dreh?sadvertising were to result in

a concurrent reduction;in children's programming. ‘( See
Appendix I.) A Likert scale value of one indicated a desire
for an increase in children's advertising and programming, a-
scé]e’va1ue of four indicated‘aﬁ acéeptance of the status quo
and a scale value of seven indicatedba desire for a total ban
on chi1dren'§édvertisihg regara1ess Qf the potential re-

ductfon in children's programming.

Occurrence of parent-child conversations about .the content

or intent of commercials

One of the most'stréight-forward ways in which parents

-may attempt to teach their children a healthy skepticism
toward advertising islthrough direct‘conversations with
their child about the content or intent of commercials,
Parents were asked whether they_recé11ed'h§ving such a éon-
versation and, if so, were asked to gfve an example of'the
sort of thing they had said. If the parent reca]Ted‘having
had such a conversation and gave an example that concerned

the selling intent of commercials in general or the attri-



butes of a specifi; product, they were assigneda score of one.
If either of these conditions were notiimet, they recéived a
score of zero. Additionally, parents were asked}to gfve an
estimate‘of‘the frequency of such conversations ranging from.
- often- several times a week, which receiyed a écofe of five,
to almost never, which recgived a score of ohe. (See Ap-
pendix K,) Similarly, children were gsked if they recalled
having talked with their parents about commercials. An
affirmative response was coded one Whi]e_a negative response

received a score of zero, Additionally, children were asked
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why commercials are shown on television. Responses that showed

Tittle or'no understanding, (I don't know. Bécadse they are
important,), received a score of one. Responses that'showédg,
a medium 1evé1 of understanding, (Shows where you can buy
stuff. . To advertise things.), received a score of two. Re-
sponses that indicated a high level of understanding, (Talk

you #nto buying stuff, So they can'make money when you buy

things. To help pay for the show.), received a score-of three,

(See Appendix 0)

-Child's attitude toward commercials

Like parental attitudés'regafding commercia1s directed
at children, the child's attitude is also presumed to be
an important indicator of the degree of influence the commer-
cial may have on the child, If the child finds édvertising_
attractive, he will be more likely to‘étfend to the message,
which, in turn, would presumably increase the effectiveness

of the persuasive messagé contained in the adVertising..
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Children were asked two questions‘with'Likert scale responses

to assess their attitudes toward advertising. The first
aéked generally how much the éhi]d liked commercials shei
saw on television. The second asked the child how much shé
liked commercials in relation to the programming she saw.

The questions were'simpTyAphrased and a series of faces rang-
ing from smiling to frowning were presented as a’referent

for the child to mark. (See Appendix P)

Child's nutritional knowledge.

A chi1a's abi]ity to discriminate bétween hea1thy and'
unheé]thy foods is another Qariab]e that may prove inf]heh-
fial in determining what. foods a chi1dAchOOSES to eat in a
free choice situation."Chi1dren were asked to rate 36 dif-
ferent foods as'“healthy and good for you* or "nbt healthy
and bad for you". (See Appendix N) The number of correct

choices was entered into the multiple regression equation.

Time of child's interview
The admini§tratfon of the criterion measures involved
-assessing a child's actual eating behavior. Appetitiyé be-
havior on these measures would, potentially, be affected by
the proximity in time'fo the child's last meal. Therefore;
time of administration of the criterion measures incorporated
into the child's interview was entered into.the kegressidn
eduation'to the nearest ha1f-hour.

Child's weight

Child's height

Research has shown these two variables to be important'
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covariates in the amount of food children actually eat in a :

free choice‘sitqétion. Height in inches and weight iﬁ po unds
were measured by a reliable balance beam scale.
Child's sex. ]
Research has suggested that the sex of the child may a1§o be
an importantAvafiab1e in- the amount of food a child actually con-
sﬁmes'in,a free choice situation. This variablé'was coded as zero

or one ‘for male or female, respectively.

Informed ConSent_

The initial contact -was made with the school administration
involved. At this time, thé'purpose, intent and -procedures of
the study were explained., Subsequently, a letter describing-the
study was sent to the parents and a signed release was>obtained
fpr both parent and child participation. (See Appéndix-A.) Both
parents and-chi1dren_were informed of their right to terminate the
interviews at any time. - Following data coTlection, parents were
‘thanked and the AGNET analysis of their child's diet was mailed to
them. Parents were also given access to the fina]’resths as that
informaﬁion became available and a $100.00 contribution was made to
thr local PTA in order to thénk-parents and chifdren for their par-
ticipation. |

‘Data Gathering

A total of three interyiews were necessary; two with the-
“parent and one with each child. The interviews with the child-
ren took place in a trailer parked outside of the chdefs'

school. The parent interviews were conducted in the parent's
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home or on the University campus, whichever was most con-

venient. During the first parent interview, information
regarding educational attainment and occupationé] status
was recorded and parents were aéked via a se1f-reporf
measure to estimate their typical te]evision viewing pat-
terns. They were then instructed as to the keeping of:the
té]e?ision log. They were a1so~ihstructed as to the keép-
ing of the three-day food record and the results of the.
computer analysis used to determine the adeduacy of their
child's diet was made available to each parent at the end of
the study. During the next week, experimenters contacted
parents twice byphone to give encouragement and to handle any
problems which arose regarding the keeping of the télevi-
sion log or the three-day food record. Approximately
eight days after the first interview, the experimenter a-
gain met with the parent. At this time, the completed tel-
evision log and three-day food'reCord Weré co]1ected. Add-
itional data regarding the parent's general attitude toward
'commercié1s and toward advertising directed at children
were assessed.' Addftiona]ly, the parent's estimate of the
frequency and success of purchase influence attempts made
by their child and information regarding the occurrence.
of parent-child'conversations concerning the content or
intent of advertising was géthered.

Shortly following the completion of the two.parenta1
interviews, data was gathered on theAchde, First, the

child was presented with the Behavioral Eating Test, followed



28
by the Pretend Eating Test and an assessment of the child's

‘nutritional knowledge, The children were then interviewed as
to'théir recollection of conversations they may have had

with their parents regarding commercials as well as thefr
coﬁception of why commercials are shown on television.

Next, data concerning the éhf]d‘s attitude_toward advertis-
ing were assessed and finally, the child was weighed and mea-
sured, Thetcﬁi1d's sex~was.a1so coded ‘for entry into the mul-

tiple regression,
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Results

A total of 35 variables was utilized in various combinations
in a muTtiple'régression model; THese variéb1es are listed and
explained in Table 1. The variables, as-Tisted in Table 1, are
organized so as to present those variables utilized only as cri-
teria first and those variables utilized only-as bredictor;vari~
ables last. The middle section labeled criterion or predictor vari-
“ablesincludes al] those variables which were utilized as both cri-
terion and predictor variables in separate regression equations}
Table 2 again lists each of the 35 regression variables along with
their means, standard deviations and the range of scores obtédned
by the population undér'study;

A step-up regression (see table 3); with an initial F (1,72) to
enter equal to 3.98 and a secondary F to enter of 2.00, revealed
that chiidfen tend to eat a higher proportion of nutritious calor-
jes on the BET when, in descending order of magnitude: (1) they ate
a.smalTer number of low nutrition foods at home; (2) they held a
more negative attitude toward commercials they viewed on television;
(3) they had less understanding of why commercials were shown on
té1evision; and. (4) their parents reported talking to their child-
ren frequently about commefcia]s.

Noné-of the independent variables reliably predictéd the ratio
of grams contributed by pronutr%tional foods to total grams on the
BET or the nuhber of pronuéritiona] choices on the PET.

A factor analysis was qarried out to determine the relationship
between foods cohposing both measures of purchase influence attempts

(PIAs) and the relative success: of PIAs. Based on a scree test, each



Acronym -

TABLE 1

Regression Variables

Operational definition

Method of entry

Scoring key

Criterion Variables

BETCal Ratio of pronutritional to total Calories pronutritional High score: Higher pro-

calories consumed on the BET divided by total calories portion pronutritional
calories,

BETG- " Ratio of pronutritional to total Grams pronutrition divided High score: Higher pro-

grams consumed on the BET by total grams portion pronutritional
» . grams,

Total(C Total calories consumed on Sum of all calories High score: Increased
the BET eaten on the BET calories consumed

PET Child's food choices on the

Number of pronutrition
" foods chosen

' High score:

Higher pro-
nutrition choices,

Pretend Eating Test

Criterion or Predictor Variables

purchase low nutrition foods

“High score:

PIANut Frequency with which a child Sum of 16 foods High score: Fewer re-

requests pro-nutrition foods quests for pronutrition
, foods.

PIaJunk Frequency with which a chi]d Sum of 10 foods High écore: Fewer re-
requests low nutrition foods - quests for tow nutrition

foods.

BuyNut Frequency with which parents Sum of 14 foods High score: Fewer:nu-
purchase pronutrition foods tritious foods purchased
following a request following PIA,

BuyJdunk Frequency with which parents Sum of 9 foods

Fewer low
nutrition foods pur-
chased following PIA.

followiqg a.request

o€



Acronym

0perationa1 definition

Method of entry

Scoring key {cont)

on 3-day food record

- PIA Frequency with which child Sum of PIANut and High score: Fewer PIA's
requests foods in general "PIAJdunk in general.
Buy Frequency with which parents Sum of BuyMut and High score: Fewer pur-
: purchase foods following Buydunk chases in general, fol-
a request lowing requests,
Nut Frequency and success of PIA's Sum of PIANut and High score: Lower fre-
for nutritious foods BuyMut quency and success of
PiA's for nutritious foods.
Junk Frequency and success of PIA's Sum of PIAJunk and High score: Lower fre-
for non-nutritious foods BuyJunk quency and success of
: A low nutrition PIA's,
JunkCal Calories contributed by high- ‘Sum of high-sugar calories High score: Increased
sugar foods on 3-day food record high-sugar calories.
JunkNo Number -of high-sugar foods listed Fréquency count

High score: Higher number
of high-sugar foods.

Predictor Variables

LogTVP

Number of hours of television
logged by parents_in‘one:week

Sum of'a11 public and
commercial TV viewed

High score:

High number
of hours

Log TVK

Mumber of hours of television
logged by child in one week

Sum of all public and
commercial TV viewed

High score:

High number
of hours, ,

LogTVvC

Number of hours of coviewing
{parent-child) in one week .

Sum of all public and
commercial TV coviewed

High score: High number
of hours, '

Rat?s

Ratio of coviewing hours to the
child's total viewing hours

‘LogTVC divided by LogTVK

High score: High level
of coviewing,

1€



to 5 (dislikes ads a lot)

attitude

Acronym Operational definition Method of entry Scoring key  (cont)
RPubP Ratio of public to total hours ‘Hours of public TV divided High score: H{gh pro-
L of TV viewed by parent by total hours of TV viewed portion of public TV viewed.
 RPubK Ratio of public to total hours Hours of public TV divided High score: Higher pro-
' of TV viewed by child by total hours viewed portion of public TV,
RPubC - Ratio of public to total hours Hours of public TV divided High score: Higher pro-
' - of TV coviewed by parent and child by total hours coviewed portion of public coviewing.
SES_ “ Families socjo-economic stétué Scored 1 (high) to 5 (low) High score: Lower SES
PATot Parents attitude toward ads they - Sum of 9 general attitude High score: -Negative
see on TV jtems ‘ attitude -
PAKTot Parents attitude toward ads shown Sum of two attitude measures High score: Negative
on childrens programming attitude ' '
PaTalk Parents report of the occurrence Scored 0 (doeé not occur) High score: Occurience
: of conversation with child about ads or 1 {occurs) of conversations
PFreq - Frequency with which parents talk Scored 0 (never) to High score: Increased
. to their child about ads 5 (often) frequency
KTalk Childs report of the occurrence Scored 0 (does not occur) High score: Occurrence
’ of conversation with parent about or 1 (occurs) of conversations
ads _
KUndhg Childs understanding of why ads are Scored 1 (no understanding) High-store: Increased
shown_on TV | to 3 (high understanding) level of understanding
KAtTot Childs total attitude toward Sum of two attitude ~High scores: Negative
commercials viewed on TV measures attitude -
KAtTAd Childs attitude toward ads Scofed 1 (Tikes ads a lot) | High scores: Negative

A



1 (female)

- Acronym Operational definition Method of entry Scbring key  (cont)
NET Childs ability to discriminate Number correct out of 36 High score: Increased
: healthy from unhealthy foods ' discriminatory ability
Time - Time of day at which child was Time recorded to the High score: Afternoons
o interviewed nearest ‘half hour ’
Weight Childs weight Recorded in pounds High score: Greater
weight '
Height Chf1ds height _ Recorded in inches High scorgf Taller
Sex 'Chi1ds-sex Scored 0 {male) or High score: Female

EE



Table 2

Means Standard Deviations and

Obtéined Ranges of Regression

Variables
Acronym 'Mean Standard Deviation - Obtained Range
BETCal .195 .213 | e03-1.00
BETG .387 .260 .022 -.1.00
TotalC 417.397 199,600 4.5 - 1033.96
PET 6.527 3.044 0-17
PIANut 69.284 - 7.652 3% - 107
PIAJunk 37.351 10.263 16 - 61
BuyNut 57.635 25.058 64 - 163
BuyJunk 40.392 10.502 19 - 71
PIA 106.635 23.433 64 - 163
Buy 98.027 129,870 49 - 189
Nut 126.919 40.689 66 - 233
Junk 77.743 18.978 48 - 132
JunkCal 221.824 |  156.955 7 - 726
JunkNo 13.419 5.715 3-29
LogTVP 18.784 15.926 0- 92
LogTVK 15.459 10.051 0 - 48
LogTVC 4.149 4,359 0-18
RatC .303 .406 0-1
RPubP 013 .038 0 - .19
RPubK 063 140" 0~ .857
RPubC .017 .068 0 - .500
SES 2.770 1.028 1-5
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Table 2.
(cont)
Acronym Mean Standard Deviation Obtained Range
PATOt 32.986 4.624 23 - 45 |
PAKTot 110.041 2.332 3-14
PaTalk .622 1,488 0 -1
PFreq 1.824 1.770 0-5
KTalk 203 .405 0-1
KUndng 1.446 .724 1-3
KAtTot 5.905 2.353 1-5
KAtAd 2.081 1.515 1-5
NET 28.270 5.980 12 - 36
Time 11.392 1.922 8.5 - 15
Weight 47.892 5.511 35.- 61
Height 47 .068 2.141 42 - 55
Sex .365 .484 0-1
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"Table 3

Regression Table for the Ratio of Pro-nutrition Calories Consumed on the BET

BETCal
S5 ) MS Regression Weight *** F Tatal
.20302 .20302 ' :
JunkNo 3.12101 * .04335 * ) . ~.24714 . 4,68358
: .33079 16540 ' ' :
KAtTAd 2.99324 * - .04216 * . -19699 . 3.031 **
qa285 .14738 R ' ,
KUndn'g 2.88168 * 04117 * . -.18377 2.713 &
S .53324 .13331 ’
‘PFreq - 2.79079 * 04045 * 7146 2,245 A+
* Residual

bk Without replacement
*** BETCal=.31576 + JunkNo(-.,00888) + KAtTAd(.02756) + KUndng(-.06670) + PEreq(.02067)



measure yielded two factors which accounted for about 35% of 37

the total variance. In-each case, two factors were rotated fo
a varimax definition of simple Structare and the rotated solu-~
tions yie]ded two unambiguous factors comprised of nutritious
(1ow-su§ar)'and non-nutritious (high-sugar) foods. A few foods
with Tow communalmtfés on each factor were excluded. These in-.
cluded yogurt and coffee for the measure of purchase influence
attempts.. Excluded from the factors measuring the success of
PIAs were yogurt, coffee, peandt‘butter and‘unsweetenéd,cerea1s.
(See Appendix Q for a complete 1list of foods loading on each
factor.) This, four new variables were created: PIAs for high-
sugar foods;PIAs for Tow-sugar foods; relative success of high-
sugar PIAs; and relative success of PIAs for low-sugar foods._

The four variables comprdising PIAs and‘their reiative»suc-
cess wére examined as both predictor and ériterioh variables.
" With the exception of two adjunct analyses which utilized the
two created variab1es‘from the three-day food record as criterion
variables, all other regression anaTyses utilizing these variables
as predictors were non-significant.

When PIAs for nutfitious (Tow-sugar) foods was utilized as a
criterion variable, it was found thaf children made more requests
-for these foods when: (1) they held a more positive tdtal'attié
tude toward commercials they view on television; (2) they wejghed
relatively more; (3) their parents reported talking to them about
commercia]s*whfle (4) they reported their'pafents did not talk to |
them about advertising; and (5) there was a higher proportion of
parent-child coviewing of bub]ic_te1evision. The details of the

“analysis are presented in Table 4.
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Regression Table fof Purchase Influence Attempts for Nutritious Foods

PIANut
S8 MS Regression Weighf—;:¥ o Tgtéi
1267.84 1267.84 ’ .
KAtTot 23610 4.25031
21477.20 298.20 *
, 2592.09 1296.04
Weight 30152.95 383 84 -.24439 4.665 **
' 3973.19 1324.40.
PaTalk - - q 4 *
o 18771.85 268.17 * 125334 5.150 *»
4666.97 1166.74
KTalk YT P—— .17776 2.648 **
feR N . Y&,
5259.16 1051.83 i
RPubC 17185. 88 257.15 --16590 2.303 =+
* Residual
* Without replacement

*¥27 DIANuE=97.79839 + KAUToOL(2.32G88) + Weight(-.78441) .+ PaTalk(-9.39337) +
KTalk(9.36928) + RPuh((-42.93568) ‘
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When PIAs for non-nutritious (high-sugar) foods was utilized

as a criterion variable, a bifurcated result was obtained due to
the use of two slightly dififerent sets Qf predictor variables.
The first analysis gti]ized theAabso1dte ﬁumber of teleVision
viewing hours (LogTVP, LogTVK and LogTVC) among the predictor
variable set, The analysis revealed that children requested‘
mor e 1ow-nqtrition‘food,stuffs when: (7)) their parents held a
positive aftitude towardAadvertising théy saw on té1evision§

(2) they came'from Tower socio-economic status families; (3) they
wefe female; (4) they ate more high-sugar calories in the homé;
and (5) they had a positive total attitude toward commergia]s.
The details of the analysis are presented {n_Tab1e 5.

However, a second analysis, which utilized a ratio of commer -
ciaT to public television viewing (RPubP, RPubK and RPuﬁC) along
with the other predictor variables, suggested a slightly mddifiea
set of predictors. Children requested mre high-sugar foods when:
(1) their parents held a positive attifude toward commercials they
viewed on television; (2) they watched a lower proportion of public
television; (3} they came from lower socid-economic status families;
(4) they ate more high-sugar caiories in the homeé; and (5) they
were female, The details of the ana]ysi§ are pregented in,Tab1eA5.

When the analysis of the relative success of PIAs for non-
'nutritious'(high-sugar)'foods was carried out, a similar bifur-
cation waéAobtained due to the entry of absolute versus ratio of
commercial to public television hours into the regression equation.
In the first analysis which utilized the absolute number of view-

ing hours among the predictor variable-set, parents were found to



Regression Table

Table 5
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for Purchase Influence Attempts for High-Sugar Foods

PIAJunk

ek ok PTAJunk=32.23667 + PATot(

.38598) + SES(-2.56828
JunkCal(-.014779) + KAtTot(.74361)

SS MS Regression Weight *** F Total
600.71 600.71
i . 27951 6.10192
PATot 7088..15 98.45 *
948,33 474,16
) -.22056 3.662 **
SES - 6740.54 94.94 *
<S . 1306.80 435.60 _. 21712 3.932 *%*
e 6382.07 91.17 *
SunkCal 1627.47 406.. 87 - 21012 3.650 **
u 6061.40 87.85 * .
o 1831,65 366.93
KAtTot .17052 .A07 **
5854 .21 86.09 * 2407
* ‘Residual
ok Without replacement

} + Sex(-4.37293) +

PIAJunk i
S8 MS Regression Weight **x F Total

600.71 600,71

PATot 7088. 15 98.45 * .27951 6.10192
1008.27 504.14

RPubK - .23138 4,331 **
6680.59 94.09 * -
1450.62  483.54

SES 6238.25 80 12 * -.25038 4.964 **
1792.64 448 .16

JunkCal 5896.22 85.45 * -.21718 4.003 *x*

: 2083.08 116.62

Sex 5605.79 82.44 * --18651 3.523

* Residual

*k Withcut replacement

kK PIAJunk=38.243G67 + PATot(.34794) +

JunkCal(-~.01443) + Sex(-4.16104)

RPUbK(18.21838) + SES(-3.17538) +
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be more likely to buy low-nutrition foods for their children ¥

following a request when: (1) they held a positive attitude
toward commercials they viewéd on television; (2) their child
Weighed relatively morg  (3) their child consumed more high- -
-sugar calories in the home; and (4) théir chijd held a'positiVe'
total attitudé toward commercials he saw on television. The de-
tails of the analysis are presented”in Table 6,

The second analysis, which utilized the ratio of commercial
to public - television viéwing among the prédictor variables, in-
dicated that parents were more 1fke1y to buy their child re-
quested high-sugar food stuffs when: (1) they wétched proportion-
ately less public television; (2) they hé]d a positive attitude
toward commercials they viewed on television; (3) their child
weighed relatively more; (4) their child watched propoktionété]y
Tess public television; (5) their chi]d consumed more high-sugar
calories in the home; (6) they were of re]ative]y'lowe¥ sbcio-
economic status; and (7) their child was female. The details
of the analysis are présented‘in Table 6.

A11 regression analyses concerning the purchase of nutri-
tious foods following a child's request were non-significant.

In anveffort to better understand the above analyses, théA
initia1‘variab1es were co1Tapsed'acr055:catégbries to yield four
new criterion variables: overall rate of purchase fnf1uence at-
temptﬁ; overall success of PIAs;'requests and success of PIAs
for nutritioﬁé foods; and requests and success of PIAs for non-nu-
tritious foods. 'The.ana1y§is of overall purchase influence at-

tempts was carried out utilizing two slightly different sets of



Regression Table for Parental Yiélding follow

Table 6
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ing a High-sugar Purchase Influence Attempt

BuyJunk
SS MS Regression Weight *** E_Tntal
597.05 597.05 ‘
PATotr 7454 55 F 03 54 * 27231 5.76656
Weight 1131.38 565.69 -.25844 5,482 **
. 6920.25 * _ 97.47 * ]
JunkCal 1468.86 489.62 -.20591 3.589 **
6582.77 * 94,04 *
d 57
KAtTot 1762.96 110.7 19679 3.227 **
6288.68 * 91,14 *
* Residual
*ox Without replacement

*¥**  Buydunk=45.52374 + PATot(.55668) + Weight(-.52736) + JunkCal(-.01544) + KAtTot(.87814)

BuydJdunk
SS MS ‘Regression Weight **+* F Total
672.69 672,69
RPubP 2 - - - . .
Ty 7378.94 * 102,49 * 28905 656381
PATot 1171.00 585.50 28967 5.142 **
6880.63 * 96.91 *
: 1732.80 577.60
Weight . - . ok
9 6318.84 * 90.27 * 26508 6.224
2092.44 523.11 -
RPubK . 4,164 **
’ . 5959,20 * 86.?7 * 23192 16
. 2324,57 464, 91 N
JunkCal 5727.07 * g4 22 * -.17676 2.756 *
27.18 437.86
SES 26 1 -.21089 3.738 **
5424 .46 * 80.96 *
10.08 401.44 - X ‘
Sex ?8 0 0 -.15314 2.303 **
5241.56 * 79.42 * :
* Residual
** Without replacement

**E - Buydunk=64.34159 + RPubP(28.51922) + PATot(.41979) + Wei
JunkCal(-.01548) + SES({-2.30137) + Sex(-3.31833)

ght(-.59429) + RPubK(20.91874) +
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predictor variables. The first analysis utilized a summa-

tion score of a child's total attitude toward commeréiafs

and the absolute number of high-sugar calories consumed by

the child and recorded on the three-day food record as pre-
dictor variables. The second analysis looked only at a

single score assessing a child's aftitude toward éommercia]s
and a count of the frequency with which high-sugar foods were.
consumed by the child and entered on the three-day food re-
Copd as predictor variables. Adfher predictor variables were
identical across the two analyses.

The first analysis indicated that children made more PIAs
in generaT'when: (1) they held a positive total attitude to-
ward advertisfng they viewed on télevision; (2) they reporfed
that their parents did hot talk to them about commercials they
saw while (3) their parents reported talking to them relatively
frequently about advertiéing;‘ (4) their family was qf relatively
Tower socio-economic status; and (5) they weighed more. The de-
tails ofAthe analysis are presented in Table 7.

The second analysis indicatéd that children make more PIAs
in’general'when:' (1) their family was of lower socio-economic
status; (2) they reported that their parents did.not ta1k to
“them about commerciéls while (3) their parenfs reported talking
to thém relatively frequently about advertising; (4) they ate
more high-sugar food stuffs at home; and (5) they held a pos-
itive attituderthard advertising: The details of the ana]yéis
are presented in Table 7. o

Analysis of the overall success of PIAs and of the rate and
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o Table 7
Regression Table of all Purchase Influence Attempts
PIA
SS MS Regresssion Weight *** F Total
KAtTot 3199.76 3199.76 28254 6.24624
36883.39 * 512.27 * .
778. .01
KTalk 4778.02 2389.0 .19957 3.174 **
35305.13 * 497 .26 *
PFreq 6572.95 2130.98 -.21539 3.749 ** .
33510.20 * 478,72 *
SES 7644 .48 1911.,12 - 16928 2.279 **
32438.67 * 470.13 * . :
Weight 8729.45 1745.89 -.16810 2,353 **
) 31353.70 * 461.08 *
* Residual
** Without veplacement
ol PIA=139,4354 + KAtTot(2.5817) + KTalk(11.21982) + PFreq{-2.74919) + SES{-3.99732) +
Weight(-.71476) . ’
© PIA
SS MS Regression Weight *** F Total
SES 254789 2547.89 - 25212 4.88736
37535.26 * 521.32 *
4022.41 2011.20
KTalk .19399 2.903 **
36060.74 * 507.90 *
PFreq 5614.44 1871.48 -.20281 3.233 **
34468.71 * 492 .41 * .
JunkMo 6963.27 1740.82 -.18442 2.810 **
33119,88 * 480,00 * .
KAtTAd 8327.18 - 1665.44 .19170 2.921 **
31755.97 * . 467,00 *
* Residual

* Without replacement :
L %% PIA=125,41 + SES(-4.01309) + KTalk(14.11725) + PFrea{-3.04664) + JunkNo(-.82971) +
KAtTAd(2,96541) : : ’



success of PIAs for nutritious foods were nonFsignificant.} 45

The analyses of rate and success of PIAs for nonjnutri-
tious:(high-sugar)'fbods was again bifurcatéd due to tﬁe use
of absolute versUs.ratio of public to commercial te]eyision
hours as predictor variables. The first ana]ysis,.uti]iiing'
absolute number of viewing'houré among the predictor variable
set, indicated that children requested and parents bought
more high-sugér foods following a request when: (1) parents
held a more positive attitude toward commercials they viewed
on television; (2) the child ate more high-sugar calories
at home; (3) the family was of relatively Iower'socio-economic.
status; (4) the child was female; (5) the child weighed re-
Tatively more; and (6) the ¢hild held a more positive totél.
attitude toward commercials. :The details of the analysis are
,presented'in'Tab1e 8.

When the ratio of commercial to public television viewing
was examined amqnj the set of predictor variables, the analysis
revealed that children requestéd and parents bought more high-
sugar foods when:; (1) parents held a more positiye attitude
“toward commercials they viewed on television; (2) the chf]d
watched a lTower proportion of public television; (3) the
family Qés of lower socio-econdmic status; (4) the child ate
more high-sugar calories in the home; (S) the éhi]d weighed
relatively more; (6) the child was female;. and (7) the child
held & more positive attitude toward commercials. The details
of the analysis are presented in Table 8.

'To_proVide another view of the problem, the total calories



Table 8

13

Regression Table of High-sugar- Purchase Influence Attempts’ and Subsequent Bﬁying

Junk
33 MS Regression. Weight * E_Tatal

PATot 2395.51 2395.51

23896.61 * 331.90 * -30185 7.21763
' 3453.20 1726.60
JunkCal

22838.93 * 321.68 * -.20150 3,288 **
SES 4825.29 1608.43

21466.83 * 306.67 * -.24263 4,474 *+
Sex 5890.26 1472.57 ,

20401.86. * 295.68 * -.20243 3.602 *+*

654907 1309.81 '
Weight :

19743,05 * 290.34 * -.15999 2.269 **

7346.21 1224.37 .
KAtTot : : .

18945,91 * 282.77 * /18253 2.819 **
* Residual

** . Without replacement

*%  Junk=92.9618] + PATot(.aséla) + JunkGal(-.03219) +
: Weight{-.633) + KAtTot(1.47192) (-.05219) 569(-4.36982) + Sex(-8.1811) +

_____ Junk -
35 Ms Redression Weight %% F Tatal
PATot 2395.51 2385.51 ' .30185 7.21763
2389661 331.90 * :
RPUbK 4796.45 2148.23 27023 6.136 **
2199567 . 309.80 * : ~
5471.64 1823.8
SES 6 8 -.22069 : 3,051 **
20820.48 3 207.45 *
JunkCat 7222, 82 180561 - 26570 6.335 **
: 19069.70 276.37 *
072,77 1614.55 .
Weight 2 6 -.18251 3.174 **
18219.35 267.93 *
Sex 9017.49 1502.91 -.19256 3,664 **
17274.63 257.83 *
. 73.3
KAtTot 2613.25 1373.32 15829 2.358 **
16678.87 252,71 *

* Residual

**  Without replacement
*¥5. Junk=104.4452 + PATot(.7164) + RPubK(41.12382) + SES(-5.10878) + JunkCal(-.03333) +

Weight(-.75841) + Sex(-7.11996} + KAtTot{1.27643)



.consumed by the child on the BET was utilized as a criteriqn
_véfiable. The results revealed that children consumed rela-
tively more calories on the BET when: (1) they were male;
and (2) they were re1atfve1y taller. The detai]é of the
analysis are présented_in Tab1e 9.

The three-day food record was incorporated into the study :
in an attempt to obtain a sample of a child's diet in the home.
The results obtained suggest fhat, by and large, the children
in this study consumed an adequate diet during this three day
period. The obtained means and standard déviations are given
in Appendix R. An examination of the data indicated a mean
of nearly 100% or greater for all variables on which the RDA.
was calculated. ‘The variables which meéSUred}the adequacy of
fhe child's diet were therefore deemed to be bfxinadequate dis-
criminatory power and were omitted from all subsequent analyses.
Used in their place were two other variab]es obtained from data
on the three-day food record: one measuring the frequency with
which. children consumed high-sugar foods durihg the threeAday
period and the second measﬁring‘the number of calories contri-
buted by thege foods during the same three day period.

"When the abso1ute number of high-sugar fbodé is utilized as
a criterion variable, it is found that children consumed more
high-sugar foods in the home when: (1) parents reported buy-
ing more high-sugar foods following their child's request;
(2) parents held a more negative attitude toward commercié]s
they viewed on television; (3) parents reported that their

children requested more high-sugar foods; and (4)'chi1dren
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Tab1e 9

Regression Table of Total Calories Consumed on the BET

Totall
SS MS Regression Weight *** F Total
Sex 159706, 30 159706.30 - 2343 . 4.18348
2748636.14 * 38175,50 *’ : .
Height 261507.78 . 130753.89 18733 2,731 **
2646834 .66 * 37279.36 * . . . :
* . Residual
e Without replacement

*x%  Total(=-370.771 + Sex(-92,60966) + Height(17.46336)



reportéd they -held a more negative attitude toward com- 49,
mercials they viewed on television. The detéi]s of this
analysis are presented‘in Table 10.

The analysis which utilized the caloric contribution
of high—sugar foods as a.criterion variab]e revealed that
children consumed a greater number of high-sugar calories
in the home whén: (1) their parents reported buyfng more
high-sugar foods. following their child's request; (2) they
came from relatively higher socio-economic sfatus_fami]ies;~
and (3) they viewed more hours of television in genera].

The details of the ana]yéis are presented in Tab1é 11.

To assess the degree of re1atedness of theAQariables, a
Pearson producf~moment correlational analysis was performed.
Due to the fact that each variableenters into many separate
correlational relationships, the probability of Type 1 error
is compounded‘ Therefore, only those variables which corre-
Tate at "[.35] oh greater, accounting for approximately 10% of
the variance and having a tabular significance equal to or
less than .001, are listed in Table 12. Those variables which
correlated at this Tevel appear to have a high degree.of commun-
a1ity, making it somewhat diffucult to discuss each variable's
unique contribution. However; as can be noted in Tabie 12,
the dependent variables correlated only with other dependent
variables, Similiar]y, indépendent variables also only corre-
lTated with each other., The complefe correlation matrix for
“all 35 regressibn variables can be found in Appendix S.

Several of the variables used in the analyses were created



Regression Table of the Number of High-sugar Foods Eaten by the Chi]d in the Home

TaBle 10

RO

*x Without replacement

ek JunkMo=10.4716 + BuyJunk(-.

JunkNo
SS MS Regression Weight *** F Total
BuydJunk 220.07 220.07 -.30383 7.32245
2163.94 * 30.05 *
PATOL 365.23 182.62 ,25645 5,105 **
, 2018.78 * 28.43 *
PIAJunk 426.16 142.05 -.21750 2.178 **
1957.86 * 27.97 * 4
“KAtTot 501.25 125.31 .18333 2,752 *x
1882.76 * 27.29 *
* Residual

12598) + PATot(.3272) + PIAJunk(-.14419) + KAtTot(.44516)



Table 11
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Regression Table of the Number of High-sugar Calories Eaten by the Child in the Home

JunkCal
' S5 MS Regression Weight *** F Total -
' ' 105186.20 105186.20 ’ g
BuyJdunk ~.24185 4.47291
. 1693170.52 * 23516.26 * -
s 199880. 39 .~ 99940.20 - 233853 4,206 **
1598476 .32 * 22513.75 * . .
LogTVK 255628.93 85276.31 19482 2.539 **
1542527.79 * 22036.11 * s
* Residual’
e Without replacement

***  JunkCal=453.5341 + BuyJunk(-3.73616) + SES(-46,14436) + LogTVK(3.,04236)



Table 12
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Regression Vaffab]es.thatvcorre1ate greater than'li&S'

‘:DependentAVariab1es

BETG with

BETCal with PET with
PET .47 TotalC -.38

BETG .88 . 0 .
PET ‘55 TotalC -.50
TotalC -.55

PIANUt with PIAJIk with BuyNut with
PIAJunk .36 BuyNut 39 PIA .78
BuyNut .81 Buydunk .67 Buy .94
PIA 91 PIA J1 ‘Nut .98
Buy vy Buy .56 Junk .37
Nut .93 Nut .40
Junk .33 Junk 97

BuyJdunk with PIA with Buy with
PIA . 50 Buy .82 Nut .91
Buy .60 Nut .88 Junk .63
Junk .92 Junk .65 '

Nut with
Junk .37

Independent Variables

LogTVP with LogTVK with LogTVC with
LogTVkK .62 LogTVC .49 RatC .57
LogTvC .45 'SES .39 '
SES .40

RPUbP with PATot with - PaTalk with
RPubK .39 PAKTot .53 PFreq .. 81
RPubC" .54
RatC - .48

KAtTot with
KAtTAd

JunkCal with

.82 JunkNo .49

Weight with

Height .68



by summihg across re}atéd jtems. The first of these varia- 53

bles was parental attitude toward commercia]; they viewed on

television. Nine individual items, listed in Appendix H,

‘were'summed to yield a single total score variable. The
correlations are presented in Table 13.

»Thejsecond,vériable, parental attitude toward advertising
difected at children, was the sum of two items-whiéh correlated
with each other at r=.49, df=73, p<.001. . These tWo items were:
Cl)'pérenta]’attitude toward children's advertising in general;
and ‘(2) parenta1‘attit0de-shou1d a reduction in children's
advertising incur a similar reduction inchildren's programmingf
They correlated with the ﬁota1 score variable: at g}.89, df=
73, p(ﬁOOl and r=.87, df=73, p <.001, respectively.

The third variable, children's attitude toward advertiéing,
was also comprised of two items. These items were achild's
attitude toward advertising and child's affective response
to advertising versus programming. The correlations befween
these two items and the total score variable were r=.82, df=73,

Ag(:OOT and r=.82, df=73, p{.001, respectively, The corre]atibn
betweéﬁ the two ftems comprising'the total score variab1e;lhow-
ever, was only r=.30, df=73, p<004, which suggested that summing
these two items was not an appropriate manipulation. An exam-
ination of the data sugge§ted fhat the question which required
chi1dren to discriminate between advertising and programming
was too difficult a distinction. for some children to achieve..
Therefore, in some regression equatidns, a child's attitude

toward advertising was utilized in lieu to the total score



Table 13 54
Correlation matrix of items and total score

for pakenfa] attitudes toward advertising

PAT _PA2 PA3 PA4 PA5 PA6_.PA7 _PA8 PA9

PATot .42 | 50| 54| .63| .63| 78| 65| .65] .7
PA9 18] 135| .25| .46) .31 | .53| .41 ] .48 |

PAB 50 .18} .39| .35| .35| .38| .36

PA7 . .25] 16 .33 | x| .42| .4

PAG a4 s a8 | .32 .29

PAS 35| .20| .53 .33

PA4 a3 .40 .23

PA3 39 L0l

PA2 .13




variable.

A child's consumption of high-sugar foods on the three-
) day food record wag assessed in two ways. It wés éxamined'
‘both as a caloric function and as a frequency function. The
two variables correlated with each other at r=.49, gj%73,
p(LOOT. Each.was utilized as both a criterion and a pré—
dictor variable in separate analyses.

The accuracy of tﬁe television logs maintained by parents
was strongly corroborated by parental se]ereport of tele-
vision viewing hours. For parents, the correlation between
the television log data and the self-report data was 3?.84,
df=73, Eﬁ2001; _The correlation for children's viewing was
r=.73, df=73, p<.001. |

Several other items were measured but not utilized dir-
ectTy in any of the regression analyses. Those items which
correlated greaier than .35 with any of the regression varia-
bles are presented in Appendix T. Similar to the results a-
chieved when the regression-variables were correlated with
each other, the items which correlated ‘at this level had a

high degree of communality.

55
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Chapter IV

Discussion

The results sqggest that.a number of variables are reQ
lTated to children's purchase influence attempts, food pfe-'
'ferences and food conSumption. Of the predictor variables
utilized, four were found to significantly increase the pro-
portion of nutritioué calories consumed on the BET. These
variables comprise a mixture of behaviors and attitudes pre-
valent among these parents and children. Of greatest magni-
tude was the child's aétua} eating habits in the home. . Child-
ren who consumed fewer low nutrition foods at home also ate a
higher proportion of pro-nutrition»foodé in ‘the fkee choice
situation provided by the BET.

A child's attitude was also found to be an important pre-
dictive variable, Children who held a negative attitude to-
‘ward commercials consumed a higher proportion of nutritious
calories on the BET. Atkin (Note 1) and Rossiter and Robertson
(Note 4),have suggested that more favorable attitudes towards
ads are fypicai]y held by individuals who view more television
in general. Although television viewing hours did not emerge
as a significant predictor variable, a strongAcorre1ationa1-re-
‘1ationship between parental attitude toward advertising and
viewing hours émerged. Parents whb held a negative_attitude
towards ads reportedlless total television viewing time both by
" their children and themselves.

Atkin (Note 6), Feldman, et al. (1977) and Ward, et al.

(1977, Note 5) .all suggested that parental attitudes were a-
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valuable indicator of goals parents set for their children's '

consumerization., Parents, in this study, whose children con-
sumed a higher propqriion.Of nutritious caTOr{es on the BET,
reported thét,they spent time.discuSsing'the salient negative
aspects of commercials with theirichi]dreh. Surprisingly,
however, these children did not demonstrate a superior under-}
;standihé'of why commércia]s are shown on fe1evision. In fact,
they seemed to have Tess understanding thén their peers, who
consumed a lower proportion of nutritious calories. A possib1e
explanation of this seeming]y'contradictory finding is suggested
in an examination of the data. Whi1e,atfempting to ascerta{n a
child's Tevel of understanding of why commercials are shown on
televisidn,:the procedures -used to elicit the child's responses
were~found to be somewhat ambigquous. These children tended to
give statements of affect rather than their understanding of why
commercials are shown. MWard, et al. (Note 5) found-that'heavy
television viewers did not possess a greater:understanding re-
garding the intent of commercials. The equivocal results obtained
in the current investigation suggest that an assessment of a
child's level of understanding regarding the intent of commercia]s;
at Teast at the kindergarten Tevel, is likely to be unreliable.
The prediction of purchase influence attempts and subsequent
buyfng was much more successful ‘than the attempt to predict actqa]
food preference and consumption with the laboratory measures of
thé-BET and PET. In total, five such criterion variables were

successfully prédicted. These weré purchase influence attempts
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for nuiritious‘foods (PIANut), purchase influence attempts for
Tow-nutrition foods (PIAJdunk), total purchase infTuence attempts
(PIA), buying ofllow-nutrition following a purchase influence
‘attempt (BuyJunk) and the sum of purchase influence atfempts for
Tow-nutrition foods and tﬁé subsequent buying of these foods.(Jdunk).
VWhen.thevpredictor variables that enter into these regression
'equations'were examined, a consistent pattern effect was noted.
With only a few exceptions, two subsets of predictof variables
emerged. One subset consistently entered into equations that con-
cerned the criterion variables invalved - in the request or purchase
of non-nutritive foods (PIAJunk, Buydunk.and Junk). The other
predictor variable subset, though less consistent, entered into

those equations which predict the criterion variables of purchase

Ry HE P RN

influence attempts in general (PIA) and puchQSe iﬁ%iuéﬁgéfgttempts
for nutritious foods . (PIANut).

The predictor variables can be further differentiated as to
the exclusivity or consistency with which they enter -into the
various prediction equations. A predictor variable i$ considered
to be exclusive when it enters into only one of the criterion
variab]e groupings pre?ious]y discussed. Conversely, -a predictor.
variable is considered to Be non-exclusive when it enters into
both criterion variab]é groupings of (1) the request or purchase
of non-nutritive foods and (2) general or nutritious purchase
inf]uence‘attempts,

“Concurrently, the bfedictor variab1és may also be‘differ-

entiated in terms of the exclusivity with which they contribute-



‘to the two criterion variable groupings. As was previously
described, the bifurcated analyses yielded two equations for
each of the criterion variables PIAJunk, BuyJdunk and Junk be-
cause of the'utilization of siight]y different sets of predictor
variables. A predictor variable is considered to be consistent
when it enters into each of the prediction equations within a
criterion variable grouping in at least one of its bifurcated
forms. Conversely, a prédictOﬁ variable is considered not to be
consistent when it failsito enter into each of the prediction
eqUatiﬁns subsuméd under a criterion variable grouping, FigUre
1 incorpokates a listing of all predictor variables entering into
the various equations deTineated,as to their exclusivity and
consistenéy.

- The following set of eight predictor variables were found to
"~ enter, at~differing magnitudes, into equations predicting the re-
queét for or purchase of low-nutritive foods. Children requested
and/or parents bought more]bw-nutritivefood‘étuffS‘when:

Parents held a more positive attitude toward the commercials

“they viewed on television.

The child was female.

The child consumed more high-sugar calories in the home.

The child watched a relatively lower proportion of pub11c

- television.

The parent watched a relatively 1ower proportion of public

television. .
The family was of relatively Tower socio-economic status.
- The child held a more positive attitude toward commerc1als
The child weighed relatively more.
The following four predictor variables were found to be both

exclusive and consistent in the prediction of requests and subse-

quent purchase .of high-sugar foods:
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Increased

Exclusive

Non-
Exclusive

Increased

Exclusive

Non-
“Exclusive

FIGURE 1

Non-nutritive Requests and Purchases

- Consistent

.'Not Consistent

Positive parental atti-
tude toward advertising

Female child

More high-sugar calorie
consumption in the home

Lower proportion of pub-4
lic television v1ew1ng
by the child

Lower proportion of
public television
viewing by. the
parent

Lower socio-economic
status )

Positive attitude to-
ward advertising held
by the child

Child weighed
proport1onate]y
more

Nutritious and General Purchase Influence Attempts

Consiétent

Not Consistent

Children report their
parents do not talk
with them about
advertising

Parents report they do
~talk with their children
about advertising

Higher proportion of pub--
Tic television coviewing

Parents report frequent
conversations with thein
child about advertising

Child eats more high-sugar
foods in the home

Child weighed pro-
portionately more
Positive attitude to-
ward advertising

held by the child

Lower socio-economic
status

The exclusivity and consistency of predictor variables entering

into criterion variable groupings of (1) Non-nutritive requests

and purchases and (2) Nutritious and generalvarthase influence

“attempts.
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Parents held a more positive total attitude toward commercials

. they viewed on television,

The child was female,

The child consumed re]at1ve1y more high-sugar calories in the

Th202§11d watched a relatively Tower proportion of pub11c

“television.

The variab1e which assessed the proportion of parenté]’viewing of
public television made a.significant contribution - only to the pre-
.diction of subsequent buying of high-sugar foods following a
child's request‘(BuyJunk). This predictor variable ‘is therefore
_considered fo be exclusive but not consistent. The remaining
vériéb1es were found to be non-eXc]usiVe, by definition making
contributions to both criterion variables assessing.the request
for and subsequént punchasg of non-nutritive foods as well as
criterioh variables measuring nutritious food andlgenera1_pur-
chase'inf1uencg attempts.  The socio?econbmic status of the fam-
ily and the child's attitude toward advertising were found to be
consiétéht across the three ;riterion variables PIAdunk, Buqunk
and Junk: They were not, however, fpund to be exclusive to these
thfee'criterionAvariab]es. The remaining predictof variable, a
child's weight, was found to be neither consistent nor exclusive.

An overlapping set of eight predictor variab]es were found to
~enter fnto the criterion variable grouping which included equations

predicting purchase influence attempts in generél as well as pﬂn-

chase influence attempts for nutritious foods. Only the predictor

variable which measured a child's report of pafeht-chde conversa-

tions about commercials was found to be both exclusive and con-

sistent across these two criterion variables. Four other varia-
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bles were found to be exclusive but not consistent across'the
criterion variables of purchase influence attempts in general
(PIA) and purchase influence attempts‘for nutritious foods.(PIANut).
Parental report of parent-child conversations about commercials
aﬁd the.proportion of parent-child §§~viewing of pub]ic~te1evision
contribUted significantly to the prediction of purchase influence
attempts for nutritious foods.(PIANut). The‘frequéncy with which
parents report the occurrence of conversations with their child
about commercials andvthe number of high-sugar foods consumed by
the child in the home contributed significantly to the predictiom
of the frequency of purchase influence attempfs in general (PIA).
A child's weight and attitude toward advertising was found to be
consistent across-both criterion yariab]es aésessing nutritious
food ahd general purchase influence attempts. They were not,
however, exclusive to these variables. The familigs socid-
economic status was found to be neither consistent nor exclusive.
By collapsing thekdata’in this way, it becomes possible to
examine, in more general terms, the relative contribution of the
varmoys predictor variables. BothAparénta1 attitude and children's
attitude were found to be imporfant predictor variables. Iﬁ
.every instance, a child's attitude was found to affect requests
and purchases for both nutritious and non-nutritious foods. A
" child who held a positive attitude‘toward commercials was both
more Tikely to make requests for all types of foods and to have
parents purchase those foods following a request. Parental atti-

tude, however, affected only those criterion variables which



63

assessed non—nutritious food requests and purchases. Parents who
held a positive attitude toward'commerciais were more likely to
have children who requested more non-nutritious foods and were more
likely to buy thése'foods for their child foiTowing a request.
Sévérai demographic variables were also found to infiuence
.food requests and purchases. A child"'s weight was found to enter
into all Significant prediction‘equations except one, the frequen-
cy with which a child requests high-sugar foods. Its absence U
from this prediction eéuation suggests some interesting bossib]é
interpretations. It is possibie that~these chiidren are not,
neceséariiy, requesting more high-sugar foods than their lower
weight peers. They instead seem fo be making mofe requests in
. general but have pafents who purchase mo}e high-sugar foods for"
them, The socio-economic status of families was similarly found
to enter into all significant pkediction'equations except one..
In this case, sbcio-economic status did not affect»a child's
requests for nutritious foods. Sharaga (1974) has suggested that
there is a'strQng_positive correlation between socio-economic.
status and dietary adequacy. Other research (National. Science
Foundation, 1978) has suggested a strong negative correlation
between socio-economic status andrparehtai yielding to a chiid's:
purchase influence attempt. The results of the present investi-
gation might argue that régérdiess of socio—economic'status, child-
ren request ﬁutritious foods at similar frequencies, However, child-

ren. from lower socio-economic status families tend to make more re-



quests for high-sugar fdods and have parents who are more 1iké1y to
yield to this specific class of requests: The']ast demographic
variable, a child's sex, made its contribution only to'those
equations which predicted the fequest for and subsequent purchasé
of high-sugar foods. A female child was not on)y more 1ike1y to
request high-sugar foods, but also to have thoSe-foods purchased
following her request. As a matter of specu]ation, parehts; in

our sample, may have been more likely tp.indu]ge their female
children,

The relative proportion of public television viewed by the
child has a significant‘effect‘across criterion variabTes‘con-
 1cerned with the request or'purchaSe'of high-sugarvfoods. Chiidren
who view a relatively lower proportion of public television tend'
to make increased requests for and are ultimately more successful
in inf]uéhcing the pufchase of high-sugar foods. The relative
proportion of public television viewed by the parent makes a-
significant contribution to oh]y one criterion.variable, the
frequency with which parents'purchaSe high-sugar foods following
a child's requestQ' Parents who watchedia 16Wer proportion of
.public television were more likely to buy high-sugar.foods fol-
Towing thgir child's requeét; It is Tikely that these two pre-
dictof/;;riables are, to some extent, interrelated. Parents who
watch public television are probably more 1likely to encourage
public te]evisfon viewing'by‘their children., In this investiga-

tion, however, commercial television viewing by parents and
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children had a strong correlation with socio-economic status.
Studies by Robinson(1971), Sharaga (1974) and Ward, et al.,
(1971).have revealed a similar relationship betWeen socio-
econohic status and television viewing hours: Rossiter and
Robertson (1975) however, have suggested that discrepancies
between reported viewing hours and actual viéwing hours often
occurred, with'higher socio-economic'individuals being mo}e Tike- -
1y to under-estimate viewing hours on a self-report instrumeht.

In the present study both a se]f-report measure of viewing hours
and a behavioral recordihg of viewing hours Were utilized. These
two measures were high1y correlated and higher socio-economic
parents reported fewer viewing hours, in general, on both of these
measures; Additionally, on the television log, higher socio-
‘economic status>parents reported less commercial television view-
“ing by bothAtheir children and themselves. Either‘thevte1evision
log can be considéred to be as reactive as the $e1f-report measure
or Rossiter and Robertson (1975) may have over-estimated the
reactivity of self-report television viewing data.. It should be
noted, however, that mean number of telévision.hours by families.
in the present study was substantially less than that.typically'
cited by other researchers (Pipes, 1977; National Science Found-
ation;j1978). 'This may by due to atypical viewing patterns in
~the relatively small sample utilized or to a mo;e'generaTized
unde»reporting of television viewing, regardless of social class.

The obtainddirelationship between commercial television hours and
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‘socio-economic status,‘however;'servedvto'increase the ratio of
public to commercial television viewed by higher socio-economic
~status famiTies, This confounding makes it somewhat difficult

to determine the actua1'contribution of public television viewing, -
alone, to the prediction of non-nutritive requests and purchases.

The propoftfon of pubiic televisfon co-viewed by parents and
children made a significant contribution.only to the frequency
with which children made requests for nutritious foods. The
variable of co-viewing was not significantly correlated with socio-
economic status, Chi1dfen requested more nutritious foods when
there was a higher proportfon of public te]evision>co—viewfng.
Rossiter and Robertson (1975) have suggested'that the reported
amount of co-viewing in a survey situation fs also. subject to
demand characteristics which result in over-esfimationvqf co-
viewing hours, In the present study, however, this relationship
was obtained from parenta1 reports on théf supposédlyh less reactive
télevision'log measure, This finding suggests that public tele-
vision viewing, at least in the company of a parent, has a positive
influence on children's nutrifiona] habits.

Not surpriéing]y, children who requested high-sugar foods at
greater»freqUEnéies and experienced greaterAsuccéss in 1nf1uehcjng
parental purchases of these foods were also found to consume a

-higher number of high-sugdr calories in the home. This finding
Tends validating support to studies which utilize, as'dependént
variables, a’chi1dfs level of purchase influénce attempts and a .

parent's willingness to purchase these foods following a request



(Atkin, Note 63 Ga]st & White, 1974; HWard & Wackman, 1972);_ The

most obvious implication of this finding is that the high-sugar
foods pufchased»following a child's request are being consumed,
at least in part, by the child in the home. Consistent with

A}

reports by the National Science Foundation (1978), an increased

level of parental yielding to high-sugar food requests from their .

child was also related to a positive parental attitude toward
television advertising and lower socio-economic status.

Atkin, et al., (Note 2), Dussere (Note3) and Sharaga (1974)

have all suggested that heavy te]evisionvvieWers are more 1ike1y‘

to eat highly sugared_products at a greater frequenty. Confirming

correlational evidence was obtained in the present study which
sgpported this finding . Children who watched relatively more
cohmercia1 television bgth requested and had high-sugar foods pur-
chased for them~more‘frequent1y than their peers who viewed

fewer commercial television hours,

As previously discussed, a child's consumption of.high—sugar»
foods was assessed both as the number of high-sugar calories
consumed and as frequency count of the absolute number of high-
sugar foods eaten ih the home. Although there is a positive cor-
relation between these two variables, an examination of the data
‘suggests that utilizing the caloric function makes a more meaning-
ful contribution because of its greater discriminatory power. The

absolute number of high-sugar foods consumed by the child in the

“home made a'significant contribution only to the prediction of the
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~pate‘»9f purchase influence attempts, Children made more purchase
'~_inf1uence attempts in génera1 when they consumed a greater numbér
of high-sugar foods in the home. It is unclear why this variable
contributed in this way and failed to reach significance in
‘equations deéighed to assess requests for and purchases of high-
sugar foods, |

‘The final group of predictor variables which made significant
contributions can be generally classified as parentfchi1d'inter-
‘actions. The three predictor variables which achieved significance,
contributed only to those prediction equations concerning nutritious
and general purchase influence attempts.. This combination of
prediétor variables is not easily interpretable. When children
were found to make fewer purchase influence attempts both in
generaT and “for nutritious foods invspecificl,they also reported
that their parents did talk to them about advertising. However,
when children were found to makelfewerAburchaée requests for
‘nutritious foods, parental reports suggested that parents dfd
not talk to their children cohcerning commercials., This seeming'
contradiction may be due to the exclusionary criteria utilized in
determining Whether parents discussed the salient negative aspects
of ;ommercials with their éhi1dren. Both children and parents had
to report that such discussion did, in fact, take place but parents
were further requfred to give a valid example of the types of
conversations Which‘occurred. Many parents who reported discussing
commercials with their child gave invalid examples, shch as those

promoting the advertiser's message, and were coded as not discussing
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advertising with their children. On the other hand, children had

only to report that discussion took place and were not required

‘to giVe a valid examp1e: This most 1ikely accounts for the appar-
ent discrepancy. When children were found to make fewer purchase
‘requests in general, parents were coded as ta}king to their child-
ren about advertising, but only at re]ative1y'1ow frequencies.

This is most likely due to one of or a cdmbinétion of twq factqrs.
Parents who'barrage fheir children with too frequent anti-commercial
communicatibns may enact a paradigm of overkill. Of course, it is
also possible that parents who reborted more frequent conversations
may have over—responded_to the imp1icjt demands of the interview-

. situation,

Previous research with the BET has consistent1y‘f6und effects
due to sex (Lemnitzer, et al., Note 9), height and weight (Jeffrey,
et al., 1980) on total calorie consumption. ~ These effects were
further substantiated by the current investigation which found that
total caloric consumption on the BET increased when the chi}d was
male and when the chi]d‘was of re]atﬁve]y greater height. Weight
and height were highly correlated which may account for the ab-
sence of a child's weight in this equation.

The results obtained when the number of high-sugar calories
consumed by the child in the.home.(dunkCa1) was utilized as a-
criterion variab]e contained several interesting and potentially
significant emergent properties which may warrant futher investi-
~gation. The results indicate that children who consumed the highest

number of high-sugar calories in the home were more successful in
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influencing'pareﬁtal'purchase of high-sugar foods; came from
' higher socio-economic status:fami1ies and watched a relatively
greater amount of television in generél. These results are.
somewhat discrepant‘frém preyious findings, in this investigation,
which indicated socio-economic staius to be inversely related to
requests and purchases of high-sugar foods. As preViéué]y'thed,.
higher socio-economic status was also consistently related to
fewer television viewing hours, in general. ’Thefefore, it would
‘seem that chi]dfen at greatest risk'of‘consumihé a relatively
higher proportion of higﬁ-sugar calories in the home would be
'those from higher socio-economic status families who deviafé
'frdm the norm and indulge their children with more high-sugar
foods and allow their child to watch more television in generai.

The second variable obtained from the data on the three-day
food record;.the absolute number of high-sugar foods consumed by
the child in the home; was~aiso_subjected to analysis as a cri-
terion variab]e: Further confirmation of the lower ecological
‘validity of this measure, as compared to the aTternatiVe measure
of caloric function, seemeq appérent in the results, It was
found that children who consume high-sugar foods.at,a greater
) freQuency both request high-sugar foods and have high-sugar
foods.pufchased for them more frequently following these requests.
Inexp1icab1y,'however; these parents and children both expressed
negative total attitudes toward advértising. The most parsimonious
explanation would suggest this to be an artifact of both design

and‘methodiof‘ana1ysis. Further researc¢h is indicated to deter-
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‘The three-day food record,'in this sample, did not live
up to expectations hecause of its lack of discriminatory poWer
in regard to RDA levels;"It proved, none the less, to be a
valid and valuable inclusion. A part of its contribution was
motivational. The use of this instrument provided parents
“with a succinct and readily understandable summary of the ad-
equacy of their'chi]d's diet. It may also have been a contri-
butary factor to the exceptidna11y high levels of voluntary.
participation by parents in this study. Many unso1icited,
favorable comments to this effect were received. Additiona11y,
the-two variables which were obtained from data reported on the
three-day food record (JunkCal and JunkNo) had'adequate dis-
criminatbry power and'made a valuable contribution-to the stu&y,
in general. Unlike the laboratory measures of the BET and the .
PET, the three-day food record assesses a child's actual cqnsump—
‘tion in the home which may have resul ted in increased ecological
va1idity. Further research with this,fnstrument is certainly
warranted.

In summary, many interésting trends emerged from the pﬁesent
investigation, It.was possib]e by gathering information in the
home and assessing.pareﬁté and children's attitudesftoward adver-
‘tising to predict, with some success, a child's consumptive pat-
terns on the'Taboratory fnStmument-cf the Behaviora1AEating Test.
Attitudes of both the parent and the child were exceedingly im-
portant to the'prédiétion of purchase influence qttempts by child-

ren and subsequent yielding to PIAs by parents. as'well as the



72
child's consumptive patterns in the Taboratory on the BET.
Tﬁfs study suggests more attention needs to be given to the
more specific variable of public television viewing rather than
the more global variable of total television viewing hours.
This study a]sq helps to.validate the implicit assumption,
in other studies, that'a greater nuhber of high-sugar PIAs
by children and higher- yielding to these high-sqgar-PIAé by
paréhts does, in fact, lead to aﬁ'increase in the number-of
high=-sugar fobds consumed byvfhe child in.the home. Fin-
ally, this study suggests a unique subset of children whq are
"most_}fke]y to Consume é greater number of high-sugar célqries‘
in the home. . The children identified came from higher socio-
economic status families, watched a greater amountvof-te1evf$ion
in gehera] and were more sucessful at influencing parental
purchase of'high-sugar foods. The inclusion of thevfhree-
day food record in this study was instrumental in helping
to collect data of.thi§ nature and its utilization in other
stqdies is strongly encburaged.'.

Should a simiTiar'étudy of this nature be attempted in the |,
future, some modifications in the methodology are suggested.
Greater selectivity in the utilization of variables should be
exercised and more attention paid fo\the orthogonality of
the variables ultimateTy included. Similiar toAGOTdberg,

Gorn and Gibson (1978), children in this study were able to.
discriminate healthy from unhea]thy foods with a high degree

of accuracy. This abi]ity did not, however, contribute sig-
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nificant]y to the'prediction of'a_chi]d‘s‘free choice'prér
ferences on either theBETor the PET. Similarly, parental
~attitudes toward children's advertisjng seemed; in this
study, to be superfluous and added no predictive signifi-
cance beyond that contributed by'the more generaT measure of
parental attithde toward commercials.

Finally, this stﬁdy should be considered a preliminary in-
vestigation. The éomp]exity of the design and the inordinant
number of variab]és,éssessed greatly. inflate the probability
of unintentional bias in béfh data gathering and analysis.
Without additiona1‘confirming research, the results of this'
investjgation shoﬁ]d be generalized to other populations

only with caution.
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_University of Montana
Missoula, Montana 59812 Dear Parent,

Over the last few years, District 1 parents and children
have been participating in a number of related research pro-
jects on television and health carried out by Dr. Balfour
Jeffrey and a few Graduate students of the University of Mon-
tana's Psychology Department. The past response of parents
to our research has been overwhelmingly positive and we
hope that you, too, will feel this way. Beginning in mid
January, we will be conducting an investigation on the effects
of television programming and family viewing on the eating
habits of kindergarten age children, This is an important
-area of concern currently among parents, educators and health
professionals. UWe would 1ike to ask for your help in carry-
ing out this research,

We have discussed this study with your principal, Glenn
Hoffman, and your kindergarten teachers, Marilou Baughman,
Barbara Bevington and Sue Dickey, and they have approved and
endorsed our project. We will need to meet once with your
child and he/she will be given the opportunity to taste some
of the following foods and beverages: cheese, carrots, frito's,
orange juice, chocolate chip cookies, M&M's, Kool Aid, apples,
milk, soda, graham grackers and some breakfast cereal. Your
child may taste or decline to taste any of the foods. Ve
will also be asking your child some questions about the kinds
of foods they like to eat and the kinds of things they watch
on television. The entire procedure will take about 25 min-
utes and will be done at your - child's school, It has been our
experience that children really enjoy this. Children will
be escorted to and from class by a college student.

"Because you know your child best, we also need to
enlist your aid as an essential part in the gathering of
information. Specifically, we would need to meet with you
twice and would request that you answer some questions about
television viewed by your family and your grocery shopping
patterns. Additionally, we will be asking you to monitor the
pragrams your child watches on television for a week and keep
a record of the foods your child eats for a three day period.
In return for your participation, we will furnish you with
“the results of the computer analysis of your child's diet
and a personalized nutritional summary. This will give you
a breakdown of the calories and eight nutrients supplied by
the diet as compared to the Recommended Daily Allowance. All
information gathered will be held in strict confidence-and
released only to you. In addition, a $100 contibution will
be made to your PTA in order to thank you and all the other
parents and children who have agreed to partiCipate in this
research,

Equal Oppoftunity in Education and EmploymentA h . T
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We sincerely hope that you will grant us the permis-
sion: to speak with you and your child further. You can
indicate your approval by filling out the enclosed form and
returning it in the enclosed envelope. We will provide
you with information concerning the results of our study
as that information becomes availablé. If you have any
questions, please feel free to call us at 243-5664 or 243-.
4521.. Thank -you in advance for your. cooperation,

Sincerely,

Dr. Balfour Jeffrey,
"Ph.D., Associate Professor

Susan J. Beattie, :
-Psychology Graduate Student
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Missoula, Montana s9812 Date:

University of mon‘tana'

Child's Name:

School:

Grade:~ Kindergarten -

Age:

Date of Birth:

Teacher:

Does your child have any food a11erg1es? If so, please
indicate a]]ergen1c foods:

Telephone number:

Best time to ;a]l:

I grant my permission for my child to participate in a
study'beginning in January 1981 involving the assessment
of television and_fami]y influence on chi]dren's-éating

behavior. Yes Mo .
(check one)

Parent Signature:

Equal Opportunity in Education and Employment
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Appendix B

Parental information and socio-economic designation

Name : Date:

Phone Number: Follow up phone call dates:

How many people live in your household?
Number of adults?
Number of children? . Ages?

Are you employed? Yes ‘No
If yes, what is.your occupation?

Is your spouse employed? Yes No
- If yes, what is your spouse's occupation?

What is the last year you completed in school?

“What is the last year your spouse completed in scﬁoo]?
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Hollingshead's Two-Factor Index of Social Position
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Appendix D ,
Television viewing patterns: Self report

Do you own a television set? Yes No
~If yes, how many sets do you own?

During the week (Monday through Friday), do you or

your spouse watch TV in the morning?

Yes For how many hours?
No X

2A) During the week, does your child usually watch
TV in the morning?
Yes For how many hours?
No
Dur1ng the week, do you or your spouse usua11y watch
TV in the afternoon’

Yes For how many hours?.
No

3A) Dur1ng the week, does your ch11d usua11y watch
TV in the afternoon’

Yes For how many hours?
No '

During the week do you or your spouse usually watch
TV at d1nnert1me7

-Yes For how many hodrs?
No

4n) Dur1ng the week, does your child usually’ watch
TV at d1nnert1me7

Yes For how many hours?
No ’

During the Week, do you or your spouse usua11y'watch
TV in the evening? -

Yes For how many hours?
No

86
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5A) During the week, does your child usually watch
TV in the‘evening?

Yes. For how many hours?
No

On Saturday's, do you or your spouse usua]]y watch
TV in the morning?

Yes For how many hours?
No

6A) On Saturday's, does your child usua]]y watch
TV in the morning?

Yes For how many hours? .
NO ' : -

On Saturday“s, do you or yourbspouse usually watch
TV in the afternoon?

Yes For how many hours?
No o

7R) On Saturday s, does your ch11d usua]ly watch
TV in the afternoons?

Yes : For how many hours?
No - -~

On Saturday's, do you or your ‘spouse usua]]y watch
TV at dinnertime?

Yes For how many hours?
No

8A) On Saturday's, does your child usually watch
TV at dinnertime?

Yes For how many hours?
No ‘

On Saturday's do you or your spouse usually watch
TV in the evening?:

Yes For how many hours?
No

9A) On Saturday's, does your child usually watch
TV in the evening?

Yes For how many hours?
No
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10) On Sunday s, do you or your spouse usual]y
TV in the morning?

Yes For how many hours?
No '

10A) On Sunday's, does.ydur child usually watch
the morning?.

Yes For how many hours?
No

11) On Sunday s, do you or your spouse usuaT]y
TV in the afternoon?

Yes For how mahy hours?
No

11A) -On Sunday's, does your child usually
in the afternoon?

Yes For how many hours?
No

12) On Sunday's, do you or yoeur spouse usually
at dinnertime?

Yes = For how many hours?
No '

‘12A) On Sunday’ s, does your ch11d usua11y
at d1nnert1me?

Yes For how many hours?
No :
13)  On Sunday's, do you or your spouse usually
in the evening?

Yes , For how many hours?

No

13A) On Sunday's, does your child usually
in the evening?

Yes For how many hours?
~No

watch

TV in

watch

watch

watch

watch

watch

watch

TV

TV

TV

TV

TV
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Appendix E
Station Lommercial [ Public | Showtime |Other Table ! Who is Watching?
T+
Missoula Cable |Cable Cable _ =2
8, 13 1 17, 21 8,9,12,13 cied | €=
Cable ‘ EE ks
2,3,4,5, S5 | S5
Time 6,10 =u-| | oo
00 |
6 30
00
7 30
00
30
00
9 30
00
10 30
00
11 30
00
12 30
00
1 PM |30
00
2 30
00
3 30
00
4 30
00
5 30
00
6 30
: 00
7 30
00
8 30
: 00
9 30
00
10 30
00
‘1 30
12mid 00
night| 30
. 00
1AM {30
' 00
2 30
00
3 30
- 00
4 30
00
5 30
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Appendix F
FOOD RECORD
NAME___ | g AGE_ SEX
DAY OF WEEK - DATE VITAMIN SUPPLEMENT |
Please list all foods and liquids eaten:
1# FOOD & LIQUID | BRAND NAME .| COOKING METHOD JAMOUNT EATEN
T BREAKFAST | -
TSNACK
~TUNCH
SNACK
DINNER
SNACK
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Sample Food .Record

Name ZZZC’/L@Z@ - Age é Sex ;gwma/&/_
Day o'f. -week\jwcoaéd/a% Date [~2242-£Z Vitamin? Yes__/No_

Please list ALL.-‘foods' and liquids eaten:

Food and Liquid Brand— Name Cooking Méthod- Amouht Eaten
BREAKFAST o, J o cn
White toast Edldy 2 ”
h g % ey - /"&a/zpomq
\ja/w?g Jﬂmﬁn Yincea
ML it Ao B T Y e
TNUL e aras

LUNCH

T Ches vandwit Voo %ﬁw

Ok /@& weer \-j/u«ﬁ 0 (d\/ww) /'fz'/&@/o;n
'SNALE)Ka ? o | L ﬂ(‘fj&
folte witt,  senenic Bod noalffal Ko coched
QJ/OQ? alla | e madt Loimmenns Yy ¢ pasce
e stD ) A o
Salal | mlb ¢ mxat
J‘;‘Aﬁ Do sais : (/g,ﬂnw%ﬂk;a“ )T dreesin 8’
UZM@ /Oocda&&% W % swhele Y e
SNACK ‘ r e
[reo "/ rooRtear

&‘6’%&2,(4/ ‘ |
W / /)27{04/ ér Sl Ced



92

APPENDIX G
AGNET ANALYSIS

BAR GRAPH --- PERCENT OF RECOMMENDED DIETARY ALLOWANCES
0% 20% 40% 60% 80% 100% 120%.,.200%

CALORIES 66%. UNDERUNDERU
PROTEIN g 81% UNDERUN
CALCIUM mg  62% UNDERUNDERUND

IRON mg 3% UNDERUNDERUNDERUNDERUN

VITAMIN A iu 47% UNDERUNDERUNDER

THIAMINE mg  78% UNDERUND

RIBOFAVIN mg  86% UNDER

NIACIN mg 529% UNDERUNDERUNDERUN

VITAMIN € mg 213% - OVEROVEROVEROVER200
HEIGHT IS 48 INCHES BUILD IS SMALL

WEIGHS 42 POUNDS
YOU HAVE HAD SOME FOODS THAT PROMOTE TOOTH DECAY.

DO'YOU~WANT A LISTING OF THEM? Y OR N

Y
MORNING MEAL FRUIT LOOPS

MID DAY MEAL SUGAR

MID DAY SNACK CHOC. CHIP COOKIE

EVENING SNACK ICE CREAM
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Appendix H

Parental attitudes toward commercials in general

Here are several statements about TV commercials. Please indicate
how they affect you personally by choosing one of’ the f0110w1ng
for each quéstion-below:

1 - Always
2 - Most of the time
3 - Sometimes
4 - Hardly ever
5 - Never
-1, I am 11ke1y to try out-a new product I see advert1sed
on TV.
- 2. I find TV éds often fun and amusing to watch.
. 3. T am influenced by ads to try a new food product.
4. 'I'feélTV ads are in poor taste and very annoying.
5. I usually get some good ideas from TV ads for food
: products.
6. Iid rather pay a small amount yearly if I would have
TV. without ads.
7. 1 usually enjoy TV ads for food products.
8. 1 feel TV ads are sometimes a welcome break.
9. I feel there are too many ads on TV.
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5

Appendix I

2

1510Nn¢

How do you feel about the commercials that are shown on children's.

Parental attitude toward children's advertising

telev

Large decrease in children's
- advertising and programming.
o . :
no . ‘
o= M~
> O
U S o .
o9 Moderate decrease in children's
s advertising and programming.
. O C
Strongly =2
Negative g «©
. T w .v . . -
— s Slight decrease in children's
Negative T advertising and programmning.
nm ,
O @ ¢
-~ [Te
v O
_ . e
S1ightl @ a . .
N gntly E Keep things just the
egative s :
‘ - way they are.
O ‘
| 55 o
Don't care 3=
one ‘way or © = . i . .
m:Oﬁ:mw w © Slight increase in children's.
m,m advertising and programming.
Slightly 25 ™
Positive EZ
o 3
oS s Moderate increase in children's
Positive ”w”m m . advertising and programming.
o Y- o
s
CE3
) .wt,y
. . . .
Strongly S+ o Large increase in njdﬂawm: S
Positive . 53 advertising and programming.
- -~ == —
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Appendix J.

Purchase Influence Attempts

Bread Potatoe chips/Cornvchips
Gum Carrots

Oranges . Vegetables

Hot dogs | : SWeet_ro11$/Donuts/Cake5‘
Cheese (Cheddar, Bananas ;

American, Cream,
Swiss, etc.)

Soda Crackers
Milk PopsiCTes
Lunch meats (Balogna, Me]ons:(Honey Dew/ Cantalope)

Surmmer Sausage, etc.) _ .
o Coffee

quurt . Ice Cream
Candy Peanut Butter
Cottage Cheese v Fruit Juice
Presweetened Cereals .Cookies

Other Cereals . Apples

Kool-Aid

Anything else?
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Here is a Tist of foods. Please indicate how often your
child asks you to purchase this food.

1- Always, every t1me we go to the grocery store
2- A lot

-3- Sometimes

4- Once in a while, every month or two

5- Not very often

6- Almost never, maybe once or tw1ce

7~ Never

Using the same list of foods, please indicate how often
you purchase this food for your child after she/he requests it.

1- Always .

2- A Tot

3- Sometimes

4- Once in a while
.5- Not very often
6- Almost never

7- Never
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Appendix K

Occurrence of parent/child conversations about commercials.

Do you or your spouse ever talk to your child about the
commercials he/she sees on television? Yes. No

Can you give me an examp]etof-the'sorts of things you've
- tatked about? '

‘How often do you talk about commerciats with youf child?.
Often, several times a week
Pretty often, about once a week
Sometimes, every coupie of weeks
Not too often, every month'of two-

Almost never, maybe once or twice



Child's Interview.
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Appendix L

Behavioral Eating Test

The child is escorted individually from the class-
room'tp the laboratory trailer. The experimenter presents
‘the child with a tray of foods and beVeragesQ The tray‘
contains én equal amount of high and Tow nutrition foods.
“The low nutrition foods consiét of snack fﬁdds commonly
adveftised_on Saturday morning television. They include:
M&Ms
Cracker Jacks
Chips Ahoy chocolate chip cookies

Fruit Loops presweetened cereal
Cherry Kool-Aid

O W
- L] - L) .

The high nutrition foods include:

. Cheese (mild cheddar)
Carrot slices

Grapes (green/seedless)
Apple slices

Orange Juice

OV w M =
L T Y

The foods and beverages are served in 10 transparent, equa]
sized plastic cups on a 50cm X 50cm p1ekig1ass tray. A1l
foods and beverages were prepared'immediate1y prior to the
presentation of the tray to the child to insure each subject
equally fresh and appealing looking food. AA11 foods were
prepared in approximately equal-size unité and the placement
of cups on the tray was randomly determiﬁed for each child,
The instructional set to each child was as follows:
We are trying to find out what kids think of dif-
ferent foods. In front of you are a number of
small cups of food and things to drink. In a min-
ute I am going to ask you to taste the different
foods and drinks, but first I need to make sure
‘you know what all the foods and drinks are. Can

you tell me the name of all the different foods and
drinks on this tray?



100

The child is encouraged to'name the foods and:beverages in

-any order he wishes. If any of the foods or beverages are

unfamiliar to the child, the experimenter names.it for him.

-That's neat. VYou knew a lot of the foods.and drinks

on this tray. Okay (child's name), right now I
have to go in the other room for a few minutes.
While T am gone, you can eat as much of anything

as you wish., If there are some foods or drinks you
don't 1ike, you don't have to eat them. I have to
go into the other room now, but if you need me

for anything while you're eating, just knock on

“this door and I'11 come back to help you. Do you

have any questions? (Answer any questions.) Okay,
remember you can eat or drink as much of anyth1ng

‘as you want. Go ahead and begin.

The experimenter leaves the room for an eight minute period.

During this time, the child is observed unobtrusively through-

a one-way mirror to guard against any procedural confounding

(e.g. spillage, hording). At the conclusion of the eight-

minute perfod, the experimenter returns to the testing room

and says:

Well, it looks as if you've tdsted'a few of these
foods. I need to take this tray back into the

‘other room, but I'11 be right back ‘and then we

can talk about some other things..



101
Appendix M

Pretend Eating Test

The experimenter structures the situation by saying:
Do you know what it medns to pretend. something?
(Give the child an opportunity to talk)...Now I
want you to pretend something. Let's pretend that
your mommy and daddy are going away on a vacation
and they asked me.to babysit for you while they are
gone. '
The experimenter lays out the first group of six fodds on
the table:
Now, I wouldn't know what kinds of foods you would
want to snack on while they were gone. S0, suppose
I said, here are six snacks, let's see there's
(allow the child to name the different foods to in-
sure their familiarity; help, if necessary)...
Well, here are six snacks --you can eat three of them.
Which three of these snacks do you think you'd like
to eat? :
The experimenter records the child's choices and presents
the second group of six snack foods for “the second day
I was babysitting”. After the child makes her selection,
the experimenter continues for the "third" and "fourth"
day of babysitting. After all four groups of snack foods
have been presented, the experimenter presents the first
group of breakfast foods saying:
“Okay, now what about breakfast. I wouldn't
know what you want for breakfast, so you would
have to tell me. Let's see, you could have....
~The child and the experimenter name all the‘foods and bev-.
erages presented. The child is asked to choose three
foods he would want for breakfast. The procedure for choos-
ing breakfast foods is repeated for."the_second day I was

babysitting".
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Snack Group Pepsi Apple Juice
#1 M&M's : Cheese -
Potato Chips Peach -
Snack Group 7 Up V-8 Juice
#2 Cracker Jacks Apple
LoTlipop Carrot
Snack Group Cookies Unsalted Sunf]bwer-kerne1s
#3 Jelly Beans- Grapes
Popsicie Yogurt
‘Snack Group Fritos Banana
#4 Twinkie Unsalted Peanuts
Life Savers Cottage Cheese
.Breakfast Group Grape Kool Aid- Milk
#1 Donut Orange
Fruit Loops Oatmeal
Breakfast Group Cherry Kool Aid Orange Juice
#2 Pop Tarts Cantelope

Lucky Charms Cheerios
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Appendix N

Child's -Nutritional Knowledge
When the child completes all six sets of food selection on
‘the PET, the experimenter again presents, one at a time,
each food stuff presented previbus1y. The'examiner'struce
tures the child's responses by saying:

Now I want to ask'you a different. kind of a

question. Let's think about (name of food).

Do you think that (name of food) is healthy

and good for you or not healthy and bad for you?
The experimentek records the child's response and continues
this way for each of thé remaining 35 foods. The order of

presentation for each child is randomized and listed for

the experimenter to follow.
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Appendix Q '

The occurrence of parent-child conversations about commer-
cials and the child's conceptions of why com-
mercials are shown on television,

Do you watch TV at home?

What kind of things do you watch?

When ybu watch TV have you ever noticed that there were many
“different things you could watch.- Like there are cartoons

on Saturday morning and fgnny shows that have real people
doing funny tﬁings'and shows‘with police officers and sports.
.(Encourage the child to get involved in the_conversation -
introduce the idea of commercials if child doesn't. Get
¢hi1d talking about ads they've,seen butvdon't talk about
'the intent of commercials. If child introduces this topic,
note response on question 2.)

1) Do you and your mom or dad everAtalk‘about the commer-

cials on television? Yes No

1A) What kinds of things do you talk about?

2) Why do you suppose they show commercials on television?




105
Appendix P .

Children's attitude toward commercials

The assessment of this variable bégins with the ex-
perimenter calling the child's attention to the previous
conversations about commercials and programs,

When we watch TV, we see both programs and commercials.
Before, you and I were talking about the commercials

or ads that you've seen on TV. (If the child mentioned

any specific commercials previously, mention them here.)
Right now, I want you to think just about the commercials
you've watched on TV, How much do you Tike them? If

you like ads a lot, then put a big X through this very
happy face. If you like ads just a little, then put a big

X through this sort of happy face. Now, if you really
don't Tlike ads, but you don't dislike them either, then

put a big X through this middlie face that's not smiling

or frowning. If you don't like ads just a little, then

put a big X through this face that's frowning just a little,
If you really don't 1like ads at all, then put a big X through
this face with the big frown. ‘Okay? (Answer any questions
child may have.) Go ahead and put a big X through one

of the faces, ' '

After the child marks one of the faces, confirm the child's
answerlto insure the -child marked the answer she intended to

mark.

-You put a big X through this face to. show Me that (for
example) you like ads just a little, -Is that right?

The second question is a little more complicated and the ex-
perimenter needs to take time explaining the procedure to the
child. First complement the child on the task just completed.

Okay, you did a neat job of figuring out how to do this.
Let's try another one, This time I want you to think about
the programs or shows you watch on TV too. Remember when
we talked about the programs you watch on TV? (Remind

the child of programs discussed previously.) Look at

these pictures. These squares are supposed to be tele-
vision sets and this is the face of the boy/girl that's
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watching the TV, In some of these TV sets, there is a
picture of a box of cereal. That means there is a com-
“mercial on the TV. In the other TV sets there are draw-

ings of people. That means there is a television show
‘on. See .this very happy face under the TV set showing

a commercial? If you like commercials a Tot more than
‘the programs, then put a big X through this very happy
. face watching a commercial. If you like commercials just
a little more than the programs, then put a big X through
this sort of happy face watching a commercial., If you
like commercials and programs just the same, then put a
big X through this face that's watching both a commercial
-and a program. If you like programs just a little more
than the commercials, then put a big X through this sort
of happy face that's watching a television program, If
you like programs a lot more than the commercials, then
put a big X through this very happy face that's watching
a television program. Okay? (Answer any questions the
child has.) Go ahead and put a big X through one of the
faces. ' '

After the chi1d marks a face, confirm the child's answer to
ihsure,that the child marked the answer she intended to mark.
You put a big X through this face to show me that (for

example) you Tike both commercials and programs just the
same, Is that right?
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Comwerclals a lot mege
than the program.:

T,
7 \)

{ ) i 7o
N/ N
They're OR Not Very Much -Not At All

Cammercials a litﬁle Commercials and'
more than the programs.. programs the same.

Programs a little Programs a- lot more
more than commercialg. than commercials.



Foods loading on PIA and Relative Success Factors

Appendix Q

Purchase Influence Attempts

| Pro=-Nutrition
Bread

Oranges

Hot Dogs

Cheese

Milk
Lunch meats
~Cottage Cheese

Un§weetened
Cereals ‘

Carrots
Vegetables
Bananas
Crackers
 Meidns

Peaﬁut Butter
Fruit Juice

Apples

Loading
r58472'

.68097
37155
74715

.52038
.44816
.3933%

©.50810
:74860
.75091
.58097
.58459
.58642
.48304
.62154
.68507

‘Relative Success

Pro-Nutrition

Bread
Oranges

Hot. Dogs

Loading
55656

© 75023
.52052

Loading
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Low-Nutrition

Gum .58452

Soda A7

Candy 72012

Presweetened

Cereals .60991

Koo1-Aid .49381

Chips 51512

Sweet Rolls .53994
:Popsic]es ;63448

Ice Cream .57591

Cookfés .75517

Low-Nutrition Loading
Gum .61038

Candy .68211

Presweetened

Cereal L4373



Pro-Nutrition
Cheese |
Mitk

Lunch Meats
Cottége Cheese
Carrots
Vegetables
‘Bananas
Crackers
Melons

Fruit Juice

Apples

Relative Success (continued )

Loading
RN
.40695
44627
42370
.80197
71474
.73053
.39853
50039
.58610
55945
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Low=Nutrition Loading
Kool-Aid .31 344
Chips" ;31890~
Sweet RoT1s 50996
Popsicles .66435
Ice Cream .60845
Cookies 77270
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Appendix R
Méans and Standard Deviations of Variab]es on the Three-day

Food Record

Variable Mean Standard Deviation
Percent RDAh--ca1ories} 98.973 21.63%
Percent RDA - protein 219,986 49.482
~ Percent RDA - Calcium 124.284 33.747
: Percent RDA - Iron 102.365 33.975
Percent RDA - Vitamin A 215.270 148,446
Percent RDA - Thiamine ~ 112.919 31.181
Percent RDA - Riboflavin 1567940 41,524
Percent RDA - Niacin 98.416 28.739

Percent RDA - Vitamin C  267.703 165.193
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.Appendix T
Correlations of Othér‘Items with Regression Variables
TotaiC with

BETCal with BETG with

Orange juice .46

Kool-Aid -.52 "Kool-Aid = .84
M&M's -.A4 Grapes .38 M&M' s .65
Nutritious Apples .40 Total grams--
Calories- Carrots .38 BET .78
BET 41 Kool1-Aid -,52 ‘

Junk with M&M's -.46

Nutritious
Commercial “grams- BET- .62
TV Child -.3

LogTVC with

LogTVK

Self report
TV-Parents .55

LogTVP with

Self-report
TV-Parents .84

Commercial
TV-Parent .44

Self report Self report " Commercial
TV-Child .42 TV-Child g3 TV-Child .48
Commercial Commercial Commercial
TV-Parent .99 TV-Parent: .61 TV-Coview .98
Commercial = = Commercial . Public TV-
TV-Child .61 TV-Child .97 Coview .39
Commercial Commercial
TV-Coview .46 TV-Ccview .51
Other Cable Public TV-
TV-Child .44 Child .36
RatC with - RPubP with RPubK with
Commercial Public TV-- . Public TV-
- TV-Coview .49 Parent .87 Parent .38
Public TV~ Public TV- . Public TV-
Parent .52 Child 44 Child .82
Public TV- _ Public Tv- “Public Tv-
Coview .59 Coview 73 Coview .36
RPubC with SES with B PATot with
Public TV- Self report Self report
Parent .50 " TV-Parents .38 TV-Parent -.39"
Public TV- -Self report Self report
Child .36 TV-Child .35 TV-Child -.36
Public Tv- Commercial '
Coview .74 TV-Parent .40
Commercial
TV-Child .39



(contihued)
PAKTot with

Parent
item
Parent
item
Parent
item
Parent
item
Parent
item

attitude
#a
attitude
#5
attitude

attitude
#9

37
.39
.39

.44

KAtTAd with

Percent Vitamin
A on 3-day Food
Record .36

JuhkCa] with

Ratio of empty

calories to total .

‘calories on Food
Record .93

113

“JunkNo with

Ratio of empty to
total calories on
Food Record .37

Percent calories
consumed on .
Food Record

Total calories

"~ ‘recorded on

. Food Record .38

.38
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